
Viking River Cruises 
Generates Engagement, 
Customer Opportunities 
with Rivet Platform

CASE STUDY



Offering destination-centric river and ocean 
cruising designed for experienced travelers 
with an interest in geography, culture, 
and history, Viking River Cruises features 
onboard cultural enrichment and shore 
excursions that are competitively priced for 
genuine value.

Viking River Cruises desired to increase 
traveler engagement and create new 
opportunities for sales. Driven by a growing 
amount of data supporting the influence of 
earned visual content on travel decisions, 
the cruise line chose Rivet to capture and 
feature compelling guest experiences from 
their premium river cruises.

ABOUT VIKING RIVER CRUISES
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KEY METRICS

who encountered a Rivet display engaged 
to view more content

90% of site visitors

who encountered a Rivet display clicked 
to view detailed itinerary pages, moving 
them closer to purchase

12% of site visitors

were covered by an average of 40 photos 
each within 7 days of launch

100% of cruise itineraries

KEY METRICS MEASURED:

VIEWS & TIME ON SITE

CLICKTHROUGH RATE FOR ITINERARY 
PAGES

# OF VISUAL ASSETS APPROVED  
FOR DISPLAY

# OF VISUAL ASSETS PER ITINERARY

% OF MEDIA PIECES MAPPED TO 
NAMED PLACES



Consumers are increasingly leveraging 
rich, visual media when making 
choices about travel. Expedia cites 
a 5 percent take-up and additional 
$3.50 in average daily rate when an 
organization doubles the number of 
images featured on site for a listing.1 
TripAdvisor finds that consumers are 
150 percent more engaged when 
there are 20 or more photos for a 
listing2 and according to Visual Web 
Optimizer, larger images increase 
sales by 9.46 percent.3

Driven by a growing amount of data 
supporting the influence of earned 
visual content on travel decisions, 
Viking Cruises chose Rivet to 
capture and feature compelling guest 
experiences from their premium river 
cruises. Within days of launch, Viking’s 
partnership with Rivet generated a 
vast set of responses from former 
and current travelers, which drove 
engagement with prospective guests 
and created new opportunities for 
sales.

IMMEDIATE ITINERARY 
COVERAGE SUPPORTS 
RESULTS
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 more engagement with 
listings containing more 

than 20 photos2

150%

increase in sales when 
larger images are 

present

9.46%

CONSUMER PHOTO ENGAGEMENT TRENDS



HIGH-QUALITY, HIGH-VALUE CONTENT

Within one week of launching Rivet to collect user-generated 
content, Viking received nearly 1,000 high-resolution photos 
and videos from guests showcasing their travel experiences. 
The content collected within seven business days covered 
100 percent of Viking’s itineraries; 98 percent of the content 
acquired was linkable to the itinerary page for a specific 
cruise, with an average of over 40 photos and/or videos 
per itinerary. By partnering with Rivet, Viking was able to 
complement existing photography with authentic guest-
generated photos and commentary, more than doubling the 
number of visual assets TripAdvisor suggests as a target for 
increased engagement.4

More than 96 percent of the user-generated content was 
approved and featured for display on the Viking Cruises 
website, emphasizing the usability and fit of the content as 
well as the accompanying data acquired. Additionally, 80 
percent of the submissions were mapped to named places, 
enabling users to discover content according to specific 
regions and points of interest.

RIVET  |  VIKING CRUISES CASE STUDY4



Viking’s results demonstrate Rivet’s effectiveness in comparison to photos curated from social networks. Less than 
20 percent of the content mined through social networks is typically useable, and the availability of location data is 
limited (20 percent for Twitter5, 5 percent for Instagram6). In addition, Rivet’s ability to provide content with context 
to specific places and points of interest is more useful to consumers making travel decisions when compared to 
location data from platforms like Twitter and Instagram that is limited to latitudinal and longitudinal coordinates. 

INCREASED ENGAGEMENT, RESERVATION OPPORTUNITIES

Viking hosted Rivet’s content display feature on Viking Moments, a dedicated page highlighting shared customer 
testimonials. Visitors to the page can browse user-submitted photos and videos through the Rivet display grid 
and filter the media view by specific cruises and/or travel seasons. Each image and video can be clicked to launch a 
detailed view that includes a user description of the experience, links to additional photos or videos, the ability to 
like the content, and a link to itinerary information about the cruise.

Of the total number of visitors to Viking Moments page, 90 percent of the users engaged with Rivet’s content 
display, consuming an average of 10.6 photos and videos. Within 30 days, users generated more than 3,000 likes as 
a result of Viking’s content strategy, and visitors who engaged with Viking’s user-generated content stayed on the 
company’s site for an additional 410 seconds.

Spending nearly 7 minutes more on site and immersed in a rich visual experience, consumers were exposed to 
prime opportunities for Viking to market to this highly engaged audience. Additionally, 12 percent of visitors who 
interacted with Rivet’s content display clicked directly to an itinerary detail page, showing strong purchase intent 
and creating new prospective reservations for Viking.
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RESULTS



The content strategy employed with Rivet 
helped advance prospective passengers 
through the dreaming and planning phases 
of the guest journey. Viking’s guest photos 
were 16 times more likely to feature specific 
locations than content discovered in social 
media, nearly 5 times more useful for 
promoting travel offerings on the basis of 
observed CTRs, and resulted in nearly 7 
minutes of extended on-site engagement.

Utilizing Rivet, Viking captured and displayed 
high-quality, highly relevant content 
showcasing memorable travel experiences 
from their customers. This content was 
accompanied by contextually targeted data 
that can drive engagement and new sales 
opportunities through all digital marketing 
channels and is unique to the Rivet platform.7

SUMMARY
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