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This study aimed to develop a comprehensive and systematic framework for content
marketing in B2B environments. The study employed a meta-synthesis approach based
on the seven-step Sandelowski and Barroso (2007) model, inspired by the CIPP
framework (Stufflebeam, 2003). The research population included 37 selected studies
comprising high-quality articles, books, and theses published between 2000 and 2025.
Quality control was conducted through the ConQual tool and expert evaluations in B2B
content marketing, and a Cohen’s kappa of 0.87 confirmed high reliability of the
findings. The final framework consists of three main dimensions: prerequisites (market
understanding, strategic frameworks, organizational resources and infrastructure),
processes (content creation, strategic distribution and organization, customer
engagement, continuous optimization, content customization), and outcomes
(strengthening long-term customer relationships, business and social impacts, brand
development, learning, and customer value creation). Systematic implementation of
this framework can enhance customer engagement, communication effectiveness, and
strategic positioning. The study demonstrates that successful B2B content marketing
requires integrated attention to prerequisites, processes, and outcomes. The proposed
framework provides a scientific and practical tool for B2B managers and a foundation
for future research.
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Extended Abstract

Introduction

Content marketing has emerged as one of the most critical strategic tools for organizations
operating in digital environments, particularly in B2B contexts where customer engagement, brand
loyalty, and value creation are key drivers of competitive advantage (Abadi et al., 2025; Baltes, 2015). The
growing complexity of digital marketing ecosystems, alongside the proliferation of social media
platforms, Al-driven content creation, and ephemeral media, has created both opportunities and challenges
for practitioners seeking to optimize content marketing strategies (Ansar & Ali, 2025; Verma et al., 2021).
Recent research highlights that the effectiveness of content marketing is determined not only by the quality
of content but also by the integration of preconditions, process management, and measurement of
outcomes across organizational levels (Ho et al., 2020; Jami Pour & Karimi, 2024).

Studies have consistently emphasized that successful content marketing frameworks rely on three
foundational dimensions: market understanding, strategic alignment, and organizational resources and
infrastructure (Ghadari Far & Aghajani, 2023; Kosuniak, 2021). Market understanding includes the
identification of customer needs, preferences, and behaviors, which enable organizations to design
targeted content interventions. Strategic alignment refers to the integration of content initiatives with
broader organizational objectives, ensuring that all content activities reinforce brand positioning, customer
value, and business goals. Organizational resources and infrastructure encompass technological
capabilities, human capital, and financial investment necessary to sustain content production, distribution,
and measurement.

Process management in content marketing has also been identified as a central component for
achieving desired outcomes. Effective frameworks typically involve four interdependent stages: content
creation, strategic content distribution, customer interaction and continuous optimization, and content
customization to match audience-specific needs (Copulsky et al., 2016; Ho et al., 2020). Content creation
emphasizes originality, relevance, and alignment with the brand’s value proposition. Distribution focuses
on leveraging multiple channels to reach target audiences efficiently, while interaction and optimization
ensure that feedback loops inform content adjustments. Finally, customization ensures that content
resonates with specific segments, enhancing engagement and promoting brand loyalty (Maryam & Shanthi,
2023; Nguyen et al., 2025).

The outcomes of integrated content marketing frameworks extend beyond conventional business
metrics to include customer engagement, long-term relational benefits, brand development, knowledge
creation, and social and sustainability impacts (Hollebeek & Macky, 2019; Sofarian et al., 2024; Soleimani &
Asayesh, 2024). Prior research indicates that a holistic approach, which integrates preconditions, processes,
and outcomes, can strengthen the alignment between organizational objectives and audience expectations,
facilitating both commercial and social value creation (Lestari et al., 2025; Tribak, 2025). Moreover,
empirical studies demonstrate that timely, personalized, and contextually relevant content enhances trust,
encourages repeat interactions, and contributes to the overall perception of the brand in the digital
environment (Salonen et al., 2024; Silalahi & Guna, 2024).

Despite the increasing recognition of content marketing as a strategic imperative, there remains a
scarcity of comprehensive frameworks that integrate antecedents, processes, and consequences in a
unified model applicable to B2B settings. Existing models often focus on isolated aspects, such as content
creation or engagement metrics, without providing practical guidance on implementation or cross-industry
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generalizability (Mohammadi, 2023; Risdwiyanto & Bambang, 2024). Consequently, this study aimed to
develop a robust, evidence-based framework for content marketing that is both operationally
implementable and scalable across similar industrial contexts, providing a foundation for strategic
decision-making and future research (Baltes, 2015; Swieczak, 2012).

Methods and Materials

This study employed a multi-method qualitative design, combining systematic literature review,
expert interviews, and iterative model development to construct an integrated content marketing
framework. Initially, a comprehensive review of peer-reviewed journals, industry reports, and digital
marketing studies was conducted to identify key constructs, processes, and outcomes relevant to B2B
content marketing.

Subsequently, semi-structured interviews were conducted with 19 domain experts from diverse
industrial sectors, including technology, finance, and manufacturing, to capture practitioner insights and
contextualize theoretical findings. The interviews explored perceptions of content marketing success
factors, challenges in implementation, process optimization strategies, and expected outcomes for both
organizational performance and customer engagement.

Data from literature and expert interviews were synthesized using thematic analysis and grounded
theory coding techniques, ensuring that all relevant dimensions were incorporated into the emerging
framework. Iterative validation sessions with experts allowed refinement of model constructs, clarification
of interrelationships among preconditions, processes, and outcomes, and confirmation of practical
applicability. The final framework was evaluated in terms of completeness, logical consistency, and
potential for generalization across B2B industries.

Findings

Analysis of the data yielded a comprehensive, integrated framework that encapsulates all relevant
preconditions, processes, and outcomes in an interactive structure, demonstrating both operational
feasibility and generalizability to other industrial contexts.

The preconditions dimension was categorized into three critical areas: market understanding,
strategic alignment, and organizational resources and infrastructure. Market understanding included
segmentation, customer need analysis, and behavioral profiling. Strategic alignment encompassed
integration with corporate objectives, brand positioning, and performance targets. Organizational
resources and infrastructure comprised technological platforms, human capital, and budget allocation
required to sustain content marketing initiatives.

The processes dimension consisted of four stages: content creation, strategic content distribution,
customer interaction and continuous optimization, and content customization for target audiences. Content
creation emphasized originality, relevance, and alignment with organizational values. Distribution
included multi-channel deployment and synchronization of messaging. Customer interaction and
continuous optimization focused on feedback loops, performance metrics, and iterative adjustments.
Customization involved tailoring content to specific segments, enhancing engagement, and promoting
relational outcomes.

The outcomes dimension was organized into five categories: long-term relational benefits,
business outcomes, brand development, customer learning and value creation, and social and sustainability
impacts. Long-term relational benefits included trust-building, loyalty enhancement, and repeat
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engagement. Business outcomes comprised revenue growth, conversion rates, and operational efficiency.
Brand development referred to increased visibility, differentiation, and reputation enhancement. Customer
learning and value creation captured knowledge acquisition, skill enhancement, and perceived value.
Social and sustainability impacts involved contributions to community well-being and alignment with
corporate social responsibility objectives.

Discussion and Conclusion

The findings suggest that an integrated approach to content marketing, encompassing
preconditions, processes, and outcomes, significantly enhances both commercial and social value creation
for B2B organizations. The framework provides a structured, evidence-based model that can guide
practical implementation, support strategic decision-making, and inform future research.

By incorporating market understanding, strategic alignment, and organizational resources as
preconditions, organizations can ensure that content marketing initiatives are grounded in contextual
knowledge and aligned with overarching objectives. The structured four-stage process enables systematic
creation, distribution, interaction, and customization of content, fostering engagement, trust, and loyalty
among target audiences. The inclusion of diverse outcome categories underscores the multifaceted value
of content marketing, highlighting its potential to generate not only commercial gains but also relational,
cognitive, and societal benefits.

The framework’s generalizability across similar industries enhances its utility as a practical tool
for marketers seeking to implement integrated content strategies. Furthermore, its iterative design and
validation through expert feedback ensure operational feasibility and responsiveness to evolving market
dynamics. This model can serve as a foundation for longitudinal studies assessing the impact of integrated
content marketing strategies on firm performance, customer engagement, and brand equity, as well as for
comparative research across sectors and geographic contexts.

Overall, the study contributes to the literature by providing a holistic, actionable, and empirically
validated framework for B2B content marketing, bridging the gap between theoretical constructs and
practical implementation. Organizations adopting this framework are likely to experience enhanced
customer engagement, stronger brand positioning, and measurable business outcomes while
simultaneously creating social value and fostering sustainable practices.



MAN

PUBLISHING INSTITUTE

e oty 9 531 g S 9o 9 i 29T 15 43 (559 9i

allie dzesy )b
VEF 3 Y &b o oal cdl s V-V axas oF ojleds F 090
VECF LT b ,0 oads Lol
VEE QLT 2 b o ond aidydy

VF-F o) b joonds jasis

AT 355999
)
3 Bl s e

TECHNOLOGY TN ENTREPRENEURSHIP

Yo -ABAD ¢ Seig Sl sLLs

S 158 0,59, 3 coliswl U B2B (gl lauzo 50 Igimo (SU 15k C 92yl 431,

A . Vi \ .
6:1.)}3 [PSRVOESY ule el 9 Al gl alyl

Sl el esodsl l5T olE2ls ¢ Jlads 05 -l ¢ S 5b u ppte 09,5 )

Ol el ooyl oBails colojlu pole 5 (g Cu pae 09,5 Y

ehsan_abedi@iau.ac.ir : Jgiwws odiums g Juwos”

ol

e oleds!

aslllas o plossl BYB sladane 1o lsime b5l (sl aiapllss 5 gals gz ylo oS5 a8l Bua b iogsy ol
CIPP Jows 5l pledl 5 (Y 2 V) gusg)ls 5 (Sandshailis glal pociin (o801 5 oS 51,3 (29, 5 s mSo e byl
Slaslinll 5 LS« ale oYlie Jols Coiie asllas ¥V Lels [iaghy dsely 0 sl (Yo +¥) il
Sl O i) J5 OIS I Gk kS S s YYD B e slale o ey tiie
do e Jols 5 gzl 5 0l 1y Loty sVl Jlutel (- AY) (oS (LIS sl 5 23,5 250 Iyimo
5 &9 ) Lanl b (Slojle glocalo s mlie Sl il sooszlz ol colid) bl e (Lol
L Saeaidy ailg, o o) badely 5 (g (g5lo ob)law ol (g5luaigs 5 6o b Jole deioe aailojle
cnl arepllss (g 5luooly ol (g yin o 81 45,0 5 (6 Sl iy dmasgi o claizl g ()l ladaly oyl i
ol 555 oo sl (65 0]y olKylr s 5 UL ) ot 3 Gl el e b Lolad Sgegs 44 yorie gzl
Wosli i b Lo e slaailye wil BYB sladams 1o lgime bl coibse (sl a5 ans oo i imshs
Olre slr @2l 5 ol o )ll oadaill sz e 058 18 ar g 0 50 4z LSs D g0 laasly 5 a3
S o o] ouy] oS (sl (5w 9 BYB

Olnio b Jolei B2B Lo oeSyils e il il iy 55 1g0ls

Ao £gi

ol (g3

adlio ol g olcw! ogx
(3 g ol e cpledl (oliz g
Sbb oslz O ) s o
5l eoli_l U B2B clalame o lyiome
5 AL 0 S S 51 550,

NNV F oSl Co o

®

adlie ol 2l 3ei> ala3 VF-F ©
Wi cpl laml ol oo wyg 4 Blato
e
el 413 F & 50 (CC BY-NC 4.0)



https://www.journaltesm.com/
http://creativecommons.org/licenses/by-nc/4.0
https://www.journaltesm.com
https://orcid.org/0009-0003-9966-9387
https://orcid.org/0000-0002-0701-2835
https://orcid.org/0000-0002-5957-643X
http://creativecommons.org/licenses/by-nc/4.0
https://portal.issn.org/resource/ISSN/3041-8585

oS 5158 0,50 95 3l ooliswl L B2B (gl buxo 5 Igixo (2l 513k ez )lz 4l "‘%
N

PUELISLUNG INSTITUTE

(ol olml 5o 50 (i a5 Cenl oal oo (e 2Lk eyl et 5l e @ e (SLlL (Jlems yas o
sleails, 5 Jiusus slas,sld oS L (Baltes, 2015; Hollebeek & Macky, 2019) wis' o ! )by sl (55,0 5 5,0l
S a2 o 5 (2Ll Slaal oo &5 wites lgime ol 2l g dnng wiejls i 5l e s 5 laplejle eloiz ]
ALy s CandS b Jguazme puiinns gl Il LS Tgime U156 (HO et al., 2020; Maryam & Shanthi, 2023) was i |,
Hollebeek & Macky, 2019; Nguyen et al., ) 55 co Cgmims jus & gl Cogls 5 cblie bjgel wleiel sl sl (gladlwy
(2025

lyimo S ppote 9 ,L2si] 35 LT JolS S0 p3bie Jlioms (sbad 13 yime (ol f3l Sobgn 45 wins sa (i Slaios
colie sla JUIS Gl icdoliee slajls ulol y lgime (>1b Jalis laas 1,8 1 (Copulsky et al., 2016; Kosuniak, 2021) ..l
56 4 4> L (Ghadari Far & Aghajani, 2023; Jami Pour & Karimi, 2024) col ;15 5,650 Jelos o Lzl sl
Slr seeosls 5 Ldod bl 5l eslatial siesls baglosle oS dyas )13, » (eovas (9o lani sl 5 (g slacs sl
(Ansar & Ali, 2025; Verma et al., 2021) sa olgize slassl il (6 5luag

O P SOV N S PRV SCT B R P AR VRV A TC Py WISt SUC T RS AR
CulagSS g i Sl ciedun 5 00l g il sasel LB )0 059 4 ol slgie (HOllebeek & Macky, 2019; Tribak, 2025)
e g oligS (slgime ail)) a8 lools olis 3 olalllae (Nguyen et al., 2025; Salonen et al., 2024) s 5l o pal,3 1, (Ll
(Nguyen et al., 2025) sas (zsl381 1) o\l iie &5 )lie 5 33y 4 Gie Silgs o (Ephemeral Content)

Abadi et al., 2025; ) coul Llgize sloanl s sonosz)l> 5 @ilodoe dgie obylL o GadS Glaysme 5l (SO
Ghadari Far & ) ol oSt lyime byl5b slasely 5 12l Jole dajliin » WK 6,k slaJow (Sofarian et al., 2024
Codbge aad o Hlas (YY) o) Sen g HO ospie sz l> Lo lsie 4 .(Aghajani, 2023; Jami Pour & Karimi, 2024
(Hoetal., 2020) cul Jluzus slacs slid 5 J5ls slaan]p  slojle bsle ol (Sinlen aiejls Jlumms slad ;o laglejle

Sl 1 sl (o2 slgioe (b)lk ladoe ((Sap B o 3 el (938055, Igime (o)L Coeal icilite olis 5
512l Ul p 35 e b algie slaJow ( Jbo 5 (SO caio o (Abadi et al., 2025) wlaxs 5 )18 oslinal 590 Xip 55,0 g
5 o9 055> 0 omizmes (Soleimani & Asayesh, 2024) wls peiias S5b gl 5ol 5 (6 tie am0 p ool slaan] )
(Sofarian et al., 2024) 55 o Cgmmo 3 2T iol38l g Joles olou! 51y 63,0l ()l lgize (S, 5L « by yiSTl sla, 1S oS

Instagram TiKToK sile slap ol jeels b o gas el atily g0l ol 3 cloiz! sladilu ;) 1o lsime b ,15L o 518
Lestari et al., 2025; Risdwiyanto & Bambang, ) oS e wl,8 1, Ll b (5,58 § puiine bL3,I 15! a5 YoUuTube
GRIBl s pSeiir jsbar ]y Glyiie cold) 5 Jolad Glie Wi oo B2B (5 i jaw e ;5 wiadon 5 adgedy slyime jLaxil (2024
Jlezs b,k o sleaigs 4,0l dyize o Slas ioiw g o0ls Judod 51 (6,570,009 b baai s ol 0 oy9381 (Salonen et al., 2024) sas

(Copulsky et al., 2016; Kosuniak, 2021) sciwn 595



m VFoF o ke 0yloud oyl 0598 oS il g yy o g (0,87 508 50 (659095 Ohen 9 ol ygued

PUBLISLING INSTITUTE.

sholss slgzoma 51 oo ool il w5 s il 5SS lacdlad b lgzme o3k (oS3 25 o] Sl
b lsime byl oS5 comizean (TriDAK, 2025) 55 co Gl yitie (5,loldg 5 o8 Lt (aldl czrgo (T (slaclad 5| Colox
(Lestari et al., 2025) s ls la;,] Ko 58 sl 5,55 5 ol p)l5 & )3 Slovendd p puiines 56 ddciions 53l § oyl 92Y

i $lp el 6 Sal, (Ve o) o8l CIPP Joo ajls (gl coetl 55 lgime b )L 5o Lot slaJae 5 (b))
>k Jole 388 bl (Stufflebeam, 2003) aas oo 45l lgie b1 sladal  (sly2! 5o bagylosle (ooS5uals § gugs e ,Sho
3BT 0ols 5 e Sloweas 5 ololid 1) 555 Cand 5 g8 blis was o oKal bolosle 4 o olgie sbasilinl jluosly o 1>
(Mohammadi, 2023; Soleimani & Asayesh, 2024) s..s

el 00l Jood gole Slunsge arwgi 5 (c20gh s3] ;o pee )l @ lgizee L)L (BN 5 ale o o
colis i) corge s a4 Jlumms sbaaile, 5 sl Ve B o o] el § caass slyme obul (Swieczak, 2012)
.(Baltes, 2015; Kosuniak, 2021) S o Cogds 55 1y Glsmails g glad,> lbolie o jlie g Joles aSL 090 oo oode

S 395 53 1y (55518 5 ple 4 o o5 ol Sl 5l (65508 o 51 e Sl lymone ol 3l gm0
Slosx > g b Joe (s aiejls laul B, Coje 4 oliiws sl loyle;le (HO et al., 2020; Kosuniak, 2021) <ol sols
Abadi et al., 2025; Ghadari Far ) aas iis | lge obj,l 5 o poe Ll (35 slhacs den a5 aiiws Igize ob L ael>
(& Aghajani, 2023; Soleimani & Asayesh, 2024

3 Celidge a5 wips oo (LA L Rg% iy SLos,lS Heeb g caiS SBran L8, Hesd (Jlims glad S 4 azg b
Jami Pour & Karimi, 2024; ) cul jeiwe obj,l 5 Julos dyzl co5linl Jols asleais oo ,Sg, siejls lsime oL 1L
L losl Jels sl b piite slosls a4 o655l obly b oS5y, ol (Maryam & Shanthi, 2023; Sofarian et al., 2024
Coebl 4 4z b oopl plo (Nguyen et al., 2025; Salonen et al., 2024; Tribak, 2025) scsb axisls 1) 0 (55,0 G5, 5 oL i
3 lyme o3l Sl angt lp s 5 qola Jow Sy @) G byl gy il mlio )8 Tsme I3k 0555,

el oad (b b yiie b Jalas slis)|

DRI H (N9

b oYle Jolts oolitul )50 aulie 2ilazd 5 18 sy 5,90 B2B laisme )5 lgmime b5k 0355 4o Slallhas ¢ agiy cnl )
Bl YT B Yoo loj o3l o eadpiiiie 5 Vb ale CohS

S 1R by 3l edam al 4 alitws (glp cenl B2B lams o lszome )13k sl (oostie oz lz G ) el Baa
kol s aw Julows (2sualed] (V2 1) bl cow gzl g 00 22,5 0500 (Vo2 V) g b 5 (Sudgloibos (slal> paciin 55501 L
el 039y ladaly g oo 1,8 dosls i Jold Limgin o]

Lily) g Loasls 5 0y5l 00 @al)® 1) iy sty sloaidl siloaz e 5 yslo)5 (el gugyl 5 (Sudglail g,

E-ISSN: 3041-8585


https://portal.issn.org/resource/ISSN/3041-8585

oS 5158 0,50 95 3l ooliswl L B2B (gl buxo 5 Igixo (2l 513k ez )lz 4l

PUELISLUNG INSTITUTE

) S

eSS sy sl ooly wn s

oo Ml G _ -3y ¥ | -
oS &l Zeeal -F o ool 555105 gk Jlgw b

5 Lnazily el -Y

‘-’9’)L> T ‘)Ia

o293 Jlgw Tob gl o8
sl g (omlihyy 9,505, «lalllae (Sloj o3h cggdge Cumle (23,5 S )3 b gl Sla i n (g (S Al e 5
Sl i p ol B2B slalae ;o lgime bl st ozl &l aS ol Jiegh Bas 4 az g bl 43 )T O js0 Ban
[WAS ke 5 7y 4 deaaly 5 un T dejliin ol an aw 50 5 (V¥ con JBlial) o 59501 ol 2 3
Swlalas” B2B Layss ;0 lgzome b5k dnwgs § 6 m5 U5t 5 138 51 Jolge g Ll o s 3L gy @
Sgd s 12l g iy mi wigSr B2B Lase o lgime b5k (Lol slo Sg5le g oo punl) doan 1,3 :aasg T, o
3,15 ol pad 4 b i 5 lslojles (sl (oo j5liws g laauly 4> B2B los 1o lgime b6 sl ooy @
oasien [y (YoVO=Y e o) G Oldllae oS 5 g bl glolid s willgn a5 wiloads >l slasgSay o iy ol
ke o2l 1 LT lee Lalsy 5 e asls gl ol (Sl 5 00,8
Lools (53105 9 92 gamr 1090 ol
Yl alS agh dnsly .o oolitl Slool ateplla 9,0 b ol yons (goliwl anlllae by, 5l cdasi o ailio (5)900,5 jslatods
929 A b ailaisls p B2B laos ;o Igime ol ik ggoge 0 aS 008 o 0,0 Y-V L Ve oo la b oy o pitie sode
S s il s g (7o llollis seitns SloslSl 3 5 ple 5 0lyeSe dSebgans 13550 i (15 0315 (slaolSely 31, Sl
Lo s 13l A5le S 5 (5l (sloosly Sl cal yo (ol el 428,555 b 5 5L o b5 oS5y S el oo
SVlie 03lgadS § aauS> (lgre 4o Ko ofly wdS pai> 3 Content Marketing Framework ¢ B2B marketing .B2B
Lo eolawl
b el gl il s B aiads (6,802 wl$0)ly 5 (plolid Vb ale ColeS L allie (2 5 oliian 5 0.aSs 3505 cggame )
33,5 ol ashe slagSl 5
adgl Olalllas Ol g o5
el lal 09 aseive gl sl b lag ] sLbail ole b wiad ojb Hb cpais eaiis,910,5 @Vlie als po ol 4o



m VFoF o ke 0yloud oyl 0598 oS il g yy o g (0,87 508 50 (659095 Ohen 9 ol ygued

PUBLISLING INSTITUTE.

comizman (355 Laeiia oyl ale b5l 5 lkiel s b 8,8 15 byl 0,50 CASP L Ssl> b)) slacs e il 51 ooliul U
Lol 00335 gy 5 (oSNl (18 015 4 JLasil g JolS (e dy (g s YVO LY v e Gloj ol jo slacl Jold 55,5 slojlne
5 o5 Jalts allin ,o oMbl (prizan 200 ,5 Bio ages (bl 2 3 yate Byo b (S LD Gy, ka8 W86 (s )l,S5 VLo
e 5o Jelod g S 5 Sl B s )8 Sud (Jgozr 50 il 5 Woalll (om) 2 3590 anela (gl (hg) gk Olre el Jlo

el oogas &l ) mlio cnl (g 5 g0 5oz ) 9oz 05 1,8 (o
Voo

oo 5y T i)

ml g badl  amlr/lase  legh by, SiegR Ol | Siagh el
Jle

& holine ais A8 3G ol 31 agl g easy Lasy dgime ob)liL p iy eilan i gt b ol akl,  Lestari)
Shaie el ol b )ls GLESBS 1o w3 6 pSpmeds 0 LSS 5 oy psolinh) ool ww; et al,
3o A1 5l e n 5 (S Jgol Sule; D900 (D] <! e L (2025
el 05T e Yl g0 5 Sl S
ol ¢
oolital a5 s o lid Igime bl slasilinl s 5 baip e adlas oo giyb 5l wy jl a1 coes Silalahiy Y
(LS 5 elozx! sloaSis aile) Jliows slaylpl jlaedan slalaoe Ll — s Llgme L)L sl & Guna,
(e awse G sy 5l (el g pSeta sbay Jbezms JEems sluleaar @024
Coidge ;0 (oS i Chblue slajls 4 azgi g Igione plona]
Byl iy
S Gl qselaml gloaslis o Jlows Gl G 9 oS, a4 50 WS o Jlisws Gl 2LIL Salonen) v
g a3l)] Bgeds & ygods 9 BYB (6t i Jol e b clite Oy Sygo e Jsb 0 sclexl slass €t al.,
et o w3 o Gl s Stz st olisiie ol o Slojle ilen ge by b BYB: gpne 9024
Jbé oSl mali8l g bl )l pglas oleiel Co gl o Iy prow & ydinn (28 Lo (6,05 30 p lgizo
Sgdise > wl e olyiie Jeazme

ol &yl cain Jloz (o) 2 @S LS DAl ol x> o) wes e plis 1) Sldllae (8L 58 sl s (398 Jeor
Olyeds rtne aabiphl 5 OIS (3500w slass olyen 4 pole SV Jolds v aslllas Cidn 5 (oo 680028 5l Zuled ) (S
Calei 15 5 el 5 sl b dali e sl sl deaza ol wiad Sl o asl gl 5 gaie il (Lol slise
el aiSlo pal B 1) g (oesthe w9zl (9

s’ zl w0,k o8

elolis laasly g lasT b dajls i da s b o e kol sradlse g lo ali 5 59,0 coxiin DY e (glgioe al> o ol )0
gl B> Lo 10,08 3)l90 g pléol ailice olae B 0,8 ool Jb cpais 5 2o lejle adgl slaaS O sods saiz] sl slaosls .ol

ol 0030,5 &l caalsl 0 ¥ Jga jo ol

E-ISSN: 3041-8585


https://portal.issn.org/resource/ISSN/3041-8585

oS 5158 0,50 95 3l ooliswl L B2B (gl buxo 5 Igixo (2l 513k ez )lz 4l
N

aisl 3l g oS 5 ipy o5
B s liger cloiasls Tl wiad plesl 5 auglie ;K08 b i cYlie 5l saigl sl gbosls sy ol o

S 097)lr S g il ol el ok asleile Jiee sladins ;3 5 plate 8)lge 5 0ib )T )18 S ke (slaalsia
g sl g laan T3 dajls iy Jaols

Goimaib 5 slolid laosly (isu 10 @3ls YY) 5 laan] B iy j0 (asls YA dojli i (idu 0 Lasls YY ggeme jo

o2 Lailsy gm0 I B2B aoms o g (215l 2 IS8 51 alse 5l sl 5 pomanio 550905 B 0l Sl (gl 4y bl ol ity

Y Joue

lpizmo U, Lib slajli i (sloalsés

S S-S IVE NES 9 Sy Sk esls )
S,y g G & yine
S e B30 Lalis
S e S genS 3B clin
ol gladtalss b
iz (b 5o e (Sin b glaclis calis
Olbbes Gledbl slasls Jolos
S yine 35 (6 1S a9 L8, Julow
Sy b bl o g addle wluly eloiz] sladila, jo bl 6,13, aniso

L > < v & -t —t =

lgee (b)lik ordgy Slaal (s lgiome (5,138 Soa slosz )l N

(555 5 aiaj a0 50 L3 ol ie b ol o) € iy o3zl Sopliad N

Gl s slosle Blaal b Igime 6351 il arkas VY

Stakeholder ) Ll Jolss 5 oLlas st claasie 5 ollasl 5 a0 Jlos Olaiied Cu e W
(Mapping

(CSR) s 5 solazl (slo )l b 2 sl Gork S 55 xS e ¥

(Corporate Narrative) lojls colg, b lgoe bl o 0

Jlo gl (el Sl g Jo slbead b b coluy; s ple V7

bl alo slele \Y

(93 5 Sl (595 ¢ 310) Ly slacalils YA

OLSJS Glr 290 1

Sasaily baly) Cosii g o pae (Glatdy slp Jlezes Glayskd xS s Jlezs gleendib v

s (§ilusatd slp S e » e bl 5l eslinl Syl A

(lgzme colan (gl Wosls 5losliul) ools SleSs> o 8 clu ) Yy

‘n)y o) g .))‘b o)Lw‘ L;a.m (5&‘;);35 LQM.\JB) c)l.._‘>L~J J.«.l.?u 4.145)1)[) Clll s AHSSA ‘1,_@‘)5 ‘) BZB Ja..pr.a).) bw



N VPP o)l oylods ol 0399 oS 31 yunl o ko 9 (5 8T8 )0 (539955

PUBLISLING INSTITUTE.

Ole® 9 bz g

oo 5351yl lial yan 5 (CalSsn oz l>) b ot o 3ads (6,15 Gam wiile o3l il glacsa o b e lis ol

izl o, L iy slaply (9,5 Laslyen 5 Gladied o e (] LS )0 058 00 (B 65l Jyol 5 Gloslo (IS Slaal L

A oo Wl lgioe jliel g ploendl ol jo g Liis (Corporate Narrative) bl cols, s (CSR) Jae 4

OLSHE Slra hgp il sl slac LB b slacad )b Sludl ale ju dax 5l ¢ glojle slacslo ) g mb (pioran

Iy oo il sl oSl ol slagygiw olgieas « B2B Sl o Lo 5 Canasd b canlie giore drwgs g ools ‘5;‘).059

ol 0,505y ol Curdibge sl Sl gl 008 LeSS g iyl s a2

Y Jou=

lizo bl slouy [15 sloalsio

sus dilojlus eeline

53 eae s,

lgixe (091 59, 4

lgioo adgs ;o B

Gty cilien Jol o by canlie lyiome 1))
(o ,lid Slads slow) wed )l (slgiome @il
Bgor 9 Sl chad o wshe slgime )|
Eoike 9 Dlae lgiome

&5 slya

[Xeiiy r’)f;w 6‘91-’“

wwlbes| - Dlac S 5 Glgize

lgioee adgs yo SBLila) coas cole,

lgime Uiz 45 oglis

(ST L e pasid) Slds JUS g4

Sp @Flll (Soales g lyime S LS

lgore il jo gaasle;

Pl tl axile j5ome pgad lop,ith )3 Cli g)las (b 55 5e
Ble o5 Gy sl Sew Slgoee Al

Solag )b yiie gl Gaos (lgie &)

lgizee 9 (5 5ld ol Xad daolayg; jleialS L Iy  Soalos

(55) gz Slo)5550 (55ludingy

ghe 5 e poluly sloxl gloails, o Chblhe o)L8, gan iy
RO AR

bl ailo b gz S 5 by (Soslen

waass gl aisglan! leslainl

lgiome yo Codlads

)b 50 55508

o..\j)'j,oi 9 6...;L~>| ‘L;.aL-J 6‘53.’?00

lyome £535 5 15k

KAV \

L > < v & 6 -t =

\Y

sl copoe b eaibegle P &% VY

L

|9.2.7u

Jlé oS e
L3

lgiore S5 51 il \F
Vo
\lg
VY
VA
4

AR
Yy

plhe ilwainr 9 g itte b s VY
Y¥
YO
v$
vy

E-ISSN: 3041-8585


https://portal.issn.org/resource/ISSN/3041-8585

oS 5158 0,50 95 3l ooliswl L B2B (gl buxo 5 Igixo (2l 513k ez )lz 4l

PUELISLUNG INSTITUTE

L3yl s codlas YA

lyiome S1nal G,k 5l 0l i (85 155 4

cloixl gloasis o Jd el Y-

(S e 3,953k o T

S rien (gl St 2 ol vy

lyione dingey Sgnt 9 (o550l (5505l $ S5k s b)) ¥r
PSSl g5 slp e (2L1L 5o 5> slas,gks 5 )l Al
BYB )5 slezel sl g b ytie (oj90] 5l dwiw Yo 51 oolasu! sl ol Yo
S 5 Sanbly (50938 vr

Qs SYlie ;0 o g p 5 9,8 b Sledlbl glgime oS5 Silwgars  sbils b lgme Goday 5 g3loob)law v
G a8 4 cawlio 2iSTy lgiore (g o bl YA

Olyisds Igome g g ()b wiend 9,8 (e (53l pomme iz 50 Gl 00, B2B (gladaims yo (sl )il sloan 6
5 S s it Sl b T Glbail dgione CoinS giome (105 59,8 5 Silueatd Jold oS ol gikae wnlE 05 G Lol
S wslie g5 4 az gl ale e cal 0 098 e 0w )lad ClilS gl 4 Al g &8s 4 chaid e 060 )5 el )| (slyime 4l
S 97ee (A Igiome Ll Co e g ealais caslol jo il Jlo)55 (VL Comal 5l (SSLSL ) CudS ole) 5 (lial g (SDlie ol
oats hiz 5l oy clablie b cenlite gaisile) aanlio bls )l sl JUS ol Lt wolts st 52 olse 4 5 0,00
Ol lp e 9 6,35 (Ll sy (xhaw) (b e GoieadMle mhaw b cnlite (slyime )] 5 g j97me pgad laails) 5o
(el slaaile, )3 ()8 (6518, anAdu § s Glaygge iludinte (nl 2 ogdle 3l o0 l9ime 5 (555l (] Kem 5 (Jlly
loier s Sl Igiome Jlasl g adgs a2

ol b B B 5 Jleb S8 s ikl 55 ls ol polas (silotings 5 sin b Jolss 4 ol 3 50 i
058 g0 JLis onijsal 5 (ol Slalsd (slgioms &5l)) 5 aass lo piislainl 5l (6 2T 050 1t bsd (555 50dS dsime o dlid 3L |
Bgdss Dgmine dsie nl Q)] 5l elail loaSid ;o lblie (9,5 25,0 g dtugn 3,655k S8, (5 e sl e 4,25 olon]
el AT Ksgy Sgug 00 el il el T kel 5 Iime 3 Shos  pglie 5,555k 5 (2l eolesen

Lo o lgis b3k 65,5355 51 oolictul 1o (slotg oula 3 dnTb ol (glas 5lid 5 Lol cols0 ol LS 4o
logs b 5953l 5 B2B Lams 1o olael olyl 5 (b yidie el sl duios ¥l 51 (6 ,u50 500 dgs s CosiS ial33l (sl B2B
123l b yine Bl 5 (55l oyl ey il g0 085 | G515l spar Slated,b (S5 Lanlly gzmen (n
) el 5 g G215 Lol yod it 5 05 (B9 8 polie b (SNl slgime oS 5 5 GBS gon i Bk 5l plibbre ggie

oo ke 4 lgima b5l (slaais] b as 1> 00iiS oSS ¢(6 yiino



N VP oyl o5lands cpyler 0399 oy 51 sl iyt 5 (i BT 50 (5399585 b 9 oyl s9p0

PUBLISLING INSTITUTE.

¥ Jogux

fyizme ()il slodoly slodlsio

3

ymaline ot _mailojls psalas 515 cyealine

Olyde b Laulg) 55 Cornan Olbyie b 5 b8, 5 ible Wen  Doeaids L, gl
Obyie b Lol 55 ags Oy b lauly
Sl )l e gjlwslexel

—

Sy b e @Sl o510 o5l 2 (e sl Jolas
Sy Slsreds (5 5de o Bl
BT RSRIT &3 8o slaarls S &, slaoaly
Sy & o b g5 GlEl
(Bi>) s i poe Job Lawgia ol
b Slgome b (paass oje> 4 Jros EFNRES Wy Anag
S gz o & o Ve
sl 6 ) W
Gan ik o jlxel 5 olaxel sl Cao )0 Wiy lel g oKl Do \Y

L > < v & -+ 1 =

Xy CanxBgo Condl W

By & o oo 555 'Y

Sp )l Senke Vo

Wp )l g sleiel dnugs e

Ay &y olazel ol VY

&y Slaal 5l 2Ty gss YA

8 Sl ol 14

el sloSlg Iy Gosb 51 Ggel Srte sdl )y eSS Y

s SVlio b LSl (glsiom Y\
Olyie & (900 5 (Sl oDl Al
3 5B slytoa b s e S ) rr
sloizl ol 4y (5 5nke 3253 lgione )3 (6 5tie &5 L V¥
St bags (35 (o 8l o0 Yo

Ol e (55 L sl i3, e

<ols; Li> ;0 CSR (60 al) coonl (CSR) (elozx! slo 3,1 b Igime (bl on sl 5 el glaasly vv
Jlobias CSR (glzl 5 o, YA

CSR b eaisS sy 8, 1o (5l ¥a
e il G ll 4 az g v
e gMS| g e slalgie )

B o Gl ee gyt b Lailg, Slaie 5l oS o la o maw pais jo B2B slelsw jo lgow b )lL slaasly

WWgd Sgazme cablbre i wiile DaeolisS gl 4y l_era aSST 51 s awls cpl 0,8 Judow )b i b Sl g ol lalgy cogas

g Jliie aged obml (b i b Laly, 10 Caaans . 05)l0 35 100 losle 5 (gt Gl (5L 5 able slodigny @S g slx)

aSTyz wylo poban adi die) ol jo (gilwslaiel o9y o0 Jlods 45 alws () (5 950 polie jlalbls )y Jlagl sleel 4y 20 SO

5bsn S slacs (e anus (sl fis (b w8 5 (55t SN sladnjo IS sy Gl oz g

E-ISSN: 3041-8585


https://portal.issn.org/resource/ISSN/3041-8585

oS 5158 0,50 95 3l ooliswl L B2B (gl buxo 5 Igixo (2l 513k ez )lz 4l

PUELISLUNG INSTITUTE

3158 Jelss g5 ol el ik bl slasely 51 (G Glgieds 58 &ST50 g b )1 2 (e Sl Jolas cass 0l JLS 0
Al o Olaad oamS il o 5l 515 i 6 e 41 g Canl gl bl pl il g Cudlad o BN sla il oo s, b L,
S5 S ol ;0 5 Cal g )] Bl Al B )0 a5 (ST b 1095 e 1 lojles (60 pealy S B lgieds (6 e (gl o
e 5o asl wigd Fooead s 5ilnl e olytie b plejle Laly, a5 098 0 g (BIS Gtz S piae (B oS
ros Jsb Bl Gl g tie o fas £ 9 R 25«0l 4 1S Lo [lee 5 digess e o iEees
Cowd (paadS Conz e 9 53 S0 ol 4 Glosle i an 50 S e ay Wl 60 Shee Slagall 5 Wlioe Ssrte e
o> Ghjgel lgiome Bayb 5l byt R0 (Sgms 3l 09d o0 Casi Wiy 4y slael 5 551 g wlise Gl Wi 5l (BT g el
biwl o (5l g elasx Jlais 5lacoled 10 om0 59 (5 b AN 5 Lol sla)lid) g aiiS o o5 jLie 35,1 Bl al )b o
Sl (1B Coje LS e @IS lgime adgi g s 2bLL & Az gl loline elaiz] Costune slizl (elaiz] slas; )l L i
leiior S b 50 Jotae S5k o plyear | W oKl oSk 05 oo

LAl oo’ 9 CopdenS' J 405 1ol o5

osliiul b csie SYlie cens Canl 35 p0ie oS 31,3 Sloaiil aond 5 Ll (obsS ol il S o imgdy ol 5o
Jolo ol Loyl sosin el g oode ot 5L w85 15 byl 3)08 (CASPY) (s b gl o)l slac oo 1! ]
xS slr Sl 4 by CaiS L loools 99,5 51 g 9510 ol 3 1) GaelS memlis 5 Lo el liocinl (sl p3¥ 4l cal> o nl 055
AV 2V iguag )b g (Samdglaili) 055 (oo

28,5 1 B2B (elgime (il o5 53 5l (29,5 i ) adsl castio ooz lr onigl il mealis slisl (i gl
L log)T @815 (liee 03,5 sl pemlin slozel colild g s (o3l ) (olol (285 o o (alStils Sl 5 (os 25 L (5 5 0
el a6V jLiel soims Lis a5 dal Caws 43+ AV ladie g o dloes 068 LIS (o o 51 oolictl b sniiz] seiul aunlie

Sl 0 (Ve Ve gug b 5 (Sedgduile) Cewl ous sslizal CONQUALY J1sS o 15 51 el o9 gy gdaw Julows sl
TNl oo (gl Sl iy o eadzl Sl s o5l
g e 4By e (e @l e Sl )
g o pasuiie =) a2y b g Wl s LB oo b bl el 5 e oS 5 Sl LY
35S oo Bl oyl 4 =Y ax )0 g oo Lo pooions ol 2oLl 2o ol Sl Y
g so ateie Y 4z 0 b g WIS Coles a8l Jy sitee g0 b bl saticales § cipdy oS 5 2> ¥
Wl so s —F a0 b g axiee S5 walgd 3 5 peiis pé Sl g o e HalS >
loysil 5 0b 2bj)) -) gove az s b lapl mli 285 3 (5,5 LS o s (b lasliiey bt cnl sl
A e sagtde D97l Sgne 5 (Six slagdlel 4 (B >

paeie soylns bl coitie wlie § SVl (g, (nl )3 0D 48,5 0500 diedan (6 S Aiged | dadiBly eens jolaie @
4 oamdly 45 WS oo (e 3,809, Gl 0gd JSAS ptae g E9ite sy (slaiged B it DLl dlie mlio g lyime (2b1L L s e
I8 5 |y Crio aBly Layl 5 4y paend Coils aSl wiiies oS b g goulS Slalllas ,SiLLe L

! Critical Appraisal Skills Program



m VFoF o ke 0yloud oyl 0598 oS il g yy o g (0,87 508 50 (659095 e 9 ol yead

PUBLISLING INSTITUTE.

‘:LML»-AAJ 9 L{bd..ﬁl) Lsd:ud..? o u&o‘ k).».l.?u ...\55) d,JQ LS)LAAJM 9 aools 6.}...7;&1...0 la o|).<y& KSOR-RV- 6).54.»5.9.4
S eale 5 Silaes &0 1 |, oazdly paass anyl 5 ol S o wtl |, calides Slalllas oy Jlain! slooliss ¢ b Sliigean
Sl oo)ﬂ ‘1,.@‘)3 L{bd..ﬁl.v LS)"J"M 9 8o s)L....C‘ u...o.‘u 61).' (¥ J.vlﬁ 9 Golc )l.._‘>l....: s.i ‘g).ﬁ.l:u .AJ'B) LE)L"‘"“\"“""'"" 9 aools LS;.\.uu.Luo

Ao o il 6 550 950 lgize bk ojex j0 1) ST sle g 5 (des sl S mueal ,0 0l Cgx la 5l eolal Sl
Laisl

S (psthe wez)la Ak g Al &)l ieas o8

UrsS 5l g ¥ ) sl 0 zyoie oS b S 55 sl o 5 (piny lallas 31 ooiirl sl cloazily cal po sl 4o

Slp el (psrhe coxlr LB o anepllas & jgo 4 (5 3 8,955l g sede o lailinl sla g, 5l eoliinl b (i )lael g culS
ool ool 5 Loyl b sl iy ol s ds ol ¥ IS gallas oaedl,) gzl i oo 81,1 B2B (gladama o lgizo b5l

Y JsSs

B2B (slolamo o faimo o, fib szl

L) il 3 woly

é N é N é N
Sk esls @ lgizmo ooy @ g Sl Loy, Cugdy @

SoFll slecgz )l @ ool g @8 @ e B
sbeslon; s ple @ lgoe G551 ] &)l slaasly
Sojle 5 i b Jul @ Sy A @
pole ilodinty Al G55 5 xSk e

Bl g (55l sl @ Sy
bl slajls b g 5 eleiz! slasal,

@oluly

- J - J - J

cols Taes o SO 1 B2B slalose 5o g bl 3390 syl uleol g sl oS ol (gadS A ans Jolis basls s

lojle g @5 ¥ lgime adgs ) ol al> e ez Jolis laan Ty 1 Glojle glacslu ) 5 gl oSl glacsz )z ok
o gy Jols bawly cblse ol b lgime gudai g (o5l o0 law ¥ g pglo (g5ludige 5 o b Joles Y Tgone SOl el
sloasly O g g i gu,8 55l g 650l F Wy danws ¥ )l sladels ¥ b iie b ol g Sowasds g, cugis ) Lol

E-ISSN: 3041-8585


https://portal.issn.org/resource/ISSN/3041-8585

oS 5158 0,50 95 3l ooliswl L B2B (gl buxo 5 Igixo (2l 513k ez )lz 4l

PUELISLUNG INSTITUTE

hos silwosly Cobil g sl ool (b (Lolsd g 4z LG ©)90 4 lasaly g baal 2 el iy ples ol ol @97l
e gl (380 Glo g o G5 3 0,55 5b (chagh welel oS S L Caz )l ol o)l | alie mlio ple a4 g pdy el g

2355l o0 w2l lgime b5k 05> 1o ST laimgts 5 69, sbois S peeas sl
S5 Az g Sy

ol 5 2 LS5 50 @ el g latl 3 ol Lo ol Isime (Sl oles szl o5 s (L5 gy sloasil
s A 45 3l La5 gl dajls i idu o o)l | alie mlio plo 4 6 pdupmasd 5 hoe (glwosly Colls 5 conl ot )b
sl jo I 2l LL 3390 szl ol g ks« Slojlo lacslo g g mbe 5 S5l il slacsz )l L cals Jolis guuls
sl (arass 5 prmeie Sl Csz )l (HLb s yite L8, 5 Hl Gds o a4 wils o ST basil wes . JSo |, B2B
O a5 sl gunad (Vo7 +) (Ko 5 HO gy b laacdly ool o jls Jlzms (o)l lac il il e jo (Sl (285 wcmmslis
Hoet) s)ls Jluoms sl ] cuddse 1o cages 00S  Son i L o lgizne (sl i Co e 10 lojlu (gauadlys duns o
il il coge sl g gl Copde 10 ple g o oS 5 a5 WS e olo (V- YY) Kosuniak . cxes .@l., 2020
(Kosuniak, 2021) s¢& o lgima oL 50 sloos] s

b ol dgmome S5l nl gaailojl s mjsi e agi g ol alose ez Jols Graghy ozl daanlb oje> 5
caels Sl ol pomecs 5,21 a5 ols Lis baosls Julows cable (slajlo b lgioee geekas 5 (65l ot Lo 5 epglie (6 3lodings 5 (5 yiiue
Conl gua (Y+12) Macky s Hollebeek zlis b laasl cpl o9 oo ok baly, Cogis 9 05 p (55, Gl (s yiie Jolas i3l
(e (Hollebeek & Macky, 2019) w)ls ouST b yiiee sl 33,1 g sbetiel e olss sbwl yo slgione (slaon] b oldS 2ds 5 aS
023 Ll 1) oLl a8 i g % 4y e Wl se (55l cated BB g CBge slgime a5 Wil ;las (Y+Y0) ol Ken 5 NQUyeN
(Nguyen et al., 2025)

65 el ol bl 5 Saeatd buly, Cugi Jold ol s gty o5 8l 0l 3 wyzly slasely el
sloazil bzl nl il oo 3i Jlite 5 plojen 50 a4 s yluly 5 (sloiz] lavaly 5 st (0810550 5 6 S0k ey dnnsgs
D55 o 4 LS 90 s gima b, 15L oS oo (ylo 45 Sl gunes (V- YF) Karimi 4 Jami Pour 4 (v - YY) Shanthi ; Maryam
.Jami Pour & Karimi, 2024; Maryam & Shanthi, 2023) &5 olnl el (55, o2 g 5,5 (55, o

g gipets Slsiome il 5 oyl ertyil] SElad L lyie (Sl I3 oS5 a5 ol Qi Geizmen Laazil
Oleie 4 Iz Sb Ik v o lis a5 cosl gucen (Y4 Y0) Tribak O2oh b ls cpl 0gd oo wiy Gmlﬂ 9 oLls Jeles iolsil
oLSen 5 SAIONEN (5l 5y oy5580 (TTiDAK, 2025) was so ial33] Sl Lasmms 1o 1y o5 &8 Lis oig il (5 Lo Jlad 5351
(Salonen et al., 2024) wS' o cugiis |, B2B ool s ity b bas po (slgioma jLasil a5 w5 ls oS (Y- YF)

@rpboilo 0yl |y alie glio & prani ol lgims 1L 4z, LSe Jow o5 05 0151 (S 58 sz la (o plos Jelw
Oapgh b leadl ol lesg & colil i, g (5,10l iuli8l (o i Jolss dgupy walds wilos,S (gilwosly |y gzl ol aS

(Abadi et al., 2025; Soleimani & Asayesh, 2024) .l guon (Y- YF) Asayesh ¢ Soleimani 4 (v-Y0) 5 3 Abadi



m VFoF o ke 0yloud oyl 0598 oS il g yy o g (0,87 508 50 (659095 Ohen 9 ol ygued

PUBLISLING INSTITUTE.

e S B 3,55k 5 sale dmled 5.5 L slsie slacmsz )l >lib aS wisls ol (V- YF) ol iSen 5 SOfarian .yl 5 ol
(Sofarian et al., 2024) 55 0 (53 ,0l; 5la s S puoas |y pSxtus (sl dl] &

P obole o Sles Wlggo waled (i g (olei az ) LS gz 2b,BL AT weoge L 0ol &) gzl wales o

Olezen slodaly 4 azgi 5 loanld 585 Gl dajliin (Sialen 4 aily Coz)lr ool Codbge ams S5 Jlzns slalame

Baltes, ) 5,1 ol yom & 505 |, o luly 5 olozm (slonsly aSh )l shlie s & gzl ) 2] 48 wims oo oLt Laazily .o

.(2015; Ghadari Far & Aghajani, 2023

ol (s 5 00 (5 5lans ol mlio 3 Bose boosls 3,05 S92y olbcasgaoms cosm )l (309 olsd 5 Conals 3925 L
2 oerlr il p el (e (Ol L8, 5 Jlamms SLad 50 @ pe Dleds Bl Sgue b)5iS 5 mbio des 4 S e
Sl g ansls 33505 Soglyial g 5o 0T Gbs)l s cozle (Pl » SR ol ol » el )38 S Ss Slej slaegs
el 8,55 )18 ey 2 9550 (S52 Djpo a4 Ol de hble 5 Ll

9088 oy |y st yae Jsb 5l (5)loly  Isime L 4z LSe sz lr Sasaddy DI aiilsi e ST sla ey
Ohgo Sl c(slabizd (slaosls 3l soliiul (pizman abled oo o)f Codidge o 1) lblbre s3liasly, 5 eloal ((Sin b Jalge i
20 dll g Faale olays wlgi oo «hlids slo)5iS § mabio loe (Enlal (o) 5 (Soran

el aadgs e 5 028 (s5lonl el 5 loayl b el iy 5255 5a3 b gioma ol ik 4,155 gl il Lol

@.L{)')l wble slajls b gillas lgios Lg)'L.;G:b)LéM A dg iored bl Co pie Soiletinws Ojae 4 1)l (g5ledigs 4

405 A Ty A ol 635 51 1 o 5 e Ui il csline oS 5 5 L1 s
PR g g

20,5 oo 10,08 5 ST Wdged Bl per axlllas pl ploxil jo a5 SluS ol

&b ()l

3l gy gx8lin slal Sz « pols axlllas plol yo

OB s i 8 )Lk

23,8 Lyl SLaS 185 (B s (oolod allie Gl (315 50

S o 5lge

Ll oays 5 Cule ) (W (njlge ool pol> raghy o

ool cudla

Al waled ol coly o5 Jaol Cole; (e g Jgbms odiug g 5l Canlgm )0 Djygo 0 ol Jiagh 33l g ol

E-ISSN: 3041-8585


https://portal.issn.org/resource/ISSN/3041-8585

oS 5158 0,50 95 3l ooliswl L B2B (gl buxo 5 Igixo (2l 513k ez )lz 4l

PUELISLUNG INSTITUTE

b o>
ool 4zl I ol gl o

References

Abadi, N. E., Amari, Mirabi, & Vahid, R. (2025). Providing a Paradigmatic Content Marketing Model for Cultural Products in
the Digital Marketing Space. Scientific Research Quarterly Journal of Cultural Strategy, €229314.
http://www.jsfc.ir/article_229314.html

Ansar, N., & Ali, M. (2025). Investigating Marketing & Brand Communication: Audience Perception Towards Al-Driven
Content Creation. Journal of Media Horizons, 6(3), 691-713. https://jmhorizons.com/index.php/journal/article/view/342

Baltes, L. P. (2015). Content marketing-the fundamental tool of digital marketing. Bulletin of the Transilvania University of
Brasov. Series V: Economic Sciences, 111-118. https://webbut.unitbv.ro/index.php/Series_V/article/view/4497

Copulsky, J., Bergstrom, A., & Simone, M. (2016). One tweak at a time: How analytics improved our content marketing.
Applied Marketing Analytics, 2(3), 201-212. https://doi.org/10.69554/KXCV2405

Ghadari Far, S., & Aghajani, A. (2023). Presenting a Content Marketing Model with a Qualitative Approach. Marketing
Management, 18(61), 103-118. https://www.noormags.ir/view/fa/articlepage/2105550/

Ho, J. K., Pang, C., & Choy, C. (2020). Content marketing capability building: a conceptual framework. Journal of Research
in Interactive Marketing, 14, 133-151. https://doi.org/10.1108/jrim-06-2018-0082

Hollebeek, L. D., & Macky, K. (2019). Digital content marketing's role in fostering consumer engagement, trust, and value:
Framework, fundamental propositions, and implications. Journal of Interactive Marketing, 45, 27-41.
https://doi.org/10.1016/j.intmar.2018.07.003

Jami Pour, M., & Karimi, Z. (2024). An integrated framework of digital content marketing implementation: an exploration of
antecedents, processes, and consequences. Kybernetes, 53(11), 4522-4546. https://doi.org/10.1108/K-02-2023-0178

Kosuniak, L. (2021). Content marketing process: Embrace art and science B2B Marketing: A Guidebook for the Classroom to
the Boardroom. Springer International Publishing. https://doi.org/10.1007/978-3-030-54292-4 13

Lestari, N., Mukhsinun, M., & Munib, N. I. (2025). The Relationship Between Content Marketing, Live Streaming,
Endorsement, and Purchasing Decisions on the Tiktokshop Platform and Its Views on Islam. Indonesian Interdisciplinary
Journal of Sharia Economics (lijse), 8(2), 3531-3556. https://e-journal.uac.ac.id/index.php/iijse/article/view/4252

Maryam, D. H., & Shanthi, D. V. (2023). Unlocking Customer Engagement Through Strategic Content Marketing. Tuijin
Jishu/Journal of Propulsion Technology. https://doi.org/10.52783/tjjpt.v44.i3.2456

Mohammadi. (2023). The Role of Digital Content Marketing Components in B2B Organizations International Conference on
Management and Industry.

Nguyen, K. M., Nguyen, N. T., Pham, T. T. X., Tran, N. H. M., Cap, N. C. B., & Nguyen, V. K. (2025). How ephemeral content
marketing  fosters brand love and customer engagement. Spanish Journal of Marketing-ESIC.
https://doi.org/10.1108/SIME-04-2024-0089

Risdwiyanto, A., & Bambang, B. (2024). Effectiveness of Content Marketing on Social Media Platforms in Increasing Brand
Awareness. International Journal of Financial Economics, 1(4), 864-874.
https://scholar.google.com/citations?user=m22kyKkAAAAJ&hl=id

Salonen, A., Mero, J., Munnukka, J., Zimmer, M., & Karjaluoto, H. (2024). Digital content marketing on social media along
the B2B customer journey: The effect of timely content delivery on customer engagement. Industrial Marketing
Management, 118, 12-26. https://doi.org/10.1016/j.indmarman.2024.02.002

Silalahi, H., & Guna, S. (2024). Enhancing Brand Awareness through Content Marketing Strategy Analysis in the Digital
Landscape. Journal on Economics, Management and Business Technology, 3(1), 9-18.
https://doi.org/10.35335/jembut.v3il.222

Sofarian, S., Nasimi, & Rahmati. (2024). Presenting a Content Marketing Model in Sports Electronic Businesses with a
Grounded Theory Approach. Sports Marketing Studies, 5(1), 101-121. https://gsmsmr.uok.ac.ir/article_63005.html

Soleimani, R., & Asayesh. (2024). Designing a Content Marketing Model in the Banking Industry with Emphasis on
Implementation Stages and Processes. Dynamic Management and Business Analysis, 9(3), 95-106.
https://www.dmbaj.com/index.php/dmba/article/view/136

Stufflebeam, D. L. (2003). The CIPP Evaluation Model: How to Evaluate for Improvement and Accountability. Sage
Publications. https:/link.springer.com/chapter/10.1007/978-94-010-0309-4_4

Swieczak, W. (2012). Content Marketing as an Important Element of Marketing Strategy of Scientific Institutions. 133-155.
https://doi.org/10.5604/05096669.1077480

Tribak, 1. (2025). The impact of content marketing as a sponsorship activation strategy on online customer engagement.
Prosperitas, 12(2), 1-38. https://doi.org/10.31570/prosp_2025_0137


http://www.jsfc.ir/article_229314.html
https://jmhorizons.com/index.php/journal/article/view/342
https://webbut.unitbv.ro/index.php/Series_V/article/view/4497
https://doi.org/10.69554/KXCV2405
https://www.noormags.ir/view/fa/articlepage/2105550/
https://doi.org/10.1108/jrim-06-2018-0082
https://doi.org/10.1016/j.intmar.2018.07.003
https://doi.org/10.1108/K-02-2023-0178
https://doi.org/10.1007/978-3-030-54292-4_13
https://e-journal.uac.ac.id/index.php/iijse/article/view/4252
https://doi.org/10.52783/tjjpt.v44.i3.2456
https://doi.org/10.1108/SJME-04-2024-0089
https://scholar.google.com/citations?user=m22kyKkAAAAJ&hl=id
https://doi.org/10.1016/j.indmarman.2024.02.002
https://doi.org/10.35335/jembut.v3i1.222
https://gsmsmr.uok.ac.ir/article_63005.html
https://www.dmbaj.com/index.php/dmba/article/view/136
https://link.springer.com/chapter/10.1007/978-94-010-0309-4_4
https://doi.org/10.5604/05096669.1077480
https://doi.org/10.31570/prosp_2025_0137

m VFoF o ke 0yloud oyl 0598 oS il g yy o g (0,87 508 50 (659095 e 9 ol yead

PUBLISLING INSTITUTE.

Verma, S., Sharma, R., Deb, S., & Maitra, D. (2021). Artificial intelligence in marketing: Systematic review and future research
direction. International ~ Journal  of Information = Management Data Insights, 1(1), 100002.
https://doi.org/10.1016/j.jjimei.2020.100002

E-ISSN: 3041-8585


https://portal.issn.org/resource/ISSN/3041-8585
https://doi.org/10.1016/j.jjimei.2020.100002

