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Learning Objectives
After reading this unit, the reader will be able to:

e explain content marketing and its role in the tourism and hospitality
business;

e understand the importance and benefits of content marketing;

e know the steps for content marketing management

e list content formats and channels;

e remember best practices and common errors in content marketing.

4.0 Introduction

Nowadays, the internet is used to satisfy our material needs by making the
exchange process simpler and easier. The internet has now become one of the most
powerful channels for marketing in the world. By using different internet tools such as
websites or social media, companies can increase their performance. Despite the
increasing importance of digital marketing, SMTEs hardly benefit from it perhaps it is
because of the belief that marketing on the internet is not so important for SMTEs.

Therefore, SMTEs do not take the advantage of internet marketing (Martinez, 2014).

It is important that SMTEs have to find a way to remain in the business in the
consolidated and competitive markets. Insufficient use of digital marketing tools is one
of the main reasons why SMTEs fail. For this reason, adopting and using the digital
marketing is of great importance. This module focuses on a new trend - known as
content marketing on the internet— more specifically content marketing in the tourism
and hospitality business. This module will give information about the definition,
importance, and benefits of content marketing. It will also explain strategies and
channels used for content marketing as well as basic principles of content optimisation

and good content marketing practice.
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4.1 The Definition and Purpose of Content Marketing

Marketing can be understood as a set of activities that explores, creates and
gives value to satisfy the specific consumer’s needs. Marketing of goods and services
differs and they require bespoke marketing approach. The application of marketing
tools depends on the businesses, their resources and innovations (lturralde, 2015). In
recent years, digital marketing has been emphasised because of technological
advances and the common use of digital media. Consumers have changed the way
they do buy or consume. The introduction of the new technologies has generated new
marketing approach; hence it has affected the development of content marketing.
Content marketing is about creating useful and interesting contents for consumers

(consumer and business markets) to generate a positive reaction from them.

There is no a specific or universal definition of what content marketing is.
However, Content Marketing Institute’s (2015) definition of content marketing is
generally accepted: ‘the marketing and business process for creating and distributing
relevant and valuable content to attract, acquire, and engage a clearly defined and
understood target audience - with the objective of driving profitable customer action.”
Content marketing consists of creating contents that stand out and transform the
product and services so that consumers buy them, and websites and social networks
are the main information and communication channel for the consumers to obtain such
information about a company’s offers (Nunez, 2015). Content marketing tries to keep
the target group interested in offers which in turn consolidate consumer loyalty. The
utmost objective of content marketing is to attract consumers to the brand or business
and so that they buy and consume the products and services that the company offer.
Consequently, it enables a company to increase their revenue which is the reason why
they exist (Nufiez, 2017). The number of brands using content marketing has
increased considerably, because this strategy is more cost effective compared to other
types of marketing. Content marketing can be cheaper than other types of marketing
but it requires a multidisciplinary team that is able to optimise, share and change the
contents for the target group (Nufiez, 2017). Content marketing is what a company
creates and shares with a target audience to communicate its story about the brand,
product or service. Companies need to gain confidence of potential buyers regarding

their services and products to penetrate into the market. In order to understand a
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company and its” products or services, consumer need to know what kind of company
they have to deal with and which values are tied in with them, and how employees of

the company can meet the clients’ needs (Denning, 2011, as cited in Baltes 2015).

Social media is particularly an attractive medium for all types of businesses for
content marketing purposes since the medium have a considerable impact on society.
Furthermore, anyone can access them irrespective of the economic and social status,
ethnicity or gender. However, we have to consider that the main functions of social
networks are entertainment and communication, so the marketing information transfer
through social media has to be balanced (lturralde, 2015). According to Ilturralde
(2015) one of the most important parts of content marketing is the amount of
information that we diffuse on social medium during the implementation of content
marketing on social media. It is critical to define the interests, characteristics, likings
or preferences of the consumers (our target group) in order to decide what and how
we communicate on social networking sites. Another key aspect that needs to be
considered is the development of trends based on consumers’ tendencies. Being
trendy is a feature with a big number of followers on a company's accounts or profiles,
and it improves and increases the impact of tourism and hospitality businesses on
social networks. Social media has been proven to have great success when it is
implemented with content marketing. Natural content on different social networks
would hike up the engagement with the target customers as well as achieve a great
viral scale. Perhaps, this is the main reason why companies are making the change
towards content marketing. Therefore, there is no question that the advantages of
content marketing outweigh its drawbacks (Le, 2013). However, in order to use this
new marketing approach, we have to be prudent because we have to consider that
society constantly receives many different types of information on social networks and
it can affect the marketing campaign negatively (lturralde, 2015). Due to large amount
of information consumers are constantly receiving and overexposure to content,
distinguishing one brand from another brands or businesses is very important. It is
important to highlight what key strengths the company have (price, quality...) and
make the most out of them. The key strengths can be any difference from other brands,
businesses or competitors (Nufez, 2017). lturralde (2015) suggests that we have to

decide meticulously how we are going to implement the content marketing, how we
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are going to communicate to the target group or how are we going to attract the

consumer to our products and services.

Many companies particularly tourism and hospitality businesses are interested
using content marketing tools as well as make use of opportunities that are brought
by digital marketing. Today, not only large tourism and hospitality businesses but also

small and medium-sized companies have tendency to use content marketing.

4.2 The Importance and Benefits of Content Marketing

According to the statistics given by the Content Marketing Institute, the
relevance and importance of content marketing is increasing. B2B marketers are
establishing more content than they did one year ago. Behind every brand, there is a
wealth of significant and valuable content that really connects a company with target
audience. Content marketing can be profitable and it can lead to the growth of the
position of the brand/company or can make the company more popular. The
motivation behind content marketing is to inform and educate the clients which then
leads to brand’s recognition (Content Marketing Institute, 2015, as cited in Baltes,
2015). According to Lieb (2012), the main reason for using content marketing is to
catch the attention of consumers. Consumers will see messages or contents about a
product or service that will help them to satisfy their needs. Thus, they will feel attached
to the brand or business. Five reasons why businesses and companies are making
the change towards content marketing is suggested (Pulizzi and Barrett, 2009, as cited
in Le, 2013):

1. Digital content media tools can give more advantages to buyers and can
provide better data to companies than traditional media.

2. There is a great shift in buyer attitudes towards the credibility of content.
Customers seek content which makes them more knowledgeable.

3. Regarding relationships, content marketing offers the opportunity of
conversations and engagements between customers and businesses.

4. Because technology is simpler and cheaper to use, small companies can
even give content solutions to customers.

5. The company or business should be skilled in their field. Thus, they should

contain the most valuable and real content resource.



<> RS Co-funded by the
M Erasmus+ Programme
MM of the European Union

digitourism

There are numerous reasons why content marketing should be part of digital
marketing on the internet. Main benefits of content marketing for businesses as
indicated in the literature are summarised below (Baltes, 2015; Bizzuka, 2013 cited in
Le, 2013; Hahn, 2013 cited in Le, 2013; Lieb, 2012 cited in Quishpe, 2017; Nufiez,
2017).

e Well-written content leads to enhance trust between the company and the
businesses.

e If a business does not create content, nobody will find it and search engines
too. Thus, the company cannot be found by the customers.

e High quality content will be shared which is synonymous with the content
marketing success. Going viral is what every business should aim for.

e Relevant content helps to increase brand awareness of a company. The
company may be in the consideration set of consumer’s future purchase.

e |t gives more control over a business's messages. It is an ideal way to
publicise goods and services at low cost.

e Quality content builds value, credibility, customer satisfaction and loyalty.

e New audiences and consumers can be attracted because the brand can be
known by more people. It attracts new potential customers and make the
business or brand known.

e |t enables evaluation of brands or business before consuming products or
services.

e Good content will increase the interaction between the business and
consumers and increase e-word of mouth.

e Companies can know more about our public or community through content

marketing, and make a better selection of the target group.

One study evaluated the benefits of social media content as well as the
problems or types of content which led consumers to quit brands. The main findings

of the research were summarised below (Gimdus, 2017).

e Most of the participants use Instagram to follow brands. The reason may be

due to the visual content of Instagram. As a result, it is advised that brands
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increase their visibility on visually appealing social media channels such as

Instagram.

e Sharing distinct products, brands, or interesting and funny content instead
of sharing content of their products leads the company to lose followers.
Instead, brands are recommended to share content related to production
processes, the usage of products, etc.

e |If brands or companies want the followers to share brand content on their
profiles, these companies should propose various benefits, and never forget
important days or celebrations. Making content tied with the brand in
important days surely makes easier for followers to share the content.

e If brands constantly update their pages and share recommendations or
suggestions based on the characteristics of the target audience, this will
undoubtedly satisfy followers more and more, even leading them to share

on their profiles.

In sum, content marketing may create awareness and popularity for businesses
and produce traffic to their online presence. But businesses should not consider
content marketing as better than other marketing or promotion activities (Hahn, 2013).
According to Hahn (2013), content marketing should be integrated into the established
marketing practices. Tourism and hospitality businesses should be aware of the
importance and benefits of content marketing because of its usefulness in terms of
attracting potential customers, increasing brand awareness, making company more

popular or even raising the company’s status, and developing customer loyalty.

4.3 Steps in Content Marketing Management

The essence of the content strategy is the belief that if the company gives
consistent and valuable information to consumers, they will reward the company with
purchase and loyalty (Content Marketing Institute 2015; Baltes, 2015). The valuable
and consistent information would increase consumer trust in the company. By creating
valuable content, the company can attract the interest of customer that turns into
lasting relationships (Cohen and Vuelo, 2015 as cited in Baltes, 2015). In order to be

successful in content marketing, businesses should ‘present the right content to the
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users at the time they need it in an engaging manner, across all channels they visit’
(Bly, 2018, p.89). Main steps for creating consistent and quality content include: 1)
Setting content marketing goals and objectives; 2) Defining the target audience; 3)
Determining content topics; 4) Determining digital content channels; 5) Creating quality
content; and 6) Optimising content 7) Measuring and evaluating results.

4.3.1 Setting Content Marketing Goals and Objectives

Content marketing goals and objectives must be part of a well-defined and
established content strategy, containing useful and usable content. Rose and Pullizzi
(2011) suggest the following goals and objectives for a content marketing strategy
(Rose and Pullizzi, 2011 cited in Vinerean 2017):

e Customer service (assistance given by a company to those clients who use
or buy its services and products).

e Brand knowledge or reinforcement (knowledge of the brand or service).

e Customer conversion (progress towards clients being paying customers).

e Customer upsell (refers to a sales technique used so that a customer
spends more by using or buying a premium or an upgraded version of what'’s
being bought).

e Passionate subscribers (catch as many customers as possible).

e Lead conversion and potential customers (catch as many potential

customers as possible).

One of the main goals of content marketing is to achieve trust among the
targeted customers. Trust has been identified as one of the main drivers for content
marketing success. Peppers and Rogers (2011) put forward four factors for a content
marketing strategy to establish trust with the brand or company (Peppers and Rogers,
2011, as cited in Vinerean, 2017):

1. Communication quality (listening opinions, concerns or ideas and caring).

2. Shared values with clients (try to share a story and values in a way
customers can make connection with).

3. Non-opportunistic behaviour (consumers can mistrust if they feel the

content is taking advantage of a specific situation).
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4. Interdependence (consumers depend on our products or services, but we
depend on their needs; we have to care about the relationship and

communication).

Content marketing has become the main and preferred online marketing
strategy for numerous businesses particularly hospitality and tourism businesses.
Companies can post and share product information and brand stories on different
online platforms to accomplish business goals such as customer acquisition or
retention, customer conversion, increased sales, brand visibility and value (Vinerean,
2017).

4.3.2 Defining the Target Audience

The next step for content marketing is to determine who the target customers
are. It is critical to detect, recognize and define the target group’s needs (their needs,
wants, problems, what they like and what they do not, their geography, their age,
interests, etc.) and then offering services or contents that meet their specific needs.
Scott (2011) suggests that marketers and publishers need to carefully recognize,
detect and define their target audiences and then take into account the type of content
which would fulfil their needs (Scott, 2011 cited in Vinerean 2017). One practical
approach to identify and understand target customers is to ask five questions and get
satisfactory answers to these questions (Quishpe, 2017). The questions are reviewed
below (Quishpe, 2017).

Q1. Who are them?

This question refers to people that we want to attract to sell our product or
service. They are the potential consumers or the target group that we want to build
exchange relationship. For this reason, we need to know who they are and what they

want to adapt our contents to their wants, needs, problems and interests.

Q2. What contents are they looking for?
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In the second question, we have to think about what content our target group
wants? Such questioning will indicate what type of content we must create: videos,

newsletter, information graphic etc.
Q3. Where are they looking for the content?

The main search engine used for content is Google, and through it they must
find our content: a video from YouTube, an information graphics from Pinterest. The

best is to have different contents in different and adequate channels.
Q4. Why are they looking for this content?

Answering this question is necessary and very important to know what
information or content the consumer is searching for and to know what needs they
have. It is possible that they may search for the content by curiosity or perhaps to find

answers. The search information can be used to give them the information they need.
Q5. When are they looking for this content?

To improve marketing strategy, the periods or moments when consumer search for
the information or content related to our brand or business is important. For example,
if there is a hospitality and tourism business located near a beach, the content about
it should be shared when spring ends because people will look for what to do for

summer at that time.

4.3.3 Determining Content Topics

One of the main concerns of content strategy is to catch the attention of target
public. When a brand or company uses concrete stories or words which resonate with
a client, they can dig greatly into who they are as consumers. This is the main reason
why companies have to create powerful and strong brands in order to win customer’s
trust and admiration. By the creation of valuable and significant content, companies
build such a big interest among the audience that leads to lasting relationships (Cohen,
2015 cited in Baltes, 2015). The main aim of information provided in the content is not
to spring the virtues of the services and products of the marketer, but to provide

information to the clients, occasionally involving the marketer’'s services and products

10
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(Baltes, 2015). The most effective contents were categorised into three dimensions
(Binh, 2013 cited in Le, 2013):

Branded content: contents which are important to the industry or company.
Random content: it can be anything, for instance, interesting or shocking news.

Contents that clients want to hear: Contents that solve problems.

Contents should be relevant, absorbing, educational as well as they are helpful
for customers to solve their problems. If one of these three features are missed, the
brand or service will not be converted into purchases (Binh, 2013 cited in Le, 2013).
Tourism and hospitality businesses can make a list of topics that may meet the needs
of travellers or solve their particular problems. The following topics can be covered in

the contents in the context of travel and tourism (Michail, 2018):

e Local attractions and events that are authentic
e Local guides and attractions

e Photos and videos of attractions, destinations
e Wine tasting

e Local food

e Local hotels and restaurants

e Tips for travellers

e Local legends and history

e Local transportation

e Local events and news

e Things to do

e Frequently asked questions

e Weather

e Visa requirements

e Currency

11
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4.3.4 Determining Digital Content Format and Channels

Most content on the internet or applications are presented as text, images,
videos or audio formats. Below are some of the best practices for most used formats:
text, images, videos (Neher, 2019, p.59-60).

Text:

e Shorter is better.

e Get to the point quickly

e Organise content with headers, bullets, emojis, etc.

e Aim for a single communication method.

e If you want something, ask for it explicitly.

e Eliminate extra detail.

e Establish a clear value proposition.

e Draw people in with a compelling headline.

e Think in terms of the audience-What is in it for them?
e Resist the urge to always explain everything.

e Consider short and fun-let people read between the lines.

Images:

e Clear and clean visuals.

e Use white-space.

e Limittextin a visual.

e Clear single focus point.

e Consistent with your brand.

e Use brand assets (colours, logo, design elements) strategically.
e Don’t over-brand content with logos and design elements.
¢ Visually stunning that draws people in.

e Contextually relevant.

e Real photos can work well.

¢ Avoid overly fake looking stock photos.

e Make the picture worth a thousand words.

12
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Videos:

e Have a clear and compelling storyline.

e Grab attention immediately

e Brand or business present in context.

e Flexible format- horizontal for YouTube, vertical for Facebook and Instagram.
e Branding present from the beginning (ideally in context and not just a logo)
e Fast-paced.

e High action-lots of cuts and movements.

e Check sound-it should work with or without sound when possible.

e Lighting matters.

e Consider the design look and feel of the video.

e Start strong-capture attention immediately.

e Show the payoff or the big idea first.

The fundamental and primary medium of communication in digital marketing is
the internet. Businesses are able to deliver marketing messages in a friendly, fast and
effective way on the internet. Marketers’ interest over the internet comes from its
personal and technical interaction and multimedia capability, which leads to a growth
in the number of users. Furthermore, it facilitates the contact with a selected and
specific group of people who share similar interests (Swieczak, 2012). Tourism and
hospitality businesses should publish and deliver contents on various online channels
that are used by target customers. Online content delivery channels for most
businesses may include the following (Deiss and Henneberry, 2017; Iredale et al.
2017):

e Company website.

e Company blog posts (top 10 lists, best product guide, how-to-guides, case
studies, award updates).

e Social media networks (Facebook, Twitter, Pinterest, Instagram, YouTube).

e Digital magazines and books

e Online newsletter

e Guest blogging (opinion posts hosted on a website external to company

websites)

13
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Press releases.
E-mail campaigns
Affiliated websites

Webinars

4.3.5 Creating Quality Content

Going viral is one of, or even the most important goal of content marketing, and

it is something that tourism and hospitality companies should take it into consideration.

The more viral contents are, the higher the consumption and purchases may be (Le,

2013).

The driving factors making an online content viral were investigated by various

authors (e.g., Berger and Milkman, 2012; Bowles, 2012 as cited in Le 2013). The most

important content factors include following features: interesting, surprising, positive,

intense and actionable.

Interesting: The main question is not what makes a brand or service
interesting, but how marketers can make it interesting.

Surprising: The fact of finding a particular connection between apparently
disconnected ideas is the key to spot the surprise factor.

Actionable: The content provided should be useful to solve the target
audience’s problems. It should also explain how the audience can use that
information in their situations.

Intense and positive: Viral contents raise emotion from its customers. The

intensity of that particular content is a key factor for being viral.

In order to make content more emotional, some practical guidelines were suggested

and they are reviewed below (Berger and Milkman, 2012; Bowles, 2012 as cited in Le

2013):

e Change ideas into stories, which tend to be more emotion-provoking.
e Use of humour: Information can be told in a surprising way.
e Use of active voice rather than passive: Active sentences are more

attractive.

14
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Suspense: Make the target audience come back in order to search for new
pieces of information to solve the mystery resulted from the former
contents.

Be awe-inspiring: Provide the target audience with content which can awe
emotion, it is what immediately leads them to share the content.

Be cute: Being cute is directly associated with positivity.

In addition to these principles, content marketing specialists further point

out some key areas to be taken into account in creating a content marketing
strategy (Baltes, 2015):

Put a focus first on quality rather than on volume.

Consider using a variety of media (audio content, webinars, infographics,
videos, pictures and even live events), besides written content like blog
posts, for instance.

Try to attract people who comment and share.

Focus on topics clients care about. These topics should be of interest to the
target audience.

Encourage company’s employees to share. It is relevant that the employees
share the content marketing.

Create a social foundation. Content is the main concern keeping the social
media “engine” active, as people are constantly sharing and re-sharing
content that they have found out or that someone else (in some cases) share

with them.

Neher (2019, p.45) offers the following useful checklist for creating great content:

My content has a clear value proposition.

My message is short, direct and to the point.

My message is structured for scanning.

My message is real and authentic.

My content is interesting.

My message has a clear next step or call to action.

My call to action can be complemented in as few steps as possible.

15
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e | am using visuals that illustrate my message.
e | have considered using video.

e | am using copy that is catchy.

4.3.6 Optimising Content

As it has been discussed before, the more viral a good content is, the higher
the sales or the purchases will be. To be able to achieve going viral, the tourism and
hospitality businesses have to make their brand more popular. In this regard, search
engines play a crucial role, as they improve the visibility of a company its™ product or
services. Tourism and hospitality businesses are not only optimising texts, but also,

they should optimise images, and videos of their offerings.
Search Engine Optimisation (SEO)

It is clear that if the content has become viral, the sales of a company will be
higher. It is relevant and profitable for tourism and hospitality businesses to increase
their recognition and visibility where search engines play an important role. To do so,
we need to optimise the content and take the strategy of search engine optimisation
into consideration, which will help a company to reach a larger audience. Khraim
(2015) defines search engine optimization as the procedure of writing, designing and
coding a website to improve the visibility and quality of a business website for people
using the search engines. Visibility of a company can be achieved by taking the highest
ranking position on search engine results page (Gandour and Regolini, 2011 cited in
Khraim, 2015). A website’s final aim should be a better ranking by different search
engines as well as to rank higher on the results page. In this book one module is
devoted to search engine optimisation principles and techniques. In order to optimize
the content, it is necessary to pay attention to the following points.

Optimising Text

Most of websites’ content is represented in HTML format. However, if we use a

CMS like WordPress, we are using a visual text editor, which is much simpler than a

16
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text processor like Word (Martin, 2018). With the help of this tool, we will be able to

provide our text more emphasis through the bold, underline, italics functions etc.

Nevertheless, we also need to consider the structure of our content to make it
easy for search engines to find, direct and clear for potential customers. Below are the

potentially useful tools that we can use for hospitality and tourism businesses.
Visual Editors

As it is mentioned before, they are simpler than a text processor, so they do not
offer, for instance, the possibility of changing the size of the fonts. There are templates
that determine the size and font of the text depending on the section, like the header

or the body of the website. This makes it easier and homogenic.
Headers

Headers are vital in content. They provide organisation and sort the text out
based on relevance. In the interface of visual editors like WordPress, the user can

decide what type of header he-she wants by choosing it from a drop-down menu.

Search engines recognise how good a heading is and reward websites that are
well organised at the hierarchical level. Furthermore, the key words also need to be in

order to make it easier for the customers to find the website (Martin, 2018).
Uniform Resource Locators (URLS)

This is what gives access to the content on the internet. When we search for
something, for example, on Google, thousands and millions of URLs will appear. We
could even say that the internet is mainly ruled by URLSs. They link our various contents
within our website and could also give access to the websites of influencers or
companies that are collaborating with us. We can add them to our social media to let
our followers to access our content. The simpler and the friendlier the URL is, the
better for us and obviously for customer. If the content has key words in it, this will
increase its relevance and memorability (Martin, 2018). URLs are the link to our
content; thus, companies should consider thinking of a uniqgue URL from the beginning
so that they never modify. It would be inconvenient to alter the URL since the previous

links would stop working.

17
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SEO Tools on Page

It is highly recommended to use tools that will help SEO settings since not
everything that we have mentioned and will mention are included in CMSs, or at least
most of them are not (Martin, 2018). For instance, if we mention WordPress, and
consider using it, we must bear in mind that we won’t have a specific section for the
meta description, of which we will speak later on. However, there are external tools
that will allow us to do what CMSs can’t, such as Yoast SEO (Martin, 2018).

SEO Title

Visual editors like WordPress will set the header as the title by default, but with
Yoast SEO, we will be able to create a SEO title, which will appear on search engine
like Google. It is convenient to create a SEO title that catches the attention of the
audience and an attractive to read and see header for our content. We could repeat
the title, but it is not the most convenient thing to do (Martin, 2018).

Description

It is also known as ‘meta description’. This description will appear right below
the URL. We need to create our own description or Google will use the first 156
characters that it can find from our website. When this happens, the description ends
with suspension dots (Martin, 2018). In order to write a good description, hospitality
and tourism businesses should try to:

e Not go over 156 characters.

e Add keywords.

e Be as clear and appealing as possible.

e Not copy or repeat the same meta description in different websites.
Optimising Images

Images are essential when it comes to creating a website. They evidently make
the content more visual and attractive. Every website should have, at least, images.
Images are also positioned by algorithms, as we can see in the ‘Images’ section on

Google.

18
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Weight and Dimensions

First, we need to clarify what weight and dimensions are. Weight refers to the
room that an image occupies on the disk and the dimension refers to the width and
height of the image. We need to take into consideration the weight of the images, since
it is the most important factor (although width is relevant too). It is important to note
that the more compressed the image is, the faster the website will load and less data
will be needed for this purpose. In addition, this is well deemed by search engines,
which will increase our possibilities to occupy a higher position in the indexes. It is
convenient to keep the image under 100Kb. Width is a relevant matter too. The
resolution of an image is measured in pixels. First, we indicate the width and then the
height, adding an ‘X’ before it like 800x600px (800 pixels of width and 600 pixels of
height).

4.3.7 Measuring and Evaluating Results

Measuring the productivity and results of our contents is not easy but it is very
important. We can either measure the productivity of the business by quantitative way
(the number of likes, followers etc.) or qualitative way by monitoring mentions,
comments etc. According to Barker et al. (2015) measurement should be done by
applying the following steps:

1. Defining qualitative and quantitative objectives: we have to select the
expected results, objectives, the number of people to be reached, and time limit to

obtain these results.

2. ldentifying key performance indicators (KPIs): An example of KPI might
be the number of comments or re-tweets from a post to measure the target group

interest for a product or service that the company offer.

3. Establishing a beginning point to compare results: Having a point of
departure of our KPI is important to compare and measure results later. We have to

identify goals and prioritise what is significant (increasing our followers in 1000
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persons can be important in a week but not in a year). Furthermore, benchmarking our

results against competitors can be quite useful and important.

4. We have to compare our KPIs with the initial period to evaluate the
progress: Registering measures constantly, for example once a week, is important to
make conclusions why in a week the followers increase more than in other weeks (it

can be due to an increase in the comments post).
Figure 1: Net Promoter Score Calculation

Net Promoter Score (NPS)

1 2

1 2 3 4

Detractors : > Promoters

NPS = %GPromoters - %Detractors

Source: TLF Research (2021)

There is many software or tools that allow us to measure the feelings or
opinions of our consumers. An example can be Net Promoter Score (NPS) that is a
measure used to know customer satisfaction and loyalty. Barker et al. (2015) explain
that NPS is measured by dividing consumers in three types: promoters, passives and
opposites. By asking customer how likely they are willing to recommend our brand-
products or services on an 11 point Likert scale. Based on the answers provided by

customer can be classified as follow (see Figure 1):

e Consumers rated on a mark between 9 and 10 are called as promoters.
They are loyal consumers that will buy, recommend and benefit the brand
or will allow a growth to the business.

e Consumers rated on a mark between 7 and 8 are called as passives. They
are satisfied consumers but vulnerable to competitive offers.

e Consumers rated on a mark between 0 and 6 are called as opposites. They
are unsatisfied consumers who probably will damage the brand or business

and will affect the growth with their unfavourable opinions.
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Barker et al. (2015), further suggest further measure like referring to consumers'
interactions with our content. This measure can be the number of visits in a website,
the number of followers, the comments in our websites or posts, shares or re-tweets.

Measures or KPIs can be used by tourism and hospitality businesses can be as follow:
Blogs:

e Increasing by 30% - 40% of the number of visits in six months.
e Increasing by 20% the number of comments in the posts in six months.
e Increasing by 10% the number of followers in our social networks in six

months.
Twitter:

e Increasing by 30% the number of tweets forward in thirty days.
e Increasing by 20% the number of followers in thirty days.
e Increasing by 15% the number of visits in our website from tweets links in

thirty days.
Facebook:

e Increasing by 30% the number of comments in five months.

e Increasing by 30% the number of visits on our website from announcement
Facebook links in three months.

e Increasing by 20% the number of fans in five months.

e Increasing by 20% the number of comments and likes in our publications or

announcements in six months.
YouTube:

e Increasing by 30% the number of viewers in four months.

e Increasing by 10% the number of subscribers in four months.

Evaluation consists of interpreting the KPI results to understand and examine
them. It is not enough to measure the impact of our activity in social networks sites,
we have to analyse and interpret the results to know if the strategies put forward are

aligning with the results and previously defined objectives (Barker et al., 2015).
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4.4 Common Errors in Content Marketing

There are some common mistakes that can occur when using content
marketing. These errors are very likely to occur because content marketing tools vary,
revealing errors. Examples of common mistakes that can be faced while conducting

content marketing include the following (Nufez, 2017):

e Confusing the content with the sales channel. We must use the content to
promote our products and turn people into consumers, but we have to divide
the content channel with the sales channel (the latter have to be out of the
content).

e Limiting the content used when we can find a lot of contents that can fit in
our trade or business.

e Promoting the content only at the beginning. We have to revise and continue
with the strategy; it should not be done for once.

e Creating and promoting the contents without calculating the efficacy.
Revising the efficacy is necessary to adapt our contents for consumers.

e Writing the content in a different language. We have to transmit the
message in the same language of our target group.

e Generating the same content for different channels. We have to adapt the
content depending on the channel used. Each channel works differently.

e Copying the strategies of other trades or businesses. We have to create our
own strategies and design our own contents, since what works in other
businesses does not have to work in the same way.

» Publishing the same content time and time again. The public will get bored

because of seeing repetitive content.

4.5 Content Management Software

There are many things that needs to be considered while conducting content
marketing. First, we have to think about what customer values or benefits we have
and we can offer as a business. Second, we have to take into account what software
or hardware we are going to use in order to gather and sort out the information that
we collect (i.e. CM technology and infrastructure). Last, it is critical to have

experienced people to create, develop and deliver efficient content for our services or
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products. All of these issues are important and have to be taken into consideration to

achieve successful content marketing (Boiko, 2002).

In order to create and deliver contents businesses need content management
systems (CMS). Content management (CM) is ‘the process for collection, delivery,
retrieval, governance and overall management of information in any format. The term
is typically used in reference to administration of the digital content lifecycle, from
creation to permanent storage or deletion. The content involved may be images, video,
audio and multimedia as well as text’ (Kiwak, 2022). A content management system
is software that enables us to get some level of automation when we want to efficiently
manage content. It is usually server-based and a multi-user software that interacts
with content stored in a repository (Barker, 2016). By using CMS, content creators or
marketing professionals can create new content (or edit existing content), make

changes and make it available to the public.
Type of Content Management Systems

Barker (2016) suqggests four significant CMSs for web content management:

1. Web Content Management (WCM): This system of content management
is primarily intended for content delivery in mass through websites. It is
useful for separating content from presentation and publishing on multiple
channels.

2. Enterprise Content Management (ECM): This is the method used to
organise content at a more general level. It was traditionally known as
document management. ECM is fairly convenient when it comes to

collaboration, access control and file management.

3. Digital Asset Management (DAM): By using this method we can manage
and manipulate rich digital formats such as images, audio, and video to take
advantage of them and use them in other media. DAM is great for metadata

and rendering.

4. Records Management (RM): Itis used in the administration of transactional

information and other records, created as a result of business operations,
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such as sales records, access records, contracts. RM comes in handy with

retention and access control.

There are some slight differences among these systems, meaning that we can
use one or another for the same purposes. A DAM system is frequently used to provide
content for a website through integration with a WCM. Some ECM systems can also
publish content or information on websites through systems that they possess (Barker,
2016).

There are more systems that hardly differ from each other. These are (Barker,
2016):

1. Component Content Management Systems (CCMSs): Used for the
management of fine-grained content, like paragraphs, sentences and
individual words. It is often used to assemble documentation or highly
technical content.

2. Learning Management Systems (LMSs): This system is used to sort out
content of learning resources for students and their interaction. We can see
it on the virtual spaces or campuses that universities and colleges have, on

which they publish the content that students need.

3. Portals: Used for management, presentation, and aggregation of multiple

streams of information into a unified system.

As you can see above, the lines here are also very blurry, since one could say
that CCMSs, LMSs, and portals are very similar methods of CM. Only LMS has unique
characteristics. For instance, many WCM systems have add-ons and extensions that
claim to be able to become an LMS (Barker, 2016).

While choosing a CMS software we need to take into account the following
factors (Barker, 2016):

e The market that the software serves and competes in.
e The cases and examples that the user community creates and promotes.
e The specific features and type of contents designed to meet the needs of

users.
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What a CMS does?

As mentioned before, a CMS allows us to have control over our content. A CMS
keeps track of content, and also “knows” where it is, what condition it is in, who can
access it, and how it relates to other content. Furthermore, it seeks to prevent bad

things from happening to our content (Barker, 2016).

More specifically, the controlling functions that a CMS provides us are (Barker,
2016):

e Permissions: This function let us know who can see the content, who can
change it and who can delete it.

e State Management and Workflow: This function enables us to check if the
content is or has been published, if it is a draft or if it has been removed or
archived to prevent the public from seeing it.

e Versioning: It allows us to look at how many times a content has been
changed, what it looked like months ago, how the most recent version differs
from the previous one, and to restore or republish an older version.

e Dependency Management: Through this function, we can observe what
content is being used, what would happen to a given content if other content
was deleted, and what content is not being used at all.

e Search and Organisation: This function comes in handy when we want to
find a specific piece of content regarding a given matter or content and how

to group it and relate it to make it easier to manage.

All these functions allow our company or brand to increase the control that we
have over our content and reduce risk of failing at doing it precisely, efficiently and in
an organised way. A CMS also permits us to reuse the content. Content can be used
more than once and in/on several places and in different ways to increase its value.

Let's see some more examples (Barker, 2016):

e News article can appear on a page of a website of a given magazine or
journal, but it can also appear as a tease on the main page or on sidebars

as ads.
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e The biography of an author always appears at the bottom of every text
written by him or her.
e A privacy statement or rights statement always appears at the bottom of

every website.

In this situation, we use the same content that we once created instead of
creating new content over and over again. This appears more consolidated and

coherent to the clients (Barker, 2016).

Figure 2: Major Content Management Systems

Blogger

=)

Drupal

CMS ..

Content Management System

P M) Magento
(W)

WORDPRESS

Source: ETHINOS (2022)

A CMS also allows automating content. Since it is kept in one server, we can
find whatever we need as it controls all of the content. Furthermore, if the structure of
the content is well-built, it will be an easy task to display it in different formats, or
publish it on different locations and perhaps re-arrange it on the fly to fulfil the needs

of potential customers (Barker, 2016). A CMS can provide the following (Barker, 2016):

e We can provide clients with different formats of the same content.

¢ We can automatically create content aggregations for our website.

e We can create multiple versions of the same content in different languages
to ensure that we can reach an many target groups as possible.

e We can manipulate the content we display in real time based on the

behaviour of our audience.

This type of system is capable of doing all this by storing, structuring, examining
and providing facilities content-wise and enables easy access when we want to find

information about the content.
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In addition, a CMS can also increase editorial efficiency by controlling what type
of content the editor can add, what formatting tools are available for use, how their
content is structured in the editing interface, how the editorial workflow and
collaboration are managed, what happens to the content after being published, and
publish a bigger mass of content in a shorter time frame (Barker, 2016).

CMSs are obviously not perfect, but they are a great option when the alternative

is doing all this mentioned above manually.
What a CMS does not do?

It is true that a CMS is capable of many things, but it cannot do all the work for
us. A CMS only manages content. It does not have the capacity to create the content
for us. It will not publish posts on our Facebook or Instagram pages for us, it will not
write articles for our websites or blogs. A CMS is software or a “virtual machine” that
assists the process of marketing and promotion, and as a machine, it needs
commands. Therefore, our content creation plan needs to exist apart from our CMS
(Barker, 2016).

Unfortunately, CMS will not create marketing plan either. As Barker (2016, p.
40) stated:

‘A CMS doesn’t ‘know’ anything about marketing. While some systems have
marketing tools built into them, they still depend on human beings for direction.
Effective marketing is a uniquely human practice involving a combination of

aesthetics, sociology, psychology, experience, and intuition.”

A CMS will undoubtedly aid us in the execution and organization of our
marketing, but it must be designed, analysed, and reviewed by humans. It is not
creative and does not understand the ideas that a team can come up with for their
brand or company, or how they want to meet the needs of the public. It does not give
access to other users or permits other users to edit or interact with content unless we
set the CMS to do so.
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4.6 Conclusion

This module has defined the meaning and benefits of content marketing for
tourism and hospitality businesses. It has also reviewed the steps in creating great
content online. These steps included setting content marketing goals and objectives;
defining the target audience; determining content topics; determining digital content
channels; creating quality content; optimising content and measuring and evaluating
the results. It has also pointed out common errors made in content marketing, and

reviewed the most used content management software.
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Evaluation Questions

1) Which of the following defines content marketing?

a) Content marketing is about creating useful and interesting contents for consumers to
generate a positive reaction from them.

b) Content marketing is a process for creating and distributing relevant and valuable content
to attract, acquire, and engage a clearly defined and understood target audience.

c) Content marketing is about informing and educating the clients which then leads to brand’s
recognition.

d) All
2) Which of the following is a benefit of content marketing for a business?

a) Content marketing leads to enhance trust between the company and the
businesses.

b) Content marketing helps to increase brand awareness of a company
c) Content marketing attracts potential customers

d) Al

3) Which of the following is not one of the steps for content marketing management?
a) Determining competitive advantage

a) Setting content marketing goals and objectives

c) Defining the target audience

d) Determining content topics

4) Which of the following topics should not be covered in the contents marketing of
tourism and hospitality businesses?

a) Destination attractions

b) Local cuisines

c) Space discoveries

d) Local events

5) Which of the following should be a feature of content created in content marketing?
a) Interesting
b) Surprising
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c) Actionable
d) All

6) Which of the following is a type of content format?
a) Text

b) Video

¢) Image

d) All

7) Which of the following is a not channel for content marketing?
a) Blogs

b) Video

c) Website

d) YouTube

8) Content marketing is a form of paid communication and it is the same as digital
marketing.

a) True b) False

9) While determining the target audience for content marketing, What is the right order of the
following questions that should be asked?

a) What contents are they looking for?

b) Who are they?

c) Why are they looking for this content?
d) Where are they looking for the content?

e) When are they looking for this content?

a) debca b) badce c) ecdba d) cdeab

10) Please match the concepts on the left with the correct definitions on the right.
a) Web content management (WCM) 1) Method for metadata and rendering

b) Enterprise content management 2) Method used to organize content at a
(ECM) more general level

c) Digital asset management (DAM) 3) System for content delivery in mass
through websites
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d) Records management (RM) 4) System used for transactional
information and other records

a) a4, bl, c3,d2 b)di, a3, b2, c4 c) a3, b2,cl,d4 d)a4, b3, c2 dl
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