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ACKNOWLEDGEMENT

We are in Mi’kma’ki, the ancestral and traditional
lands of the Mi’kmaq people. We acknowledge the
Peace & Friendship Treaties signed in this Territory
and recognize that we are all Treaty People.
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Will Yang is the founder of Differo, an agency focusing on inclusive marketing and content marketing

for clients including Halifax Shopping Centre, Tourism Nova Scotia, and NSLC. Since 2017, he has
successfully created over 70 episodes ofengaging tourism content, including video series, magazines,
and products.In 2022, his Diverse Lunar New Year campaign with Halifax Shopping Centre was
featured on CBC. His “inclusive marketing” approach has attracted new markets to clients such as the
Halifax Shopping Centre and Tourism Nova Scotia. His notable projects include marketing Nova 7 wine
to China and creating the “Immortality” craft seltzer with Good Robot Brewing Company.




EMPOWERING TOURISM
THROUGH UGC

Overview & Objectives:

 Educate: Understand the fundamental concepts and benefits of
User-Generated Content (UGC) in the tourism industry.

« Empower: Learn practical strategies to encourage and leverage
UGC for enhancing brand visibility and credibility.

 Execute: Gain the skills needed to implement effective UGC
campaigns that resonate with and engage your audience.







WHAT IS UGC

DEFINITION

Any form of content that is created by customers or
visitors rather than the brand itself.

TYPES

Photos and Videos, Reviews and Testimonials,
Social Media Posts, Blog Posts, etc.

THE VALUE

UGC is viewed as more authentic compared to brand
created content, leading to higher trust among prospective tourists.

Encourages more interaction from potential visitors as
they see real experiences from real people.

Helps influence decisions of potential travelers who trust
peer recommendations over traditional advertising.






WHY UGC?

TRUST AND CREDIBILITY

UGC is perceived as more trustworthy than traditional marketing. 92% of consumers trust
organic, user - generated content more than they trust traditional advertising.

COST - EFFECTIVE MARKETING

Leveraging UGC can significantly reduce marketing costs. Encouraging guests to share their
experiences can provide free advertising and content creation.

SEO BENEFITS

Reviews and on - site content, can improve SEO rankings by keeping your content fresh and
regularly updated. This leads to higher visibility in search engine results.

ENHANCED ENGAGEMENT

Content from real users typically garners higher engagement rates. Comments, shares, and likes
are generally more plentiful on UGC, which can extend the reach of your brand.

SOCIAL PROOF

UGC acts as social proof, influencing others' decisions. Seeing real people endorse your
destination or service naturally attracts others to experience it for themselves.



UGC CASE STUDY
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MOTIVATIONS & INCENTIVIZING
UGC CREATION

/1 Why do guests share their experiences? /1 Encouraging Guests to Share
Emotional Drivers: « Contests with Rewards
« Capture Joy  Features on Official Channels
« Seek Validation « Simplify the Sharing Process

 Give Advice « Example: QR Codes for Direct Reviews



UNDERSTANDING UGC VS. INFLUENCER MARKETING /]

Definition and Scope Authenticity Reach and Engagement Cost Effectiveness
» Created by everyday users » Perceived as highly » Organically amplify reach  Involves minimal to no
and customers authentic, stemming from through customers’ direct costs, as itis
UGC e Choose to share their genuine customer networks, often leading to voluntarily generated
experiences experiences. viral moments. by users.
« Without compensation. e Its reach can be

unpredictable.

o Partnerships with individuals  Highly persuasive and  Provides a predictable and < Requires budget
who have significant professionally crafted, it may often large immediate reach, allocation for influencer
I followings and the power sometimes be viewed with targeted to specific fees and possibly
M « Compensated endorsements skepticism due to the paid demographics aligned with production costs.

orcollaborations. nature of the content. the influencer’s audience.




UGC CASE STUDY

ART PAYS ME
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UGC IDEAS AND TIPS FOR
HOTELS

/1 Guest Experience Highlights /] Culinary Creations

* Encourage guests to share their room * Feature dishes from your hotel’s
views, cozy moments, or special restaurant or room service in UGC
amenities. campaigns.

o Tip: Place subtle reminders in rooms or  Tip: Organize photo contests where
common areas to share experiences with guests share their meals with the chance

a specific hashtag. to win a free dinner.

/1 Event Memories

* Encourage attendees of weddings,
conferences, and events to post about
their experiences.

« Tip: Set up an event -specific hashtag
to collect and showcase these
moments.




UGC IDEAS AND TIPS FOR
RESTAURANTS

/] Share Your Best Dish!

Encourage customers to post photos of

their favorite dish with a unigue hashtag.
TIP: Print signs or CRcodes and display in
your restaurant.

/] Customer Reviews

Highlight positive reviews by sharing them
on your social media with a photo of the
reviewer’s favorite meal.

TIP: Screenshot and archive everything.

/1  Themed Photo Contests

Organize photo contests around
themes like "Best Seafood Platter" or
"Cozy Dining Moments.

TIP: Offer incentives and engage with
content.



FREE CONTENT

Define Submission Criteria Content quality and format specifications

Provide Inspiration Examples of desired content types

Creating Engaging UGC Guidelines

Permission to use submitted content

A

Outline Legal Considerations _~" .
~—_ Credit to creators

Posts and stories on Instagram and Facebook

Definition of UGC Importance of UGC in

Sharing user content on official pages

. tilize Social Media Channel
Understanding User-Generated utlize Social Media Channels <

Content (UGC)

Tourism Marketing Examples of Effective

UGC Campaigns /

Partnering with local influencers Example:

Invite them to vour business

Collaborate with

\ UCG vs. Influencer marketing: what’s the
engagement with the audience Generate \ Set Clear Goals Influencers difference between them?

authentic content / \ l X Engaging existing customers .
Planning the UGC Campaign . ) - Sending campaigns highlighting UGC
. E | Market
Demographics / User-Generated — \ participation
Interests and N\ Identify Target Content for Nova
Prizes for top submissions

behaviors Preferred / Audience Scotla TO u ris m Acknowledge and Reward Participation _~"

. . - Featuring contributors on social media
Encouraging visitors to gattophstos ~__ Photo Contests B USIneSSGS by D |ffe I‘O Engaging with Contributors
-

Promoting the UGC Campaign

Increase brand awareness Enhance

T

Encouraging users to interact

Example: Fav dishes in a restaurant

/N

Build a Community

Crr]ea.ting a dedicated hashtag for community
Collecting short videos showcasing sharing
experiences
- Video Submissions Displaying Content on Websites Creating a dedicated UGC gallery
Example: Traveler Testimonials in your -
Choosing the Right UGC Format Highlighting UGC in Marketing Materials Using contributions in brochures and ads

Creating a branded hashta ; ;
~~__ Social Media Hashtags Curating and Showcasing UGC

Example: #Toridori ="

Regular features of user content in monthly
Content Sharing via Newsletters updates

AN

Repost on social media ALL THE TIME

Gathering written feedback from visitors

Example: Top Reviews on TripAdvisor or M ing S FUGC Engagement Metrics Likes, shares, and comments on social media
Google Business Reviews and Testimonials easuring success o /
/ Campaign Content Volume Number of submissions received
Screenshot is your friend, evena dmor a
social media post Impact on Conversions Website visits and bookings attributed to UGC

UGC WITH ME ON LINKEDIN, OR SUBSCRIBE OUR EMAIL LIST



CONTACT US

Social Emall Website
@DIFFERO MARKETING INFO@DIFFERO.CA DIFFERO.CA




ASK AN EXPERT" SERVICE




BOOST VISITOR ENGAGEMENT AND CREDIBILITY WITH AUTHENTIC CUSTOMER STORIES WEBINAR

EMPOWERING TOURISM THROUGH

(UGC)

THANK YOU.

SEPTEMBER 2024

differo.ca NOVA SCOTIA' DIFFERO.CA

marketing CANADA

digital

nova scotia
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