The Cool Content
Creation Guide
for Hospitality Brands

Written by Neely
(For cool people, only)

COSY UP
WITH
A
CUPPA’
IF YOU’RE DIPPING YOUR NOSE INTO THIS GUIDE,
IT’S LIKELY THAT YOU SPEND MOST OF YOUR TIME
SERVING GUESTS AND MAKING THEM HAPPY. YOU
DESERVE A REST AND A SIT DOWN.
LUCKILY FOR YOU, WE’VE PUT TOGETHER THIS DANDY
LITTLE READ THAT COVERS CONTENT CREATION IN A
COOL, CREATIVE, (AND KINDA’ QUIRKY) WAY.
WHAT’S BEST IS THAT IT’S BEEN CREATED
ESPECIALLY FOR HOSPITALITY BUSINESSES, BY
AN AMBASSADOR OF THE INDUSTRY AND OBSESSIVE
WRITER-ENTHUSIAST.
YAY.
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THINGS TO
LOOK FORWARD
TO
The fluffy chapter titles don’t give much away; so, what exactly
can you expect from our Cool Content Creation Guide?
Well, we put the kettle on and did a little bit of research here
at Neely There HQ. And what we found, was that it’s not so easy
to find a simple guide about idea formation and content writing,
specifically for hospitality brands.
Naturally, our founder, Neely was horrified. So, she put on her
best writing jeans and got to work.
It’s important to remember that this isn’t an exhaustive guide,
and you will probably have a few questions after reading it.
But that’s all right. You’ll find our contact details on the last
page, should you wish to have more of a chinwag.
For now, sit back and look forward to the “must-knows” of
content writing in simple and easy-to-action terms. And more
than anything else, get yourself pumped-up and inspired and
enjoy the process of sharing your brand values and engaging with
those very special guests and customers.
Happy writing!

Neely
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THE GREATEST INDUSTRY
IN THE WORLD

Neely’s love for hospitality stemmed from her first job as
a cocktail waitress at an Indian-themed restaurant and bar,
called The Calcutta Club. There’s an indescribable feeling of
fabulousness when you’re making somebody’s day special, isn’t
there?
We’re in the business of people. Whatever your “position” in
your current hospitality business, fundamentally, you’ll have
the responsibility of creating happy memories and making people
smile.
That’s why positive engagement with your guests or customers is
stupendously important from the get-go. It forms a part of that
all-important “journey” (which begins long before people meet
you in person, or visit your establishment).

FOOD & BEVERAGE
•

Quick Service (fast food
restaurants)

The Splendid

•

Full-Service Restaurants

•

Catering Businesses

Sectors of Hospitality

RECREATION

TRAVEL & TOURISM

•

Sporting & Gaming

•

Accommodation & Lodging

•

Nightclubs

•

Trains, Cruise Ships & Airlines

•

Bars

•

Health & Beauty Resorts/Spas

•

Theme Parks & Amusement Parks
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According to ONS (Office for National Statistics), the hospitality
industry in the UK alone was worth a phenomenal £130 billion by
the end of 2018. Throughout the world, it’s hugely substantial
to economical growth and creates hundreds of thousands of jobs
and opportunities.
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COPY & CAKE

Imagine this scenario: you’re sitting at a coffee shop with
your good friend, Spencer. It’s a comfortable setting and the
conversation is flowing as smoothly as the velvety espresso in
your cup.
Think of the of words you’re using. More than likely, they’ll be
positive and the kind of words that Spencer will easily relate
to, and probably uses himself.
This helps the two of you connect on an emotional level.

IT’S ALL ABOUT THE BASE, ‘BOUT THE BASE
Whilst Scientists often claim how complex the human brain is,
the truth is that most of our modern emotions stem from a handful
of base feelings. The way we perceive happiness, sadness, fear,
and anger determine how we make some of our most complicated
decisions.
In the marketing world, especially when it comes to hospitality,
we’re usually looking to ignite feelings of happiness. This
can be further specified into feelings of comfort, when a guest
has successfully booked into a five-star resort; or excitement,
as they imagine themselves plummeting down on a world first
rollercoaster.
So, whilst we’re on the subject of “feelings”, what you’ve got
to remember is that this is ultimately what you’re promoting
through your creative content and copy.

Part of Wow Group of Companies
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Say for example, you’re

creating content for an Instagram campaign

where the end-goal is to get more bookings at your

otes
yN

Nee
l

restaurant for Valentine’s Day.
How are you going to connect with your target clientele?
Sharing an image of a themed cocktail and listing all the fresh
ingredients that are blended into it? OR sharing an image of a lovestruck couple enjoying your restaurant’s cocktails and telling your
guests that they too, could be just as happy, and giddy, and
mushy-mushy on Valentine’s Day?
(By the way, the latter is the correct answer).

EMOTIONAL MARKETING
Let’s return back to the beautiful image of you enjoying a
frothy coffee with your friend, Spencer.
Connecting with somebody you already know and feel comfortable
with seems so simple, doesn’t it? You see, this is exactly the
kind of result that successful content creators achieve.
In all the kerfuffle of strategies, step-by-step methods, and mindnumbingly boring templates, it’s easy to forget the most vital
point of all: to keep things simple, real, and to communicate
like a human being. (And not somebody who has swallowed an SEO
Keywords Handbook).
Believe it or not, even if your target clientele is made up
of busy, corporate travellers, there’s got to be an element
of emotional marketing in all the organic content that you
distribute. Gone are the days of “USPs” being enough. Now more
than ever, hospitality brands need to communicate their brand’s
ideology and values, if they really want to stand out from the
crowd.
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THE VERY COOL CONCEPT
OF COPY & CAKE

Communicate with your consumers/ guests as you would
with your friends over a coffee date (of course, in
the appropriate language). Be naturally hospitable;
this is what our industry is about.

Remember, you’ll already have an idea of your
audience’s likes, dislikes, and current “challenges”,
as you’ll have done your research beforehand. Use
this to help build a relationship with them, through
your content.

Keep it simple, yet engaging. The lovely people who
you’re trying to get to buy into your brand may
not be industry experts, like you. Try to avoid
industry-specific abbreviations, acronyms, and other
technical terms.

Part of Wow Group of Companies
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STORIES RULE THE WORLD

Storytelling. Ah, that old chestnut.
You were probably wondering when we’d get to this bit, weren’t
you?
Deemed as a bit of a buzzword in the marketing industry,
storytelling is the holy grail of most successful content
marketing campaigns. Now, remember we said “most”. But we’ll
return to this point a little later on.
By now, you probably have a good idea of why storytelling
is a powerful way to communicate with your end consumers.
So, we won’t patronise you with the basics; “storytelling is
emotive”, “people remember stories”, “stories remind us of our
childhoods”, yada, yada, blah, blah.
However, there are a few common misconceptions that we should
address. Many people, for example, assume storytelling to be
a very linear and somewhat self-explanatory process. Let’s be
honest with ourselves, when the term first came about in the
marketing world, most of us assumed that it would simply be a
case of plonking a start-up story on the “About Us” page of our
company’s website… right?
Our darling hospitality heroes and heroines, there is so much
more to the art of storytelling. Here’s a few things to be wary
of, especially if you’re looking to outsource your content
marketing/ content writing needs:
Storytelling does not mean writing a literary masterpiece
for your website or social media platforms. Don’t get
carried away by over-the-top details that have little
relevance to your business and target audience.
Another rookie mistake is announcing that you’re about to
share a story or following the conventional “once upon a
time” story templates. The trick is to seamlessly embed
storytelling into your marketing campaigns.
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Storytelling is not vital for every part of your marketing
activity. Don’t fall into the trap of believing that you
have to incorporate an inspirational story into every bit
of content you share. Story over-kill is a big no-no.

It can be a tricky concept to truly get your head around.
Remember, storytelling in marketing is not effective if you
simply share a brand story once and then expect people to
remember it.
Ensure that the lessons, values, and core principles are
regularly communicated both internally (amongst your team) and
with your fabulous, target audience.

A COUPLE OF COOL EXAMPLES

“ The best content
marketing strategy?
Give a damn about
your guests.”
- Neely
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Airbnb
To begin with, Airbnb’s brand story is pretty epic. From renting
out a mattress to strangers to help pay bills, Brian, Joe, and
Nathan went onto building probably one of the most disruptive
businesses in the hospitality industry, that is now valued at a
whopping $30 billion.
These guys are absolute bosses when it comes to storytelling.
Browsing through their content, you’ll never feel like you’re
being marketed to; on their website for example, they have an
entire page dedicated to stories from the Airbnb Community.
Check it out, here: www.airbnb.com/community-stories
Of course, it doesn’t stop there. Airbnb has a genuine theme
running through all their content, which heavily focuses on
communities and people. What they’ve recognised, is that stories
is the language by which humans communicate and they are clearly
invested in the lives of their people.

Alton Towers
How often do you see Alton Towers boasting about being the UK’s
biggest theme park, with some of the most renowned, world-first
rollercoasters?
The answer? Not very often. And this brings us back to our
point about not solely focusing on black-and-white USPs (hello,
snooze fest).
Over the years, Alton Towers has built a magical reputation for
being a place of unforgettable escapism, for children, grownups and everybody else in between. This Merlin attraction has
truly taken storytelling to a whole new, spectacular level, as
not only do they incorporate storytelling into their content
marketing, but they have adopted it at the theme park (on the
actual rides), too.
Recently, Alton Towers has launched its Power of the Towers
campaign, which celebrates the thrills, laughs, and joy that
bring people together and help them forget the stresses of
everyday life. Our friends at Alton are one step ahead of
the game; not only are they showcasing their head-spinning
rollercoasters, but more importantly, the way guests feel, when
spending a day at the resort. To top it off, they’re capturing
some of their guest’s stories via vlogs and written content,
and sharing it across all their digital marketing platforms.
Bravo, guys.

Part of Wow Group of Companies
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CREATIVELY CUCKOO

Do you know what the 5 levels of linguistic rules are in writing?
You do?
Nice.
Now forget all about them.
Don’t get us wrong, we love intricate grammar, literary theories,
and the great debate about the Oxford comma just as much as the
next person. But if you’re writing for a hospitality brand, if
you’re writing with the purpose of engaging and attracting your
target audience, then you’ve got to snap out of some of that
academic or corporate gibberish.
But, before we take you into the land of cuckoo, there’s a
few things that are worth mentioning (that are kind of nonnegotiable), when it comes to content writing:
Always take heed of:
Spelling. According to Forbes, spelling mistakes in copy
can half the chances of a guest/ customer doing business
with you. Plus, it’s sloppy.
Basic Grammar & Punctuation. Using more than three dots
in a series of ellipsis “…” is wrong. Just plain wrong.
As is using the term “that” when you mean “who” (it just
isn’t cool). Learn the basics and get them right.
Manners. This will depend on your brand identity. If using
the odd curse word (such as “crap”, etc) is relevant to
your image then use it where appropriate. But always,
always do your market research; the worst thing you can
do is p*** your target audience off, before they’ve even
got to know you.
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professional proofreader if you’re having
troubles with double-checking spelling and basic

otes
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Your best bet is to hire a

Nee
l

grammar. Remember, not all content writers/ marketers
will be skilled in this area, so please do your homework and ask
the right questions.
Something that many of us forget is the difference (the huge
difference) in spelling and grammar between US and UK English.
It’s vitally important that you work with a professional who
understands your chosen dialect, inside-out.

Part of Wow Group of Companies
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Now. Finally. Welcome to the Colourful Side…
Once you’ve figured out how your target audience communicates
and what kind of language they use, you should have fun with it
and adopt it into all your marketing copy.
The trouble is, it’s all well and good telling people to be
creative with their copy, but if you’re not an avid writer and
have been brainwashed by business jargon, then how do you really
go about being a wicked wordy wizard?
Below are some ideas
truly flowing. They’ve
but bear in mind, we
other content creation
losing the plot).

to get those creatives juices well and
been tried and tested by Neely herself;
haven’t seen some of these tips in any
guide (so we could be geniuses, or simply

Bet You’re a Poet and You Didn’t Even Know It
Off-the-cuff poetry is a great way to get the right side of your
brain working (the creative side). Every day, spend no longer
than 10 minutes writing out your ideas and musings in a nonstructured, poetic form.
The beauty of prose is that it has no real restrictions or
rules. This will allow you to tap into your creative-writer
space and make your confidence flourish like a spring flower. Check
out Neely’s personal Instagram page for a journal of poems; all
whipped up in no more than a few minutes, for inspo. (Search
@neely_khan)

Consume The Right Kind of Content
We all know that reading regularly is a sure-fire way of becoming
a better writer. In the words of Stephen King, “If you don’t
have the time to read, then you simply don’t have the time to
write”. However, in this day and age we are lucky enough to have
other ways of consuming kick-ass content, too.
Of course, you’ve got to consume the kinda’ stuff that is
relevant to the hospitality industry; but it is also so very
important to read and listen to things that are communicated in
your target audience’s tone of voice.

Part of Wow Group of Companies
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Guest & Customer Reviews: Spend some time on platforms
such as TripAdvisor to work out what’s going on inside
your target clientele’s head.
Hospitality Podcasts: We recommend Marriot’s Behind the
Design, Fuel Hotel Marketing Podcast, and Neely There and
Wow Group’s very own, What a Load of Bollards.

Neely Note
s

Events Outside of “Traditional” Business Networking: Pop
into a local food festival, a wine tasting session,
pretty much anything that’s relevant to your brand and
enjoyable for you. Talking to other industry-experts and
talking about your brand will equip you with an army of
ideas for your content marketing campaigns.

Looking for more
inspiration? The Innocent brand
has got the concept of being creatively

cuckoo captured, to a T. Check out the copy

on some of their Instagram posts. Delightfully
hilarious. (Search @innocent).
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CALCULATED. INSTINCTUAL.

Powerful writing is part calculated, part instinctual.
You’ll have to tell us if you can relate to this; but in our
business, we often meet people who are either at one extreme
end of the spectrum, or the other. There’s rarely an in-between.
An analogy (don’t worry, we’ll give you more context later on):

THE STRAIGHT LINE

THE SCRIBBLE

A straight line is predictable,
a straight line is monotonous.
Four straight lines can make
up a square; and a square is
rather boring looking, too.

Oh dear. The scribble. The
scribbler. These poor little
dears don’t even know if
they’re coming or going.

Those who follow regimented
writing rules, methods, and
formulas, as if their lives
depended on it, end up with
very boring sounding content.

There is no structure, you
know? No purpose. No point.
Just one big fat scribble, in
the space of something that’s
supposed to be compelling
content.

Content that will bore you
to tears. Yawn, yawn (is this
over yet?).

It’s like a puzzle. Where does
it start and where on Earth
does it end.
Send help. Please.

Part of Wow Group of Companies
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One of the reasons why we love the hospitality industry, is that
more often than not, it allows us to be hands-on. It’s a space
where we can truly roll our sleeves up and get stuck in; a space
where personality speaks volumes; where charm (and courtesy)
can really get us far.
You may be like the thousands of other hospitality professionals
out there, who are practical “do-ers”, and don’t really fancy
being tied to a desk, learning how to write content. We see this
a lot at Neely There, and the result is either professionals who
have taken content writing rules waaaaay too far (because they
think this is best), or perhaps, are a little too sporadic in
their writing approach.

“ What’s Really Cool is Finding
the Perfect Balance ”
- Neely

Part of Wow Group of Companies
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1. CALCULATED
Of course, we could go into the nooks and crannies of content
writing guidelines, but you’ll have to tolerate our company
over a coffee, for that.
However, to get you started on the “calculated” element of
creative and compelling copy, here’s a few things that you ought
to bear in mind:
The Point. You’d be amazed by the number of people who
begin writing a piece of content, without a clear brief
or purpose in mind. It’s like a game of Pin the Tail
on the Donkey, friends. You might have fun, but you’ll
certainly miss a few times (and probably look like a bit
of a weirdo, too). No matter how creative your marketing
campaign, blog post, or LinkedIn article is going to be,
understanding and sharing your CTA (call-to-action) with
the audience is so, very important.
Ask yourself, “What am I looking to get from this bit of
content?”
The Plan. If you’d like our honest advice, please don’t
listen to the people who say they “wing” their copy and
get unbelievably amazing results off the back of it.
Everybody has a plan, even if it’s a subconscious one,
even if they haven’t written it down. Before creating a
piece of content, everybody has some kind of an idea of
what the end-product is going to look like.
Now, the clearer that picture is in your mind (of what the
end-product is going to look like), the better the chances
of it yielding results. Whether or not you’re a scatterbrained creative who likes to daydream about shapes of
clouds in-between writing sessions, you absolutely need
a plan, especially when it comes to long-form content
and articles.
Your plan could be as intricate as a bullet-pointed list
of what’s going to be covered in every paragraph, of
every section of your article. If you’re more of a visual
person, you might prefer a colourful brainstorm on an A3
sheet of paper. Annnnnnd, if you have absolutely nada
idea of how to best plan and write, then you can reach
out to our team and we can rustle-up a few suggestions
and writing prompts, for you.

Part of Wow Group of Companies
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The Picture. This is something that the majority don’t
bother with. Which is quite ironic because this is exactly
what differentiates really good content, with content
that is absolutely remarkable.
The picture.
The theme.
The “semantic field”, is what they call it at school.
Whether you’re writing a 30,000 -word travel publication,
or a short blog post for your company’s website, a
running-theme not only ensures consistency in your copy,
but makes it more enjoyable to read, too.
The best example we can give you right now, is this
Cool Content Creation Guide. You see, we’ve very much
adopted the theme of “cool, laid-back, and chill” vibes
throughout this entire piece, and you’ll notice this in
our headings, sub-headings, and some of the words that
we’ve deliberately used in our main body.
This was of course, shrewdly planned before-hand to give
you, our delightful readers a more enjoyable reading
experience; and to ensure that the content you read in
this guide, actually “sticks” and you remember it.
This can be a toughie to pick up. But you’ll find that the
ability of writing with a semantic field in mind, will
naturally come with experience. Being able to identify
this in content will also help you determine if the
professional content writer you’re outsourcing to, is
worth the buck they’re charging.

Part of Wow Group of Companies
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2. INSTINCTUAL
Once you have the point, the plan, and the picture nailed for
your content, it’s time to get your creative caps on and frolic
into the land of wordy wizardry.
Some of the most common words our hospitality clients use
when explaining their project brief are “edgy, refreshing, and
sexy”. Believe it or not, there have been times when we’ve even
been asked to make content about handwashing procedures for BOH
restaurant staff sound like the most eye-poppingly exciting
thing to ever exist.
The good news? It can be done.
Forgive us if we’re making you feel like you’re travelling
back in time to Year 5 at school, but remember all those
linguistic methods you’d learned in creative writing class such
as alliteration, similes, and metaphors? Well, now is not a bad
time to use them, sparingly.
The following hospitality-focused examples is our very own
handy-work. They may help as a source of inspiration or you may
just think they’re ludicrous:
Cheval Residences: Alliterative heading on homepage.
Oohhh. That’s cheeky.
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Travel Publication about Cannes:
Targeted
at
corporates
and
business owners. But you’ve got
to admit, a pretty neat play on
words.

Training Content for
Totally bespoke and
linguistic lovin’…

Part of Wow Group of Companies
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YOUR PLATFORMS AND
YOUR PEOPLE

Writing wickedly powerful content is cool, but what’s even
cooler is knowing what kinda’ content goes where.
Chances are that you’ll be using both digital and print media to
shine your hospitality business’s most luminous light. However,
do you know what the basic guidelines are for each marketing
platform? Do ya, do ya?

DIGITAL
SOCIAL MEDIA: We’re a generation of selfie-addicts, instantgratification, and doing things “on-the-go”. The likes of Facebook,
Twitter, Instagram, and LinkedIn fall into this category, which
to be honest, could make up another content creation guide,
within itself.
What we can tell you as a top-level overview, is to first of all
understand which platforms you’ll be committing yourself to;
and more importantly, why.
If you’re a hotel brand for example, you’ll find Instagram is
particularly useful for showcasing the aesthetic appeal of
your properties and highlighting its key features. Keep your
captions short, snappy, and fun; and remember to make the most
of trending hashtags, Insta Stories, and competitions.
Of course, different social media platforms serve a different
purpose (and you can have a chat with us about this, in more
detail). One of the key things to make note of when writing
your content for social is to introduce your “hook” as quickly
as possible and focus on generating engagement. Keep in mind,
people are usually on the move when browsing social media and
are often consuming content on their smartphones, so it’s got
to be easy to digest.
YOUR WEBSITE: Contrary to popular belief, getting website copy
right is probably the most challenging thing to achieve as a
content writer. The idea of a website acting as a hospitality
business’s “shop window” is all too true, which is why it needs
to reflect the brand’s personality from the get-go, whilst still
making clear what product or service it’s offering.
There’s a famous Shakespeare quote that you may have heard of,
“Brevity is the soul of wit”, which in marketing-speak can refer
to how “less is more”, especially when it comes to website copy.
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Website copy – more than any other kind of content – should
be easily scannable. You can always add more meat onto the
“Stories” or “About Us” page; but the sections that introduce
your brand and services, such as the homepage, will need to be
compelling, yet concise.
So, as much as we love prose and fluffy metaphors, your website
probably isn’t the best place to experiment with overly creative
wordplay. The same goes for the blogs that you’ll be sharing
on your website (yes, hospitality blogging is super sexy). We
don’t particularly believe “the shorter, the better” for blogs,
but keep them to-the-point so that they can be leisurely reads.
You might want to flip back to the Calculated. Instinctual.
chapter for more advice on this.
EMAIL MARKETING & DIGITAL NEWSLETTERS: We actually hate the
term “newsletters”. These days, it sounds like something that
belongs in the early 90’s (along with acid-wash jeans), but
we’ve had to use it on this occasion to get our point across.
If you’ve not delved into the world of email marketing, because
of the fear of “will they even read our emails?” then rest
assured, yes, they probably will.
People still read things.
So long as your subject lines are inviting and the content is
value-packed (which of course, you’ll be a whizz at ensuring by
now), then saying a fortnightly or even weekly hello to your
audience will most likely go down a treat.

Neely
Not
es

Personally, we love the Happy Birthday wish from our friends at
Bill’s Restaurant, or the offer of a free coffee from the team
at SOHO Coffee Co. As we already know, the heart of hospitality
is making people feel special; so please do adhere to this
when writing your email marketing copy and NEVER see it as an
opportunity to blow your own trumpets. That would be really uncool.

At this point, you’re
probably wondering; “Well do I follow

writing guidelines, or simply go with the flow?!”.

We know that we’ve sporadically advised you to do both.

So, another reminder to first of all, understand your
market, then, the purpose of your content; and remember
that you can’t go wrong with balancing order with
creativity. Something that usually helps Neely, is
writing the outline of the copy in simple, layman’s
Part of Wow Group of Companies
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PRINT
Even in this day and age, print marketing is just as important
as the hip and happening digital stuff. We don’t know about
you, but we love the feel of actual paper in our hands, and if
the content is nifty too, then we’ll most likely explode into
smithereens, out of pure excitement.
This “arena” of marketing actually covers a lot. You’ve got things
like brochures, flyers, loyalty cards, print press releases,
magazine articles… the works. Now, each of the aforementioned
examples serves a very unique purpose, you’re always welcome to
explore these with us in person; but for now, here are some of
the biggest differences between digital and print copy:
o Print content is more “immersive” than digital copy.
Readers aren’t as likely to be on-the-move and will
therefore have more time to read the material in full,
rather than just scan (as they would on a website, for
example).
o Without any annoying pop-ups and hyperlinks, readers
usually have fewer distractions with print content. So,
if you’re writing content for a print travel brochure,
you’ll probably get away with drawing-out the stories a
bit more and getting your audience to a blissful place
of escapism and relaxation.
o Readers tend to be more perceptive when enjoying print
content; so that odd spelling mistake or incorrectly
placed comma is likely to stand out a lot more on your
Happy Hour flyer (and remember, because it’s print, it
won’t be as easy to edit, either).

content writing advice for something

worth having a chat with a professional (in this case,
one with a journalistic background).

Notes

specific, such as magazine articles, then it’s

ly
Nee

If you require print

The advice in this section is a general guide; keep in mind
that you’ll have things like design and artwork to think
about, too. You can enquire about this directly, on the
Neely There website.
Part of Wow Group of Companies
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DON’T DISMISS DIGITAL

A large part of content marketing is understanding digital;
and we feel that this is something hospitality brands really
ought to get their heads around, in order to succeed with their
marketing activity.
In fact, you can sure-bet that the majority of your end-consumers
will be social travellers, tourists, and ultimately, people who
like to spend hours online researching places to visit, hotels
to book, and restaurants to dine in.
The truth is that out of all the sectors, none is affected by
digital trends, as much as the hospitality industry. Whilst
you’ve got your content up-to-scratch, remember that it’ll
struggle to convert into happy, paying guests if it doesn’t get
noticed by the right eyeballs.
Our advice? Work with a digital marketing agency that understands
the hospitality industry, alongside your creative content
creator. If you get lucky, and find a team that delivers all
of this (plus designers) in-house, then sink your pretty nails
right into them and never let them go.

WWW.WOW-GROUP.CO.UK
(Our partners. Yes, this is a cheeky CTA.)
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’s Here WORLD

Now that you can’t wait to get your creative mitts onto a
keyboard or a blank sheet of paper, we believe that our work
here is (“Neely”) done.
We know that our advice in this Cool Content Creation is brief
and probably a bit subjective. But if you’ve completed it feeling
a little more confident and inspired about your hospitalityfocused writing, then we’ll certainly go to bed with a happy
smile on our faces tonight.
It’s often difficult for hospitality brands – particularly
household names – to outsource their content marketing to a third
party, and understandably so. Terms like “brand guidelines” and
“brand identity” are thrown about in the marketing world like
frisbees, but we understand exactly what these words mean to
successful businesses.
To reiterate, hospitality truly is the greatest industry in the
world, and it deserves to be represented through words that are
so fun and imaginative, they’re practically jumping out of your
computer screen and doing star-jumps. Even more so important,
are of course your guests – who are more than worthy of being
communicated with, considerately and consistently, even before
they’ve visited your established in person.
Our lead-writer and hospitality enthusiast, Neely is committed
to putting this industry “back on the map”, through creative
content that is both value-packed and a little bit out-ofthe-ordinary. She spends most her time drinking coffee and
cracking jokes that nobody laughs at, so, to help make her more
productive and help you create lasting relationships with your
guests and consumers, please send a happy letter to:
neely@neelythere.co.uk
Keep on writing.
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