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ABSTRACT

The purpose of this paper is to examine the effects of factor on business
sustainability, content marketing (CM) was used to develop sustainable competitive
advantage (SCA) through social media. This Research is Quantitative research that
applied SCA as a basis for developing research methodology. 200 samples were
drawn from an employee organization with experience in content marketing. Data
was gathered by online and printed questionnaires and computed by regression
analysis with statistical software to determine the relationship between independent
and dependent variables.

The results show that several factors are necessary to develop SCA
through social media by applying CM. Key factors are not limited to potential
resources or potential of innovation. CM should be various characteristics, also suited
to target customers, and contain up-to-date content information and accuracy to
succeed. Proper use of social media helps promote competitive advantage in
business. As a result, long term performance will be indicated business continuity.
Business process adaptation requires reinvestment in potential source of competitive

to enhance SCA over competitors by the use of CM.



@)

This research got new two factors affecting competitive advantage which
is updated the content and using social media. In addition, these findings may be
applied as guidelines for businesses requiring CM for promoting SCA in aggressive
competition. Applications may be used to develop and distribute CM to customers
for better outcome. Additionally, the population under this research is based on
employees involving with either financial business or banking and Facebook users.
Future research might extend the study to examine client or customer perspectives

beyond Facebook, on other social media.
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