Recovery and Marketing Campaigns for
Destinations during COVID-19 and for
the Post-Pandemic Era
Prof. Eli Avraham, Univ. of Haifa, Israel
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Aims and Goals

* How did countries/cities use recovery
marketing during Covid-19?

* Which themes did the hospitality industry use
during the pandemic?

*What are the expected future key marketing
strategies to attract tourism?

* Analysis of news reports, videos/ads, social media [
posts, websites and YouTube AooRs

* 3 phases: Pre-lockdown, lockdown (April-May
2020), post-lockdown (June 15, 2020-)




Lockdown (April-May 2020)

Virtual/Real Events

* Goals: Keep tourists away,
create awareness, support
the local industry

* Puerto Rico: Live cocktail
mixing with salsa dancing
classes on Instagram

* Jamaica: “Escape To
Jamaica” Instagram Live
Series events

* Vienna: Virtual museum
tours

* Faro Islands: Travel
simulator

«Escape To
Jamaica” Instagram
Live Series Kicks
Off April 3
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https://www.linkedin.com/posts/brad-dean-9218725_instagramlive-discoverpuertorico-activity-6648711545641582592-AAE4/

AN VlRTUAL PARIS

A Virtual Tour with Us!

’ll\ll'.

TEEn

v

iy -
-t

AR

e

. .Zg}?‘_ -

ERMmA 11
- /itlual TOUROF
WASHINGTON 0C ©

.

W




Promise for Future Tourism (UNWTO
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https://www.unwto.org/sites/default/files/news/un-tourism-news-10.html

Turning Negatives to Positives

*Manitoba, Canada: “Sometimes, e
absence makes the heart grow HEART GROW FONDER

fonder... Sometimes it’s in absence
where we have a chance to reflect.
[t’s in absence that we have a chance

to be thankful, to appreciate the
special moments in our lives...”

*Scotland : “Absence makes the heart
grow fonder.”




Emphasis on Similarity in Values, History and Challenges

Create an affinity toward a
specific target audience via an *

emphasis on familiarity,
proximity or similarity (values,

heritage, cultural symbols and
heroes).

*Mexican ads targeted for 17
countries’ tourism markets




“China-Thailand, Same Family”

*Expressing
“support &
encouragement’,
wishing China
would overcome
the crisis, and

expressing love i
towards China. s H%EFE,! |
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Patriotism and Nationalism

ENGLISH 25-31 May 2020

VisitEngland® TOURISM WEEK

1 SUPPORT
ENGLISH
TOURISM

Let's show them

WE CARE

They take core of us, now we will take core of them!
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g Niagara Falls Tourism
2hrs - Q@

Share your #heartsofsolidarity as we work together to stop the spread of
COVID-19. Light up windows, draw a heart - get creative.

I »
' & DERBY H I RE : - #weareallinthistogether #socialdistancing #washyourhands
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Phase 3: Post-lockdown and Recovery (mid-June 2020-)
Local Tourism F|rst Patrlotlsm and Natlonallsm
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Niche Tourism
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The Visit as a Restorative Experience: Malaysia and
Greece

Enjoy the break

you totally
deserve

Groek Summer 1s a state of mind
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Iceland



https://www.youtube.com/watch?v=Ua-t4TUspes&t=64s

Campaigns: “We are a Covid-19-Safe Destination”

Covid-19 brought new standards to the NWN& s ';‘
tourism industry: masks, sanitation N &
measures, frequent body-temperature
measurements and maintaining social
distancing.

*Egypt
*Croatia
*Turkey




P rom ot i on 852 a.m. £T, May 26, 2020
Cyprus will cover holiday costs for Covid-19 positive

Italy Sicily will PAY half the price of flight, : . =
i LEMER RS Ly S tourists and their families

hotel bill and free museums tickets to get back
From ONN's Clis Liakos

tourist after CoronaVirus -
T 34 New Updates




Hotels Use Similar Strategies for their Marketing

Hygiene Standard Plus l

v The state-ofthe-art room disinfection technologyis certfied effective

against the corona virus ~

v Each quest receives a personal protection kit

v The common areas are equipped with thermal cameras and non-contact |
hand sanitiser dispeners,

v The restaurants are tailored o the new realty, but with al the comforts for
OUr quests who deserve the very best

| \'\“

v The number of people in our swimming pool complexes s imited.




Understanding Hotels Customers’ Concerns
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Artificial Intelligence (Al)

Today
Specials’
Recommendation

Ordor Moals
or Drinks

Schedule
Lunch / Dinner

Answering
Critical
Queries

Making
Evening
Reservations

Recommending
Sightseeing
+ Visits

7 ; Cantrel
Taxi Booking Room

* Itine;ary Temperature
Planning + Lighting

” MARUTI

TECHLABS
»»»»» marutitech.com




Nostalgia, Patriotism and Promise of Future Trlps

#DONTCANCELMICIFY #SAVETOURISM

ARIZONA GRAND
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CANCEL ﬂ.&iﬁl.:ﬂl?
CHANGE THE DATES &

LET'S SAVE TOURISH %
T“EEI"ER' $r We've Missed You

WE'RE HERE FOR YOUR NEXT JOURNEY - WHENEVER YOU'RE READY

AND WHEN THE TIME 1& RIGHT

Recharge with a relaxing getaway featurning expansive outdoor spaces and unrivaled
recreation

Oanis Water Park re-opens Friday, May 15th and we Llaok Torward to welcoming you back!

SUMMER STAYS STARTING FROM $179

Safe and sustainable hospitality practices are always our highest priority

Click here to Llearn more about our cleaning standards

QOO

Arizona Grantg Resort & Spa

(A7 7) nOO.4A88N | ArizanaCrandflesort. com

Unsubscribe from our marketing cemails




Customer Relations, Sales
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We miss you First Namel!

It"s been far too long since your [ast visit! Each year beings new changes to the property,
and we would love to welcome you back to experience these exciting enhancements. Hope
10 se you s0on!

Hotel Name | 123 Main St City, ST 98765
1(800) 123-4567
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Unsubseribe from our marketing emaiis
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Experience the richness of Nyonya culture /night
#EstadiaHotel

« Late check out at 3pm « Walking distance to most Histerical Sites
« Complimentary parking upon check in  « Close to Central Business District

For any inquiries, please contact +6 06 227 9600 or visit www.estadiahotel.com



Looking Towards the Future

EUROPEAN
Trends in future tourism: TRAVEL
COMMISSION

* Domestic tourism for short trips

* Nearby destinations, using a car, at low
cost

Key concerns:

e Safety

*Cleanliness and hygiene
*Social distancing




Future Key Marketing Strategies
Use of public opinion leaders
and celebrities

*Rihanna promotes Barbados

*Naomi Campbell promotes
Kenya




Initiating Festivals, Sport and Cultural Events
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Use of Patriotism and Nationalism to Promote Domestic
Tourism




Creating an Affinity between Destinations and Specific
Audiences
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Black History Month-Uganda

Create an affinity toward a specific target audience by an emphasis on the familiarity, proximity
or similarity (values, heritage, cultural symbols or heroes).




Addressing the Concerns and Fears of the Target
Audience

intelligence and

Service Hutomation
I : N Travel, Tourism

pm YOUR TRIP-NOW!-

and Hospitality




Niche Tourism (Nature Tourlsm)

Your answer to

#letantydotlnien
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W Tourism Ketowng M Touriem Kelowna
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Savour every bite - | efresh your senses Discover wide
open spaces
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See More



Summary and Discussion WYL i

*Main strategies: reassuring messages g WORLD 13 S
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take into account the tourists’ emotions

(anxiety, fear and worry)
. , . MARKETING ADVIE FOR HOSPTALTY
*The field of tourism will undergo

significant changes, as decision-makers
decide regarding target audiences, types
of tourism, marketing strategies and
what changes should be made in the
destinations’ vision and strategic plan.




New Publications: Covid-19

* Avraham, E. (2020). From 9/11 through Katrina and Up to COVID-19:
Recovery Marketing Campaigns for American Destinations Facing
Tourism Crises. Current Issues in Tourism. 24 (20). 2875-2889.

 Ketter E. & Avraham E. (2021). #StayHome Today So We Can
#itravelTomorrow: Tourism Destinations’ Digital Marketing Strategies

during the COVID-19 Pandemic. Journal of Travel and Tourism
Marketing. 38(8):819-831.

* Avraham, E. (2021). Recovery Strategies and Marketing Campaigns for
Global Destinations in Response to the Covid-19 Tourism Crisis. Asia-
Pacific Journal of Tourism Research. 26 (11): 1255-1269.

* Taecharungroj, V. & Avraham E. (2021). Marketing destinations during
turbulent times: Image repair strategies to combat Thailand's tourism
crises. Asian Journal of Communication.




