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ABSTRACT

As the economy evolves, the focus is moving more and more towards technologically sophisticated
businesses that put a premium on quantitative results. Small, time-consuming creative businesses that
depend on the creative and intellectual prowess of unpaid labourers are frequently marginalised by this.
However, these businesses are an essential part of the creative economy, and their continued existence
hinges on increased awareness and successful market participation. There is a lot of promise in this area for
content marketing, a strategic and economical approach made possible by information technology
breakthroughs. Content marketing solves the problem of short consumer attention spans in hectic,
multitasking settings and strengthens customer relationships by encouraging prolonged interaction.

In order to show how creative business units can use content marketing to draw attention and encourage
purchase intentions, this study aims to integrate three dimensions: the creative economy, content marketing,
and the attention economy. The research design used was a mixed-method approach, Structured interviews
were used to gather qualitative data from 30 creative business units, which examined issues, marketing
strategies, adoption levels of content marketing, and viewpoints on intellectual property rights. Quantitative
information on attention cues influencing purchase behaviour was gathered from creative consumers using
structured questionnaires.

According to the analysis, content marketing has a big impact on customers' attention spans and intentions
to buy. The effectiveness of tactics like creating unique selling propositions, highlighting regional and
cultural ties, and enhancing brand visibility on social media is highlighted by thematic insights.
Demographic differences in attention and purchasing behaviour are further illustrated by statistical analyses
(t-tests and one-way ANOVA). In order to advance the creative economy, the study ends by suggesting a
comprehensive content marketing model for creative businesses, with implications for researchers,
practitioners, consumers, and policymakers.
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