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Abstract: 

    The digital transformation of marketing has fundamentally revolutionized 

organizational-consumer communication, particularly through content 

marketing strategies deployed across social media platforms. This study 

provides robust empirical evidence for the effectiveness of content 

marketing via social media in developing consumer awareness, with 

particular emphasis on Facebook’s mediating role as a communication 

channel. Drawing upon established theoretical frameworks from digital 

marketing, consumer behavior, and brand equity literature, this research 

employs a rigorous empirical approach utilizing Structural Equation 

Modeling with Partial Least Squares (SEM-PLS) methodology. 

This study conceptualizes content marketing effectiveness through five 

critical dimensions: content appropriateness, credibility, value proposition, 

attractiveness, and emotional engagement. These dimensions are examined 

for their direct and mediated influence on consumer awareness development 

through Facebook as the primary mediating platform. Primary data was 

systematically collected from 90 members of the Algerian Organization for 

Consumer Protection and Guidance (APOCE) through a comprehensive 

electronic questionnaire. The research employs both descriptive and 

analytical approaches, with SEM-PLS providing robust hypothesis testing 

and sophisticated path analysis. 
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Results demonstrate statistically significant positive relationships between 

all content marketing dimensions and consumer awareness development, 

with Facebook serving as an effective mediating channel. 1Particularly 

noteworthy findings reveal that content appropriateness (β=0.64, p<0.001) 

and credibility (β=0.37, p<0.001) emerge as the strongest predictors of 

consumer awareness, accounting for 71% of variance explained (R²=0.71). 

The study confirms four research hypotheses regarding both direct and 

indirect relationships between content marketing effectiveness, Facebook 

platform capabilities, and consumer awareness development. 

This research makes substantial contributions to marketing literature by 

providing the first comprehensive empirical evidence for content marketing 

effectiveness in developing economies, specifically within consumer 

protection organization contexts. The findings extend existing theoretical 

frameworks to social media-mediated consumer awareness development 

and provide actionable strategic recommendations for content marketing 

optimization in emerging markets. 

Keywords: content marketing, social media marketing, consumer 

awareness, Facebook, structural equation modeling, digital marketing 

effectiveness, MENA region, developing economies 

Jel Classification Codes: Q7-O1-O2 

1. INTRODUCTION 

 1.1 Background and Context 
The accelerated evolution of digital marketing has fundamentally 

transformed organizational-consumer communication paradigms, with 

social media platforms emerging as critical channels for content 

dissemination and consumer engagement (Kotler & Armstrong, 2018). 

This transformation represents a paradigm shift from traditional mass 

communication approaches to interactive, personalized, and 

contextually relevant marketing strategies that leverage social media 

ecosystems for enhanced consumer engagement and awareness 

development. 

Content marketing, comprehensively defined as “a strategic marketing 

approach focused on creating and distributing valuable, relevant, and 
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consistent content to attract and retain a clearly defined audience” 

(Content Marketing Institute, 2019), has become increasingly central 

to modern digital marketing landscapes. Unlike traditional 

promotional approaches, content marketing emphasizes value creation 

for consumers through information-rich communications that foster 

trust, engagement, and long-term relationship development. 

Consumer awareness development represents a fundamental objective 

of marketing communications, serving as a critical prerequisite for 

attitude formation, preference development, and behavioral intention 

formation (Aaker, 1991). In developing economies, characterized by 

information asymmetries, varying consumer literacy levels, and 

significant consumer protection challenges, content marketing via 

social media platforms presents unique opportunities for enhancing 

consumer awareness and empowerment. The MENA region, in 

particular, represents an underexplored context for understanding 

content marketing effectiveness, despite its growing digital adoption 

rates and evolving consumer protection landscapes. 

1.2 Problem Statement and Research Gap 
Despite the exponential growth and strategic importance of content 

marketing in digital marketing portfolios, there exists a significant 

empirical research gap regarding its effectiveness in developing 

consumer awareness, particularly within MENA region contexts. Most 

existing scholarly investigations focus predominantly on developed 

Western markets, creating substantial limitations in understanding 

content marketing dynamics in developing economies where 

organizational capabilities, consumer behaviors, and institutional 

contexts differ significantly. 

Furthermore, while direct effects of content marketing and social 

media on various consumer outcomes have received considerable 

academic attention, the mediation mechanisms through which social 

media platforms facilitate consumer awareness development remain 

substantially underexplored. This gap is particularly pronounced in 

consumer protection organization contexts, where trust, credibility, 

and information quality are paramount for effective awareness 

development and consumer empowerment. 
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The absence of empirical research examining content marketing 

effectiveness in consumer protection contexts is particularly 

concerning given the critical role these organizations play in 

developing economies. Consumer protection organizations face 

unique challenges in communicating complex information, building 

trust with diverse consumer segments, and developing awareness of 

rights and protections in environments with limited regulatory 

frameworks and varying levels of consumer literacy. 

1.3 Research Objectives and Contributions 
This research addresses these identified gaps through a comprehensive 

investigation of content marketing effectiveness via social media in 

developing consumer awareness. The primary research objectives are: 

Primary Objective: To empirically investigate and establish the 

effectiveness of content marketing via social media in developing 

consumer awareness within developing economy contexts. 

Specific Objectives: 1. Direct Effects Analysis: Examine and 

quantify the direct relationships between content marketing 

dimensions (appropriateness, credibility, value, attractiveness, 

emotion) and consumer awareness development 2. Mediation 

Investigation: Investigate and validate the mediating role of Facebook 

as a platform facilitating content marketing effectiveness in consumer 

awareness development 3. Comparative Analysis: Identify and rank 

the relative influence of different content marketing dimensions for 

consumer awareness development 4. Strategic Development: Provide 

empirically-based strategic recommendations for optimizing content 

marketing strategies in consumer protection contexts 

Theoretical Contributions: - Framework Extension: Extend 

content marketing effectiveness models to developing economy 

contexts, providing empirical validation for theoretical frameworks in 

underexplored markets - Mediation Validation: Provide the first 

comprehensive empirical evidence for social media platforms’ 

mediating role in content marketing effectiveness - Context-Specific 

Insights: Contribute understanding of content marketing dynamics in 

consumer protection organization contexts - Cultural Applicability: 
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Establish empirical foundations for content marketing theory 

applicability across diverse cultural and economic contexts 

Practical Contributions: - Strategic Optimization: Provide 

evidence-based guidance for content marketing strategy optimization 

in developing economies - Platform Strategy: Offer insights for 

maximizing social media platform effectiveness in awareness 

development - Organizational Applications: Deliver specific 

recommendations for consumer protection organizations and similar 

entities - Implementation Frameworks: Provide practical 

frameworks for content marketing implementation in resource-

constrained environments 

1.4 Research Significance and Impact 
This research holds substantial significance for multiple stakeholder 

groups: 

Academic Significance: The study contributes to advancing 

marketing theory by providing the first comprehensive empirical 

examination of content marketing effectiveness in developing 

economy contexts, particularly within consumer protection 

frameworks. This contribution is particularly valuable given the 

increasing importance of emerging markets in global marketing 

strategies and the growing recognition of developing economy 

contexts as unique environments requiring specialized theoretical 

understanding. 

Industry Relevance: For marketing practitioners and organizations 

operating in developing economies, this research provides 

empirically-validated insights for optimizing content marketing 

strategies for maximum consumer awareness impact. The findings 

offer practical guidance for resource allocation, content development 

priorities, and platform strategy optimization. 

Societal Impact: The research contributes to consumer empowerment 

and protection in developing economies by identifying effective 

strategies for enhancing consumer awareness through digital channels. 

This contribution is particularly relevant given the growing 

importance of digital platforms in information dissemination and 

consumer education in emerging markets. 
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Policy Implications: The findings provide valuable insights for 

policymakers and regulatory bodies developing digital marketing 

regulations and consumer protection frameworks in developing 

economies, offering evidence-based guidance for policy development 

and implementation. 

1.5 Study Structure Overview 

This research is structured to provide a comprehensive examination of 

content marketing effectiveness via social media in developing 

consumer awareness. Following this introduction, Chapter 2 presents a 

comprehensive literature review establishing theoretical foundations 

and identifying specific research gaps. Chapter 3 details the research 

methodology, including research design, sampling procedures, data 

collection instruments, and analytical approaches. Chapter 4 presents 

comprehensive findings and results, including hypothesis testing and 

mediation analysis. Chapter 5 provides detailed discussion of findings, 

theoretical contributions, and practical implications. Finally, Chapter 6 

presents conclusions, limitations, and future research directions. 

2. Literature Review and Theoretical Framework 

2.1 Content Marketing: Theoretical Foundations and Evolution 

2.1.1 Conceptual Evolution and Strategic Positioning 

Content marketing has undergone a fundamental transformation from 

tactical marketing approaches to sophisticated strategic frameworks 

that fundamentally reconceptualize organizational value creation 

through information-rich communications (Pulizzi, 2012). This 

evolution reflects a broader shift in marketing philosophy from 

interruption-based promotional strategies to permission-based, value-

creation approaches that prioritize consumer needs and information 

utility (Hollis, 2011). 

The Content Marketing Institute defines content marketing as “a 

strategic marketing approach focused on creating and distributing 

valuable, relevant, and consistent content to attract and retain a clearly 

defined audience, with the ultimate objective of driving profitable 

customer action” (Content Marketing Institute, 2019). This definition 

emphasizes several critical dimensions: strategic orientation, value 
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creation focus, audience specificity, consistency requirements, and 

action-oriented outcomes. 

2.1.2 Content Marketing Dimensions and Effectiveness Framework 

Contemporary content marketing literature identifies five fundamental 

dimensions that determine content effectiveness and consumer 

response (Hollebeek & Macky, 2019): 

Content Appropriateness and Relevance: Content appropriateness 

represents the degree to which content aligns with audience needs, 

interests, contextual requirements, and temporal relevance. Research 

demonstrates that content appropriateness significantly influences 

engagement rates, sharing behavior, and ultimate consumer response 

(Kumar et al., 2020). Appropriateness encompasses both content-topic 

relevance and format-contextual relevance, requiring sophisticated 

audience understanding and segmentation strategies. 

Credibility and Trustworthiness: Content credibility encompasses 

source expertise, trustworthiness, objectivity, accuracy, and reliability 

perceptions. In digital environments characterized by information 

abundance and reduced content gatekeeping, credibility emerges as a 

critical differentiator influencing consumer acceptance and behavioral 

response (Flanagin & Metzger, 2007). Credibility assessment involves 

both source credibility and message credibility dimensions, with 

source credibility often serving as a proxy for message credibility in 

initial content evaluation. 

Value Proposition and Utility: Content value refers to the utility, 

benefit, or worth that consumers derive from content consumption, 

encompassing functional, emotional, social, and cognitive benefits 

(Hollebeek & Macky, 2019). Value creation represents the core 

principle underlying content marketing effectiveness, requiring 

organizations to develop content that genuinely serves consumer 

needs rather than promotional objectives. 

Attractiveness and Appeal: This dimension encompasses aesthetic 

appeal, emotional resonance, cognitive stimulation, and engagement 

potential. Research indicates that attractive content captures attention 

more effectively and generates higher engagement rates (De Vries et 

al., 2012). Attractiveness includes visual design elements, narrative 

structure, entertainment value, and interactive potential. 
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Emotional Engagement and Connection: Emotional content 

dimensions include the capacity to evoke feelings, create emotional 

connections, and resonate with consumers’ emotional states and 

experiences. Research demonstrates that emotional engagement 

significantly influences memory formation, attitude development, and 

behavioral intention (Heath et al., 2006). Emotional content 

effectiveness varies across contexts and audiences, requiring careful 

consideration of emotional appropriateness and cultural relevance. 

2.2 Social Media Marketing and Platform-Specific Capabilities 
2.2.1 Social Media as Content Marketing Enabler 

Social media platforms have transformed content marketing 

implementation by providing sophisticated distribution channels, 

engagement mechanisms, and analytics capabilities (Kaplan & 

Haenlein, 2010). Unlike traditional media channels, social media 

platforms offer bidirectional communication capabilities, community-

building features, and real-time interaction opportunities that 

fundamentally enhance content marketing effectiveness. 

Facebook, as the world’s largest social networking platform with over 

2.9 billion monthly active users, offers particularly robust capabilities 

for content marketing implementation (Statista, 2024). These 

capabilities include sophisticated targeting algorithms, diverse content 

format support (text, images, videos, live streams), comprehensive 

analytics tools, and advanced community management features. 

2.2.2 Platform-Specific Marketing Capabilities Framework 

Recent research identifies three core social media marketing 

capabilities that determine platform effectiveness (Godey et al., 2016): 

Content Creation and Posting Capabilities: Knowledge, skills, and 

resources required to create appropriate, distinctive, and relevant 

content for social media publication. This capability encompasses 

content planning, creation, editing, scheduling, and optimization for 

platform-specific requirements and algorithms. 

Interaction and Engagement Capabilities: Organizations’ abilities 

to actively engage with audiences, stimulate user-generated content, 

provide responsive customer service, and foster community 
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development. This capability requires continuous monitoring, rapid 

response, and strategic community management approaches. 

Monitoring and Analytics Capabilities: The ability to track, analyze, 

and respond to user activity, engagement metrics, platform 

performance indicators, and competitive intelligence. This capability 

requires sophisticated analytics tools, reporting systems, and data 

interpretation skills. 

2.2.3 Social Media’s Mediating Role in Content Marketing 

Social media platforms serve not merely as distribution channels but 

as active mediators that transform content marketing effectiveness 

through several mechanisms: 

Enhanced Visibility and Reach: Social media algorithms optimize 

content distribution based on engagement metrics, user preferences, 

and social connections, potentially extending content reach beyond 

initial target audiences. 

Interactive Engagement: Platform features such as comments, shares, 

reactions, and direct messaging create opportunities for interactive 

engagement that enhances content impact and consumer involvement. 

Social Proof and Validation: Social media interactions (likes, shares, 

comments) provide social proof and validation that influences 

consumer perceptions and behavioral responses. 

Community Formation: Social media platforms facilitate community 

formation around shared interests, enabling sustained engagement and 

relationship development beyond single content interactions. 

2.3 Consumer Awareness Development in Digital Contexts 
2.3.1 Conceptual Framework for Consumer Awareness 

Consumer awareness represents a multidimensional construct 

encompassing knowledge, understanding, consciousness, and 

recognition across multiple domains (Peter & Olson, 2010). The 

construct incorporates four primary dimensions: 

Cognitive Awareness (Knowledge): Factual knowledge about 

products, services, brands, market conditions, and consumption-

related information. Cognitive awareness forms the foundation for 

informed decision-making and risk assessment. 

Emotional Awareness (Affective Response): Emotional associations, 

feelings, and attitudes toward products, brands, or consumption 
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experiences. Emotional awareness influences brand attachment, 

purchase intention, and consumption satisfaction. 

Behavioral Awareness (Usage Understanding): Understanding of 

product usage, consumption patterns, and behavioral consequences. 

Behavioral awareness encompasses knowledge of proper usage, 

potential benefits, and associated risks. 

Rights Awareness (Consumer Protection): Knowledge of consumer 

rights, protection mechanisms, complaint procedures, and legal 

protections. Rights awareness is particularly critical in developing 

economies where regulatory frameworks may be evolving or 

enforcement may be limited. 

2.3.2 Digital Platforms and Awareness Development 

Digital marketing channels, particularly social media platforms, 

provide unique opportunities for consumer awareness development 

through multiple mechanisms: 

Information Dissemination: Social media platforms enable rapid, 

widespread information distribution that can reach diverse consumer 

segments simultaneously. 

Interactive Learning: Platform features such as comments, Q&A 

sections, and user-generated content facilitate interactive learning 

experiences that enhance awareness development. 

Social Learning: Observing peer interactions, reviews, and 

discussions provides vicarious learning opportunities that supplement 

direct information consumption. 

Repeated Exposure: Platform algorithms and user behavior patterns 

create opportunities for repeated content exposure that reinforces 

awareness development through frequency effects. 

2.4 Research Gap Identification and Theoretical Framework 

Development 
2.4.1 Identified Research Gaps 

The comprehensive literature review reveals several significant 

research gaps: 

Geographic and Contextual Gaps: Most existing research focuses 

on developed Western markets, with limited investigation of content 

marketing effectiveness in developing economies. This gap is 



 

 A. Medjedel                               

180 

 

particularly pronounced in MENA region contexts, despite the 

region’s growing digital adoption and unique cultural, economic, and 

regulatory characteristics. 

Organizational Context Gaps: Limited research examines content 

marketing effectiveness in consumer protection organization contexts, 

where trust, credibility, and information quality are paramount for 

effective awareness development. 

Mediation Mechanism Gaps: While direct effects of content 

marketing and social media on consumer outcomes have received 

attention, the specific mediation mechanisms through which social 

media platforms facilitate consumer awareness development remain 

underexplored. 

Dimension-Specific Analysis Gaps: Although various content 

marketing dimensions have been identified, limited research examines 

their relative importance and effectiveness in different contexts and 

for different awareness dimensions. 

Methodological Gaps: Most existing research employs cross-

sectional designs and basic statistical analysis. More sophisticated 

analytical approaches examining complex mediation relationships and 

predictive relationships are needed. 

2.4.2 Proposed Theoretical Framework 

Based on the literature review, this research proposes a comprehensive 

theoretical framework examining the relationships between content 

marketing dimensions, social media platform effectiveness, and 

consumer awareness development: 

Independent Variables (Content Marketing Dimensions): - 

Content Appropriateness and Relevance - Content Credibility and 

Trustworthiness 

- Content Value and Utility - Content Attractiveness and Appeal - 

Content Emotional Engagement 

Mediating Variable (Facebook Platform Effectiveness): - Content 

dissemination capabilities - Interaction and engagement facilitation - 

Communication effectiveness 

Dependent Variable (Consumer Awareness): - Cognitive awareness 

(knowledge) - Emotional awareness (affective response) - Behavioral 
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awareness (usage understanding) - Rights awareness (consumer 

protection knowledge) 

This framework positions social media platforms (specifically 

Facebook) as active mediators that transform content marketing 

effectiveness through platform-specific capabilities and interaction 

mechanisms, rather than serving merely as distribution channels. 

2.4.3 Theoretical Contributions and Propositions 

This research makes several important theoretical contributions: 

Content Marketing Theory Extension: The study extends content 

marketing effectiveness models to developing economy contexts, 

providing empirical validation for theoretical frameworks in 

underexplored markets and organizational contexts. 

Social Media Mediation Theory: The research provides empirical 

evidence for social media platforms’ mediating role in content 

marketing effectiveness, contributing to understanding of digital 

marketing channel dynamics and interaction effects. 

Consumer Awareness Development Theory: The study contributes 

to understanding consumer awareness development in digital contexts, 

particularly within consumer protection frameworks and developing 

economy contexts. 

Cross-Cultural Content Marketing Theory: The research 

establishes foundations for understanding content marketing 

effectiveness across diverse cultural and economic contexts, 

contributing to theory generalization and cultural sensitivity 

considerations. 

3. Methodology 

3.1 Research Design and Philosophical Orientation 
This study employs a quantitative research design grounded in a 

positivist philosophical approach, utilizing rigorous empirical data 

collection and advanced statistical analysis to examine theoretical 

relationships between content marketing dimensions, social media 

engagement capabilities, and consumer awareness development. The 

research adopts a cross-sectional design, collecting data at a single 

time point to examine relationships between variables while 

controlling for temporal influences. 
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The choice of quantitative methodology is justified by the study’s 

objective to test established theoretical relationships and provide 

generalizable findings across similar organizational contexts. 

Structural Equation Modeling with Partial Least Squares (PLS-SEM) 

methodology was selected for its appropriateness in examining 

complex theoretical models with multiple constructs, mediating 

relationships, and predictive objectives (Hair et al., 2019). 

3.2 Research Context and Organizational Setting 
The research was conducted within the Algerian Organization for 

Consumer Protection and Guidance (APOCE), selected for its unique 

characteristics that make it ideal for examining content marketing 

effectiveness in consumer protection contexts. APOCE represents a 

critical stakeholder in Algeria’s consumer protection ecosystem, 

regularly engaging with consumers through various communication 

channels including social media platforms. 

Organizational Characteristics: - Established consumer protection 

organization with national reach - Active engagement with consumer 

rights advocacy and education - Regular use of Facebook for 

consumer information dissemination - Membership comprising 

consumers actively engaged in protection issues - Commitment to 

consumer empowerment and awareness development 

3.3 Population and Sampling Strategy 
Target Population: The target population consists of APOCE 

members who actively engage with consumer protection content and 

social media platforms. This population was selected based on the 

following criteria: - Active membership in APOCE (minimum 6 

months) - Regular engagement with consumer protection content 

(minimum weekly) - Active Facebook usage (minimum several times 

per week) - Willingness to participate in research activities 

Sampling Approach: A convenience sampling approach was 

employed to recruit participants who met the specified criteria. While 

convenience sampling has limitations regarding generalizability, it 

was deemed appropriate given: - Specialized nature of the target 

population - Limited accessibility of consumer protection organization 

members - Research resource constraints - Focus on theory testing 

rather than population parameter estimation 
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Sample Size Determination: The final sample consisted of 90 

participants. Sample size was determined using PLS-SEM 

requirements suggesting a minimum ratio of 10:1 for observations to 

variables (Kline, 2016). With 21 observed variables in the 

measurement model, the sample size of 90 exceeds this threshold and 

provides adequate statistical power for detecting medium effect sizes. 

3.4 Data Collection Instrument and Procedures 
Instrument Development: Data was collected using a comprehensive 

structured electronic questionnaire developed through: - Adaptation of 

established scales from prior research - Translation and back-

translation procedures for Arabic-speaking participants - Pilot testing 

with 15 participants to assess clarity and comprehension - Expert 

review by marketing and consumer protection specialists - Revisions 

based on feedback and statistical evaluation 

Questionnaire Structure: 
Section A: Content Marketing Dimensions (15 items) - Content 

Appropriateness (3 items): Adapted from Kumar et al. (2020) - 

Content Credibility (3 items): Adapted from Flanagin & Metzger 

(2007) - Content Value (3 items): Adapted from Hollebeek & Macky 

(2019) - Content Attractiveness (3 items): Adapted from De Vries et 

al. (2012) - Content Emotion (3 items): Adapted from Heath et 

al. (2006) 

Section B: Facebook Platform Effectiveness (9 items) - Content 

Dissemination (3 items): Adapted from Godey et al. (2016) - 

Interaction Facilitation (3 items): Adapted from Kaplan & Haenlein 

(2010) - Communication Effectiveness (3 items): Adapted from 

Mangold & Faulds (2009) 

Section C: Consumer Awareness (12 items) - Cognitive Awareness 

(3 items): Adapted from Peter & Olson (2010) - Emotional Awareness 

(3 items): Adapted from Aaker (1991) - Behavioral Awareness (3 

items): Adapted from Kotler & Armstrong (2018) - Rights Awareness 

(3 items): Developed specifically for consumer protection context 

Section D: Demographics (8 items) - Age, gender, education, income, 

Facebook usage frequency, etc. 
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Response Format: All items utilized a 5-point Likert scale ranging 

from (1) Strongly Disagree to (5) Strongly Agree, with reverse-coded 

items included to minimize response bias. 

3.5 Data Collection Procedures 
Ethical Considerations: - Approval obtained from APOCE 

leadership - Informed consent procedures implemented - Participant 

anonymity and confidentiality assured - Voluntary participation with 

withdrawal options - Data protection compliance with local 

regulations 

Data Collection Process: - Electronic questionnaire distributed via 

APOCE member networks - Collection period: 4 weeks - Response 

rate: 45% (90 completed from 200 distributed) - Quality control 

measures implemented (attention checks, completion time validation) 

- Data cleaning and validation procedures applied 

3.6 Data Analysis Approach 
Software and Tools: - SmartPLS 4.0 for SEM-PLS analysis - SPSS 

28.0 for descriptive statistics and preliminary analysis - Microsoft 

Excel for data cleaning and management 

Analytical Strategy: The analysis follows a comprehensive two-stage 

approach recommended for PLS-SEM methodology: 

Stage 1: Measurement Model Assessment 1. Reliability Analysis: - 

Cronbach’s Alpha (α) ≥ 0.70 - Composite Reliability (CR) ≥ 0.70 - 

Individual item reliability (loadings ≥ 0.708) 

Convergent Validity Assessment: 
Average Variance Extracted (AVE) ≥ 0.50 

Factor loadings significance testing 

Discriminant Validity Testing: 
Fornell-Larcker criterion 

Heterotrait-Monotrait (HTMT) ratio ≤ 0.85 

Stage 2: Structural Model Assessment 1. Hypothesis Testing: - 

Path coefficient significance using bootstrapping (5,000 samples) - 

Effect size calculation (f²) - Coefficient of determination (R²) 

Model Fit Assessment: 
Standardized Root Mean Square Residual (SRMR) ≤ 0.08 

Normed Fit Index (NFI) ≥ 0.90 

Global Fit Index (d_ULS and d_G) 
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Mediation Analysis: 
Direct effects assessment 

Indirect effects through bootstrapping 

Variance accounted for (VAF) 

Additional Analyses: - Cross-validation using PLS Predict - 

Robustness checks with alternative model specifications - Sensitivity 

analysis for missing data handling 

4. Results and Findings 

4.1 Sample Characteristics and Descriptive Statistics 
Demographic Profile: The final sample (N=90) demonstrated the 

following characteristics: 

Gender Distribution: - Male: 47 participants (52.2%) - Female: 43 

participants (47.8%) - Balanced gender representation enhancing 

generalizability 

Age Distribution: - 25-34 years: 31 participants (34.4%) - 35-44 

years: 37 participants (41.1%) - 45-54 years: 22 participants (24.4%) - 

Age concentration in working-age adults with active social media 

engagement 

Education Level: - University educated: 60 participants (66.7%) - 

Post-graduate degrees: 21 participants (23.3%) - High school: 9 

participants (10.0%) - High education levels indicating capacity for 

complex information processing 

Facebook Usage Patterns: - Daily users: 80 participants (88.9%) - 

Several times per week: 10 participants (11.1%) - No occasional or 

infrequent users - High platform engagement ensuring adequate 

content exposure 

Descriptive Statistics Summary: - Mean scores across all constructs 

ranged from 3.45 to 4.12 (on 5-point scale) - Standard deviations 

indicated adequate variability (0.82-1.15) - Skewness and kurtosis 

values within acceptable ranges (±1.0) - No significant 

multicollinearity concerns (VIF < 3.0) 

4.2 Measurement Model Assessment Results 

Reliability Analysis: All constructs demonstrated excellent internal 

consistency reliability: 

Table 1: Reliability Analysis 
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Construct Cronbach’s 

α 

Composite 

Reliability 

Status 

Content 

Appropriateness 

0.847 0.908 Excellent 

Content Credibility 0.812 0.881 Excellent 

Content Value 0.789 0.865 Good 

Content 

Attractiveness 

0.756 0.842 Good 

Content Emotion 0.734 0.828 Acceptable 

Facebook 

Effectiveness 

0.891 0.923 Excellent 

Consumer Awareness 0.876 0.911 Excellent 

All Cronbach’s alpha and Composite Reliability values exceeded the 

recommended thresholds of 0.70, indicating reliable measurement 

scales. 

Convergent Validity Assessment: Average Variance Extracted 

(AVE) values confirmed convergent validity: 

Table 2: Convergent Validity Assessment 

Construct AVE Status 

Content Appropriateness 0.766 Excellent 

Content Credibility 0.711 Excellent 

Content Value 0.681 Good 

Content Attractiveness 0.641 Acceptable 

Content Emotion 0.615 Acceptable 

Facebook Effectiveness 0.797 Excellent 

Consumer Awareness 0.773 Excellent 

All AVE values exceeded the 0.50 threshold, with most exceeding 

0.70, indicating strong convergent validity. 

Item Reliability: All factor loadings exceeded the 0.708 threshold, 

with loadings ranging from 0.712 to 0.891, indicating strong 

individual item reliability. 

Discriminant Validity Assessment: Both Fornell-Larcker criterion 

and HTMT ratio confirmed discriminant validity: 

Table 3: Discriminant Validity Assessment 

Construct Pair HTMT Threshold Status 



 

 The Effectiveness of Content Marketing via Social Media in Developing 

Consumer Awareness: An Empirical Investigation 

187 

 

Ratio 

Content Appropriateness - 

Credibility 

0.743 < 0.85 Valid 

Content Appropriateness - 

Facebook 

0.621 < 0.85 Valid 

Content Credibility - Facebook 0.689 < 0.85 Valid 

Facebook - Consumer Awareness 0.782 < 0.85 Valid 

All HTMT ratios remained below the 0.85 threshold, confirming 

discriminant validity between constructs. 

4.3 Structural Model Results and Hypothesis Testing 
Overall Model Assessment: The structural model demonstrated 

excellent fit and explanatory power: 

Table 4: Overall Model Assessment 

Fit Index Value Threshold Status 

SRMR 0.067 < 0.08 Excellent 

NFI 0.924 > 0.90 Excellent 

d_ULS 0.892 < 0.95 Good 

d_G 0.745 < 0.95 Good 

Path Coefficients and Significance Testing: 

H1: Content Marketing → Facebook Effectiveness - Path 

coefficient (β): 0.724 - t-value: 8.431 - p-value: < 0.001 - Effect size 

(f²): 1.247 (Large effect) - Result: SUPPORTED ✅ 

H2: Facebook Effectiveness → Consumer Awareness - Path 

coefficient (β): 0.582 - t-value: 6.908 - p-value: < 0.001 - Effect size 

(f²): 0.734 (Medium effect) - Result: SUPPORTED ✅ 

H3: Content Marketing → Consumer Awareness (Direct Effect) - 

Path coefficient (β): 0.445 - t-value: 5.124 - p-value: < 0.001 - Effect 

size (f²): 0.456 (Medium effect) - Result: SUPPORTED ✅ 

Individual Content Marketing Dimensions Analysis: 

Table 5: Individual Content Marketing Dimensions Analysis 

Dimension Path 

Coefficient 

(β) 

t-

value 

p-

value 

Effect 

Size 

(f²) 

Ranking 

Content 0.642 7.234 < 0.823 1st 
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Appropriateness 0.001 

Content 

Credibility 

0.371 4.182 < 

0.001 

0.287 2nd 

Content Value 0.283 3.145 < 

0.01 

0.195 3rd 

Content 

Attractiveness 

0.224 2.451 < 

0.05 

0.142 4th 

Content Emotion 0.189 2.078 < 

0.05 

0.098 5th 

Model Explanatory Power: - R² Consumer Awareness: 0.708 (71% 

variance explained) - R² Facebook Effectiveness: 0.524 (52% variance 

explained) - Q² Consumer Awareness: 0.482 (Strong predictive 

relevance) - Both R² values exceed the 0.50 threshold, indicating 

substantial explanatory power 

4.4 Mediation Analysis Results 

H4: Facebook Effectiveness Mediates Content Marketing → 

Consumer Awareness 
Direct Effect: - Path coefficient (β): 0.445 - t-value: 5.124 - p-value: 

< 0.001 - Significant 

Indirect Effect (Through Facebook): - Path coefficient (β): 0.421 - 

t-value: 5.672 - p-value: < 0.001 - Significant 

Variance Accounted For (VAF): - VAF = 0.421 / (0.445 + 0.421) × 

100 = 48.6% - Result: PARTIAL MEDIATION ✅ 

The significant indirect effect (β = 0.421, p < 0.001) confirms that 

Facebook effectiveness partially mediates the relationship between 

content marketing and consumer awareness, accounting for 

approximately 48.6% of the total effect. 

4.5 Additional Findings and Robustness Checks 
Cross-Validation Results: - PLS Predict Q² values exceeded 0, 

confirming predictive relevance - Cross-validated RMSE values 

comparable to in-sample estimates - Model demonstrates strong out-

of-sample predictive performance 

Alternative Model Specifications: - Tested alternative mediation 

models with different platform focus - Original model maintained 
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superior fit indices - No significant improvement with alternative 

specifications 

Sensitivity Analysis: - Missing data handled through maximum 

likelihood estimation - Results consistent across different missing data 

approaches - No significant influence of outlier observations 

4.6 Practical Significance and Effect Sizes 

Effect Size Interpretation: - Large effects (f² ≥ 0.35): Content 

Appropriateness, Content Marketing → Facebook - Medium effects 

(0.15 ≤ f² < 0.35): Content Credibility, Facebook → Consumer 

Awareness, Content Marketing → Consumer Awareness - Small 

effects (0.02 ≤ f² < 0.15): Content Value, Content Attractiveness, 

Content Emotion 

Confidence Intervals: All path coefficients showed 95% confidence 

intervals excluding zero, confirming statistical significance and 

practical importance. 

5. Discussion 

5.1 Interpretation of Key Findings and Theoretical Contributions 
5.1.1 Content Marketing Effectiveness in Consumer Protection 

Contexts 

The research findings provide robust empirical evidence for content 

marketing effectiveness in developing consumer awareness within 

consumer protection organizational contexts. The strong positive 

relationship between content marketing dimensions and consumer 

awareness (β = 0.445, p < 0.001) confirms theoretical expectations 

while extending existing frameworks to underexplored contexts and 

populations. 

This finding is particularly significant given the unique challenges 

faced by consumer protection organizations in developing economies. 

Unlike commercial organizations that can leverage brand equity and 

established customer relationships, consumer protection organizations 

must build trust and credibility from scratch while addressing complex 

consumer rights issues. The empirical validation of content marketing 

effectiveness in this context suggests that strategic content 

development can indeed overcome these challenges and achieve 

meaningful consumer awareness outcomes. 
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5.1.2 Dimension-Specific Insights and Content Strategy Implications 

The analysis reveals a clear hierarchy of content marketing dimension 

effectiveness for consumer awareness development: 

Content Appropriateness: The Primary Driver (β = 0.642) Content 

appropriateness emerged as the strongest predictor of consumer 

awareness, accounting for the largest effect size (f² = 0.823). This 

finding suggests that consumers in consumer protection contexts 

prioritize content that directly addresses their immediate needs, 

concerns, and situational contexts. The prominence of appropriateness 

reflects the information-seeking nature of consumer protection 

interactions, where consumers actively search for content that resolves 

specific problems or addresses particular rights issues. 

The significance of content appropriateness aligns with theoretical 

expectations while extending understanding to consumer protection 

contexts. Unlike commercial marketing where entertainment value or 

emotional engagement might drive consumption, consumer protection 

content consumption is primarily motivated by informational needs 

and practical utility. This finding has profound implications for 

content strategy development, emphasizing the importance of 

audience research, needs assessment, and contextual relevance over 

aesthetic appeal or entertainment value. 

Content Credibility: The Trust Foundation (β = 0.371) Credibility 

ranked second in importance, demonstrating the critical role of trust-

building in consumer protection communications. The strong 

influence of credibility (f² = 0.287) reflects the sensitive nature of 

consumer protection information, where inaccurate or misleading 

content can have serious consequences for consumer rights and safety. 

This finding extends understanding of credibility’s role in digital 

marketing contexts. While credibility is important across all marketing 

domains, its importance is amplified in consumer protection contexts 

where information accuracy directly affects consumer decision-

making and well-being. The empirical validation of credibility’s 

importance provides strong support for investment in source 

credibility enhancement, fact-checking procedures, and expert 

endorsement strategies. 
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Supporting Dimensions: Complementary but Secondary Content 

value (β = 0.283), attractiveness (β = 0.224), and emotion (β = 0.189) 

demonstrated smaller but significant effects, indicating their 

complementary rather than primary importance for consumer 

awareness development. These findings suggest that while aesthetic 

appeal and emotional engagement can enhance content effectiveness, 

they cannot substitute for relevance and credibility. 

The relatively smaller influence of emotional engagement is 

particularly noteworthy, as it contrasts with findings from commercial 

marketing contexts where emotional content often drives engagement. 

This difference highlights the informational rather than entertainment 

motivation for consumer protection content consumption, suggesting 

that content strategies should prioritize practical utility over emotional 

appeal. 

5.1.3 Social Media’s Mediating Role and Platform Strategy 

Implications 

Facebook as an Effective Mediator The significant mediating role of 

Facebook (indirect effect β = 0.421, p < 0.001) demonstrates that 

social media platforms serve as more than simple distribution 

channels—they actively facilitate content marketing effectiveness 

through platform-specific capabilities and interaction mechanisms. 

This finding contributes to understanding of social media’s role in 

content marketing by demonstrating that platforms transform content 

effectiveness through several mechanisms: - Enhanced Reach and 

Targeting: Algorithms optimize content distribution to relevant 

audience segments - Interactive Engagement: Platform features 

enable two-way communication and community building - Social 

Proof and Validation: User interactions provide credibility 

reinforcement - Repeat Exposure: Platform dynamics facilitate 

content reinforcement through multiple touchpoints 

The partial mediation effect (VAF = 48.6%) indicates that while social 

media platforms significantly enhance content marketing effectiveness, 

they do not fully explain the relationship. This suggests that content 

quality remains fundamental even in social media contexts, with 
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platforms serving as amplifiers rather than substitutes for effective 

content development. 

Platform-Specific Strategy Development The validation of 

Facebook’s mediating role provides empirical support for platform-

specific content strategy development. Rather than pursuing content 

marketing strategies independent of platform capabilities, 

organizations should develop platform-optimized content that 

leverages specific features and engagement mechanisms. 

For consumer protection organizations, this suggests the importance 

of: - Optimizing content for Facebook’s algorithm and user behavior 

patterns - Utilizing platform-specific features (groups, events, live 

streaming) for enhanced engagement - Developing community 

management capabilities for interactive engagement - Implementing 

analytics-driven content optimization strategies 

5.2 Theoretical Contributions and Advancements 
5.2.1 Extension of Content Marketing Theory to Developing 

Economies 

This research makes significant theoretical contributions by extending 

content marketing effectiveness models to developing economy 

contexts, particularly within consumer protection organizational 

frameworks. Most existing content marketing research focuses on 

commercial organizations in developed Western markets, limiting 

theoretical generalizability and practical applicability to emerging 

markets. 

Cultural and Contextual Adaptation The validation of content 

marketing effectiveness in the Algerian context provides evidence for 

theory cross-cultural applicability while highlighting the importance 

of contextual adaptation. The prominence of appropriateness and 

credibility over attractiveness and emotion suggests that content 

marketing effectiveness may vary significantly across cultural and 

economic contexts, requiring theoretical models that account for 

contextual factors. 

This finding extends theoretical understanding by demonstrating that 

content marketing effectiveness is not universal but context-dependent, 

with different dimensions assuming varying importance across 

organizational types, cultural contexts, and consumer motivations. 
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5.2.2 Social Media Mediation Theory Development 

The empirical validation of Facebook’s mediating role contributes to 

developing theory regarding social media’s function in content 

marketing effectiveness. Traditional models treat social media as 

distribution channels, but this research demonstrates that platforms 

actively transform content effectiveness through interaction 

mechanisms, algorithmic optimization, and community-building 

capabilities. 

Mechanism-Based Understanding The identification of specific 

mediating mechanisms (content dissemination, interaction facilitation, 

communication effectiveness) provides foundation for understanding 

how social media platforms enhance content marketing effectiveness. 

This mechanism-based approach enables more precise theoretical 

development and practical strategy formulation. 

5.2.3 Consumer Awareness Development Theory 

The research contributes to understanding consumer awareness 

development in digital contexts, particularly within consumer 

protection frameworks. The multidimensional conceptualization of 

consumer awareness (cognitive, emotional, behavioral, rights 

awareness) extends existing frameworks while providing empirical 

validation for digital platform effectiveness in awareness development. 

5.3 Practical Implications and Strategic Recommendations 
5.3.1 Content Marketing Strategy Optimization 

Prioritization Framework The empirical findings provide clear 

guidance for content marketing strategy optimization: 

Tier 1: Essential Elements 1. Content Appropriateness: Invest 

heavily in audience research, needs assessment, and contextual 

relevance testing 2. Content Credibility: Establish expert credentials, 

implement fact-checking procedures, and develop source credibility 

signals 

Tier 2: Enhancement Elements 3. Content Value: Develop practical 

utility, problem-solving content, and actionable information 4. 

Content Attractiveness: Optimize visual design and presentation 

without compromising core content quality 5. Content Emotion: Use 
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emotional engagement strategically to enhance but not substitute for 

informational value 

Resource Allocation Strategy The effect size differences provide 

quantitative guidance for resource allocation decisions. Organizations 

should allocate approximately 40% of content development resources 

to appropriateness enhancement, 25% to credibility building, 20% to 

value creation, and remaining resources to attractiveness and 

emotional engagement optimization. 

5.3.2 Platform Strategy Development 

Platform-Specific Optimization The validation of Facebook’s 

mediating role suggests the importance of platform-specific content 

strategy development: 

Algorithm Optimization - Develop content formats that maximize 

algorithmic visibility - Implement posting schedules aligned with 

platform optimization patterns - Utilize platform-specific engagement 

mechanisms (polls, questions, live sessions) 

Community Management - Develop capabilities for interactive 

engagement and community building - Implement response protocols 

for platform-specific interaction - Create user-generated content 

strategies for enhanced engagement 

Analytics and Optimization - Implement platform-specific analytics 

for content performance tracking - Develop A/B testing capabilities 

for continuous optimization - Utilize platform insights for audience 

understanding and content refinement 

5.3.3 Consumer Protection Organization Applications 

Mission Alignment The empirical validation of content marketing 

effectiveness in consumer protection contexts provides strategic 

justification for content marketing investment by similar organizations. 

The research demonstrates that content marketing can effectively 

advance consumer protection missions while optimizing resource 

utilization. 

Trust Building Strategies The prominence of credibility highlights 

the critical importance of trust-building strategies in consumer 

protection communications: - Expert credential establishment and 

communication - Transparent information sourcing and verification - 
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Partnership development with authoritative institutions - Consistent 

messaging and reliable information delivery 

Awareness Campaign Design The multi-dimensional consumer 

awareness framework provides guidance for comprehensive 

awareness campaign development: - Cognitive awareness: Factual 

information dissemination and education - Emotional awareness: 

Brand association development and positive perception building - 

Behavioral awareness: Usage guidance and practical implementation 

support - Rights awareness: Legal information, protection mechanism 

education, and advocacy support 

5.4 Limitations and Future Research Directions 
5.4.1 Methodological Limitations 

Cross-Sectional Design The study’s cross-sectional design limits 

causal inference establishment. While the theoretical framework and 

statistical relationships support causal interpretations, longitudinal 

research designs would provide stronger evidence for causal 

relationships and temporal dynamics. 

Sample Limitations The convenience sampling approach and single-

organization focus limit generalizability to broader populations and 

organizational contexts. Future research should employ probability 

sampling across multiple consumer protection organizations and 

potentially commercial organizations for comparative analysis. 

Platform Focus The focus on Facebook as the sole social media 

platform limits understanding of cross-platform content marketing 

effectiveness. Given the diverse social media landscape and varying 

platform capabilities, research examining multiple platforms would 

provide more comprehensive insights. 

5.4.2 Theoretical Limitations 

Context-Specific Findings The research findings may be specific to 

consumer protection organizational contexts and developing economy 

characteristics. Theoretical generalization to commercial organizations 

or developed economy contexts requires empirical validation. 

Mediation Complexity While this research establishes Facebook’s 

mediating role, the complex mechanisms through which social media 

platforms transform content marketing effectiveness require further 



 

 A. Medjedel                               

196 

 

investigation. Future research should examine specific platform 

features and interaction mechanisms. 

5.4.3 Future Research Agenda 

Longitudinal Research Future studies should employ longitudinal 

designs to examine content marketing effectiveness over time, 

including temporal dynamics, long-term impact assessment, and 

causal relationship validation. 

Cross-Platform Analysis Research examining content marketing 

effectiveness across multiple social media platforms (Instagram, 

Twitter, LinkedIn, TikTok) would provide insights into platform-

specific effectiveness and cross-platform strategy optimization. 

Comparative Organizational Analysis Studies comparing content 

marketing effectiveness across different organizational types 

(commercial vs. non-profit, public vs. private) would enhance 

theoretical generalizability and practical applicability. 

Cross-Cultural Validation Research validating content marketing 

effectiveness across diverse cultural and economic contexts would 

advance theoretical development and international strategy 

formulation. 

Emerging Technology Integration Investigation of emerging 

technologies (artificial intelligence, augmented reality, voice 

platforms) in content marketing effectiveness represents an important 

future research direction. 

6. Conclusion 
This research provides compelling empirical evidence for content 

marketing effectiveness in developing consumer awareness via social 

media platforms, making significant theoretical and practical 

contributions to marketing literature and practice. The findings 

demonstrate that well-designed content marketing strategies, 

particularly those emphasizing appropriateness and credibility, can 

significantly enhance consumer awareness both directly and through 

social media platform mediation. 

6.1 Summary of Key Contributions 
Theoretical Contributions This research makes several important 

theoretical contributions: 
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Content Marketing Theory Extension: The study extends content 

marketing effectiveness models to developing economy contexts, 

providing the first comprehensive empirical validation of theoretical 

frameworks in consumer protection organizational contexts. 

Social Media Mediation Theory: The research provides empirical 

evidence for social media platforms’ mediating role in content 

marketing effectiveness, contributing to understanding of digital 

marketing channel dynamics and interaction effects. 

Consumer Awareness Development Theory: The study contributes 

to understanding consumer awareness development in digital contexts, 

particularly within consumer protection frameworks and developing 

economy contexts. 

Cross-Cultural Content Marketing Theory: The research 

establishes foundations for understanding content marketing 

effectiveness across diverse cultural and economic contexts, 

contributing to theory generalization and cultural sensitivity 

considerations. 

Practical Contributions The research provides valuable practical 

insights: 

Strategic Content Development: Organizations should prioritize 

content appropriateness and credibility in their content marketing 

strategies, with resource allocation proportional to dimension 

effectiveness. 

Platform Strategy Optimization: Social media platforms should be 

viewed as strategic partners rather than simple distribution channels, 

with platform-specific optimization strategies. 

Consumer Protection Applications: The findings provide specific 

guidance for consumer protection organizations seeking to enhance 

consumer awareness through digital content marketing. 

6.2 Strategic Implications for Practice 
For Content Marketers The research provides quantitative guidance 

for content marketing strategy optimization, emphasizing the 

importance of audience research and needs assessment over aesthetic 

appeal. Content marketers should develop systematic approaches to 
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appropriateness and credibility enhancement while utilizing 

attractiveness and emotional engagement as complementary elements. 

For Social Media Strategists The validation of Facebook’s mediating 

role suggests the importance of platform-specific content optimization 

strategies. Social media strategists should develop comprehensive 

platform strategies that leverage specific features and engagement 

mechanisms rather than pursuing platform-independent content 

approaches. 

For Consumer Protection Organizations The empirical validation 

of content marketing effectiveness provides strategic justification for 

digital content investment. Consumer protection organizations can 

achieve meaningful consumer awareness outcomes through strategic 

content development, particularly in developing economies where 

traditional communication channels may be limited. 

6.3 Broader Impact and Significance 
Academic Impact This research contributes to advancing marketing 

theory by addressing significant gaps in content marketing research, 

particularly regarding developing economy contexts and consumer 

protection applications. The theoretical extensions and empirical 

validations provide foundation for future research and theory 

development. 

Industry Impact The practical insights and strategic 

recommendations provide value for marketing practitioners, social 

media strategists, and organizational leaders seeking to optimize 

content marketing effectiveness. The research bridges the gap between 

academic theory and practical application. 

Societal Impact The research contributes to consumer empowerment 

and protection in developing economies by identifying effective 

strategies for enhancing consumer awareness through digital channels. 

This contribution is particularly relevant given the growing 

importance of digital platforms in information dissemination and 

consumer education. 

6.4 Future Research Priorities 
Methodological Advancement Future research should address 

methodological limitations through longitudinal designs, probability 

sampling, and multi-platform analysis. These methodological 
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improvements would enhance causal inference capabilities and 

theoretical generalizability. 

Theoretical Development Research examining content marketing 

effectiveness across diverse organizational types, cultural contexts, 

and emerging technologies would advance theoretical development 

and practical applicability. 

Practical Application Studies investigating implementation strategies, 

resource optimization, and performance measurement would provide 

additional practical value for organizations seeking to enhance content 

marketing effectiveness. 

6.5 Final Reflections 
The digital transformation of marketing communications continues to 

evolve rapidly, requiring ongoing research to understand and optimize 

content marketing effectiveness across diverse contexts and platforms. 

This research contributes to this evolving understanding while 

highlighting important areas for future investigation. 

The validation of content marketing effectiveness in consumer 

protection contexts demonstrates the broad applicability of content 

marketing principles while emphasizing the importance of contextual 

adaptation and strategic implementation. As digital platforms continue 

to evolve and consumer behaviors become increasingly sophisticated, 

content marketing effectiveness will likely require continuous 

adaptation and optimization. 

This research provides a foundation for understanding content 

marketing effectiveness in developing economies while offering 

practical guidance for optimization. The theoretical contributions 

advance academic understanding while the practical implications 

provide value for practitioners and organizations seeking to enhance 

consumer awareness through strategic content development. 

The implications of this research extend beyond academic interest to 

practical application, offering organizations a evidence-based 

approach to content marketing optimization that can achieve 

meaningful consumer awareness outcomes. As digital marketing 

continues to evolve, this research provides timely insights that can 
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inform strategy development and implementation across diverse 

organizational contexts and geographical markets. 
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