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Content Needs

@mauryas.rest.bar.banquet @jaclynnsvibrantviews @mary.locations

@hashtagmeag @kamloopsartgallery @sunpeaksbikepark



@kathrynmclarenphoto

Utilize CrowdRiff

● Platform to Gather User-Generated Content
● Media Hub - Digital Asset Management
● Story Network

●



Leverage Partner Content

@romeoskitchenspirits @bcwildlifepark @thenoblepigbrew @montecreekranch@districtbicyclecompany



● Use the Connect feature to pull in partners’ stories and posts
● Ask for permission through Hashtag Rights or Advanced Rights Apps

Leverage Partner Content



@mary.locations

Golf Kamloops Case Study
Direct referrals to bookings



● Determine intended goals & outcomes
● Define target audience

@mary.locations

Brainstorm



@mary.locations

● Which distribution channels align with the audience?
● How can I amplify the content on multiple channels?

●

Get Creative Juices Pumping 



Instagram Stories & Galleries



Instagram Stories & Galleries

https://docs.google.com/file/d/1k4KhJBh_porXceLOhWwTq00Ufvf47Y_o/preview


Tourism Kamloops
Golf Page Visits

74%
YOY

@apreswheeler

400%
YOY

Golf Kamloops
Package Page Visits

Direct Referrals to
GolfKamloops.com

432



Amplify The Story

@dylansherrard



Story Network

● Develop travel stories from blog 
posts and webpages

● Leverage partner content
● Shared across multiple channels

○ Your own 
○ RDMO 
○ Sector Co-Ops
○ Instagram Stories
○ Google Search



Story Network

https://docs.google.com/file/d/13Bb435zhQWZa4A4Dh2M1iJF2f5q8aMFg/preview




Before You Hit The Road
● Leverage your stakeholders and partners content
● Utilize partners’ content to generate direct 

referrals for bookings
● Amplify the story through various marketing 

channels
● Use this approach to build meaningful 

relationships  with local partners and provincial or 
state organizations

●

@c_helliot



@tiannatrotta

Thank You



Collaboration or Competition: Tips for 
Leaning into Your Tourism Network

Matthew Scales
Public Relations Specialist

Maryland Department of Commerce
Office of Tourism



                                                  C&O Canal Experience - Partnerships Formed

● DMOs (government and non-profit)

● National Park Service

● Non-Profits (i.e. C&O Canal Trust, Canal Towns Partnership)

● Maryland Main Streets 

● A&E Districts 

● Heritage Areas 

● Tourism Industry Partners (restaurants, breweries, attractions)

● Consumers (i.e. UGC, social media postings)
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C&O Canal Experience - Goals
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The Maryland Office of Tourism (OTD) and  
DMOs working together to:

● Increase customer 
awareness/engagement with 
experiences around the C&O Canal

● Develop a unified marketing message 
for the C&O Canal Experience

● Leverage partnerships between OTD, 
local DMOs, National Park Service, 
C&O Canal Trust, and the Canal Towns 
Partnerships to encourage 
transactionable opportunities (i.e. 
overnight stays)
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• Unified branding to market the C&O Canal Experience (i.e. five themes)

• Developed marketing materials (i.e. toolkit, fact sheet, profile sheet)

• Worked together on media opportunities (i.e. virtual fam, desksides, media coverage)

• Assisted DMOs and industry partners with social media efforts (i.e. social media guide)

C&O Canal Experience - Marketing 
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C&O Canal Experience -Accomplishments 

● Identified audiences to market C&O Canal Experience 

● Partners collaborated on media, social media and 
marketing opportunities

● Provided a model project of OTD and DMO 
cooperation for the benefit of all

● Other partners (C&O Canal Trust/Canal Towns) got 
involved with developing products for the C&O Canal



C&O Canal Experience - Results

● Visitation at a Glance
○ Estimated Number of Visitors: 1.3 million (visitors who traveled 50+ miles)
○ Average Distance Traveled: 354 miles
○ Average number of Maryland Counties Visited: 3.2
○ Average Maryland Towns Visited: 3.6

● 85% of the C&O Canal National Historical Park visitors also visited a town in the region 

● 70% of visitors indicated the C&O Canal was the primary reason for visiting the region 

(Source: US National Park Service (NPS), UberMedia, Rockport Analytics) 
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C&O Canal Experience - 
How we used CrowdRiff

● Sourced inspirational UGC images of those within the C&O Canal Region

● Followed partners social media channels

● Tracked hashtag usage 

● Used CrowdRiff’s Media Hub 
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Summary
● Leverage partnerships that will maximize the opportunities for market expansions that will 

lead to transactional outcomes

● If appropriate, take advantage of timely milestones to allow built in collaboration with the 
community

● Partners establish and strengthen relationships with each other through collaboration efforts 
(i.e. social media takeovers, media desksides)

● Create marketing materials and strategies to provide universal brand awareness and 
messaging 

● Opens the door as other county/city destinations are looking for opportunities to collaborate 



Contact Information
                                    Email: mscales@visitmaryland.org
                                    LinkedIn: Matthew Scales

mailto:mscales@visitmaryland.org

