Keeping Travel Websites
Relevant in 2020:

Dos, Don’ts, and Creative Inspiration

T
=

‘:@'kev'l"niszl_er L : el . I__? 3 ; :. ."" B - )CrOWdRiff




brendaraa

Hello!

For every Expedia or Booking.com, there are thousands of local
travel and tourism brands that know their destinations like
their own backyard. These organizations are more like personal
tour guides, rather than just ticket sellers, often with invaluable
resources from local travel experts for people who crave
authentic experiences.

The problem is that some travelers don’t know these websites
exist. At CrowdRiff, we’re in a unique position. If you’ve been
reading our content for a while, you know we’ve covered this
topic in the past. Though, as you know, traveler behavior is
always in flux, and so are the trends.

This year, having worked with over 800 tourism brands,

we’re even better equipped to gather insights that few other
organizations have access to. With the help of these insights,
third-party research, and smart marketers in our community,
we’ve curated the top 5 reasons travelers may be ignoring your
site and what you can do about it. Plus, we share tips, tricks,
and trends from the tourism sites that get it spot-on.

We hope you enjoy the read, and find the information
we share useful!

Julia Manoukian
Senior Content Marketing Manager
CrowdRiff




jetsettervagabond

What’s Inside

Trends in Traveler Behavior

The Role Your Website Plays

5 Reasons Travelers Overlook Tourism Websites

10 Tips to Make Your Website More Relevant in 2020

How Leading Tourism Brands Integrate CrowdRiff Into Their Websites

About CrowdRiff

13

25

28



TRENDS IN TRAVELER BEHAVIOR
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Trends in Traveler Behavior

The travel marketing industry is
experiencing a revolution, and we’ve
got the facts to back this up. In 2020,
the average traveler:

o Trusts customer reviews more
than traditional advertising

o Lovesvisuals

o Isreally impatient

Let us explain why...

Research shows that travelers
trust peers over conventional ads.
Customers trust reviews 12 times
more than marketing that comes
directly from brands.

Long gone are the days when
travelers would book a vacation
after watching an American Airlines

CIO
“Telegraph
3Forbes
‘Adobe

commercial on the television
showing how glamorous cabin crew
members fly to exotic destinations.
TV ads with long, sweeping shots

of cityscapes and sandy beaches
just won’t resonate with the
travelers of today. They are far
more skeptical.

Visuals still matter, of course,

but not in the conventional sense.
Fifty-five percent of people
between the ages 18 to 65 book trips
solely based on the images that
they see on Instagram?. Today,

the best-performing images aren’t
always the professional stock
photos on the glossy pages of

a travel brochure, but often real
pictures from real travelers online.

And, it’s not just photos. Travelers
also love videos and Instagram
Stories — short clips that showcase
the things you just won’t seein a
travel brochure, like a just-opened
pop-up store in a European capital
or a farmer’s market that’s off the
tourist track. Travelers spend,

on average, 88 percent more

time on a travel website when
there’s a video®.

Oh, and travelers are impatient
— really impatient. They have
little tolerance for poor travel
experiences, and 35 percent

of consumers are frustrated

by slow-loading websites®.


https://www.cio.com/article/2914780/12-ways-to-improve-the-customer-experience-for-online-shoppers.html
https://www.telegraph.co.uk/news/2019/04/25/instagram-replacing-travel-brochures-survey-finds-social-media/
https://www.forbes.com/sites/tjmccue/2018/06/22/video-marketing-2018-trends-continues-to-explode-as-the-way-to-reach-customers/#11d95ac3598d
https://www.slideshare.net/adobe/2019-adobe-brand-content-survey

THE ROLE YOUR WEBSITE PLAYS

The Role Your
Website Plays

You may be wondering what role does your
website play in the traveler’s booking journey?

The short answer is, well, a huge one!

Research has shown that travelers visit on
average 38 websites 45 days prior to booking.’
Other sources say that a person’s travel journey
can have anywhere between 70-800 touchpoints
over 1-7 months.® While no two travel journeys
are alike, when it comes to dreaming,

planning and booking travel, people still rely

on your website.

Though, overall, the process is disjointed.
Your website can help set you apart, provide
reliable information, inspire people, and guide
them to book and visit your destination.

So, how do you stand out? Let’s first look at
some reasons why people might be ignoring
your website.
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https://www.travelmarketreport.com/articles/Consumers-Visit-38-Sites-Before-Booking-Expedia-Says
https://www.sojern.com/travel-insights/path-to-purchase

5 Reasons Travelers Overlook
Tourism Websites

We know that travelers distrust conventional ads, love visuals,
and are impatient. Keeping this in mind when designing and
updating your site will get you noticed by the modern traveler.



our Website Looks and
unds Like Everyone Else’s

Imagine that you were to remove your company logo
from your website. Would people still be able to tell
that it was your site based on your brand identity,
messaging, and visuals?

Now, think about this: are your visuals setting you apart
from your rivals? Based on our research, over 90 percent
of travel brands use stock or professional images in their
header.” While these images offer a high degree

of control when it comes to your brand, what would
happen if you showed a more authentic picture of

what it was actually like at your destination?

5 REASONS TRAVELERS OVERLOOK TOURISM WEBSITES

When it comes to the homepage’s header format, 35
percent of destination marketing organizations (DMOs),
48 percent of tour operators, and 47 percent of resorts
and hotels rely on single images, and all three use a
significant number of single videos. We’re not necessarily
saying that you have to change the format or style of
image, but it might just be worth it to take a closer look
at how you set your brand apart.

In the homepage header, what visual format are travel brands using?

DMOs

B 35%- Single image

B 27%- Single video
B 38%- Multiple visuals/slider

"CrowdRiff

Tour Operators

B 48%- Single image
B 20% - Single video
B 32%- Multiple visuals/slider

Resorts & Hotels

B 47%- Single image
B 47%- Single video
B 6% - Multiple visuals/slider


https://cdn2.hubspot.net/hubfs/2719325/eBooks/An%20Analysis%20of%20100+%20Travel%20and%20Tourism%20Websites.pdf

Youir Website Has Major
tent Gaps

We’ve noticed that some DMOs only share well-
known tourist spots and not the off-the-beaten-track
experiences that travelers are looking for. If travelers
want information on the Eiffel Tower, they can find it
on TripAdvisor. What they maybe can’t find is
information from locals on an obscure church in Lyon,
or afishing village in Normandy.

This is just one type of content gap. Other gaps can
be desirable content (like the above), useful content
(practical information), or inspirational content

(like videos and photos of people enjoying the
experience). The gaps can appear anywhere on your
site: your blog, web pages, visitor guides, emails,
social media channels and so on.

“Content gaps are one of the biggest reasons we see
travelers overlook or miss out on destination websites
as a resource,” Britt Brouse, Director of Strategy from
the marketing agency Tempest Interactive, told us.

“Destination organizations are in the best position

in their communities to share helpful and inspiring
content with visitors and locals. A robust content and
SEO strategy, paired with a marketing and distribution
plan, will eliminate major content gaps and help to
keep destination websites in the minds of travelers.”

5 REASONS TRAVELERS OVERLOOK TOURISM WEBSITES
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5 REASONS TRAVELERS OVERLOOK TOURISM WEBSITES

For example, if you’re a highly 1. Talkto people who are on the exhibits. So, they dedicated
visited place like Pacific Park (that “front lines” with travelers, like an entire website section to
gets over 10 million visitors a year), the friendly staff at your visitor this topic.
people want to know how to get center, and learn what questions 3 If you don’t have the budget to
there, what they can actually do often come up. do in-depth research, consider
and, let’s face it, how much it costs. 2. Look at what you’ve learned some inexpensive web surveys
from your audience research for site visitors. You can also do
If you don’t know where to start, and map your content to keyword research and create
consider this as a four-step plan: travelers’ needs at different content based on the results.
stages of the booking process. 4. Finally, pick three of your

Here’s a real-world example: strongest competitors and check

The Museum of Natural History out their websites. Learn what

learned that parents want to
know if kids are allowed at their

they’re doing — and what
they’re not.
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danta Tenica Pier and Downtown
danta Tlenica Parking Options

Pacific Park® is located in Santa Monica, California on the World Famous Santa
Monica Pier!

380 Santa Monica Pier s Santa Monica, CA 90401-3128 « Phone: 310-260-
8744

Direction to Beach Level Parking

1. From |-10 Freeway heading west, exit 4th Street.

2. Turn left onto Colorado Avenue.

3. Do not drive onto the Pier — turn left at Ocean Avenue.

4. Turn right onto Seaside Terrace.

5. Turn right at the first stop sign, onto Appian Way.

6. Follow road under the Pier bridge and to the left, into the parking lot.

7. Once parked, there are stairs located at the southwest corner of the parking lot
by Bubba Gump Shrimp Co. that will lead you onto the Pier.

Dinections to Pier Level Parking

1. From |-10 Freeway heading west, exit 4th Street.
2. Turn left onto Colorado Avenue. & English



r Website
Accessible

Web accessibility — the practice

of ensuring that websites and web
applications are usable by everyone,
regardless of their abilities — has
long been a vital part of the web
design/development process in
successful organizations.

You can see examples of this on the
sites of government institutions,
where compliance with the
Americans with Disabilities Act (ADA)
has long been a legal requirement.

With high-profile cases, such as the
Dominoes lawsuit last year when a
blind man sued the company over
the site’s accessibility®? — some
experts are predicting that all
websites will need to comply

with the ADA in the future.

8CNBC
°CDC
10\/ox

5 REASONS TRAVELERS OVERLOOK TOURISM WEBSITES

Designers

Make sure there is enough contrast between text and its
background color

According to the WCAG, the contrast ratio between text and the text's background should be at
least 4.5 to 1. If your font is at least 24 px or 19 px bold, the minimum drops to 3 to 1 (though, worth
noting that this is a little fuzzy because numbered sizes aren't always reflective of the visual size type).

Be especially careful of text over images.

Source: Salesforce UX

] Don't indicate important information using color alone

There should be another indicator (such as icons to accompany color coding, or an underline on
linked text) so that people who cannot easily distinguish colors will be able to understand and use

your content.
Source: UCLA

O

Pair values of colors together (not only hues) to increase contrast

When you strip out the color information from two hues and compare the values, there may not be
much difference. Pairing different values creates contrast.

Source: UCLA

1 Don't rely on sensory characteristics as the sole indicator for
understanding and operating content

Twenty-six percent of Americans
experience some form of disability,
according to the Centers for Disease
Control and Prevention (CDC).?
Disability can be permanent,
temporary, or situational, but it
doesn’t matter. Making your site
accessible means that you care
about being inclusive, both at your
destination and online, and this

is only good practice. Also, from

a numbers perspective, it means
you could attract more travelers,
since everyone can find the
information they need.

For a checklist on how to make your
site more accessible, have a look at
the accessibility guidelines on Vox’s
website.!? It includes best practices
like adding alt text to images,
adjusting the contrast between
your text and background color,
and applying consistency with
regards to layout and copy.

10


https://www.cnbc.com/2019/10/07/dominos-supreme-court.html
https://www.cdc.gov/ncbddd/disabilityandhealth/infographic-disability-impacts-all.html
http://accessibility.voxmedia.com/
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5 REASONS TRAVELERS OVERLOOK TOURISM WEBSITES

r Site Isn’t Mobile
oice-search-Friendly

More than half of all web traffic comes from mobile
devices, and most experts agree that responsive design
is a winner when it comes to mobile optimization.*!

Responsive design means:

Simplified menus

o A better reading experience

The right typography and removing large blocks of text
« Page widths that adjust based on percentages

o AMP pages (these load really fast for mobile users)

Today, tourism websites don’t just need to be mobile-
friendly but also fully responsive across all devices.
Different phone models have different screen sizes.
Different browsers have different setups. You should take
all of this into consideration when designing your pages
and optimizing readers’ experiences.

Voice search, in particular, is one of the most effective
website strategies for better engagement with travelers.
Seventy-two percent of people who own a voice-
activated speaker now use them as part of their

daily routine.®

Want to show up in voice search? Your site needs to
load quickly, be user-friendly, contain relevant local
information (great for SEO), and produce the right
answers in response to voice queries.

11



https://www.quicksprout.com/mobile-friendly-website-guide/
https://www.thinkwithgoogle.com/consumer-insights/voice-assistance-consumer-experience/
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re’s No Incentive
ook Direct

Travelers often look for cheaper rates from an OTA

or another provider. So, giving people a reason to
book direct proves lucrative. Incentives might include
20 percent off a spa trip, loyalty points, or money-off
deals at local restaurants.

Last-minute deals, discounts, even freebies — all
of these give guests an incentive to book directly.
Even better, these incentives should be exclusive
and not available on sites like Booking.com.

13Software Advice

5 REASONS TRAVELERS OVERLOOK TOURISM WEBSITES

Something as simple as a room upgrade can work
(48 percent of travelers say that this would convince
them to book directly).®* This upgrade could be

as simple as a better view, or a room with a balcony.
When it comes to the ultimate incentive, 55 percent
of travelers say that they would love free food

and drinks at the hotel.

Of course, offering incentives like the ones above might
not be financially viable, but you’ll be surprised at what
people will do for a freebie, even if it’s just a free bottle
of cheap wine in their room.

12


https://www.softwareadvice.com/hotel-management/reservation-comparison/

10 TIPS TO MAKE YOUR WEBSITE MORE RELEVANT IN 2020
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10 Tips to Make Your Website
More Relevant in 2020

It takes just one tenth of a second to form a first impression of a person, but it takes even less to form an
impression of a website (one twentieth of a second, in fact).** We said before that travelers are impatient,
but they’re also judgmental. Here’s what you can do to make your website more appealing to them.

13


https://cxl.com/blog/first-impressions-matter-the-importance-of-great-visual-design/

se Emotion to
manize Your Brand

People want to engage with companies
and organizations that are as unique as
areal person. Ask yourself the following:
Does your website’s look and feel

reflect your unique product offering or
destination? Is your brand authentic and
relatable? Now think about your visuals.
What emotions do they elicit?

If you’re not sure about which visuals
to use, talk to your product team

(or other members in the company)
and find out which ones generate
the most engagement.

Think about your messaging — the
second person (in other words, using
the word “you”) tends to be more
engaging as it speaks directly to the
audience. One of the best ways to grab
travelers’ attention is with an emotional
call to action — a final thought that will
encourage readers to do something.
Here are examples of some changes that
you can make:

« “Learn more” to “explore”

« “Contact us” to “let’s talk”

« “Become a member” to “join
our community”

10 TIPS TO MAKE YOUR WEBSITE MORE RELEVANT IN 2020
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Begin Your Next Adventure
a

“While there are seemingly endless places to find

travel information, DMOs are best suited to tell their
destination’s story and to define and differentiate
themselves from others. However, many DMOs focus on
“what” they are marketing (the place) when they should
be focusing on the “why” (the motivation of the traveler)

in order to market their destinations effectively,”
says Robert Patterson, VP of Marketing at MMGY Global.

15CrowdRiff

flapi_22

Draw on the experiences of the people around you.

For example, your brother who camped in Yosemite last
summer. What did he think? What does he recommend?
Ask him if you can post his vacation photos. Or, what
about your staff? Someone in your sales department
might have just returned from London with

a great travel hack for cheap flights.

Nothing elicits real emotion better than
user-generated content (UGC). The tourism team at
Bothell, WA, showcases their local community with the
help of UGC galleries. These are full of real photos from
travelers who have visited this picturesque patch

of the Pacific Northwest.*> Readers can click on each
photo to read info about a must-see landmark or place
to eat. It’s like an interactive, digital scrapbook.

15


https://crowdriff.com/resources/blog/explore-bothell-used-crowdriff-redesign-award-winning-website
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Don’t Focus on Only

i-u'. 2

Homepage
Sure, it’s usually the first thing destinations have an editorial few photos. Now, UGC galleries
travelers see, and you want to create  calendar paired with a marketing brighten up the page, and it’s not
a good impression. However, it’s plan and the resources to stick with just the homepage. They keep things
important not to focus just on your that plan throughout the year.” fresh with galleries that update
homepage. Pick other key pages to automatically across their site.
refresh on a regular basis. Just think The website of Haka Tours, This helps potential visitors see
about which pages receive the most a New Zealand tour operator, looks what the experience is actually like
traffic and engagement. very different from just a few years for every tour they offer.*

ago. In the past, users had limited

It doesn’t have to be a huge navigation options and a

makeover. You can use tools like
CrowdRiff’s web galleries to update
the visuals on your pagesin just a Before
few minutes, and it will feel like your
site has had a spring clean.

“We see website engagement
trends pick up when destinations

are regularly updating not just their

"\ APVENTURS TOURISH
homepage, but other key activity Gl

WINNER
and event pages with fresh b AT I ——
photography, UGC, and links to
the latest seasonal content, events,
and blogs,” adds Britt Brouse of

Tempest. “The most successful

16

16Haka Tours

ok


https://hakatours.com/
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EXPLORE NASHVILLE THINGS TO DO PLAN A TRIP

Travel Trade Media

Members

THINGS TO DO

Need a little guidance? We'll help you create
your own playlist for an unforgettable

rade Your
ography

Make sure your typeis large,

legible and accessible. Font size,
placement, contrast, and color have
a huge impact on the legibility of
your content. This is particularly
important for older generations and
people with disabilities.

When it comes to fonts, use a
common one (e.g. Arial, Times New
Roman, or Georgia) and stick with
it. Don’t use too many fonts across
your site. It looks messy

and inconsistent.'’

An example? VisitMusicCity.com,

the tourism authority for Nashville,
TN, uses the same font for headers,
footers, menus, and other textual
elements.’8

You might want to consider
developing your site using a fluid-
type system, where you set your
type at a certain percentage of the
screen size (instead of a set pixel
size) in order to provide a
seamless experience across all
devices. This feeds back into
mobile optimization, which we
discussed earlier.

Bainta AT Miaal e TR

When to Travel

Oh, and don’t be afraid to get
creative with your typography.
Fonts can have a significant impact
on the design of a modern website.
So, consider it a structural element
around which the rest of your site’s
composition flows.

A great example of creative
typography is Inside Asia Tours,
where chunky white text merges
into images, creating a dream-like,
floaty effect.’

17


https://webdesign.tutsplus.com/articles/designing-accessible-content-typography-font-styling-and-structure--cms-31934
https://www.visitmusiccity.com/
https://www.insideasiatours.com/when-to-travel

e Home Your Personality
Micro-interactions

Micro-interactions are small Ul animations,

a relatively new phenomenon in design that
makes the experience more fun, casual, and
approachable. Today people want to have an
interesting experience on the web, and micro-
interactions inject some fun into planning
your trip and booking your accommodation.

Here are some examples:

« When you upload a file, hit the Submit
button, and see an upload status bar go
from 0 percent to 100 percent.

« When you hover over a subtle call
to action, and the color saturates
and the button gets bigger.

« Facebook’s ‘Like’ functionality

“At a surface level, these additions don’t seem
all that significant. But across whole websites,
they really add up to immersive, engaging
experiences, turning mundane, generic
functions into something really memorable
and contributing greatly to the overall user
experience,” says Hendrik Kohler, Co-founder
& CMO at the web design platform Sitejet.io.?®

20Sitejet

10 TIPS TO MAKE YOUR WEBSITE MORE RELEVANT IN 2020
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https://www.sitejet.io/en/article/10-exciting-web-design-trends-for-2020

lore Deeper Forms of

10 TIPS TO MAKE YOUR WEBSITE MORE RELEVANT IN 2020

onalization & Segmentation

While basic personalization and
segmentation, such as targeting
someone using their geography or
previous interests, is still relevant,
some travel companies are taking

it a step further. New advanced
segmentation techniques anticipate
what travelers want before they
even find it. It can anticipate what
trips they might want to go on, the
times of the year they want to travel,
their airline seat placement,

you name it.

“One of the biggest struggles we see
is that DMOs are trying to be both

a source of inspiration and a travel
planning resource for travelers
within the same experience,’

says Patterson.

“This is ineffective as we need
to do a better job to understand
the website visitors’ intent and
then serve them the content
that best nurtures them in their
travel planning process. This is
why traveler segmentation and
personalization are crucial to
effective web experiences in
2020 and beyond.”

21Nobu Hotels
22Miami and Beaches

Move the sliders up and down fo choose your travel preferences ~ from mild fo wildl

Click "Personalize" below, and we'll show you events, stories, offers and things fo do

that have been chosen just for you.

Thrilling

Relax by the Pool

Active
Take a'Cab

|

Nightlife

Early fo Bed

Relaxing

Always on the Go

| =

You can also delve deeper into
personalization by customizing your
visuals, as well as your messaging.
Website personalization platforms
like Bound360 can help you serve up
different visuals on different pages,
based on a traveler’s behavior, likes,
and travel aspirations.

Nobu Hotels remembers a guest’s
preferences so when they come
back to the site, their experience
will be completely personalized.
They will land on the spa page, for
example, if they’ve already booked
that service in the past.%

Cultural

Casual Observer

Foodie

Simple Palate

Romantic
Hanging with Friends

-

The Outdoors

Indoor Enthusiast

Miami Basics

-

PERSONALIZE

Another great example of
customization is Greater Miami CVB,
which personalizes web experiences
by displaying different itineraries
for different customer personas.?
This is a great idea if you don’t have
the resources to invest in deeper
machine-learning platforms.

19
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https://www.nobuhotels.com/hotel-collection/
https://www.miamiandbeaches.com/

iple Down on
o Content

Fifty percent of shoppers say that
online video has helped them decide
which specific brand or product to
buy.” Moreover, the story format —
where you weave emotional video
narratives into your content — is
dominating engagement, according
to experts.?

Do-it-yourself live video content
and user-generated video are easy
to produce, and it’s also really good
for engagement. Millennials and
Gen Z travelers, in particular, love it
because it gives them an immersive
experience of what it’s like to be at
your destination. You can tell stories
in a nonlinear format — tales of
wanderlust and adventure that keep
people on your site for longer.

Visit Winona’s award-winning
Facebook Live series does exactly
that. Each week, followers chose
where the organization should
travel, such as a farm or new ice
park. The campaign generated
182,000 views, 48,200 engagements,
and 330 impressions in one year
without virtually any cost.”

23Think with Google
24Buffer
25CrowdRiff

®

®
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https://www.thinkwithgoogle.com/feature/youtube-strategy-to-drive-action/#/
https://buffer.com/resources/instagram-stories-research
https://cdn2.hubspot.net/hubfs/2719325/eBooks/12%20Unique%20Tourism%20Marketing%20Campaigns%20from%20Small%20and%20Medium-Size%20DMOs.pdf#page=5

arly Communicate

e Benefits of Booking Direct

If you have a specific product to
sell, communicate the benefits of
booking direct. In an age where
OTAs take up more online space

— Expedia is now the world’s most
popular travel company, with 2017
sales of $88 billion? — hospitality
brands and operators need to do
more to incentivize travelers to
book direct.

How do you do this?

« Make your booking panel — or
the “Check Availability” or “Book
Now” links — visible at all times.

« Communicate the benefits of
direct reservations with messages
like “best rate guaranteed”
or “free Wi-Fi,” which could
boost conversions.

« Advertise incentives, such as
loyalty points, free food,
and other goodies.

elizabeth_leddy

Marriott’s Look No Further Best Rate
Guarantee is one of the best. If you
make a reservation through the
Marriott website, or by calling the
front desk, you can submit a claim

if you find a lower rate for the same
hotel. Marriott will then match that
rate and give you an extra 25 percent
discount or 5,000 reward points.*’

Want to get our best available rate? With our Best Rate Guarantee, you always will. And it's easy:

Book your stay direct with us through one of our official online reservation channels, by calling our reservations line, or by visiting one of our hotels.

If you find a lower rate for the same hotel, roem type and dates within 24 hours of making your reservation, submit a Best Rate Guarantee claim form. We'll
review the claim, and if approved, we'll match the rate and give you an additional 25% discount on the room or 5,000 Marriott Bonvoy™ Points...it's up to you.

26Travel Weekly
2"Marriott
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https://www.travelweekly.com/PowerList2018
https://www.marriott.com/look/claimForm.mi

WELCOME TO

SAN FRANCISCO P

San Francisco is home to a little bit of everything. Whether you're a first time visitor or a long-time local, San Francisco's Golden
Gates welcome all. This is the place to find out about all things San Francisco.

10 TIPS TO MAKE YOUR WEBSITE MORE RELEVANT IN 2020

GETTING AWAY

TRIP IDEAS

ate Urgency and Scarcity
e OTAs)

Urgency and scarcity are two keywords that matter when
it comes to tourism marketing. Asking prospects to act
quickly in order to receive an incentive creates a sense

of urgency. This can boost bookings as the deal is too
good to pass up on. Scarcity, on the other hand, creates a
sense of exclusivity — the deal is for a limited time. “Last
few tickets at a discounted price”, “book now to get a free
upgrade”, and “book in the next hour and get free wine
on arrival” are just three examples.

28SFTravel

DMOs can work together with their hotel

and resort partners to create urgency and scarcity and,
ultimately, increase conversions. San Francisco Travel
does this really well, with exclusive hotel discounts and
money-off trip deals.?®

Remember, urgency and scarcity help create interest
in already valuable experiences. The core of the travel
experience is not where you are going, but what you
are doing when you travel.
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ommend Sustainable Options

Forty-two percent of US travelers
would be willing to prioritize
sustainable travel in the future,
according to National Geographic.
That number is even higher for
millennial travelers.?® Moreover,

60 percent of global travelers
would be keen to have access to an
app or website that recommends
destinations where an increase in
tourism will have a positive impact
on the local community.*
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29National Geographic
30My Jordan Journey
31Booking.com

Sustainable travel, it seems,

is big business, and incorporating
this into your travel marketing
philosophy will help you to reach

a growing number of eco-friendly
travelers who favor local, authentic
experiences that don’t impact

the environment.

Prove your commitment to the local
community and environment with

a sustainability pledge that shows
travelers you care. Visit Jordan has
done just that, with a meaningful
travel map of the country which
highlights 12 social enterprises,
such as ecolodges and local village
tour operators.®*

MEANINGFUL TRAVEL MAP OF

Jorpan

Map Legend

* Capital City Amman
X Airport

@ City

Q Social Enterprise

A Tourist Attraction

VIEW THE
JORDAN TRAIL
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10 TIPS TO MAKE YOUR WEBSITE MORE RELEVANT IN 2020

i ng Visuals for SEO

So much work goes into optimizing
text for SEO that it’s easy to forget
that you need to optimize visuals
too. Image traffic is becoming
increasingly valuable. According to
Google usage statistics, at least

50 percent of all searches will be
voice and image-based by the end
of 2020.%

GO gle drive vancouver island

QAl @ News [Images [JVideos (& Maps i More

qualicum beach victoria be tofino be road trip mill bay

Driving to Vancouver Island - DAY TRIPS AROUND VANCOUVER IS. Vancouver Island

vancouverisiand travel visitorinvictoria.ca

Driving in Nanaimo BC Canada - Drive on Driving fo Vancouver Isiand - Touri Vancouver Isiand Coastal Drive ...

youtube.com

e
FLY

Driving te Vancouver Isia. He-Tin-Kis Lodge - Location Drive Around Vancouver Isian

vancouverisland travel hetinkislodge.com

32Blue List
33Google search results

phenomenalgiobe.com

vancouverisiand.travel where.ca

posteardstoseattie.com

Here’s how to optimize visuals Tourism Vancouver Island optimizes

for SEO: visuals, and the website’s images
appear on results pages for lucrative

Optimize alt text search terms like “the best route

Tap into topics being found to Vancouver Island”.®
in image form

« Brand your images
« Use structured data markups
to get in featured snippets

[0 IEUBIISY # (@

Settings  Tools R Collections ~ SafeSearch ~

be ferries shawnigan lake malahat drive british columbia malahat summit nanaimo marine drive snow canada itinerary

Drive Around Vancouver Isiand
posteardstoscattie.com

Drive Around Vancouve.
postcardstoseattie.com

(@) vancouver Isiand

Driving to Vancouver Islai Tourism Vancouver Island
Images may be subject to copyright. Find

Related images See more
Dangerous driving caught by dasheam on

citynews1130.com
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How Leading Tourism Brands
Integrate CrowdRiff Into
Their Websites

We hope these tips will help you to transform your tourism website. Sure, the whole process
can be overwhelming, but start with small changes that provide you with the most value,

and work your way up from there.
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HOW LEADING TOURISM BRANDS INTEGRATE CROWDRIFF INTO THEIR WEBSITES

Photo Upload and Auto-Tagging Al

o CrowdRiff is the only travel-focused

@suzkmac

platform that brings user-generated
content, as well as professional and
stock photography, into your digital asset
manager. This means you’ll always have a
fresh source of content for your website.
Everything is stored in one place and
easily accessible.

« CrowdRiff’s Al-powered image recognition summer hiking
automatically tags your photos with summer hiking trails
relevant and descriptive keywords,
for easy categorization and discoverability.

Lightning-fast Image Search

« CrowdRiff’s intelligent search recognizes
word stems (hike = hiking, hiked, hikes) and
multiple languages, so you can always find
the content you’re looking for, even if it’s not

This is the feeling of doing a exactl What out ed

720 degree rotation after falling y y yp ’

20-stories] Come Qe « You also have the option to add additional

new Wave Roller Coaster this . A .

Sufiday_#ridetheill keywords, license expiry dates, and captions

AhcmepalonlnEuNE to organize your assets, making your search
even easier.

Buy Tickets Now

Smart Self-optimizing Galleries

« Easily pullin your top-performing photos and videos to keep your website fresh.
Theme galleries around destinations, seasons, activities and more.

« If you want to make sure your galleries are always optimized, Smart Galleries works
in the background to make sure your best-performing visuals are shown more often.
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HOW LEADING TOURISM BRANDS INTEGRATE CROWDRIFF INTO THEIR WEBSITES

steph_stallings o~

CTAs
o Use multiple CTAs to take visitors from
inspiration to action.

« Customize your buttons so visitors can navigate
through your website based on the content
that resonates with them.

o Use Gallery insights to understand your
viewers, and repurpose imagery in targeted
content campaigns.

CrowdRiff Insights

. CrowdRiff Insights lets you track, measure Organizations use CrowdRiff’s visual content
and report on the ROI of your website visuals, marketing platform to keep their websites engaging,
all via a simple, easy-to-use analytics dashboard. useful, and relevant to the modern traveler.

e Withinsightonh isuals i t
th INSIght o how your visuals impac CrowdRiff enables travel brands to discover and

conversions, revenue and overall website . . . .
deliver top-performing visuals to any marketing

performance, you can make more confident, data- . s )
channel — from websites to ads, social media

driven decisions to drive your content strategy.
and beyond.

« Seehow every visualin your library is performing,

from views to engagement to conversions. We’d love to help bring your website to life.
Get a personalized walk-through today, and see
why CrowdRiff is a must-have tool for tourism
brands of all sizes.

Discover and deliver the visuals that influence
today’s travelers.
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About CrowdRiff

CrowdRiff is a Al-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 brands at every step of the campaign process:

e User-generated Content: Use CrowdRiff to source, track, and get the
rights to earned visuals

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

e Publish Your Campaign Visuals: Put them to use on your website,
implement trackable CTAs, and access analytics for your visual content
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Watch A Demo



https://go.crowdriff.com/request-a-crowdriff-demo-ugc-and-visual-marketing-video

