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Agenda for
TODAY

1. The story of COVID-19 in 4 Parts

• Essential research & data on the crisis & travel

2. 4 ESSENTIAL STEPS for reopening & recovery

• Practical things you can do short & medium term



COVID-19 DATA POINTS
THE STORY OF COVID-19 IN 4 PARTS



COVID-19 RESOURCE CENTER covid19.milespartnership.com



COVID 19 CONTENT & MARKETING RESOURCES:
https://covid19.milespartnership.com/insights

https://covid19.milespartnership.com/insights


RESEARCH: FREE COVID-19 RESEARCH & DATA
https://covid19.milespartnership.com/datatracking

https://covid19.milespartnership.com/datatracking


THIS IS A HEALTH CRISIS FIRST
CONCERN & CONFUSION OVER COVID-19 CASES & 

HEALTH PROTOCOLS IS PRIMARY DRIVER OF TRAVEL 



DATA POINT 1:   HEALTH IS THE PRIMARY DRIVER OF RECOVERY

From: 

COVID-19 in Colorado & Utah

Source: New York Times’ Coronavirus Map & Case Data

https://www.nytimes.com/interactive/2020/us/coronavirus-us-cases.html


Travel Sentiment Study Wave 18, August 24th 2020

CLEAR, CONSISTENT HEALTH & SAFETY INFORMATION IS CRITICAL

I am hesitant to travel because…

52%

48%

43%

42%

40%

25%

0 20 40 60

Travel restrictions* are unclear in the destinations I’m 
interested in visiting

Travel restrictions* vary between destinations

Health & safety protocols** are unclear in the destinations 
I’m interested in visiting

Health & safety protocols** vary between destinations

I do not feel safe traveling outside my community

I am not sure if visitors are welcome in the destinations I’m 
interested in visiting

*Travel quarantines, etc.
**Mask requirements, social distancing, etc.

Base: Travelers with hesitations about traveling

COMBINED TOTAL: 86%



SOLVING CONFUSION & CONCERN INCLUDES CLARITY ON MASK 
WEARING

With Data Partner: 

35%

26%

16%

14%

6%

3%

0 20 40

I will only visit destinations that require the use of face masks in public

I am more likely to visit destinations that require the use of face masks in public

Face mask requirements have no influence on my destination choice

Not sure/undecided

I am less likely to visit destinations that require the use of face masks in public

I will not visit destinations that require the use of face masks in public

Influence of Face Mask Requirements* on Destination Choices

Travel Sentiment Study Wave 16, August 6th 2020



Recovery Starts at Home
LOCALS NEED TO FEEL SAFER OUT & ABOUT, 

SUPPORTING LOCAL BUSINESSES



Less than half of US locals feel comfortable shopping or dining 
locally

THE RECOVERY STARTS AT HOME. CONTENT TO EMPOWER LOCALS. 

Travel Sentiment Study Wave 24, November 11th 2020



Travel Sentiment Study Wave 24, November 11th 2020
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32%

31%

16%

14%

14%

16%

I do not plan to travel until there is a COVID-
19 vaccine

I support opening up my community to
visitors

I feel safe traveling outside my community

I would feel safe dining in local restaurants
and shopping in retail stores in my community

0 50 100
Strongly disagree Disagree

Perceptions of US Travelers as of November 2020



DATA POINT: VACATION RENTALS OUTPERFORM IN MOST AREAS

With Data Partner 

Updated Aug. 30, 2020

Source: Key Data Dashboard

https://keydatadashboard.com/


DATA POINT: WINTER OUTLOOK FOR MTN AREAS IS POSITIVE

With Data Partner 

Updated Aug. 30, 2020

Source: Key Data Dashboard

https://keydatadashboard.com/


Opportunities in VFR & Drive
VISITING FRIENDS & RELATIVES & DRIVE 

TRAVEL DOMINANT THE RECOVERY



Travel Sentiment Study Wave 20,  September 24th 2020

PLANS FOR THE NEXT FEW MONTHS ARE DOMINATED BY VFR & DRIVE TRAVEL

Activities Travelers Plan to Participate in During Their Fall Travels

66%
58%

33%
30%

28%
27%

22%
22%

19%
19%

17%
15%

12%
5%

3%

0 10 20 30 40 50 60 70

Visit friends and family
Take a road trip

Visit a national park, state park, or monument
View fall foliage

Go on a hike or bicycle ride
Visit a farmers market

Visit a museum, art gallery, or other arts/cultural institution
Visit a farm to experience fall harvest activities*

Go to a winery, brewery, or distillery
Visit an amusement park or theme park

Attend a festival
Go fruit or berry picking

Attend or participate in a sporting event
Tour a college or university

Other

*Corn maze, hay rides, pumpkin patch, etc.



Travel Sentiment Study Wave 20,  September 24th 2020

OUTDOOR ACTIVITIES & PLACES TO SAFELY EXPERIENCE WITH FAMILY/FRIENDS

Activities Travelers Plan to Participate in During Their Fall Travels
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0 10 20 30 40 50 60 70

Visit friends and family
Take a road trip

Visit a national park, state park, or monument
View fall foliage

Go on a hike or bicycle ride
Visit a farmers market

Visit a museum, art gallery, or other arts/cultural institution
Visit a farm to experience fall harvest activities*

Go to a winery, brewery, or distillery
Visit an amusement park or theme park

Attend a festival
Go fruit or berry picking

Attend or participate in a sporting event
Tour a college or university

Other

*Corn maze, hay rides, pumpkin patch, etc.



Travel Sentiment Study Wave 24

UPCOMING HOLIDAY TRAVEL PLANS*

*Involving traveling at least 50 miles from home

are not planning to take a 
trip this holiday season

53%

38%
will travel 

by car

17%
will travel 
by plane

23%

22%

11%

2%

5%

8%

5%

2%

Thanksgiving

Christmas/Hanukkah/Kwanzaa

New Year's Eve

Other Holiday Celebrations

0 15 30

Travel by car Travel by plane

Base: All travelers



DATA POINT:  U.S. RECOVERY STARTS WITH ROAD TRIPS

With Data Partner: 

Updated Nov 15th, 2020

Source: Arrivalist Daily Travel Index

https://www.arrivalist.com/daily-travel-index/


DATA POINT: WYOMING RECOVERY STARTS WITH ROAD TRIPS

With Data Partner: 

Updated Nov. 15, 2020

Source: Arrivalist Daily Travel Index

https://www.arrivalist.com/daily-travel-index/




RESEARCH AND ADDITIONAL RESOURCES

www.milespartnership.com/usa-road-trips



Multi Media Story Telling
CONTENT NEEDS TO BE DELIVERED ACROSS 

MULTIPLE CHANNELS & MEDIA TYPES



TRAVELERS ARE INTERACTING WITH DIGITAL & TRADITIONAL MEDIA

With Data Partner: 

Updated May 23rd, 2020

31%

28%

26%

22%

17%

16%

14%

13%

12%

7%

A magazine article on travel

Short online travel video (2-3 minutes or less) on…

A travel show on television or OnDemand

A travel book/guidebook

Live streaming online video of a real-time travel or…

A video from a travel expert, personality, or ‘vlogger’ 

An online 3D or 360-degree virtual tour (e.g., Google…

A travel podcast, audio, or radio show

Longer online travel video (more than 3 minutes)

Virtual tour using a virtual reality headset

0 20 40

Travel Content Viewed or Interacted with during COVID-19

Source: Longwoods International Covid-19 Traveler Sentiment Survey

https://covid19.milespartnership.com/traveler-sentiment-study/


THE STATE OF THE AMERICAN TRAVELER:

SEPTEMBER 2020 
TRAVELER SEGMENTS
EDITION
www.milespartnership.com/SAT





TRAVELERS KEEN TO TRAVEL 
NOW ARE:

o SPEND MORE ON TRAVEL
o SKEWED SLIGHTLY YOUNGER
o MORE FAMILY FOCUSED
o MULTI GENERATIONAL TRIPS
o MORE OUTDOORS DESTINATIONS/ACTIVITIES
o MORE INTENSIVE  MEDIA USE IN TRIP PLANNING
o HEAVY SOCIAL MEDIA USERS



RESEARCH:  HYPER INFORMED TRAVELER
https://www.milespartnership.com/research



4 ESSENTIALS IN REOPENING & RECOVERY

C L A R I T Y
IN A TIME OF CRISIS

REBUILDING TOURISM FROM COVID-19



CLEAR & 
CONSISTENT 

HEALTH 
INFORMATION 

& ADVICE













HEALTH & SAFETY PROTOCOLS



HEALTH & SAFETY PROTOCOLS

WTTC  Safe Travel Resources:  https://wttc.org/COVID-19/Safe-Travels

https://wttc.org/COVID-19/Safe-Travels


HEALTH & SAFETY PROTOCOLS

Adventure Travel Trade Association:  https://www.adventuretravel.biz/covid19guidelines/

https://www.adventuretravel.biz/covid19guidelines/


RECOVERY 
STARTS WITH 

LOCALS & 
DRIVE 

MARKETS













Run video here 



LEVERAGE FREE 
TOOLS & 

MARKETING







TIP SHEET:  3 ESSENTIAL FREE TIPS FOR GOOGLE



TIP SHEET:  3 ESSENTIAL FREE TIPS FOR GOOGLE
Emailed to you & available in American Outdoors Member Center

https://covid19.milespartnership.com/insights/

https://covid19.milespartnership.com/insights/


COMMUNICATE 
ACROSS 

MULTIMEDIA



RESEARCH:  HYPER INFORMED TRAVELER
https://www.milespartnership.com/research



DATA POINT 7: MULTI COMMUNICATION IS CRITICAL  - INCL. 
PRINT

With Data Partner: 

Updated May 23rd, 2020
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A magazine article on travel

Short online travel video (2-3 minutes or less) on…

A travel show on television or OnDemand

A travel book/guidebook

Live streaming online video of a real-time travel or…

A video from a travel expert, personality, or ‘vlogger’ 

An online 3D or 360-degree virtual tour (e.g., Google…

A travel podcast, audio, or radio show

Longer online travel video (more than 3 minutes)

Virtual tour using a virtual reality headset

0 20 40

Travel Content Viewed or Interacted with in Last Two 
Months

Source: Longwoods International Covid-19 Traveler Sentiment Survey

https://covid19.milespartnership.com/traveler-sentiment-study/


MULTI MEDIA CONTENT

PRINT 
GUIDE

OFFICIAL 
WEBSITE

SOCIAL MEDIA 
CHANNELS



BLOGS:  Moving Picture Magic – Best Online Travel 
Videos

https://www.milespartnership.com/blog/

https://www.milespartnership.com/blog/


CONTENT HUB & CAMPAIGN LANDING PAGE



CONTENT HUB & CAMPAIGN LANDING PAGE



REAL TIME VIDEO



P A G E  

USE DURING THE PANDEMIC: REAL-TIME VIDEO

Question: Have you used Real-

time Video more during 2020 

(including the period impacted 

by COVID-19) when compared to 

your use of Real-time Video in 

2019

1.1%

7.1%

8.8%

28.3%

30.4%

24.4%

0% 10% 20% 30% 40%

Don’t Know/Unsure

No - I have not used it…

No – I have used it less

About the same

Yes – slightly more

Yes – substantially more
54.8%



ONLINE VIRTUAL TOURS 



P A G E  

USE DURING THE PANDEMIC: VIRTUAL TOURS

Question: Have you used Virtual 

tours more during 2020 

(including the period impacted 

by COVID-19) when compared to 

your use of Virtual tours in 2019?

4.9%

11.6%

42.1%

22.0%

19.4%

0% 20% 40% 60%

No - I have not…

No – I have used it …

About the same

Yes – slightly more

Yes – substantially …
41.4%





4 Essentials in Reopening & 
Recovery

1. Clear, Consistent Health Information & Advice
2. Recovery Starts with Locals & Drive Markets
3. Leverage Free Tools & Marketing 
4. Communicate Across Multi-Media



BLOGS:  8 Essentials for Tourism’s Restart & Recovery
https://www.milespartnership.com/blog/

https://www.milespartnership.com/blog/


Thank You

CHRIS ADAMS
Head of Research & Insights
GM – South Pacific

Miles Partnership

+1 303 842 3394  (US)
+64 9 974 2452 (NZ)
Chris.Adams@MilesPartnership.com
www.MilesPartnership.com
covid19.milespartnership.com

mailto:Chris.Adams@MilesPartnership.com


RESOURCE SLIDES
Free Research, Free 
Marketing Tools & 
Case Studies for 

Tourism Businesses 



RESEARCH: FREE COVID-19 RESEARCH & DATA
https://covid19.milespartnership.com/datatracking

https://covid19.milespartnership.com/datatracking


CASE STUDIES OF COVID 19 RESLIENCE & RECOVERY:
https://globalallstars.milespartnership.com

https://covid19.milespartnership.com/


BEST PRACTICES IN REOPENING & RECOVERY
Case Studies incl. Legends Attractions & New York City

https://globalallstars.milespartnership.com

https://covid19.milespartnership.com/


RESOURCES: MILES INSIGHTS – TOOLS & SOLUTIONS
https://covid19.milespartnership.com

https://covid19.milespartnership.com/


Miles Partnership COVID-19 Knowledge Portal
covid19.milespartnership.com

Miles Partnership Global All Stars – Stories of Resilience & 
Recovery

globalallstars.milespartnership.com

Miles Research & Marketing Tip Sheets Library
www.milespartnership.com/research

Free Research & Resources: 

http://www.milespartnership.com/


Thank You
JULY 23RD 2020
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