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Traditionally, travel and tourism brands have relied on owned 
visuals in their marketing campaigns—that is, imagery created by 
professionals—rather than earned visuals that come from their 
guests. However, more brands are realizing that a mix helps create 
campaigns that are more authentic, compelling and relatable.

For travel and tourism marketers, nailing this mix of visuals is 
especially important since your visitors and guests are visual decision 
makers. They are inspired by beautiful photos and videos of unique 
experiences when they are choosing where to go and what to do.

Because visuals play a critical role in reaching and converting your 
audience, they need to be at the top of your mind throughout your 
campaign planning and execution process. 

In this handbook, we map out how to run a visual marketing 
campaign from start to finish, broken up into four sections that each 
contain actionable steps and real-world examples: Planning, Sourcing 
Visuals, Organizing Your Content, and Publishing And Reporting. 

We hope this handbook provides you with the knowledge and 
inspiration you need to craft effective visual campaigns that bring  
more visitors to your experience, attraction or destination.

Enjoy!

Hello!
shridevij
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THE INFLUENCE OF VISUALS ON TODAY’S TRAVELERS 

The Influence of Visuals  
on Today’s Travelers 
Visual decision making is a 
specific type of consumer 
behavior, where people are 
motivated to make choices based 
on what they see, and not just 
what they read or hear. Visual 
marketing uses photos, videos 
and other multimedia to grab 
their attention and tell a story.

The reason that we put such 
emphasis on visuals is simple: 
they are one of the most effective 
tools in a marketer’s toolbox. 
Content with visuals gets 94% 
more total views1, and people 
retain 80% of what they see vs 
20% of what they read and 10% 
of what they hear2.

This is especially true for travel 
and tourism marketing, since we 
know that travelers are visual 
decision makers. They love to 
plan trips based on visuals they 
see their friends posting on social 
media; 52% of Facebook users 
say their friends’ photos inspire 
their travel plans3, and 55% of 
18-65 year olds say they book 
trips based on how they look  
on Instagram4.

1 HubSpot, 2019
2 HubSpot, 2019
3 Socia Media Insider, 2018
4 The Telegraph, 2019

taliavane

https://blog.hubspot.com/marketing/visual-content-marketing-strategy
https://blog.hubspot.com/marketing/visual-content-marketing-strategy
https://www.socialmediatoday.com/news/vacationing-the-social-media-way-infographic/524744/
https://www.telegraph.co.uk/news/2019/04/25/instagram-replacing-travel-brochures-survey-finds-social-media/


Identifying Gaps in  
Your Visual Marketing:  
Owned vs Earned vs Paid 

vietvinh
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Now that you’re up to speed 
on visual influence, let’s talk 
about the role of different types 
of visual content. We’re going 
to review the pros and cons of 
owned, earned and paid visuals. 

These terms originated in the 
media world, but are now 
more widely used by all kinds 
of content creators. For the 
purposes of this handbook, we 
are going to be looking at these 
terms as they relate to campaigns 
for travel and tourism marketing. 

Take note of these terms, as 
we will be referencing them 
throughout the handbook.  
Let’s jump into it!

Owned

Earned

Earned photo: brendaraa

OWNED VS EARNED VS PAID
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Owned Visuals 
(Brand-Generated)

Owned visuals are visuals that 
your organization pays to have 
created for you, whether done 
internally, or commissioned by 
an agency, photographer, or 
videographer. These also include 
images that you purchase the 
rights to like stock photography.

Advantages:
• Photos are high resolution 

• You can have more control 
over the end result (ie, 
aligned with brand standards)

Disadvantages:
• A hard cost associated to 

create and scale

• A professional photo shoot 
can cost anywhere between  
$500 - 10,000, and video 
between $1200 - 50,0005

• Time consuming and resource 
intensive to create (models, 
actors, etc.)

• They risk feeling inauthentic, 
especially when people look 
staged 

5 PetaPixel, 2016

OWNED VS EARNED VS PAID

https://petapixel.com/2016/02/26/much-photographers-charge-2016/
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6 Nielson, 2015
7 Satista, 2019
8 Hootsuite, 2019

Disadvantages:
• Not ideal for every situation (ie, billboard, landscape shot)  

where resolution is a priority

• You have a lack of control over what’s created (ie, may not  
fit brand standards) 

• Without a visual marketing platform, it can be time consuming 
to find the right visuals: there are over 1 billion monthly active 
Instagram users7 sharing over 95 million photos and videos 
each day8.

Earned Visuals 
(User-Generated)

Earned visuals are photos and 
videos that other people— 
ie, your visitors—are posting 
online via social media. If you 
wish to use these visuals in 
your marketing, you need to get 
explicit permission from the user.

Advantages:
• Large volume and variety  

of content

• Can help stretch your budget

• More trustworthy: two-
thirds of consumers trust 
the opinion of other people 
online, and 83% trust the 
opinion of friends and family6

OWNED VS EARNED VS PAID

https://www.nielsen.com/content/dam/nielsenglobal/apac/docs/reports/2015/nielsen-global-trust-in-advertising-report-september-2015.pdf
https://www.statista.com/statistics/253577/number-of-monthly-active-instagram-users/
https://blog.hootsuite.com/instagram-statistics/
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Paid Visuals  
(Influencer-Generated)

Visuals where the focus is placed on particular people who others 
look up to for inspiration and influence. Influencers create their own 
content based on their experiences with your product or service. 

Advantages:
• An effective way to expand your reach with 

existing audiences or target new segments 
(tap into influencer's network)

• You have complete control over design, 
messaging and placement of the content

Disadvantages:
• Viewers might tune out the content if it 

doesn't feel authentic (it has to be the right 
partnership)

• Often a hard cost associated with content 
creation

OWNED VS EARNED VS PAID
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For many travel and tourism brands, owned visuals have traditionally 
been the main source of visual content. But things are changing: as 
mentioned, consumers are becoming more wary of ads, and now 
trust recommendations from their peers and other travelers more 
than brand-generated content. In fact, brand engagement rises by 28% 
when consumers are exposed to both professional content and user-
generated content9. If you want to capture the attention of travelers 
today, your content strategy should have a good mix of both earned 
and owned visuals. 

OWNED VS EARNED VS PAID

9 Comscore, 2012

Ask yourself:
• Is my current content strategy 

dominated by one type of 
visual content?

• What are others in my 
industry doing from a visual 
perspective? How can I  
stand out?

• Are my visuals providing  
the engagement and effect  
I want them to?

In the following pages, we’ll 
help you determine how to use 
visual content in your campaigns, 
how to source it, and how to 
measure it effectively so you 
can drive more travelers to your 
destination. While the majority 
of these steps apply to all types 
of content, some sections apply 
only to earned visuals, since we 
feel that’s where the biggest gap 
in the market is today. 

shridevij

https://www.comscore.com/Insights/Press-Releases/2012/3/comScore-Study-Finds-Professionally-Produced-Video-Content-And-User-Generated-Product-Videos-Exhibit-Strong-Synergy-in-Driving-Sales-Effectiveness


10 Steps to Plan,  
Build and Measure  
Campaigns to Increase 
Direct Bookings

vietvinh
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Here’s where we’ll dig into the 
development of a successful 
marketing campaign. Our 
framework walks through 
the main steps in a content 
marketing lifecycle: planning, 
sourcing, organizing, publishing 
and measuring.

Within each step, we’ll provide 
actionable takeaways, and  
real-world examples for you 
to refer to when building your  
own campaigns. Are you ready?

Take A Step Back:  
Planning Your Campaigns  

The key to a successful campaign is a well-mapped out plan to keep 
you focused. Whenever you’re faced with decisions or challenges 
throughout the planning process, come back to these fundamentals 
to keep you pointed in the right direction.

povfromme

10 STEPS TO INCREASE DIRECT BOOKINGS
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Questions to ask yourself:
1. Who is our target audience for this campaign? Where do they live,  

how old are they? 

2. What motivates them to travel to a destination, or visit an attraction?  
Are they looking for an all-inclusive family vacation, or are they a solo 
business traveler looking to maximize comfort and convenience?

3. What does their customer journey look like? How do they plan  
their travel?

4. What are their points of pain and “wow moments” along the journey?

5. How can we influence their decision earlier and reduce friction  
along the journey? 

Determine Your Persona(s) 
And Their Journey

01

The most effective way to maintain a single, customer-centric strategy 
starts with a clear understanding of customers and their journey. 
Review your personas with the goal of understanding how you can 
tailor your campaign’s visuals, messaging and channels to best reach, 
resonate with, and convert them. 

Then, hypothesize the questions a potential customer might have 
throughout this purchase journey. An understanding of what 
information they’re seeking will help guide your content creation.

What questions are your potential customers asking?
1. What time of year is best to visit Peru?

2. What are the best spots in America for a fun family vacation?

3. How expensive is it for a weekend at this hotel?

4. What will the weather be like in June?

5. What are the most popular excursions or restaurants in a particular 
destination?

10 STEPS TO INCREASE DIRECT BOOKINGS
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10 Sojern, 2016
11 Sojern
12 Google/Greenberg, 2016
13 Booking.com, 2019
14 Booking.com, 2019

To help put yourself in the buyer’s shoes, 
here are some trends on traveler habits  
and motivations for you to consider:

1 in 5 travelers  
 don’t know where they want to go when  
 they start searching for a vacation10. 

48%  
of experience-based 
booking (ie, tours, 
activities) happen 
once travelers arrive 
at their destination12. 

Over 1/2 of global 
travellers (51%) reveal 
they would like to visit 
somewhere that’s so 
unique, none of their 
friends have been there13.

1 in 5 global travellers  
(20%) admit they choose a place to stay 
that they can style in vacation photos  
to look more expensive than it is14. 

A customer’s travel  
journey can have  
anywhere between  

70 - 800  
touchpoints over a 
1 - 7 month period11.

10 STEPS TO INCREASE DIRECT BOOKINGS

https://www.sojern.com/blog/tackle-travel-marketing-objectives/
https://www.thinkwithgoogle.com/consumer-insights/travel-experience-marketing/
https://bdaily.co.uk/articles/2019/04/04/bookingcom-reveals-how-social-media-impacts-our-travelling-habits
https://bdaily.co.uk/articles/2019/04/04/bookingcom-reveals-how-social-media-impacts-our-travelling-habits


1615 Tourism eSchool, 2017

We love the framework that Tourism eSchool uses to identify  
five phases of the travel purchase journey: dreaming, planning,  
booking, experiencing and sharing15. Using these prompts,  
define what each of these look like for your persona:

Dreaming:
What are their main sources 
of inspiration? Instagram? 
Facebook? Family and friends?

Planning: 
Once they’ve decided on a 
destination, where do they go 
for information? Niche travel 
blogs? Review sites? Social 
media? Whatever is on the 
first page of a Google search?

Booking: 
What do they use to create 
and confirm their itinerary 
and bookings? Branded 
Websites? Aggregator 
Websites? Destination 
Websites? Agencies?

Experiencing: 
While they’re in-destination 
and continue to book as 
they go, how do they search? 
Social Media? Destination 
Websites? Local Sources? 
Review Sites?

Sharing: 
How do they share their 
experiences with others? 
Social Media? Review Sites?

4

1 2 3

5

10 STEPS TO INCREASE DIRECT BOOKINGS

https://tourismeschool.com/blog/customer-journey-mapping-tourism-brands/
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When setting your goal, it should be 
‘SMART’; that is, specific, measurable, 
achievable, relevant, timely. 
 
Here are some examples of SMART goals 
for a travel and tourism campaign: 

• Increase family tourism to our 
destination by 15% in 2019

• Increase direct hotel bookings  
by 10% this quarter

• Increase our Instagram followers  
by 60% this summer

Define Your Goal
02

While driving bookings may be your final objective  
(and the title of this handbook), your campaigns  
may have separate, more specific intentions. 

What are you hoping that this campaign will achieve?  
What does success look like?

If you’re not sure where to start, here are some of the most  
common goals of travel and tourism marketing campaigns: 

1.  Target new audiences

2.  Drive brand reach

3.  Drive direct bookings or sales

4.  Increase engagement on social media channels

5.  Drive visitation to your destination or attraction

garrettirvinglevine

10 STEPS TO INCREASE DIRECT BOOKINGS
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Where Is Your  
Budget Going?

03

In this section, we won’t get into the fine details of defining how much 
you could or should be spending on a campaign; that varies greatly 
brand to brand, depending on your size, industry etc. 

We’ll instead help guide your decision on what channel(s) you want  
to focus your budget on, keeping in mind who your audience is, and 
what aligns with your campaign and organizational goals.

The tricky part is that there are so many channels to choose from: 
social media, digital ads, SEO and SEM, your website... and those are 
just digital channels. Many travel and tourism brands also find value  
in more traditional channels like magazines, billboards, and posters.

danielferroza

10 STEPS TO INCREASE DIRECT BOOKINGS
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Where are other travel and tourism 
marketers allocating spend?

To help you understand what your peers are doing with their budgets,  
here are some insights from Sojern’s 2019 Report on Travel Advertising16.

Key trend #1:  
Digital ad spend  
is only going up

In 2018, global ad spend in the 
travel and tourism market was  
primarily spent on digital, and 
that’s not going to change any 
time soon: 2/3 marketers plan  
to spend more on digital in 2019.

Print

Digital

Out of Home

Television

Other

Radio

16%

47%
13%

12%

8%

4%

2018 Global 
Ad Spend

Graph: Approximately what percentage of your or your travel client’s advertising  dollars was spent across the following media channels in 2018?  Source: Sojern, 2019 
16 Sojern, 2019

10 STEPS TO INCREASE DIRECT BOOKINGS

https://www.sojern.com/blog/travel-advertising-industry-report-2019/
https://www.sojern.com/blog/travel-advertising-industry-report-2019/
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Key trend #2:  
Instagram and Facebook take  
the lion’s share of digital spend 

Key trend #3:  
Video is also  
on the rise

While video was only 9% of ad 
spend in 2018, 46% of marketers 
report they plan to allocate more 
to video ads in 2019.

In 2019, 54% of travel marketers 
report that they plan on using 
YouTube advertising.

As you can tell by now, the 
majority of travel and tourism 
marketers are investing in 
digital and social media ads, in 
an effort to be present where 
many travelers find their 
inspiration. Consider these 
trends as you think about how 
to maximize the value and 
reach of your campaigns. 

Plan on using in 2019

Used in 2018

40%

10%

0%
Facebook 

Ads
Facebook 

Dynamic Ads 
for Travel

Facebook
Stories

Instagram 
Ads

Instagram 
Stories

Snapchat 
Ads

Pinterest 
Ads

Not familiar

Don’t currently use or plan

Twitter 
Ads

20%

30%

60%

50%

80%

70%

How Travel Marketers Are Using  
and Anticipating Using Social Ads

Chart: Which types of social advertising are you currently using in 2018 and/or considering using in 2019?  Source: Sojern,2019

10 STEPS TO INCREASE DIRECT BOOKINGS

Marina Suberlyak 
Head of Marketing, North America, Norwegian Airlines 

“ We have definitely put more resources and funds into 
social media—Facebook and Instagram specifically,  
and we intend to use it even more in 2019. People  
travel because they want to have experiences. It is  
a social, visual, experiential undertaking, and social  
media really fits that.”

Travel marketers report that Facebook and Instagram are the best 
channels for both brand building and direct response. In 2019, 50%  
of travel and tourism marketers plan on using Instagram Stories, and  
49% plan on using Facebook Stories to actively engage travelers.

Due to its visual nature, Instagram is perceived as better for  
showcasing a property or travel experience, whereas Facebook  
is seen as slightly better for driving reach, brand awareness, and  
personalization.
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10 STEPS TO INCREASE DIRECT BOOKINGS

Consider using project management tools like Trello, 
Monday or Asana, or social media/content calendars  
(we love HubSpot's free templates!) to help collaborate  
and stay organized. 

Pro Tip

What Are Your Timelines?
04

The last step in the planning process is mapping out how long it will take 
you to get your campaign off the ground. Work backwards for each of your  
campaigns and list what you need to start first, the duration of each task,  
and the resources required to get you there. 

emcapps
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Visit Indy is a leader in the DMO 
community; for the last 3 years, 
their marketing initiatives have 
been completely digital. Because 
of this, they’ve become experts 
in the concepts of modern 
campaign planning.

This case study ties together  
the concepts on visual market-
ing covered throughout the 
handbook. Read about:

• How and why they created 
their 9 unique personas

• How they selected their 
channels and visuals

• How they test and measure 
their efforts

Visit Indy’s 100% 
digital campaign plan
From the Indy 500 to the world’s 
largest children’s museum, the 
capital of Indiana has its fair 
share of popular venues. Visit 
Indy’s budget for promoting 
these attractions, however, hasn’t 
changed for the last five years, 
even as its benchmarks and goals 
continue to rise.  

CASE STUDY
Visit Indy's Full Campaign Execution

In an effort to do more with less, 
the DMO has made some major 
changes to their marketing 
strategy in recent years, investing 
heavily in what works and cutting 
everything that doesn’t.

“2015 was our first year going 
all digital,” said Christine Zetzl, 
Visit Indy’s Digital Marketing 
Manager. “Prior to that, we had 
a traditional breakdown where 
we were investing 60% of our ad 
budget into TV, 30% in digital and 
10% in radio. In 2015 we went 
cold turkey—100% digital.”

Persona identification 
strategy
After “a few decades” of 
struggling to nail down the key 
demographics and drives of 
visitors to Indianapolis, Zetzl 
says social listening on CrowdRiff 
helped the organization hone in 
on what really encourages travel 
to the destination.  
 
“Going all digital with our 
ad campaign allowed us to 
identify several different target 
audiences,” she said. “We’ve 

always been a great family 
destination, but the persona 
targeting has helped us really 
flesh out our culinary tourism 
and our sports tourism.”
 
Q: How did you identify 
your personas?

We went back and did a lot of 
user testing. We said families 
were our number one personas 
for a long time. When we went 
digital, we decided to add in 8 
additional personas. We came up 
with those based on user testing, 
and also a site audit that showed 
what historically performs well; 
for example, we have a top 25 
restaurants guide that is a top 
page on our website, so “foodie” 
was an easy persona to identify. 
 
The 9 personas identified by 
Visit Indy also include “history 
buffs,” “bucket listers,” “urban 
adventurers,” “nature lovers,” 
“romantics” and “cultural 
connoisseurs.” 
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Channel selection
Now that they’re all digital, Zetzl 
says that rather than paying for a 
TV or radio ad that’s broadcasted 
to a very general audience, the 
DMO now creates digital content 
that speaks directly to each of 
these specific traveler types.

Visit Indy invested 30% of its 
total ad budget into social, 
and has pledged to only serve 
content in its social and display 
ads that incorporate user-
generated content.

Sourcing  
campaign visuals
“Especially with using CrowdRiff, 
we’ve made a huge jump into 
using UGC,” said Zetzl. “Visitors 
want to see other visitors 
interacting in the space, so 2018 
is the first year that in our social 
ad buy, we decided and pledged 
that we’re only going to use UGC 
images.”
 
Q: How do you know what 
to search for and where to 
look for content?

“We outline all the big events 
that are happening at the 
attractions that we want to 
feature, and we’ve added those 
as keywords. I just search within 
CrowdRiff and find the content 
that I think will work.” 

Once Zetzl acquires rights to the 
UGC visuals, she makes a few 
cuts, adds music, overlays text 

and changes the aspect ratio.  
All said and done, she says each 
video takes her about an hour 
and a half to put together.
 
“I did it with absolutely no video 
experience,” she said. “That’s 
kind of the beauty with UGC; it 
can be raw, it doesn’t need to be 
overly edited.”
 
The rawness of the videos, 
explains Zetzl, helps the content 
feel more native to the platform, 
and allows it to fit more naturally 
into a user’s social media feed.

CASE STUDY: VISIT INDY
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Publishing the content as  
a calculated experiment
The first video released was a 30-second ad targeted 
at foodies that asks viewers “When you look back, 
what will you remember?” It uses a combination 
of still images and videos collected from social 
media to showcase the destination’s diverse and 
social-media-worthy foodie culture.

“For Facebook, when we originally rolled it out 
we made a 30-second video. After doing some A/B 
testing, we found 15 seconds performs better, so 
we’ve optimized for that length on Facebook, 5 to 
7 seconds on Instagram Stories,” she said, adding 
that Instagram Story videos are always presented 
in portrait, while Facebook ads perform better with 
the standard 16x9 aspect ratio.

“It was important to us that the images are current 
and true to our destination, and we wanted to 
collect them in real-time, so we rolled out new 
videos every two to three weeks. We really saw 
stronger and stronger performance as we made 
minor tweaks,” said Zetzl. “With each video we are 
learning, and we’re able to polish and refine it.”

CASE STUDY: VISIT INDY



25

CASE STUDY: VISIT INDY

Achieving 3X stronger click-through  
rates on Facebook ads
Visit Indy’s social ad buy, which is now entirely comprised of UGC 
videos, is currently generating a 1.33% click-through rate, according  
to Zetzl, which represents 53% of total paid media clicks in the 
DMO’s 2018 campaign.  
 
“We’re seeing a three times stronger click-through rate within 
Facebook and Instagram than with display,” she said. “Over the last 
year, we’ve been able to shift our funds, and optimize more towards 
our Facebook ad buy with these UGC videos feeding that content.”

“We’re not getting any more money for our advertising, but our annual 
goal keeps increasing. When we look at different creative aspects and 
we see UGC bringing in more clicks and impressions that is a direct 
reflection of what we’re going to choose to do in the future,” she said. 
“We’re always looking to do more of what’s working, and right now 
UGC is working.”



The Art & Science  
of Sourcing Visuals 

standiel
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This is where the fun really starts, if you ask us. In this section, 
we’ll cover where and how to source visuals, what photo topics 
perform well, and how to write copy and CTAs that compliment 
your visuals and convert.

Kristen Pepper 
Marketing Manager, Huntsville/Madison County CVB

“ My advice is to start planning your visual 
content the moment you decide to produce 
a campaign, because your visuals can affect 
so many other facets of the project. From the 
branding, to the audience you decide to target, 
even down to what mediums the campaign will 
be distributed through, the visuals should be 
one of the driving elements your marketing 
team is making their decisions around.”

luc.luxton

THE ART AND SCIENCE OF SOURCING VISUALS
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17 Venngage, 2018
18 Source: Results based on metadata from 600+ travel and tourism brands

Sourcing The Right 
Earned Visuals

05

You might be surprised to discover how many photos exist on social 
media of your brand. The trick is finding them all—35% of marketers 
say their biggest struggle is consistently producing engaging visuals,  
so you’re not alone if this is a bottleneck in your campaign process17.

Whether or not you have a 
visual marketing platform like 
CrowdRiff, the easiest way to 
source visuals is by searching for 
the following on social media, 
specifically Instagram:

• Hashtags
• Geo-locations (searchable  

on Instagram natively)
• Users (searchable 

on Instagram natively)
• Keywords 

That said, marketers who use a 
visual marketing platform spend 
90% less time searching for 
visuals18. Simply put, a platform 
like this aggregates all of the 
photos posted on social media, 
giving marketers a library full of 
photos to choose from in their 
marketing. More on that later. 

THE ART AND SCIENCE OF SOURCING VISUALS

https://venngage.com/blog/visual-content-marketing-statistics/
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How to Choose  
The Best Visuals

06

When you read “best visuals,” what do you think of? Landscapes? 
People, or nature? Photo or video? While everyone has their 
own opinion on what makes great visual content, here are some 
recommendations based on what we’ve seen work for over 600 
travel and tourism brands: 

An experience or excursion
A video of someone diving off a bungee tower is exciting to watch, 
and more likely to capture attention than a still photo of someone 
standing at the top. If you can, try using video to promote these types 
of experiences. Bonus points for GoPro or other unique point-of-view 
footage!

THE ART AND SCIENCE OF SOURCING VISUALS
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An activity or event
Using visuals of people smiling and enjoying themselves can help  
attract people to your destination, tour, or attraction. Images with 
people smiling in them are seen as more trustworthy, according to 
Neuroscience marketing studies19. Keep in mind who you’re marketing  
to, because that’s who should be reflected in these visuals. 

smithgeorgia

THE ART AND SCIENCE OF SOURCING VISUALS

19 NeuroMarketing, 2016

https://www.neurosciencemarketing.com/blog/articles/profile-photo.htm
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A property
Show off how photogenic your 
property is by featuring photos 
taken in it’s most colourful, 
glamorous (or rustic!) and unique 
points of view. Consider that 
over a quarter of global travelers 
like accommodation that is 
unique, so they can seem like 
trendsetters or different from  
the crowd20.

candsneedle

A general awareness 
campaign
Showing an assortment of 
beautiful landscapes, tasty 
food, and unique experiences  
are a good way to draw people  
in to your destination, property, 
or brand. The more variety you 
can use to make people aware  
of what you offer, the better!

jo__vo

THE ART AND SCIENCE OF SOURCING VISUALS

20 Booking.com, 2019

https://bdaily.co.uk/articles/2019/04/04/bookingcom-reveals-how-social-media-impacts-our-travelling-habits
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We’d recommend picking a few photo 
options to request rights to. That way, 
you’re not relying on one user to source 
specific imagery. That said, CrowdRiff 
customers have seen a 65% success rate 
when asking for rights. The key is to be 
friendly, complementary, and always 
use your please and thank-you’s!

Pro Tip

Getting Rights to Visuals
07

Reposting a photo or video to your own 
social media account
 
Using a photo in digital or print ads
 
Displaying a photo on your website 
without a link back to the original 
 
Displaying a modified version of a photo

Yes!  
Embedding a photo using the code 
provided by the social network 
 
Displaying content through an API partner

No

If you need rights, here’s how you can go about getting them:

You’ve found a couple photos on Instagram that you think would be perfect to use 
 in your campaign… now what? Can you just use them however you please? No!

The do’s and don’ts of user-generated content can be tricky, so while you 
shouldn't take this as legal advice, here are a few general guidelines:

THE ART AND SCIENCE OF SOURCING VISUALS
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Tips for CTAs:
• Make them action-oriented, 

and try writing in the first 
person (ie, Buy My Tickets 
vs Buy Your Tickets). Brands 
have seen a 90% increase in 
click-through rate by using 
first-person phrasing21.

• Make them stand out and 
easy to read (consider text 
size and color, background 
image or color).

• Make it clear that they’re 
clickable (ie, use underlined 
text, arrows, button styles, 
etc). Making CTAs look like 
buttons can create a 45% 
boost in clicks22.

21 ContentVerve, 2016
22 CopyBlogger, 2016

Generating  
Campaign-Specific  
CTAs And Copy 
Once you have selected your visuals, the next step is crafting the copy 
and calls-to-action that are going to accompany them. Beautiful 
images will catch people’s attention, but what will actually cause 
them to take action?

08
THE ART AND SCIENCE OF SOURCING VISUALS

https://www.protocol80.com/blog/16-kick-ass-call-to-action-statistics-that-prove-ctas-are-essential
https://www.protocol80.com/blog/16-kick-ass-call-to-action-statistics-that-prove-ctas-are-essential
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THE ART AND SCIENCE OF SOURCING VISUALS

23 Hoostuite, 2018
24 Hoostuite, 2018

Tips for captions and 
social media copy:

1. Try using emojis to humanize 
your brand and make it more 
friendly 🤗

2.  Put a prompt in the caption 
to encourage people to 
engage with the post (nudge  
them to tag someone, or 
make the caption a question 
related to the image)

3.  To make your post 
actionable, make sure people 
know where to go to book  
or find more information

4.  Consider the length of  
your copy

 
According to Hootsuite, on 
Facebook, the best length 
for organic posts is 1 to 80 
characters. For paid content, 
you’ll want to keep your 
headline around 5 words  
and your description under  
20 words23.

Instagram is a little different, 
because of the even larger 
emphasis on visual content. 
The optimal length for organic 
captions is 138 to 150 characters, 
and 125 characters or less for 
paid24. Since people scroll 
quickly, it’s best to write copy 
that’s short and easy to consume.

https://blog.hootsuite.com/ideal-social-media-post-length/
https://blog.hootsuite.com/ideal-social-media-post-length/


35

The problem
1. Their content mining 
process was manual
Chelsey Harasym, the Social 
Media Coordinator, was 
manually searching Instagram 
for photos, recording them 
in a spreadsheet, and taking 
screenshots of rights approval. 
It was a very manual process, 
and didn’t give her much photo 
variety to work with.

2. Their content didn’t  
reflect the diversity of 
Hornblower’s visitors
Hornblower Niagara takes 
millions of visitors from every 
corner of the planet on a tour 
of Niagara Falls in Canada. To 
attract international visitors, 
they do marketing through 
partners in specific countries, 
and they didn’t have content 
that reflected the diversity of the 
visitors they wanted to attract.

CASE STUDY
20,000 Photos In 2 Weeks:  
How Hornblower Niagara Cruises Built  
A Visual Content Library Valued at $30,000  

The solution
Once they started using CrowdRiff’s UGC Rights Management, 
Hornblower Niagara Cruises was able to access all the photos and 
videos their visitors were sharing, and request rights to them  
through CrowdRiff.

Within the first two weeks of using the platform, they requested  
the rights to over 20,000 images and videos, receiving the rights  
to “about seven or eight thousand.” 

Though it’s hard to put a number to it, Harasym predicts that 
Hornblower Niagara Cruises would’ve had to spend about $20,000 
to $30,000 over a couple of months to match the sheer magnitude of 
visual content they’ve acquired with CrowdRiff—and that’s without 
considering the diversity of imagery they get from social media.

“We’d have to have 10 groups of models to cover every country and 
ethnicity we were looking to represent, whereas with CrowdRiff we  
can capture images of guests who have come from those countries,” 
she said. “Models have their place and they have their purpose, but 
these [UGC] photos are invaluable because we can’t recreate these 
people’s reaction to seeing The Falls for the first time.”

alinaalbin



Staying Organized  
in A Sea of Content

standiel



37

How to Organize  
Your Visual Content
As travel and tourism marketers, we talk about digital asset 
management (DAM) a lot, because in the age of visual decision-
making, photos and videos are key resources, and our content 
libraries are growing everyday.

You have UGC content that you’ve sourced through social media, but 
you also have your owned visuals. Most marketers store these in two 
different places, when in reality, managing owned and user-generated 
content together in one place is going to set you up for success.  

Here’s why:

• Owned visuals and user-generated content are being used 
interchangeably, so it only makes sense to keep them together and 
accessible in the same place. If you keep all of your available assets 
together, you no longer restrict yourself to a certain type of visual 
when you search your photo library.

• You save time searching multiple places for the right image.  
The less time you spend going back and forth between libraries, 
the better!

• It’s easier to collaborate between departments and 
stakeholders. Collaboration between departments is more 
streamlined if everyone goes to one source to find visuals.

09

Tips for getting 
organized

If your visual assets are 
scattered across users, 
systems and folders, it’s 
difficult to find the images 
you need, when you need 
them. Here are two tips 
we’d recommend to start 
getting organized: 

1.  Dedicate a central hub for 
visual content: gather all your 
content from USBs, hard drives 
and cloud storage and create a 
system based on tags, folders 
and albums.

2.  Use a digital asset manager: 
DAMs are the easiest way to 
house everything in one place. 

STAYING ORGANIZED IN A SEA OF CONTENT
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Having both user-generated 
and owned assets in one place 
streamlines the process for 
organizing, maintaining and 
using assets, according to 
JoAnne Zeterberg, Director  
of Creative Services.

“If I have a graphic designer 
who is looking for an image for 
a story in our visitor guide, he 
or she can look both at the UGC 
and digital assets we own in one 
spot to see what’s available. If 
he or she needs to reach out to a 
user to ask permission or get in 
contact, it’s just so handy to have 
it all together in one platform.”

CASE STUDY: EXPERIENCE SCOTTSDALE 

CASE STUDY
Why Experience Scottsdale Replaced  
Their Legacy Digital Asset Management 
System with CrowdRiff

Hosting all your visuals in one 
place helps when you’re running 
campaigns that span several 
channels and require a variety 
of content. “My team and I 
use CrowdRiff for [managing 
the] photography for all of our 
visitor guides, our brochures, 
our collateral pieces, as well as 
our own website; it’s the main 
repository for all the photos we 
use in our marketing campaigns.” 

Zeterberg explains that it’s not 
simply about having to use one 
less application to manage her 
digital assets, though that does 
provide a level of convenience. 

It’s also about having a DAM that 
is easy to organize and navigate.

“The CrowdRiff platform’s search 
functionality is a lot more robust, 
and that makes it a lot easier for 
our users to get to the photos 
and the digital content that they 
want,” she said. “Being able to 
search multiple keywords, or 
search within saved searches— 
those sorts of things make it so 
much easier for our clients to get 
to the assets they need to help us 
tell our story.”



brendaraa

Closing The Loop:  
Publishing, Optimizing And Reporting 
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You’re almost there! You’ve got your campaign completely planned 
out. You’ve sourced compelling visuals, acquired rights and tagged all 
your owned and earned visuals in a central location. How can you tie 
the whole operation together in a way that directly impacts bookings?

In this section, we’ll cover how to measure what’s performing on web, 
social, paid and traditional media channels. You’ll also find KPIs to 
focus on, so you can clearly report on the success of your campaigns  
to your boss or other internal stakeholders. 

taliavane

PUBLISHING, OPTIMIZING AND REPORTING
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Goal How To  
Measure It

KPI Why It Works

Direct bookings Attach buttons or CTAs  
to photos

• Views and clicks for a 
particular visual

• CTA click-through rates

• Direct bookings (have this 
set up as a goal in Google 
Analytics)

Get insight into your top 
converting visuals, so you 
can source and surface 
more of that content.

Conversions A/B test different visuals • Views

• Clicks

• Engagement rate   
(Clicks / views)

If you’re launching a new 
website, for example, you 
can compare the results of 
a hero image versus a hero 
video. Or, try stacking up 
the impact of static images 
against an interactive photo 
gallery.

Engagement Visual gallery and  
asset insights

• Engagement rate  
(Clicks / views)

• Time on site

• Time on page

• Bounce rate

Discover what's resonating 
with your audience, helping 
you identify content trends 
and spur ideas.

Know what’s not working, 
so you can optimize your 
content.

Publish, Then Vet!
10

10A Website Visuals

The key to measuring website visuals is to have a system to connect 
the impact of specific visuals with the goals you want to achieve. 
You can either do this with basic manual tracking (ie, compare the 
conversion rates on a new homepage with the old version), or  
by using a visual content platform that integrates with analytics  
software (like CrowdRiff). 

If you’re new to Google Analytics, you can explore how to set it up  
on your site in this handy guide.

PUBLISHING, OPTIMIZING AND REPORTING

https://go.crowdriff.com/google-analytics-101-for-dmos-travel-brands-ebook?hsCtaTracking=09e8de7f-4ba3-4220-8c80-492e0eabdbe7%7Ca3c198cd-e517-471c-9e8b-dcb656c069f2
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Goal How To  
Measure It

KPI Why It Works

Direct bookings Booking by source (social) • Click-through rates from 
social platforms to your 
mobile site or booking 
portal

• Direct bookings from 
social (ie, ‘Swipe Ups’ from 
Instagram Stories, or from 
an Influencer’s profile)

Know what visuals or 
campaigns are enticing 
people to book! Track what 
content (earned, owned or 
paid) is inspiring people 
to book, and tailor your 
campaign to include more 
of that. 

Increase brand 
awareness or  
social spread

Impressions or reach of 
visual or campaign

• Photo engagement

• Follower growth

• Clicks from social media 
properties to posts and 
website

• Hashtag or handle usage

More content doesn’t 
always equate to more 
‘likes.’ Know where to 
double down and where 
to pull back by constantly 
measuring what people are 
sharing and engaging with.

10B Social Media

Many social media platforms have their own built-in analytics. But to 
truly tie social analytics back to the success of your campaign, you’ll 
need to examine the following: 

PUBLISHING, OPTIMIZING AND REPORTING
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Goal How To  
Measure It

KPI Why It Works

Direct bookings Paid ad performance 
(Google Ads, retargeting,  
social ads etc.)

• Pay-per-click

• Conversion rate

• Return on investment 
(ROI)

• Cost of acquisition

 

If you’re testing multiple 
images or messaging in a 
campaign, you can easily 
take note of which is 
performing and allocate 
more budget to that 
channel (ie, Facebook  
vs YouTube).

10C Digital Ads And Paid Social

Paid channels are more clear-cut when it comes to measuring  
impact on direct bookings. While there are many resources online  
for digital ads and paid social, here are the basics of what you need  
to know as a visual marketer. 

PUBLISHING, OPTIMIZING AND REPORTING
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PUBLISHING, OPTIMIZING AND REPORTING

Goal How To  
Measure It

KPI Why It Works

Direct bookings Create promotion codes, 
URLs or tracking codes (such 
as QR codes) 

Provide a referral checkbox 
on a booking portal or 
website (ie, “How did you 
hear about us?”)

 

• Bookings by unique source

• Promotion code uses

While it requires a little 
more work for the user, 
you’ll get insight into how 
inspired people feel by  
your print assets.

Brand awareness or 
perception in target 
markets

Encourage potential 
travelers to use a hashtag or 
share visuals of themselves 
enjoying your destination  
or attraction

• Website or microsite visits 

• Hashtag use

• Brand sentiment (try  
a social listening tool) 

Promoting contests, or 
leveraging influencers 
or ambassadors can help 
create buzz and drive  
traffic to your site.

10D Traditional Media Channels

We’re just going to come out and say it—tying traditional media (such 
as print materials) back to a campaign goal like ‘direct bookings’ isn’t 
easy. This is often why traditional media is often done in tandem 
with digital campaigns, as they help support and complement your 
efforts. That said, measurement isn’t impossible, and should still be 
considered. Here are some tactics we’ve seen work for travel and 
tourism brands. 
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The problem
Dollywood needed visual content 
for the park’s variety of activities 
and personas. 

Pete Owens, the Vice President of 
Marketing and Public Relations 
for The Dollywood Company, 
explains that not only is it 
difficult to sum up the experience 
to potential visitors in a concise 
manner, but that the elevator 
pitch changes depending on the 
audience member.

CASE STUDY
How Dollywood Used Visuals to Drive 
$90,000 in Ticket Sales within 5 Months

The solution and results
Owens updated Dollywood's website to incorporate more guests’ 
social media photos through CrowdRiff galleries. He explains that 
the new photo galleries on their website are able to demonstrate 
the full range of experiences available, through the eyes of the 
visitors that enjoy them.

Within the first 5 months of adding a UGC gallery to the homepage, 
Dollywood saw engagement on the page increase by 25%. A UGC 
gallery also resulted in a 28% increase in engagement on the website’s 
waterpark page, and a 42% increase in views and interactions on the 
“Rides and Attractions” page.

afran32
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How did they attribute sales directly to UGC?
The team at Dollywood uses CrowdRiff CTAs, which embed 
links over imagery that lead to the ticket sales page.

CASE STUDY: DOLLYWOOD

Buy Your Tickets Today! 

“ Just from our homepage gallery, clicks converted 
to nearly 100 transactions within a 60-day period. 
That accounted for almost $30,000 in revenue,” said 
Owens. “It’s just by using UGC to push them further 
down the funnel more quickly.”

In the first 5 months, they 
have attributed $90,000 in 
ticket sales to CrowdRiff, and 
look forward to finding more 
ways to incorporate more user-
generated content into their  
wider marketing strategy.

“I think we’ll explore the 
opportunity to see if we can  
use UGC in other channels to 
obtain the same benefits we’re 
seeing in the digital space, just 
by showing real people doing 
real things.”



About CrowdRiff
CrowdRiff is an AI-powered visual content marketing platform that 
enables marketers to discover, deliver, and organize top-performing 
visuals across every channel, including website, social media, print 
materials and digital ads. 

We help travel & tourism brands at every step of the campaign process:

• User-Generated Content: Use CrowdRiff to source, track, and  
get the rights to visuals.

• Digital Asset Manager: Store your earned and owned visuals  
together where you can easily organize, sort, and search them. 

• Publish Your Campaign Visuals: Put them to use on your website,  
implement trackable CTAs, and measure their performance  
in real-time.

Book A Demo

https://go.crowdriff.com/request-a-crowdriff-demo-ugc-and-visual-marketing
http://www.crowdriff.com/museums
https://go.crowdriff.com/request-a-crowdriff-demo-ugc-and-visual-marketing

