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Abstract

The presented model is developed based on the integration of two fundamental
theoretical frameworks. First, the theoretical foundations related to cultural
products, which emphasize characteristics such as symbolic and identity-based
nature, the role in reproducing and strengthening cultural capital, the experience-
based nature of consumption, and dependence on social and cultural contexts.
Second, the theoretical foundations of digital content marketing, which are based on
principles such as producing value-based and meaningful content, employing
storytelling as a communication tool, optimizing and disseminating content on
digital platforms, and creating and maintaining sustainable interaction with the
audience.

The conceptual link between these two domains in the model is established in
such a way that the causal and contextual conditions reflect the specific
requirements and exigencies of the Iranian cultural products market. For example,
"cultural and social conditions," "regulations and permits,” "content presentation
format," and "processes and performance evaluation mechanisms" are directly
derived from the theoretical literature on cultural products. In contrast, the

strategies and tools of the model are designed based on the theoretical frameworks of
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digital content marketing, including "content structure and relevance,” "diversity in
marketing strategies," "collaboration with stakeholders and influencers," and
"utilization of modern technologies such as artificial intelligence and emerging
platforms."

In the consequences section, the alignment of the macro goals of cultural
products (such as enhancing branding, improving service quality, and developing
the market for cultural works) with success indicators in digital content marketing
(such as increasing engagement, improving conversion rates, and expanding
distribution channels) has been considered. This conceptual synergy has resulted in
the proposed model being not merely a collection of scattered factors, but an
integrated and coherent framework that merges the unique characteristics of cultural
products with the proven capacities of digital content marketing into a
comprehensive and efficient conceptual system.

Keywords: Digital content marketing, cultural products, digital marketing space

Introduction

In the contemporary world, cultural products are recognized as drivers of the
creative economy and instruments of cultural soft power, playing a significant role in
social interactions, cultural diplomacy, and sustainable development. These products
encompass a wide range of written works, artistic pieces, audiovisual content,
handicrafts, performing arts, and digital media, which not only hold economic value
but also carry meaning, lifestyle, and worldview. The utilization of cultural products
is considered one of the fundamental indicators for measuring the level of cultural
development in countries. Therefore, in developed nations, policymaking and
planning in the field of production and marketing of these products hold a special
place. However, official data on the sales and exchange of cultural goods indicate
that Iran's share of the market for cultural goods and services, compared to countries
with a similar civilizational heritage, is experiencing a declining trend, and even in
the domestic market, conditions are not favorable. According to international
reports, the global cultural and creative industries generate over $2.3 trillion in
annual revenue and account for approximately 3.1% of the global gross domestic
product. Furthermore, these industries contribute to about 6.2% of global
employment. In contrast, Iran's share in these areas—including sectors such as
publishing, cinema, and music—is officially estimated to be very negligible in most
reports, and in some cases, lacks documented statistics and a systematic structure for
measurement. This has placed Iran among countries with insufficient data in
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international "creative economy" indicators. Meanwhile, countries like Turkey have
managed to record their cultural industries' share between 0.5% and 7.3% of their
GDP, indicating a significant gap in economic performance between Iran and some
regional countries in this field. The decline in the consumption of cultural products
in Iran is clearly observable, demonstrating that merely producing and supplying
these products is insufficient for market dynamism; rather, the creation of effective
demand is also necessary. In this context, utilizing marketing strategies and
techniques can play an effective role in creating and strengthening this demand. In
today's digital space, to retain and build loyalty among consumers of cultural
products, providing suitable conditions and improving information quality through
digital tools plays an important role in creating and strengthening their trust.
Content marketing, through storytelling, producing value-based content, and
utilizing digital platforms, plays a significant role in the development and promotion
of cultural products and strengthens the emotional and cognitive connection
between the audience and the cultural work. Cultural products such as books, films,
music, dramatic works, and visual arts require new mechanisms for introduction,
distribution, and effective interaction with the audience. Digital content marketing,
by relying on the targeted production of content, the use of modern communication
platforms, and the creation of two-way interaction with cultural consumers, has a
high capacity to promote cultural consumption, empower creative industries, and
strengthen the cultural economy. In the absence of a suitable model, the
introduction and competitiveness of Iranian cultural products in domestic and
international markets diminish, and many works, despite their appropriate quality,
are excluded from the cycle of consumption and social impact. Dependence on
traditional advertising methods and the failure to utilize the capabilities of digital
platform algorithms have also limited Iran's share of the global cultural economy. In
the country, a native and efficient digital content marketing model tailored to
cultural conditions has yet to be designed, and this issue has created the necessity for
this research. A review of the research background shows that few studies have
comprehensively addressed the digital content marketing of cultural products with a
native and modeling approach. Most research has either focused on digital
marketing in industrial sectors or addressed the social dimensions of cultural
consumption. By combining content marketing theories, digital marketing models,
and the country's cultural and social considerations, this study presents a conceptual

and operational model for the digital content marketing of Iranian cultural products
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and answers the question: What is the digital content marketing model for cultural

products in the country?

Method

This research is applied-developmental in nature and was conducted with the aim of
designing and validating a digital content marketing model for cultural products in
the field of Iranian books. From the perspective of data collection method, the
present study falls under descriptive and non-experimental research, carried out
using a cross-sectional survey method. To achieve the research objectives, an
exploratory mixed-methods (qualitative-quantitative) research design was
employed. In the qualitative phase, the research population included specialists,
university professors, managers, activists in the field of digital marketing, and
experts in the cultural products industry related to books. To select the participants,
the criteria proposed by Miller et al. (2010) were used, including being a leading
figure in the specialized field, having scientific and professional reputation,
possessing deep theoretical knowledge, diversity of perspectives, and motivation to
participate. Using theoretical sampling, 15 individuals participated in this study after
reaching theoretical saturation. In the quantitative phase, the statistical population
consisted of customers of websites selling cultural products in the book sector, and
382 questionnaires were collected from them using cluster-random sampling. The
data collection tool in the qualitative phase was a semi-structured interview, which
included 11 main questions, and the possibility of asking supplementary questions
was anticipated if needed. In the quantitative phase, a researcher-made
questionnaire was used, developed based on the findings of the qualitative stage.
This questionnaire included 20 main constructs and 111 items, designed on a five-
point Likert scale. For data analysis, the Grounded Theory method was used in the
qualitative phase, and the Partial Least Squares (PLS) method was used in the
quantitative phase.

Results

In the findings section, to explain the digital content marketing model for cultural
products in the book industry, semi-structured interviews were conducted with
digital marketing experts and active managers in this field. Data analysis was
performed using the Grounded Theory method and MaxQDA software. The data
analysis process followed the systematic approach of Strauss and Corbin in three

main stages: open coding, axial coding, and selective coding.
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Step One: Open Coding

In the first stage, the interviews were read repeatedly, and the data were converted
into separable units of meaning. These data included sentences and paragraphs that
were directly related to the phenomena under investigation. These units of meaning
were then coded, and similar codes were consolidated. Finally, 111 open codes were
extracted. The coding process was continuously repeated with the addition of each

new interview to ensure theoretical saturation.

Step Two: Axial Coding

In this stage, the identified open codes were categorized into larger, meaningful
conceptual constructs. In this process, the central phenomenon, "the rationale
behind digital content marketing for cultural products,” was placed at the center of
the analysis. The main goal of this stage was to categorize the various codes into
comprehensive and related conceptual constructs. These constructs specifically
focused on the key outcomes of this type of marketing, including "improved
performance and service quality," "brand reinforcement," "increased audience
interaction and conversion rates," and "improved distribution channels and market

expansion.”

Step Three: Selective Coding

Finally, in the selective coding stage, the constructs identified during the axial coding
phase were divided into more complex categories such as causal conditions,
contextual factors, intervening conditions, central phenomena, strategies, and
consequences. This process was carried out to clarify the causal relationships and
dependencies among various variables and to present a comprehensive model of the
digital content marketing pattern. In the end, the final model consisted of 6 selective

codes, 20 axial codes, and 111 open codes.

Conclusion
The research results showed that designing and validating a digital content
marketing model for cultural products in the field of Iranian books requires
simultaneous attention to a set of key factors, which were identified in the form of
causal conditions, contextual conditions, intervening conditions, strategies, and
consequences.

In causal conditions, factors such as facilitating customer interaction and
journey, search engine optimization (SEO), needs assessment and accurate audience

recognition, and market analysis and segmentation were identified as the main
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drivers for employing content marketing. While consistent with the findings of
researchers such as Zarei and Mohammadkhani (2024), these findings provide a
mechanistic analysis showing how these factors interact within the specific context
of Iran's book market, considering cultural, infrastructural, and competitive
constraints—an aspect less addressed in previous research.

In contextual and intervening conditions, components such as flexible
organizational processes and structure, advanced information technology
infrastructure, utilization of artificial intelligence tools, and the country's cultural
and social conditions were highlighted. The innovation of this section lies in
combining domestic findings with contemporary global concepts such as emerging
platforms (TikTok, Clubhouse) and Al-based marketing automation—a topic that
has not yet been scientifically explored within the native frameworks of cultural
products, especially books.

In the area of strategies, three main axes were identified as critical success factors:
content structure and relevance, diversity in marketing strategies, and collaboration
with stakeholders and influencers. The innovation of this section is the simultaneous
connection of classical content marketing strategies with modern data analysis tools
and content personalization, which enables the creation of an interactive profile for
each audience member—an approach not presented with this depth and cultural
connection even in similar international studies ( Marta et al., 2024).

In terms of consequences, improved performance and service quality, brand
reinforcement and increased perceived value, and enhanced audience interaction
and conversion rates were identified as direct outputs of the model. The
distinguishing feature of this section is demonstrating the link between these
outcomes and broader cultural and social goals, showing that digital content
marketing not only contributes to the economic development of cultural products
but can also lead to preserving national identity, expanding cultural literacy, and
increasing conscious consumption of cultural works.

In conclusion, this research, by combining three key theoretical frameworks—
digital consumer behavior theory, the Technology Acceptance Model (TAM), and
the STP model—and adapting them to native data extracted from experts and real
consumers, presents a model that is unprecedented in the existing literature in terms
of comprehensiveness, cultural adaptation, and utilization of modern technologies.
This model not only bridges the gap between theoretical and practical approaches
but can also serve as a native and innovative reference framework for other areas of

cultural products in Iran and countries with similar conditions.
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' Guba & Lincoln
2 Credibility

* Transferability
* Confirmability

> Dependability
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" Holsti
2 Observed Agreement

3 Average Variance Extracted
* Composite Reliability
3 Rho
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