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The Role of Content Marketing via Social Media in
Achieving the Golden Marketing Square Applied to digital
health services application Customers

Dr/ Samah Elsayed Al-Badawi Al-Gharib
Lecturer of Business Administration - Faculty of Commerce —
Al — Azhar University- Girls Branch in Cairo.

Abstract:

The research aims to study the role of content marketing
via social media and its relationship to the golden marketing
square, for a sample of customers using digital health services
applications, represented by (Vezeeta - Shezlong - Medicobot -
El Dacatra - Movoclinic), The research was based on the
descriptive analytical approach. The survey lists were designed
and distributed, which were divided into two parts, the first part
to measure content marketing via social media, The second part
of the golden marketing square measurement is to collect primary
data and verify its validity and reliability. The research was
conducted on a sample of (384) individuals from customers using
digital health services applications. The research reached many
results, the most important of which are: “The dimensions of
content marketing (perceived usefulness, perceived ease of use,
perceived enjoyment, and perceived convenience) have a
statistically significant impact on the extent to which the golden
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marketing square (image, Positioning, customer satisfaction, and
customer loyalty) is achieved.”

Keywords: Content Marketing, Golden Marketing Square,
Digital Healthcare Applications.
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