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Content tells a great STORY 



There are three key stories  

1. Your official story (your website) 

2. Media stories (published media) 

3. Visitors (user) stories  (social media) 

 



But .. 

There are more places than ever now where stories 
are being told  

1. Media stories (published media) 

2. Visitors (user) stories  (social media) 

3. etc 

 



There are many stories … 



Told in places such as …  

1. Your website  

2. Social media – Facebook, Twitter, Blogs 

3. Video sites such as Youtube 

4. Photos sites such as Flickr  

5. Travel review sites such as TripAdvisor  

6. Mapping tools, Google Maps/Places  

7. Location based tools/mobile – 4Square etc  

8. Sales portals – Expedia, Jasons, AA, TravelBug 

9. Search engines 

10. And many, many more  

 



So, content will take many forms 





Content Challenges  



The New Website 

1. Too much emphasis on the “look”  

2. Cool toys (functionality) also popular 

3. Content is always the last consideration 

4. Too few resources - time, money, people 

5. Too little knowledge on “what is right” 

 

 



The Content Pyramid  



Pyramid diagram  

Diagram of content hierarchy  

 

1. Home page – low engagement 

2. Engagement – more content  

 



Why Content Matters 



It matters because  

1. It contributes towards the overall user 
experience of your website  

2. Introduces visitors to your destination 

3. Sells visitors on your destination 

4. Makes you the authority – links, SEO etc  

 

 



Content is audience specific 



But people will follow a specific pattern …  



Visitors … 

1. want primarily, to know what you can offer them 

2. won’t read, they will scan 

3. will scan from the left in an ‘F’ shape across your 
page 

4. are drawn to headings, bullet points, linked text, 
imagery and video. 

5. want to navigate easily through your site  

 

 



Writing Content … 

There is an art to writing effective, engaging, optimised 
content for the web.  Key things to note are: 

1. Be Concise 

2. Optimise your content with keywords, for search 
engine purposes 

3. Use headings effectively and optimise them with 
keywords 

4. Use internal links both for ease of navigation and for 
search engine optimisation 

5. Use bullet points & lists to draw readers in and 
quickly relay a lot of information  

 

 



Content Style Factors … 

Particularly important if multiple members of your staff 
will be contributing to the website content. 

1. Quality - Spelling mistakes, inaccuracies or out-dated 
information affect the credibility/trust of your 
content  

2. Tone - keep the tone of the website consistent and in 
line with your business or brand, and customers  

3. Voice / Narration - who the information is supposed 
to be coming from. Fun, serious? 

4. Consistency – use of place, company names etc 

 

 

 



Common Content Mistakes … 

1. Too Much Information - Trust your users to use your 
site navigation 

2. Too Little Information – does it include the 
necessary information that your users will want 

3. Old Content – set up a review period, core content is 
checked, updated and/or rewritten on a regular basis 

4. Doing the Hard Sell – it needs to be enjoyable 
without over-bearing sales speak. But do use 
prominent calls to action  

5. Free of jargon?   

 

 

 



Lawrence Smith 
Chief Cabbage 

Learn More. 

  
Subscribe to our Blog 
http://blog.cabbagetree.co.nz  

Follow us on Twitter: 
http://www.twitter.com/cabbagetree 

Or maybe even visit our website! 
http://www.cabbagetree.co.nz     

  

http://blog.cabbagetree.co.nz/
http://www.twitter.com/cabbagetree
http://www.cabbagetree.co.nz/
http://www.tourismsites.co.nz/
http://www.snowreports.co.nz/
http://www.fourcorners.co.nz/

