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Abstract 

In order to attract more tourists to visit a particular place, destination content marketing plays an important role. 

Tourism research has recently shown an interest in destination content marketing; especially when tourism 

destination is advertised. Currently, there is no scale available to measure content marketing for promoting 

tourism destination. The present study has two primary objectives. First, to investigate the dimension of 

destination content marketing in destination related context. Second, to develop and validate a multiple-item 

scale for measuring content marketing towards tourism destination. This study uses a rigorous scale development 

technique which involves three stages of scale development using 3 separate studies. The study confirms that 

destination content marketing scale (DESCONTMARKS) comprises of three dimensions, measured with 10 

items. The implications of the destination content marketing scale for practitioners, as well as suggestions for 

future research are provided. 
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1. Introduction 

The world is filled with many exotic destinations that spark aggressive competition to lure in tourists and 

travellers. Therefore, effective advertising tactics are crucial in influencing tourists‟ decisions in choosing a 

particular destination. Destination authorities and practitioners depend on destination advertisements to attract 

potential travellers because a successful advertisement will promote tourist visitation. There are multiple 

mediums of advertising to promote tourist destinations such as televisions, radios, billboards, posters, 

information kiosks and many more (Spencer, 2013). However, it is challenging to identify the most effective 

advertising method. The high competition between destinations and the amount of general advertising in the 

market had encouraged the need to explore new marketing techniques to create novel advertising strategies that 

attract travellers.  

Content marketing is a newly coined term by marketers and is considered a new marketing technique in the 

marketing industry. Content marketing practices a new method of strategic marketing, which involves the 

creation and sharing of mostly online material (such as videos, blogs, and social media posts). It has a different 

approach in comparison to traditional advertisements. Content marketing does not explicitly promote a brand but 

stimulates interest in the products or services. Even though it is getting popular among marketers and 

practitioners, limited studies had been done in the context of content marketing. Research in the field of content 

marketing is still at its initial stage. Traditional or old-fashioned advertisements such as slogans and pictures are 

typically used by destination marketers to promote places of attraction. On the other hand, content marketing 

provides meaningful, relevant and reliable information for travellers. Nonetheless, researchers have paid very 

little attention to exploring the details of content marketing. Moreover, the number of previous researches on 

content marketing measurement is close to none. Therefore, the lack of established dimensions and standardised 

instrumentation to measure tourists‟ perception of content marketing were apparent in the literature. The 

development of the content marketing scale is critically important because an established scale is important in 

any marketing research. 

The unavailability of the scale to measure an important marketing tool such as content marketing may lead to 

difficulties in interpreting results in the areas of integrated marketing communication, especially advertisements 

and destination marketing. Moreover, the lack of information on the attributes and dimensions of content 

marketing may limit further research. Such information would increase the understanding of content marketing, 

thus provide constraints to scholars. Therefore, the current study attempted to explore the measurement of 
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content marketing by reviewing advertising literature as a suitable foundation for content marketing. The 

purpose of the study was twofold.  

First, to investigate the dimension of content marketing in the destination-related context. Second, to develop 

and validate a multiple-item scale to measure the destination content marketing (DESCONTMARKS) of tourism 

destinations. The emphasis on scale development appeared from the general concern that content marketing is a 

new marketing approach, which is imperative to market any destination as a field of study. Hence, additional 

research should be conducted to establish appropriate destination content marketing scales for further research. 

The findings of the present study are expected to examine the dimension of content marketing and its items and 

contribute to the limited works of literature on content marketing and destination marketing. A standard scale 

could provide researchers, destination managers and marketers with a tool to measure content marketing and 

therefore, provide for adequate analysis. This study also contributed to the field by delivering practical 

information that will enable destination managers to be better informed with the right attributes to promote 

destinations using accurate content marketing attributes. As such, this paper started with a review of the existing 

literature on content marketing, advertisements, and destination marketing.  

2. Literature Review 

2.1 Destination Content Marketing 

Content marketing is a newly coined term in the area of marketing; however, it is not a new marketing discipline 

(Rahim & Clements, 2012). According to the Content Marketing Institute (2016), content marketing is one of the 

marketing tactics that is focused on developing and distributing meaningful, relevant, and reliable content to 

attract and maintain consumers. It is crucial to provide valuable content that will make sure content marketing is 

successful (Steimle, 2014) and according to Vollero and Palazzo (2015), content marketing is part and parcel of 

marketing technique whereby marketers use the information and apply interesting ways to promote products or 

services. The objectives of content marketing are different from advertising because content marketing focused 

on creating brand awareness, customer involvement, and engagement (Vollero and Palazzo, 2015). As a result, 

Holliman and Rowley (2014) defined content marketing as the creation and spread of valuable content in various 

types of advertising to attract or maintain customers.  

Previous works had limitedly examined content marketing in their research. For example, Kilgour, Sasser, and 

Larke (2015) examined the process of social media transformation, which included transforming content into a 

strategy. The findings revealed that there was a strong interest in applying the concept of content marketing in 

social media as advertising tools. The finding also indicated that there was a strong correlation between content 

and social media, which concluded that content marketing is suitable to be practiced in social media marketing. 

The findings from the interview with the marketers showed that marketers were willing to adopt content 

marketing as part of their advertising tools. Moreover, the study also reported that marketers were aware of the 

benefits of content marketing such as creating brand awareness and brand-building, as well as develop trust from 

customers.  

According to Holliman and Rowley (2014), customers are seeking valuable information from the marketers or 

service providers in which valuable information is important in marketing. Hence, content marketing is one of 

the marketing techniques, which involves the sharing of information via videos, blogs, and social media posts to 

attract customers. Previous works of literature proved that limited research had been done on content marketing 

as the main construct. Apart from that, no scale had been developed to measure content marketing. However, the 

element of content marketing can be examined through the advertising perspective as a content marketer is 

concerned with the information that needs to be included in the advertisement. There is plenty of research that 

has been done in the area of advertising. However, none of them had paid attention specifically to content 

marketing such as Niazi, Siddiqui, Shah, and Hunjra (2012), who focused on the effectiveness of advertising in 

terms of emotional and environmental response towards consumer buying behavior. Besides, Rehman, Nawaz, 

Khan, and Hyder (2014) focused on how advertising affected the consumer buying behaviour, and the items for 

advertising focused only on the AIDA model, which included awareness, interest, desire, and action. However, 

the current study developed items for content marketing through elements that were in advertising and tested it 

on content marketing. 

2.2 Advertisement 

The present study reviewed the literature on advertisements to comprehend the content and notion of content 

marketing and the potential dimensions that may be associated with it. According to Bendixen (1993), 

advertising is one of the marketing techniques, which helps organisations to create awareness of new products or 

services, to inform the benefits and features of products or services to customers, to create a perception towards 
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products or brands, and to persuade customers to purchase the products. Furthermore, Kotler and Keller (2008) 

defined advertising as any paid form of presentation or promotion on the products, services or ideas by an 

organisation.  

Martin, Bhiny, and Agee (2002) stated that the advertisements should be interesting, demonstrative, utilises 

celebrities, do product comparisons, entertaining, contain payment information, and are fun. On the other hand, 

Mensah, Asuamah, and Amankwah (2013) claimed that elements such as animals or cartoon characters, celebrity 

endorsement, humour, fun, storyline, and music should be included in the advertisements. Additionally, 

Sachdeva (2015), advertisements should include the brand, celebrity endorsement, creating awareness, 

interesting, and host appearance. Based on a cross-reference literature examination in the area of advertising, 

researchers had identified 51 potential content marketing dimensions that served as a background to determine 

the content marketing dimensions. The present study emphasised on the identification of dimension and scale 

development therefore, the dimension was operationally defined in accordance with the study‟s purpose.  

Based on the above discussions, it can be understood that content marketing may consist of several dimensions 

that may be different and unique depending on the nature of the destination itself. Therefore, based on the 

elements highlighted in previous research on advertising, the present study intended to determine the dimensions 

of content marketing and develop the scale to measure destination marketing. With these elements in mind, the 

discussions explained the relevance of content marketing in the context of promoting tourism destinations.  

2.3 Destination Marketing 

Destinations comprised of various attributes form parts of tourists‟ experiences. These attributes may also 

influence the choice of destination among travellers. According to Chi & Qu, (2008) a favourable destination, 

which includes beautiful landscape, shopping opportunities, cultural exchanges, infrastructure, and tourism 

activities may have significant effects on an individual‟s destination choice. Therefore, it is very important for 

destination managers and marketers to use the right promotional strategies such as suitable content in the 

advertisement to promote the destination effectively. 

The use of modern technology especially in terms of information sharing and communication is important in 

marketing to expose the uniqueness of a particular destination. According to Marasco et al. (2018), the number 

of destinations that uses technology in their marketing technique is increasing to attract and persuade potential 

travellers to visit their destination. Byun and Jang (2018) asserted that destination marketing can be done by 

marketers or service providers via destination advertising, which can help them attract tourists. Similarly, studies 

had proved that destination advertising can actually attract travellers to choose their destination (Seddighi & 

Theocharous, 2002; Kim, Agrusa, & Chon, 2014). Therefore, destination marketing and destination advertising 

significantly encourage travellers to choose a specific holiday destination. As mentioned earlier, content 

marketing is a new marketing technique among marketers in which they can advertise their destination by 

„selling‟ information about their destination and attract the attention of potential travellers.  

Langkawi is one of the prominent tourist destinations in Malaysia. It is gifted with 99 beautiful islands and offers 

a lot of attractions such as beaches, mangroves with rare flora and fauna, untaxed shopping, and attractive 

legendary stories (Tourism Malaysia, 2017). Not only that, according to Sinar Harian (2013), Langkawi has 

another main attraction spot, known as Machinchang, with sandstone of 550 million years of age. Langkawi is a 

growing tourist destination in Malaysia and the number of tourist arrival in Langkawi is constantly increasing 

annually (Fah & Kandasamy, 2011) and according to Langkawi Development Authority (2017) the number of 

tourist arrival in Langkawi has been rising over the last decade. In 2016 alone, Langkawi received 3,634,517 

tourists and it had increased up to 3,800,000 in 2017. 

Today, plenty of destinations compete with Langkawi and are considered as substitutes for tourist visitations. 

Therefore, the government or service providers need to take progressive actions to promote Langkawi by 

developing an effective marketing strategy. It is crucial to implement a new marketing technique such as content 

marketing to help Langkawi lure in more tourists and become one of the competitive destinations in Malaysia. 

However, few studies had examined the relationships between the effectiveness of advertisement and promotions 

with destination choice, destination attributes, and others. Moreover, limited evidence suggested that content 

marketing had been examined in the context of a tourism destination as a choice among travellers. Although this 

area of study had recently appealed to the scholars, our understanding within this area remained poorly 

developed. 
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3. Methodology 

3.1 Scale Development 

This study used a multi-staged scale development approach to foster a measurement scale for content marketing. 

Several guidelines from past studies were referenced to develop the scale (such as Churchill, 1979; Hinkins, 

1995; Tsaur, Lin & Liu, 2013; Choi, Law & Heo (2016) and Yen, Tsaur & Tsai, 2018). Four stages were taken to 

develop the DESCONTMARKS. Firstly, the generation of items that represented the attributes or items of 

content marketing. Next, scale purification, a procedure that involved the computation of Cronbach alphas and 

corrected item-total correlations, and the employment of exploratory factor analysis (EFA) to evaluate the scale 

dimensionality. During this procedure, item deletion was done to purify the tested scale. Then, the scale 

refinement was further tested via Confirmatory Factor Analysis (CFA). Finally, the CFA was further used to test 

the dimension and scale validation. Figure 1 illustrates the stages of scale development. All the respondents who 

participated in this study had visited Langkawi to ensure they were familiar with the landscape and 

characteristics of Langkawi.  

 
Figure 1. Stages of Scale Development 

 

3.2 Generation of Items 

Content marketing is a novel advertising strategy in which marketers develop and deliver meaningful, relevant, 

and reliable content to advertise a product or service and ultimately attract potential customers. However, content 

marketing is still new in the area of advertising with limited research at hand. Therefore, the current study 

explored content marketing based on advertising and analysed a few past studies on the elements of advertising 

to measure the elements in the context of content marketing. A set of 51 items that represented 

DESCONTMARKS was initially generated from a wide range of literature review. A five-point Likert scale was 

employed for this study as recommended by previous researchers (Marasco et al., 2018; Mansour & Diab, 2016) 

as a result of its superior validity (convergent and discriminant). 

3.3 Scale Purification (Study 1) 

The data was collected from undergraduates in a Malaysian university.to purify the scale. Kim (2014) also 

conducted a scale development study with university students whereas for the present study students were also 

regarded as tourists. The respondents were first asked to recall their holiday experiences, specifically their visit 

to Langkawi, Kedah in Malaysia. Additionally, a short video on Langkawi was telecasted to recall the 

participants‟ memories and foster the process of data collection. Besides that, hardcopy brochures were also 

given out to the students while they were answering the survey questions. 

Stage 1 

Item Generation 

Stage 2 

Scale Purification 

(Study 1, N = 135) 

Stage 3 

Scale Refinement 

(Study 2, N = 210) 

Stage 4 

Scale Validation 

(Study 3, N = 318) 
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Langkawi was selected as the context of this study because of its diverse tourism portfolio. Langkawi is also one 

of the most visited destinations in Malaysia. Therefore, it is expected that most of the respondents had visited 

Langkawi at least once in their lifetime. Accordingly, purposive sampling was used to ensure that the data was 

obtained with sound judgement. Therefore, a deliberate choice of respondents was made based on their 

experiences of travelling. (which provided qualities to evaluate content marketing attributes). The respondents 

were asked to evaluate all 51 items on a 5-point Likert scale; in which, 1 represented strongly unimportant and 5 

as strongly important. The questionnaire that was formulated consisted of three sections, which included content 

marketing, destination choice, and respondent profiles. 

A total of 75.6% of the respondents were female whereas 24.4% of them were males. The majority of the 

respondents were Malays with a total of 77.8%. Respondents were undergraduate students with a majority 

between the age of 18 and 24 years old. A total of 117 respondents had visited Langkawi and only 18 of them 

had never visited Langkawi before. Next, 43 of the respondents visited Langkawi once, 28 of them visited 

Langkawi twice and 30 of them visited Langkawi for at least 3 times. A total of 150 questionnaires were 

distributed, and 135 completed questionnaires were returned. Following the approach proposed by Churchill 

(1979), the initial scale was refined via the scale purification procedure so that a parsimonious scale can be 

achieved. Based on this approach, item-to-total correlations were computed, and those that were poorly 

correlated (r <.4) with the total score were eliminated. This process resulted in the retention of 42 items from the 

original 51 items. Most of the studies chose factor loadings of more than 0.50 that were retained for further study 

(Kumar & Nayak, 2015; Kim, 2014 and Churchill, 1979).  

The Exploratory Factor Analysis (EFA) was later conducted by Varimax rotation to identify the psychometric 

properties of the new scale. The suitability of factor analysis was first determined by examining the 

Kaiser-Myer-Olkin (KMO) measure of sampling adequacy and Bartlett‟s test of sphericity. The EFA results 

showed that factor 1 explained the 27.14% variance whereas factor 2 was explained with 17.60% variance. A 

total of 6.20% variance was explained with factor 3, 5.69% was explained with factor 4, and lastly, 4.40% 

variance was explained with factor 5. The KMO value was 0.441 and Bartlett‟s test of sphericity value was 

significant at the level 0.000 which justified the use of EFA. 

The result of EFA proved that 42 items were loaded into the 5 factors of attributes of content marketing. The first 

factor consisted of items such as animated, attractive design, components, consumer motives, emotional tones, 

font selection, layout, navigation efficiency, packaging, price information, quality, safety, special effects, 

storyline, taste, trademark, and visually attractive. Items such as appeal, attractive message, availability, colours, 

company information, confidentiality, entertaining, interesting, music and page loading time were categorised 

under the second factor. The third factor comprised of the following items: attract the reader‟s attention, product 

identity, product overall presentation, slang, special offer, valuable content, and warranties. There were four 

items in the fourth factor such as internet address, national cultures, performance, and security. Lastly, four items 

such as brand, celebrity endorsement, host appearance, and humour were classified under the fifth factor.  

3.4 Scale Refinement (Study 2) 

The purpose of this study was to investigate the dimension of content marketing in destination related contexts 

and to develop and validate a multiple-item scale to measure content marketing in a tourism destination. For 

study 2, the retained items from study 1, which comprised of 42 items were used, and some parts of the 

questionnaire were improved by adding travel behaviour as one of the sections to identify the travel behaviour of 

respondents. At this stage, the questionnaire was divided into four sections: travel behaviour, content marketing, 

destination choice, and respondents‟ profiles. The data collection for study 2 was distributed to the postgraduate 

students, which included local and international respondents to make sure that the results of the finding were 

more robust. 

The second study was conducted on postgraduate students in public universities. About30% of the respondents 

were male and 70% of them were females. Most of the respondents aged between 35 and 40 (47.1%), followed 

by 31 and 34 years old, (32.9%) and lastly, respondents who were 41 years old and above (20%). The current 

study showed that 47.6% (100 respondents) were Malays, followed by 30% (63 respondents) of Chinese and 7.6% 

(16 respondents) of them were Indians. Next, the majority of the international respondents were students from 

Nigeria (12), followed by 8 students from Bangladesh and 4 from Iran. Additionally, 3 respondents were from 

Somalia, 2 respondents were from China whereas Libya and Yamen each had 1 representative in this study. 

Seventy respondents were working with the government, which represented 33.3% of the total respondents. 

Around 30.5% of the respondents were private-sector employees, whereas 23.3% were businessmen. Another 

12.9% were full-time students. Around 51.9% of the respondents earned RM7,001 to RM9,999, followed by 25.2% 
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who earned RM5,001 to RM7,000 and 21.4% who earned RM3,001 to RM5,000 whereas another 1.4% earned 

RM1,001 to RM3,000 monthly. The current study also found that most of the respondents had visited Langkawi 

4 times.  

Respondents were asked to remember and recall the beautiful and exclusive representation of Langkawi via a 

short video of the destination. After viewing the video, they needed to answer a set of questionnaires that 

contained 42 variables on content marketing and destination choice. This questionnaire took around 10 to 15 

minutes to complete. Next, in the refinement stage of DESCONTMARKS, items with a low correlation value of 

below -.5 were eliminated (Yen, Tsaur and Tsai, 2018). Hence, 24 out of 42 items were eliminated. The 

remaining were 18 items that were used for the third study. The EFA results for the second study had shown that 

the KMO value was 0.395 and Bartlett‟s test of sphericity was significant at 0.000. 

The result of EFA provided evidence for the 18 items loaded onto the 4 factors of the attributes of content 

marketing. Seven items were sorted under the first factors: animated, attractive design, price information, quality, 

safety, special effects, and visually attractive. The second factor consisted of the following items: interesting, 

music, and page loading time. For the third factor, there were four items such as attract the reader‟s attention, 

slang, special offer, and warranties. Lastly, the fourth factor had four items such as internet address, national 

culture, performance, and security.  

3.5 Scale Validation (Study 3) 

Based on a study conducted by Choi, Law, and Heo (2016), the third data collection (study 3) was conducted 

among tourists in Langkawi to achieve the objective of the research. The data was collected using 

self-administered questionnaires in which most of the respondents took around 10 to 15 minutes to answer. This 

study used purposive sampling because it provided a sample that possessed qualities that were required by the 

study. This sampling technique is similar to study 1 and study 2. The respondents were briefed about the 

objective of the study and all information about the respondents will be kept confidential. In total, 325 data were 

collected. Then the incomplete questionnaires were eliminated and the final number of the sample was 318. The 

questionnaire was divided into four sections such as travel behaviour, content marketing, destination choice, and 

lastly respondent‟s profiles. Some improvements were done for travel behaviour and the respondent‟s profile in 

comparison to the previous studies. This was done to ensure that the questions were suitable for the current 

respondents. Table 1 explains the travel behaviour and respondent‟s profiles.  

From the 318 respondents, 48.4% were male (154) and the remaining, 51.6% were female (164). A total of 105 

respondents were Malay, 88 were Chinese and 51 were Indian. Another 74 respondents were international 

tourists whereby it comes from many countries as shown in Table 2. Most of the respondents were private-sector 

employees (18.9%), followed by students (17.9%). Most of the respondents earned RM3,001 to RM5,000 per 

month. The current study also found that 86 respondents had visited Langkawi more than 5 times, whereas 42 

respondents had visited Langkawi 4 times. The most popular choice of accommodation in Langkawi was 4-star 

hotels (20.4%), followed by 3-star hotels (19.8%), and budget hotels with a total of 19.2%. About 36% of the 

tourists stayed in Langkawi for 4 to 5 days. Most of them visited Langkawi for leisure (40.9%), 32.4% visited 

Langkawi for recreation and 23% of them visited Langkawi for shopping. 

 

Table 1. Profile of Respondents and Travel Behaviours (Study 3, N = 318) 

Variable Study 3 Percent 

Gender 

Male 

Female 

 

154 

164 

 

48.4 

51.6 

Age 

18-24 

25-30 

31-34 

35-40 

41 years and above 

 

62 

79 

66 

59 

52 

 

19.5 

24.8 

20.8 

18.6 

16.4 
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Race 

Malaysian: 244 

Malay 

Chinese 

Indian 

Non-Malaysian: 74 

Poland 

Denmark 

UK 

France 

Netherlands 

Russian 

Australia 

Canada 

Egypt 

China 

Qatar 

UAE 

Brunei 

Singapore 

Indonesia 

 

 

105 

88 

51 

 

4 

3 

3 

3 

4 

3 

6 

6 

9 

11 

5 

4 

5 

3 

5 

 

 

33.0 

27.7 

16.0 

 

1.3 

0.9 

0.9 

0.9 

1.3 

0.9 

1.9 

1.9 

2.5 

3.1 

1.6 

1.3 

1.6 

0.9 

1.6 

Occupation 

Government 

Private Employee 

Businessman 

Retired 

Housewife 

Student 

Unemployed 

 

55 

60 

51 

34 

33 

57 

28 

 

17.3 

18.9 

16.0 

10.7 

10.4 

17.9 

8.8 

Level of income 

Below RM1000 

RM1001-RM3000 

RM3001-RM5000 

RM5001-RM7000 

RM7001-RM9999 

Above RM100000 

 

13 

45 

91 

62 

59 

48 

 

4.1 

14.2 

28.6 

19.5 

18.6 

15.1 

How many times have you visited Langkawi? 

2 

3 

4 

More than 5 times 

 

78 

72 

82 

86 

 

24.5 

22.6 

25.8 

27.0 
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Type of accommodation 

Hotel-4 star 

Hotel-3 star 

Budget Hotel 

Campsite 

Homestay 

Guest House 

Apartment 

 

65 

63 

61 

39 

28 

26 

36 

 

20.4 

19.8 

19.2 

12.3 

8.8 

8.2 

11.3 

Length of stay 

3 days 

4 days 

5 days 

 

87 

116 

115 

 

27.4 

36.5 

36.2 

Purpose of visit 

Business and Professional 

Leisure 

Recreations 

Shopping 

 

12 

130 

103 

73 

 

3.8 

40.9 

32.4 

23.0 

 

In study 3, data was collected in Langkawi and the respondents were approached at several popular places in 

Langkawi such as Pantai Chenang, Langkawi International Airport, Sky Bridge, Eagle Square, Langkawi Cable 

Car, and the Kuah Jetty. This final stage gave a clear result for the scale development process and helped to 

validate the dimensions and the items of DESCONTMARKS. Study 3 took about one week of the data collection 

process and the present study managed to obtain 325 responses from tourists. However, some data were 

eliminated because the answers were incomplete. Hence, the final number for study 3 was 318. Out of 18 

questions for content marketing, only 1 item received low factor loading, thus the final number of items for 

content marketing was 17 as shown in Table 2.  

 

Table 2. Result of Factor Analysis for Study 3 

 
Component Eigen-Value Variance (%) Cronbach‟s Alpha 

1 2 3 4    

Factor 1     6.41 35.64 0.879 

Animated 0.880       

Attractive design 0.532       

Price Information 0.658       

Quality 0.674       

Safety 

Special Effects 

Visually attractive 

0.500 

0.810 

0.851 

      

Factor 2     2.31 12.81 0.976 

Interesting  0.930      

Music  0.927      

Page loading time  0.919      

Factor 3     1.93 10.69 0.803 

Attract reader attention  0.824     
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Slang 

Warranties 
  

0.798 

0.661 
    

Factor 4     1.19 6.58 0.777 

Internet address    0.830    

National cultures    0.708    

Performance 

Security 
   

0.705 

0.773 
   

 

The 17 items of DESCONTMARKS were divided into four different factors. In the first group, there were 7 

items: animated, attractive design, price information, quality, safety, special effects, and visually attractive. For 

the second group, there were 3 items such as interesting, music, and page loading time. On the other hand, there 

were 3 items under the third group such as attract the reader‟s attention, slang and warranties. Lastly, for the 

fourth group, there were 4 items such as internet address, national cultures, performance, and security. The third 

stage of EFA results showed that the KMO value was 0.848 and Bartlett‟s test of sphericity value was significant 

at the level 0.000. 

Confirmatory Factor Analysis (CFA) 

Confirmatory factor analysis (CFA) was conducted to confirm the validity of the 4-dimensional construct 

(four-factor model) and to identify the retained items in the previous exploratory factor analysis. The CFA used 

the maximum likelihood of AMOS. Table 4 shows that the factor loading for each item was between 0.630 and 

0.990. The findings from the CFA showed that four items (attractive design, safety, quality, and special effects) 

had a low factor loading and the remaining items were 13. The average variance extracted (AVE) and composite 

reliability (CR) were computed to establish the reliability and validity of the dimensions. In particular, the values 

of AVE provided evidence to evaluate the convergent and discriminant validity of the scale. Table 3 summarises 

the computed value. 

 

Table 3. Results of Initial Confirmatory Factor Analysis 

Factor 
Standardized Regression Weights CR AVE 

1 2 3 4   

Factor 1     0.919 0.793 

Animated 0.990      

Price Information 0.730      

Visually attractive 0.930      

Factor 2     0.970 0.915 

Interesting  0.970     

Music  0.940     

Page loading time  0.960     

Factor 3     0.818 0.603 

Attract reader attention   0.820    

Slang 

Warranties 
  

0.860 

0.630 
   

National cultural   0.650    

Factor 4       

Internet address    0.820 0.793 0.492 

Performance    0.650   

Security    0.670   



ass.ccsenet.org Asian Social Science Vol. 17, No. 7 2021 

22 

 

The current study decided to remove factor 4 as a result of an unsatisfied factor loading (internet address, 

performance, and security) because the items were not related to each other. For example, internet address and 

performance were more suitable for group 2 whereas security should be labelled under factor 1. Hence, the items 

in group 4 were inconsistent and the current study had decided to remove factor-4 completely. Table 4 represents 

the results for CFA. Based on Table 4, the factor loading for each item was between 0.630 and 0.990. 

 

Table 4. Results of Final Confirmatory Factor Analysis 

Factor 
Standardised Regression Weights 

CR AVE 
1 2 3 4 

Attractive     0.919 0.793 

Animated 0.990      

Price Information 0.730      

Visually attractive 0.930      

Effective     0.970 0.915 

Interesting  0.970     

Music  0.940     

Page loading time  0.960     

Convincing     0.776 0.485 

Attract reader attention   0.820    

Slang 

Warranties 

National Cultures 

  

0.860 

0.630 

0.360 

   

 

Table 4 also shows that the values of the 3 main dimensions were more than 0.50 and were up to par with the 

requirements of AVE. However, for group 3, the AVE was less than 0.50 with a total of 0.485. According to 

Fornell and Larcker (1981), convergent validity is acceptable when the value of factor loading for all items is 

higher than 0.50 and the AVE score is larger than 0.50. Moreover, Fornell and Larcker (1981) claimed that if the 

AVE is less than 0.50 but the CR is more than 0.60, the convergent validity is still acceptable. Therefore, the 

convergent validity of the dimensions was confirmed. In this case, all three dimensions were acceptable based on 

the value of factor loading, AVE, and CR, which suggested strong evidence of the scale reliability and validity. 

Besides, Table 5 shows that the reliability of items could be measured via the value of fit indices and its 

acceptable value.  

 

Table 5. Criteria for Fit Indices from Several Authors 

Fit Indices Authors Recommended Value 

GFI 
Chau (1997) 

Segars and Grover (1993) 

> 0.90 

> 0.90 

CFI 
Bentler (1990) 

Hatcher (1994) 

> 0.90 

> 0.90 

TLI Bentler & Bonett (1980) > 0.90 

RMSEA 
Byrne (2001) 

Hu & Bentler (1999) 

< 0.08 

<0.05 

 

Table 6 depicts the overall fit indices. Initial results proved that the value of GFI was 0.964, CFI was 0.994, and 

TLI was 0.992, whereas the final result showed that the GFI was 0.975, CFI was 0.996, and TLI was 0.995. 

Therefore, both results met the requirement of more than 0.90. However, the figure showed that the final result is 
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better compared to the initial result. According to Byrne (2001), the value of RMSEA should be less than 0.08. In 

this case, the final value of RMSEA was 0.30, which was better compared to the initial result (0.37). However, 

the value was acceptable as it was below 0.08.  

 

Table 6. Initial and Final Result 

Study 3 GFI CFI TLI RMSEA 

Initial Result 0.964 0.994 0.992 0.37 

Final Result 0.975 0.996 0.995 0.30 

 

All the values for each fit index in the final outcome met the requirements and were highly satisfactory. Hence, 

Figure 2 shows that the CFA results had appropriately represented the measurement model. 

 

Figure 2. Measurement Model 

4. Discussion and Conclusion 

The study on content marketing is still at its initial stages. Therefore, the measurement of content marketing is 

almost unavailable. Although content marketing is a new marketing technique, which promotes products, 

services, and destinations, previous studies did not explicitly discuss the importance of content marketing is 

marketing and tourism literature. Moreover, content marketing is a developing area of research, and therefore, 

the literature remains sparse and the discussion is primarily limited to anecdotal discussion, which is quite 

unreliable because it was not scientifically established. This study is, therefore, significant because the findings 

add up to a growing body of literature on content marketing in the spectrum of new wave advertisements. 

Consequently, the outcomes of the present study provided scholars with innovative insights into the notion of 

content marketing, which is linked to destination marketing in tourism literature. 

Therefore, the present study attempted to bridge the gaps by investigating the dimensions associated with content 

marketing to develop a scale of measurement for content marketing based on a review of the advertising sector. 

The current study referred to the scale development technique by Churchill (1979); Tsaur, Lin and Liu (2013); 

Choi, Law, and Heo (2016) and Yen, Tsaur and Tsai (2018). Four stages were involved based on 3 studies to 

develop a scale for content marketing. The first stage of the study involved the generation of items. Next, in the 

second stage (Study 1) data were collected from 135 undergraduate studies in public universities. Out of 51 
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items, 9 items were deleted in the second stage. Hence, only 42 items of content marketing were used for the 

third stage of the scale development process.  

The third stage involved postgraduate students (Study 2). It combined both local and respondents. During this 

stage, 24 items were deleted as a result of low factor loading. Hence, only 18 items remained in the fourth stage. 

The final stage of data collection was conducted in Langkawi, Malaysia, with a total of 318 local and 

international tourists. The EFA result showed 17 items had a factor loading higher than 0.50. Lastly, the study ran 

CFA to confirm the dimensions and items for content marketing. The current study found that there were 9 items 

loaded on a three-factor model that could be used to measure content marketing. The finding proved that the 

items used in this study were appropriate to measure content marketing since the result met all the requirements 

of fit indices, AVE and CR. Figure 1 shows that the three-dimensional construct was labelled as attractive, 

effective, and convincing. 

The current study had introduced the concept of attractive for the first factor, which included items such as 

animated, special effects, and visually attractive. Attractive is an act of pleasing or an appealing feeling, which 

influences an individual. The present study measured the idea of attractiveness via digital advertising, which is 

content marketing. The element of animated, special effects, and visually attractive are becoming a major 

component, which may influence readers‟ attention. According to Mensah, Asuamah, and Amankwah (2013), 

special effects (76.6%) bright colours that are visually attractive (50%) and animation (24.6%). are suitable and 

attractive advertising elements. The element of animated has become one of the important factors that make 

content marketing more attractive. The use of special effects as well as the attractiveness of visuals that 

marketers use in content marketing will attract travellers. Thus, the current study will classify the items of 

animated, special effects and visually attractive as an attractive factor. 

According to Byun and Jang (2015), an effective destination advertisement will attract tourists to choose one 

particular destination. Hence, effectiveness in advertising promotes the effects of desire in decision-making, 

memory, attitude, and behaviour (Mansour & Diab, 2016). As such, the current study had categorised the 

element of page loading time, music and interest under effective factors in which these three-elements influenced 

the consumers‟ attitude and their decision-making skills. The page loading time is important when it comes to 

digital marketing because a fast page loading time will keep viewers glued to a page and view the 

advertisements.  

Hence, marketers should make sure the effectiveness of their marketing in terms of page loading time. Music is a 

common component of advertising. Music not only boosts customers‟ moods but also helps them recall products 

(Alpert, Alpert & Maltz, 2005). Effective advertising will use music to attract more consumers and remind them 

of the products or brands. It is important to examine the element of persuasion when developing an 

advertisement. This is done to attract readers. The ability to convince encourages individuals to believe that the 

information of a product or service is true. Therefore, the current study had categorised national culture, 

warranties, slang, and attract the reader‟s attention under the convincing factor. National culture is an important 

element in advertising because this element attracts more readers, especially potential travellers, to choose the 

destination. Most the travellers love to visit other places to experience other cultures and gain some knowledge. 

Hence, marketers need to highlight the importance of culture in advertising. Liao (2018) stated that warranty is a 

guarantee and a promise that is offered by producers to buyers to insist that a product or service is safe and 

reliable. The present study included warranties as one of the elements in content marketing to influence the 

readers.  

The marketers or service providers could develop advertisements on holiday destinations by guaranteeing that all 

the elements that they had highlighted in the advertisement were equivalent to the destination. Not only that, but 

the current study also included the element of slang as part of the convincing factor, which focused on 

advertisements in digital marketing. Slang in digital marketing can be defined as the numerous slang languages 

that are used by individuals in cyberspace (Liu, Wang & Yu, 2017) as part of advertising methods. A study 

conducted by Liu, Wang, and Yu (2017) found that slang in the digital advertisement had influenced consumers‟ 

attitudes, as well as brands. Therefore, the slangs of mother-language can convince and attract potential 

customers. Moreover, slang is a cultural aspect, which motivates potential travellers to choose one particular 

destination. As a result, the current study had included slang as one of the convincing factors. 

4.1 Theoretical Implications  

No scale had been developed to measure DESCONTMARKS that focuses on the tourism area. The current study 

had contributed to the body of knowledge by developing and validating the items to measure the 

DESCONTMARKS. Additionally, the present study was the first to establish the scale for a new construct, 
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chiefly the DESCONTMARKS which examines the decision-making process that may influence tourists in 

choosing one particular destination, in which the current study focused on Langkawi Island. Previous studies did 

not explore and develop DESCONTMARKS and its scale. Therefore, this study will be a foundation for the 

upcoming research that examines DESCONTMARKS.  

This study made several methodological and conceptual contributions to the emerging areas of content 

marketing and destination marketing literature. First, a 9-item, three-dimensional scale of DESCONTMARKS 

was developed to measure content marketing in the context of the tourism destination. The results suggested that 

the DESCONTMARKS that emerged from the analysis was a multiple-item scale with adequate psychometric 

properties. Rigorous procedures with 3 different sets of data, developed a scale of measurement with 9-items into 

three dimensions. Accordingly, the present study proposed DESCONTMARKS as an instrument of content 

marketing for tourism, which can be utilised by both academicians and practitioners. Moreover, the study had 

expanded the existing knowledge of content marketing by consumers in general, and tourists in particular. 

4.2 Managerial Implications 

Based on the managerial and business implications, destination managers and marketers (tour operators) must 

pay special focus on the details of the attributes as established by DESCONTMARKS when they design the 

destination promotional packages. Online attributes such as animation, price information, quality, special effects, 

and visual appearances should be included to ensure the effectiveness of the advertisement content.  

DESCONTMARKS generated the idea to marketers or government on important elements that should be 

focused on when they want to design destination advertisements. For example, the destination should have 

uniquely designed websites, social media, and online ad materials that stimulate potential tourists‟ imagination 

because selling intangible services like the destination is not an easy task. This will help marketers to develop an 

effective advertisement whereby the element that they use in advertising may attract potential travellers by 

exposing reliable content that a traveller needs. Not only that, the elements in content marketing not only can be 

used in the tourism industry, but can also be implemented in other industries such as food, cosmetics, health, and 

others. Besides, effective content marketing can create a popular and competitive destination in comparison to 

other places by highlighting more attractive activities, places and uniqueness in marketing to make sure that 

potential travellers know Langkawi better. Essentially, destination managers and marketers would benefit from 

this type of research since the DESCONTMARKS suggested three-dimensions with 10-items that were 

important content marketing attributes to facilitate the effective content advertisement to market the destination.  

4.3 Limitation and Directions for Future Research 

Although DESCONTMARKS was established based on a rigorous development procedure, there were several 

limitations in the present research. First, this study only focused on the quantitative approach and did not 

consider a qualitative perspective. Besides, the present study made reference to previous works of literature by 

Tsaur, Lin, and Liu (2013); Choi, Law, and Heo (2016) and Yen, Tsaur and Tsai (2018). These studies generated 

the items from focus groups whereas the present study generated items via extensive literature reviews. 

Therefore, future research should consider utilising both methods to provide more ideas on the production of 

items. Additionally, a qualitative study at an early stage of scale generation would benefit and could be 

subsidised to the refinement of the scale.  

Next, the majority of the respondents in this study were Malaysians from Langkawi and therefore, it was difficult 

to generalise the findings of the study. Nevertheless, future research should focus on multi-ethnic samples from 

different groups of the population across the globe to examine the similarities and differences established in this 

study. This would develop a better understanding of the global attributes of destination content marketing. Third, 

the current study focused only on the measurement of content marketing based on tourism. Future research could, 

however, explore content marketing from multiple industries such as food and cosmetics to test specific 

attributes of content marketing. Finally, this study focused on one particular destination of choice. Langkawi is a 

unique island with specific characteristics that may not be found in other places. Nonetheless, different locations 

have distinctive characteristics and attractions that produce different features and results for DESCONTMARKS. 

Therefore, the attributes of specific destinations were integrated into the content of websites or advertisements to 

promote the destination better. Future research could conduct extend the comparative study to numerous travel 

spots and examine their attributes to enhance understanding. Moreover, future research should include other 

attributes of content marketing that were not covered in the present study. 
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