
Copyright © 2025, IGI Global Scientific Publishing. Copying or distributing in print or electronic forms without written permission of IGI Global Scientific Publishing is prohibited.

17

Chapter 2
Content Marketing 
With Search Engine 

Optimization:
Fostering Successful Businesses 

in Online Marketing 6.0

Bhupinder Singh
 https://​orcid​.org/​0009​-​​0006​-​​4779​-​​2553

Sharda University, India

Kittisak Wongmahesak
 https://​orcid​.org/​0009​-​​0000​-​​2129​-​​4691
North Bangkok University, Thailand

Saurabh Chandra
 https://​orcid​.org/​0000​-​​0003​-​​4172​-​​9968

Bennett University, India

ABSTRACT

Search Engine Optimization (SEO) is the ever-​evolving aspects of new material  ar-
ranging its way to the highest point of inquiry results, all while the capacity to secure 
clients works at a quick rate, giving another Digital Marketing 6.0 experience. This 
integration  enables brands to create quality, targeted content as well as raise the 
visibility in the search engines which results in better customer engagement, trust 
and conversion rates. As digital consumers evolve, the need to create content that 
resonates with user intent and behavior in a world dominated by search engines 
is where the lines between SEO and content marketing begin to blur. With staying 
relevant, authoritative, and consumer-​focused, businesses with quality content cre-
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ation guided by SEO analytics outperform  competitors. This chapter  reviews the 
changing trends, strategic frameworks and tools that best describe online marketing 
with insights into performance maximization and brand sustainability.

1. INTRODUCTION

As the age of digital transformation and hyper-​connectivity dawns, organizations 
continually look for fresh, innovative avenues to  remain competitive and relevant. 
Online Marketing 6.0 marks a new phase in the evolution of digital marketing starting 
to focus on discovering  real needs and creating experiences. In this digital transfor-
mation, content marketing has emerged  not just as a driving force behind promotion 
but as a core aspect of brand engagement, trust-​generation, and customer loyalty over 
the long run. Search Engine Optimization (SEO) that used to complement digital 
marketing efforts has now become a strategy that influences almost  everything in 
the digital space from visibility, to organic reach, to discovery (Pranata et al., 2024). 
The combination of content marketing and SEO provides a powerful synergy that 
brings traffic and also brings value relevancy and meaning to target audiences: the 
foundation of business success in the Online  Marketing 6.0 world.

Content marketing refers to the art and science of continually  creating valuable 
relevant and compelling content to attract and retain a clearly defined audience and 
for the purpose of driving profitable customer action. But the impact of that content 
is reliant on whether  it is discoverable. No matter how brilliant your work may be, 
it can still go unnoticed if it doesn’t get  discovered by search engine algorithms 
and user intent. Enter SEO, the connective tissue that ties content to consumers via 
keyword precision, semantic matching, link architecture, technical dirt-​busting, user 
experience, and a dozen other  factors, many of which are on the moving target of 
an algorithm (Przybylska & Minga, 2024). This symbiosis is particularly evident 
in the current digital landscape, where the battle for user attention is cutthroat and 
the APIs driving content visibility are growing more complex  and intelligent. 
Online Marketing 6.0 represents a transition  to context-​aware, behaviour-​based 
and AI-​assisted marketing paradigms, and that in this space, only enterprises that 
perfect the mixing of SEO into content marketing will be positioned to succeed. As 
consumer behavior evolved from being mere  passive recipients of advertisements to 
active seekers of information, businesses had to shift from interruptive techniques 
to a value-​driven engagement. In today’s time, consumers  lean heavily on search 
engines to make purchase decisions, research product information and assess brand 
credibility.
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