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. The story of COVID-19 in 4 Parts

Essential research & data on the crisis & travel

. 4 ESSENTIAL STEPS for reopening & recovery

Practical things you can do short & medium term
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COVID-19 RESOURCE CENTER covid19.milespartnership.com

mi”!gps Home Webinars Insights Data Tracking Expert Sources
CLARITYIN A
TIME OF CRISIS

COVID-19: A collection of research, resources and
recommendations for DMOs and tourism organizations.

REGISTER NOW FOR THE WEBINAR ON APRIL 14

Miles Partnership, along with our industry partners, has created and curated a resource center with essential insights
and recommendations for DMOs and tourism organizations. These resources provide clear, timely answers to

L]

.

Data Tracking Insights Expert Sources miles

Webinars

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

miles ——

PARTNERSHIP

INSIGHTS

Get the latest insights and recommendations from our team of travel experts

FUNDING FUTURES RESEARCH PROGRAM

SPOTLIGHT CONTENT

Resilience and creativity have always been halimarks of the travel industry. At Miles, we've been inspired by the innovative ways that
destinations and organizations are exemplifying those qualities, adapting to meet the extraordinary challenges presented by COVID-19. We wil
be spotlighting those efforts here to help share that inspiration throughout the industry.

Colorado Tourism Office’s Care for
Coloradans Initiative

Read on to find out how the leveraged an existing initiative around protecting the
siate’s natural resources o protecting its residents during the pandemic.



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

https:fcoviiiﬁilespartnersh[p. com/datatracking

v
mlles Home Webinars Insights Data Tracking Expert Sources
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DATA TRACKING

Aggregated data and research frem leading industry partners

VIEW THE LATEST FROM LONGWOODS INTERNATIONAL'S TRAVELER SENTIMENT STUDY

Miles is curating and summarizing critical data points from the industry’s leading research and data providers including
UberMedia, Longwoods International, Destination Analysts, SparkLoft, ADARA and others.

7 DATA POINTS TO SHOW THE
IMPACT ON TRAVEL


https://covid19.milespartnership.com/datatracking




@ DATA POINT 1: HEALTH IS THE PRIMARY DRIVER OF RECOVERY

Ehe New York Times Us. | Covid in the U.S. Latest Map and Case Count § F rom:
\ _
COVID-19 in Colorado & Utah

Source: New York Times’ Coronavirus Map & Case Data

TOTALREPORTED  ONNOV. 13
Cases 155,761 6,499
Deaths 2,541 29
Hospitalized 1,322

Oy INe New YOrK 1Iimes  Updated NovemDoer La, LULU, 1LL040 AGVL BT

TOTALREPORTED ~ ONNOV. 13
Cases 146,154 2,516
Deaths 703 14
Hospitalized 492

14-DAY CHANGE

+136% _—
+99%
+88% —

14-DAY CHANGE
+66% _—
+59% ~~
+43% —

&he New York Times

miles

PARTNERSHIP


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

CLEAR, CONSISTENT HEALTH & SAFETY INFORMATION IS CRITICAL

| am hesitant to travel because... COMBINED TOTAL: 860/0

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

52%

Travel restrictions* vary between destinations

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

Health & safety protocols** vary between destinations

| do not feel safe traveling outside my community

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

0 20 40 6C

Base: Travelers with hesitations about traveling

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

L4
Travel Sentiment Study Wave 18, August 24t 2020 L@‘ngwocds | mi |eS
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@ SOLVING CONFUSION & CONCERN INCLUDES CLARITY ON MASK
WEARING

With Data Partner: L@)ngwoods

Influence of Face Mask Requirements* on Destination Choices

I will only visit destinations that require the use of face masks in public
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 14%

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

b
Travel Sentiment Study Wave 16, August 6t 2020 miles
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THE RECOVERY STARTS AT HOME. CONTENT TO EMPOWER LOCALS.

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

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

Strongly disagree Disagree  ®mNeutral ®mAgree  ®Strongly agree
53%  4T%
5)3) —_H7 0

L4
Travel Sentiment Study Wave 24, November 11t 2020 L@‘ngWOOdS | miles
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Perceptions of US Travelers as of November 2020

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

| support opening up my community to
visitors

| feel safe traveling outside my community

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

Travel Sentiment Study Wave 24, November 11t 2020

20% 25%

10%

0

9%

12%

Strongly disagree

50

18% 16%

25% 14%

32% 14%
31% 16%

100
M Disagree
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@ DATA POINT: VACATION RENTALS OUTPERFORM IN MOST AREAS

% Change in Bookings, 2019 to 2020

Vacation Rental Bookings Rise over Last Year |||I KEYDATA
Year over year change in guest reservations per active rental
100%| m Colorado
Florida
75%- B Hawaii
W United States
50%-
25%
[O 1748 SE—_ \¥
-25%-
-50%-
-75%-
-100%

1/4

118 211 215 229 3114 3728 411 425 5/9 523 6/6 620 7/4 718 81 815 829

With Data Partner

Source: Key Data Dashboard

Updated Aug. 30, 2020

miles
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https://keydatadashboard.com/

DATA POINT: WINTER OUTLOOK FOR MTN AREAS IS POSITIVE

Adjusted Paid Occupancy Pacing gl KEYDATA
Breckenridge, CO Jackson Hole, WY
£ 100% m 2020 - 2021 as of November 8, 2020 || 2 100%
> 2019 - 2020 as of November 8, 2019 || =
c 80% c 80%
3 8
3 3
8 60% 8 60%
O O
je! o
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@ 20% ® 20%
3 =}
=) T
< 0% < 0%
11/711/21 12/5 12119 1/2 116  1/30 213 2/27 3/13 3/27 11/711/21 12/5 12119 12 116 1/30 213 2/27 313 3/27
Check-In Date Check-In Date
Lake Tahoe, CA Park City, UT
x 100% x 100%
2y 2y
c 80% c 80%
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o o
=2 =
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o o
4] D
B 20% ® 20%
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Check-In Date Check-In Date
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PLANS FOR THE NEXT FEW MONTHS ARE DOMINATED BY VFR & DRIVE TRAVEL

Activities Travelers Plan to Participate in During Their Fall Travels

Visit friends and family 66%

Take a road trip

58%

cl aulJliTdl Ja " Cl (Jd Y, OTTU

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

28%
27%

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

L4
Travel Sentiment Study Wave 20, September 24t 2020 L@ngWOOdS | mi |eS

INTERNATIONAL PARTNERSHIP



OUTDOOR ACTIVITIES & PLACES TO SAFELY EXPERIENCE WITH FAMILY/FRIENDS

Activities Travelers Plan to Participate in During Their Fall Travels

Visit friends and family

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

0 10 20 30 40 50 60 70

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

L4
Travel Sentiment Study Wave 20, September 24t 2020 L@ngWOOdS | mi |eS
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UPCOMING HOLIDAY TRAVEL PLANS*

38%
A will travel

by car

53%
are not planning to take a

trip this holiday season 1 7%
will travel
by plane

Base: All travelers

*Involving traveling at least 50 miles from home

Travel Sentiment Study Wave 24

23%
Thanksgiving
22%

Christmas/Hanukkah/Kwanzaa
New Year's Eve

2%
Other Holiday Celebrations

2%

0 15 30

W Travel by car M Travel by plane

Lengwoods | miles

INTERNATIONAL PARTNERSHIP



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

Arrivalist US Daily Travel Index

Daily Index YoY

-44.6%

Now 11, Wednesday

Last 7 Days YoY

-16.8%
Now 05-Nov 11

Time Period Show View

Year to Date 0 | |Dai53f -

it
i I

larn 01 Febh 01 Mar 01 Apr 01 Mav 01 lun 01

Last 30 Days YoY

-15.3%

Oct13-Nov1l

Jul 01 a1 Sep 01 Oct 01 MNov 01 Dec D1

®
With Data Partner: @ Arrivalist

sl

01

Year
2015

H 2020

Home State
(D]
AK

AL

AR

A7

CA

co

cT

DC

Source: Arrivalist Daily Travel Index

miles
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Updated Nov 15th, 2020


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

@ DATA POINT: WYOMING RECOVERY STARTS WITH ROAD TRIPS

Arrivalist US Daily Travel Index

®
Partner: @ Arrivalist
Daily Index YoY Last 7 Days YoY Last 30 Days YoY

-58.5% -30.1% -22.2%
Nov 11, Wednesday Nov 05-Nov 11 Oct 13- Now 11
Time Period Show View

|YezrtoDste - | | Daily -

Year
2015
W 2020

Home State
TN
TX
Ut

MM LA

Source: Arrivalist Daily Travel Index

Jan, 01 Feb,01 Mar,01 Apr,01 May, 01 Jun, 01 Jul, 01 Aug, 01 Sep,01 Oct, 01 MNow,01 Dec, 01

Date

Jan, 01

¥
Updated Nov. 15,2020 miles
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https://www.arrivalist.com/daily-travel-index/

USA ROAD TRIPS I
USA RESEARCH SUMMARY Effz

GENDER
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: : 5 : 51% FEMALE » 49% MALE ~ AFF
Full research and resources are available at milespartnership.com/usa-road-trips e AM
33% TRAVELING WITH KIDS

20% sk o
RESEARCHSUMMARY e

New Visitors 66% COLLEGE DEGREE R
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vs.11%
of alluSs.
Leisure Travel

RESEARCH & INSIGHTS ON ROAD TRIP TRAVEL ACROSS THE USA

Research from Longwoods International and

Analysis and Insights from Miles Partnership 45% of Spending
Longer Road Trips account for
almost half of spending

28% of Road Trips are Long -
5 nights or more

67% that Visit 3+ States
have a trip of 5+ nights

16%

% indicates the share of all UL5. road
trips to this regionin 2019

TRANSPORTATION

Own Car 10%
Rental Car 14%

Camper/RV 30% _
Motorcycle Ty

35% of U.S. travelers are not planning any travel but for those
that are:

60% of LL5. travelers will travel by car for their next trip
40% will travel by car to visit friends or relatives [VFR)

23% will go on a VFR trip within 200 miles;
17% more than 200 miles

20% will travel by car on a leisure trip
(not incl. VFR)

12% will go on a leisure road trip within 200 miles; 8% more
than 200 miles

15% will take a staycation; incl. using their car for local trips

Addressing these concerns is ci
stimulating road travel:

Bély are confused about trave
O restrictions and rules on|
Agreed withone or more of these statements as
» Travel restrictions areundlear or vary bety
destinations I'm interested invisiting
. Heill:h & safety protocols are unclear or v
in,

I'minte visitin

donot fieel a

P A joint research summary from Longwoods Intemational » 22%will fly within the U.5. and 1% internationally 40% safe traveling 25% 1

es ‘and Miles Partnerchip baced on custom analysic of the LQHgWOOdS outsidetheir communty | bEweicome
1997-2019 Longwoods Travel USA™ Research and * e of September 10, COVID-19 Tieve] Semtiment Stuk, Longwoods

s of Acegest 2070, COVTE- 17 LLS. Trowed Semiment Sduchy Lo
FARTRENARIY: the 2020 COVID-19 Travel Sentiment Study ™



RESEARCH AND ADDITIONAL RESOURCES

s Meet Miles WhatWeDo HowWeThink JoinUs

PARTHNERSHIP

}aUSA Road-Trips - 2020
3 Edition

Road trips are amajor part of U.S. travel and an even bigger part of the recovery from COVID-19. Miles
Partnership has again teamed up with Longwoods International to update the largest ever study into the travel
behavior, interests and sources of information for U.S. road trip travelers. This major research report was first
released at ESTOin 2018. In the 2020 edition, we have updated the data from Longwoods US Travel Research
study between 1997 to 2019 and integrated the latest COVID-19 traveler research (March to September 2020)
from Longwoods’ COVID-19 traveler sentiment research sponsored by Miles Partnership. Below are the
resources from the research study and our webinar on September 15, 2020.

U.S. Road Trips Research Summary

www.milespartnership.com/usa-road-trips







@ TRAVELERS ARE INTERACTING WITH DIGITAL & TRADITIONAL MEDIA

Travel Content Viewed or Interacted with during COVID-19  With Data Partner: L@)ngWP‘QQS

A magazine article on travel

Short online travel video (2-3 minutes or less) on... 28%

A travel show on television or OnDemand 26%

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
b
Source: Longwoods International Covid-19 Traveler Sentiment Survey Updated May 23rd, 2020 miles
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https://covid19.milespartnership.com/traveler-sentiment-study/

THE STATE OF THE AMERICAN TRAVELER:

SEPTEMBER 2020
TRAVELER SEGMENTS
EDITION

www.milespartnership.com/SAT

(
Destination éAnalysts m I les
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25%

of American Travelers
consider themsealves
to be ready to travel
without hesitation

Male

Female

Age (Average)

% Baby Boomer

Leisure trips taken (past 12 months)

Road trips (% trips taken)

Air trips (% trips taken)

Traveled for a sporting event (Past 12 months)

Traveled for special event/festival (Past 12 months)

| expect to travel more for leisure

| expect to spend more on leisure travel
Travel is a high priority budget item
Maximum annual travel budget

Traveled with own children (past year)
Took a multi-generational trip (past year)
Visited a National Park (past year)

- o — .

Uses social media to plan travel

Ready to Travel

Not Ready to Travel

534
46.6%

55
573%

63.9%
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RESEARCH: HYPER INFORMED TRAVELER
https.// ilespartnership.com/research

Traveler, a Decade ofiGr
b %’ | pev>

v f in @

How Travel Media Usage Has Changed Over the Last Decade
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IN A TIME OF CRISIS -

. ad

REBUILDING TOURISM FROM COVID-19
4 ESSENTIALS IN REOPENING & RECOVERY

PPPPPPPPPPP






COVID-19 Information Sought

Hours/restrictions/closures for public areas (parks, trails, etc.) [ 515%
Hours,/restrictions/closures for local businesses _ 43.6%

Current status of shelter-in-place orders [N 37 6%

Restaurants that are doing takeout/delivery |[[NERNNGNNEEEGEE .59
Airportupdates [ 14.0%
Event cancellations | 13.3%
Health tips - 8.3%
Public transportation updates 0 7.7%
virtual tours [ 6.6%
Virtual events/concerts - 6.2%

0% 20% 40%

Thinking about information/resources related to COVID-19, which of the following types of
information, if any, are you specifically looking for? (Select all that apply) Base: 12,637

Potential Visitors

Local Residents
| Business

60%

Destinatiun¢ Analysts

00 YOUR RESEARCH



FACE COVERINGS




Alert: Clean & Safe Guide, Video & Itineraries
Masks Required in Public Spaces Read More

“H Meetings  Sporis  GroupTravel Media Swore (760 @~

Hl]l]ﬁﬂ Thingsfo Do Where toStay Restaurants Events Plan Your Trip
i




Sandals

PLATINUM
PROTOCOL

CLEANLINESS




Access Our
Business
Guidelines

Reopening
Tennessee

Responsibly

To protect the safety and livelihoods of Tennesseans by
operating businesses according to the guidelines and best
practices established by the CDC, state and local government
officials in partnership with industry leaders.

Tennessee
Pledge




HEALTH & SAFETY PROTOCOLS

B 22

) ¥
11
In the New

Industry Guidance for Promoting the Health and Safety of All Travelers

Developed based on Centers for Disease Control and Prevention ((DC) and White House guidelines:
“Opening Up America Again“ and in consultation with public health experts

#SAFETRAVELS
SEPTEMBER 2020

Lengwoods | miles

INTERNATIONAL PARTNERSHIP




HEALTH & SAFETY PROTOCOLS

OVERARCHING OBJECTIVES & APPROACH
FOR THE TRAVEL & TOURISM SECTOR

OBJECTIVES

1 Have the sector lead the definition of industry best prctices s Travel & Touism moves from drisis
management to FECOvVry.

2 Put the safety, haslth and security of travellers and the Travel & Tourism workforce at the core of the
‘development of global protoools.

APPROACH

1 c medical .
‘avidenca, within the Travel & Tourism sector as well 2 with govemnments and public health authorities. 3 - dB A

1 Share harmonised and consistent protocols which are outcome driven, simple and practical aoross
‘destinations and countrias.

31 through affe them
kmmhhmdmmmmﬂemmmm e pikod o the bass of
re-generation for the sactor. dovelaped by the Adwntre Trarel Trads Asocitin n WTTA] to suppart the safa, haathy, ndlapmsﬂnmnd
N e T o
: gz e « 2 5 Within thess protoeak, th bty refors 2 oty o periances mokding
" = » g crcling rafting, trekking, shing, snawbaarding, tours amang cthers. Mot crly
i § . ' o, - . masthy outdcars, o dlow
LEADING GLOBAL? e o
. 24 ide guid 1t u-.wm focd

PROTOCOLS FOR ™
THE NEW NORMAI

dmldbulmimdmum 6 ard re-avahated and monitored regularly. nm:wuhunalmmdnhmma
hes What is mors, when affs nﬂhhrﬂlmdmwmﬁsﬁwmﬁdhmppmdm
become avaiabls, they should ba implemented at the sarbest cppartunity and meas.res remaved.

ADVENTURE TOURISM i s s 4 ot Al it o e Rl e ot
traved aparience bo ensure their safaty.

For the purpase of alignmant across incatrics within the Travel & Toursm sector, WTTC has dvided the protocols in four
pillars, ramedy.

1 Promoting Operational & 5taff Preparedness
1 Delivering a Safe Experience

3. Rebuikding Tnst & Confidence

4 Implementing Enabling Policies

#SAFETRAVELS
SEPTEMBER 2020

11 WORID TRAVELS fal LTSGRy 12

7
WTTC Safe Travel Resources: https://wttc.org/COVID-19/Safe-Travels L@*ngwoods | mlles
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https://wttc.org/COVID-19/Safe-Travels

HEALTH & SAFETY PROTOCOLS

- RAFTING AMID COVID-19: RECOMMENDATIONS

%‘:‘D’EEA";;’C'}ET,;EAVE'- ABOUTUS NEWS SERVICES EVENTS LEARN MEMBERSHIP  Subscribe Join

COVID
HEALTH AND SAFETY
GUIDELINES

TREKKING AMID COVID-19;: RECOMMENDATIONS

ADVENTURE TRAVEL COVID-19 HEALTH AND
SAFETY GUIDELINES

COVID-19
HEALTH AND SAFETY
GUIDELINES

Adventure Travel Trade Association (ATTA) understands that the COVID-19 pandemic has changed the travel industry. With this in mind, the ATTA
collected feedback throughout its membership base and global community, and the most resounding need and priority from destinations and tour
operators was a global consensus on health and safety guidelines for adventure activities.

The ATTA's technical team with deep backgrounds in standard development, guide training, product development, and tour operations quickly mobilized.

Below you will find the results — COVID-19 Health & Safety Guidelines for ten adventure activities — Trekking, Cycling, Rafting, Camping including Food @ ADVENTURE TRAVEL

Prep in the field, Culinary Experiences, Cultural Tours/Sightseeing, Small Lodges, Small Vessels Cruising, Skiing & Snowboarding, and Wildlife

Experiences — as well as an overarching guideline for the industry, all created in collaboration with Cleveland Clinic, a world renowned healthcare

provider, and the adventure travel industry. TREKKING AMID COVID-19: RECOMMENDATIONS

There is no cost for anyone in the tourism industry to access and use these guidelines, thanks to ATTA and its contributors.

ATTA has created a badge for your website and physical location to show your clients and partners that you are actively following these Guidelines for COVID 19
-

Healthy and Safe practices. Once you download the Guidelines and implement, you may request a badge, see below. Please note: ATTA does not verify

operator compliance. We are entrusting companies to implement the guidelines correctly before using the badge. HEALTH AND SAFETY

GUIDELINES

v
Adventure Travel Trade Association: https://www.adventuretravel.biz/covid19guidelines/ L@T\gWOOdS | mlles

INTERNATIONAL PARTNERSHIP



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

RECOVERY
TARTS WITH
LOCALS &
DRIVE
MARKETS




Coronavirus (Covid-19) Information and Resources [3

Visitor Membership MeetingPlanners Press&Media Travel Trade

m Ehe Dftictd NewinNYC Explore Neighborhoods Stay & Plan

SNYC

NEIGHBORHOOD

GETAWAYS ° .
¢
HOLIDAY EDITION .
3 ; New York City is still delivering its signature holiday maglc Celebrate é
o
'I:hls season by supporting local business while saving on attractions, -
dlmng, hotels, museums, shopping and more. You'll get up to $100 \ 4

back with Mastercard® as you shop gift-worthy deals—just add glad
Heb o ;Y tidings and a sparkly bow.
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VISIT DC - @

Neighborhoods ThingstoDo PlacestoStay PlacestoEat Events

There's no belter place to play tourist than in your
own backyard. Find upcoming weekend events, fun
ideas and discounts to museums, restaurants, shoews

and hotels.

OGO D

DEALS FREE VISITORS GUIDE EMAIL SIGN-UP
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USA ROAD TRIPS I
USA RESEARCH SUMMARY Effz
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RESEARCH & INSIGHTS ON ROAD TRIP TRAVEL ACROSS THE USA

Research from Longwoods International and

Analysis and Insights from Miles Partnership 45% of Spending
Longer Road Trips account for
almost half of spending

28% of Road Trips are Long -
5 nights or more

67% that Visit 3+ States
have a trip of 5+ nights

16%

% indicates the share of all UL5. road
trips to this regionin 2019

TRANSPORTATION

Own Car 10%
Rental Car 14%

Camper/RV 30% _
Motorcycle Ty

35% of U.S. travelers are not planning any travel but for those
that are:

60% of LL5. travelers will travel by car for their next trip
40% will travel by car to visit friends or relatives [VFR)

23% will go on a VFR trip within 200 miles;
17% more than 200 miles

20% will travel by car on a leisure trip
(not incl. VFR)

12% will go on a leisure road trip within 200 miles; 8% more
than 200 miles

15% will take a staycation; incl. using their car for local trips

Addressing these concerns is ci
stimulating road travel:

Bély are confused about trave
O restrictions and rules on|
Agreed withone or more of these statements as
» Travel restrictions areundlear or vary bety
destinations I'm interested invisiting
. Heill:h & safety protocols are unclear or v
in,

I'minte visitin

donot fieel a

P A joint research summary from Longwoods Intemational » 22%will fly within the U.5. and 1% internationally 40% safe traveling 25% 1

es ‘and Miles Partnerchip baced on custom analysic of the LQHgWOOdS outsidetheir communty | bEweicome
1997-2019 Longwoods Travel USA™ Research and * e of September 10, COVID-19 Tieve] Semtiment Stuk, Longwoods

s of Acegest 2070, COVTE- 17 LLS. Trowed Semiment Sduchy Lo
FARTRENARIY: the 2020 COVID-19 Travel Sentiment Study ™









8 i) COVID-19 trends in Colorado Western Slope

Things to do

4

Flights

Hotels Top sights

Based on traveller visits and local insights

Heliday
homes

Frisco Adventure Park Frisco Nordic Center
4.6 (1,180) 4.7 {(100)

Year-round outdoor recreation area Skiing and cross-country skiing

Frisco Historic Park and
Museum
47 (445)

Park and garden

9

Lily Pad Lake Trail Head

W Main 5t o

09

£ Main St

Frisco

(1]
&
Pmig Blyg:
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3 ESSENTIAL, FREE TIPS FOR GOOGLE

CHECKING YOUR BUSINESS’ PROFILE FOR THE COVID-19 RECOVERY

As we continue to manage and mitigate the impact of the COVID-19 pandemic we are all working to attract
locals, New York 5tate visitors and ic US ¢ In addition to your local official Destination website,
Google My Business (GMB) is also a critical source of information for these consumers. Here are 3 steps to
ensure you are sharing accurate and complete information across Google Maps, Search & more:

1. Make sure your business is marked as “open”

This may seem obvious, but many businesses were automatically
marked as “temporarily closed” by Google throughout April and
May. Check to make sure your business listing is not marked as
closed on Google in your GMB dashboard or by searching for your
business on Google or Google Maps.

Tempnrarily cleed

If you see the red banner shown to the right, you will need to

“recpen” your business. Access your GMB dashboard at

hitp//business soosle com and look for the "Mark as open” button ~ "eopen thisbusia
under “Info.” Mark this business as open o get increased wisbiity on Searh

and Maps. You c2n alko parmanently remave t fram your
accoun.

2. Ensure your hours are up-to-date ...

Business hours impact visibility of your listing across many different
platforms, including Google, Yelp and Facebook when people

n Google ~

search for businesses “open now,” for example. (@) sunday 10:00 AM-Z00 P &
500 PM-10:00 PM
Menday 500 P-10-00 PM
Business hours impact © [: e If can't Tueaday 5:00 PM-10:00 PM
;i P i ¥iednesday 500 PM=10:00 PM
figure out whether your business is open, they're likely to go Thoredey =00 Ph-10.00 P
somewnhere else instead. In a recent study from Destination Friday 500 PM-10:00 PM

Saturday 10:00 AM=2:00 PM
500 F-10:00 FM

Analysts, opening hours was first on a list of types of information
sought by potential visitors and local residents.

The single most important action you should take is to make sure (Cf Mare hours &
that your hours of operation are up to date across online Aot hours
platforms starting with Google My Business.

[ Add spacial hours V4

|America Outdoors Member Center https://americaoutdoors.site-ym.com — cuis Fannersnip ineze~ PAGE 1

You should also be aware that Google very recently added a new hours feature for businesses. The More Hours
is located in the Info tab and allows businesses 1o specify types of hours. Available options vary by category. This
allows businesses to identify when they have unique offerings such as happy hour or designated time for high-
risk populations like seniors

Mare hours

Weu can acd hours for spacific servicns o1 spocials 1o your businacs on Google

Add hours
# Access b Brunch -+ Dellvery 4 Driwethrough |+ Hsppyhours 4 Kitehen
# Plaup + Senlorhours & Takeout

Cancel  apaly

3. Utilize new attributes

Partially in response to COVID-19 restrictions, Google introduced
additional attributes for Google My Business listings which highlight S

ol VIW WI-FL R RIETY R RN

th nere & ~

delivery, takeout, and pickup options for certain business types.

Check the business attributes section under the Info tab at ) Cas LR Grocerie
business google.com to make sure that you have checked all of the Baneh

relevant attributes that are available for your business type. If your M’

services have changed, make sure those are reflected.

This is particularly impertant to businesses right now because these
delivery, takeout and pickup attributes can significantly impact the
visibility of your business in specific types of search results and can
change the appearance of your listing by highlighting information
you've added

This can help visitors find accurate infermation quickly and easily while The Cheesecake Factory 0
@ 3,647) - O 66% match
n - §§

also making you stand out from competitors. When you have
complete and accurate info, you will be visible to more people who
are actively looking for what you offer.

There is also considerable value in attributes even beyond recently added eptions related to COVID-19. For
example, users may be searching for wheelchair accessible businesses, kid-friendly establishments, or other
audience-specific needs.

* Formore information, resources & support America Outdoors: https://www.americaoutdoors.org/
*  Additional COVID-19 research, webinars, case studies & resources: https://covid12. milespartnership.com

America Outdoors Member Center https://americaoutdoors. site-ym.com — cuises petnenripunezo0. - PAGE 2




m!ET: 3 ESSENTIAL FREE TIPS FOR GOOGLE

Emailed to you & available in American Outdoors Member Center

https://wilespartnership.com/insigh S

4 1III|JIEIIIIIIII]IITI][]UHS

3 ESSENTIAL, FREE TIPS FOR GOOGLE

CHECKING YOUR BUSINESS’ PROFILE FOR THE COVID-19 RECOVERY

Aswe continue to manage and mitigate the impact of the COVID-19 pandemic we are all working to attract

Iocals, New York State visitors and domestic US customers. In addition to your local official Destination website, i hours
Google My Business (GMB) is lso a critical source of information for these consumers. Here are 3 steps to + Acam b Burch b Delvery 4 Drieiwowsn |+ Hepyhours 4+ Michen
ensure you are sharing accurate and complete information across Google Maps, Search & more: ) (& S (&

1. Make sure your business is marked as “open”

This may seem obvious, but many businesses were automatically
marked as “temporarily I" by Google Apriland
May. Check to make sure your business listing is not marked as
closed on Google in your GMB dashboard or by searching for your
business an Google or Google Maps.

If you see the red banner shown to the right, you will need to
“reopen” your business. Access your GMB dashboard at

2/ [busi and look for the “Mark as open” button
under “Info.*

ins Dusiness a3 en o get ncessed visbity cn Search
hispe. ¥0u Can s pesmanenty remave  ram youe
2 This is particularly important to businesses right now because these
- Ensure your hours are up-to-date ~ w.e.oe- delivery, takeout and pickup atiributes can significantly impact the
Business hours impact visibility of your listing across many different visiBilfty of your Business in specific types of search results and can
platforms, including Google, Yelp and Facebook when people change the appearance of your listing by highlighting information
search for businesses “open now,” for example. @ sundey 1000484 7 you've added
s00Pm
Business hours impact consumer confidence. if someone can't ""“’;:': :;g ;: This can help visitors find accurate information quickly and easily while The Choasecake Factory
weaday b a5 384m -0
figure out whether your business is open, they're likely 1o g0 Wiedwsday  5O0FM- also making you stand out from competitars. When you have
somewhere else instead. In a recent study from Destination Thursday :gg:x complete and accurate info, you will be visible to more people who
Analysts, opening hours was first on a list of types of informatio ssrday 10004t are actively locking for what you offer.
500 FM-1000 PR
sought by potential visitors and local residents.
There is also considerable valu in attributes even beyond recently added options related to COVID-19. For
The single most important action you should take is to make sure (I} Mere hour 2 example, users may be searching for wheelchair accessible businesses, kid-friendly establishments, or other
5] ;

that your hours of operation are up to date across online Ao oz audience-specific needs
platforms starting with Google My Business.

[P~ P +  Formore information, resources & SUPPOrt America OUtdoors: https://www smericaoutdoors.org/

*  Additional COVID-13 research, webinars, case studies & resources: https://covid 19 milespartnership.com
|merica Outdoors Member Center ite-ym.com PAGE 1 America Outdoors Member Center https://americaoutdoors.site-ym.com PAGE 2

sogle

You should also be aware that Google very recently added a new hours feature for businesses. The More Hours
s located in the Info tab and allows businesses to specify types of hours. Available options vary by category. This
allows businesses to identify when they have unique offerings such as happy hour or designated time for high-

risk populations like seniors

More hours

Vouscar ace heurs o specifc serices or special 1o your businesa on Google

3. Utilize new attributes

Partially in response to COVID-19 restrictions, Google introduced
additional attributes for Google My Business listings which highlight
delivery, takeout, and pickup options for certain business types.
Check the business attributes section under the Info tab at
business.google.com to make sure that you have checked all of the.
relevant attributes that are available for your business type. If your
services have changed, make sure those are reflected.

Concel Apoly
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RESEARCH: HYPER INFORMED TRAVELER
https.// ilespartnership.com/research

v f in @

‘ @ How Travel Media Usage Has Changed Over the Last Decade



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

Travel Content Viewed or Interacted with in Last Two With Data Partner: L@)ngWP‘QQS
Months

A magazine article on travel

Short online travel video (2-3 minutes or less) on... 28%

A travel show on television or OnDemand 26%

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
b
Source: Longwoods International Covid-19 Traveler Sentiment Survey Updated May 23rd, 2020 miles
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https://covid19.milespartnership.com/traveler-sentiment-study/

MULTI MEDIA CONTENT

‘The Louisiana Culinary Trails
are eight distinct regions . c
where you'll find the best Iy
dining in the Bayou State.

Add these outdoors-oriented
restaurants and ttractions

3 | #olyLoaiiasn

OFFICIAL
WEBSITE
In webisode 2, Chef John Besh introduces the Creole Crescent Trail which highlights

the New Orleans fegion. From po’ boys to craft cocktail and decadent creale cuisine,
you'll enjoy this road trip!

sy LOUIsiana Travel

How to Make Charbroiled Oysters

Not many people can resist charbroiled oysters.
Here is our recipe that is great for any occasion
from the backyard to the campground and
everywhere in between. louisianatravel.com
culinary/recipes/charbroiled ecipe

Like W Comment 4 Share B~

O0% 23k

hares

W& Jonathan Marse You can add a litle real bacon
~e bits 10 the mix too. Every restaurant here has their
own variation on the dish. Dragos and At 1
house have some of the best here. Love liv

louisianacu HW{I'\/‘,\CMS SOC'AL MED'A
[ Folow ] CHANNELS

Louisiana Culinary Trails Love Louisiana food? Check out our B tasty road trips. Tag
your food photos #TasteLoulslana and we'll share! Twitter: @LA_Culinary
woobox.com/gu?gk

1,462 8,469 341




S: Moving Picture Magic — Best Online Travel
Videos
https:tbamammemilespartnershin.com/bloa/

m il es Meet M

PARTNERSHIP

1at We Do How We Think Join Us

share this post: W § in @

Video Analysis of Top Performing Online Videos from DMOs

This blog is part of a series, "Moving Picture Magic - 2020 Edition" showcasing top performing
online videos from DMOs around the world.

For the last five years, Miles has analyzed top performing online videos from destination

ki et i e s by T IREAEY armnirnd Fhe ianmidd: " Thia st U s oSS - L e B


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

CONTENT HUB & CAMPAIGN LANDING PAGE

HOME VISIT CHEFS RECIPES TRAIL
CHEF KATHY CARY

Lilly’s, Bourbon, Horses and History

Few restaurants celebrate local farms and food as passionately as Lilly’s. It's part of
Chef Kathy Cary’s mission to provide an unparalleled dining experience that reflects
the true flavors of the Bluegrass.

O EXPLORE THIS REGION




CONTENT HUB & CAMPAIGN LANDING PAGE

@ HOME VISIT CHEFs RECIPES TRAIL SUBSCRIBE TO ENEWS

~

HUNGRY FOR AN AUTHENTIC

TASTE OF THE BLUEGRASS?
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REAL TIME VIDEO




USE DURING THE PANDEMIC: REAL-TIME VIDEO

Question: Have you used Real-

time Video more during 2020  Yag — substantially more

(including the period impacted
by COVID-19) when compared to Yes —slightly more
your use of Real-time Video in

2019

About the same

No — | have used it less

No - | have not used it...

Don’t Know/Unsure

uuuuuuuuuuu

0%

8.8%

7.1%

1.1%

10%

20%

24.4%

30

49

28.3%

30%

40%

54.8%

PAGE



... Bermuda Tourism
—
(‘_T) ~ Street View - May 2018

GoToBermuga.com

.
e

ONLINE VIRTUAL TOURS




USE DURING THE PANDEMIC: VIRTUAL TOURS

Question: Have you used Virtual

tours more during 2020 Yes — substantially... - 19.4%
(including the period impacted 41.4%
by COVID-19) when compared to Yes —slightly more - 22.0%

your use of Virtual tours in 2019?

About the same _ 42.1%

No — | have used it... - 11.6%

No - | have not... l 4.9%

0% 20% 40% 60%

aaaaaaaaaaaaaa PAGE



INDUSTRY TOOLKIT

The Movement Starts September 8







8 Essentials for Tourism’s Restart & Recovery

httsilesartnershi. com/blog/

Meet Miles What We Do How We Think Join Us

Eight Essentials for Tourism'’s Restart &
Recovery - Part 1

Published 6/23/20 share thispost: W § in @

Part one of a two-part blog series. See part two here.

See my webinar with TTRA on "7 Data Points that Tell the Story of the Crisis and 8

‘ e \‘v! ‘o Essential Steps for Recovery."


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

'CHRIS ADAMS

Head of Research & Insights
GM - South Pacific

Miles Partnership
+1 303 842 3394 (US)

+64 9 974 2452 (N2)
Chris.Adams@MilesPartnership.com

www.MilesPartnership.com
covid19.milespartnership.com
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RESOURCE SLIDE

Free Research, Free
Marketing Tools &

— Studie
-
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RESEARCH: FREE COVID-19 RESEARCH & DATA

https:fcoviiiﬁilespartnersh[p. com/datatracking

v
mlles Home Webinars Insights Data Tracking Expert Sources

PPPPPPPPPPP

DATA TRACKING

Aggregated data and research frem leading industry partners

VIEW THE LATEST FROM LONGWOODS INTERNATIONAL'S TRAVELER SENTIMENT STUDY

Miles is curating and summarizing critical data points from the industry’s leading research and data providers including
UberMedia, Longwoods International, Destination Analysts, SparkLoft, ADARA and others.

7 DATA POINTS TO SHOW THE
IMPACT ON TRAVEL


https://covid19.milespartnership.com/datatracking

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

o

https:

miles

STORIES OF RESILIENCE AND RECOVERY

FROM AROUND THE WORLD

Discover Puerto Rico's Virtual
Events

Visit

Samoa Tourism's Use of Social
Listening '

' Kentucky Department of
Tourism's.Video'Series

Visit

Chattanooga Tourism
Company's #ConnectChatt
Initiative

.

= ey V‘F":U"T} g = ,‘ B

Helsinki Marketing's Virtual
SSEvents = W

: J L1 il (LS ]
eI

= Visit

e

Louisiana Travel's Tﬁ{ﬁw

Social Video Campaign™


https://covid19.milespartnership.com/

| | PRACTICES IN REOPENING & RECOVERY
Cuo Studies incl. Legends Attractlons & New York City

..'_ @ Gallery ofGIubaI -All Stars: InspjrlngStorlesuf

~ Survivaland Recovery = - - .
i DEStlnatJ_c:-ns Intf:rnatmnal Annual Convention, July 15’, 2020

Douglas Quinby Corey Breton Nancy Mammana
Co-founder & CEO Chief Revenue Officer Chief Marketing Officer

kikeal Legends Attractions MYC & Company
« o ©FF: mies (B



https://covid19.milespartnership.com/

RESOURCES: MILES INSIGHTS - TOOLS & SOLUTIONS

httesi"iavid 19.milespartnership.com

miles

MILES INSIGHTS

Preparing to Reopen: The Story of Travel's Four Ways Destinations
Travel Industry Recovery in the U.S. are Supporting Local
Guidelines & Tools S Businesses During COVID-
19
BLOG POST

BLOG POST

DMOs' and Tourism 8 Ways to Build a More How to Leverage Video

Organizations' Video Sustainable Future for Content Now
Response to COVID-19 Tourism
Blog Post BLOG SERIES

B G POS
DEVO EYO L



https://covid19.milespartnership.com/

Free Research & Resources:

Miles Partnership C
covid19.

Knowledge Porte
inership.com

Miles Partnership Global All'Stars — Stories of Resilience &
R DV E ’\/

globalallstars.milespartnership.com

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

mile
a4
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