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 چکیذٌ
 دس ٢ٛبیز ٛیشٝی ٝ اؿشـبّ دسآٗذ، ٢ٖٗ ثٜیبٙ ث٠ ػٜٞاٙ ٜٗبثغ١بی داٛؾؿشًز
٠ً ثب سٞخ٠ ث٠ ٛوؾ هبثْ  ؿٞٛذٗی ؿٜبخش٠ اهشلبدی سٞػؼ٠ ثش سأثیشُزاس ٗحش٠ً

 ثبصاس دس حضٞس ٗـٌلارسٞخ٢ی ٠ً دس سٞػؼ٠ اهشلبدی داسٛذ ٝ ١٘چٜیٚ 

ثشای اػشلبدٟ اص ثبصاسیبثی  ٗذٓی ًبسثشدی اص اػشلبدٟ ٓضٕٝ ثٜیبٙ،ؾداٛ ٗحلٞلار
ٗذّ ؿٞد ٠ً دس ایٚ دظ١ٝؾ آؿٌبس ٗی ثٜیب١ٙبی داٛؾدیدیشبّ دس ؿشًز

ثٜیبد اػشخشاج ؿذٟ اػز. ایٚ دبسادای٘ی ثبصاسیبثی دیدیشبّ ثب اػشلبدٟ اص ٛظشی٠ دادٟ
١ب ثٜیبد اٛدبٕ ؿذٟ اػز ٝ دادٟٜٗذ ٛظشی٠ دادُٟیشی اص سٝیٌشد ٛظبٕدظ١ٝؾ ثب ث٢شٟ

-ٛلش اص خجشُبٙ حٞصٟ ثبصاسیبثی دیدیشبّ دس ؿشًز 06اص عشین ٗلبحج٠ ػ٘ین ثب 

١بی حبكْ اص ٝسحٔیْ دادٟآٝسی ؿذٟ اػز. دغ اص سدضی٠ثٜیبٙ خ٘غ١بی داٛؾ
١ب، ٗذّ دبسادای٘ی ثبصاسیبثی دیدیشبّ اسائ٠ ُشدیذ ٠ً ٛشبیح دظ١ٝؾ ؿبْٗ ٗلبحج٠

١بی ثبصاسیبثی دیدیشبّ، ٗذیشیز صٗبٙ ٝ ١ضی٠ٜ، ٗب١یز ػبصٗبٙ، سٌیٜي)ؿشایظ ػٔی
آٗبدُی كش١ِٜی، آٗبدُی سٌٜٞٓٞطیٌی، ای)، ؿشایظ صٗی٠ٜٗحیظ سهبثشی دیچیذٟ(

(، ٗو٠ٓٞ ١بی ٗحیغی ٝ كشدیچبٓؾُش)(، ؿشایظ ٗذاخ٠ٔآٗبدُی ػبخشبسی
خبٛج٠، بر ٠٘١ُؼششؽ اسسجبعػبصی ثبصاسیبثی دیدیشبّ(، سا١جشد١ب)ٗحٞسی)دیبدٟ

ّ، ٛٞآٝسی سٌٜٞٓٞطیٌی، سٞػؼ٠ سبًشیي ( ٝ ١بی ثبصاسیبثی آٛلایٚآٗٞصؽ دیدیشب
سٞػؼ٠ ًبسآكشیٜی ٝ اهشلبدی، سٞػؼ٠ سهبثشی دبیذاس، ١ٞؿٜ٘ذی ٗحیغی ٝ دیبٗذ١ب)

یُیشی ١ٞؿٜ٘ذا٠ٛٝسی، سل٘یٖكٜؼشی، سٞػؼ٠ ث٢شٟ -١بی داٛؾثبؿذ ٠ً ؿشًز(ٗ 

سٞاٜٛذ دسى دسػز ٝ خبٗؼی دای٘ی دظ١ٝؾ، ٗیثٜیبٙ ثب دس ٛظشُشكشٚ ٗذّ دبسا
١ب دػز دیذا ًٜٜذ ٝ ٛؼجز ث٠ ٛؼجز ث٠ اخشای ثبصاسیبثی دیدیشبّ دس ایٚ ؿشًز

بسثشدی آٙ اهذإ ٛ٘بیٜذ ٝ اص ایٚ عشین ث٠ ا١ذاف ػبصٗبٛی خٞد  اخشای كحیح ًٝ 
١بی سهیت ٛیض دػز دیذا ًٜٜذ ٝ ؿب١ذ ًؼت ٗضیز سهبثشی ٛؼت ث٠ دیِش ؿشًز
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Abstract 
Student companies are recognized as important sources of 

income, employment, and ultimately the driving force that 

influences economic development, given their significant role 

in economic development as well as the problems of being 

present in the student product market, the need for the need for 

the product market. The use of a practical model for the use of 

digital marketing is revealed in the student companies, in 

which the digital marketing paradigm model is extracted using 

data theory. This study was conducted using the systematic 

approach of data -based theory, and data was collected through 

deep interviews with 16 digital marketing experts in student 

companies. After analyzing the data from the interviews, the 

digital marketing paradigm model was presented, including 

the results of causal conditions (the nature of the organization, 

digital marketing techniques, time and cost management, 

complex competitive environment), background conditions 

(Cultural readiness, technological readiness, structural 

readiness), intervention conditions (environmental and 

individual challenges), pivotal category (digital marketing 

implementation), strategies (all-formal communication 

expansion, digital education, technological innovation, tactical 

development Online marketing and consequences 

(Entrepreneurship and Economic Development, Sustainable 

Competitive Development, Environmental and Industrial 

Intelligence, Productivity Development, Smart Decision 

Making) are that student companies, given the research 

paradigm model, can ییا  They can gain a proper understanding 

of digital marketing in these companies and perform their 

proper and practical implementation, thereby achieving their 

organizational goals and seeing a competitive advantage to the 

other company. Also competing. 
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