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Problem 

Consumers want the ability to google any business and find some form of online content. 

They want to know menu items before they enter a restaurant. They want to see what kind of 

inventory a boutique has or read testimonies from actual consumers. Consumers expect some 

form of online content from businesses. 

In small or rural towns, online content is limited or limiting. Most business owners rely 

on Facebook as their primary form of online communication. Some have websites, but they are 

either not user friendly, aesthetically appealing, or do not communicate effectively with their 

intended audience. Creating, curating, and managing web content is integral to content strategy 

and online marketing. Small business owners would better interact with their consumers and 

potential consumers with web content that effectively communicates their worth, values, and 

products to compete with larger corporations.  

Rural and small-town businesses are still threatened by big-box stores and chains, but do 

not have to be. As local cafés and boutiques become trendy with younger generations, small 

businesses will need to know the best strategies to communicate with their broader audience 

through online content. Online content is a way for businesses to interact with their consumers 

and audience, as well as an opportunity to build their consumer base. Content strategies are tools 

for optimizing the process of creating, presenting and promoting online content. This tool is 

especially important for small businesses that don't currently have effective or optimized online 

content. 

Understanding how successful small businesses in rural areas market and interact with 

their consumers and the consumers themselves can help business owners develop content 
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strategies that best meet their needs and their audience's needs. This paper will identify the 

challenges small businesses face, as well as available research on small businesses and 

businesses in rural areas and what they can do to build relationships and communicate with their 

consumers in the context of integrating offline and online content. This paper will also look at 

one rural community (Klamath Falls) and identify the population, potential trends, and 

opportunities to develop a simple content strategy outline for small businesses within the 

community.  

Literature review 

Challenges for Small town/Rural business  

Small businesses face many challenges in rural environments and often struggle to start 

or survive long term. These challenges include: distance from large urban areas, small population 

density, and limited infrastructure and resources (Siemens, 2010, p.67). In spite of these 

challenges, there are opportunities for small business owners in rural communities to tap into 

tourism, lifestyle, and niche markets. They can also provide resources or markets the rural area 

does not have, thus increasing the value of local businesses and opportunities within their 

communities. Many rural communities are sustained by entrepreneurship and small business and 

these small businesses rely on local consumers and profits within their community (p.70). 

Another challenge small businesses face is limited access to supplies. This challenge may also 

translate into a businesses' knowledge on resources to help them build online content. Small 

business accounts for 90% of business activity in the U.S., in spite of rural and small business's 

challenging environment (Fiore, Niehm, Oh, Jeong, & Hausafus, 2007). Many small businesses 

in rural areas do not have online content. To develop online content, they need a plan in the form 

of a content strategy.  



RURAL CONTENT STRATEGY  Bliss 4 
 

   
 

Content strategy 

Content strategies are plans for developing, presenting, promoting, and maintaining 

content. A content strategy is defining who your content is for, how you are going to get the 

content to them, what you want the content to look like, why you are creating content, how and 

what resources are needed to create the content, where the content will go, how to promote it, 

and how to measure progress (Rampton, 2017). Businesses with effective content strategies 

know their goals and their audience. Content strategies are business investments and can 

determine the future of a company or small business. There are many platforms a content 

strategy can account for when presenting content, and often businesses stick to brand websites 

and social media to disseminate their content.  

Social media as a content strategy 

Social media is a simple way to disseminate and promote online content, but many small 

businesses under develop their social media presence because they don't know how their 

consumers will interact with them. These businesses may also struggle with creating, managing, 

optimizing, and distributing content online (Gavilanes, Flatten, & Brettel, 2018, p.4). Consumers 

use social media networks outside of fulfilling social needs, but also for "consumption needs" 

like "being part of a brand community", learning about products, and making decisions on 

purchasing products. Social media networks, like Facebook, provides retailers and businesses 

with a platform for advertising to a large population of consumers almost immediately. 

Consumer engagement is influenced by social network advertising and different content 

strategies yield different types of engagement.  
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There are four engagement levels on social media platforms: neutral consumption 

(clicks), positive filtering (likes), cognitive and affective processing (comments), and brand 

advocacy (shares). The objective for marketers is to meet these levels of engagement when 

advertising on social media. Businesses that use Facebook to post and promote their content and 

brand may consider advertising on the platform as well. Social media is one form of web 

presence, and utilizing more than one outlet for online content is a way to build a strong web 

presence.  

Web presence 

A company's web presence is strongest when it integrates online and offline presences. 

The web presence of many businesses is primarily informational; providing hours, numbers, and 

locations to the physical business, rather than integrating an online presence to complement or 

collaborate with the offline presence (Steinfield, Adelaar &Liu, 2005). Effective online 

presences that integrate online and offline elements give businesses an edge against competitors.  

Competitors in this sense could be chain and big box stores, as small businesses in the same area 

are not often direct competitors. Small businesses that don't provide more than just informational 

content online are not integrating their online and offline presences effectively. Integrated 

content may look like a website that provides inventory of the physical store or information on 

production. For example a local bakery's integrated online and offline presence may be providing 

information on their physical location, explaining inventory, engaging in story telling (when did 

the business start, how is the product is made, who makes the product), news (events, business 

changes), and possibly the ability to order online and pickup in store. The integration of content 

should also account for usability and credibility. One of the things that hurt small businesses 

online content is website credibility. 
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Small businesses should aim for their web sites and content to be usable as well as 

credible. Credibility for a website is how visitors judge the authority of the site, especially ones 

with online transactions and medical, legal, personal and financial information (Everett, 2013). 

Small businesses generally do not have to worry about these elements but are still scrutinized for 

credibility, which can affect consumer engagement and profits. Many small businesses, 

especially rural ones, do not have IT departments, or employees specific to web content. This 

limitation poses a challenge for small business owners who would have to develop, distribute, 

and manage web content on top of other responsibilities. Another challenge is access to, or 

knowledge of, free or low-cost web hosting services. Even business that do use these programs 

may face negative credibility judgements from visitors and consumers because credibility is 

linked to how professional a website looks and how the information is presented.  

Consumers rate credibility with these expectations: high search engine rankings, the 

availability of consumer support, current information, aesthetics, professionalism, links that 

work, and the consumer's experience with the internet. Everett provides six steps for small 

business owners to follow when developing and managing their online presence. Step one is to 

do a focus group of current or likely consumers. Step two is to determine what the focus group's 

expectations are of online content. Step three is to go through web content with the focus group 

and ask questions about the elements of the site. Step four is to document responses. Step five is 

to cross analyze the groups expectations with the knowledge of what the group likes about the 

current web presence. And step six is to determine and plan for improvements. Credibility comes 

down to whether the site looks professional, safe, and if it is easy to use. There are resources for 

small business owners to develop usable and professional websites. There are also resources for 

small businesses that are human centered and local.  
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Strategies and resources for small business in rural areas.  

Online content for small businesses faces similar problems that already exists in the 

context of general challenges of operating in rural environments. Small businesses have many 

human centered resources to address these problems. First, business owners are their own 

resources. This means that they can develop new skills to face challenges as they arise and 

understand seasonal changes in their market to compensate when needed. Second, owners' 

families are a resource as employees, marketers, and travelers between locations to optimize 

business strategy. Finally, owners can look to their communities as a resource. The community 

provides partnerships, a consumer base, and local marketing (Siemens, 2010). These "strategic 

resources" can also be adapted for online presences. With the growing capabilities of web 

content, small businesses can optimize their online content to meet their needs in a rural 

environment. Another resource for small businesses is to communicate with their community as 

a stakeholder in their company.  

The community is important for locally operated small businesses. Small businesses have 

a range of stakeholders that are not just consumers (Dyer, 1996, p.43). Public relation strategies 

have much of the same goals as content strategies, as Public relations (PR) is a facet of some 

content strategies. Businesses can use online content as a form of PR strategies to build 

relationships with their community. Some PR strategies are to "support business perspectives, 

increase awareness, help to change perception, reinforce marketing and sales effort, build and 

sustain a reputation over time, and have some effect on the values of a particular group or of 

society as a whole" (Dyer, 1996). With online content strategy, the goal is very similar on an 

audience influence level. The goal for small businesses, especially as big box stores expand 

globally, is to persuade local shareholders to invest in and patronize their business. Effective 
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content strategy should do this in collaboration with all its other tasks. PR is interactive and 

forms a dialog between businesses and its stakeholders. The interactive element of PR lends 

itself to affect content strategy. Applying PR strategies to content lends more perspective to the 

importance of content strategy for small businesses. Small business success directly correlates 

with effective content strategy and PR. These strategies can help business owners foster a 

relationship with consumers and learn to meet their experience expectations. 

Experience is also important to consumers and many businesses strive to create unique 

experiences for their customers and clients. Consumers in the U.S. are increasingly interested in 

the experiences from purchasing goods and services (Fiore, Niehm, Oh, Jeong, & Hausafus, 

2007). Consumer experiences plays a large part in modern business success. Fiore establishes 

four experience types that can be applied to goods and services. They are: educational 

experience, esthetic experience, entertainment experience, and escapist experience.  Educational 

experiences provide consumers with knowledge of a process through interactivity. Esthetic 

experience is providing a sensory rich environment. Entertainment experiences provide passive 

performances or activities for consumers to watch. Escapist experiences are activities where 

consumers actively participate in events. Esthetic, educational, and entertainment experiences 

can all be applied to online content. A website that is aesthetically pleasing, easy to use, 

incorporates interactive (passive or active) content, with elements of engaging story telling can 

meet experience wants and needs. Most small businesses, especially in Klamath Falls, are not 

incorporating experience into their web content.  

Case  

Klamath Falls, Or 
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The most common web content for small business in Klamath Falls are Facebook Pages. 

Retail businesses often use Facebook and a website, while service type businesses either strictly 

use Facebook or nothing at all. It seems that newer (younger than 10 years) businesses are more 

likely to have more integrated web presences. Older, family-owned businesses in Klamath 

typically don't provide online content for marketing to or engaging with consumers.  

Analyze the audience 

According to Data USA, in 2015, the median age of the Klamath Falls population was 35. 

The employment was rate was growing at a rate of 1.9%, and the most common jobs were 

administration, sales, production, management, and personal care and service. The most common 

industries are health care and social assistance, retail, manufacturing, education, and 

accommodation and food service. The average household income is $35,690 with a growth rate 

of 6%. The majority of the population is white (75%) and the largest age population in Klamath 

Falls is between 35 and 44. It can be safe to assume the average person in Klamath Falls is a 

white adult between the ages of 35 and 44 that makes around $35K.  

Determine audience needs 

The best way to reach this audience may be using social media to supplement and 

promote an online and offline presence. Social media is used widely and more so in recent years. 

In 2015, 58% of rural residents use social media regardless of age, even though they are not 

using at the level of urban and suburban environments (Perrin, 2015). Even so, the age group 

most likely to use social media is between 18 and 49. Higher incomes also contribute to the use 

of social media. Households that make more than $30K are more likely to use social media than 

those who make under. Of the popular social media platforms, Facebook is still the largest and 
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most used platform (Apuzzo, 2014).  Social media is a likely platform opportunity that would be 

effective for communicating with this community. 

Opportunities that already exist 

For small businesses, word of mouth within the community is generally, a primary 

marketing option. Communicating and interacting with the community on and offline will 

positively promote businesses. Business owners can and should use their community to market 

their brand, as well as their friends and family. A method of doing this could be social media and 

promoting on local pages for likes, shares, and interaction.  

It is fair to determine that Facebook is the best and most popular social media platform to 

market a small business locally in Klamath Falls. Individuals between the ages 35 and 54 make 

up 31% of Facebook users, the largest percentage in the Facebook user base (Apuzzo, 2014). 

Facebook is popular among individuals that fit the average age of the Klamath Falls population, 

and many small businesses in Klamath Falls primarily use Facebook to interact with users. It is 

safe to say this is a strategy that could be successful for small businesses and can provide an 

extra level of promotion. Facebook pages can link to and promote a business website to increase 

traffic and exposure. Using Facebook on its own is not optimal and should be used to supplement 

the content on a website.  

Many businesses in Klamath falls do not have websites, or optimized websites. This is a 

level of online presence that is lacking and could be improved. Facebook is ideal for promotion, 

interaction, and quick information. Businesses need websites for many reasons. A website 

provides business credibility, consumers expect it, and it helps provides an advantage against 
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competitors (Hendrickson). The challenge small business owners face is not knowing how to 

establish and manage a website.  

There are many website platforms and marketing agencies that make it easy for small 

businesses to establish a website. Some Klamath Falls businesses (like poppyonmain.com) use 

agencies like Impression Design + Marketing. A platform for building websites that local 

businesses are using is SnapRetail (periwinkleresale.com). Squarespace is another popular option 

among small businesses. These services are not free and this may be a barrier to businesses 

unwilling or unable to pay for them. There are other resources that are free or have free 

subscription options. These are platforms like Wix, Web.com, Duda, and Weebly. A business's 

financial situation, needs, and investment in marketing would determine which platform to use, 

or whether to use an agency. Determining business goals will help business owners to decide 

which option is best for them. 

Defining business goals and needs 

Defining business goals and needs are the next step in developing a content strategy. A 

business needs to know what they want to create, how to create it, how to present it, and how to 

promote it. They also need to determine why they want to create content. A small retail business 

may want exposure or to interact with their consumers to increase sales in house or online. A 

business may use a website to promote the products in their physical location, update consumers 

on sales and news, or provide a background on the business to build an emotional connection 

with their consumer base. If the business knows its goals and what it needs to get there, they can 

develop a content strategy. A goal for a local Klamath business may be to increase revenue, or to 

market within a budget. These goals require a strategy in order to be met. 
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Develop a strategy 

After a business goes through the process of identifying and understanding its audience, 

opportunities, goals, and needs; then a content strategy can be developed. The content strategy 

should account for the goals and how to reach them. It should define the steps and parts of 

getting to the end goals. A content strategy would plan who is creating content, how they are 

doing it, what they need to do it, when it will be published, and where. Then the strategy would 

need to determine what they content is, why, and the best way to present it. Following would be 

where the content is being published, what is needed to publish the content, how to organize it, 

and who and how will they maintain the content. Who is doing this is an important step for small 

business owners. Small businesses are defined as having fewer than 500 employees. 

Realistically, the majority of small businesses are non-employers, and more than half are home 

based, as of 2013 (Nazar, 20113).  This means that many small business owners are their own 

content strategists, marketing team, and content creators.  

Solution, content strategy 

Many small business owners must develop their own content strategies. This means 

simple strategies will be a starting point for businesses with fewer than three 

employees/owners/partners. When beginning this project, the expectation was that Facebook was 

an ineffective platform for businesses to interact with customers. By now it seems that Facebook 

can be entirely effective, but the best online presences use more than just Facebook. Facebook is 

ineffective if used as a personal page and not an advertising or exposure platform. To avoid this, 

Facebook is best used as supplemental media to other content. The following content strategy 

outline was developed with small businesses in Klamath Falls in mind. 
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Content strategy outline for small businesses in rural Klamath Falls 

Goals: Increase interaction with customers, encourage consumers to promote the business/brand, 

gain exposure for online and offline presences, and build a local consumer base.  

Audience: Rural residents of Klamath Falls. 

The average Klamath Falls resident is a white adult between the ages of 35 and 44 (The average 

consumer depends on the products and services offered). This demographic is probably better 

suited for individuals looking to meet a local need and begin a business but is also useful for 

businesses to consider marketing to the average Klamath Falls resident.  

Most consumers probably use social media (probably Facebook) in some capacity.  

Audience wants/needs:  

Most consumers expect an online presence of some form. They want to interact with credible 

businesses with credible web presences. They probably value experiences. 

They need short information and active interactive content on social media such as locations, 

phone numbers, reviews, images, links to other sites, updates, and news. They want interactive 

information on websites such as videos, product galleries, "about" the company, and stories.  

Website: 

Free or paid? Who manages the content? 

Free: The website is created by business owner on a platform developed for easy web building. 

The content in managed by the business owner or an employee. 
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Paid: The website is created by the platform or an agency. The content is managed by the 

business owner, an employee, or a paid specialist. 

Facebook: 

Free, the content is managed by the business owner or an employee. 

Content: 

What is the message the business wants consumers and an audience to get from their content? 

Website: passive interactive content such as galleries of products or a portfolio of completed or 

past work, maybe videos (if applicable to the product or service). The content may also include 

stories such as: who started the business, who does the business serve, what are the business's 

values, what has the business done for the community, who works there? 

Facebook: informational and active interactive content that is supplemental to the website 

content and should send the audience to the website, or at least promote the website. The 

interactive content with consumers is in the form of contact information, reviews, consumer 

submitted photos, and discussions/Q&A.  

How often should content be updated? 

Website: anytime something changes, or on a schedule if the site is run like a blog or has a blog 

element. The images should reflect current products and portfolio work.  

Facebook: updated for news (sales, events, etc), current images, and the page should be 

monitored for interaction from audience (messages, comments, etc). 

How to monitor for progress 
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Website platforms (like Wix) often have traffic or visitor analytics that track site traffic and 

compare it to previous weeks to provide an illustration of how often people visit the website, 

what they look at, and whether they go to multiple pages. These can also be compared to sales 

records. Does the amount of website traffic and social interactions correlate with an increase or 

decrease in sales? Another way to monitor progress is to communicate openly with the audiences 

that consumes your content. Do they have concerns about a function on your website? Have they 

noticed inconsistencies between social media and the brand website? Do they have suggestions 

for improvement?   

Conclusion 

This content strategy outline should provide some structure to how Klamath Falls 

business owners create and manage their online content. Businesses with websites and social 

media presence are more competitive than businesses that don't. Although websites and social 

media pages can hurt a business if they don't communicate with audiences effectively, are ugly, 

or don't integrate their offline presence into their online presence. A content strategy is an 

important tool to help business owners develop and maintain content that best represents them 

and their business, and yields the best interaction with customers.  
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