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Summary

RETTER Sports is a Graz-based travel agency specialized in selling active and
adventure vacations. The travel agency on Conrad-von-Hotzendorf-Stralde has
been existing since 2002 and was not only renamed during a complete restructuring
in 2021, but also expanded to include additional types of sports and thus, new target
groups. This undertaking is a challenge, because it is necessary to reposition the
company and establish the new brand RETTER Sports in the niche of active and
adventure travel. In order to achieve this goal, a strategic and target group-oriented
communication is required, that reaches the target group exactly then, when they
are looking for vacation inspiration. One communication tool that has become as an
important platform for travel content in recent years is social media. Hence, this
thesis focuses on the development of a social media communication concept to
increase the brand awareness of RETTER Sports in the active and adventure travel

niche.

The first part of this thesis provides a theoretical basis. After giving insight into the
niche and the target group, theoretical definitions of social media platforms, their
interaction with tourism, social media marketing, as well as opportunities and risks
for companies are presented. Subsequently, the concept of brand awareness is
discussed in more detail. The theoretical part of this thesis concludes with a chapter
on the development of communication concepts, which includes the strategic and

operational content of the concept as well as areas of application.

The second, practical part opens with an analysis of the RETTER Sports company,
which not only evaluates its current social media presence, but also takes a closer
look at its strengths, weaknesses, opportunities and current challenges. The primary
study shows that the target group has a strong preference towards active and
adventure vacations, but also harbors prejudices against travel agencies, which the
company must counteract through the right communication in order to achieve
sustainable brand awareness. After developing the strategy for the concept, further
measures, content and budget planning as well as key figures for controlling are

proposed. The concluding chapter provides recommendations for the company.
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Abstract

RETTER Sports ist ein Grazer Reisebulro, das sich auf den Verkauf von Aktiv- und
Erlebnisurlauben spezialisiert hat. Das Reiseburo in der Conrad-von-Hotzendorf-
StralRe besteht bereits seit 2002 und wurde im Zuge einer kompletten
Umstrukturierung im Jahr 2021 nicht nur umbenannt, sondern auch um zusatzliche
Sportarten und damit neue Zielgruppen erweitert. Die Herausforderung ist grof3,
denn es gilt, das Unternehmen neu zu positionieren und die neue Marke RETTER
Sports in der Nische der Aktiv- und Erlebnisreisen zu etablieren. Um dieses Ziel zu
erreichen, bedarf es einer strategischen und zielgruppenorientierten
Kommunikation. Ein Kommunikationskanal, der sich in den letzten Jahren als
wichtige Plattform fur Reiseinhalte etabliert hat, ist Social Media. Aus diesem Grund
beschaftigt sich diese Arbeit mit der Entwicklung eines Social-Media-
Kommunikationskonzeptes zur Steigerung der Markenbekanntheit von RETTER

Sports.

Der erste Teil dieser Arbeit liefert eine theoretische Grundlage. Nach einem Einblick
in die Nische und die Zielgruppe werden theoretische Definitionen von Social-
Media-Plattformen, deren Zusammenspiel mit dem Tourismus, Social-Media-
Marketing sowie Chancen und Risiken fur Unternehmen vorgestellt. Anschlie3end
wird das Konzept der Markenbekanntheit naher erlautert. Der theoretische Teil
dieser Arbeit schlieBt mit einem Kapitel dber die Entwicklung von

Kommunikationskonzepten ab.

Der zweite, praktische Teil beginnt mit einer Analyse des Unternehmens RETTER
Sports, in der nicht nur der aktuelle Social-Media-Auftritt bewertet wird, sondern
auch die Starken, Schwachen, Chancen und aktuellen Herausforderungen. Die
Primarstudie zeigt, dass die Zielgruppe zwar eine starke Praferenz fur Aktiv- und
Abenteuerurlaub hat, aber auch Vorurteile gegenlber Reiseblros, denen das
Unternehmen mit der richtigen Kommunikation entgegenwirken muss, um eine
nachhaltige Markenbekanntheit zu erreichen. Nach der Entwicklung der Strategie
fur das Konzept werden MafRnahmen, Inhalts- und Budgetplanung sowie
Kennzahlen fur das Controlling konzipiert. Abschlieliend werden Empfehlungen fur

weitere Malinahmen ausgesprochen.
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1 Introduction

The first chapter of this thesis provides a general introduction to the research topic.
Initially, an overview of the current situation is provided, followed by the challenge
to be addressed within the framework of this master’'s thesis. The introductory
chapter concludes by defining the aims and objectives of this thesis. They are
divided on the one hand into the goals of the RETTER Sports company and on the

other hand into the goals the author wants to achieve with this work.
1.1 Company description

RETTER Sports is a new branch of RETTER Reisen, formerly known as RETTER
Surf. RETTER Reisen has been an independent tour operator in Styria since 1989.
With a focus on group tours by bus, the company began selling catalogue tours in
the early 1990s. The existing target group of RETTER Reisen consists mainly of
couples and solo travelers over the age of 50 who are usually regulars who have a

lasting relationship with the company.

RETTER Reisen currently comprises of several independent divisions such as
RETTER Events or RETTER Trans. Until last year, the company held a small surf
provider, RETTER Surf, which was based in Graz since 2001. This division resulted
from a cooperation with the Munich-based surf operator "Sun & Fun". Through this
strategic cooperation, the company has become one of the first general distributors
for kite surfing trips in Austria. Since its foundation, RETTER Surf was located at
Conrad-von Hotzendorf-Stral’e 37, where up to three employees run the daily

business.

However, the last few years have not passed without leaving a trace on the
company: Due to restructuring and personnel changes, the company's competence
as a surf tour operator has decreased. As a result, RETTER Surf has been running
a slight deficit for the past three years. Given these circumstances as well as the
Corona crisis, that has been hitting the tourism industry hard since the beginning of
2020, the company RETTER Surf was faced with a big decision: the closure of the
RETTER Surf division and the resumption of the regular business — catalog tours —

at the office in Graz, or a complete restructuring and revitalization of the division.



Positive forecasts for the time after Corona and the hiring of a new office manager
tipped the scales to give RETTER Surf another chance. Martin Roll, a professional
surfer who managed surf camps in Portugal for over 20 years, has taken over the
management in Graz on 01.01.2021. Based on Martin Roll's extensive expertise
and good relationships in the sports tourism industry, the decision was made to

completely restructure RETTER Surf.

As a result, RETTER Surf became RETTER Sports. RETTER Sports provides
service not only to surf customers, but also expands the business segment into an
area in which the company was not previously active. Since April 2021, the company
has been operating in three different product directions: WATER, BODY AND
MOUNTAIN. Under the WATER category, RETTER Sports continues to focus on
surf trips, addressing the existing customer group. However, the two new categories
BODY and MOUNTAIN add entirely new products to the portfolio, including yoga
trips and mountain bike trips. The company thus penetrates new markets and target

groups.

In addition to the new name and the expanded product portfolio, RETTER Sports
has also evolved visually. An entirely new corporate design creates a new, fresh
and dynamic image, which is also reflected in the new logo. Furthermore, RETTER
Sports launched a new website in June. With this website, it is possible to keep the
customer journey as short as possible. The complete booking process can be
handled online. This also enables the future focus on customers from the DACH

region.
1.2 Baseline description

One of the industries most affected by the Corona crisis worldwide is the tourism
industry (cf. Kirig 2020). Despite the long period of uncertainty and the restriction of
personal freedom, vacation travel remains an essential part of Austrians' lives. What
has changed, however, is the attitude toward future vacations. As a result, the
aspect of security is increasingly coming into focus. According to a survey
conducted by Osterreich Werbung (2020), consumers are most concerned about
the safety of destinations, travel insurance and cancellation policies, when it comes

to planning vacations after the end of the Corona crisis (cf. Michenthaler 2020).



However, it is not only due to the Corona crisis, but also the last decades have
changed the classic travel tourism. Mass tourism, which dominated the tourism
industry until the early 2000s, has been in crisis in the last decades. More and more
travelers want to fill their vactations with experiences and are no longer only
interested in places. As a result, tourism has become more and more a matter of
discovery, experience and post-trip evaluation in recent years. Tourists are looking
for extraordinary and unforgettable experiences, the trip itself is increasingly
becoming the focus rather than just the destination (cf. Adriana 2019, p. 265). In
addition, digitalization and Web 2.0 have transformed the tourism industry.
Customers can choose from a variety of alternatives and have the opportunity to
compare tourist offers to make the best individual choice (cf. Minazzi 2015, p. 56).
Even before the Corona crisis, this oversupply of offers and options led to frequent

indecision among travelers.
1.3 Challenge statement

The decision to give an already struggling company another chance at a relatively
inopportune time and to revive it with a completely new image presents in itself a
major challenge. The Corona crisis has permanently changed the tourism industry,
as the demands of many travelers have been altered by this long period of
uncertainty, risk and social distancing. With RETTER Sports, a new company has
emerged, trying to take advantage of future trend forecasts and offer tourists high

quality experiences without having to give up the security of a travel agency.

Consequently, the restructuring has changed a lot for the company: A new name, a
new corporate design, but also the newly expanded product portfolio and the new
target groups require modified communication and marketing measures. As
customers will increasingly complete their customer journey online in the future —
from research and booking to post-trip evaluation — it is necessary to place a strong
focus on the online presence and thus, the online marketing of the company and
the brand. This shift from the former offline travel agency business to the online
customer journey enables the company to serve customers not only from Austria,

as before, but also from the DACH region.



Based on the interview with the company, social media is establishing itself as one
of the most important POS in the digital customer journey for RETTER Sports (cf.
Roll 2021). Social media has become an integral part of the vacation discovery and
inspiration phase in particular. To ensure a strong and congruent brand presence
both domestically and internationally, the challenge is to ensure focused and
consistent communication on selected social media platforms. It is therefore
necessary to identify the right communication channels, through which RETTER
Sports reaches the desired target group from the niche market. Ultimately, the aim
of this focused and targeted communication is to anchor the existing and new brand

even more firmly in the minds of the target group.
1.4 Company objectives

According to an interview with the managing director of RETTER Sports, Martin Roll
(2021), the primary goal for the company is to anchor the brand in the minds of the
target group. This objective should be made possible through customized target
group communication and an attractive social media presence in the niche. One
year after the implementation of the communication concept, KPIs that imply the
brand awareness of the company, such as impressions, engagement and reach,
should be targeted. Therefore, one of the company's goals is to increase the number
of active subscribers on Instagram to around 3,000 followers by the end of 2023
with the help of the communication concept. The current status as of 03.01.2022 is
347 followers (cf. Instagram/RETTER Sports 2022). In addition, website traffic via
social media channels is expected to increase by 15 %. The traffic generated via
socials is currently 6.58 %. It is therefore important for the company to strengthen
the community through consistent communication and thus also increase the overall
organic reach of all online measures on social media. The aim is therefore to build
a strong brand and a well-founded community with high customer loyalty and active

word-of-mouth through this strategic communication planning (cf. Roll 2021).



1.5 Research aim

The aim of this master’s thesis is to create a B2C social media communication
concept for the development of the RETTER Sports brand in the sports and
adventure travel niche. This concept should enable the company to address the
desired target group in a uniform and tailored manner and to carry out all social
media activities in a well thought-out and tailored way. Furthermore, this concept is
intended to provide a guideline that the company can follow in the future. In addition,
the qualitative analysis of the target group should help to optimize the product
portfolio according to their needs and wishes. The resulting communication concept

is to be written in such a way that it can be applied directly in practice.
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2 Niche Tourism: Adventure and Sports Travel

In this chapter, a general overview of the niche of sports and adventure travel is
given. First, the general delineation of this niche is outlined and then the travel

motives and the target group are explained in more detail.
2.1 Definition and explanation

“Customers do not buy products or services — they buy stories, feelings, dreams
and values”. (Bolz 2002, p. 10)

The Austrian people travel a lot and with pleasure. In 2019, 60.9 % of the population
in Austria took one or more vacation trips with at least four overnight stays (cf.
Statista 2021). However, the global Corona crisis has changed this behavior. In the
July-September period of the year 2020, the number of leisure trips decreased by
22.8 % to 5.4 million as compared to the same period in 2019 (cf. Statistik Austria
2021). Despite personal restrictions and challenges due to the pandemic, the
Austrian population has not entirely lost their desire to travel, as a survey conducted
by Osterreich Werbung shows. For the summer of 2021, 45 % said they would like
to travel redundant (cf. Osterreich Werbung 2021). What has changed with Corona,
however, are the travel motives. Instead of the classic mass package tour,
vacationers long for new sustainable experiences and qualities on vacation that
leave lasting impressions (cf. Michenthaler 2020) — a trend that has already
emerged clearly during Corona in 2020. A Statistik Austria survey ranked active
vacations first among the most important travel motives of the Austrian population
(cf. Statistik Austria 2021).

The term active vacation is defined as follows by the Duden: “Active vacations are
trips that focus on physical activities” (Duden n.d). Active and adventure tourism in
the form of outdoor sports has gained increasing importance in German-speaking
countries (cf Heise et al. 2018 p. 134). Adventure tourism represents a significant
niche in the tourism sector (cf. Carter 2006, p. 318). The Adventure Travel Trade
Association (ATTA), an international trade association for the adventure tourism

industry, identifies three essential elements of adventure tourism:



e physical activity,
e cultural exchange,

e interaction with the environment.

If these three aspects are covered, one speaks of pure adventure tourism according
to the ATTA definition (2015). Hence, adventure tourism can be understood as a
trip with an experiential character as well as a trip involving an experiential offer (cf.
ATTA 2015). According to the ATTA (2013), activities can be divided into soft
adventures and hard adventures (cf. ATTA 2013).

Soft adventures Hard adventures
Camping, backpacking Rafting or kayaking
Biking, hiking Rock climbing, mountain biking
Snow skiing Surfing, windsurfing
Wilderness tours in off-road vehicles Snowboarding
Horseback riding Scuba diving
Canoeing Backpacking across rugged terrain

Table 1: Hard and soft adventure activities (based on ATTA 2013).

2.2 Motives for sport and adventure tourism

Travel motives are understood to be the totality of individual motivations underlying
travel. These motivations are activated or reinforced when a travel impulse is given,
or a travel decision is made. Whether existing motives are realized depends on the
incentive strength and the personal motivation. A distinction is made between
extrinsic and intrinsic motivation. Travel decisions can be triggered by intrinsic
motives, such as beliefs, interests or values, or extrinsic motives, such as a
favorable travel price or a brand effect. A combination of intrinsic and extrinsic

factors is also possible (cf. Herrmann 2019, p. 5-8).

For active tourists pursuing adventure sports on vacation, the sport itself is the
decisive factor for travel motivation and often the main reason for choosing a
destination (cf. Heise et al. 2018, p. 67-72). In their qualitative study on adventure
sports, Kerr and Mackenzie (2012) surveyed the following motives for participating
in an adventure sport: willingness to take risks, search for excitement and

adrenaline, social motivation (interaction with friends, sense of community in
8



sports), escape from boredom, testing one's own abilities and overcoming fear. In
addition, there is a strong attachment to nature and the urge for physical outdoor
activity (cf. Kerr/Mackenzie 2012, p. 654-656).

2.3 Target group

The sports and adventure tourism niche market is a very diverse segment. In
general, however, this market can be divided into two main categories (as shown in
Figure 2): soft adventures and hard adventures (cf. ATTA 2013). Regarding sports
classified as soft adventure, the target group is largely found among the baby
boomer age group (cf. CBI Ministry of Foreign Affairs 2021). Baby boomers is a term
for people born between 1952 and 1972 (cf. Kolland 2015, p. 5). Adventure travelers
of this generation are usually interested in participating in a variety of soft adventure
tourism activities and prefer to alternate between activities, e.g., cultural excursions
(cf. CBI Ministry of Foreign Affairs 2021).

Patterson and Pegg (2009) also found that adventure tourism is an important niche
market for baby boomers. Light sports and adventure activities help this generation
feel younger and healthier. At the same time, baby boomers want to gain
experiences that will broaden their horizons and enrich their lives with new
knowledge. They are adventurous and appreciate exploring new destinations while

being physically active (cf. Patterson/Pegg 2009, p. 256-260).

In the segment of hard adventure travel, the target group is considerably younger
and mostly found in the Generations Y (1980-1995) and Z (1995-2010) (cf. CBI
Ministry of Foreign Affairs 2021). According to Pendergast (2010), this age group is
characterized by travelling frequently, visiting a greater number of destinations, and
also spending a greater portion of their income on travel. Furthermore, these
generations are adventurous and seek as many experiences as possible (cf.
Pendergast 2010, p.10-12). Over the last decade, a clear trend towards adventure
or active vacations has emerged among consumers on the market: More than a
quarter of the Generations Y and Z (27 %) are more willing to book an adventure or

sports vacation today than they were in 2007 (cf. Dunne 2017, p. 10).



According to the Global Report on Adventure Tourism (2014), tourists who prefer
sports and adventure vacations are on average 53 % female and 47 % male. In
addition, it can be said that adventure travelers are more likely to use professional
services, such as tour guides or travel agencies, during their planning. Furthermore,
the UNWTO classifies adventure travelers as "early adopters", i.e., people who are
the first to adopt and try out new ideas, products or services. This means that they
are always eager to discover new destinations, activities and travel products. In
addition, adventure travelers value joint travel: Preference is given to travel partners,
such as friends, partners or even family including children. Few adventure travelers
travel alone (cf. UNWTO 2014).
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3 Social Media

The following chapter is intended to provide a broad insight into the world of social
media. In addition to the different types of social media, the interaction of social
media in tourism marketing and in the Customer Decision Journey will also be
examined. Furthermore, this chapter concludes with opportunities and risks for

companies when implementing social media.

3.1 Social media definition

Social media are technologies and online media that enable the networking of users
and their exchange of information as well as collaboration (cf. Kreuzer 2021, p. 2).
According to Daniel Michelis (2021), the growth of social media takes place on three
levels: The core consists of the individual level and marks the starting point. All
provided activities that are shared on social media are based on individual
contributions. The participation of the different users is very individual and ranges
from the simple evaluation of existing content to the complete creation of their own
websites. The second level is called the technological level, that is the basis for the
visible characteristics and available applications. This level ensures that users can
create their own content on the various social media via dynamic websites and open
interfaces. The final level is the socio-economic level. It includes direct and indirect

effects on economic and social structures (cf. Michelis 2021, p. 23-27).

Socio-
economic
level

Technological
level

Individual
level

Figure 2: 3-level Model of Social Media (based on Michelis 2021, p. 24).
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Therefore, social media can be defined as any website or application that allows
users to create content, share it and communicate with other users (cf. Kingsnorth
2016, p. 150).

Types of social media

In order to define the term social media, Schmidt (2018) specifies different types of

social media.

Networking platforms: This term includes "social networks" or "online
communities”. Their principle is that users register on a platform and disclose
information about themselves, such as interests, preferences, or professional skills.
This individual user profile serves as the basis for establishing connections with
other users, the result of which is the creation of relationships and contacts that
communicate with each other. Examples of networking platforms include Facebook,
Xing and LinkedIn (cf. Schmid 2018, p. 12).

Multimedia platforms: In contrast to network platforms, multimedia platforms are
more focused on content. The most prominent multimedia platforms are currently
YouTube, Instagram, and Snapchat (cf. Schmid 2018, p. 13). A more recent
example of a multimedia platform is Tiktok, which experienced tremendous growth
during the Corona pandemic and currently records around 1 billion active users (cf.
Firsching 2021). Multimedia platforms allow to not only share photos and videos,
but also music tracks (SoundCloud) or presentations (Slideshare). Another feature
of these platforms is the ability to interact with the content by liking, sharing or
commenting on it, thus enabling exchange with other users. (cf. Schmid 2018,
p. 13).

Weblogs: The term weblog is composed of the words "web" and "log(-book)" and
focuses on the experiences and information of the "blogger" using it. Therefore, a
blog consists of individual contributions that are sorted chronologically backwards
with the most recent contribution at the top of the list. Each contribution can be linked
and commented on. Blog contributions range from personal stories to political topics
to specialized blogs in which experts report on their professional specialty. One
example of this category is Twitter, a microblog that limits the individual contributions
of users to 140 characters (cf. Schmidt 2018, p. 14).
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Instant messaging services: This type of social media, known primarily through
apps such as WhatsApp, Facebook Messenger or Signal, are networking platforms
linked to chat systems. This enables users to exchange text messages, pictures or
audio files with their contacts, either alone or in groups. The linguistic interaction of
users is more prominent than in the social media mentioned above. Despite the
written communication, it is very close to oral communication. Users react rapidly to

one another and mostly use informal language (cf. Schmidt 2018, p. 15).
3.2 Social media marketing

Tamar Weinberg (2014) defines social media marketing as a process that enables
companies to promote their websites, products, and services on social media
platforms at eye level. According to Weinberg, what differentiates social media
marketing from many other marketing activities is the ability to reach a broad
community that would not have been reached through traditional marketing
channels (cf. Weinberg 2014, p. 8f.). Consequently, a growing number of companies
want to benefit from the possibilities and attempt to reach customers via social
media marketing. According to Lammenett (2019), targeted social media marketing
can provide strong support for corporate goals and can be used in sub-areas such
as market research, customer relationship management, customer loyalty or in the
area of human resources to strengthen the employer brand (cf. Lammenett 2019, p.
44f.).

3.2.1 Strategic Social Media Marketing

Dodson (2016) established a four-stage model to describe the strategic social media
marketing process for companies. The respective stages are goals, channels,

implementation, and analysis (cf. Dodson 2016, p. 154).
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e Facebook
e Instagram
e LinkedIn
¢ YouTube

e Business
e Customer
e Product

¢ Marketing

1. 2.
Goals Channels
|
I

4, 3
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e Measure
e Analyze
e Optimize

e Listening
e Publishing
e Events

o Advertising

Figure 3: Four-Stage SMM Process (based on Dodson 2016, p. 154).

As shown in Figure 4, this concept is a repetitive process, as social media marketing
enables constant optimization during the individual phases. The model was selected
for this thesis because it illustrates the importance of a strategic approach to social

media marketing.

Phase one of the process involves the goals. Specific social media goals for a
product or brand are defined by the company, which then leads to a strategy.
Dodson (2016) distinguishes between business aims, product goals,
communication objectives, marketing goals, and customer support aims (cf. Dodson
2016, p. 158).

Business goals include increasing sales, reducing costs or generating leads.
Customer service goals could mean goals such as increasing customer satisfaction
or customer loyalty. Product goals could be design, research and improvement.
Communication goals could for example be to increase the brand's reputation or
brand personality. Marketing goals could be branding, increasing awareness, and

engagement (cf. Dodson 2016, p. 158).

In the second phase, the focus lies on the channels. During this phase, it is
necessary to select appropriate channels according to efficiency and the desired
target group, so that the budget can be used in a targeted manner. The third phase

focuses on the implementation of the measures. This phase involves the analysis
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of audience preferences, strategic planning of content and targeting on the different
platforms. However, the phase extends further than the simple provision of
interesting content, as the defined goals and objectives must not be disregarded (cf.
Dodson 2016, p. 187-245).

Last but not least, in the fourth phase, the analysis of social media performance is
crucial and determines the success of the company's online communication. For
this purpose, many channels offer different services for measurement, which are

explained in more detail in the following chapter (cf. Dodson 2016, p. 187-245).

Additional important terms for social media marketing are paid, earned, owned and
shared media. The first term refers to paid advertising used to promote a brand or
business on social media. An example would be advertising on Facebook,
Instagram or YouTube. Earned media is content that users or influencers create
about a specific company or brand. Owned media refers to any content that is
created by the company itself, such as a Facebook channel or a blog post. The last
term, shared media, applies to shared content, for example re-tweets or

recommendations (cf. Grabs et al. 2017, p. 69).
3.2.2 Performance measurement of Social Media Marketing

In order to measure the success of social media marketing measures, platforms
such as Instagram, Facebook, YouTube or Twitter offer monitor tools that provide
valuable statistics. Instagram Analytics allows a business to track its follower
growth, impressions, interaction, reach and traffic, as well as video views (cf. Grabs
etal. 2017, p. 312). Likewise, Facebook Insights prepares metrics, such as actions
on the page, i.e., clicks, page views, likes, post reach, recommendations and
interactions, visible for the company (cf. Facebook 2021). On the multimedia
platform YouTube, the company can track the success of its videos with YouTube
Analytics. This provides an overview of the performance of the company's own
channel and videos. Factors such as the ranking of the videos according to views,
viewer loyalty, reach figures such as impressions and click rates, or a precise
breakdown of the target group can be viewed that way (cf. Support Google 2021).
Using Twitter Analytics, a company can track follower engagement, follower

growth, profile visits, and tweet impressions (cf. Grabs et al. 2017, p. 408).
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3.3 Social media in tourism

Based on a survey by Statista (2021), Austrians spend a daily average of around
82 minutes scrolling through social media (cf. Statista 2021). Therefore, it is not
surprising that social media have not only established themselves as an integral
part of our lives, but also significantly influence the way we consume. According to
Minazzi (2015), this is particularly evident in the tourism industry. In the tourism
sector, social media are becoming increasingly important at the various stages of
the tourist decision-making process and also have a considerable influence on
individual perceptions. This is especially true when it comes to evaluating
alternatives, avoiding unpleasant places and giving suggestions before buying (cf.
Minazzi 2015, p. 15-17).

Another aspect of why social media is of particular importance in tourism is the
hedonistic and the social character of tourism. Photographing memories, making
videos, sharing them with friends on social media platforms and talking about
vacation experiences are socially important activities. Another link between tourism
and social media is that tourism consumption requires a high level of risk and
participation. Word-of-mouth has always been very important in tourism, and social
media now enables electronic word-of-mouth. This differs from classic word-of-
mouth in the sense that one-to-one communication can now become many-to-many
communication due to the ease of creating and sharing content (cf. Gretzel 2018,
p. 421).

3.3.1 Consumer Decision Journey

In 2009, Court, Elzinga, Mulder, and Vetvik developed a model as part of a study
on purchasing decisions based on about 20,000 consumers from different countries.
The results showed, that consumers do not systematically narrow down their
choices until they have decided on a product. Consumers stay much longer in the
evaluation phase of different brands, products or services that they shortlist or
eliminate in this process. In other words, the phases leading to the final purchase
decision are not sequential, but often overlap and repeat. Post-purchase, customers
tend to enter into a self-initiated, lasting engagement with the brand and share their

experiences with it online via social media (cf. Court et al. 2009).
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The model was chosen for this thesis because it emphasizes the importance of
brand awareness of tourism businesses in social media and also refers to the self-
determined customer who actively searches for further information. Furthermore,
this model underlines the importance of after-sales customer care, turning the guest
into a loyal customer on the one hand and contributing to the strengthening of the

brand through recommendations on the other.

2

Consumers add or subtract
brands as they evaluate what
they want.

1 Active evaluation 3
The consumer considers Ultimately, the consumer
an initial set of brands, selects a brand at

based on brand perceptions the moment of purchase.
and exposure to recent

touch points. Loyalty loop

Initial-

consideration

set purchase

Postpurchase experience

4

After purchasing a product or service,
the consumer builds expectations
based on experience to inform the next
decision journey.

Figure 4: The Consumer Decision Journey (cf. Court et al. 2009).

The four stages of the Consumer Decision Journey are: (1) consider, (2) evaluate,
(3) buy, and (d) enjoy, advocate, bond. In 2013, Hudson and Thal examined the
consumer decision journey of tourists in more detail, analyzing how social media

can influence the process at the four stages (cf. Hudson/Thal 2013).

Stage 1 — Consideration: The first phase is the consideration phase. In this phase,
the potential customer realizes that he or she wants to buy a product or service.
However, he or she does not yet make a conscious decision, but already filters
strongly between brands. Among other things, advertising — some of which is
perceived unconsciously — and previous experience with brands play a major role
(cf. Court et al. 2009). Social media are important platforms for travel companies
and destinations to raise awareness about their products. According to a survey
about finding inspiration for vacation travel, almost 40 % of the respondents got their

inspiration from consuming social media content (cf. Statista 2020). Hence,
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according to Hudson and Thal, at this phase it is particularly important for tourism
companies or destinations to have a strong brand presence in social media and a
high brand awareness in order to be perceived as an option by potential customers
(cf. Hudson/Thal 2013, p. 157).

Stage 2 — Evaluation: In the next phase, the consumer rates the different brands
and offers. For this purpose, they actively search for additional information that
contribute to the evaluation process (cf. Court et al. 2009). In addition to the general
information provided by the company, ratings and content of other consumers also
play an increasingly important role during this phase. According to Hudson and Thal
(2013), companies are no longer seen as the sole experts on the features or the
quality of brands and products, it is also the people who already used these
products. Within the tourism industry, online reviews on social networks such as
TripAdvisor are highly valued (cf. Hudson/Thal 2013, p. 157f.).

George (2021) also emphasizes the importance of user-generated content as a
source of information in tourism marketing. Vacations and trips are intangible
products. That is, unlike buying a car, the potential tourist cannot see, touch, or test
drive the trip. Therefore, the evaluation and decision-making phase of a vacation
also involves a risk, since the vacationer does not know in advance whether the trip
is really as described and as expected. Vacationers therefore tend to base their
decisions on word-of-mouth recommendations derived from the experiences of

other people (cf. George 2021, p. 36f.).

Stage 3 - Moment of purchase: After having evaluated the products in
consideration, the moment of purchase phase follows. At this point, the barrier for
the consumer needs to be as low as possible, as even minimal obstacles can lead
to a different purchase decision due to numerous alternative offers (cf.
Lemon/Verhoef 2016, p. 8). In tourism, purchases are often made via online
channels. In the early second decade of the 215t century, tourism accounted for
approximately one-third of the global e-commerce activity (cf. Hudson/Thal 2013,
p. 157f.). According to Fotis (2012), social media has a vast influence on the final
decision regarding the choice of a destination (cf. Fotis et al. 2012, p. 13-15).
Therefore, it is important for the travel provider to offer the potential vacationer a
seamless buying experience in the purchase phase through omnichannel

marketing. Omnichannel marketing is achieved by connecting multiple platforms
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completely. The aim is to enable customers to directly proceed from the inspiration
phase to the purchase phase with just a few clicks. Furthermore, it is important that
customer communication is made possible across all channels to further optimize
the buying experience (cf. Hu/Olivieri 2020, p. 49-53).

Stage 4 — Experience, Advocate and Bond: This phase defines what happens
after the purchase. Even if the customer has already decided to buy a product, the
marketer's work is not completed. The experience that the customer has with the
product after the purchase shapes the opinion for every further decision and sets
the foundation for long-term customer relationships (cf. Court et al. 2009). In this
phase, customers share their own experiences on social media in the form of posts,
ratings, comments or images. The evaluation of the purchased product can be both
positive and negative (cf. Guerreiro/Viegas 2019, p. 244). Word-of-mouth from
customers is central in the customer decision journey, as this positive or negative
feedback provided by the customer influences other potential customers in their
evaluation phase. This results in a cycle. In addition, negative feedback can
contribute to the improvement of the product or service provided by the company
(cf. Court et al. 2009).

In their analysis of the consumer journey in tourism, Hudson and Thal (2013)
recommend a clear focus on the influence of social media in the various phases.
Considering that especially positive word-of-mouth strongly influences decision-
making in tourism, it is essential for companies to consistently interact with their
customers via social media in order to promote this positive engagement.
Furthermore, such engagement with customers can help to further build brand
longevity and strength, enhance a company's own performance through feedback
analysis, and also attract new customers in their evaluation phase through positive
word-of-mouth (cf. Hudson/Thal 2013, p. 157-159).

3.3.2 Objectives of Social Media Marketing for tourism companies

However, apart from accompanying vacationers through the various stages of their
Consumer Decision Journey and helping the company stay in close contact with its
customers, social media are also a powerful tool to achieve further goals (cf.
Kreutzer 2020, p. 23-25).
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Generating website traffic and increasing conversions: Online content has
replaced travel catalogs, flyers, and vacation brochures. For tourism companies,
digital content on social platforms is therefore indispensable for attracting new
customers to their own offerings (cf. George 2021, p. 375). Social Media Marketing
encourages the use of social media platforms to engage with audiences, increase

brand sales, and generate website traffic (cf. Teo et al. 2021, p. 5).

Therefore, a well-placed link to the company's website in one or more social media
services can lead to a higher volume of visitors to the website (cf. Grabs et al. 2017,
p. 31). Website traffic originating from online content can, in the best case, be
converted into customers deciding to book a trip or visit a destination through well-
placed call-to-actions (George 2021, p. 376-380).

Generating customer engagement: The Web 2.0, and with it social media, have
changed the way companies communicate with their customers on the Internet. We
have gone from one-way communication, primarily aimed at passing on information,
to two-way communication, intended to create long-term relationships and customer
engagement (cf. Minazzi 2015, p. 88). According to Chaffey and Smith (2017), a
customer with little or no interest in a product is less likely to engage with or become
emotionally connected to the brand. However, if a customer is very interested in a
product, they are likely to become more emotionally attached to the brand. For a
company, it is particularly important to know what a person's opinion, affinity or
mood towards a brand is. This often manifests itself through repeat visits to
platforms, product reviews, and recommendation rates (cf. Chaffey/Smith 2017,
p. 144).

A company's ability to engage consumers can have several positive effects on the
business. Engaged customers are more likely to participate in the community, are
generally more satisfied, and show more trust and commitment (cf. Wirtz et al. 2013,
p. 228-231). According to Minazzi (2015), customers who feel included by the
company are also more likely to like, share, or create content about the company
themselves. As mentioned earlier, user-generated content is particularly important
in tourism to reach potential customers, as it is perceived to be more credible than

content published by the company (cf. Minazzi 2015, p. 89-95).

20



Targeting: As already stated, social media also allows companies to target
advertising in the form of paid media. In this context, the targeting function is
particularly important. It enables a precise target group to be selected on the basis
of criteria such as location, age, gender and interests. In this way, scattering loss is

minimized considerably (cf. Kreutzer 2020, p. 72).

Employer branding: The Corona crisis has also left its mark on the internal
resources of tourism companies over the past two years. According to a survey
conducted by the consulting firm Deloitte (2021), 84 % of lodging establishments
and almost one-third of hospitality and travel companies are currently looking for
employees (cf. Deloitte 2021). Social media offers companies a great opportunity to
present themselves as an attractive employer and to communicate the
corresponding attractiveness factors authentically and in a way that is appropriate
for the target group (cf. Barmann 2012, p. 20-22). However, applicants also use
social media to get to know their potential employer. According to a BITKOM study
from 2018, one in three Internet users obtain information about a potential employer

from the Internet in advance (cf. Bitkom 2018).

3.3.3 Risks arising from social media for companies

Unfortunately, the use of social media does not only involve beneficial aspects for

companies. The use of social media can also bear potential risks for the company.

Negative word-of-mouth: User-generated content on social media is usually
written by customers who already used a product or service. Therefore, such
content is subjective and reflects the consumer's experience. This can include both
positive and negative experiences. Due to possible decontextualization and the
anonymity of users, there is a risk of intentional manipulation of online reviews,

which can originate from customers or even competitors (cf. Minazzi 2015, p. 26f.).

Insufficient know-how and lack of strategy: An additional risk which is often
underestimated involves the need for appropriate expertise and a concrete social
media strategy. Companies tend to establish social media in their marketing plan
without specific target formulation and conception. This leads to uneconomical use
of the various channels and high costs without advertising success. Furthermore,

this problem can also lead to a loss of image for the corporate brand, as the social
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media applications are neither accepted by the company's own employees nor by
the environment, meaning customers or business partners (cf. Gabriel/Rohrs 2017,
p. 83).

Other risks that companies might face when adopting social media as an advertising

channel include the following (cf. Statista 2014):

e incorrect implementation of measures,

¢ insufficient interdepartmental cooperation internally,

e not enough personnel, time and budgetary resources,
e lack of awareness of the target group,

e privacy issues.
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4 Brand Awareness

After gaining insight into the niche and social media, the fourth chapter of this thesis
defines the term brand awareness in more detail. To ensure this, the chapter begins
with a general explanation of brands and their characteristics. This is followed by an
elaboration of intangible brands in the service sector. Subsequently, the different
types of brand awareness and their advantages are discussed. The chapter

concludes with brand awareness in social media and how it can be measured.

4.1. Brand characteristics

Kotler (2017) defines the term brand as a name, symbol, sign, specific design, or
combination of these, to identify and distinguish a provider's product or service from
those of competitors (cf. Kotler et al. 2017, p. 384). A brand establishes itself over
a longer period of time through various marketing measures of a company (cf.
Baumgarth 2014, p. 55). Brands fulfil a variety of functions for both consumers and

companies.
4.1.1. Functions of brands

Functions for the consumer: A brand functions as an instrument to set consumer
expectations and minimize risks. The risk perceived by the consumer may be
economic and relate to the prive, they may be functional and relate to the
performance of the product or service, but they may also be experiental,
psychological or social and relate to the social image of the consumer (cf. Kapferer
2012, p. 9). Therefore, a consumer who always chooses a certain brand receives
the same, already expected quality when purchasing and reduces the mentioned

risks to a minimum.

This attitude originates from the fact that consumers learn from previous
experiences with products and the associated marketing activities whether a brand
satisfies their needs or not. Given the fast pace of everyday life, a brand’s ability to
simplify purchase decisions and reduce potential risks is becoming increasingly
important in the customer decision-making process (cf. Kotler et al. 2017, p. 385). If
such a bond is created between the brand and the consumer, this leads to an

increase in sales and the creation of preferences regarding the service offering. By
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using a brand, the consumer expresses their personality. Hence, the brand fulfills
both a functional benefit and a prestige function. The consumer transfers various
attributes of a brand to themselves and communicate their own personality to the

public. As a result, the customer identifies with the brand (cf. Burmann et al. 2012,
p. 2).

Functions for the company: Brands act as an information tool for companies to
connect with their customers. Therefore, a brand fulfills a communication function.
The company's goal is to build consumer preference. Once the preference for a
brand is strong enough, the customer builds an emotional bond. This results in the
brand being bought again and recommended to others. These functions serve to
increase the brand awareness. If the company succeeds in building a strong brand
awareness, it can use it to gain an advantage over the competition. Strongly
established brands can usually protect themselves from market fluctuations or other
influences in this way (cf. Schmidt/Vest 2010, p. 45). In addition, trademarks provide
the company with legal protection for unique product features or aspects. A brand
can be protected by registering it in the trademark register (cf. Kotler et al. 2017,
p. 385).

4.1.2 Service brands

As in the markets for tangible products, service companies, like tourist offices, hotels
or hairdressers, also need to develop strong brands in order to position themselves
successfully in their target markets (cf. Kotler et al. 2016, p. 443). However, services
are fundamentally different from physical goods. A good is defined as an "object,"
while a service is an "act, performance or action”. Specific characteristics of services
are, for example, intangibility, heterogeneity, inseparability of production and

consumption, and impermanence (cf. Brady et al. 2005, p. 402f.).

Intangibility of a service means that it is not tangible for the customer and thus
cannot be touched, seen, felt or heard before purchase. As already mentioned in
Chapter 3.3, this characteristic causes greater uncertainty in the purchasing process
than tangible products. Hence, the customer searches more intensively for further
information about the company and the quality of the service (cf. Kotler et al. 2016,
p. 439). Therefore, there are fewer cues for customers to purchase services than

there are for tangible goods. According to Brady (2005), establishing an appropriate
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image for service products and building strong brands is essential to reduce the
consumer purchase risk. The choice of the brand name and the use of concrete
images and signs are decisive factors in this process to make the service as tangible
as possible (cf. Brady et al. 2005, p. 402f.).

The characteristic of heterogeneity arises due to the fact that for services, the
involvement of a large number of people leads to differences in quality. Thus, the
quality of the service relies on the person performing it and where, when, and in
which way it is provided (cf. Kotler et al. 2016, p. 440).

Tangible goods are produced, stored, sold and ultimately used or consumed by
customers. Services, on the other hand, are sold in an initial step and then created
and used at the same location. As a result, production and consumption are
inseparably linked. Therefore, both the service provider and the user contribute to
the success or failure of the service (cf. Kotler et al. 2016, p. 440). As mentioned
with the functionalities of a brand, the brand also helps to suggest a certain level of
quality of a product or service. In connection with the feature of services, however,
the function of quality assurance is not excluded. As explained above, in the course
of a service, the customer is integrated into the service creation process.
Accordingly, the service result as well as its quality is highly dependent on the
customer's ability and willingness to integrate, which will be low if the customer feels
too much uncertainty about the quality of the expected result (cf.
Tomaczak/Brockdorff 2000, p. 492).

The fourth characteristic of a service is its perishability, implying that services may
not be stored for future selling or consumption. Moreover, this is why many service
companies attempt to match supply and demand when setting prices. For example,
destinations usually charge lower prices in the low season than in the high season
(cf. Kotler et al. 2016, p. 440f.).

Due to these characteristics of services, certain instruments and measures are
required which, on the one hand, give the customer security and confidence in the
service and, on the other hand, enable the company to differentiate its own offering
from that of its competitors. A strong brand can make a significant contribution to

overcome these problems (cf. Tomczak/Brockdorff 2000, p. 490).
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4.1.3 Brand equity

Thus, brands are more than just words, signs or symbols. They represent an
important element in the relationship between customers and companies and
symbolize performance, perceptions and feelings about products or services. A
brand's objective is to generate consumer preference and loyalty. In this respect,
the various brands on the market differ from one another, particularly with regard to
the two important components brand equity and brand awareness (cf. Kotler et al.
2016, p. 455). Before addressing the topic of brand awareness in more detail in the
chapters 4.2 to 4.5, a breakdown of the aspect of brand equity will be provided in

the following.

Brand equity refers to the value of a product associated with a particular brand
name. This value is derived from a direct comparison with an identical product and
shows how much more the sale of the branded product brings in on the market than

the comparable product (cf. Gartner 2014, p. 1).

The United States marketing and communications firm Young & Rubicam
developed a model for defining brand equity that measures value on the basis of

four non-monetary dimensions (cf. BAVGroup n. d.):

Differentiation indicates the perceived distinctiveness of the brand and its ability to

distinguish itself from the competition.

Relevance reflects the market power of the brand by measuring the perceived
importance and personal relevance associated with the brand, and how the brand

meets the needs of customers.

Knowledge means the depth of knowledge people have about a brand — including
both positive and negative information — and the strength of the consumers'

emotional attachment to the brand.

Reputation is about how the brand is perceived in the public, be it high-quality or
low-quality, high-priced or low-priced. This item serves as a measure of a brand's
esteem and how well it delivers on its promises. It leads to trial and commitment (cf.
BAVGroup n. d.).
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Therefore, brand equity is considered to be high, if the brand achieves a good score
in all four dimensions. For a company, high brand equity creates fundamental
competitive advantages. When brand equity is high, consumers may not only be
positively attracted to the brand, but also more accepting of brand extensions, less
sensitive to price increases and reductions in promotional support. In addition,
customers tend to be more willing to actively seek brands in a new distribution

channel when the brand equity is high (cf. Keller/Swaminathan 2019, p. 43).

To maintain the strength and value of a brand, a company need to preserve the
quality of the brand. This requires the development of strategies to keep the brand
in the minds of customers in terms of quality and benefits and improve that status.
However, in order to focus on and improve these factors as a company, it is first and
foremost necessary to increase brand awareness (cf. Kotler et al. 2016, p. 455-457),

which will now be examined in more detail in the following Chapter.

4.2 Definition of brand awareness

Brand awareness measures the extent to which a brand is remembered in different
situations or under different circumstances. However, brand awareness implies
much more than customers knowing the brand name and perhaps even recognizing
it. Brand awareness also means that the brand name, symbol or graphic that makes
up the brand is linked to certain associations in memory and customers know which
of their needs the brand should satisfy with these products (cf. Keller/Swaminathan
2019, p. 55-58). Additionally, brand awareness has a major impact on consumer
decision making. It is of great importance that consumers think of a brand when
deciding on a purchase within a product or service category (cf. Dennhardt 2014,
p. 97).

Shrimp (2010) also emphasizes the importance of brand awareness for a company.
The creation of a strong brand, that offers a company numerous strategic
advantages, starts with the creation of brand knowledge. This means that if
customers do not know that a brand exists, the brand does not have any (financial)
value for the company (cf. Shrimp 2010). Brand awareness is created through all
touchpoints a customer has with the brand. This can be through traditional
advertising, sales promotion or public relations, but also through online marketing
activities, such as social media marketing (cf. Dennhardt 2014, p. 97f.).
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Types of brand awareness

Brand awareness can be divided into two key dimensions - depth and breadth.
The depth of brand awareness addresses how easily customers can recognize or
recall the brand. The breadth of brand awareness addresses the range of buying
and consumption situations in which the brand crosses the mind. Ideally, a brand
should have both a high depth of awareness and a high breadth of awareness. In
other words, the customer always thinks of the brand when shopping within the
product or service category in a variety of purchasing situations (cf. Esch 2019,
p. 1409-1412).

Keller and Swaminathan (2019) also place a special focus on the differences
between the two aspects brand recognition and brand recall and describe them
as essential components of brand awareness (cf. Keller/Swaminathan 2019,
p. 48-50).

Brand recognition: Brand recognition relies on the consumers' ability to have
noticed a brand before when the brand is given to them as a cue (cf.
Keller/Swaminathan 2019, p. 49). An example would be a typical grocery shopping
trip. If a person stands between the shelves of a supermarket and buys toothpaste,
detergent and shampoo, they will decide on a particular brand when looking at the
brands (cf. Rosenbaum-Elliott et al. 2015, p. 136). Therefore, a prerequisite for
brand recognition is that consumers can correctly identify the brand as one they
have seen or heard before (cf. Keller/Swaminathan 2019, p. 49). Brand recognition,
also referred to as supported brand awareness, results from the visibility of the
brand and is generated by marketing activities in the form of advertising and other

promotions (cf. Rosenbaum-Elliott et al. 2015, p. 136).

Brand recall: Brand recall refers to the consumers' ability to remember a brand
when they are given a product category, a fulfilment of a need, or a usage and
purchase situation as a point of reference (cf. Keller/Swaminathan 2019, p. 49). An
example would be a visit to a restaurant. When ordering a drink, the waiter or the
waitress asks the guest for their favorite beer. The guest names a brand, which they
retrieve from their memory using the so-called Consideration Set (cf. Rosenbaum-

Elliott et al. 2015, p. 137). The Consideration Set includes a selection of brands, a
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customer thinks of when they come into contact with a certain product or service
category (cf. Dennhardt 2014, p. 97).

Therefore, brand recall requires that consumers can correctly recall the particular
brand from memory when they think of the product or service category (cf.
Keller/'Swaminathan 2019, p. 49). Hence, if in marketing, the recall is the goal of
communication for brand awareness, advertising should repeat the brand name,
symbol or sign of the brand as often as possible. In this regard, the importance is
that the brand is directly associated with the category need of the consumer. This
establishes a connection in the mind between the need and the brand, ensuring that
the brand is remembered when the need arises in real life (cf. Rosenbaum-Elliott et
al. 2015, p. 137).

According to Keller's (2019) analysis, consumers generally find it easier to recognize
a brand than to recall it from memory. The reason for this is that people generally
find it easier to categorize information when confronted with it. Nevertheless, the
more important of the two factors of brand awareness for a company in terms of
marketing depends on the situation in which a customer has to decide on a brand.
Hence, when the consumer is in a supermarket or directly confronted with different
brands of a product category, the recognition value is more important for the

company when designing marketing activities (cf. Keller/Swaminathan 2019, p. 49).

If, on the other hand, the purchase decision is made in a situation where the
customer is not directly confronted with different brands, i.e., outside a shop, it is
probably more important that the customer can recall the brand from memory,
therefore brand recall. Consequently, when buying services such as vacations,
massages or even when choosing an insurance advisor, as well as when buying
online brands, brand recall is considered to be particularly important. Consumers
have to actively search for brands in these situations and should therefore be able
to recall them directly from memory when needed (cf. Keller/Swaminathan 2019,
p. 49).
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4.3 Advantages of brand awareness

Kapferer (2012) defines a strong brand as one that has a certain amount of power
on the market and consequently the ability to influence, regardless of whether the
target audience is customers, investors or competitors. In order to achieve this goal,
it is particularly important to increase brand awareness and thus to communicate
the brand sufficiently (cf. Kapferer 2012, p. 9). In addition, a widely recognized brand

with high brand awareness is even more advantageous for companies.

Top of Mind: The highest level of brand awareness is “Top of Mind Awareness”.
This means that a customer can name a specific brand without any supporting
information in their memory. Accordingly, the customer will think of their top-of-mind
brand first when making a purchase in the respective product category, which in

turn contributes to strong customer loyalty (cf. Hakala et al. 2012, p. 440-442).

Increasing customer loyalty: As already mentioned, brand awareness plays an
essential role in establishing a brand in the minds of customers (cf.
Keller/Swaminathan 2019, p. 49f.). Since customers make their purchase decisions
based on knowledge, awareness or positive experiences with a particular brand,
high brand awareness leads to repeat purchases of the brand. Consequently, this
also means that the customer is satisfied with the quality of the brand and therefore
shows loyalty towards the brand when deciding on the next purchase. By focusing
on brand awareness, it is possible for a company to also build strong customer
loyalty (cf. Alkhawaldeh et al. 2017, p. 38-40).

Competitive advantage: A high degree of brand awareness is associated with
great added value for a company on the market, as brands distinguish products that
satisfy the same needs (cf. Gheorghe/Munteanu 2017, p. 299-301). Thus, a strongly
established brand has an advantage over competitors in the same product or
service category. In addition, a solid brand presence also makes a brand less
vulnerable to competitors’ marketing efforts (cf. Keller/Swaminathan 2019,
p. 761-763).

As mentioned in Chapter 4.1.2, high brand awareness also contributes significantly

to the brand equity of the company. This was also proven in a 2015 study on the
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effects of brand awareness and brand loyalty on brand equity (cf. Asif et al. 2015,
p. 68-71).

4.4 Brand awareness and social media

Social media platforms are not only useful when wanting to connect and
communicate with friends, but also offer new opportunities for businesses with their
unique interactive and communicative capabilities, as described in Chapter 3.3.1.
Since social media platforms have become an important business tool, consumers
rely more than ever on social media when making purchasing decisions. For this
reason, social media can also be used by companies to significantly increase the
brand awareness of their products (cf. Barreda et al. 2015, p. 1). According to
Dedeoglu (2020), the Internet and social media have established themselves as two
of the most important communication channels influencing customers' brand

awareness (cf. Dedeoglu et al. 2020, p. 34).

As Tritama and Tarigan (2016) stated, corporate advertising on social media
influences the public perception of a product (cf. Tritama/Tarigan 2016, p. 11).
People often learn about new brands because a friend mentioned them on social
media, so businesses use social referrals as a way to be found by new prospects
(cf. Mosley 2019). Therefore, it is not surprising that increasing brand awareness is
the top priority for 80 % of the respondents according to a survey by the US software
developer Sprout Social on the social media marketing goals of companies (cf.
Sprout Social 2018).

According to Barreda (2015), the opportunity to increase brand awareness and build
strong brand consciousness through social media is particularly useful for tourism
businesses such as travel companies or destinations (cf. Barreda et al. 2015, p. 2f.).
As the number of tourism products and services continues to increase, it is
necessary for a destination to also strengthen its own branding activities in order to
differentiate its products and services from those of other competing destinations
(cf. Dedeoglu et al. 2020, p. 34). In order for travelers to use the services of a travel
company or choose a vacation destination, they first need to learn about the travel

company/destination (cf. Barreda et al. 2015, p. 2f.).
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Since the risk factor for the customer is particularly high when purchasing service
brands, additional information and word-of-mouth propaganda are important for the
customer in the decision-making process (cf. Minazzi 2015, p. 25f.). The importance
attributed to word-of-mouth and customer generated content could act as a driving
force to increase awareness by providing users with additional information
(Dedeoglu et al. 2020, p. 36).

On average, a post or shared post on social media reaches 35 % of the users’
friends and acquaintances. As user-generated content is often more trustworthy for
the user than content created by the company itself, social media has a great impact
on spreading information and increasing brand awareness. Hence, social media
offers marketers and tour operators the opportunity to increase their brand
awareness and generate word-of-mouth at the same time. For this reason, it is
particularly important to create and publish content that is of interest to users and
therefore likely to be shared. Another crucial factor is that the company's brand is
communicated clearly and consistently so that users remember and recognize it,
even if it is not shared by the company itself but by friends or acquaintances (cf.
Barreda et al. 2015, p. 2-9).

4.5 Measurement and controlling of brand awareness on social

media

As discussed above, social media are optimal channels to increase the brand
awareness of products or services. However, there is often a lack of control over
the marketing measures, which leads to a loss of budget for companies. In this
context, Grabs (2017) emphasized the importance of key performance indicators
(KPIs). These KPIs represent measurable values that indicate how effectively a
company achieves its business objectives. KPIs are particularly suitable in online
marketing to measure the success of an activity or marketing campaign. The more
precisely these goals and thus, the KPIs are defined, the better the company can

assess the success of its activities (cf. Grabs et al. 2017, p. 74-77).
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According to a Canadian software developer who is specialised in tracking social
media activity, there are several KPIs that can be used to measure a company's

brand awareness (cf. Keyhole 2020):

Impressions: The total number of content views on social media, in other words,
the number of people who have been exposed to the company, the brand, including
repeat views (cf. Keyhole 2020). For example, impressions on Facebook would be
measured by how often the product or brand appears on the users' screens. If a
Facebook user scrolls past an ad and then scrolls back to that ad, this counts as
one impression. If this user again comes into contact with this company's ad within

the next 24 hours, this counts as two impressions (cf. Carmicheal 2019).

Reach: Reach refers to a company's ability to reach its desired target audience on
social media through paid as well as organic means. These include posts, activities
such as recommendations, reactions, comments, shares and ads, as well as the
company's general social media page (cf. Butow et al. 2020, p. 323). A growing
organic reach means that the number of people reached through followers or shares
increases (cf. Keyhole 2020). The main difference between Reach and Impressions
is that Reach is unique, which means that double views are not counted (cf. Butow
et al. 2020, p. 323). Companies can measure reach using metrics such as web traffic
and followers/fans. The web traffic demonstrates exactly how many users were

drawn to the company's website through social media activities (cf. Chen 2021).

Engagement: The engagement rate is a metric used to evaluate the average
number of interactions users have with a product, company or brand (cf. Keyhole
2020). According to Chen (2021), engagement is a critical metric for a brand's online
success and is therefore important to consider when implementing and executing a
social media strategy (cf. Chen 2021). Engagement includes all interactions that a
user has with the brand and the content. These are active followers who like, share
or comment on the company's content (cf. Bendle et al. 2020, p. 325-352; Kreutzer
2020, p. 98-102):
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e Likes are the number of people who favored a post, a website or an
organization itself on social media. Based the likes, a company can evaluate
what kind of content is particularly well received by the desired target group.

e Comments: According to Bendle (2020), comments are a much more active
reaction than likes. Users create an active comment that relates to the
company's content and therefore engage with the company much more than
with a like.

e Shares: Sharing means that a user shares web content on a social network
and thus makes it visible to their followers and subscribers. Shares are
particularly valuable for companies as the users themselves spread the
brand message. Thus, a company's brand awareness can be increased if
they use their existing audience to share content.

e Active followers: Friends or followers is a simple metric that shows how many
people are actively connected to an organization on social media. Having a
significant number of followers or friends indicates an active interest in the
content offered. Therefore, a high number of followers of a brand is a sign of

a strong brand with a broad customer base.

Share of voice: This KPI shows the proportion of one's own presence in the target
group compared to competitors (cf. Keyhole 2020). In other words, the share of
voice identifies the advertising presence which a product or a particular brand
generates. In this way, companies can assess whether their brand is able to assert
itself on the market and whether the advertising strength of this brand is high
compared to the overall market. The share of voice can be calculated with two
methods. It can either be a brand's ad spend divided by its total ad spend in the
marketplace. Alternatively, share of voice could be calculated based on the brand's
share of GRPs, impressions, effective reach, or related metrics (cf. Bendle et al.
2020, p. 317-319).
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5 The Communication Concept

The following chapter provides a discussion of the communication concept. Initially,
an insight into the communication process is given and the various actors and
factors in this process are described in more detail. In addition, a closer explanation
of the digital communication process is given. This introduction is followed by the
definition and possible areas of application of a communication concept. The
chapter concludes with a breakdown of the various elements of the communication

concept.
5.1 The communication process

According to the Austrian philosopher, psychotherapist and scientist Paul
Watzlawick (1969), one cannot not communicate (cf. Watzlawick/Beavin/Jackson
1969, p. 53). However, this realization does not only apply to interpersonal
interaction. Due to today's highly networked environment, companies are also
required more than ever to interact and communicate with their environment and,
above all, with their customers (cf. Salzer 2011, p. 1-3). Every form of customer
contact, such as the launch of a new product, the communication of a brand or the
announcement of an event, conveys an image of the company to the public.
According to Bak (2016), communication with customers and the resulting
communication success is influenced by various factors. On the one hand, the
factors are on the side of the sender; on the other hand, they are also on the side of
the recipient. Further influences such as time, location or characteristics can also

have a significant impact on communication (cf. Bak 2016, p. 3).

Sender Message Recipient

[ Medium J
Context

Figure 5: Basic communication model (based on Bak 2016, p. 3).
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As can be seen in Figure 6, communication is a process. The sender uses a medium
to communicate a message to a receiver in a specific context. When the message
reaches the receiver and is understood as intended by the sender, this process can
be called successful communication. However, as mentioned earlier, successful
communication depends on many factors that influence the individual elements of
said process (cf. Bak 2016, p. 3).

The sender is the factor in the communicative framework that is the origin of the
messages sent with the aim of communicating something (cf. Burkhart 2019,
p. 63-65). It is of considerable importance for the understanding, attention, and
ultimately the evaluation of a message, by whom the message is sent. To what
extent the sender appears competent and trustworthy influences the quality of the
message. Thus, when someone is presented with a message, their expectations of
the sender's trustworthiness are also checked. In the case of companies, this
evaluation concerns the image the company has in the public eye. This constant
evaluation process should also be considered by the sender. In order to ensure that
the success of communication can be controlled and planned, the sender must be
aware of their image to meet expectations. The more conscious the sender is of
their image, the better they can assess and influence the effect of their

communication (cf. Bak 2016, p. 3-5).

The message, the object of communication, describes the content that the sender
wants to convey to the receiver. According to Schulz von Thun (2010),
communication breakdowns can occur when the sender and receiver interpret
certain aspects of the message differently (cf. Schulz von Thun 2010, p. 3-6).
Therefore, the more explicit and unambiguous a message is, the better the chance
that it will be understood correctly. According to Bak (2016), incongruent messages
often occur when the sender has no concrete image of themselves. In addition, a
message must match the recipient's reception skills and competencies as well as
the previously sent messages in order to convey a clear image of the company (cf.
Bak 2016, p. 5).
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The medium refers to communication channels that transport or convey auditory,
visual, and audiovisual messages (cf. Burkhart 2019, p. 40-43). A medium is
additionally characterized by the fact that it is perceived as inseparable from the
message. Hence, it is of importance that medium and message are compatible with
each other. An example of incongruity would be a serious message in a humorous
environment. Therefore, for companies to achieve a sustainable communication

success, it is essential to analyze and evaluate media in detail (cf. Bak 2016, p. 5f.).

The recipient is the term used to describe the individual who receives or consumes
a message conveyed by the media (cf. Burkhart 2019, p. 64). It is important to
understand that it is up to the recipient how the message is received and
understood. One and the same message can be received differently depending on
the situation, emotional state or other external factors. Even the selection of different
messages depends on these factors. For example, if a need is unsatisfied, the
receiver tends to absorb messages more easily that are associated with the
satisfaction of the need. Therefore, information that is relevant to the recipient's
current state will be preferred. For this reason, companies need to consider the
current state of mind of the target group when formulating and sending messages
(cf. Bak 2016, p. 6).

Contextual conditions or external framework conditions further influence the
communication process. Such factors as the time of day, the season, the weather,
or even the location of the people involved have a strong influence on how a
message is perceived and evaluated. In addition to the factors mentioned above,
there are also legal, social and economic drivers. These can not only be current

trends, but also communication taboos (cf. Bak 2016, p. 6f.).

5.1.1 The digital communication process

The sender-receiver model shown in Figure 6 is a classic communication model that
still forms the basis of current communication theories (cf. Godat/Czerny 2020).
According to Burkart (2019), in the era of Internet-based communication
technologies such as social media, communication is still a process, but the roles of
the medium, sender, and the receiver have changed. The on-demand switching of
communicative roles has become easier than ever before (cf. Burkart 2019, p. 427).

This change of roles creates the opportunity for the formerly alternating process of
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sending and receiving to develop into a process that all participants shape together
and interact with each other (cf. Godat/Czerny 2020).

Recipient
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Figure 6: Digital Communication Process (based on Burcher 2012, p. 18).

5.1.2 Sender 2.0

In the interactive network, the sender can still act in their classic role, in other words,
create and publish messages. However, in these interactive and collaborative
networks, such as social media platforms, the sender has to expect reactions or
feedback (posts) from users. These can be quantitative, meaning large numbers, or
qualitative, ranging from approval to criticism and even to so-called shitstorms. As
a result, the feedback that the sender receives online is hardly comparable with the
feedback in the offline world (cf. Burkart 2019, p. 429).

5.1.3 Recipient 2.0

As outlined before, the recipient can also take on their classic role and thus act as
the receiver of a message. In the interactive digital network, however, they now also
have the opportunity to directly comment on the transmitted messages and to
disseminate them themselves within their community (cf. Burkart 2019, p. 429). As
a result, customers, as the recipients of a message, can become senders with
respect to the company and, above all, towards other customers, which in turn
become the senders of messages. This electronic "word-of-mouth-communication”

allows virtual communities to emerge (cf. Zanger 2014, p. 4).
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5.2 Definition of a communication concept

The communication concept forms the core of communication planning in a
company. In this concept, a variety of strategic and creative approaches are
combined to develop a communication policy solution, including the planning of
instruments and resources (cf. Schmidbauer/Knddler-Bunte 2004, p. 13). A
communication concept therefore defines the foundation for communication
between a company and its customers and aims to inform them about a brand, an
event or a product. Since promotional communication, in contrast to direct
communication, involves many uncertainties and imponderables such as spatial
distance, misunderstandings or discrepancies in time, it is beneficial to define a
strategic communication that indicates predefined and standardized framework
conditions (cf. Bak 2016, p. 1f.).

The objective of the concept is to develop a strategy and a plan that summarizes
the framework conditions, possibilities, concrete goals, but also arguments, target
groups and design specifications of communication measures for a company. In
addition, the concept should provide information and mandatory guidelines for the
individual communication steps for everyone involved in the organization. In
summary, a communication concept can be defined as a written plan on the basis
of which communication is carried out with a defined group of people over a longer
period of time on a specific topic in a specific way and via defined media (cf. Bak
2016, p. 1f.). According to Schmidbauer and Knoddler-Bunte (2004), the
communication concept is therefore the strategic gateway between the
communication problem and the problem solution. Besides the main objective of
solving the task and the associated communication problem of the client as
effectively and efficiently as possible, a communication concept has other positive

aspects, such as

e establishing strategic pathways and network for communication,

¢ identifying situation-specific, manageable communication solutions,

e elaborating, comparing and evaluating concrete options for action to consider
human and financial resources and optimize their use,

e preparing and structuring decision-making processes,
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e and avoiding or minimizing risks (cf. Schmidbauer/Knodler-Bunte 2004,
p. 13-15).

5.3 Application of the communication concept

As described in Chapter 5.1, communication for companies, products and also
between people is a permanent process that constantly needs to be guided into the
right direction in order to be successful. A communication concept acts as an
important navigation tool in this process. Following Schmidbauer and Knddler-Bunte
(2004), a communication concept can be applied to two general situations (cf.
Schmidbauer/Knodler-Bunte 2004, p. 13-15):

Sequential conception: The company plans and develops communication
concepts on a regular schedule. Concepts therefore represent a regulatory
mechanism that accompanies and controls all communication in this time frame.
Communications planning is generally developed and finalized by companies on an
annual basis in autumn for the following year. As a rule, communication concepts
run at strategic level with a time horizon of up to three years. At the operational level,
however, they wusually focus on the upcoming planning interval (cf.
Schmidbauer/Knodler-Bunte 2004, p. 14).

Selective conception: Concepts function as an acute measure. They represent
concrete solutions to an immediate issue in specific problem situations. Their aim is
to avert threatening dangers or to take countermeasures in the event of a crisis (cf.
Schmidbauer/Knodler-Bunte 2004, p. 14).

However, Schmidbauer and Knddler-Bunte (2004) also note that in well-organized
companies sequential and punctual communication concepts run in parallel. For
instance, communication is accompanied by long-term concepts, but at the same
time, additional project concepts are developed to avert or counteract potential
problems in a targeted manner in acute circumstances (cf. Schmidbauer/Knodler-
Bunte 2004, p. 13-15).

40



5.4 Elements of a communication concept

A properly thought-out communication concept creates the basis for successful
marketing communications. Within the framework of a concept, strategic and
creative approaches are combined to create communicative solutions using
appropriate resources and instruments. Communication concepts indicate strategic
guidelines for the development of marketing communication and bundle advertising
measures. Concepts also encompass all key phases of the planning,
implementation and controlling process. According to Schmidbauer and Knodler-
Bunte (2004), a concept serves four basic functions for companies: strategic
decision support, a practical guide that operates like an instruction manual, an
economic planning basis and, in addition, a concept also has an important
psychological function — it motivates (cf. Schmidbauer/Knddler-Bunte 2004,
p. 15-17).

A communication concept should always be individually tailored to the company and
its goals and challenges, and therefore varies in length and scope depending on the
company (cf. Bak 2016, p. 7f.). However, considering the diversity and complexity
of communication processes, it is advisable for companies to follow a structure when

planning and developing their communication concepts.

Bruhn (2016) suggests that companies follow the decision-oriented approach of
marketing, as this approach is based on a specific planning system for the sequence
of sub-decisions. Communication policy is thus subject to a planning process that
reflects the sequence of individual planning activities and the resulting sub-
decisions. As a result, the first step is an analysis of the initial situation, followed by
the definition of communication goals and the identification of relevant target groups.
In the fourth step, a communication strategy is developed based on the findings of
the previous three steps. Building on the strategy, the instruments and
measurements as well as the communication budget are determined. The decision-
oriented approach concludes with a performance review, that examines the extent
to which the intended communication goals have been achieved (cf. Bruhn et al.
2016, p. 11).
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Analysis of the Situation

Determination of Objectives

Planning of the Target Group

Communication Strategy

Instruments and Messages

Communication Budget

Communication Controlling

Figure 7:Steps of the communication concept (based on Bruhn et al., 2016, p. 12).

5.4.1 Analysis of the situation

A situation analysis lays the foundation for a well-designed concept. The analysis
collects and processes data in order to understand, penetrate and ultimately
accomplish the company's communication task. In the process, the company
fundamentally relates to the generation of data from internal and external sources
(cf. Zerfal3/Piwinger 2014, p. 613). In order to determine the necessary data, the
implementation of a SWOT analysis is recommended. Said analysis was
developed by Henry Mintzberg at the Harvard Business School in the 1960s and
provides an analytical framework for a market analysis. In this context, the analysis
aims to analyze the internal and external factors of a company. It is divided into four
sub-areas: strengths, weaknesses, opportunities and threats. Whereas the
strengths and weaknesses represent an inner analysis of the company, the
opportunities and threats focus on the analysis of market conditions (cf.
Bickhoff/Hollensen/Opresnik 2014, p. 32-35). The SWOT analysis is also a suitable
tool for analyzing a company's social media presence. It helps to examine the micro-
environment of a brand and a company as well as to develop strategic options and

suggestions for further action (cf. Brooks/Heffner/Henderson, 2014, p. 25-29).
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5.4.2 Determination of objectives

In the second phase, the communication objectives are defined. These control the
conception, implementation and also the monitoring of the communication or
advertising instruments. The communication objectives require a particularly careful
planning, since all further steps of the communication planning depend to a large
extent on their definition (cf. Bruhn et al. 2016, p. 294-296).

Communication goals are to be derived from the general, strategic corporate and
divisional goals. In marketing, objectives relate to products, pricing, sales or
advertising. In the case of advertising objectives, a distinction is also made between
economic (for example, sales) and external economic objectives (for example,
improving the brand image). In this context, communication goals determine how a
company communicates with the desired target group to achieve the defined
marketing goals. When formulating objectives, it is essential to refer to the results
of the situation analysis in the first step in order to formulate the objectives in a
credible manner with regard to the internal and external perspectives (cf. Bak 2016,
p. 29-33).

Bak (2016) further recommends a differentiation of communication goals into

cognitive, affective, and behavioral goals:

e Cognitive communication goals primarily refer to factual objectives. The
target audience should be clearly informed of what they will learn and
experience from the sender. For example, the immediate benefits of a
product or brand should be emphasized to customers.

o Affective communication goals describe all emotional messages that are
to be conveyed to the customer. How should a message be presented, and
what values and emotional aspects are particularly suitable for anchoring the
message in the target group? For example, messages that are received by
the recipient in a friendly and sympathetic manner achieve better success.

e Behavioral communication goals define specific target statements about
the behavior of the target group. These may refer to which behavior, at which
time, and over which period of time the target group should be influenced (cf.
Bak 2016, p. 31f.).

43



To ensure a viable objective definition, it is important to set qualitative and realistic
goals. Furthermore, these goals must be measurable in order to track success. To
formulate qualitative goals, the SMART approach of the economist Peter Drucker

can be used. SMART stands for the following parameters:

e Specific: The objectives shall be formulated as precisely as possible in order
to ensure that people know what they mean.

e Measurable: They shall be formulated in such a way that it is possible to see
whether they have been achieved or not, and then they also need to be
verifiable.

e Accepted: Goals must be accepted by all stakeholders and are pursued
assertively.

e Realistic: Goals are achievable with the available resources and within
market conditions.

e Timely: Goals must also have a time frame in order to achieve the required

target accuracy in the given time. (cf. Clegg et al. 2021, p. 111-113).
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5.4.3 Planning of the target group

As already explained in detail, communication itself is a process that is influenced
by many factors. No matter how comprehensible a message may appear, no matter
how clear the communication goal may be, and no matter how serious the sender
appears to be, it is ultimately the recipient alone who decides how they want to
understand the message. And how they understand the ("advertising") message
depends on numerous factors, such as their knowledge, previous experience,
personality traits, general preferences and motives, as well as numerous situational
factors such as motivation, fatigue, needs, or currently pursued goals. In order to be
able to take these factors into consideration, it is essential to have a precise
knowledge of the target group during the planning stage (cf. Bak 2016, p. 21). The

target group can be segmented on the basis of various factors:

Geographic segmentation: Geographic segmentation divides the market into
geographical units such as countries, provinces, regions, cities and even districts.
Since customers have different needs, preferences and interests depending on the
region, a general knowledge of the local climate and culture is helpful for marketing.
Companies can use this information to draw conclusions about where it makes

sense for them to sell and advertise products (cf. Kotler et al. 2017, p. 312-315).

Demographic segmentation: The market is divided into demographic segments
based on variables such as age, household size, life stage, gender, income,
employment, education, religion, generation, and social class. This is one of the
simplest and most frequently used types of market segmentation. It is based on the
fact that in many cases, demographic factors determine which products and
services customers buy, how they use them, and how much they are willing to spend
on them (cf. Kotler et al. 2017, p. 315-324).

Behavioral segmentation: Behavioral segmentation subdivides markets on the
basis of behaviors and decision patterns, for example, using criteria such as
purchase frequency, product usage, price awareness or preferred services. The
emphasis is therefore on needs, because not everyone buying a product or service
has the same needs or expects the same benefits. Occasion purchases are also a

behavioral characteristic; for example, travel may be related to work matters,
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vacations, or family reasons. Occasions can also help the company extend the use
of a product (cf. Kotler et al. 2017, p. 325f.).

Psychographic segmentation: With psychographic segmentation, the
psychological aspects of consumer behavior are considered. Markets are divided
according to lifestyle, character and personality traits, values, opinions, and
interests (cf. Kotler et al. 2017, p. 325).

In order to focus on the right target group within communication concepts, the
following principle applies: The more comprehensively the target group can be
experienced and the more empathetically one can empathize with the target group,
the higher the chances for a successful communication and advertising approach.
It is therefore advisable for companies to imagine typical people from the target
group in all areas of life as accurately and actively as possible. This helps to identify
the reality of customers' lives and to also make customers' preferences tangible.
These imagined people help to segment the target group into subgroups that are as
homogeneous as possible on the basis of relevant characteristics, and thus to help

create a target group profile (cf. Bak 2016, p. 21-23).

5.4.4 Communication strategy

A communication strategy provides a binding framework of action by specifying how
the central objective of communication is to be realized. In this way, effective long-
term decisions are made about the object of communication, the target groups, the
media used, the spatial distribution and the time span. The central task is to
elaborate a coherent and innovative approach from the multitude of options for
action (cf. Bruhn et al. 2016, p. 327).

The development of a strategy represents a central element in the planning process
of market communication. As competition increases, it is becoming more and more
difficult for companies to stand out from the competitive environment. The explosion
of brands, media and communications is increasingly encountering receptive
consumers whose ability to absorb and process information is limited. The strategic
orientation of communicative activities is therefore an essential aspect for a
company to achieve long-term brand awareness and brand value of its own brand

in the minds of customers (cf. Bruhn et al. 2016, p. 238f.).
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If the objective of the company's market communication is the successful
establishment of the brand in the minds of the desired target audience, it is essential
to choose a long-term strategy when planning to achieve long-term health of a
brand. To achieve this, a strategic positioning of the brand has to be developed (cf.
Rosenbaum-Elliott et al. 2015, p. 126).

Brand positioning in communication: The term brand positioning can have
several meanings. On the one hand, it can mean how a brand is seen in direct
comparison with the competition in the product or service category, or on the other
hand, how good or bad the "image" associated with the brand is (cf. Rosenbaum-
Elliott et al. 2015, p.126). A successful brand positioning strategy aims at
highlighting the special features of a brand compared to its competitors, i.e.,
emphasizing its unique selling propositions (USP). At the same time, this USP
should show the customer why a product or service is both similar to and different
from those of the company's competitors (cf. Davis 2019, p.163f.). According to
Rosenbaum-Elliott (2015), there are two fundamental types of positioning: central
positioning and differentiated positioning. In the case of central positioning, a
company is expected to fulfill all the main benefits associated with the product
category with its brand; in other words, a centrally positioned brand that satisfies all
customer needs will also rank high against its competitors. Centrally positioned
brands are therefore usually the category leaders and do not need to constantly
communicate benefits in their communications. However, central positioning is also
possible when a brand meets the customer needs just as well as the category
leader, but with the price set lower. The second approach is that of differentiated
positioning. This approach involves a search for certain characteristics of the brand
that enable the company to differentiate itself from the competition and therefore
offer the customer an advantage over other brands (cf. Rosenbaum-Elliott et al.
2015, p. 127).

Brand awareness is created and also maintained through thoughtful marketing
communication. The reason behind this is that it is the marketing communication,
especially advertising, that builds brand awareness and also maintains it. The goal
of strategic planning therefore is to ensure that a brand's target group, which is
addressed by communication measures, immediately understands that they are

being addressed by a company through advertising. The brand must be positioned
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through market communication in such a way that the customer immediately thinks
of the brand when they need it. The benefit must therefore be linked to the brand,
which then provides the motivation to buy the product or service. This link between
the brand and the benefit is the root for building a positive association with the brand
and hence also contributes to the formation of a strong brand (cf. Rosenbaum-Elliott
et al. 2015, p. 127f.).

When defining the communication strategy, various requirements must be met. It is
important that the strategy is formulated according to the company's communication
situation, taking into account not only market and environmental developments, but
also the company's internal situation. Secondly, the communication strategy must
have a binding character; this is achieved by specifying planning periods and putting

the defined framework for action into writing (cf. Bruhn et al. 2016, p. 330).

SWOT norm strategies: In addition to the SWOT analysis and the strategic
positioning of the brand, strategies for enhancing brand awareness can also be
developed on the basis of SWOT norm strategies. In this way, action strategies are
identified from the combination of strengths, weaknesses, challenges and
opportunities and then implemented in the next step. This generation of strategies
is consequently important for the company, as it continues to take the four micro-
and macro-environmental factors into account when developing options for action,
while at the same time reducing the complexity of the market environment (cf. Kerth
et al. 2015, p. 212-214).

5.4.5 Communication instruments and messages

Based on the communication strategy, the next step is to select the communication
measures and instruments that will help to reach the target group and thus the
desired communication goal. The central question here is: What medium should be

used for communication and how (cf. Bak 2016, p. 40f.)?

The appropriate marketing communication tools depend on the purpose that is to
be achieved, the features of the media, and the characteristics of the target group.
However, the selection of suitable media has become more complex for companies
due to the increasing digitization. Consumers are no longer passive consumers of

media as in the past, but instead are active recipients and have more control over
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the selection of media used, allowing them to decide where, when and to what
extent they interact with each medium. Accordingly, it is also possible for consumers
to consume multiple media simultaneously. It is therefore essential for companies
to analyze the media in detail when wanting to communicate successfully. The
choice can be based, for example, on a medium's reach (opportunities to see it),
frequency (average number of opportunities given to see the same advertisement
or message within a certain time frame), and impact (compatibility between the tool
and the intended message) (cf. Belch et al. 2020, p. 315-330).

Since this thesis is about developing a social media communication concept, social
media platforms will be used in the selection of media. As there is a wide range of
social media platforms nowadays, as already mentioned in Section 3.1.1, it is
essential for a company to determine whether the desired target group belongs to
the frequent users of the various social media channels. In addition, not every
channel is suitable for every company, its strategy and the goals that it wishes to
achieve with social media. Successful social media communication therefore
requires a well thought-out approach and a precise analysis to avoid wasting

resources (cf. Kreutzer 2020, p. 12-20).

With regard to the measures and selected communication instruments, it is also
important for companies that want to build a strong brand to convey concrete
communication messages in market communication. Communication messages
define the central core content to be transmitted. This determines precisely what a
brand actually stands for and is expected to stand for in the future. The message is
therefore largely derived from the strategic positioning of the brand (cf. Bruhn 2016,
p. 333-335).

When developing appropriate social media communication, the following aspects
should be considered: The content should be useful, educational, exciting,
entertaining or informative for the audience. This increases the likelihood of a user
to interact with the content. The personal conversation should be in the focus;
therefore the content should be prepared more personally and authentically than
classic advertising texts. In addition, it is advantageous for companies to create a
social media content plan or editorial plan to define topics and ensure a red line in

communication (cf. Kreutzer 2020, p. 3-5).
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5.4.6 Communication budget

Budgeting a company's market-oriented communication activities is the process of
identifying all the resources needed to achieve the planned communication
outcomes. This planning of required resources is typically a multi-dimensional task.
These dimensions include: (1) Communication objectives — how many resources
are needed to achieve these objectives? (2) Target groups — how many resources
should be allocated to target groups? Will they be segmented by relevance? (3)
Communication tools - how should resources be allocated to each channel and
activity? (4) Time — how many resources should be scheduled and in what time
frames (cf. Bruhn et al. 2016, p. 375-380)7

According to Kotler et al. (2016), there are additional factors that need to be
considered when determining the communication budget. New brands as well as
products or services require extensive resources at the beginning in order to build
awareness on the market and among the target group. For instance, the market
share of the product or service is critical; building a new market or capturing market
share usually requires higher spending than maintaining an existing market share.
In addition, competitive sensitivity is a factor that should be considered in budget
planning. In a market with many competitors and high advertising spending by all
participants, the individual company will have to spend more to reach the
consumers. Another factor involves the communication goal, thus, if the goal is to
achieve high brand awareness, it is necessary to bring the message of a brand
closer to the target group with many repetitions. Furthermore, in a market where the
products are very similar, enhanced resources are necessary to differentiate the
products from those of the competitors and to emphasize the differences (cf. Kotler
et al. 2016, p. 714f.).
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5.4.7 Controlling and monitoring

The final element of the communication concept involves the controlling and
monitoring of its performance. Controlling aims at measuring and evaluating the
effectiveness and efficiency of the strategy, activities, and instruments. In practice,
controlling and monitoring online measures and activities has become an important
aspect. By means of suitable tools and metrics, online measures can be controlled
very efficiently, depending on the objective (cf. Lammenett 2019, p. 353-356).
According to Ruisinger and Jorzik (2021), especially in the case of online activities,
it is evident how intensively the offer is accepted by the customer, which products
are searched for, and what areas/channels are preferred (cf. Ruisinger/Jorzik 2021,
p. 208).

Since this thesis is about a communication concept for social media to increase
brand awareness, it is important to understand the necessary tools to measure all
social media activities. Furthermore, these activities need to be monitored and
optimized based on KPIs related to brand awareness. Otherwise, brands would
merely make efforts without linking objectives and activities in a meaningful way (cf.
Grabs et al. 2017, p. 132-135). Based on the theoretical findings, the author

recommends the following KPIs to be tracked by the company.
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Key Performance Indicator

Measurement

Share of Voice

Refers to the brand's overall online
visibility. Used as a measure of the
company's share

own advertising

compared to competitors.

Number of own
communication/advertising

expenditures divided by the number of
total market communication/advertising

expenditures

Reach

Refers to the ability of a company to
reach the desired target audience on
social media through both paid and

organic means.

Specified in thousand units and
measures how often a person has seen
an ad at least once. CPR (cost-per-
reach): average cost to reach 1,000

people.

Impressions

The number of people exposed to the

company, the brand, including repeat

Measures how often and how

extensively an ad was played to the
respective target group. However, an

impression does not guarantee a

evaluating the average number of
interactions users have with a product,

company, or brand.

VIEWS. person's visual contact with the ad.
Engagement Can be measured by interactions with

the brand or content, meaning likes,
Engagement rate is a metric for

comments, shares, or also the number

of active followers.

Engagement Rate (ER)

Percentage of average number of times
the content was interacted with based

on impressions or reach.

ER (based on impressions): shows
ad

engagement/impressions.

interaction per seen

ER (based on reach): interaction of

Q

single user who saw a post or ad

engagement/reach.

Table 2: Social Media Key Performance Indicators (based on Keyhole 2020; Roch 2019; Chen 2021; Butow et

al. 2020, p. 323-325).
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Monitoring

According to Grabs et al. (2017), as soon as the appropriate KPIs for measuring
activities are selected, companies can use special tools such as Hootsuite,
Talkwalker, or Social Mention to monitor the success and activities of users and
collect relevant figures regarding the KPIs. Using these various tools helps analyze
a brand across different social channels compared to competitors and identify
important trends at an early stage. This knowledge likewise helps to measure the
defined KPIs and success (cf. Grabs et al. 2017, p. 77; p. 136-149). As mentioned
in Chapter 3.2.2, there are also free monitoring tools for the individual social media

platforms that provide concise statistics on the measures.
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6 Company Profile of RETTER Sports

Since April 2021, the RETTER Sports company has been marketing active and
adventure travel under the slogan "Freedom is individual". The company attaches
great importance to this slogan, as the products of the travel agency are tailored to
the individuality of the customer. That is, the trips can be designed according to the
specific wishes and preferences. Nonetheless, all trips have one thing in common:
the sport factor. The company uses three subcategories into which the various
active and adventure vacations are divided: WATER, MOUNTAIN, BODY.

As briefly mentioned in Chapter 1.1, the company started offering trips with a focus
on water sports in 2002, originally under the name RETTER Surf. However, while
at that time only kitesurfing trips were sold, customers can now find offers such as
windsurfing, surfing or also the possibility to learn wakeboarding under the category
WATER. All trips falling under this category have a focus on water sports, ranging
from a 3-day wakeboarding course at Planksee in southern Styria to a multiple
week-long surf trip to one of the world's 10 most beautiful beaches in Jericoacoara,

Brazil.

Within the category MOUNTAIN, the company offers all mountain sports. In winter,
customers can discover the most beautiful mountains during ski tours, explore
untraveled slopes, and reach for the skies during heli-snowboarding. In summer,
the category concentrates on climbing mountains, such as Mount Blanc or

Groldglockner, or riding mountain bikes throughout Europe.

In the third category, BODY, customers will find fitness trips ranging from coaching
camps to Crossfit boot camps on the beach. In addition, the focus is also on a
relaxed optimization of their own body: yoga retreats. Different types of yoga

practiced in a variety of places are the main theme of these trips.

One particular USP of RETTER Sports is the uniqueness of their trips. Due to the
large network in the sports industry, the company can offer its customers, for
instance, the opportunity to go on a mountain tour with former professional athletes
or have their own skills analyzed and improved by specialists in the individual sport
types. This creates trips and experiences that customers would find difficult to

experience without a travel provider.
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The individually tailored program of the trips offers exciting experiences for
participants of all skill levels. In this way, RETTER Sports succeeds in offering trips
that appeal to a broad target group within the niche. For example, families with

different proficiency levels can also go on a surf trip together.
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7 Market Research

In the following chapter, the research part of this master thesis will be presented. To
begin with, the individual steps of the chosen research methodology are described.
This includes the conception of the research design, the research objectives, the
methodology as well as the instruments and the planning of the implementation.

Subsequently, the findings of the research are presented.
7.1 Research design

In order to develop a social media communication concept to increase the brand
awareness of the RETTER Sports company, it is necessary to have deep insights
into the target group as well as to know their behavior and preferences when
communicating via social media. In order to increase the brand awareness of the
company, it is important to identify where exactly the desired target group can be
found on the various social media channels and if and how they would like to be
addressed by the company. The theory demonstrated that it is particularly important
in the marketing of services that customers not only recognize the brand, but can
also actively remember it. Given these factors and the wealth of information
available on social media, it is important that RETTER Sports reaches the target
group from the desired niche straight in their living environment and addresses them
in the right way in order to be remembered. Therefore, the following objectives are

defined in the practical part of this thesis:

¢ |dentify on which social media channels the target group can be found.

¢ Identify the preferences and needs from which the inspiration and motivation
for a trip in the adventure vacation niche is derived.

e |dentify success factors in digital communication that determine the

popularity of a brand in the niche.
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7.2 Research method

For the empirical part of this thesis, the author has chosen a qualitative research
approach. Qualitative research is characterized by the diversity of in-depth
perspectives of the participants. It compares different opinions, views and multiple
realities (cf. Anderson 2017, p. 125-127). Furthermore, qualitative research relies
on three essential aspects. First, qualitative methods are capable of discovering
areas of research that are relatively unknown. Second, qualitative research methods
allow the researcher to understand more about natural and habitual patterns of
behavior, including thoughts and feelings. Third, qualitative research techniques can
provide knowledge about emotions (cf. Holzmuller/Buber 2009, p. 7f.). The research
approach has been chosen because it allows the author to consider the motivation
and wishes of the interviewees. Thus, the author can ask more detailed questions
during the interviews and also question various aspects (cf. Kul3 et al. 2012, p. 47).
To ensure the quality of the research, the author considers the following quality

criteria for qualitative social research:

Intersubjective comprehensibility: This criterion ensures that the results of the
study are made available to the scientific and research community, which enables

an evaluation of the research by third parties (cf. Steinke 2005, p. 18).

Transparency of the process: The researcher has to document all steps in the
course of the research in order to ensure transparency and traceability (cf. Flick
2019, p. 483).

Accuracy: This quality criterion resembles to the quantitative quality criterion of
reliability. However, the focus in qualitative research is not on replicability, but on
the issue of reliability, where this reliability is interpreted as the stability and

consistency of the data collection process over time (cf. Misoch 2019, p. 249f.).
7.3 Sample selection

The fundamental element for successful qualitative research is the determination of
the sample and thus, the selection of the right interview partners. In this respect,
qualitative research differs from quantitative research. In qualitative research, there

is no representative quantity and therefore, a reduced number of interviewees can
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be used (cf. Kuld et al. 2012, p. 47). In selecting the sample size, the concept of
theoretical saturation is applied for this thesis. This is a procedure in which the
selection of the sample is not determined in advance, but is done step by step on
the basis of the data already collected and their preliminary evaluation. The survey
and evaluation process is thus repeated until theoretical saturation occurs and no
more additional information can be retrieved from further interviews (cf. Misoch
2019, p. 204-206).

As the aim of this thesis is the development of a communication concept to increase
the brand awareness of RETTER Sports, it is particularly important to analyze how
the communication has to be in order to be successful with the target group.
Therefore, an essential requirement is that the interview partners surveyed also find
themselves in this niche as the company's target group. The author thus selects
individuals based on quantitative characteristics of the target group. In addition to
the quantitative characteristics, the selected interview partners must meet the

following criteria:

e They are expected to have demographic characteristics such as age, origin
or others of the desired, analyzed, and targeted group.

e The persons should actively use social media in their everyday life and ideally
be active themselves.

e The interview partners can identify with the niche and have already been on

an active or adventure vacation or are intending to do so in the near future.

In order to gain a closer insight into the marketing of active and adventure travel,
and the generation of brand awareness by means of communication, experts from
the fields of Social Media Communication and Sports Tourism will be interviewed in
addition to the individuals from the target group. The interview partners are

coordinated with the company before being invited.
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# |ID g:rt::gAge of the Interview Country :;r;:ta;view

1 | Female, 29 DE 07.02.2022
2 | T2 |Female, 27 AT 08.02.2022
3 | E1 | Male, 35 AT 09.02.2022
4 | T3 | Male, 24 AT 09.02.2022
5 | T4 | Female, 30 AT 09.02.2022
6 |E2 | Male, 48 AT 10.02.2022
7 |T5 | Female, 31 AT 16.02.2022
8 |T6 |Female, 26 AT 16.02.2022
9 |T7 | Male, 36 AT 16.02.2022
10 | T8 | Male, 29 DE 23.02.2022
11 | T9 | Female, 29 AT 23.02.2022
12 | T10 | Female, 27 AT 24.02.2022
13 | T11 | Female, 26 DE 04.03.2022

Table 3: Overview of the interview partners (own presentation).
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7.4 Research instrument

The qualitative interview method is characterized by the fact that the researcher
himself or herself is the central instrument. He or she bears full responsibility for the
theoretical and methodological conception, preparation, implementation,
transcription, and analysis of the data. Furthermore, the researcher becomes the
most important factor for the validity and quality of the collected data (cf. Misoch
2019, p. 213).

For this research, semi-structured interviews with a maximum of 10 questions each
are used. This method of conducting interviews has been chosen because it not
only provides an important framework for the interview, but also allows for a certain
flexibility in pursuing interesting and important topics that arise during the interview.
This allows the researcher to rearrange the questions and adapt and rephrase them
according to the needs of the interviewee (cf. Holliman/Rowley 2014, p. 276f.). To
ensure a consistent structure despite the flexibility, these semi-structured interviews
are conducted using an interview guide, that consists of a list of topics to be covered

in the interview.

According to Misoch (2019), an interview situation is significantly influenced not only
by the interviewer and their personality, but also by the place where the interview is
conducted. The optimum place is one that is comfortable for the interviewee, so that
the full potential of an interview can be exploited (cf. Misoch 2019, p. 223). In order
to take this aspect into account, but also to ensure the highest possible safety for all
participants in light of the current COVID-19 pandemic, the interviews are conducted
via Microsoft Teams. This also provides a certain flexibility for all participants as well

as the opportunity to interview participants from Germany.

In order to structure and analyze the data obtained from the interviews, qualitative
content analysis according to Kuckartz is used. The data have been obtained using
both an inductive and deductive approach. Qualitative content analysis according to
Udo Kuckartz provides an evaluation methodology that systematically analyses text
material based on specific rules (cf. Kuckartz 2018, p. 29-34). The content analysis
according to Kuckartz has been selected for this research because it considers the
interview as a whole, including its ambiguities and contradictions. Furthermore,
Kuckartz includes the use of computer-assisted analysis methods such as
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MAXQDA in the content analysis, a tool which is also used in this master's thesis to
structure the data (cf. Kuckartz 2018, p. 73-93). MAXQDA offers numerous tools to
support coding, retrieval, transcription, and also visualization of the collected data.
In addition, MAXQDA also makes it possible to analyze audio and video files (cf.
Kuckartz/Radiker 2019, p. 3-6).

7.5 Field work planning

According to Oberzaucher (2017), a pretest is not mandatory in qualitative research
because of the flexible interviewing technique and the high effort (cf. Oberzaucher
2017, p. 73.), and has therefore not been conducted for this master’s thesis and the
associated qualitative research. The acquisition of the interview partners was
carried out by the author during the calendar weeks 3 to 5. As mentioned above,
the acquisition has been primarily based on the collected quantitative characteristics
of the target group and the requirements of the research criteria. To encourage the
planned interview partners to participate, RETTER Sports provided incentives.
Once all respondents were confirmed, they received email invitations for the online
interview via Microsoft Teams. The interviews took place between early February
and the beginning of March and are analyzed by March 15. In total, the interviews
resulted in 110 pages of transcript text, which was then sorted and structured into
498 codes using MAXQDA.

* Acquisition of Interview Partners and agr with the company
* Design of the semi-structured interview and coordination process with mentor

* Feedback integration
* Coordination of schedules with interview partners
* The distribution of the invitations to the interviews by email

* The execution of the individual interviews with the interview partners

* Transcription of the interviews
* Analysis of the data

Figure 8: Timeframe of the field work (own presentation).
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7.6 Main findings

The following subsections present the most important results of the market
research. On the one hand, experts from the communications industry and the
marketing of active and adventure travel were interviewed, and on the other hand,
people from the target group that have either already taken an active and adventure
trip or will so soon. The objective of the interviews was to determine what is essential
in communication planning for social media and how the company should

communicate to establish the RETTER Sports brand in the niche.
7.6.1 Target group and their travel behavior

Target Group: It emerged from the expert interviews that it seems particularly
important for companies when planning their communicational activities to not only
imagine their target group on the basis of a mood board and thus create artificial
target groups. Identifying the target group as precisely as possible is essential in
order to be able to communicate authentically. Especially when it comes to
communication planning, knowledge of the target group's lifeworld is important to
be able to tell the right story on the right platform and at the right time. It is therefore
advisable to create personas based on real people, and to examine their lifeworld
directly. It emerged from the active travel expert's interview that the active traveler
target group can also be difficult to classify in terms of demographic characteristics.
They generally come from all social classes and also differ in age. However, one
thing that is usually similar, according to the experts, is their lifestyle. For instance,
people from the target group are generally very sporty and attach great importance
to individuality. Openness to the world and a widespread desire for new experiences
would also be a characteristic of the target group. Furthermore, they tend to be open

to new sports and like to try out new activities.

The above-mentioned expert opinions were confirmed by the interviewees who
identify themselves with the niche. The respondents indicated that physical activity
is particularly important to them. It can also be seen that the respondents enjoy
outdoor sports on a regular basis and are already involved in various sports and

keen on trying out new ones.
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Travel behavior of the target group within the niche: When asked whether sports
are important to them on vacation, the respondents answered that they are more
likely to go on vacation if they can combine it with sports. The interviews also
revealed that active vacations are usually planned to suit the preferred type of sport.
Therefore, the destination does not seem to be unimportant when choosing a
vacation, but it must be possible to combine it with sports. In general, it also showed
that respondents would also be willing to go on an active vacation alone or have
already been on an active trip alone. Regarding the planning of an active trip, the
data collected indicate that people belonging to the target group tend to not book
the active vacation with a travel agency, but to compile the offers themselves on the
Internet and book them on their own. The reason seems to be that people from the

target group show inhibitions towards travel agencies.

Inhibitions regarding travel agencies: The data suggest that the active vacation
target group does not think of a travel agency when planning a vacation. In general,
the interviewed persons obtain information and conduct bookings independently on
the Internet. As part of the research, the interviewees were also asked about their
hesitations towards travel agencies when planning a vacation. One important issue
that was frequently mentioned was the price. It seems that a vacation booked with
a travel agency is more expensive than one booked over the Internet. It is also
interesting in this context that respondents said they were not sure if the price was
really higher if they booked a vacation with a travel agency. But they automatically

associated a travel agency with higher prices.

[,,I have been to France twice and
Portugal once and both times,
especially the surf camp in France, |
booked over the internet because it
seems cheaper. But [ am not sure what
the cost would have been if I had gone
to a travel agency* (T5 16.02.2022).

., I wouldn’t know now, for example, how
the prices are in the travel agency, or
what my advantages would be if [ went
there for advice” (T11 04.03.2022).

~

J

Figure 9: Statement — Inhibitions travel agencies (Translated by the author; the original statements can be
found in the appendix)

In addition, respondents also referred to a possible lack of flexibility. Traveling with
a travel agency was perceived as very rigid and with a schedule that cannot be

changed. The interviews with the individuals revealed that they describe themselves
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as very freedom loving and flexible and this feeling does not match the perception
of a travel agency. Another obstacle seems to be the dusty image. According to
the data collected, a travel agency is more associated with older people and
package tours. It was also mentioned that it was not clear what the benefits of
booking or consulting in a travel agency were and that the travel agency as an

intermediary was perceived as an additional effort in the travel planning process.

Positive associations with regard to active travel agencies: It turned out that
some of the respondents also see advantages in booking with travel agencies. The
point of safety in relation to the Covid-19 pandemic, that was already mentioned
in the theoretical section, was also highlighted during the research. For example,
respondents indicated that they would feel more comfortable booking a trip with a
travel agent, as this would provide a level of protection in the event of a cancellation
due to the pandemic. Another positive association, particularly regarding active
travel, seems to be the expertise. Respondents considered it important to be
thoroughly informed, especially for sports that were being tried out for the first time
during the course of the vacation. But also the expert status and the trustworthiness
of the travel provider were mentioned as essential. In addition, the time saved was
mentioned. A positive aspect is that a trip booked through a travel agency is not as
time consuming to plan, as the travel agent does the planning for the traveler and

organizes it according to their wishes.

7.6.2 Use of social media

Usage behavior in social media: From the interviews, it appears that the
respondents mainly use one platform actively, and that is Instagram. Other social
media channels such as Facebook were also mentioned, but only in the context that
they no longer use them actively. According to the respondents, one reason why
Instagram is so popular among them is that the platform can be customized easily
and is very simple and easy to use. In addition, the visual factor was said to be

particularly appealing.

On the question of the main motivation for using the platform Instagram, the
data collected shows that socializing with friends seemed to be one of the main
reasons for the frequent use of Instagram. In this context, it was also mentioned that

Instagram helps to find out where people are, what they are doing, or just helps to
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stay updated about their lives without having to actively ask or interact with them.
Another motivation for using Instagram seems to be that it is often used as a source
of inspiration. Due to the easy search function and the hashtag function,

respondents frequently search for inspiration in different areas to obtain new ideas.

Furthermore, the data indicates that the finding and active following of sports
interests are also motivations to use Instagram. The respondents stated that they
actively seek information and education about sports and also follow athletes in the
respective sports, and thus, also try to improve themselves. In addition, the
participants also mentioned the information factor, stating that Instagram would be
a good news channel to follow various daily newspapers and information services

in addition to the individual and personalized aspect.

During the interviews with the experts, Instagram was also mentioned as the ideal
platform for active and adventure vacations. ,So what basically works well: First and
foremost, Instagram, that's clear, people follow their role models, idols, all the
people who are active in sports. Who are perhaps also more well-known, whether
it's mountain biking, Crossfit, or surfers like windsurfers, kitesurfers. And of course,
the target groups are all represented, that's obvious. So it's a very strong platform,
especially for sharing user-generated content, so you can just see that the whole

thing is coming to life, the community is alive” (E1 09.02.2022).

Instagram for vacation inspiration: The data shows that looking for and finding
inspiration is an important key motivation to use Instagram. According to the
interviewees, the search for inspiration for a vacation or destination can be added
to this aspect. Hence, the data shows that respondents were already interested in
a particular vacation or destination based on travel reviews, vacation pictures and
reviews from friends or influencers, and suggested ads on Instagram. In addition,
respondents indicated that if they are interested in a trip, they also actively search
for more detailed information regarding it on Instagram as well as view posts from

other individuals who have already taken these trips.

Instagram use on vacation: It can be assumed that the respondents are also
active on Instagram while on vacation; On the one hand, in order to do research on
site and, on the other hand, to share their impressions from the vacation with their

followers at home. Regarding their own posting behavior, the respondents
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distinguish between Stories and Posts. Stories are published more frequently and
also on a daily basis during vacation. Actual posts are published less frequently and,
according to the data, mostly after the vacation. However, it was found that
respondents tended to share content related to special experiences or activities. For

example, sports and adrenaline-filled activities were frequently referenced.

7.6.3 Brand awareness on social media

Throughout the interviews, the respondents were asked how they usually became
aware of brands on Instagram. The results show that three factors in particular can
cause the communication of a brand on Instagram. First mentioned were friends
and acquaintances who share something on Instagram and refer to brands or
actively share posts from companies. Another point was influencer marketing.
According to the respondents, they become aware of brands and products much
faster if they are communicated by a person they like to follow. However, in this
context, it is important that the influencer matches the product and ensures
authenticity. Especially in the case of advertising for sports and related travel, it

seems to be particularly important that the influencer fits the type of sport.

The people interviewed also mentioned sponsored posts and advertising on
Instagram as a factor for brand awareness. In this regard, it is of interest to note that
while people generally take notice, they also perceive sponsored posts as annoying
when using Instagra. The data suggests that a company posting too much
advertising on Instagram may be perceived as disruptive by the target group. In this
respect, it seems particularly difficult to make a user actually engage with the

advertisement and not to solely scroll over it.

The experts from the communications industry also addressed the issue around
sponsored posts and were able to support the opinion of the target group with their
expertise from online marketing: Companies that create a large amount of content
without a strategy and then promote it are likely to have little to no success in
increasing engagement. According to the experts, it is important to plan campaigns

well and set communication goals.
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Content and communication planning:

»The brand can basically be
strengthened exclusively
through communication* (E2
10.02.2022).

Figure 10: Figure 10: Statement on Brand Communication (translated by the author; the original statement
can be found in the Appendix).

According to the interview with the expert from the communications industry, it
seems that proper communication is the only way to strengthen a brand in the minds
of the target group. It appears to be particularly important in this context that
communication planning is stringent, and the brand is strengthened in a way that is
specific to the target group. For this reason, it seems vital to get into the heads of
the target group and to take their needs and barriers into account when
communicating. Especially with relatively new brands, it tends to be essential to get
the recipients themselves talking about the brand, and here it can be assumed that

it is important to know exactly what the target group wants to see.

7.6.4 Target group-oriented content

On the basis of these findings, respondents from the target group were asked what
content they would find engaging and what the communication would need to look

like for them to interact with the content and the company on social media.

Engaging content: The results show that the interviewees from the target group
attach great importance to visual stimuli. Thus, it appears that visual content can
be used to make content about destinations and travel particularly attractive. The
reason for this is that, especially in the area of active and adventure vacations, the
respondents focus on emotions that they experience during a trip or even simply at
the thought of such an active trip. It is therefore all the more significant that the brand
is already able to convey a clear idea of a possible trip through images, without
appearing too promotional. In this context, authenticity matters as well. It can be
assumed that the interview partners from the target group prefer honest images over
stock images and would rather have clear expectations transmitted in the imagery

than, for example, finding aesthetically beautiful but unrealistic sports conditions.
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According to the research, the text design should be on short but meaningful
teasers. Nevertheless, it seems important to the interview partners, especially in the
case of traveling, to convey essential content in the text. A short description of the
trip and the most important key data should be clearly stated so that the user knows
what to expect. Conveying "imperfect circumstances", such as an alternative

program on a rainy day, is also perceived as sympathetic.

Background knowledge about the company can also be important in terms of
authenticity. Thus, the content should not only contain pictures and videos of the
trips and the various products, but also give the user an insight in the company. The
active travel provider “Weltweitwandern” was cited as a positive example, also
showing what happens at its headquarters in Graz, for example, that the company

is actively engaged in continuing education in areas such as sustainability.

Respondents indicated that reviews and eWord-of-mouth are particularly
important to them when it comes to vacation planning in general. It can therefore be
assumed that the target group attaches a high value on testimonials and would also
like to see them as content on social media. These testimonials are perceived by
the respondents as attractive content and were also actively requested in the
question about content with added value. In general, testimonials were found to
reflect a credible and authentic image of the trip and provide potential customers
with reassurance and trust regarding the provider and the trip. Respondents also
indicated that they write reviews themselves after a trip when reminded to do so by

the company.

It also emerged from the interviews that it is quite necessary for a company to keep
up with the times on its Instagram channel as well and try to communicate through
various features of the social media platform. For instance, it would be advisable
for the company to not only try to post pictures frequently, but also appear to actually
engage on the platform. Reels, videos, as well as stories could provide an attractive
form of content creation in this regard. By doing so, the company should be in step

in terms on marketing, appearing professional, while still remaining authentic.

As already mentioned, the target group stated in the interview that they would often
become aware of a brand through sponsored advertising, however, most of them

would rate it negatively and find it annoying. As a result, the target group was asked
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to specify how advertising should be presented in order to prevent them from
ignoring it immediately. It can be assumed that it is particularly important for the
company to address the right people with its campaign. Accordingly, the goal should
be to target the right interests within the marketing campaign. In addition, the
respondents stated that too much advertising is perceived as negative and annoying
despite an interesting product. The results indicate that when advertising on
Instagram, subjects with short catchphrases, expressive images or even emotional
videos and all relevant details about the trip are most likely to appeal to the target
group. ,,So, | need details very quickly, if it says right away what is really being done
there now, in the sense of day one this happens and that, then | am more likely to
take a closer look. Okay, so if | get an AD and click on it, for example, then | just
want to know quickly what to expect. (...) | need the details first, before | then
perhaps look at the websites” (T4 09.02.2022).

It was also mentioned that it is particularly important in advertising to communicate
the added value of the company and not just the product, discounts or promotions.
If a product is presented in an advertisement, the user should be able to find out
more information about the product and also the company with just a few clicks. In
this context, however, it was also noted that the price was secondary and that more
information such as sports offered, course leader, daily schedule, and community

should be in the foreground.

Tonality: As a rule, it is preferred if the company maintains a casual tone in its
communication on Instagram. The respondents indicated that they would like to be
addressed on a familiar level and not too formally, especially when it comes to active
and adventure vacations. In addition, it was also mentioned that humor seems to be
important in the social media approach. Still, the company should remain authentic
and honest and avoid to address its target audience too loosely. Addressing the
target group should match the sport and thus transport this sporty feeling via text
and advertising material. In addition, the respondents mentioned that it seems
inappropriate for an Austrian company to address its target group from the DACH

region in English, meaning that the German language is naturally preferred.
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7.6.5 Essentials for active and adventure travel social media communication

After asking respondents in the interview about their preferred communication, the
next step was to find out what the content of an adventure and active vacation
provider should look like so that they would consciously follow the brand and also

consider booking a trip.

Respectable appearance and competence: The respondents stated in the
interview that the expertise of the travel provider is particularly important to them
when it comes to active and adventure travel. It should therefore be apparent on the
company's Instagram page who stands behind the travel provider. Especially when
it comes to sports, a certain level of expertise seems to be a prerequisite in order to
appear competent and also trustworthy to potential customers who are already very
familiar with the sport themselves. Furthermore, the more "dangerous" the sport is
perceived to be on the trip, the more important the professionalism and

trustworthiness of the travel provider seems to be.

In addition, the respondents indicated that transparency of offers is already
important to them on social media. Ideally, there is information in short texts about
how the trip can be imagined, what the schedule for the week is, and everything that
is included in the trip. Here, it was found that this transparency lacks in many cases
and that it often takes more research to find exact information and itineraries of a
trip. Especially in the case of sports and active vacations, it can be said that the
target group wants to know in advance what level of performance is required.
This is primarily important if the person wants to try this type of sport on vacation for
the first time and also if they are traveling alone. Equally often, the respondents
stated that although they were interested in a trip and a sport, they were intimidated
by a lack of sporting experience and were afraid that they would not be able to follow
along. Active travel experts also pointed out in the interview that communicating the
level of sport seems especially crucial to convince the potential customer. Likewise,
people who already have more experience in the sport might also feel

underchallenged by the travel provider's sports program on vacation.

It also became evident from the interviews that the respondents consider insights
into the accommodation and the surroundings to be important. Which types of

food and beverages will be provided? Are individual needs catered for? Are products
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from the region used? Are additional excursions possible? What else can one visit
in the surrounding area, are there any special programs in addition to sports, and is
there, for example, also the possibility to combine the sport with other types of
sports. Sufficient flexibility in planning as well as time to allocate oneself also seems
to be an important aspect for the target group when it comes to an active and

adventure trip offered by an operator.

I honestly believe that one must
first find the brand and the camp
and the people and then the
concept cool before I then care
about the price.” (T9 10.02.2022)

Figure 11: Statement — Online appearance active and adventure travel (translated by the author; the original
statement can be found in the Appendix).

Background knowledge on the sport: Directly related to the sport, the
respondents indicated that they would like to have more background knowledge
about the sport, e.g., about the history, the technique, or its effects on the body. This
might be especially important for people who want to try a sport for the first time
while on vacation. In relation to the sport, the topic of safety was also mentioned
several times. On the one hand, the interviewees from the target group should get
the feeling that practicing the sport does not pose a great danger and, on the other
hand, that they are safe with the company. In this regard, according to the
interviewees, it would be helpful to provide details about the trainers and instructors
at the location to demonstrate their proficiency. The equipment was also addressed,

which should be safe and of a high quality.

Community: The respondents stated that the community in particular plays a
central role when deciding on a brand or a trip. Since the target group is
characterized by individuality and love of freedom, the data show that the size of the
travel groups is also relevant for planning a trip. The interviews indicate that smaller
groups tend to be preferred in this respect. An additional motivation for an active
and adventure vacation, according to the respondents, is also socializing and
getting to know new people. Therefore, the interviewees already want to have

insights into the community on social media and be able to see which people are
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traveling with them, in which age group they are predominantly found, if the interests
are similar and also whether the trip tends to attract couples or singles. It was also
mentioned here that the community had such a high value that the respondents
would not consider taking the vacation or book with another provider, even if the

provider was more expensive in terms of price.

In the course of the conversations, some negative examples of social media
content regarding to active travel providers also emerged. In general, the target
group appreciates a common thread in communication and wants to feel that the
company publishes exciting content with structure and a plan. Flawless and
perfectly staged content, however, is perceived as inauthentic by the target group.
As mentioned earlier, obviously purchased images from the Internet or even perfect
video clips tend to be perceived negatively. Another point that was addressed was
social media contests. Here, a negative attitude toward companies that try to acquire
more followers through competitions was displayed. Seemingly free prizes in return
for engagement are perceived as annoying and would dilute the brand. Constant

communication of discounts and special offers are also undesirable in this respect.
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8. Communication Concept for RETTER Sports

In the following chapter of this thesis, the theoretical background, as well as the
research results obtained from the qualitative interviews are combined. This leads
to the communication concept for social media with the aim of increasing brand
awareness for the company RETTER Sports. For this purpose, the structure of
seven main steps is applied according to the theoretical communication concept
described in Chapter 5.4.

8.1 Situation analysis

The first phase of concept development is the analysis phase, in which not only the
initial situation on RETTER Sports' social media platforms is examined, but also the
company's own strengths, weaknesses, opportunities and threats are analyzed in

more detail as part of a SWOT analysis.
8.1.1 Social media presence

The RETTER Sports company currently operates on three social media channels:
Facebook, Instagram and YouTube. Of these platforms, the company’s Facebook
account has the most subscribers, with a total of 761 people following RETTER
Sports. However, this comparatively high number in contrast to the other platforms
can be explained by the fact that RETTER Sports has adopted the Facebook page,
which has already existed since 2012, with the new name and logo. On Instagram,
on the contrary, a new company page was created as part of the rebranding and

restructuring. On Instagram, RETTER Sports currently counts 347 followers.

Zielgruppe ©

,Gefillt mir“-Angaben fiir Facebook-Seite @ Follower auf Instagram @

761 347

Alter und Geschlecht @ Alter und Geschlecht @

20% I 20%
0% —_ . I | _— 0% —_ I I ] —_
1824 2534 3544 4554 5564 65+ 1824 2534 3544 4554 5564 65+

Frauen B Manner Frauen @ Manner
36,5% 63,5% 462 % 538%

Figure 12: Age and sex distribution Facebook/Instagram followers RETTER Sports (RETTER Sports 2022).
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Based on data from Meta, the target group that RETTER Sports reaches on
Instagram is, on average, younger than on Facebook. In addition, gender-specific
differences between women and men on Instagram are smaller than on Facebook
(cf. RETTER Sports 2022).

As for the content the RETTER Sports company publishes, the same posts are
published simultaneously on Facebook and Instagram, with an average of 2-4 posts
per week. The analysis shows that posts on Instagram have a higher average
engagement despite identical content. In general, the postings on the Instagram and
Facebook account can be divided into different content, such as the destinations
offered (e.g., Portugal, Austria, Italy...), sports (surfing, yoga, mountaineering,
mountain biking), staff photos and short graphic slogans. In the text accompanying
the postings, RETTER Sports uses relatively short sentences that often do not
contain detailed information about a product, but rather focus on the aesthetically

beautiful, emotional image.

@ retter_sports @ retter_sports .- @ retter_sports
T 4 AT 5
e TR z :

. o % % S T R
Gefillt 12 Mal Gefallt 22 Mal Gefallt 13 Mal

retter_sports HAPPY WEEKEND 4 retter_sports HELLO RHODOS 47 retter_sportsSEE YOU AT THE SEA «

in the mountains! Das Pro Center bietet optimale Revierbedingungen: )

Meltemi Wind, Sonne und warmes Wasser in Kombination

mit dem neuesten Material und das erfahrene, engagierte .

und imernati‘onal‘e Team Iadgn zu einem unvergesslichen #rettersports #retterreisen #freedomisindividual

Surfurlaub ein. Bist du dabei? #travelling #travelgram #vacation #adventure

. #lifeisanadventure #exploretheworld #surfcamp #surflife
#surfing #wellenreiten #surfinglife #surfenlernen
#brasilien #jericoaracoara #surfjericoacoara #windsurfen

#rettersports #retterreisen #freedomisindividual #SUP #standuppaddle
#travallina #travalaram fuacatian #advantira ” . .

#rettersports #retterreisen #freedomisindividual
#travelling #vacation #adventure #mountains #chamonix
#montblanc #hikingmontblanc #chamonixmontblanc
#chamonixvalley #glacier #traveling #adventuretime
#adventures #ourplanetdaily #folkgreen #visualsofearth

Figure 13: Instagram Postings RETTER Sports (RETTER Sports 2022).

However, according to the statistics of Meta, RETTER Sports has a relatively low
level of engagement with regard to the post, despite the high posting frequency. The
reach, i.e., the people who have seen the individual posts at least once, also very
rarely exceeds the level of 200 people per posting (cf. RETTER Sports 2022).
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RETTER Sport's YouTube channel has so far served more as a means to an end.

Currently, the company has three videos online and does not actively promote them.

8.1.2 SWOT analysis

In the following section, the SWOT analysis of the RETTER Sports company is
presented. The focus of the analysis is on evaluating the influence of environmental
factors. Nonetheless, both the internal strengths and possible weaknesses of the
company, as well as external opportunities and potential threats are analyzed and
their influence on RETTER Sports is evaluated. The external factors are taken from
the theoretical part of this thesis in addition to the conducted interviews. This SWOT
analysis was carried out in a group of three people, with the owner of RETTER
GmbH being the key person in the evaluation of the RETTER Sports business unit

and the factors related to it.

A key environmental factor that has the potential to increase the brand reach is the
clear trend towards the niche in which RETTER Sports operates. As already
mentioned in Chapter 2.1, active travel ranked as one of the most important travel
motives of Austrians in 2020, according to a survey by Statistik Austria (cf. Statistik
Austria 2021). In this regard, RETTER Sports holds an advantage insofar as there
are relatively few competitors in Austria that can offer active vacations with several
sports in their portfolio. An opportunity for RETTER Sports would be to include the
USP of the unique active trip even more in its communication. Neither does the
Covid-19 pandemic represent a major risk for the company. Thanks to its secure
embedding in a stable group of companies, RETTER Sports can cover periods of
no bookings. In addition, the market analysis has shown that customers are

returning to travel agencies and appreciate the safety factor.

As RETTER Sports offers travel in various sports, there are extensive opportunities
for cooperation with sports providers, equipment suppliers and destinations.
Another great strength in this context is that Martin Roll has a background in
professional sports himself and therefore already contributes with a strong network.
From a communications point of view, RETTER Sports needs to exploit synergies

in order to increase its brand awareness.
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Until the restructuring, the company had mainly relied on walk-in customers from
Graz and the surrounding area. Due to the new online customer journey, it is now
possible for the company to address potential customers from Germany and
Switzerland as well. Unfortunately, the brand awareness is currently relatively low.
It is therefore essential for the company to take measures to strengthen its brand

online, such as expanding communications and cooperation.

The target group primarily consists of people who like to explore new things and are
hungry for experience (cf. UNWTO 2014). One strength of RETTER Sports in this
respect is that the product portfolio includes many types of sports as well as unique
experiences that can also be further expanded. However, a risk that has emerged
from the research is that the target group tends to assemble individual trips
themselves and that travel agencies are afflicted with some prejudices. Therefore,
it is particularly important for RETTER Sports to break down these barriers through

communication.

What has also been revealed is that customers who want to have an experience on
vacation are not as price-sensitive as all-inclusive travellers. On the one hand, this
is positive for RETTER Sports, as the company offers high-quality products; on the
other hand, it can be difficult for the company to maintain this standard through its
various cooperation’s. The fact that customers from the sports sector are often
themselves experts in the sport also represents an opportunity for RETTER Sports.
As the company's employees have a background in sports, RETTER Sports
provides customers with expertise. This expertise also needs to be a focal point of

communication, because it makes the brand and the products more trustworthy.
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Integrated SWOT Catalog for RETTER Sports

Environmental Strengths / Opportunities / Obiectives
Development |+ |- | Weakness Causes + | - | Threats ]
Competition
Trend toward RETTER Sports largely RETTER S_ports . .
. . : products are journeys Emphasize this USP
active travel - has little to no provides ;
: 2 e ; 2 that customers can more strongly in
high-growth competition in travel in . L 2
) hardly book on their communication
customer segment Austria one sport _
own = USP
only
Integrated in RETTER A boost for travel
. Sports - . .
Covid-19 corporate group - belonas to | 1 agencies - customers | Addressing the issue of
Pandemic financial RET'?ER want security in the | safety in communication
reserves GmbH booking process
The Cooperation not only
Niche offers Employees in terms of travel / Using synergies in
) management of o L
cooperation RETTER Sports emerge destinations but also communication to
opportunities with P from the 2 opportunities to strengthen the brand
. has a very strong . . i
sports providers / L niche cooperate with sports through cooperation
R network within -
destinations . themselves equipment partners
the niche
manufacturers
RETTER
Online booking Little awareness Spoﬂs The customer can Strengthenlng the prand
process also brand is not ; in the DACH region
of the brand on easily self-book X ;
opens up 3 really 3 . . through international
. the market / . online - competitors . .
customers outside small communit known in in the DACH region cooperations on Social
Graz / Austria y the niche 9 Media
yet
RETTER
Sports
offers
different Customers usuall
Customers enjoy Large product products y
h S . book themselves, . .
trying out new portfolio in the and is able . . Solving barriers through
: . 2 . 3 | negative connotation ™
things - hedonists various types of to . communication
; of travel agency in
/ early adopters sports incorporate the target arou
additional get group
types of
sports as
well
Customers willing RgTTER To maintain quality
. ports .
to spend more Product portfolio standards with the - .
) . offers . Elaborate binding quality
money on 2 medium to high- A 1 various partners
. . unique, standards
experiences - not priced . . throughout the
. " high quality R
price sensitive ; destinations.
experiences
RETTER
Customers often Expertise Sports
themselves P P Retain expertise in Actively include know-
R through personnel T
specialists in : . individual sports how / employee
) 2 professional itself 2 . L7
sports, looking for athletes originates despite large product presentation in
trustworthy 9 portfolio communication
. employees from the
provider .
sports niche

Table 4: Integrated SWOT Analysis (own presentation).

77



8.2 Determination of objectives

The communication concept should enable RETTER Sports to provide the target
group with suitable social media content, ensuring that they become aware of the
brand on the one hand, and on the other hand, actively follow the company and
ultimately desire to use the offer. As a result, the number of subscribers on
Instagram is expected to increase to around 3,000 followers by the end of 2023,

allowing the company to improve metrics such as reach and engagement.

Referring to Bak (2016) and as described in Section 5.4.2, it is advisable to divide
communication goals into cognitive, affective and behavioral communication goals
in order to be able to differentiate them better (cf. Bak 2016, p. 31f.). For RETTER

Sports, these would be as follows:

Cognitive communication goals: The content is intended to not only make the
target group aware of the RETTER Sports company, but to also provide more
detailed information about the offers. It is also a further goal to reduce possible
inhibitions towards travel agencies through the right communication and to convey

the advantages to the customer.

Affective communication goals: The future communication on social media
should give the customer a feeling of security and trust in the company. After all,
especially in the area of active and adventure vacations, a good feeling is decisive
when deciding on the provider. Therefore, the communication should take place on

an emotional level.

Behavioral communication goals: By addressing the target group in a focused
way, they should actively engage with the brand, follow it on social media, and like
and share posts. In this way, the brand awareness of RETTER Sports is to be
increased and also anchored in the minds of the target group. The goal is to not only
address the customer in the decision-making phase, but to also stay in touch so that

the customer is able to actively recall the brand from their memory.
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8.3. Target group planning

A theoretical basis on the factors that generally make up the target group of active
and adventure vacations has already been given in Chapter 2.3. According to
UNWTO (2014), it is mainly people classified as "early adopters". This means that
these people like to try out new sports and destinations and attach great importance
to gaining new impressions and experiences during their vacations (cf. UNWTO
2014). The products offered by RETTER Sports, in particular sports such as surfing,
mountain biking and CrossFit, can largely be classified as "hard adventures"
according to ATTA (2013). The target group is thus predominantly to be found in the
generations Y and Z (cf. CBl Federal Ministry of Foreign Affairs 2021).

As revealed in the study, the experts consider it important to define the target group
not on the basis of fictitious people, but directly on real people who can be found in
the target group. For this reason, the study interviewed people from the target group
about their travel behavior and social media consumption. In general, the following

can be stated about the target group:

e The target group can be characterized primarily by their lifestyle: global,
connected and active — as they like to travel the world, are constantly
connected via smartphone and attach great importance to an active day-to-
day life. Sport is not just a means to an end for them, but a firm hobby or
even a passion.

e In addition, people in this target group are driven by curiosity and feel the
need for new experiences that inspire and enrich them. In addition, they use
their vacations to be active and sporty and want to be with like-minded
people. Variety and entertainment play an important role for this group, which
is why they also attach great importance to adventure on vacation and are
always among the first to get excited about unusual activities with thrills,
which they then also like to share on social media while on vacation.

e Their social media consumption is mainly limited to the Instagram platform.
There, they often become aware of brands, vacations and travel destinations

through posts by friends, acquaintances, influencers or sponsored posts.
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e However, travel agencies are not very present for the target group during
vacation planning. The research identified inhibitions that need to be

addressed.
8.4 Communication strategy

The strategic direction of communication is determined on the basis of the defined
objectives, the SWOT analysis and the results of the research. For RETTER Sports,
the communication strategy is an integral aspect, as it determines how the brand is
perceived by the target group. Since this communication concept aims at increasing
brand awareness and strengthening the brand in the niche, it is necessary to
communicate in such a way that the target group not only becomes aware, but also
perceives added value in the communication. RETTER Sports' current strategy on
Instagram is to increase reach through aesthetic images, conveying emotions and
increased use of budget. Thus, RETTER Sports' current communication strategy is

not inherently bad, but can be optimized according to the author of this thesis.

One significant problem RETTER Sports faces in its niche is the target group's
learned inhibitions towards travel agencies, which prevents the brand from
establishing itself positively in people's minds. In fact, even if the company tries to
increase its brand awareness through enhanced marketing efforts and a higher
budget, these measures will not change attitudes towards travel agencies and are
therefore unlikely to have much success. As can be seen from the research, it can
be said that these attitudes towards travel agencies are only assumed by the target
group itself and that they have never experienced and verified them themselves.
This finding is a great opportunity for RETTER Sports, since it allows the company
to actively address these inhibitions with the right communication and to invalidate
them ideally. In this respect, it is also an advantage to focus and address the positive
associations even more strongly. With regard to the Customer Decision Journey
explained in Section 3.3.1, this reduction of inhibitions can contribute to the brand

being considered by the user in stage one in the first place.

Furthermore, it is essential to appropriately position the RETTER Sports brand. As
explained in Section 5.4.4, finding the right positioning is an important factor in
highlighting a company's USP and setting it apart from the competition (cf. Davis
2019, p. 163f.). As the SWOT analysis shows, RETTER Sports' USP lies in its
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comprehensive expertise in the sports sector - an aspect that makes the company
an important component in planning an active and adventure vacation, especially

for sports beginners.

Regarding the tonality, it is recommended to be positive, fun-loving, at eye level and
friendly. The communication approach should be close to the target group, but not
too casual and informal. Building trust and informing the desired target group about

the services offered in a humorous and authentic way should be emphasized.

In terms of brand awareness, the company should also try to increase its eWord-of-
mouth. This could either be done through collaborations and recommendations from
influencers or other sports brands, or by actively encouraging customers to write
reviews after their trip, using them as creators of social media content in the form of
testimonials. Another factor to increase brand awareness is social media
advertising. However, research results show that quality is more important than
quantity to avoid being perceived negatively. It is therefore important to plan each

campaign based on defined communication objectives.
8.5 Communication instruments and messages

As emerged from the interviews, Instagram is the most commonly used social
media medium among the respondents. Even though it is not absolutely necessary
to reduce all communication exclusively to Instagram, it is nevertheless reasonable
to place a special focus on this platform when planning communication measures.
In this respect, the potential of Instagram for companies can be fully exploited and,
according to the interviews, is also requested. Reels, stories, videos and guides,
i.e., subpages on the profile on which information can be bundled, seem to be

attractive content for the target group that they like to engage with.

Communication messages: As previously mentioned in connection with the
communication strategy, it is advisable to proactively attempt to reduce inhibitions
and build on already existing positive associations with travel agencies. The

following negative associations were identified during the course of the study.
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* The target group associates a higher price with travel agencies

Price than with booking via the Internet.
op o ¢ Traveling with a travel agency is perceived as very rigid with a
LaCk Of flEXIblllty schedule that cannot be changed.

* Travel agencies tend to be associated with older people and

Image package holidays.

e It is not evident what additional benefit a travel agency provides
for travel planning

No clear benefit

ape e Visiting a travel agency, talking to a travel agent seems to be an
Addltlonal effort additional effort

Figure 14: Inhibitions towards travel agencies (own presentation).

It is therefore recommended to address and clarify these points in the course of the
content on Instagram. For example, it might be useful to create an Instagram guide
or highlight about the myths surrounding travel agencies, as this form of content
creation does not disappear chronologically in the feed like a post. On that note, the
positive aspects that have emerged from the research, such as safety in the event
of pandemic-related cancellations or even the extensive expertise and time
saved during vacation planning, should also be actively included in social media

posts.

In addition, it has been shown that comprehensive information about a trip and the
sport is already requested on social media. Therefore, it is not primarily the
aesthetically perfect pictures that should be in the foreground, but the information
about the provider's competence, background knowledge about the sport, the
breakdown of the program, or even insights into the location and the surroundings.
According to the survey, the community itself, i.e., pictures of the people on site and
former customers, are also a critical point in deciding in favor of a brand, a provider.
On the basis of this work, it is thus possible to summarize and define communication
content that is considered attractive in the course of social media communication
within the niche. With regard to strengthening brand awareness, the following
content-related topics should therefore be in the foreground, in addition to breaking
down the above-mentioned associations, in order to create added value for the

communication of RETTER Sports” products.
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o Insights into the Travel-Community

o Why RETTER Sports are absolute experts in sports (employees and insights into the
company)

o Comprehensive background knowledge about the sport (effects on the body, what
equipment is used, to what extent during the trip and at which skill level )

o Details of the trip (accommodation, surroundings, food options)

o Testimonials

o Combinability with other sports / excursions

o Cooperations with sports influencers, sports brands

Figure 15: Content ideas for RETTER Sports (own presentation).

8.5 Communication budget

This chapter outlines the communication budget required for implementation. As
mentioned in the Section 5.4.6, budgeting for communication activities involves
identifying all resources required to achieve the planned communication results (cf.
Bruhn et al. 2016, p. 375-380). Since the SWOT analysis revealed that the demand
for active and adventure vacations is currently very high, but RETTER Sports is
struggling with low brand awareness, more resources will be used to increase the
brand awareness with the defined target by 2023. According to Kotler (2016), brands
that are not yet established require extensive resources to raise awareness in the
market and among the target group (cf. Kotler et al. 2016, p. 714f.). The planning of
potential resources below provides an overview of the average costs to achieve the
business objectives defined in Section 1.4. Individual aspects, e.g., in the area of
social media marketing, may still vary depending on the sport, the destination, and

the intensity of the promotion.
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Task Details Estimated Costs
Personnel Costs
Marketing
Employee/Content 20h/week € 18.000
Creator
Revision and reinforcement of communication
Define additional associations towards
Further Market Research € 1.500
travel agencies in the niche
Google certificate SEO/Analytics/Research € 0,00
Content Production
Image editing Done by Content Creator € 0,00
Collaboration with photographers on site
ith fi it rt
Photography with focus on community/sports €2.500
(May vary depending on destination/project)
Video-Cutting Social Done by Content Creator/if bigger project - €0.00
Media outsourced ’
Cooperation in the sports sector / Social Media Marketing
Sports influencer to support reach,
Influencer Relations engagement, building a community, link
building, visibility in target audience. € 6.500
Social Media cooperation _
3 Brands, Surf, Yoga, Bike € 3.000
with brands
Ads Split campaign (reach and engagement) € 9.600
Tools — Controlling / Monitoring & Licenses
Monitoring Program Meta - Analytics €0.00
Photoshop (€ 359,88)
Licenses € 469,80
Canva Pro (€ 109,92)
Total € 41.569,80

Table 5: Annual social media communication budget for RETTER Sports (own presentation).
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8.6 Controlling and monitoring

The last point of the communication concept relates to the controlling and monitoring
of the defined measures. To ensure the success of a communication concept,
regular controlling is necessary to check the effectiveness of the activities and to
adjust them if necessary. It is therefore important in this step to define KPIs and to
monitor them regularly. With the goal of increasing the brand awareness of the
RETTER Sports brand, the following KPIs are defined:

Impressions Average & total number of likes on
post

Share of voice Average & total number of comments
on post

Website Traffic via Instragram Average number of active followers

Table 6: KPIs Instagram RETTER Sports (own presentation).

Since influencer marketing was also mentioned as an essential point for increasing
the awareness of a brand during the study, more than just authenticity and
compatibility with the brand is decisive for the selection of a suitable influencer. In
online marketing, the success of an influencer campaign on Instagram can also be
measured with the help of the KPI of the interaction rate. As a rule of thumb, the
interaction rate should be around 5 %. However, if the selected influencer has a
very high number of followers, the interaction rate can also be lower. Nevertheless,
it should not fall below 2.5 % (cf. Kamps/Schetter 2018, p. 144).

Interaction rate = (Likes & Comments) / Number of followers * 100.

In order to be able to implement the planned communication concept in such a way
that the primarily defined goals of increasing brand awareness are achieved, a

timetable is required that specifies the various phases of implementation.
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Deadline Task

08/22 Presentation of the results to the company

09/22 Final analysis, budget & resource planning

11/22 Recruitment of a marketing employee
Preparation of content with emphasis on the research results.

02/23 Creation of a content plan and research regarding possible
collaborations.

04/23 Implementation of measures

06/23 Focus on brand awareness campaigns and cooperations

12/23 Continuous controlling and monitoring of the defined KPIs and
optimization

12/23 Achievement of the defined objectives according to plan

Table 7: Communication timetable (own presentation).
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9 Conclusion

RETTER Sports is a company with a lot of potential. As the company is still in the
early stages with its new look and new name, there is still a lot of potential for the
brand to establish itself in the minds of the target audience, especially since the
demand for active and adventure vacations seems to be very high after the Covid-
19 pandemic. It is therefore important for RETTER Sports to communicate closely
to the target group and to respond precisely to wishes and needs. Social media
proves to be a good option in this respect, as this platform is not only used as a
source of inspiration for vacations but is also actively used by vacationers

themselves during their vacation.

Based on the initial problem, this thesis attempted to develop a communication
concept for the brand aimed at getting to know the target group better and thus, also
increasing brand awareness for the RETTER Sports company. Based on theoretical
foundations, the analysis of the company, and qualitative research, a concept was
developed that focuses on increasing brand awareness with the help of the right

communication on social media.

In the course of this work, it has become apparent that there exist a number of
prejudices against travel agencies. For the company, it is particularly important to
know why the target group, which is generally very interested in active and
adventure vacation, has negative associations with travel agencies. After all, if these
prejudices are not proactively addressed and eliminated, marketing measures such
as the use of budget in social media are unlikely to have much impact, as the
negative attitude towards travel agencies still remains in target group. Addressing
the biases in combination with content that the target audience finds valuable and
interesting can help RETTER Sports as a brand to build a strong community and

extend the brand's reach on social media.
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9.1 Overview of the final communication concept

Initial Analysis
RETTER Sports Brand Profile | Social Media Presence

Market Research

Qualitative interviews with experts from the industry and people who identify with the target group

Integrated SWOT Catalog

Environmental developments | Internal strenghts and weaknesses | Opportunities and risks | Objectives

! l !

Primary Objective Target Group
Provision of social media

content with added value Active, adventurous early adopters who are not

so that the target group
on the one hand becomes
aware of the brand and

categorized by age but by lifestyle. People who like to
be active even on vacation and see sports not just as a
means to an end, but as a hobby. In addition, these

on the other hand also people actively use social media and also get their
follows the company inspiration from it.

Communication Strategy

Utilize communications to eliminate negative associations with travel agencies and reinforce
positive ones to reduce barriers and positively anchor the brand in the target audience's

niche.
Communication Topics Chot ¢ Social Medi
C it oice of Social Media
° omm'um Y ‘ Instagram - Postings, Stories, Reels,
oExpertise / USP Guides, Ads
oBackground knowledge about the sport B
and details of the trip ‘

oTestimonials Estimated Concept Budget
oCombinability with other sports / excursions

oCooperations to increase brand awareness €41.569,8

!

Controlling
Regular controlling of KPI's:
Impressions | Share of voice | Website traffic via Instagram | Engagement (Number of Likes,
Comments, Followers)

Figure 16: Concept overview (own presentation).
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9.2 Recommendations

The final chapter of this scientific work succinctly summarizes the data obtained
from the theoretical part, the company analysis and the market research
recommendations and puts it in a final overview with optimization recommendations

for RETTER Sports' communication on social media.

Revision and reinforcement of communication in social media: As already
mentioned, the restructured company seems to be heading in the right direction with
its current social media presence and has already created a good basis for
establishing contact with the target group with appealing images and short videos.
However, research has shown that there is still potential. At present, as shown in
Section 8.1.1, RETTER Sports focuses on very short texts that do not contain
detailed information about the products. However, because it is particularly
important for the target group to receive precise information already on social media,
especially for active and adventure vacations, the company should place a stronger
focus on providing more information. This includes on the one hand some education
about the aforementioned prejudices against travel agencies, but also information
about the company, the employees, the types of sports offered and, of course, the
active vacations provided. In this context, it would also be advisable for the company
to conduct further research within the target group to identify any additional inhibition

thresholds and needs in the future.

Position the company with its expertise: The target group of RETTER Sports is
looking for a vacation where they can practice sports and experience new
adventures at the same time. These people on the one hand want to try a new sport
for the first time, or already know a sport well and want to practice it in a new
destination or improve it with the help of professionals. It is therefore important to
highlight the expertise, knowledge and holistic approach of the tour operator.
Another reason why this is significant is that RETTER Sports also offers trips with
"risk factor" and thus, the topic of safety and competence must inevitably be a
special focus. Given that the employees themselves were active in professional
sports, it is vital to convey these factors more strongly. Not only does this positioning
help to give the customer a good feeling, but it also highlights the competitive
advantage and helps to differentiate the company. Another positive aspect of this

positioning is a possible image change. Since the target group, as explained in
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7.6.1, attributes a dusty image and older people with travel agencies, RETTER
Sports can position itself more as an indispensable travel companion due to its own
expertise and profound support of people who are, for example, beginners in a type
of sport. In this regard, the company could consider planning a social media

campaign that highlights this USP of the company.

Strengthening the brand through cooperation in the sports sector: In order to
raise awareness of the brand in the niche, it is advisable to place a strong focus on
collaborations in the sports sector as the target group consists mainly of people who
are also active in sports in their free time and thus, frequently come into contact with
sports brands. In addition, during the interviews, it was frequently mentioned that
content from athlete influencers is considered very informative and sought-after.
With that in mind, collaborations not only have the advantage of contributing to the
further communication of the RETTER Sports brand in Austria and the DACH
region, but also build trust. Especially in the travel sector, recommendations from
people have a high value and are considered essential by the target group in the
decision-making phase for a vacation. Since RETTER Sports currently spends most
of its social media budget on sponsored posts, the suggestion would be to focus
more on influencers and collaborations in general and allocate the planned social

media budget to those opportunities as well.

Special focus to the community factor: Another topic to focus on in the future is
the active traveler community. The qualitative research has shown that it is
particularly important to the respondents that they actually meet the expected
community at the destination. Thus, a certain expectation towards fellow travelers
is formed in advance. Since many of the active and adventure vacationers would
also be willing to vacation alone, they would like to meet like-minded people at the
destination. Accordingly, RETTER Sports should also strongly transport this
community to Instagram and show the potential customer what kind of people they
will meet when booking the vacation. On the one hand, the company could motivate
guests to post actively, or even consider hiring local photographers to shoot footage.
However, this outsourcing of footage can incur varying costs depending on the

destination and the sport.
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Controlling and monitoring: To achieve the objectives set for brand awareness, it
is necessary for RETTER Sports to review its communication activities after
implementation and optimize them if necessary. This is the first step to ensure that
the company can continue to design its communication effectively in the future.

Especially the KPIs engagement and reach have to be monitored and controlled.

The following table includes recommendations for action to strategically implement
the findings for RETTER Sports. Costs may vary depending on the destination or
sport. Expenses for accompanying social media campaigns for the content are

recommendations that can be used variably as needed.

Estimated
Step Recommendation Details
Costs
1 Expand Further market research/strategical €1.500
communication texting/content plan based on topic suggestions '

Social Media Campaign - Team
2 Highlight USP Storytelling/Integrate expert € 3.000

knowledge/corporate history

Strengthen Brand Social media collaborations with influencers
3 Awareness through and sports brands in the various sports areas - € 12.500
Cooperation/Ads individual campaigns to increase reach

Commissioning local photographers,
Increased focus on ] i
4 ) encouraging guests to publish € 3.500
the community ) )
photos/testimonials

) o Continuous monitoring of the measures and
5 Controlling/Monitoring ] €0,00
adjustment

Table 8: Ranking recommendations (own presentation).

Continuous trend analysis: The results from the theoretical and practical part of
this thesis show that Instagram in particular currently appears to be the leading
social media platform for active and experience-oriented marketing. However, the
author notes that this platform trend can change at any time and new channels may
soon dominate the market. Therefore, it is essential for the company to continuously
analyze current and future trends and use them in marketing. If the company wants
to expand its portfolio in the future, it is also advisable to conduct further research

to possibly investigate other social media platforms of the target group.
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11.2 Interview-Guideline — Target Group

Niche Tourism — Adventure and Sports Travel
Development of a social media communication concept aimed at increasing the brand
awareness of RETTER Sports

First of all, | would like to thank you, | really appreciate your permission to participate
in the interview. | am convinced that this interview contributes significantly to the
success of the research. The objective of this thesis is to develop a communication
concept for selected social media channels, which will help to solidify the RETTER
Sports brand in the minds of people from the niche.

In the process, not only the behavior of the users plays a role, but also their desires
and needs. Therefore, it was important for me to ask people who identify with the
niche as interview partners about their personal preferences.

In terms of time, the interview will take about 30 minutes. | would also like to point
out that there are no wrong answers and you are welcome to speak freely. | would
also be very happy if you could give me a brief insight into your social media
channels.

With your consent, | would like to record this interview with a digital recorder. | will
also be taking notes. Please be assured that all information will be treated
confidentially and if wished anonymously.

Introduction

Permission to record the conversation:
'l Yes
'l No

Age:
Origin:

Gender:
L] Female
L] Male
| Nonbinary



Warm up

An introduction with a brief explanation of the course
of study, the goal of the master’s thesis, the
objective of the research and the planned length of
the interview.

Introductory questions

Please introduce yourself and tell me about your
favorite sport

Niche

Have you ever been on an active or adventure
vacation where the focus was on a sport?

If so - booked yourself or through a provider.
If self: Why.

What are the reasons why you would not book
through a travel agent?

Social Media behavior

Please tell me about your social media consumption.
What are your favorite platforms and why do you use
them (inspiration, friends, message service,
information...)?

How do you usually become aware of brands on
social media (eWoM, sponsored content, influencer
marketing,...)?

If sponsored content: What is the trigger that makes
you actively visit the brand (wording, content,
targeting...)?

Social Media and

Travelling

Have you ever been inspired to travel via social
media — if so, which journey and where?

Do you actively post during your holiday and if so
what?

Initial Brands

When you think of active and adventure tourism.
Which brands / operators come to your mind first
and why?

Engagement

Tell me what is important for a brand to anchor itself
in your mind. (active approach, funny stories, raffles,
frequently paid advertising, high quality content)

How does content need to be so that you interact
with it or share it?




eWom

How much do you value reviews, do you actively
seek/write them, more for positive or negative
experiences?

Prefered

Communication

What is important to you in the communication
between the holiday brand and the user on social
media? Do you want to be addressed directly by the
company, in your native language or in English?

Do you expect to be able to get in direct contact with
the company on social media, or do you expect the
company to respond to your comments? How should
the tonalty be

What does communication on social media have to
look like for you to interact with it?

Active and adventure

In terms of active and sports travel - what do you find

vacation particularly important to convey here, what would
you need to know so that you would try it?
Closure Now, we are at the end of the interview. Are there

any other important aspects concerning the topic
that you would like to mention?




11.2 Interview-Guideline — Experts

Niche Tourism — Adventure and Sports Travel
Development of a social media communication concept aimed at increasing the brand
awareness of RETTER Sports

First of all, | would like to thank you, | really appreciate your permission to participate
in the interview. | am convinced that this interview contributes significantly to the
success of the research. The objective of this thesis is to develop a communication
concept for selected social media channels, which will help to solidify the RETTER
Sports brand in the minds of people from the niche.

In the process, not only the behavior of the users plays a role, but also their desires
and needs. Therefore, it was important for me to ask people who identify with the
niche as interview partners about their personal preferences.

In terms of time, the interview will take about 30 minutes. | would also like to point
out that there are no wrong answers and you are welcome to speak freely. | would
also be very happy if you could give me a brief insight into your social media
channels.

With your consent, | would like to record this interview with a digital recorder. | will
also be taking notes. Please be assured that all information will be treated
confidentially and if wished anonymously.

Introduction

Permission to record the conversation:
'l Yes
'l No

Age:
Origin:

Gender:
L] Female
L] Male
1 Nonbinary



Warm up

An introduction with a brief explanation of the course
of study, the goal of the Master's thesis, the objective
of the research and the planned length of the
interview.

Introductory questions

Please introduce yourself and tell me a little bit about
your job

TourismExperts —

Niche

Who is your target group, how is it composed
(demographic factors, sociographic factors...)

The niches you serve with your companies are very
free-spirited and individually hedonistic. What do you
think are the biggest problems in the marketing of
travel?

Service Brands

What are your experiences with service brands on
social media so far. What do you think are the
differences/difficulties in marketing on social media
compared to haptic products, or are there any at all?

Brand Awareness on

Social Media

What are key influences for brand awareness on
social media

What are strategies to raise awareness of a service
brand through social media channels.

Communication

Concept

How can communication help increase brand
awareness? What information do you need to know
about the target group during the planning phase?

How should communication be designed to get
people talking about it / making a brand memorable?

Barriers - what is the best way to find out about them
and how can they be overcome through
communication?

eWom

Recommendations on how to actively promote
eWOM as a company?

Closure

Now, we are at the end of the interview. Are there
any other important aspects concerning the topic
that you would like to mention?




11.3 Original Statements of Interviews

Expert 1 (E1); CEO Marketing Agency in Hartberg [09.02.2022]

“Also was grundsdtzlich gut funktioniert. In erster Linie ist mal Instagram ist klar, die
Leute folgen ihren Vorbildern, Idolen, den ganzen Leuten, die sportlich aktiv sind. Die
vielleicht auch bekannter sind, sei es bei Mountainbiken, beim Crossfit, oder auch Surfer
wie z.B. Windsurfer, Kitesurfer. Und da sind natiirlich die Zielgruppen alle vertreten, das
ist ganz klar. Also es ist eine sehr starke Plattform, um vor allem auch user generated
content zu teilen, dass man einfach sieht, dass das Ganze auflebt ,die Community lebt.

Interview Partner (T4); Female, 30, AT [09.02.2022]

Also ich brauch recht schnell Details, wenn da gleich mal steht, was da jetzt wirklich
Okay, also wenn ich halt jetzt zum Beispiel ein AD geschaltet bekomme und klicke, dann
will ich einfach schnell erfahren, was mich alles erwartet. (...) Ich brauchte zuerst die
Details, bevor ich mir dann vielleicht die Webseiten anschaue oder.

Interview Partner (T5); Female, 31, AT [16.02.2022]

“Ich war schon zweimal in Frankreich und einmal in Portugal und beide Male vor allem
das Surf Camp in Frankreich habe ich iibers Internet gebucht, weil es billiger scheint. Ich
bin mir nicht sicher, wenn ich in ein Reisebiiro gegangen wire, wie viel es gekostet hdtte. *

Expert 2 (E2); CEO Communication Agency in Graz [10.02.2022]

“Die Marke stirken kann man grundsdtzlich ausschliefflich durch die Kommunikation. *

Interview Partner (T9); Female, 29, AT [23.02.2022]

“Ich glaube ehrlich gesagt, dass man zuerst die Marke und das Camp und die Leute und
dann das Konzept cool finden muss, bevor mir dann der Preis wichtig ist.

Interview Partner (T11); Female, 26, DE [04.04.2022]

“Ich wiisste jetzt auch zum Beispiel gar nicht wie da die Preise im Reisebiiro sind oder
was meine Vorteile wdren, wenn ich mich in einem dort beraten lassen wiirde
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