
Iowa Tourism High Level 
Marketing Strategy

COVID-19



Content Marketing & Updates
• Dream Now, Visit Later Landing Page

• Please continue to share your ideas                                                           
with us as we curate this content

• #IowansUnite (part of ThisIsIowa.com)
• Please continue to share your ideas with us as we curate this content

• MORE WAYS TO SUPPORT #IOWANSUNITE: Update your Facebook profile 
frame with an #IowansUnite message and print your own #IowansUnite window 
sign.

• IowaBusinessRecovery.com (part of Iowa Economic 
Development Site)

• These are the main landing pages Travel Iowa and IEDA will 
direct social media and digital content to.

https://www.facebook.com/profilepicframes/?selected_overlay_id=781745559019300&query=iowansunite
https://www.thisisiowa.com/UserDocs/contentpage/IowansUnite_Printout.pdf


Resources & Vendor Opportunities for 
Partners

• Traveler Sentiment reporting
• Continuing to monitor Traveler Sentiment reporting and sharing results. 

• Continuing to keep a close watch on travel industry searches, bookings and traffic 
patterns from various sources.

• Gift card and/or attraction admission marketplace 
• Statewide reach, marketed via Travel Iowa to allow tourism partners to sell 

vouchers now that can be redeemed later by the consumer.

• Will allow attractions to gain cash flow now and support the “Dream Now, Visit 
Later” approach.

• Virtual tour creation and guidance.
• Reviewing options for vendors that can help provide training on creating virtual 

tours and boosting your digital presence.



Tourism Marketing Strategy

• Researching fall co-op and fall 2020 advertising and 
campaign opportunities.
• Already in the works – a fall/winter Iowa Travel Guide

• Working with our agency, Fleishman Hillard, to create 
strategic marketing plan for the coming months and a 
campaign to emerge from COVID-19 restrictions.
• Our message pillars of Affordability, Natural Beauty, Culture & Lifestyle and 

Economic Viability will not change.



National Travel & Tourism Week (NTTW)
#SpiritOfTravel May 3-9

• Travel Iowa plans to engage in U.S. Travel’s NTTW Virtual 
Road Trip and will share more info soon.

• If you have not looked through U.S. Travel’s NTTW Toolkit. 
You can find that information here: NTTW Toolkit

• We can’t wait to see what creative ways you will be 
promoting travel and tourism across the state!

https://www.ustravel.org/toolkit/national-travel-and-tourism-week?utm_source=MagnetMail&utm_medium=email&utm_content=4%2E17%2E20%20%2D%202020%20NTTW%20%2D%20postcard&utm_campaign=ust


COVID Media + Social Media
Iowa Travel Partners

April 22, 2020



Brands should have 
a voice and 
communicate with 
consumers via media 
+ social media but 
they must 
understand what 
their audience 
expects and needs

60% of respondents are 

worried they or someone in 
their family will be exposed 
to COVID-19

84% of respondents 

indicated an impact on 
their daily work activity 

60% increase in the 

amount of video we 
consume globally – being 
homebound will increase 
media consumption Source: Gallup, March 2020

Source: LinkedIn

Source: Nielsen

44% of respondents 

report spending more time 
on social media because of 
the coronavirus
Source: Global Web Index Coronavirus Research, March 2020



Industry Themes
TRAVEL

•Financial impact on hotels and airlines

•Funding and aid

•Travel restrictions

•Tourism

RESTAURANT 

•Financial impact on industry

•Restaurant workers face uncertainty

•Food donations

RETAIL AND E-COMMERCE 

•Massive uptick in online shopping

•Retail workers’ interests 

•Crisis for shopping malls amid essential services operations

SPORTS AND ENTERTAINMENT 

•Streaming services 

•Cancellation of shows, games, and events

•Growth of gaming industry



Communicating With 
Media

• Now or later?

• Research recent coverage

• Understand restrictions

• Prepare for virtual interview



Proactive v. Reactive

• Website statement/updates

• Proceed with caution

• Interview framework



Don’t…

• Pitch in a vacuum

• Take advantage



Do!

• Leverage time

• Develop storylines

• Interview stakeholders

• Create content bank

• Recover faster



Travel Itinerary
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• Maintain relationships

• Innovate

• Be real

• New currency

• New normal



Inspire, Entertain, 
Inform

• We are craving virtual entertainment 
more than ever

• But people also want information…like 
what’s open to the public and what’s 
closed

• We have an opportunity to inspire future 
travel as well
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Think Virtual

• Virtual “shows” provide entertainment 
and a break from the monotony 

• Virtual tours give families things to do 
with their families

• You can’t promote travel but you can 
create affinity for your city/community 
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Don’t…

• Appear tone deaf

• Make light of the situation

• Take too long to react

• Promote of plan too far in advance
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Do!

• Think about your consumers’ mindset

• Think about how you’d react

• Get creative

• Prop up your community 

• Monitor for opportunities 
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• Don’t go silent

• Be a source of information

• Think outside the box!

• Remember your audience

• Work together



THANK YOU! 


