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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 to create campaigns that are 

more authentic, compelling and relatable.

Nailing this mix of visuals is essential, since your potential 

guests are visual decision makers. They’re inspired by 

beautiful photos and videos of unique experiences when  

they’re choosing where to go and what to do. So, how do  

you get it right?

In this book, we’ll explore how travel brands, large and small, 

have improved engagement, bookings, and conversions  

with visual marketing.

We hope this book lends you the knowledge and inspiration 

you need to hone your visual marketing strategy, expand 

your visual influence, and keep visitors coming back for more.  

Enjoy!

V I S U A L  I N F L U E N C E

Amrita Gurney
Vice President, Marketing 
CrowdRiff 

Editor’s Note
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Every day, people are bombarded on their social feeds  

with hundreds of photos of their friends traveling.

Whether it’s the Facebook friend who’s sunbathing in 

Hawaii, or the Instagrammer who’s coffee-shop hopping  

all over the city, these are visual stories of experiences. 

People seek experiences. And, to find them, they’re following 

visuals. This is visual influence at work.

At its core, visual influence is tied to the way people take 

action based on the images they see of places, products,  

and experiences.

When you decide to take your next holiday in Hawaii— 

due to that traveling Facebook friend of yours—that’s  

visual influence at work.

For marketers, the pursuit of visual influence holds an 

opportunity to captivate and attract more tourists and 

customers, as well as become the go-to authority of  

your brand story. 

What Is Visual Influence?

I N T R O D U C T I O N

Visual Influence:
The ability of a brand to be a visual authority of their 

products and services by bringing together paid, 

owned and earned visual media. Brands that are visual 

influencers create and share consistent, impactful, 

action-inspiring visual content across all platforms, to 

get users engaged, interacting, buying, and returning.
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Phocuswright1, MDG Advertising2, The Telegraph3

People are already making decisions based on visuals.

When last did you make a purchase from a Craigslist or eBay 

ad that didn’t show photos? When was the last time you went 

to a restaurant you found on Yelp that didn’t have any photos 

of their food?

Chances are not lately. Or, at least not as recently as when  

a photo compelled you to do something.

Social photos from Instagram, Facebook, and Twitter are 

particularly influential.

 

How Visuals Impact  
Travelers’ Decisions

50% 
of travelers recall visual  
ads they’ve seen online  
when booking a trip1 

60% 
of consumers are more  
likely to consider or  
contact a business that  
has an image show up 
in local search results2 

I N T R O D U C T I O N

Every day, we watch 

companies “throw visuals at 

the wall” to see what sticks. 

They’re not sure which visuals 

to use, or which ones will 

work, and why.

If you want to make repeatable and predictable waves 

with your company’s content, you can’t treat visuals as an 

afterthought. More than that—if you ignore visual influence, 

other people will tell your story for you.

If you want to win at visual influence, you need to start giving 

as much consideration to your visual content strategy as you 

would to your blog, paid ads, and other marketing strategies. 

But don’t worry! Whether you’re a one-person marketing 

team or part of a larger organization, we’re going to teach  

you everything you need to know to become a better  

visual influencer today. 

Let’s get started with an example of one brand that’s doing 

visual influence right. 

55% 
of people between  
the age of 18 and 65 
booked trips based  
on Instagram posts3



1716

The Problem 

Haka Tour’s website didn’t inspire potential guests to book  

a tour. It was text-heavy and dominated by old photography 

that didn’t showcase what the tours were actually like.

The Solution 

CrowdRiff helped them to keep it organized and to 

discover, secure the rights to, and display user-generated 

content (UGC) easily.

C A S E  S T U D Y  0 1

“What CrowdRiff has given us 

back is a lot of time. It’s so fast 

and convenient to hunt down not 

only people who are using your 

hashtag, but people who are visiting different 

parts of New Zealand or doing the activities you 

would find on a Haka Tour and find, showcase, 

and save that content.” 

 — Barnaby Lawrence, Digital Marketing Manager

 Before

The Results

 75% 
increase in 
page views

45%  
decrease in 
bounce rate

30%  
more sessions  
per user

Af ter

How Haka Tours Used  
UGC to Help Relaunch  
Their Website

C A S E  S T U D Y :  H A K A  T O U R S
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Now that we know what visual influence is, let’s take a closer 

look at the differences between the three main kinds of 

visuals—owned, earned, and paid—and how you can use  

them in your marketing. 

Owned visuals (brand-generated) are visuals your 

organization pays to have created for you, whether done 

internally, or commissioned by an agency, photographer,  

or videographer. This also includes images that you purchase 

the rights to like stock photography.

Earned visuals (user-generated) are photos and videos 

that other people—i.e., 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.

Paid visuals (influencer-generated) are 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.

D E F I N I T I O N S

Owned vs Earned vs Paid

R O L E  O F  V I S U A L S
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Comscore4

Brand engagement 
rises by 28% when 
consumers are 
exposed to both 
professional content 
and user-generated 
content4.

R O L E  O F  V I S U A L S
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Owned 

Boca Raton Resort & Club uses a mix of owned and  

earned visuals in their marketing, but for the purposes of 

this example, let’s focus on how they use owned visuals. 

How do they use owned visuals?  
A professionally shot video dominates the home page header, 

mixing drone footage with candid shots of people enjoying 

the amenities.

R O L E  O F  V I S U A L S

E X A M P L E S

Owned vs Earned vs Paid
Why does it work?  
The drone’s dramatic view of the property immediately 

grabs visitors’ attention, enticing them to keep watching  

the video or scroll through the rest of the site.

The images of people experiencing the property are shot so 

that there’s more control over what’s in the background and 

what the lighting is like. This is much easier to do when 

you’re working with a professional on behalf of your brand.
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Earned 

We highly encourage you to check out this example online.  

If you’re near a computer or your phone, go to youtube.com 

and type in “Canada Explore: Found in Canada”, and click  

the second video. 

How do they use earned visuals? 

Instead of sending a crew to capture the entire country (the 

second largest by land mass), Destination Canada tapped 

into the user-generated content that already existed on social 

media. Within a period of two weeks, they’d acquired the 

rights to over 2500 photos and videos. They turned these 

into a series of short, fun, and exciting videos. 

The result? The videos spread like wildfire, racking up over  

3 million views just in the first week.

Paid 

Paid or influencer-generated visuals can vary in terms of 

their size, structure and budget. 

How do influencer programs vary? 

They can be formal (when you pay someone to advertise your 

product or service directly) or informal (like a VIP program 

where people receive perks like discounts or specials).

R O L E  O F  V I S U A L S

How does it work? 

For example, Visit Franklin selects 25 people every month 

whom get a formal afternoon of education about Franklin. 

If you participate in the program, you get a certificate signed 

by the mayor and a VIP Pass to local attractions. This 

encourages people to create a ton of UGC that Visit Franklin  

can use in their marketing.
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How do you know what types of visuals to use when? 

Before we give you a few ideas on the next page, start  

by thinking about the particular situation you’re in. 

Consider:

• What kind of story you’re trying to tell

• Requirements for size and resolution

• Budget and timeline

• Your audience 

Use this chart as a reference point every time you get stuck 

while planning your visual campaigns!

Pros Cons

Owned • Photos are high resolution

• More control over the  
end result (i.e., aligned  
with brand standards)

• Costly to create and scale

• Time-consuming (photo 
shoots, models, etc.)

• Risk being inauthentic  
when models are featured

Earned • Volume and variety  
of content

• Stretch your budget

• More trustworthy

• Not ideal for every 
situation (e.g., billboard, 
landscape shot)

• Lack of control (may  
not fit brand standards)

Paid • Reach (audience)

• Control (design,  
placement)

• Often a hard cost  
associated

• Viewers might tune out  
if content is not authentic 
(has to be the right 
partnership)

R O L E  O F  V I S U A L S

P R O S  &  C O N S

Dif ferent Types of Visuals
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CIO5

F R E Q U E N T L Y  A S K E D  Q U E S T I O N

Is there a benefit to having a 
professional photographer or 
videographer create content  
for our social media channels?  
Or can we just use UGC for everything?

It depends on the situation. Ideally, most brands should  

have a mix of user-generated and brand-generated content.

Capturing landscapes is a great example of when brand-

created visuals may work better, as you have more control 

over the end result.

Though, when it comes to shots that feature people, many 

professional photographs tend to look staged. The majority 

of consumers agree—customer reviews are trusted 12 times 

more than marketing coming directly from the organization5.

Also consider that although professionals can capture your 

attraction from every angle and produce high-resolution 

visuals, you’ll pay the price.

Amrita Gurney
VP Marketing at CrowdRiff 

R O L E  O F  V I S U A L S



3332

SECTION 03
SO

U
RCIN

G TH
E RIG

H
T VISU

ALS



3534

Pro tip: Keep a list that you continually build by 

constantly asking for referrals online, at conferences  

and any other place you meet other smart marketers.

S O U R C I N G

Once you’ve decided what types of visuals you’re going to 

use, you need to find that imagery. If you’ve landed on owned 

visuals, you’ll most likely need professionals. So, how do you 

find the best photographers and videographers for the job?

1. Referrals. Ask brands or marketers you admire. If you 

come across a campaign that piques your interest, 

inquire into who was behind the work. Email the brand, 

ask on social media, or especially for a larger campaign, 

try Googling it.

How to Source 
Professionals

2. Search online. Find local agencies and freelancers 

by using keywords like “Ohio-based landscape 

photographer” or “best adventure videographer in 

Canada”. You want to learn who they work with or  

what other people and brands are saying about them. 

3. Call for submissions. Promote your call for 

submissions on your website, on social media or  

in your email or newsletter. Remember to ask for  

a portfolio of work, and vet submissions based on  

your brand standards and the visuals that you  

want to create.
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What style are 
you going for?
Portrait or candid?

When do you need your visuals by?  
Visual turnaround times vary from anywhere 
between two weeks to several months.

Peta Pixel6

What is your budget?  
Costs can range between 
$50 (semi-pro) to $500+  
(top professional) per hour6. 

S O U R C I N G
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If you’ve decided to source influencer-generated content,  

use this checklist to stay on track.

1. Determine your goals. Really think about what you’re 

trying to achieve. Improve direct bookings? Brand 

awareness in new markets? Promote a new offering? 

Your end goal will influence the kind of partnership 

you seek out. 

How to Work  
With Influencers

2. Establish influencer criteria. This could be anything 

from where they’re based, what their aesthetic is like, 

or even what their demographic or follower count is like. 

3. Decide how you will reward influencers. This doesn’t 

need to be monetary! For example, in Chapter 2, we 

talked about how Visit Franklin gives out VIP access 

and certificates signed by the mayor in exchange 

for content. Almost anyone can work with micro 

influencers (someone who has an audience below 

50,000 followers), but anyone with a substantial 

following will require a budget. 

4. Reach out and get commitment. If you have 

someone in mind, reach out to them on the network 

they’re most active on. For micro influencers, you 

can even include an application process to really make 

sure that you’re getting the right people. 

S O U R C I N G
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There are two ways to find more UGC. One is to manually 

search what you’re looking for on social media. But how do 

you spark more UGC creation in the first place? The other  

is working with a tool like CrowdRiff that automates much  

of the process.  

1. Encourage it in your marketing. Visit Omaha has a 

fantastic campaign around a bridge named Bob. They 

have signage at the bridge that encourages people to 

take a photo and use the hashtag, #ItHappensOnBob. 

How to Source More UGC 2. Sharing. When you show people what you’re 

interested in by featuring it in your feed, they’re 

more likely to share similar kinds of content and let 

you know when they’re posting it. Just make sure you 

have permission before reposting anything!

3. Photo prompts. You might have experienced this 

yourself: on a vacation, you find that there are certain 

spots that are really aesthetically pleasing, and 

naturally draw people to want to capture that content 

on Instagram and share it. Try creating these prompts 

yourself to generate more UGC. 

4. Contests. Contests are a great way for people to share 

their content directly with you. They’re especially useful 

if your typical visitors are in demographics where they 

may not be using social networks as frequently, or if 

you’re in a destination that has poor phone coverage. 

S O U R C I N G
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In general, we encourage you to reach out to everyday 

people who are sharing their experiences and not look to 

get free content from professional photographers. If you 

do use professional photographers, which we all do, it’s 

a great opportunity to make the connection for future 

collaboration to license or commission imagery. 

The great thing about working for a travel and tourism  

brand is that people are generally having a really positive  

experience with your destination, tour or resort. If you ask  

in the right way, people are typically very happy to share  

their content with you.

Reposting a photo or  
a 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! No
Embedding a photo  
using the code provided  
by the social network

Displaying content  
through an API partner

People are spreading content like wildfire—but how can 

you get the rights to it so you can use it in your marketing? 

Before we dive in, we’ll say this first: UGC rights can be 

complicated. We’d recommend you figure out the laws 

and rules for your particular jurisdiction. That said, we’ve 

created a checklist with general guidelines based on our  

work with 700+ travel and tourism brands globally.

How to Get UGC Rights

Do you need rights?  
Start by determining if you actually need rights to an asset.

S O U R C I N G
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1. Leave a nice comment asking for permission. 
a) Tell the user how or where you’ll be using the photo. 

b) Give them a way to say yes to agree explicitly.

2. Link to your terms and conditions, if needed.

3. Keep a record of the permission that was given. 

S O U R C I N G
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C A S E  S T U D Y :  H O R N B L O W E R  N I A G A R A

C A S E  S T U D Y  0 2

“Models have their place 

and they have their purpose, 

but these [UGC] photos are 

invaluable because we can’t 

recreate these people’s reactions to seeing  

The Falls for the first time.” 

 — Chelsey Harasym, Social Media Coordinator

How Hornblower  
Niagara Cruises Built a  
Visual Content Library 
Valued at $30,000
The Problem

1. Their content sourcing 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. 

2. Their content didn’t reflect the diversity of Hornblower’s 

visitors:  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.

The Solution  
Within the first two weeks of using CrowdRiff’s UGC Rights 

Management, 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.
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O R G A N I Z I N G

If your visuals are scattered across multiple places, it’s going 

to be really hard to find the exact one you need, when you 

need it. If you want to get organized, you have two options:

1. Dedicate a central place for all your content.  

Gather your content from USBs, hard drives and/or 

cloud storage, and house it in one place, such as a 

free solution like Google Drive, DropBox or a central 

server. If you do this, you’ll also need to create a system 

for organization, such as folders, albums or tags.

Strategies for  
Staying Organized

2. Use a digital asset manager (DAM). Marketers 

today are using a variety of visuals, from UGC to 

commissioned videos. It only makes sense for travel 

brands to use a DAM that houses everything in one 

place, regardless of where the visual came from or 

how it’s being used. For organizations with more than 

several hundred photos, we’d recommend marketing 

teams to have a DAM in place. 
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Beyond the core functionality of a DAM, there are a few 

features that will make your life as a travel and tourism 

marketer much easier. 

1. Support earned & owned assets 
A modern DAM should support all three types of visual  

content, from owned (commissioned, licensed or taken by  

your in-house team), to earned (user-generated content),  

to influencer-generated visuals. 

This functionality will allow you to:

• Surface visuals you may have forgotten about

• Save time and work smarter

• Share visuals with media and partners securely 

• Receive high-quality images from influencers  
and the public  

2. Automatically add keywords to your assets 
As your library of assets expands, it can become easy to lose track 

of what you have on hand. You can use technology like AI to auto-

organize your photos and videos so that they are easy to find. 

3. Easily retrieve content 
If you’re constantly looking for specific imagery for external 

requests and internal projects, you need a tool that knows 

what you’re looking for, even if it’s not an exact match. The 

DAM should have functionality that can identify synonyms 

and similar words (e.g. amusement parks, attractions, roller 

coasters), as well as stemming (smile is the same as smiles, 

smiling, smiled, etc.). 

Social Photos  
& Videos

Stocked &  
Owned Visuals

Email Website AdvertisingDigital Display 
Screens

Digital  
Integrations

Print  
Collateral

O R G A N I Z I N G

Key Features of a DAM  
for Travel and Tourism  
Marketers
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4. Share visuals with collaborators 
The challenge with many DAMs is that they’re focused on 

putting information in. Though, in travel and tourism, we 

know a lot of the work is about collaborating with other 

people—whether it’s people on your own team, agencies, 

or perhaps even with the media. Look for DAMs that are 

built with collaboration in mind, making them seamless, 

easy to use, and reliable.

The key here is to have a system to easily set restrictions on 

earned media, share content with collaborators, and control  

who sees what.

O R G A N I Z I N G



5756

C A S E  S T U D Y :  E X P E R I E N C E  S C O T T S D A L E

C A S E  S T U D Y  0 3

Experience Scottsdale’s  
Media Hub for  
Centralized Content
Having both user-generated and owned assets in one 

application streamlines the process for organizing, 

maintaining, and utilizing 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, she can look both at the 

UGC and digital assets we own in one spot to see what’s 

available. If 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.”

Having everything in one place helps when you’re running 

campaigns that span several channels and require a 

variety of visual 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 sort of things make it so much 

easier for our clients to get the assets they need to help us 

tell our story.”
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Owned  
(Brand-Generated)

Earned  
(User-Generated)

Website  
(landing pages, 
blog posts, etc.)

• Best to feature a mix

• Owned visuals for  
aspirational content

• Promote a variety  
of activities

• Show social proof

Social Media • Repost guest visuals  
to build an engaging  
brand story

• Access a large  
volume and variety  
of unique content

Digital Ads • Videos that follow a 
narrative or require 
high production  
resolution  
(e.g., drone footage)

• Repurpose  
high-performing  
UGC from your 
website 

Display Screens • Interview or  
scripted video

• In-house slideshow  
giving people ideas  
for content creation

Email • Dramatic  
header image

• Promote seasonal  
campaigns 

• Host competitions

A D D I N G  V I S U A L  C O N T E N T

We’ve covered how to become a visual influencer, how to 

select and source the right visuals, and how to keep your 

content organized. Now, it’s time to explore the different 

channels for publishing the great content you’ve worked  

so hard to produce. 

Publishing Visuals Online 
When it comes to publishing your visuals online, you have 

a lot of choices: email, digital ads, your website, display 

screens, and more. Before we dive into each channel, let’s 

look at the common use cases we see online, and which type 

of visual is best for each. 

Where You Can  
Publish Your Visuals
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A website gallery showcasing UGC photos

Photo: When reposting content, Ferrari credits the original photographer 
on their social media account

A D D I N G  V I S U A L  C O N T E N T

Business Wire7

Website 
On your website, it’s best to feature a mix of earned and 

owned content. Owned visuals are great for aspirational 

content where you might need a higher degree of control  

over the end product. On the other hand, UGC can showcase 

the variety of activities you have to offer, especially with 

elements like targeted visual galleries, and create authenticity 

and social proof. 

Social Media 
For social media, a pure UGC strategy has been the most 

effective for travel and tourism brands: 85 percent of 

consumers say they find UGC more influential than brand-

created content7. One way to add more UGC to your 

social channels is to repost guest photos—but be sure 

to get permission! Use this imagery to nurture customer 

relationships, build an engaging story around your brand,  

and highlight unique points of view.
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Digital Ads 

Most travelers tune out traditional ads, so you want your 

sponsored content to feel just as authentic as everything  

else in people’s feeds. For example, Visit Indy saw three times 

higher click-through rates when they switched from stock  

to UGC video ads8. 

Commissioning video is a good idea if you require a specific 

narrative, such as YouTube or television. 

Display Screens 

UGC is perfect for an in-house slideshow that can highlight 

the different visuals people are taking around your property 

or destination. They can also give people ideas for content, 

and prompt people to share their own photos.

On the other hand, owned visuals can be useful if you want a 

high degree of control over the end product, like an interview 

or a scripted video.

Photo: An example of a large digital display screen in Visit Zurich’s  
main tourist info centre, which is located in their largest railway station

Visit Indy only serves 
content in its social 
and display ads that 
incorporate user-
generated content. 

A D D I N G  V I S U A L  C O N T E N T

CrowdRiff8
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All the visuals are 
bright, interesting, 
and show off the 
many sides of 
Austin’s charm  
in Visit Austin’s 
newsletter.

Email 

If you’re using visuals in your email, UGC is perfect for showing 

off seasonal campaigns, building excitement around events, 

or hosting competitions, like a photo of the week. You can 

also use owned imagery, such as a dramatic header image,  

to capture people’s attention.

A D D I N G  V I S U A L  C O N T E N T
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“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. 
We’re always looking to do more  
of what’s working, and right now 
UGC is working.”

A D D I N G  V I S U A L  C O N T E N T

Christine Zetzl 
Digital Marketing Manager 
Visit Indy
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Owned  
(Brand-Generated)

Earned  
(User-Generated)

Print Ads • High-resolution,  
full page images  
that are on-brand,  
especially for luxury 

• Smaller images to  
showcase personality 

Visitor Guides, 
Brochures,  
Magazines

• Landscapes,  
architecture,  
editorial features

• Keep visuals fresh  
and engaging

• Highlight niche  
activities

On-Site  
Signage

• Sandwich board  
or A-frame

• Create photo  
opp spots

• Feature UGC from  
previous guests 

• Promote hashtag

Out-of-Home 
(OOH) Ads 

• Large spaces like  
billboard ads

• Smaller real estate:  
transit ads, airport 
posters

When Loews Hotels ran their 
#TravelForReal campaign 
a few years ago, they used 
UGC to power an entire 
marketing campaign. They 
turned individual photos into 
ads and created a microsite  
to display guest photos. 

A D D I N G  V I S U A L  C O N T E N T

Publishing Visuals Offline 

Here are some of the common cases for publishing visuals 

offline, but the possibilities are truly endless!

Print Ads 

Traditionally, marketers have turned to owned content for 

high-resolution images that need to have a very particular 

look and feel. UGC images can also be used in print, especially 

if you want to incorporate that authentic feel, and showcase 

your personality in a way that is relevant to your visitors.
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Visit Saint Paul’s created this  
80+ page insider’s guide filled with 
advice provided by actual residents 
who are passionate about their city.

Photo: Visit Frisco purchased #iHeartFrisco “sculptures”, which are  
located throughout the city. These have created several photo ops  
for the #iHeartFrisco message to continue to be shared and for the  
destination to create more user-generated content.

A D D I N G  V I S U A L  C O N T E N T

Visitor Guides, Brochures and Magazines  
These types of print publications are great opportunities to 

use both owned and UGC content. Use owned for editorial 

features, such as interviews with portrait shots, or different 

angles of a location or person. Try UGC to keep your content 

fresh and engaging. This is especially useful when you’re 

highlighting niche activities and events that you may have 

difficulty producing the visuals for yourself. 

On-Site Signage 

We’ve typically seen customers use owned visuals for  

on-site signage for the same reasons they do on other  

print channels. However, they also use UGC to create  

photo-op spots spots, feature live UGC from previous  

guests, or promote their hashtag. 



7574

Visit Jacksonville found and requested rights to this 
photo and loved it so much that they reached out to the 
user to get a high-res original. They then turned it into  
a window wrap for their Visitor Center.

Out-of-Home 

This is where owned imagery is really essential, because 

larger spaces, like billboards need high-resolution visuals. 

However, there are also opportunities to use UGC for smaller 

real estate, like airport posters or transit ads. 

A D D I N G  V I S U A L  C O N T E N T
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CIO5

We try to keep users on site as much as possible, of course, but 

there are times when it’s appropriate to link off-site. An example 

for us is linking to a city, county or state park’s site if the 

information there is more informative than our own content.

It depends on your objectives. Most brands we work with 

have CTAs on their visuals that link deeper into their site to a 

partner listing page or to a booking page. If you are mandated 

to drive traffic to partners, you may want to provide links to 

partner websites directly from the visual CTA.

Just be sure to set link parameters to open a new tab when 

linking off-site, so users don’t bounce from the existing tab 

and stay on your page longer.

A D D I N G  V I S U A L  C O N T E N T

Adam Lacombe
Director, Demand Generation 
CrowdRiff

Chad Hays
Senior Online Marketing Manager 
Visit Phoenix

F R E Q U E N T L Y  A S K E D  Q U E S T I O N

Would you recommend  
linking your CTAs to outside 
websites or just to internal 
pages on your website?
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C A S E  S T U D Y :  N Y C  &  C O M P A N Y

C A S E  S T U D Y  0 4

“Before CrowdRiff, we were 

using a similar product, but 

it wasn’t easy to use so it 

consumed a lot of our time. 

That’s why CrowdRiff was a worthwhile 

investment—it’s so intuitive and easy to use, 

and saved us a lot of time. It’s a great product 

for discovering and getting rights to UGC 

content, and there are so many creative ways 

you can use its various features.” 

 — Taisa Veras, Director of Social Media

How NYC & Company  
Used CrowdRif f to Create  
a Social Wall to Support 
WorldPride
The Challenge
NYC & Company, the official destination marketing 

organization for the five boroughs of New York City,  wanted 

to get their members and businesses in NYC involved in 

welcoming and promoting WorldPride.

The Solution  
CrowdRiff helped them source images that were related to 

WorldPride/LGBTQ content to populate the Project Rainbow 

social wall on their WorldPride landing page leading up to the 

event (June 26-30th, 2019).

The Results 
The team was able to source 78 UGC photos for the social  

wall from various LGBTQ-related hashtags including their  

own hashtag #NYCProud. 
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Goal How to Measure It KPI

Engagement • Visual gallery  
and asset insights

• Time on page

• Time on site

• Bounce rate

• Engagement rate  
(clicks/views)

Conversions • A/B test different  
visuals: hero image  
vs video, static images  
vs interactive gallery

• Views

• Clicks 

• Engagement rate  
(clicks/views)

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)

T R A C K I N G

So you’ve published some great visual content in your 

marketing campaigns. Now, how do you tell if it’s helping 

you reach your goals? In the following chapter, we’re going 

to cover how to measure the impact of your visual content. 

You’ll see the types of goals we’d recommend you measure, 

as well as how to measure them and the associated KPIs.

When it comes to your visual marketing strategy, feel free to 

refer back to these pages when you want to report success 

or opportunities for improvement to your boss.

Visual Web Performance 

To measure web performance, you can use manual methods, 

such as comparing the conversion rates on a new home page 

with the old version via Google Analytics, or you can use 

a visual marketing platform that integrates with analytics 

software like CrowdRiff.

How to Measure  
The Performance  
of Your Visuals
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Social Media Performance  
You’ll see two goals below that brands like to measure:

1. Awareness 

2. Direct booking or conversions

Here are some examples of how you can measure how  

your visuals are doing and the KPIs you should be using.

Paid Social Performance  
Paid channels are more clear-cut when it comes to measuring 

the impact on bottom-of-the-funnel metrics like 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.

Goal How to Measure It KPI

Brand  
awareness

• Reach/impressions • Campaign  
engagement rate

• Follower growth  
and/or page likes

• Web traffic and  
conversions

• Hashtag or  
handle usage

Direct 
bookings

• Booking by source  
(social)

• Click-through rates 
from social platforms 
to your mobile site or 
booking portal

• Direct bookings from 
social (i.e., ‘swipe-
ups’ from Instagram 
Stories, or from an 
influencer’s profile)

Goal How to Measure It KPI

Direct  
bookings

• Paid performance  
(AdWords, retargeting, 
social ads etc.)

• Cost per click 
(or other action)

• Conversion rate

• Cost of acquisition

• Return on investment 
(ROI)

T R A C K I N G
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Goal How to Measure It KPI

Brand  
awareness

• Campaigns or contests 
to encourage visual 
creation and sharing

• Website or  
microsite visits

• Hashtag use

• Brand sentiment 
(i.e., through social 
listening)

Direct  
bookings

• Promotion codes,  
URLs, or tracking 
codes (such as QR 
codes) 

• Referral checkbox on 
a booking portal or 
website (e.g., “How did 
you hear about us?”)

• Bookings by  
unique source

• Promotion code use

• Direct traffic  
to website

T R A C K I N G

Traditional Media Performance  
Measuring traditional media performance is notoriously 

tricky. That’s why today, traditional media is often done in 

tandem with digital campaigns. Here are some tactics we’ve 

seen work for travel and tourism brands. What can you apply 

to your own marketing?
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1. Identify your 
main objective 
Increase revenue

2. Define KPIs 
Direct bookings,  
conversion rates

5. Calculate ROI 
Aggregate data 
above and tie back  
to your objective

3. Establish a  
system to measure  
visual performance 
Attach CTAs to photos

4. Track any results  
and tie back to 
original source 
Bookings from social

When calculating ROI, also take into account the following 

content production metrics:

Content costs: How much you spend to produce or 

purchase visuals to support your marketing over a 

month, quarter, or year. 

Growth of visual asset library: The number of visual 

assets available for your brand to use across your 

marketing activities, and how they grow over time  

and their estimated value. 

Rights response rate: The number of rights  

requested vs approved. This tells you how likely it 

is that consumers will give you permission. Using 

CrowdRiff, 65% of people provide permission to  

their photos within 24 hours of the original request 

(given they’re not professional photographers)9.

T R A C K I N G

CrowdRiff9

Depending on your marketing goals, it may be enough 

to measure your social media following, your reach and 

impressions, and your engagement. But if you want to tie  

your visual content marketing back to revenue or bookings, 

here are the 5 steps to calculate that ROI.

A Baseline for ROI
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C A S E  S T U D Y :  D O L L Y W O O D

The Problem 

Dollywood needed visual content for the park’s variety  

of activities and personas.

The Solution 

CrowdRiff helped them incorporate more guests’ social media 

photos on their website. They also used CTAs on images to 

drive people to book experiences directly. 

C A S E  S T U D Y  0 5

“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.” 

 — Pete Owens, Vice President of Marketing and Public Relations

How Dollywood  
Used Visuals to Drive 
$90,000 in Ticket Sales  
Within Five Months

   90K  
in ticket sales 
within 5 months

28%  
increase on  
“Waterpark”page

$

25%  
increase in engagement  
on the home page

The Results

42%  
increase in views and  
interactions on “Rides  
& Attractions” page 
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It’s not about the price anymore, or the location, or the 

amenities. It’s not even really about the destination, 

attraction, resort, hotel or activity. For today’s travelers,  

the purchase decision, and repurchase decision, are all  

about the experience, and that includes the marketing  

visuals that get the ball rolling. 

Marketers are in a powerful position to set the customers’ 

expectations and frame the experience they are about to 

have on their travels. Remember that the visuals you choose, 

particularly those supported by UGC, can set the stage for 

an unrivaled, unmatched, incomparable experience. 

S U M M I N G  U P

Earned Visuals Set  
The Stage for Visual  
Influence

S U M M I N G  U P
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CrowdRiff is an AI-powered visual content marketing platform 

that enables marketers to discover, deliver, and organize 

top-performing visuals across every channel, including  

your website, social media, print materials, and digital ads. 

We help travel and tourism brands at every step of the  

campaign process: 

• User-Generated Content: Use CrowdRiff to source, 

track, and get 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.

About CrowdRiff

C R O W D R I F F
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