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Are you curious about the power of User

Generated Content (UGC) marketing? We don’t

blame you. In our crazy, social-media-obsessed

world, customers are turning into brand

ambassadors. And savvy brands all over the world

are using that to their advantage. Find out how.

UGC has become a regular part of our world, especially on

Instagram. People are jumping online and posting about

products, services, and experiences like never before. We

go to a restaurant and we share an Instagram Story about

it. We try an amazing new beauty product and we post a

review on the brand’s Facebook page raving about our

glowing skin. We go away for the weekend and we post

photos of our Airbnb on Instagram. All of this is user-

generated content, also known as UGC.

Clever brands out there are taking this super-relatable,

super-authentic UGC and using it to connect with

customers, promote their brand, and coax prospects down

the path to purchase, all in one seamless, cost-efficient

journey. 

Over the next 16 pages, you'll learn how to be one of those

clever brands.



User-generated content (UGC) is essentially any form of content –

be that text, image, video, or a post – that is published online and

talks about a brand or its products and services. UGC could be a

review online, an Instagram post about a brand, a Tweet, or a video

posted on a blog. 

Understandably, brands all over the world – whether they’re

restaurants, beauty brands, or hotels – are trying to get their hot

little hands on UGC whenever possible. 

Why? Because UGC is extremely cost-effective, particularly with

marketer’s budgets stretched in 2020 and photoshoots have been

difficult to organize due to social distancing restrictions. After all,

what brand wouldn’t want the viral online buzz and a constant

stream of free product recommendations?

Plus, when brands use UGC in their marketing campaigns, it works.

So much so that 79% of consumers say UGC “highly impacts” their

purchasing decisions. Consumers see UGC as highly authentic,

trustworthy, and, best of all, relevant. And rightly so; UGC flips the

traditional business-to-consumer messaging model on its head,

giving consumers a voice. It starts conversations around a brand’s

products and helps build a community of brand loyalists.

What is UGC Marketing, and Why
Should You Care?

https://blog.hubspot.com/marketing/user-generated-content-stats
https://blog.hubspot.com/marketing/user-generated-content-stats


Cost-effective

Easy to source

Effective when used in marketing campaigns

A way to build trust with consumers

Expanding your brand’s reach

Launching a new product successfully

Building social media communities

Increasing social media engagement

Generating queries or leads

Driving sales

Changing consumer perception

So, by now, we’ve established that UGC is:

But why else would a brand use UGC over other marketing

channels? 

Well, UGC allows consumers to see how a brand’s products or

services are used in the lives of people all over the world – people

just like them. And, considering 96% of consumers don’t trust

advertising from brands, this authenticity is cutting through the

digital landscape like nothing else. Plus, its scalability and

affordability make it a no-brainer for brands wanting cost-effective

marketing solutions.

No matter what your marketing goals, UGC can help achieve a

multitude of objectives, such as:

Why Use UGC?

https://www.inc.com/dakota-shane/96-percent-of-consumers-dont-trust-ads-heres-how-to-sell-your-product-without-coming-off-sleazy.html


Instagram is the perfect platform to access UGC, particularly in a

visual format, which is ideal – images collected in a UGC campaign

can later be used as a powerful asset in your marketing campaigns.

Instagram also provides the perfect platform for discoverability for

consumers. It collates images using hashtags, providing the ideal

way to host UGC campaigns and curate content from users all over

the world!

UGC about an IKEA product



So, how can Instagram marketers access UGC? Well, some brands

are lucky enough to already have loyal brand advocates posting

about their products on social media. A travel company, for

instance, will naturally be able to source UGC easily, especially if a

certain venue or location is “Instagrammable”. If that’s your brand,

then good for you. However, the rest of us might have to work a

little harder!

How to Source UGC

Booking.com

The chance to win a prize or receive a discount for posting

Typically, to source UGC, brands will launch a UGC campaign

(usually on social) with an incentive for customers to post about

their brand or products. That incentive might be:



The chance to be “featured” on a website or on your social

channels

An opportunity to spread awareness about an important issue

Encouraging consumers to share their ideas or advice on a

product or service for the benefit of the community. Consumers

will do this out of a need to help or to connect with others and

show their status as a thought leader 

Look at what people are already posting about and use this to your

advantage when you’re coming up with your UGC campaign. If they’re

posting selfies, encourage more of this with an Instagram competition.

If consumers are posting advice on how to use your brand’s treadmill in

online forums, for instance, encourage them to do this on your website,

instead, by incentivizing them with a prize. These reviews can then be

turned into social media posts.

OUR TIP:OUR TIP:  

If you’re getting a lot of Tweets or written reviews but you’re trying

to use Instagram as your key marketing channel, not Twitter, don’t

despair! 

Brands like Glossier do a fantastic job of utilizing written UGC such

as Tweets and website reviews and turning them into compelling

Instagram posts. 

They’ll often use them to start a conversation or even to advertise

sales. Once you get the ball rolling with a UGC campaign, consider

how you’ll integrate your UGC strategy into your overall marketing

plan. 



Glossier



Having a UGC campaign that takes off is exciting, but also comes

with a hidden downside; trying to curate and manage all your UGC

submissions! If you launch a huge UGC campaign and you have a

loyal following coupled with a “grammable” product, you might get

hundreds of submissions or more. You’d be surprised at the number

of submissions even the smallest prizes can generate. Some

consumers will happily share UGC even with no incentive offered at

all – they simply want to be seen as thought leaders within their

communities. 

Once you have your UGC, you’ll also want a place to store it so you

can share it with the rest of your digital marketing team seamlessly. 

If all of this is starting to feel overwhelming, don’t stress! Follow

these handy tips to start curating your UGC:

How to Curate and Store UGC

1. Use a branded hashtag 

This will help you track all the content for your campaign. Try to

keep this hashtag the same for all your campaigns to make it easier

for consumers to get into the habit of tagging you. Include the

hashtag on social, on your product packaging, in your email

newsletters – everywhere! 

2. Set clear expectations

This will help you track all the content for your campaign. Try to

keep this hashtag the same for all your campaigns to make it easier

for consumers to get into the habit of tagging you. Include the

hashtag on social, on your product packaging, in your email

newsletters – everywhere! 



Sked Social Library

3. Use an all-encompassing content management platform 

Specialist tools can help you manage your UGC campaigns

flawlessly. Sked Social has a library function that allows you to store

all your campaign images and share them with your team. It allows

you to track by brand or hashtag, allowing you to save relevant

images to your library, straight from Instagram, Facebook, Twitter,

Pinterest, or LinkedIn. 

Got a special campaign? Sked Social will auto-tag your images,

allowing you to group different products or campaigns together. Or,

if you’d prefer to tag your images yourself, you can do this too,

making it easy to see, store, and share the submissions generated

for each campaign.

https://skedsocial.com/
https://skedsocial.com/features/instagram-scheduling-with-product-person-location-tagging/


We’ve already talked about some of the ways you can source UGC,

but how do you generate UGC to hit specific campaign goals? A

UGC marketing campaign can satisfy a multitude of different

objectives if done well, but it needs to be led with a specific

strategic direction.

If you’re running a campaign to generate high-quality visual UGC,

this will be run differently from a campaign designed purely to get

the maximum reach possible.

So, here’s how to create a UGC campaign:

Creating a UGC Campaign

1. Define the objective for your campaign

First up, identify why you want to run a UGC campaign. It might

simply be that you’re looking to generate content. You might have

multiple objectives, such as increasing awareness and engagement.

Like any campaign, your ability to use UGC to later generate leads

and sales will depend on how integrated your digital marketing plan

is. For instance, you might have countless UGC posts from loyal

consumers, but unless you have a fantastic social media presence

and a compelling, functional website that captures and holds

attention, this might not translate to conversions.

2. Choose your channel

Do your customer research, if you need, then choose the channel

that will best suit that target market to run your campaign. Consider

which of your existing channels is already achieving the most

success and engagement. If that is Instagram, for instance, use that

channel as the basis for your UGC marketing campaign.



3. Plan your strategy

Think about the best way to host your UGC campaign. If Instagram

is your channel of choice, it’s usually best to use a hashtag to collate

submissions. Make sure your customers understand how to submit

content, and what they could win if they do. You might need to post

several times and include the hashtag in email marketing and other

marketing collateral before you start receiving plenty of

submissions.

4. Report and refine

We’ve already discussed how to collect and curate your content

with the help of specialized social media tools like Sked Social. But

in your post-campaign review, it’s important to continually review

and refine your UGC strategy, especially if you want to run an

ongoing UGC campaign.



So, you’ve set up your UGC campaign and finally the content is

flowing in! Good for you. But this is only half the battle. 

If you’re getting a large response or you’re running an ongoing

campaign, at some stage you’ll need to think about how to manage

all your wonderful UGC submissions, and how to use them in your

marketing campaigns.

How to Use UGC

Even if someone has used your hashtag and tagged your brand in the

post, you can’t just go and slap their image on a billboard (or

anywhere, for that matter) for all the world to see! You MUST have

permission to use your user-generated content in marketing campaigns

before doing so. To arrange this, all you need to do is ask! Simply send

them a message or send them a link with your terms and conditions. In

the link or message, you’ll need to explain exactly how their content

may be used, and for how long.

OUR TIP: 

So, how will you use all these submissions? Well, you can use it in a

number of ways, depending on what you need and also on what

kind of content you end up with. Here are some of the key ways

UGC is used.



Brand Princess Polly uses UGC to promote products like this pair of jeans

1. Repurpose it on social

One of the most common ways brands use UGC is to simply

repurpose it on social media. Countless brands are doing this, and it

makes total sense – the original UGC would only have been viewed

by the user’s original audience, or by consumers specifically viewing

the hashtagged posts. If you’re not getting UGC submissions on

Instagram, you can simply use customer reviews from your website,

from Google, or from services like Trustpilot on Instagram,

especially if you’re a brand in a service-based industry.

2. Display UGC on your website on product detail pages

We’ve already discussed how to collect and curate your content

with the help of specialized social media tools like Sked Social. But

in your post-campaign review, it’s important to continually review

and refine your UGC strategy, especially if you want to run an

ongoing UGC campaign.



4. Use UGC in blogs or EDMs

Why not use hyper-authentic UGC to connect with consumers who

already have an interest in your brand? Seeing your products used

by others in a variety of ways reinforces the fact that your products

are in high demand and can highlight their versatility. Brands in all

different industries use UGC in their EDMs, from electrical goods

stores to department stores to fashion retailers, where UGC can

provide consumers with a guide on the best fit. With high-priced

items or luxury goods, consumers can be hesitant about buying

online. UGC can provide helpful advice and solidify consumer

purchase decisions.

3. Use UGC in marketing campaigns

UGC isn’t always high-quality, making it difficult to use in things like

print advertisements. But it’s perfect for digital marketing

campaigns! You just need to triple-check that you have permission

to use content collected from your audience in your campaigns.

Using UGC in your paid social media or digital marketing campaigns

is the perfect way to connect with consumers authentically. You can

then compare these campaigns to campaigns using branded assets

to test the impact of your UGC.



5. Utilize UGC on digital billboards 

Want to take your UGC one step further? If you’re launching a

nationwide or international campaign, or you’ve already created a

UGC campaign that has seen success, why not utilize those assets? 

Outdoor brand REI did just that with their disruptive campaign

#OptOutside, where they advocated boycotting Black Friday sales

in favor of getting outside in nature. They encouraged UGC and

then used those images in a digital out-of-home campaign. The

hashtag now has a whopping 17 million posts uploaded.

Kmart using website reviews in a marketing EDM



REI’s #OptOutside DOOH campaign. Image from Vistar Media.



If your only objective is to generate as much high-quality UGC as

possible, your metric will be the number of UGC submissions you

receive

If you also want to generate awareness, you’ll want to measure

your campaign’s reach and the impressions generated

If your goal is engagement, you can also measure clicks,

comments, likes, views, or other forms of engagement

If the goal of your campaign is to generate leads or revenue, this

may be a little trickier. To help you with tracking, you could test

a UGC campaign promoting a specific product, and only use

UGC to promote that product within a specific period. Or, you

can use UGC as a creative asset in your paid social media

marketing and track sales using a specific link. In that scenario,

you should be looking at the number of conversions, basket size,

average order value, shopping cart abandonment rate, and, of

course, overall revenue and return on investment (ROI)

To properly measure your UGC campaigns, you’ll need to set clear

objectives for what you want to achieve. This will determine the

metrics you’ll be using to report on your campaign’s effectiveness.

For instance:

How to measure the effectiveness of
UGC

Remember, UGC isn’t just for use on social media. If you’re repurposing

UGC as a marketing asset on your website, in paid social, or elsewhere,

you should also measure the impact it has. So, for your website, you

could measure bounce rate, time on site, and click-through-rate, and

compare this to the period before when you weren’t using UGC

OUR TIP: 



It can be difficult to run your first UGC campaign (or even your fifth

UGC campaign!), but with the right tools and resources to assist

you, you can streamline your processes. Pretty soon, with the right

integrated marketing strategy in place, you’ll be generating a

consistent stream of high-quality UGC, and you’ll see your

awareness, engagement, and even conversions skyrocket as a

result.

With the right tools, UGC can become a quick, easy, and cost-

effective way to generate content and expand your brand’s digital

footprint. Sked Social allows you to collect, curate, and schedule

your UCC effortlessly! It allows you to manage and organize your

content and share it with your whole team without having to save it

to a hard-to-find hard drive or send it via email. 

Want to start pumping out UGC?

Is Sked Social right for you? Find out now with a free 7-day
trial now!

https://app.skedsocial.com/
https://app.skedsocial.com/


Find us on social @getskedsocial

Wow your clients every single month with

bulk scheduling, reporting, insights, and

single-link sharing collaboration tools.

Get Sked. Impress your clients.

Book your 1-on-1 demo today!
learn.skedsocial.com/book-a-demo

https://skedsocial.com/
https://www.instagram.com/getskedsocial/
https://www.facebook.com/getskedsocial
https://www.linkedin.com/company/skedsocial/
https://www.pinterest.com.au/getskedsocial
https://www.instagram.com/getskedsocial/
https://app.skedsocial.com/signup/step-1?utm_source=resource&utm_medium=ebook&utm_campaign=client_reporting_template
http://learn.skedsocial.com/book-a-demo

