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Abstract

The purpose of this research is to present a content-oriented interactive marketing model
with the approach of customer knowledge management and considering the causal,
contextual and intervening variables (factors) in the country's steel industry based on the
Foundation's data theory method. In this research, based on interview tools from experts
and senior managers of the steel industry, 98 factors related to content-based marketing,
and research variables have been identified and structures related to each variable have
been presented using open, central and selective coding methods. In the next step, based
on the analysis of the data obtained from the questionnaire, by confirmatory factor
analysis method with PLS technique, the factor load and combined reliability for the
research variables were calculated above 0.4 and 0.7, respectively, and as a result, the
validity of each construct related to the factors , the strategies and implications of the
research model were approved. Then, by the method of structural equations and
estimation of the final model, causal factors, contextual factors, customer knowledge
management strategy, and intervening factors have been confirmed in the first to fourth
places of influence on content-based interactive marketing in the final research model.
Finally, while presenting the research model with optimal overall goodness of fit, paying
attention to the effects and consequences of the model including: internal and corporate
consequences, competitive advantage, brand experience management, customer and
market consequences are suggested.
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1. Introduction

Nowadays, all industries, particularly the steel products industry, are advancing at a rapid
pace. This progress has led to increased competition for the sale of goods and services,
diversification of brands, and the emergence of challenges for the market and customers.
Interactive, content-based marketing plays a significant role in establishing long-term
relationships with consumers. (Behera Rajat and et al., 2024).

On the other hand, interactive marketing has moved away from traditional marketing and
establishes two-way interactions between the commercial brand and target audiences.
Interactive marketing emphasizes the bilateral relationship between the customer and the
brand. (Kuo and Chen, 2023).

This has resulted in a decrease in the number of customers for steel companies (such as
the Haft Almas Steel Holding in this study) compared to competitors who use content
matrix and new digital marketing concepts, as nowadays, interactive, content-based
marketing is more widely embraced than classic marketing. Thus, in this study, the main
research issue is to present an interactive, content-based marketing model with a customer
knowledge management approach in the Haft Almas steel industries.

2. Literature Review
2.1. Interactive marketing and content-based interactive marketing

The content matrix has four areas: entertaining content (one of the ways to create
awareness and maintain audience interest), educational content (which should answer
user questions and educate them, thereby encouraging customers to use your products and
services to meet their needs and answer their questions),convincing content (suitable for
potential customers who need to evaluate all aspects before making a purchase), and
inspirational content (which influences customers' emotions to encourage them to take
the final action and make their final purchase decision) (Widya and et al, 2021).

2.2. Content-oriented interactive marketing and customer knowledge management
strategy in the steel industry

Interactive marketing in the steel industry, like in other industries, can play a crucial role
in enhancing customer communications, advertising, and sales of steel products. In
this context, direct customer engagement, personalized customer experiences, targeted
advertising, inter-company communications, and improving the customer experience
in the supply chain are some of the advantages of this approach. (Saifollahi &
Movahed, 2022).

.2.3. The position of causal, contextual and intervening factors in content-oriented
interactive marketing

Causal factors refer to those elements that directly affect the core category or phenomenon
and lead to the occurrence or development of the central phenomenon. On the other



Juad | € ojledi | € Jl || o €y e Slalllan wolilnd | ¥

hand, contextual factors in interactive marketing refer to elements that form the
environment and surrounding conditions, influencing marketing interactions and
consumer behavior. (Mahmoudi et al., 2023).

Intervening variables include internal organizational factors, environmental factors, and
brand factors. In fact, intervening conditions refer to factors that moderate the impact
of causal conditions on content marketing strategy (Emami et al., 2022).

2.4. Literature Review

2.4.1. Domestic Literature Review

2.4.2.

Mahmoudi et al. (2023)**, in an article titled "Examining the Role of Customer Relationship
Management in the Relationship between Customer Knowledge Management and New Product
Development (Case Study: Industrial Companies Active in the Plastic Sector),” found that
companies should pay special attention to the importance of customer relationship management in
activating the potential of customer knowledge management and new product development. Also,
Saifollahi and Movahed (2022)**, in an article titled "General Management Research: Analyzing
the Effect of Customer Knowledge on Improving Service Quality in the Hospitality Industry with
the Mediating Role of Customer Relationship Management,” believe that based on research
findings, customer knowledge has a positive and significant impact on the quality of service in the
hospitality industry. Among the dimensions of customer knowledge, effective communication is
the most influential dimension on service quality. Customer relationship management also plays a
mediating role between customer knowledge and service quality in the hospitality industry.

International Literature Review

Kumar Behra et al. (2024)**, in an article titled "Assessing the Intent to Adopt Computational
Intelligence in Interactive Marketing in E-commerce Businesses in India," state that the findings
show that deep learning predicts electronic customer behavior in a changing environment. This
allows electronic customers to compare the features of similar products.

Feng Ku (2023)**, in an article titled "Demonstrating the Impact of Brand Marketing Activities on
Facebook Fan Pages on Continuous Engagement Intentions: An S-O-R Framework Study on
Facebook," believes that the more interactive a brand's marketing activities are on its Facebook fan
page, the higher the perceived experience. Additionally, the perceived experience has a positive
impact on brand fan page attachment. Also, Angela et al. (2021)**, in an article titled "A Review
of Interactive Digital Marketing: A Bibliometric Network Analysis of Libraries," ultimately found
that this study contributes to the field of interactive digital marketing as an international and
interdisciplinary research area.

3. Methodology

This research, in terms of purpose, is applied-developmental, in terms of the type of data,
it is descriptive, and in terms of the method of implementation, it is mixed. (combined)
exploratory with foundation data theory approach. the analysis of the questionnaire data
from a sample of 269 people from the community of 900 customers of Haft Almas
Holding products in Tehran (non-repeating customers who have purchased more than 5
billion Tomans from this company during the period of 2015 to the end of 2014) for
analysis Factorial, estimation and evaluation of the structural equation model of the
research was done.
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4. Results

In this study, the qualitative findings based on the analysis of data collected from interviews
were analyzed according to grounded theory. Initially, at the micro-analysis level, the
data were analyzed through open coding. Selective coding, based on the results of
open coding and axial coding, is the main stage of theorizing. In this stage, the core
category is systematically related to other categories, and these relationships are
presented within a narrative framework, refining the categories that need further
development and improvement. Given the above, and considering that content-driven
interactive marketing with a knowledge management approach is identified as the
core category, the result of the selective coding derived from the interviews can be
presented in the main text of paper.

Then, the abstract model of the research was designed, and in the final step, its validity was
examined and confirmed using confirmatory factor analysis. This involved
determining factor loadings above 0.4 and reliability above 0.7 for the constructs of
each of the causal, contextual, and intervening variables, the customer knowledge
management strategy, and the outcomes of the research model, as well as testing the
goodness of fit of the estimated structural equations.

5. Discussion

The results showed that, given the high factor loadings obtained, the validity of all the
constructs (causal factors) was confirmed. The results indicated that the validity of all
constructs was confirmed, given the high factor loadings obtained. Moreover, the
composite reliability of all these actors, with a value higher than 0.7 and Cronbach's alpha,
was confirmed. Therefore, all identified contextual factors can be included in the final
model of the research.

The results showed that the validity of all constructs was confirmed due to the high factor
loadings obtained. The results indicated that the validity of all constructs and the
composite reliability of all these factors, with high factor loadings and composite
reliability values, were confirmed. Thus, all identified strategies (particularly customer
knowledge management) can be included in the final model of the research.

The validity of all questions in the outcomes section was confirmed. Finally, based on the
aforementioned findings, the content-driven interactive marketing model, considering
various strategies, especially customer knowledge management strategies, as well as
causal, contextual, and intervening factors for the steel industry in the country, along with
its outcomes, is confirmed.6. Conclusion.
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