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Abstract :

This study aims to determine the impact of content marketing on consumer
purchasing decisions, while further analyzing the implications of marketing using a
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modified marketing framework. The key characteristics of digital content, such as
information aggregation, accessibility, interaction, navigation, speed, and cost, are
identified and their role in attracting consumer attention through content marketing
is highlighted. The study also sheds light on how institutions leverage social media
as a marketing tool due to its unique content and features. The research adopts a
descriptive analytical approach and includes a sample of 160 participants from
social media platforms. The results reveal that content marketing positively
influences consumer purchasing decisions.

Keywords: content marketing, dimensions of content marketing, electronic

consumer, consumer buying behavior
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Coefficients?

Coefficients non standardisés Coefficients standardisés

Modele B Erreur standard Béta T Sig.

1 Constante 7,595 2,983 2,546 ,012
RLV ,137 ,160 ,072 ,855 ,394
RBT 214 ,123 ,129 1,741 ,084
VLU 414 ,103 ,322 4,024 ,000
ATT ,340 ,130 ,227 2,610 ,010
EMT ,236 ,096 ,199 2,469 ,015
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