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Abstract:

This research sought to monitor, analyze and criticize research that
focused on the topic of digital content marketing, analyze the research gap
and propose a future research agenda that covers the research shortcomings
in this specialty. The Preferred Reporting Items for Systematic Reviews and
Meta-Analyses “PRISMA” methodology was adopted, and the sample
consisted of 114 research papers from Arab and foreign research published
during the period from 2019 to 2024, which are the research papers that met
the sample conditions and were analyzed by the researcher to achieve the
desired goals.

The results concluded that the topics of the articles focused on: forms
and techniques of digital content marketing, its strategies and effects on
consumers, its role as an innovative solution to confront problems, as well as
customer opinions and user content eWOM- UGC, and legal and ethical
issues related to content marketing. As for the most recent topics, they
focused on artificial intelligence and its applications in Al Content
Marketing and its impact on users and in developing performance in
companies. The analysis also showed that there was a predominance of
reliance on the sample survey method and the case study survey method in
studies related to digital content marketing, but at the same time many
studies were interested in employing methods such as experimental,
comparative, prospective, deductive or inductive and historical.

Keywords: Content Marketing CM, Digital Content Marketing DCM,
EWOM, Al Content, User Generated Content UGC
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