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Abstract

The present study is an attempt to present a model of digital marketing capabilities
in chain stores since, in recent years, customers tend to shop online to gain faster and
easier services as well as new experiences, and digital marketing is tied with new
concepts and terms such as Martech, Figital and Next technologies. However, the
challenges and risks inherent in online digital shopping can erode trust and lead to
subpar customer experiences, prompting shoppers to withdraw from the platform.
Despite the importance of this issue, there is no model for digital marketing capabilities
in chain stores so that the managers of these stores can identify their strengths and
weaknesses, as well as their competitive advantage in this area. In this qualitative study,
semi-structured interviews were conducted with 12 experts in marketing, information
technology and chain stores of the country, using the qualitative data-based approach
(Glaser), which was followed by open, selective and theoretical coding of the data using
Maxgda software. Moreover, a systematic review of the previous research was done to
enrich the dimensions extracted from the interviews, and based on this, the diamond
model of digital marketing capabilities in chain stores was presented, which includes
five dimensions: Martech Capability-Maintenance Technologies, Martech Capability-
Transformational Technologies, Networking Capability, Digital Relations Capability
and Marketing Capability for the Next Best Action, all of which result in the digital
customer experience. Among the above mentioned dimensions, martech-transformative
technologies due to the existence of the important components such as blockchain and
artificial intelligence and the dimension of Next best action marketing are called meta-
capabilities. Chain stores, using this model, can measure the level of their digital
marketing capabilities and plan to achieve their desired situation.
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Sensor Technologies, Robotics
(I ol (bS] (hbse (0aSe pl Sl (elon] laaSid sy

959 Sy
Internet, social networks, Instagram, LinkedIn, mobile,
application, site, multi-channel, Twitter, YouTube
@S g lojl g Jrp bl algie QL)L Jlos g by,
Sl (o e ik (S ilotin bl gt ()l Gameleg]
Sl dng ¢ elaal dgid ¢ Jliomd Slids ¢ Jlomdjow
B To C digital relations, content marketing, personnel and
organization relations, video conferencing, marketing
automation, SEO, CRM, digital branding, digital sensory
marketing, green digital marketing, digital advertising, social
listening, sustainable development
g-8d By Jlomd g bl Jimms (99290 JSeJiond (el 8255
Jiod S jtie (o mpeS Y (ol 6yl (55 5 BAS ol ¢Sl
Digital supply chain, digital inventory control, digital B2B
relationships, digital DTOC relationships, suppliers and
business partners, supply of goods, joint digital campaigns
Sl bl g yrde bl sl (gilepazd b)lL @lagiy 2b)l5L
lil Cpmlegil cyemeanals ik
Predictive marketing, personalized marketing, customer-
oriented marketing, agile marketing, data-driven marketing,
marketing automation
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LS g lhzen Coled 0 5SS gl bodly Jlod Gl 3yge slredls 7l
Digital ¢keojlels L Scopus 3 Web Of Science (&, ool o bdllis zlseul 4y
marketing, Digital marketing capabilities, digital capabilities, digital resources,
slocull Jlood o)l sloojly IS L Bibigaw g 1Rey98 Sl sloolSL 9 € marketing
35 e (Sogpsl bl Jlemy gl (Jlemy gledl Jlems 2byliL
22)5 iy (V) Jgde Bollae badllie (5l pas g (Bp0dy (sloyline

Yo (45 52d5 048 9 oyl 51 )lro (F)ojlons Jgi>
Table(3) Acceptance and non-acceptance indicators of articles

explanation ol g Descriptiong ,u

Scopus, Web Of Science > o3l ol

External databases

S g 30598 eI ool g oL

Nurmagz, Civilica Internal databases

oSl ¢ )8 9w 3,90 S ()5
Persian English, The language of the searched articles
i «bj dnoslgads 59,9 5 ,lze

1. Tranfield



OlySad o Jawsl o3 0 et 3L SR oledl Jao &1,

Keywords, language, articles Inclusion criteria
b yoU glgione ¥l ) (o yhwd s T syl
Lack of access to articles, irrelevant content Exit criteria

sobiia 4 ol Wlio VY g (S i ¥ el alie ¥F dndlie (gopinn )
sadlie g olul gligunl gy weplla jope I alsye ol 3 35 2l 2l i
Jlos gy addS laginghy I asloyan) sl s ) Juewd bk slacehl
sl by J1 (S omde Joboo fwl oad 03 )5 4 (Ve F)S)MUS g (gl (ygeute
(YerF QSN gl p)iilie osly Lol (slaganio S )15 9 Jedod 5 4508 (ololis
s e ol 1y ol cymslis sl ok 4l o 5oy i (S5 45 oudlio ciapllss ygy
5 (Y- V) oolySad o7 359333, o 1) Lncs o3Il g gl gy ¥ lguo iy yos 53 5
by i gox 1) odd (lgis manlis q2l Sl slodllio 5l Wiz 5 dtwgy ddlas b gioce
sle o398 5 Jlows byl slacll Sl lass plgie cod jblixe slao)liS 7l 5l
2 gl b slaas sbnl 5 cotte sladllie fgete Llod I w9 3)S cubaal o
gaie N2 oAb 5 wh LS Sl g 50d 0ol Cumd (28 (gede Sy 4 S ol 5] plus
sl 02381 (F) Jga B 53 &8 03,5 LSty o (ygeute S o83

ki 5 plolid Lol e & B 3 Jlowd byl ol sl (b
syl 5 Colocy ¥ yie b bije (el Jlony bag)sld) Jols o5 was
CehBA Jizy Sy (lgze 2L)IILS (slenl glaails 0 Jizms L) e
bl e 1By Cojel by sl

Oyoie Julodi Jgua aoYd(£)o,lond Jgua
Table(4) summary of the theme analysis table

Ol (T s (sLoolRg,8 4> Jlesd ()15 (Sl chailze ) oo 8 (nolie
(5Lat) ot Subthemes (components of digital marketing capabilities in chain stores)
main themes

(dimensions)
Syl (Silme Cudly 039381 Canbly sl ol (Eghae igr (BT)maSH (555l9SS
Jlsud SUL syl e ,gld iyl (JUsus WJUE U (Jlsud gl g gl
- (6908 JUaod (slaails, abge oi5jlme ol liuss Bl S ommile 5 pS3k Sl
JiarFol ¢ SOl (S sUs 59l yrbgi sl
Blockchain technology (BT), artificial intelligence, Internet of things,
augmented reality, virtual reality, digital technologies, channels, digital

Digital
technologies

1. Braun & clarke
2. Jones
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Customer-
related
capabilities

- 8y Culwig
Jld b
Website and
digital
platforms

(.\bu'i)é.o\ ‘;,:AL@

main themes
(dimensions)

sl 2LoLL
Content
marketing

Sl Ll

Digital
relationships

Jlms Sk

Digital
advertising

sl s

Social networks

99 Okt S p2de

channels, Internet, technologies, digital marketing tools, machine learning,
chatbots, Virtual assistants, mobile, digital media, emerging technologies,
Internet-based technologies, secure channels
b b3l g yibe Bis Cubll (g yibe 0ia o5 b 43 LS OS5 yibe slois]
2oUgSg 57yl (Jluzyd 0ukS B pace JUid ) ¢ g piniie 4125 <G o (SR (535 D ¢(§ yinio
(G Coloy CalilB (gpuio b Ngm sLCWLB 0uilS dpas 05,3 5 8
(i g3 Oy Gy bl g F &g (ow s g I (BB (e Iy
Nyt 0S5 (st G o 1. o (6 5313900 eyl (3,8
Customer trust, integrated customer communication, customer attraction,
customer retention, customer relationship, customer mental engagement,
customer experience, digital consumer behavior, making things easier and
shorter, customer engagement, customer connection capabilities Customer
satisfaction, customer loyalty, brand awareness, faster and easier access,
predicting customer changes, easy use, customer profitability, customer
orientation, brand consolidation
2990 215k (SEO)gasines 59350 (g5ludings (I asend dunlio Culwig cyluwig
A (g8 il Cupite Nadigr (Slae il (T (slae Bl (SEM)socine
P ) Ol
Website, Third Party Comparison Website, Search Engine Optimization
(SEO), Search Engine Marketing (SEM), Online Platforms, Smart Platforms,
BTOB Platform Management, Platform Internet advertisement.
(o oy SWolil 3 )3 Jlaomd (ol )il bl ailie )£ 53 (aline
Subthemes (components of digital marketing capabilities in chain stores)

BOLS (g iU SOLS dgino diluy (5,5 Sl dgizes (gmlogi! dgine (2L )15L
ole (WSS gial (SiwiS ylo 9iag (5395 S Sy
Content marketing, content automation, blogging capabilities, content media,
e-books, books and optical discs, video marketing, interactive infographics
Lulyy «2lylil ogmloil ol jlow «Sig iU Ol ¢ NS STl (oSS sl Jos
a8l oS Yo iy U Jola oyl (S slo (ool ol (oS (23l Wl (cog0s
Sl pfolsd drwgi S ps O, Jgol Wolsd luly ily, Copse g
O (e Sl (S 2SI ol 13L ebisd (el 8o lad
Email marketing, sharing, e-commerce, CRM, marketing automation, online
public relations, campaign marketing, SMS marketing, creating interaction
with the brand, partnership, networking, sustainable relationship
management, interaction, Principles of corporate communication, interaction
development, digital branding, digital supply chain, e-marketing,
globalization capability
Sailu, 43 Olads 5 i lod Oladsd (JUasud Slald o Sg S s 4y s Olals
i ghiig eionigr JUumd Gl ((FUS 51  oallod Ol ¢ SIS Sligd  eloia]
S8 )l
Electronic word-of-mouth advertising, digital advertising, display
advertising, social media advertising, click advertising, display advertising,
advertising banner, smart digital advertising, influencer marketing,
9591 ¢l S stz oS 93 g o loinl (Sl y (5L ¢ ot sl
Social media, social media marketing, Facebook, Instagram, YouTube,

(¥7)



OlySad o Jawsl o3 0 et 3L SR oledl Jao &1,

Lo el (31 Wl ST, (S (il maed (b SCbB drw 5 ) gomeosls b 150
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capabilities . . - N

Data-oriented marketing, development of new capabilities, personalization,
entrepreneurial  orientation,  entrepreneurship,  innovation,  digital

entrepreneurship
U Cape el mbe o Sles )1 QL S Tl e 2l (S ple 038 el oS
oL v.s,ﬁ (ool CilB slezel bl (35,0 sl (Jloms

C%Tgﬁ:;“\e/e Minimizing the importance of company size, digital green marketing, market
tag orientation, performance improvement, digital resources, value creation,
capability R R
reliability, safety, brand consolidation

oo Wl gy jobo & Siimgdy Gl (6900 cliapllss 950 plosl (4l 45 s |

5 oo ol eles adlls asye (paty Wl (g slaaly 4 aliwd pebito 4] 2l

I ol yolato 4 (sloponij slooliids s 5o Jluoms (2bylik slacall sl gl sl I

0) s> il J5 dloyo 2l el olal ol g Julos ) Css ool s 4 gl
B 8 awyy 350 Y lEe ) ol dbul (glaaST Jlgl s g wis pladl

L 5,555 a5 (0)s,lowi Jou>
Table (5)Summary of codings

Lanbao dlayl b dulio P
:  with ¢ £ 8 & s
Comparison with the 3 &_ =2 *;g\ (o) y5uiing 34
dimensions of the 2 o ® & researchers
o
(0}

interviews
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gl Jiows  sbaygld s
S gd Jolee cdiopllss a0 I onds
Sysls 5 (Sy958 bl
aslas I odd G‘)éd.wl &y

A8l e
The dimension of digital
technologies  extracted
from the systematic

review is equivalent to
the two dimensions of
essential technologies and
advanced  technologies
extracted from  the
interviews.

(e b by el e
5l aepllass jepe 3l ond gl ySeil
(Symde Jluzd 408 dn sladdle
—dnlas o jl ol gas
2l b
The dimension of
capabilities related to the
customer, extracted from the
systematic review, is one of
the components of the digital
customer experience
dimension, in the codes
extracted from the text of the
interviews.
Juees glopsily 5 colocy
Sl aepllass jepe 3l odd gl Sl
9 Si9ro Sosygld dn slaadlye
s Juows by, e

Al oo balas (e jl (2l el

The 10 website and digital
platform dimensions
extracted from the
systematic review are among
the components of the
essential technologies
dimension and the digital
relationship dimension, in
the codes extracted from the
text of the interviews.
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")‘)m 9 y’o 4(7’7')0‘,&@ 9 u)lﬁfb
9 ul-g..\m 4(Y’YY)O|)KA§ 9 ‘_95).‘9 ¢(Y’YY)
RXPCAL 2% 1) RARCISIRERCIN LV RUREIN

RULSY) 9 SLAY 1) oy Koy
sl sk Y+ ¥9) Sy Iakel(Y+ YY)
9 Py (¥+14) RULSLY

o) 5 gabicud, Sl (YY), Ko
@3Ulendy S (Y VE)Sidy Jug(Y YY)
(YY) o, SKo2g
Harhazen et al. (2020), Mola et al.
(2022), Tarig et al. (2022),
Mohammadian et al. (2018), Taha et al.
(2021), Kotan et al. (2019), Ghorbani et
al. et al. (2021), Masrianto et al. (2019),
Georgescu et al. (2022), Nejati
Rashtabadi et al. (2022), Royle and Ling
(2014). Nejati Rashtabadi et al. (2021

9 J.g'e) c(Y‘Y’)&‘Q ‘(T’TT))"‘"}; 9 ‘-gls) J‘
9wy YY)y (Y E)S
(IFAE) o (o 9 oo (VFIA) o>,

Al-Refai and Noser (2022), Wang
(2020), Royle and Ling (2014), Wang
(2021), Rahimi and Rahimi (2018), Doai
and Bay Gham (2014)

9 L Y+ YY) gl (Y TY) ol 02 5 Yoo
(Yere)olSesy gilape (Ye¥+) ofen
OlfSer o (SU (YIA) Yl g g
(YIS 5 solwle  (ITAA)
B AT YY)l 55 9 ol (Y2 1Y) g3

(Y1) o5 5

Mola et al. (2022), Olsen (2021), Pandey et al.
(2020), Harhazen and others (2020), Mincolt
and Olar (2018), Fani et al. (2018), Masrianto
et al. (2019), Shaltoni (2017), Anas and others
(2022), Ghorbani and others (2021)
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sl
The dimension of digital
relationships extracted from
the systematic review
includes two dimensions of
digital relationships and the
dimension of stylish
capabilities extracted from
the text of the interviews.

(X C')"‘“’l UL\.AA.}‘ el s

sbadlye I weplas 90 Sl

sk G slegsls
b oo basbas el el

The dimension of social
networks extracted from the
systematic review is one of
the components of the
necessary technologies in the
codes extracted from the text
of the interviews.

Fosd gzl Jhond clids s
bulyy dn (sloadze ) criapllss 950

o ) 2l gl glass’ ) oo

b o Baslas
The dimension of digital
advertising extracted from
the systematic review is one
of the components of the
dimension of digital
relationships in the codes
extracted from the text of the
interviews.
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(Y+YY) ol)ea g Tabol(Y+ YY)y, Ko2g
9 gy OYN)Ker 5 pledld
dY+19) olKea 5 gl ywle (Ve VE)SiW
9 .&J’io.e c(\‘”*hl) d‘;&o;‘a 9 ,h;bl.w)ﬁ
(Yeed);08
Olsen (2021), Herhazen et al. (2017), Harlina
et al. (2022), Ghorbani et al. (2021),
Bashirzadeh et al. (2022), Amalda et al.
colleagues (2019), Farshadgohar et al. (2016),
Mangold and Qaldez (2009)
9 Yoo VoYY wygi-9 5 (wael, ity
9 }Sg‘) ‘(Y~Y~)Ol,l&w 9 d.&-‘b A(Y'Y\) Mg‘
c(Y’\ﬂ) u‘)igb 9 92:‘4’)*4& 5("0\*)0‘);%:
c(Y’\V) ‘:192"“’ c(Y’\AbYQ‘ 9 vJsng,a
(1Y) ol K2 5 2955l 48 (VTAY) gexo
PRI B 60 £ KL PRI
VYY) 581 9 3155 o9 Y+ YY)y Ko
Vicente Ramos and Cano-Torres (2022), Mola
et al. (2022), Taha et al. (2021), Olsen (2021),
Pandey et al. (2020), Ritz et al. (2019),
Masrianto et al. (2019), Mincolt and Olar
(2018),Shaltoni (2017), Shafeian et al. (2019),
Shakuri and Mohammadi (2017),

Farshadgohar et al. (2016), Harhazen et al.
(2020), Ghorbani et al. and Akbari (2021)

9 6L Y+ VY) gl (YY), S0 o Ugsli
(Y+99) glen 5 50, (Y4)Q) ol
Y VE)KY 9 Jogy dY+IA) Yol g CIgSiue
5 b (IFAQ)Ker 5 Gledls

(Vo2 R)500 5 Jgfin (Y 14) o, S0n

Tabuna et al. (2022), Olsen (2021), Pandey et
al. (2019), Ritz et al. (2019), Mincolt and Olar
(2018), Royle and Ling (2014), Shafeian et al.
(2019), Masrianto et al. (2019), Mangold and
Qaldez (2009)
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The dimension of content
marketing extracted from the
systematic review is one of
the components of the
dimension of digital
relationships in the codes
extracted from the text of the
interviews.

5l odd glsiol Lo seubl e
il shadlse el jg5e

wbas > qoim pll e

Al oo asbas el Sl
Next, the dynamic
capabilities, extracted from
the systematic review, from
the components of the next
best action marketing, are in
the codes extracted from the
text of the interviews.

2970 31 o glytal (2B) Cuje dny
b 455 soadye ) ciapliss

o 3l 2l ek gt

A5l e baslas
The dimension of
competitive advantage

extracted from the systematic
review is one of the
components of the customer's
digital experience in the
codes extracted from the text
of the interviews.
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(YY), Ko
Vicente Ramos and Cano-Torres (2022),
Bashirzadeh et al. (2022), Olsen (2021),
Masrianto et al. (2019), Pandey et al. (2020),
Jamipour et al., Shafeian et al. (2019),
Farshad Gohar et al. (2016), Ghorbani et al.
(2021)

dY+YY) g (Yo Q) glwd YV +)Slg
Ye¥V)age 5 5 dT+TY) ol )Sod 5 Udyp
5 Sway (Yo¥Y) lKer 5 U,
55‘3)95 c(T’T\)Ms‘ ‘(T~TT)0|,L§.~5
&3.:.] 9 J.g‘e) c(T’T\)&bm 9 Tako! c(Y'Y\)
IY28) 51 Ko 5 3Lexdl (Y4 Y £)
Wang (2020), Desai (2019), Havaldar (2022),
Harlina et al. (2022), Kim and Moon (2021),
Al-Rafai et al. (2022), Georgescu et al.
(2022), Olsen (2021), Purvanti (2021),
Amalda et al. (2021), Royle and Ling (2014),
Shafeian et al. (2019)
L(Y"i)u‘)&oﬁ 9 wg)l.a}-;b ‘(Y~Y~)&|5
c(Y’Y\)u’b 9 N’ﬁs ‘(Y~YY)(,1,&~5 9 l.a.n.l).b
9 729 dV+TY)Hlgy0 (Y TY) o025 529
() oK 5 oS95 (VYAA) 0w
(1799) o1 Ko g oy lLrdlid
Wang (2020), Dismartin et al. (2019), Harlina
et al. (2022), Kim and Moon (2021), Lopez et

al. and Rahimi (2018), Kokbi et al. (2019),
Shafeian et al. (2019)
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