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ABSTRACT

The impact of sanctions on the supply chain and how it is reflected in digital marketing
strategies. Import and export restrictions, increased logistics costs, and problems with the
supply of raw materials can all affect the ability of businesses to provide products and
services. Digital marketing can reduce the negative effects of these problems by providing
clear information and establishing continuous communication with customers. The purpose
of the present study is to synthesize digital marketing based on reducing financial threats in
sanctions. The research is applied in terms of purpose and survey in terms of method. The
type of research is qualitative-quantitative. The statistical population of the qualitative part
of the research includes book articles and master's and doctoral theses between 2015 and
2024 in the field of digital marketing based on reducing financial threats in sanctions. The
statistical population of the quantitative part includes expert staff and managers of digital
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marketing companies. The research instrument is a researcher-made questionnaire. Data
analysis was performed using meta-synthesis and DEMATEL. The results of the study
indicate that 6 dimensions have been extracted in the proposed model, which include the
use of local and regional platforms, increasing the importance of SEO and content
marketing, risk management and adaptation to platform changes, the use of open source and
alternative tools for digital automation, marketing on social networks without dependence
on paid advertising, content localization, and attention to local values. Based on the
DEMATEL technique, the components of content localization and attention to local values,
the use of local and regional platforms, and risk management and adaptation to platform
changes are the absolute influential components, respectively, and marketing on social
networks without dependence on paid advertising, the use of open source and alternative
tools for digital automation, and increasing the importance of SEO and content marketing
are the absolute influential components, respectively.
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1. Introduction

In today's world, digital marketing, as one of the most important tools for business development, plays a pivotal role in
strengthening the presence of brands and increasing market share. This approach, by utilizing modern technologies and
online platforms, provides access to a wide audience at a relatively low cost. However, in the context of economic
sanctions, where many countries, including Iran, are facing financial, trade, and access to international resources
restrictions, digital marketing faces unique challenges (Islam et al., 2024). These sanctions not only limit access to
global markets and advanced digital tools, but also bring with them numerous financial threats such as currency
fluctuations, banking restrictions, and reduced purchasing power of customers. In such circumstances, developing
digital marketing strategies that can mitigate these threats has become an inevitable necessity (Salasi et al., 2025).
Economic sanctions expose businesses to significant financial risks by creating barriers to financial transfers and access
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to international platforms. These restrictions can affect companies’ ability to raise capital, manage advertising costs, and
even retain existing customers. In the meantime, digital marketing becomes doubly important as a tool that can help
mitigate these threats by utilizing internal resources and creative solutions (Pangban, 2025). However, the lack of
coherent and localized strategies to exploit the potential of digital marketing under sanctions is one of the main
challenges facing businesses. This highlights the need for targeted research in this area (Zhang et al., 2024). One key
aspect that needs to be examined is how to use digital marketing tools to reduce dependence on international financial
systems. For example, internal platforms, native social networks, and alternative payment methods can be used as
solutions to circumvent financial restrictions. However, the lack of sufficient knowledge about the effectiveness of these
tools and how to optimize them in the context of sanctions puts businesses in a weak position (Mariana et al., 2025).
Without careful research, companies may resort to inefficient or costly methods that not only do not meet their financial
goals but also waste their limited resources. In addition, sanctions have a direct impact on consumer behavior. Reduced
purchasing power, changes in consumption patterns, and increased price sensitivity are among the economic
consequences of sanctions that digital marketing must respond to. In these circumstances, businesses need strategies
that can gain customer trust and maintain their loyalty by providing a strong value proposition and using targeted
advertising. Without addressing these behavioral changes, digital marketing efforts may fail because advertising
messages will not match the needs and expectations of the audience (Gondozelli, 2025). Another challenge is the
inadequate digital infrastructure in countries under sanctions. Restrictions on access to advanced technologies, such as
data analysis tools or international advertising platforms, prevent the full exploitation of digital marketing potential
(Babis et al., 2024). This forces businesses to look for alternative and creative solutions. However, the lack of
comprehensive studies in this field has prevented many companies from effectively utilizing these opportunities. This
inadequate infrastructure, coupled with a lack of specialized knowledge, can lead to a decrease in the competitiveness of
businesses in domestic and regional markets. In this regard, one of the important issues is to identify the key variables
affecting the success of digital marketing under sanctions. These variables include factors such as the type of digital
platforms used, content strategies, alternative payment methods, level of internet access, and customer brand awareness
(Da Silva et al., 2023). A thorough understanding of these variables and how they interact with each other can lead to
the development of strategies that not only reduce financial threats, but also help increase marketing efficiency. Without
understanding these variables, digital marketing efforts may be fragmented and without significant impact (Ahmed et
al., 2024).

One of the less-considered aspects is the impact of sanctions on the supply chain and how this is reflected in digital
marketing strategies. Import and export restrictions, increased logistics costs, and difficulties in sourcing raw materials
can all affect the ability of businesses to deliver products and services. Digital marketing can mitigate the negative
effects of these problems by providing clear information and establishing continuous communication with customers.
However, the lack of sufficient research in this area has prevented many businesses from fully exploiting this potential
(Simbrowa et al., 2022). In addition, sanctions can lead to a decrease in public trust in brands and even the economy as
a whole. In such circumstances, digital marketing must be able to bridge this gap by using trust-building techniques,
such as storytelling marketing or transparent interactions on social networks. The lack of specific strategies in this area
can lead to a decrease in customer loyalty and ultimately a loss of market share. Research in this area can provide
solutions to increase trust and engagement with customers in times of economic crisis. Another important issue is the
inadequacy of reliable data for market analysis under sanctions (Park and Shin, 2025). Many international data analysis
tools are not available due to sanctions, which limits the ability of businesses to identify customer needs and predict
market trends. In these circumstances, digital marketing must rely on local data and native analysis methods. However,
the lack of sufficient knowledge and experience in this field prevents the effective exploitation of available data. This
highlights the need for research focused on developing data analysis methods under sanctions (Bjorktavik, 2025). Along
with these issues, one of the main challenges is adapting digital marketing strategies to local culture and values. Under
sanctions, when access to global markets is limited, businesses must focus on domestic and regional markets. This
requires a deep understanding of consumer culture, local preferences, and behavioral patterns. Without considering
these aspects, digital marketing campaigns may encounter audience resistance and lose their effectiveness. Research in
this area can help identify localized strategies to increase the adoption of marketing campaigns (Jello et al., 2024).

Finally, conducting research on digital marketing based on reducing financial threats under sanctions not only helps
businesses become more resilient to economic challenges, but can also help develop the national economy. Given the
increasing dependence of economies on digital technologies, ignoring this area can lead to the loss of competitive
opportunities and a decrease in economic power. This research aims to provide practical and localized solutions, which
can help fill the gaps in digital marketing knowledge and practice. Therefore, this study seeks to examine how digital
marketing can be used as a tool to reduce financial threats under sanctions. By identifying key variables, analyzing
consumer behavior, examining digital infrastructure, and providing innovative solutions, this research attempts to help
develop a comprehensive framework for digital marketing under economic crisis conditions. The results of this study
can help businesses, policymakers, and researchers make more informed and effective decisions.
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2. Theoretical foundations and research background

Economic sanctions are often used by countries as a tool in foreign policy. They are not only a means of economic
coercion, but also act as a strategic tool that influences the parties to the conflict. Countries use sanctions against target
countries for various political goals. As with any foreign policy decision, the imposition of sanctions can pursue
multiple goals. The stated and official reasons behind sanctions are considered as the primary goals (Kvalin et al.,
2023). However, there may be other goals that go beyond the primary goals. After the Cold War, countries were
reluctant to use military force. In an environment where the use of force is not favored, the use of economic instruments
has become more important. The high economic and political costs of military spending have reinforced this trend.
Sanctions are an important tool to overcome the softness and weakness of diplomacy and the hardness and political
difficulties of military force. Sanctions affect the target country in many ways. One of the most important effects is the
disruption of the target country’s trade relations, which disrupts the activities of the companies involved in these
relations. Sanctions can affect the commercial activities of companies in various ways, for example by delaying
investment decisions or canceling existing investments (Sagiroglu, 2024). An action can be considered an economic
sanction if it is expected to cause economic losses or if the potential economic losses resulting from the action are
perceived as a threat by the target country. If the action does not cause sufficient economic losses or if the target
country cannot understand the potential losses that it may incur, then it becomes difficult to classify such an action as an
economic sanction (Park, 2016). The effectiveness of an economic sanction is assessed based on the extent to which the
action influences the diplomatic decision-making of the target country. If the expected or imposed economic losses
resulting from the action are significant enough to cause a change in diplomatic decisions, it can be considered an
effective economic sanction; therefore, for an action to be considered a type of economic sanction, it must either cause
economic losses to the target country or be expected to cause them. According to this framework, the severance of trade
relations or the suspension of financial transactions, which directly lead to foreseeable economic losses, has been
considered a type of economic sanction (Park and Shin, 2025).

Currently, there is limited research that specifically addresses digital technology sanctions as a distinct category of
economic sanctions. However, digital-related measures are implemented in a variety of capacities and pursue both
diplomatic and economic objectives. It is also important to consider the extent to which these digital-related measures
can impact the economic losses of states undergoing digital transformation. To answer this question, it is necessary to
estimate the size of the digital economy (Donlin, 2022).

Park and Shin (2025) conducted a study titled Conceptualizing Digital Sanctions as a New Type of Economic Sanctions
in the Digital Age: Digital-Related Sanction Measures Against Russia and Their Implications. In the era of digital
transformation, the structure and application of economic sanctions have evolved, expanding from traditional trade
sanctions to complex digital and financial sanctions. The recent conflict in Ukraine has provoked a range of responses
from Western powers that target Russia’s digital sectors. These sanctions include restrictions on quantum computing, IT
services, manufacturing, aerospace technology, and other measures that may hinder the country’s digital transformation.
The aim of this study is to understand whether these emerging digital-related measures can be considered a new form of
economic sanctions and to examine their potential economic implications for Russia. This paper addresses two main
research questions: First, we ask whether sanctions targeting digital technology and development can be considered an
advanced form of economic sanctions and what the subsequent economic losses for Russia will be. As digital
transformation continues to transform global economies, this research assumes that digital technology sanctions have
significant economic consequences for the targeted countries.

Abdul Aziz et al. (2024) conducted a study titled Conceptualizing Digital Sanctions as a New Type of Economic
Sanctions in the Digital Age: Digital-Related Sanctionary Measures Against Russia and Their Implications.
Governments have long focused on regulating Internet-based activities within the framework of e-commerce regulation.
As there has been so much change in the digital world, the law has been relatively slow to catch up with all of these
changes. This has allowed some of the businesses that pioneered these markets to grow exponentially and establish
rules that others who want to enter the market must follow. Of course, these rules do not necessarily reflect a balanced
view of fair market practices. On the contrary, several cases were brought to court to address anti-competitive market
practices adopted by major market players. This era has come to an end since the EU took a bold step to regulate
competition in digital markets, as well as content published on the internet from a broader perspective that goes beyond
e-commerce. The EU introduced the Digital Markets Act in 2021, which entered into force on 1 November 2022. This
law, which should be distinguished from other laws such as the Digital Services Act, introduces specific obligations to
be fulfilled by so-called “gatekeepers”. Violations of these obligations will trigger a process carried out by the European
Commission, following a set of procedures defined in the law. This process can end with the imposition of heavy
sanctions on violators.

Sagiqgorglu (2024) conducted a study titled “Economic Sanctions and International Marketing: Models and Practices of
Strategic Adaptation of Firms”. Economic sanctions are a strategic mechanism used by governments as a foreign policy
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tool. Sanctions negatively affect the activities of firms by disrupting trade relations with target countries and require
firms to develop new strategies for crisis management. This study examines the processes through which firms adapt to
sanctions and focuses on issues such as operational efficiency, resource management, legal sustainability and flexibility.
In addition, methods of overcoming sanctions such as innovation, strategic partnerships and customer-oriented
approaches were discussed. Firms have adopted methods such as optimizing operational processes, diversifying supply
chains, exploring new markets and implementing risk management strategies to reduce the impact of sanctions. Flexible
and innovative strategies to deal with international sanctions are increasingly important in the future. This study
examines the economic and trade impacts of sanctions and provides recommendations for companies to achieve
sustainable growth. Companies’ efforts to achieve strategic alignment are crucial to maintaining their competitive
advantage in global markets.

3. Materials and Methods

Given that the purpose of this research is to meta-synthesis digital marketing based on reducing financial threats in
conditions of sanctions; therefore, the research method is exploratory-applied in terms of purpose; cross-sectional in
terms of data collection time; inductive-deductive in terms of philosophy; and survey in terms of data collection method
or nature and research method. The meta-synthesis and DEMATEL methods have been used to conduct the research.
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Figure 1 - Steps of the Meta synthesis method

In this study, the statistical population includes books and scientific lectures between 2012 and 2023 in the field of
digital marketing under sanctions. Also, research published in reputable scientific research and scientific extension
journals between 2012 and 2023 and whose subject is related to digital marketing under sanctions are also considered as
the population of this study.

Statistical sample: The following sources were used to find relevant research:
1. Elsevier database (https://www.elsevier.com)

2. Springer database (https://link.springer.com)

3. MDPI database (https://www.mdpi.com)

4. Wiley (https://onlinelibrary.wiley.com)

5. Sage (https://us.sagepub.com)

6. Jihaddaneshgahi (https://sid.com)

The population size in this study is 120 scientific research articles; 9 theses and 6 books in the field of digital
harassment under sanctions. Figure 2 shows a diagram of the search strategy and selection of studies.
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3. Results
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Figure 2: Search strategy and study selection

Table 1 presents the components related to marketing under sanctions.

Table 1: Components related to marketing under sanctions in Farmarqib

Component

Description

Source

Using local and regional
platforms

Due to limited access to international tools such as
Google Ads or Meta Ads, it is essential to use local
platforms (such as Sabavision, Yektant, Tapsel).

Ghorbanhosseini, S., & Esfidani, M. (2023),Akberdina, V. I.
C.T.O.R. 1. A, Kozonogova, E.L.E.N. A, &
Dubrovskaya, Y. (2023). Wang, W., Xu, H., & Liu, Y.
(2022).

Increasing importance of

SEO and content
marketing

In the absence of foreign paid advertising, organic
traffic becomes more important.

Rezaei, S. & Hanzaee, K.H. (2022). Bubphapant, J., &
Brandéo, A. (2024). Koob, C. (2021).

Risk management and
adaptation to platform
changes

Changing international or domestic laws can cut off
access to tools. Alternative strategies should always
be ready.

United Nations Conference on Trade and Development
(UNCTAD). (2022). Xu, C., & Wang, Y. M. (2022)

Using open source and
alternative tools for
digital automation

Such as Matomo instead of Google Analytics or Odoo
CRM instead of Salesforce.

Esmaeili, A. & Motameni, R. (2023). Raema, |. W., &
Faturohman, T.(2023).

Marketing on social
networks without
dependence on paid
advertising

Emphasis on digital public relations, influencer
marketing and endogenous branding.

Karimzadeh, M., & Mohammadi, B. (2023). Alzamzami, F.,
& Saddik, A. E. (2023). Verma, M. (2022).

Localization of content
and attention to local
values

Content localization and attention to local values

Dehghan, M. (2023). Alzamzami, F., & Saddik, A. E. (2023).
Maung, A. Z. M. (2024). Hocutt, D., Ranade, N., &
Verhulsdonck, G. (2022).
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The proposed research model is shown in Figure 3.

Using local
and regional
platforms

Localization Increasing
of content importance of
and attention SEO and
to local content
values marketing
Digital
marketing
based on
reducing
financial
threats intimes
of sanctions Risk
s management
. and
without .
adaptation to
dependence
. platform
Sl changes
advertising Using open g
source and
alternative
tools for
digital
automation

Figure 3: Proposed research model (Source: Research findings)

Demographic Statistics: Table 1 shows the findings related to the demographic characteristics of the study
participants, including average age, average work experience, and education in the subject area under study.

Table 2 - Demographic Characteristics of the Experts Questioned

Education
Group Number | Age Average | Average work experience
Master's | PhD
Digital Marketing Company Managers 6 45.13 18.66 50% 50%
University Professors and Experts 4 42.33 15.11 - 100%

(Source: Research data)

In examining the average age of the experts surveyed, it was determined that company managers, with an average age
of 33.45, were the oldest, and university professors and experts, with an average age of 33.42, were the youngest.
Among the participants in the present study, 5 had a PhD and 5 had a master's degree.

Research components and items: The final components are listed in Table 3. The components are marked with a
symbol for tracking.

Table 3. Research dimensions and components

Symbol Component Description
Due to limited access to international tools such as Google Ads or Meta Ads, it
is essential to use local platforms (such as Sabavision, Yektant, Tapsel).

cl Using local and regional platforms
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Symbol Component Description
2 Increasing importance of SEO and In the absence of foreign paid advertising, organic traffic becomes more
content marketing important.
3 Risk management and adaptation to Changing international or domestic laws can cut off access to tools. Alternative
platform changes strategies should always be ready.
4 Using open source and alternative Such as Matomo instead of Google Analytics or Odoo CRM instead of
tools for digital automation Salesforce.
e Marketing on social networks without Emphasis on digital public relations, influencer marketing and endogenous
dependence on paid advertising branding.
c6 Localization of content and attention Content localization and attention to local values
to local values

Calculation of the direct correlation matrix (M): When multiple experts are used, the simple arithmetic mean of the
opinions is used to form the direct correlation matrix or M. The direct correlation matrix is given in Table 4.

Table 4- Direct correlation matrix (M) Main criteria

C1 C2 C3 C4 C5 C6
Ci1|o0 1 2.333 | 1.833 | 2.167 | 2.167
C2 1333 |0 1 1.667 | 2 1.667
C3 | 1333 | 25 0 1.833 | 1.667 | 2.167
C4 | 1167 | 1667 | 1.333 | O 2.167 | 1.167
C5 | 1667 |1 1333 | 1 0 1.667
C6 | 2333 | 2 2.5 1.833 | 25 0

Display the network relationship map: In this study, the threshold value was obtained as 0.56. Therefore, the pattern
of meaningful relationships is as follows in Table 5:

Table 5- Pattern of meaningful relationships of
the main criteria of the model

C1 c2 C3 C4 C5 C6
Cl1|~* * 0.671 | 0.613 | 0.755 | 0.675
cz2 | * * * * 0.633 | *
C3|~* 0.657 | * 0.608 | 0.716 | 0.666
C4 | > * * * 0.628 | *
cs5 | * * * * * *

C6 | 0.701 | 0.691 | 0.746 | 0.677 | 0.857 | 0.582

According to the relationship pattern, a causal diagram can be drawn:

Table 6- Causal Relationship Pattern
Main Criteria of the Model
D R D+R | D-R

C1 | 3.739 | 3.147 | 6.886 | 0.592

C2 | 3.033 | 3.224 | 6.256 | -0.191

C3 | 3.697 | 3.348 | 7.045 | 0.348

C4 | 2937 | 3.209 | 6.147 | -0.272
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C5 | 2.766 | 4.027 | 6.793 | -1.262

C6 | 4254 | 3.469 | 7.723 | 0.785

If R<J—R—J<0 then the factor in question is a definite effector.
If R>]—R—J>0 then the factor in question is a definite effector.

1.000

0.000

5.500 8.000

D-R

-0.500

-1.000

5

-1.500
D+R

Figure 4 - Cartesian coordinate diagram of DEMATEL output for the main criteria

According to Figure 4. The components of content localization and attention to local values, use of local and regional
platforms, and risk management and adaptation to platform changes are the absolute influential components,
respectively, and marketing on social networks without dependence on paid advertising, use of open source and
alternative tools for digital automation, and increasing the importance of SEO and content marketing are the absolute
influential components, respectively.

4. Discussion and Conclusion

This research was conducted with a digital marketing meta-synthesis based on reducing financial threats under
sanctions. The research method was qualitative and used the meta-synthesis and DEMATEL techniques. As a result of
calculations and browsing related articles, the following results were obtained. In this research, 6 components have been
identified, including the use of local and regional platforms, increasing the importance of SEO and content marketing,
risk management and adaptation to platform changes, the use of open source and alternative tools for digital automation,
marketing on social networks without dependence on paid advertising, content localization, and attention to local
values. Based on the DEMATEL technique, the components of content localization and attention to local values, use of
local and regional platforms, and risk management and adaptation to platform changes are the absolute influential
components, respectively, and marketing on social networks without dependence on paid advertising, use of open
source and alternative tools for digital automation, and increasing the importance of SEO and content marketing are the
absolute influential components, respectively. In this study, content localization and attention to local values have been
identified as the most influential component that affects all components, and according to calculations, it has the
greatest impact on the marketing component on social networks without dependence on paid advertising. In explaining
this result, it can be said that as long as the content is local and value-oriented, it increases the organic attraction and
development of the audience, without the need for advertising costs. Given that risk management and adaptation to
platform changes have been identified as an influential variable in this study, this result is in line with the results of
Saqgigorglou (2024) entitled “Economic Sanctions and International Marketing: Models and Strategies for Strategic
Adaptation of Companies”. Saqiqorqlou (2024) found that companies have adopted methods such as optimizing
operational processes, diversifying supply chains, discovering new markets, and implementing risk management
strategies to reduce the impact of sanctions. Based on the results of the study, the following are recommended:
Diversifying digital revenue channels: Using multiple digital sales platforms and methods (e.g., online stores, social
networks, international markets) to reduce dependence on a single source of income and reduce the risk of business
interruption due to sanctions. Improve financial security and transparency: Use encryption technologies and secure
international payment systems, as well as create transparency in transactions to reduce the risk of financial problems or
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account closures. Performance-based and value-added cost proposals: Design performance-based advertising and
marketing strategies (such as CPA or CPC advertising) and focus on loyal customers, to prevent wasted costs and
increase flexibility in the face of economic conditions and sanctions.

References

Abdelaziz, G. M., & Hashish, A. (2024). Using Sanctions in Enforcing Digital Markets Act in the EU. In Intelligent
Systems, Business, and Innovation Research (pp. 775-783). Cham: Springer Nature Switzerland.

Ahmed, F.; Hussain, A.; Khan, S.N.; Malik, A.H.; Asim, M.; Ahmad, S.(2024); El-Affendi, M. Digital Risk and
Financial Inclusion: Balance between Auxiliary Innovation and Protecting Digital Banking Customers. Risks,
12, 133. https://doi.org/10.3390/risks12080133

Akberdina, V. I. C. T. O. R. I. A, Kozonogova, E. L. E. N. A., & Dubrovskaya, Y. (2023). Digital platforms for
regional economic research: a review and methodology proposal. R-Economy. 2023. Vol. 9. Iss. 1, 9(1), 52-72.

Alzamzami, F., & Saddik, A. E. (2023). Content-Localization based Neural Machine Translation for Informal Dialectal
Arabic: Spanish/French to Levantine/Gulf Arabic. arXiv preprint arXiv:2312.06926.

Alzamzami, F., & Saddik, A. E. (2023). Content-localization based system for analyzing sentiment and hate behaviors
in low-resource dialectal arabic: English to levantine and gulf. arXiv preprint arXiv:2312.03727.

Babics, I., & Jermolajeva, E. (2024). Development of Social Platforms and New Opportunities in Digital Marketing.
Complex Systems Informatics and Modeling Quarterly, (41), 22-39.

Barjaktarovic Rakocevic, S.; Rakic, N.; Rakocevic, R.(2025). An Interplay Between Digital Banking Services,
Perceived Risks, Customers’ Expectations, and Customers’ Satisfaction. Risks, 13, 39.
https://doi.org/10.3390/risks13030039

Bubphapant, J., & Branddo, A. (2024). Content marketing research: A review and research agenda. International
Journal of Consumer Studies, 48(1), e12984.

da Silva Wegner, R., da Silva, D. J. C., da Veiga, C. P., Estivalete, V. D. F. B., Rossato, V. P., & Malheiros, M. B.
(2023). Performance analysis of social media platforms: evidence of digital marketing. Journal of Marketing
Analytics, 1.

Danilin, 1. (2022). Ot tekhnologicheskikh sanktsii k tekhnologicheskim voinam: Vliianie amerikano-kitaiskogo
konflikta

na sanktsionnuiu politiku i rynki vysokikh tekhnologii. Zhurnal NEA, 3(55). https://doi.org/10.31737/2221-2264-

2022-55-3-13

Dehghan, M. (2023). Cultural adaptation in digital marketing: A necessity in sanction-era branding. Journal of
Marketing Thought

Esmaeili, A. & Motameni, R. (2023). Open-source digital marketing tools in sanction-hit countries. International
Journal of Digital Economics

Ghorbanhosseini, S., & Esfidani, M. (2023). Digital marketing strategies in sanction-driven economies: A case of
Iranian firms. Journal of Business Research

Ginduzyeli, B. (2025).Cyber Resilience in Digital Marketing Within the Framework of Sustainable Management.
Sustainability, 17, 2080. https://doi.org/10.3390/su17052080

Hocutt, D., Ranade, N., & Verhulsdonck, G. (2022). Localizing content: The roles of technical & professional
communicators and machine learning in personalized chatbot responses. Technical Communication, 69(4),
114-131.

Islam, M. A., Fakir, S. I., Masud, S. B., Hossen, M. D., Islam, M. T., & Siddiky, M. R. (2024). Artificial intelligence in
digital marketing automation: Enhancing personalization, predictive analytics, and ethical integration.
Edelweiss Applied Science and Technology, 8(6), 6498-6516.

Karimzadeh, M., & Mohammadi, B. (2023). Influencer marketing under sanctions: A qualitative study of Iranian
startups. Middle East Journal of Marketing

Koob, C. (2021). Determinants of content marketing effectiveness: Conceptual framework and empirical findings from
a managerial perspective. PloS one, 16(4), e0249457.

Kuvalin, D. B., and Yu A. Shcherbanin. (2023). “The Adaptation of Russian Regions’ Economies To The Rupture Of
Relations With Europe: The Case of Baltic Sea Ports.” Baltic Region, 15(4):62—-78.

Maung, A. Z. M. (2024). The Effectiveness of Utilizing Social Media Advertising for SMEs (Case Study: Hlaing Thar
Yar Industrial Zone 3 & 4)”(Aye Zaw Maung Maung, 2024) (Doctoral dissertation, MERAL Portal).

Mariana, M., Kusumo, Y. W., Muhammad, M., Sartina, K., A’zizah, A. Z., & Yusriadi, Y. (2025). Integrating Financial
Literacy And Digital Marketing For Craft Msmes In Aceh: Strategic Initiatives For Business Sustainability.
TAAWUN, 5(01), 123-137.

Panggabean, M. P. S. (2025). The Benefits of Digital Marketing in Developing MSMES Businesses in Remote Areas of
North Sumatra in 2024. Business Research and Management Journal, 2(1), 1-9.

Park, J. (2016). Current Status and Compliance Assessment of International Community’s Economic Sanctions on
North Korea (in Korean). Export-Import Bank of Korea

Park, J., & Shin, B. (2025). Conceptualizing digital sanctions as a new type of economic sanctions in the digital era:
Digital-related sanctions measures against Russia and their consequences. Journal of Eurasian Studies, 16(1),
44-59,



Journal of Business Data Science Research B»ER 33

Park, J., & Shin, B. (2025). Conceptualizing digital sanctions as a new type of economic sanctions in the digital era:
Digital-related sanctions measures against Russia and their consequences. Journal of Eurasian Studies, 16(1),
44-59,

Raema, I. W., & Faturohman, T.(2023). Risk Assessment Analysis for the Merger of Online Platform Companies.

Rezaei, S. & Hanzaee, K.H. (2022). SEO strategies under economic sanctions: Evidence from Iranian SMEs. Digital
Business Journal

Sagiroglu, A. (2024). Economic sanctions and international marketing: Strategic adaptation models and practices of
companies. Tiirk Yonetim ve Ekonomi Arastirmalar1 Dergisi, 5(2), 107-114.

Sagiroglu, A. (2024). Economic sanctions and international marketing: Strategic adaptation models and practices of
companies. Tiirk Yonetim ve Ekonomi Arastirmalar1 Dergisi, 5(2), 107-114.

Simberové, 1.; Koraus, A.; Schiiller, D.; Sirdfiova, L.; Strakova, J.; Vachal, J. Threats and Opportunities in Digital
Transformation in SMEs from the Perspective of Sustainability: A Case Study in the Czech Republic.
Sustainability 2022, 14, 3628. https://doi.org/10.3390/su14063628

Slassi-sennou, S.; EImouhib, S.(2025). Managing Financial and Operational Risks Through Digital Transformation: The
Mediating Influence of Information and Communication Technologies’ Adoption and Resistance to Change. J.
Risk Financial Manag., 18, 128. https://doi.org/10.3390/jrfm18030128

United Nations Conference on Trade and Development (UNCTAD). (2022). Digital resilience in sanctioned economies

Verma, M. (2022). Automating and Digitizing Libraries by Utilizing Free and Open Source Software: A Study. Free
and Open Source Software for Libraries and Information Centres: A Software Toolkit, 79.

Wang, W., Xu, H., & Liu, Y. (2022). Platform ruralism: Digital platforms and the techno-spatial fix. Geoforum, 131,
12-19.

Xu, C., & Wang, Y. M. (2022). The regulatory architecture of digital platforms: A perspective of life cycle and risk
management. Systems, 10(5), 145.

Zhang, J.; Yu, Y.; Wei, Z.; Shen, J.; Zhang, Z.; Sun, Z.(2024). Mitigating Financial Distress by Engaging in Digital
Transformation: The Moderating Role of Life Cycles. Systems, 12, 513.
https://doi.org/10.3390/systems12120513

Zhelev, Z.; Kostova, S.(2024). Investigating the Application of Digital Tools for Information Management in Financial
Control: Evidence from Bulgaria. J. Risk Financial Manag., 17, 165. https://doi.org/10.3390/jrfm17040165



