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Abstract. The marketing world is a dynamic and constantly changing 

environment that never stagnates. The purpose of this paper is to decide, 

based on the analysis of presented issue, how important is global marketing 

strategy for communication with customers. Presented paper consists of 

four parts, the first part of paper focuses on theoretical aspects of global 

content marketing. The second part focuses on methods of data collection 

that are needed to perform analysis and it is also the base for the fourth part 

of paper. The third part of paper focuses on the results of analysis, which 

used Spss program and discussions. In the results and discussion section, 

we used t-test of the mean values of the two dependent variables. The 

fourth part consists of conclusion, most appropriate ways and 

recommendations for development of global marketing strategy in the 

global market. The result of this paper is comprehensive overview of how 

global content marketing strategy can be used to influence user interests 

and how important is in communication with customers. It uses methods of 

statistical analysis, comparative methods and also synthesis and other 

methods of formal logic 

1 Introduction  

An essential element of marketing has always been communication and promotion of 

products or services. It has been verified to be their crucial price. In the past, but also 

nowadays, it is mostly about attracting customers' attention with the use of mass 

advertising, often in several places at once. Promoting products or services through large-

scale mass messaging has become key for business brand. [1] It is possible to maintain 

customer loyalty, that focuses on employees, who are interested in participating in society. 
[2] In the promotion process, businesses need to think that published content must also be 

promoted, so for long-term success it is appropriate to use the three pillars of promoting 

content marketing. The first pillar of content marketing is the basic minimum of promotion, 

the second pillar is active promotion and the third pillar is active promotion for advanced 

users. The notion or definition of content marketing is not unambiguous and world experts 

have not yet agreed on unification. Generally, content marketing is defined as the art of 

communicating with our customers without selling anything to them, because it is a form of 

forced marketing. [3]  
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Content marketing is well-known marketing method whose popularity is steadily rising 

with technological advancement and Internet development over the last few years. As the 

outdated marketing forms on the Internet became unattractive and dazed, a new way of 

marketing come, using content to help, enjoy and educate Internet users. Effective content 

marketing is based on a well-designed content strategy. An integral part of the strategy is to 

determine the right forms of the content. [4] 

Defined content marketing creates or organizes also other than product content. It is 

informative, educational, or entertaining content and is published by the business at 

customer contact points. [5] It seeks to attract their attention and so customers know as 

much about a particular business as possible. We can say that content marketing is the sum 

of all modern online marketing strategies and quality content is just one part of the entire 

content marketing cycle. Content marketing is a long-term strategy where results can be 

seen about up to several months, in some cases after years of work. The most common task 

of content marketing is to attract paying customers, so you need to find out which content 

works best. The largest tool for measuring sales methodology is Eloqua.com or 

Marketo.com, which have this feature integrated in themselves, but also using Google 

Analytics. [6] Customers search for different kinds of information and therefore, the focus 

is on articles on various topics that are published on websites or other online sites. Content 

marketing includes voice search, where up to 50% of consumers are currently using voice-

controlled technology. [7]  

Some years ago, content was primarily searched for with keywords, while long tail 

phrases are in common today, respectively. the whole questions. Therefore, when you 

promote your brand, you need to make sure that the content you create answers the 

questions that potential customers search most often. Arguably, to best utilize content 

marketing tactics for lead generation purposes, a company would need to employ marketing 

automation or other IT tools to allow a quick response to online queries. More specifically, 

the tool should allow the company to categorize and rank leads so that the sales 

representatives can respond to the most profitable leads instantly. [8] The concept of 

implemented marketing strategies has evolved over the last two centuries. However, we 

must not forget that implemented marketing strategies also changing with the process of 

globalization, technical progress and changes in customer requirements. [9] Video 

publishing is a particularly popular type of content publishing, but they also include 

infographics that are 96% successful. Video is now an integral part of content marketing. 
Social networks such as Facebook and other paid search platforms prefer videos, as the 

engagement rate is much higher. [10] Currently, up to 55% of Internet users consume video 

content regularly. Potential customers also search for information on discussion forums, 

listen to podcasts that have a 92% success rate. Therefore, the essence is to create content 

not only thematically but also formally. The least used content types include content 

applications that account for only 31% of existing enterprise applications.  

Another key challenge in the case of content marketing is that new topics emerge 

frequently due to emergence of new concepts and consumer interests, increasing the range 

of tags necessary to accurately capture the content collection. Moreover, algorithms are 

usually trained specifically on the type of content that they are subsequently applied to 

predict or classify, rather than considering the multichannel environment. For instance, an 

algorithm applied to website content is not necessarily expected to be effective across 

channels that vary in content-type, such as when classifying online videos whose titles and 

descriptions tend to be considerably scarcer than website content such as news and blog 

articles. [11]  

The presented paper consists of four parts, the first part of the article focuses on the 

theoretical aspects of the issue of global content marketing. Second part of paper focuses on 

the methods of data collection that are needed to perform the analysis and also the 
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background for the third part of paper. The third part of paper focuses on the results of the 

analysis, which we did, using Spss and discussions. In the results of the analysis we used 

the t-test of the mean values of two dependent variables. Dependent, because they consist 

of the same users. The fourth part consists of the conclusion of most appropriate ways and 

recommendations for the development of a global marketing strategy in the global market.  

2 Methodology   

The purpose of this article is to analyse whether content marketing has an impact on 

customers' interest in published content, and then evaluate the power of content marketing 

strategy. In order to achieve the headline target, it was necessary to set several sub-targets: 

• Customer analysis 

• Analysis of the type of content promotion 

• Analysis of communication with customers 

• Customer interest analysis 

The first partial goal was to analyse customers, where we also used an account in 

Google Analytics. The survey was attended by 156 respondents. As part of the 

demographic data, we have an overview of users in the representation of women and men 

in the following figure. 1 and figure. 2 we have the age range of the most frequent users of 

the website. 

 

 

Fig. 1. Representation of women and men 

 

From the above figures we can conclude that the largest target group is women, who 

make up 83.8%, while men make up only 16.2%,  
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Fig. 2. User age range 

 

Within the age range, the largest users of a website are between the ages of 25 and 34, 

which is approximately 73%. The second largest age category is users aged 34-44 who 

make up approximately 15% and the third least numerous are users in the 18-24 age group 

who make up approximately 12%.  

The second partial goal was to analyse the type of social content promotion that we also 

analysed using Google Analytics. The most common use of content promotion is shown in 

Fig. 3 

 

Fig. 3. Types of content promotion 

 

The most common type of promotion is through photos, links, videos, and shared 

videos. The third partial goal was to analyse communication with customers.  

In the following fig. 4 we see an effort to maintain communication with users through 

responses, comments, and sharing. 
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Fig. 4. Communication with users 

 

From the above figure 4 it is clear that the most frequent communication used by the 

project is active response and commenting. An important role in content marketing is to 

know the interests of website users and, as a result, we can bounce into content creation.  

The analysis of customers' interests was carried out between 28th July 2019 and 14th 

August 2019. The analysis of customer interests was the last step and the largest category 

of interests in the total sum of respondents as of July 28, 2019 is "Travel", the second 

largest group in the total sum is "News / Politics" and the third largest group in the total 

sum of interests is Arts and entertainment. The most numerous categories of interests as of 

14 August 2019 is “Traveling”, the second largest group is “Catering” and the third largest 

group is “Employment / Work”. In the survey, we asked ourselves the research question: 

"Does a content marketing strategy affect the interests of website users?" We conducted the 

survey using the t-test of the mean values of two dependent files because they were the 

same website users. In this paper, we focused on representative selections in which results 

can be generalized to the general population. The first step needed was to determine the 

range so that the permissible estimation error was not more than 10%, the confidence 

interval was 95% and the variability was 5%. In research question no. 1, we set the main 

assumption: 

H1: We assume that properly designed content marketing strategy affects the interests of 

users. At the beginning we first set the zero assumption: μ1 = μ2, resp. μ1 - μ2 = 0 thus 

there is no link between the interests of website users and the impact of a content marketing 

strategy. We set an alternative assumption to zero assumption: μ1> μ2, resp. μ1 - μ2> 0 

and, therefore, the interest of website users is growing through the impact of a marketing 

content strategy. The results of the hypothesis performed are shown in Table 1 below. 

3 Results and Discussion 

Based on a survey conducted to analyse the impact of content marketing on customer 

interests in a crowded global marketplace, the following can be noted.  

In the following Table 1. we can see the calculated values for the reference period. 
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Table 1. The results hypotheses 

Paired Samples Test  

  

                      Paired Differences  

t 

df 

Sig. (2-

tailed) Mean 
Std. 

Deviation 

Std. Error 

Mean 

95% Confidence 

interval of the 

Difference 

Lower Upper  

Pair 

1 

July - 

August 
5,067 9,968 2,574 -0,453 10,587 1,969 14 0,069 

Source: own collaboration 

 

From the table 1. we can see that July-August is a new variable, which is the difference 

of the original variables. With the help of the SPSS program and subsequent substitution 

into the formula we got an identical value of 1,969. In the t-division tables we find the 

critical value against which this calculated value of T is compared: t2𝛼 (n - 1) = t0,10 (14) 

= 1,7613. Subsequently, we check whether the inequality T> t2𝛼 (n - 1) is valid and thus 

1.969> 1.7613. Based on the test result, the inequality holds. We reject the zero assumption 

at a significance level of 𝛼 = 0.05 and accept the alternative assumption that there is an 

increase in the interest of website users through the impact of a marketing content strategy. 

In creating valuable content articles as well as in making social contributions, we can 

consider these interest categories as inspiration, as interests are not only limits, but also 

offer alternatives to expanding content to new topics.  

We must not forget that the chosen content based on the selected interests should 

conceptually fit into the content marketing strategy, because it is reflected in the 

relationship between enterprise and other market participants and its perception in the eyes 

of its customers. [12] Collected data are used to support the claim that collecting 

information from socially proximate sources may be instrumental in legitimating the 

accuracy of information distributed on social networks. [13]  
Some accessories are needed to increase customer interest and they are also asset for 

new customers gain. The first way to increase this chance is to implement a sidebar, located 

next to the content on the page. The sidebar should typically include elements such as a 

subscription form, third-party product advertising, links to the latest, popular articles, and 

sharing buttons. The second way is to provide at least a classic content sharing button that 

should be located at the end of the content. Other ways include implanting social 

comments, pop-ups, infographics, interviews, Link baiting, video hosting, presentations or 

offering "something" for free. [14]  
Global content marketing is currently attracting so much attention because its 

importance in modern internet marketing is increasingly widespread, as is also confirmed 

by google, who is trying to fight and publish quality content. [15] The differences in the use 

of global content marketing today compared to the past are mainly due to technologies and 

their capabilities. [16] Almost everyone can publish interesting content over the Internet, 

and businesses are trying to become media themselves, because traditional forms of 

marketing are harder to quantify and lose strength in the digital era. For all social networks 

the advantage is that they can be more accurately measured and their value tells a certain 

popularity and authority of the site. [17] If measurements are taken for each post posted to 

social networks and the content is shared many times, this affects the interests of users and 

there is also a good chance of attracting new users. The forms of measurement also as well 

as the number of completed forms, registration or newsletter subscriptions, the number of 

comments below the content. The easiest way to measure is to create a subpage for each 

visitor's action on the page, which can only be accessed by filling out the contact form. [18]  
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4 Conclusion   

We can summarize the key ideas of global marketing in the next few ideas. The first 

idea is that content is an essential element of innovative marketing strategies. Today, 

content is quickly created, distributed and promoted through blogs and social networks. 

Advertising teams use this to their advantage through content marketing global content. 

Nowadays there are many blogs and websites whose main goal is to provide the 

information and solutions that the customer is looking for and needs, whether in the form of 

products, lists, etc. Internal communication is also included in the core idea of global 

content marketing. Teamwork is the greatest prerequisite for the global success of content 

marketing. Communication will also strengthen cooperation between employees each other 

and business management.  

Another key idea of global marketing is strengthening customer relationships with four-

paper global content marketing. After establishing strong ties between team members, it is 

also necessary to establish a personal connection between company employees and 

customers. We include the planning of a global content marketing strategy in the first four-

ideas global content marketing. In collaboration with stakeholders and regional authorities, 

it will identify target customer segments and the most popular topics that customers were 

interested in. In the second order is creating content according to the planned global content 

marketing strategy. Market research is useful not only to reveal what customer is interested 

in, but also what kind of customer promotion you are interested in. Once the content is 

created, the next step is to distribute the promotion across different channels. Social 

networks are the most suitable modern distribution channel to reach the largest target group 

of customers. While traditional distribution channels such as television and newspapers are 

still the most effective way to reach older target audiences. Applying the first three key 

ideas of global marketing requires the final step to continually improve the global content 

marketing strategy. By reaching out to our customers, we can get feedback on what they 

liked, respectively. that would help in improving the strategy and to optimize its impact.  

Global content marketing strategy is currently considered a sensible and effective 

choice, as evidenced by studies, foreign research, as well as publications by renowned 

experts. For start-up brands and projects, a high-quality content marketing strategy is an 

adequate and appealing alternative. Entrepreneurship provides extensive opportunities for 

creation, publishing, interesting and valuable content. The actual process of creating a 

content marketing strategy is quite complex and time consuming, requiring expertise and 

practice. When creating a content marketing strategy, we must not forget the main fact and 

the fact that strategy creation is not a short-term business and content marketing needs to be 

taken care of continuously. Content marketing also needs to be adapted to internal market 

changes and incorporated into the overall marketing strategy. 

 
This paper was prepared with the support of VEGA 1/0210/19 Research of innovative attributes of 

quantitative and qualitative fundaments of the opportunistic earnings modelling which authors 

gratefully acknowledge. 
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