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 As environmental challenges continue to reshape conventional business 
models, biophilic marketing has emerged as an innovative approach that 
strengthens sustainability values while enhancing the competitive position 
of startups. This study aimed to investigate the strategic consequences of 
biophilic marketing in startups. The research adopted an applied mixed-
methods design. In the qualitative phase, semi-structured interviews were 
conducted with 16 startup managers and university faculty members 
selected through purposive sampling until theoretical saturation was 
achieved. The interview data were analyzed using thematic analysis. In the 
quantitative phase, fuzzy cognitive mapping was employed to prioritize the 
identified consequences and examine their causal relationships. The 
qualitative findings identified 17 strategic consequences of biophilic 
marketing for startups. The quantitative results revealed that promoting a 
circular and sustainable economy, attracting multicultural talent, creating 
sustainable competitive advantage, reducing business costs, facilitating 
consumer decision-making, and developing a brand identity as an 
ambassador of nature were the most influential consequences. The findings 
suggest that biophilic marketing represents a strategic capability through 
which startups can strengthen sustainability, create long-term value, and 
achieve competitive differentiation in increasingly environmentally 
conscious markets. 
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EXTENDED ABSTRACT 
 
Introduction 
In today's digital era, social media platforms have revolutionized the way people connect and 
engage with one another. Instagram, as one of the most popular platforms, has become a powerful 
tool for individuals and businesses alike. The ubiquity of social media in modern society has 
cemented its place as an indispensable part of daily life for millions worldwide. Harnessing this 
popularity as a way to engage consumers in authentic conversations relevant to their unique needs 
is becoming increasingly popular- especially given research showing a variety of benefits from 
increased customer knowledge & awareness to driving sales. This research explores several 
factors that play a crucial role in stimulating consumer use of social media platforms like 
Instagram for marketing purposes. Perceived ease of use, perceived usefulness, and privacy 
concerns serve as predictors in exploring how these platforms shape purchasing intentions and 
affect Attitudes towards Social Media Use. There is limited research on the potential convergence 
between TAM theory and the adoption of internet-based social media platforms. This study seeks 
to fill a vital gap by applying TAM specifically to help explain how consumers' attitudes and 
intentions align with their interactive technology use on social media channels like Instagram. 
Understanding the factors that influence users' attitudes toward using Instagram and their purchase 
intentions is crucial for marketers to effectively leverage this platform. This research aims to 
examine the impact of Instagram technology adoption on consumer attitudes and purchase 
intentions, with a particular focus on the moderating role of digital literacy. 
 
Methodology 
This study employed a descriptive survey design to examine factors contributing to Instagram 
usage among adult Iranian users. In the background and literature section of this research, a 
comprehensive review of the literature was conducted, drawing on books, articles, and theses. The 
researchers used the library method to gather valuable insights into the research topic. A structured 
questionnaire via online surveys, with a five-point Likert scale previously used in similar 
investigations, was chosen as our primary data-gathering method. The questionnaire's validity was 
confirmed by examining the Average Variance Extracted (AVE) index (convergent validity), and 
its reliability was confirmed by examining Cronbach's alpha. The survey has been distributed to 
the target community via WhatsApp, email, and other social media channels. The statistical 
population of this research is the adult population of Instagram users in Iran. Because the statistical 
population was unlimited and based on Cochran's formula, 384 questionnaires were distributed 
and collected using the available random sampling method. After collecting the data, it was 
analyzed using structural equation modeling (SEM) to assess hypotheses and validate the 
conceptual model. 
 
Discussion and Results 
The findings indicate a significant positive relationship between perceived usefulness and 
consumer attitudes toward using Instagram, highlighting the platform's value in meeting users' 
needs. Similarly, perceived ease of use positively influences consumer attitudes, emphasizing the 
importance of a user-friendly interface. Privacy concerns were found to negatively affect 
consumer attitudes, underscoring the need for transparent privacy policies and robust data 
protection measures. However, the moderating role of digital literacy was supported only in the 
relationship between privacy concerns and consumer attitudes towards using Instagram, indicating 
that this effect is weaker for consumers with higher levels of digital literacy. However, the 
moderating role of digital literacy in the relationship between perceived usefulness was not 
supported. Investigating the effects of this variable is one of the research innovations. It was also 
found that digital literacy did not moderate the relationship between perceived ease of use. Based 
on the research findings, practical recommendations for marketers are to enhance perceived 
usefulness, improve user experiences, simplify user experiences, address privacy concerns 
through transparent policies, and offer digital literacy training programs to support digital 
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competence. In addition, strategies such as content personalization and influencer collaborations 
are suggested to foster positive consumer attitudes and drive purchase intention on Instagram . 
 
Conclusion 
The outcomes we found indicate that perceived usefulness, ease of use, and privacy concerns are 
vital determinants of customers’ perceptions of using Instagram effectively. To address these 
concerns effectively, it is crucial for Instagram to enhance its perceived usefulness by providing 
valuable, relevant content, optimizing platform usability to improve the user experience, and 
prioritizing user privacy. Findings also reveal that consumer behavior on this platform is heavily 
influenced by their attitude towards using it. Marketers and brands should focus on fostering 
positive consumer attitudes through engaging content, personalized experiences, and building 
trust. This study contributes to understanding the effect of the Technology Acceptance Model on 
the attitude towards using Instagram and purchase intention, considering the moderating role of 
digital literacy. The practical implications derived from this research can assist marketers in 
optimizing their social media advertising strategies on Platforms like LinkedIn, leading to 
effective engagement with consumers and the cultivation of positive attitudes and intentions 
toward their products and services. From a theoretical perspective, this study extends the 
Technology Acceptance Model by incorporating digital literacy as a moderating variable within 
the context of Instagram marketing. The findings provide additional empirical evidence for 
researchers investigating social media adoption while offering practical guidance for 
organizations seeking to strengthen customer engagement, improve brand performance, and 
increase purchase intentions in competitive digital environments. 
 

Keywords: Digital Literacy, Technology acceptance model, Privacy Concerns, Consumer 
Attitudes.
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اند، وكار را دگرگون ساخته محيطي، الگوهاي سنتي كسبهاي زيست در شرايطي كه چالش 

بيوفيلي نوين    ،بازاريابي  كه  رويكردي  ارزشمياست  تقويت  پايداري، تواند ضمن  هاي 

وكارهاي نوپا را ارتقا دهد. پژوهش حاضر با هدف تحليل پيامدهاي  مزيت رقابتي كسب 

وكارهاي نوپا انجام شد. اين پژوهش از نظر هدف  استراتژيك بازاريابي بيوفيلي در كسب

(كيفي آميخته  روش،  نظر  از  و    از  استفاده  با  كيفي،  بخش  در.  است)  كمّي ـ    كاربردي 

  اعضاي   و  نوپا  وكارهايكسب   مديران  از  نفر  ١٦  با  ساختاريافتهنيمه  هايمصاحبه

 از  هاداده  شدند،  انتخاب  نظري  اشباع  اصل  اساس  بر  و  هدفمند  صورتبه  كه  علميهيئت

بخش    بررسي   مضمون  تحليل  طريق در  پيامدهاي كمّي شدند.  اولويت  و  روابط   ،

هاي بخش كيفي منجر به شده با استفاده از نقشه شناختي فازي تحليل شد. يافتهشناسايي

وكارهاي نوپا شد. نتايج بخش پيامد استراتژيك بازاريابي بيوفيلي براي كسب  ١٧شناسايي  

نشان داد كه توسعه اقتصاد چرخشي و پايدار، جذب استعدادهاي چندفرهنگي، ايجاد   كمّي

كننده گيري مصرف وكار، تسهيل فرايند تصميمهاي كسبمزيت رقابتي پايدار، كاهش هزينه

بهو شكل  برند  به هويت  بيوفيلي  مثابه سفير طبيعت، مهمدهي  بازاريابي  پيامدهاي  ترين 

  براي   تواند رويكرد راهبرديدهد بازاريابي بيوفيلي مي هستند. نتايج اين پژوهش نشان مي

وكارهاي  زمينه رشد بلندمدت كسبباشد تا  آفريني و تمايز رقابتي،  ارتقاي پايداري، ارزش 

  .نوپا را فراهم سازد
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