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COVID-19 & 
the State of the Travel Industry



“Weekly Coronavirus Impact on Travel Expenditures in the US”. US Travel Association. June 18, 2020. 

Weekly Travel Spending Losses through June 13th 

Since the 
beginning of 
March, the 
COVID-19 
pandemic has 
resulted in over 
$236+ billion in 
losses for the U.S. 
travel economy.





“Weekly Coronavirus Impact on Travel Expenditures in the US”. US Travel Association. June 18, 2020. 
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“Coronavirus Travel Sentiment Index”. Destination Analysts. June 22, 2020. 



Perceived Safety of Dining in Restaurants

“Coronavirus Travel Sentiment Index”. Destination Analysts. June 22, 2020. 
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“Travel Sentiment Study”. Longwoods International. June 23, 2020. 
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*The first two ranked more than twice as important to travelers as the third. 



Memorial Weekend Travel in NC
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Month To Date – April 2020

Occupancy 29.2% -54.8% 
from     

April ’19

32.4% -53.4% 21.1% -56.8% 34.5% -57.2% 0% 28.0% -58.0% -61.6% -54.8%

ADR $76.15 -16.2% $75.93 -15.6% $66.53 -15.6% $87.70 -21.4% $0 $73.63 -24.2% -38.2% -29.3%

RevPAR $22.21 -62.0% $24.60 -60.7% $14.06 -63.5% $30.25 -66.3% $0 $20.64 -68.2% -76.2% -68.8%

Year to Date – April, 2020

Occupancy 41.9% -28.8% 45.4% -28.9% 30.7% -36.8% 58.1% -25.8% 41.3% -28.3% -29.1% -26.6%

ADR $80.22 -4.7% $82.97 3.5% $73.43 -5.1% $98.93 -7.8% $81.22 -7.7% -9.6% -9.7%

RevPAR $33.59 -32.1% $37.64 -31.3% $22.56 -40.0% $57.44 -31.6% $33.51 -33.8% -35.8% -33.7%

EC Region includes: 7 out of 7 properties; total rooms: 541/541

Goldsboro includes: 10 out of 15 properties; total rooms: 915/1127

Beaufort County includes:  6 out of 9 properties; total rooms: 413/548

2020 Smith Travel Research Report Measures

Northeast Region includes: Beaufort, Bertie, Camden, Chowan, Currituck, Dare, Edgecombe, Gates, Halifax, 
Hertford, Hyde, Martin, Nash, Northampton, Pasquotank, Perquimans, Pitt, Tyrrell, Washington, Wilson 

New Bern includes:  7 out of 8 properties; total rooms: 636/701

Middle OBX includes:  5 out of 17 properties;  total rooms: 611/1095; (Kitty Hawk, Duck, Nags Head)

Suffolk, VA includes:  9/12 properties; total rooms: 835/990

ADR= Average Daily Rate
RevPAR= Revenue Per Available Room
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Month To Date – May 2020

Occupancy 41.6% -35.8% 
from     

May ’19

39.7% -43.2% 26.1% -55.0% 47.0% -44.3% 29.0% -61.0% 41.1% -33.8%

ADR $78.67 -15.7% $76.43 -15.1% $66.38 -19.5% $87.89 -25.0% $125.42 -29.9% $74.96 -21.2%

RevPAR $32.73 -45.9% $30.36 -51.7% $17.35 -63.8% $41.34 -58.2% $36.34 -72.7% $30.82 -47.8%

Year to Date – May, 2020

Occupancy 41.8% -30.3% 44.8% -31.1% 29.8% -41.1% 55.8% -29.8% 28.0% -47.5% 41.2% -29.5%

ADR $79.91 -7.3% $81.49 -6.2% $72.15 -8.2% $97.02 -11.4% $99.96 -27.0% $79.94 -10.7%

RevPAR $33.42 -35.4% $36.49 -35.4% $21.50 -45.9% $54.13 -37.8% $28.02 -61.7% $32.96 -37.0%

EC Region includes: 7 out of 7 properties; total rooms: 541/541

Goldsboro includes: 10 out of 15 properties; total rooms: 915/1127

Beaufort County includes:  6 out of 9 properties; total rooms: 413/548

2020 Smith Travel Research Report Measures

Northeast Region includes: Beaufort, Bertie, Camden, Chowan, Currituck, Dare, Edgecombe, Gates, Halifax, 
Hertford, Hyde, Martin, Nash, Northampton, Pasquotank, Perquimans, Pitt, Tyrrell, Washington, Wilson 

New Bern includes:  7 out of 8 properties; total rooms: 636/701

Middle OBX includes:  5 out of 17 properties;  total rooms: 611/1095; (Kitty Hawk, Duck, Nags Head)

Suffolk, VA includes:  9/12 properties; total rooms: 835/990

ADR= Average Daily Rate
RevPAR= Revenue Per Available Room



Visit EC Safety & 
Reopening Plan



Main concerns:
1. Interactions with visitors and staff
2. Sharing confined, indoor workspaces
3. Sharing desks and office equipment

Plan Highlights
• VEC Onsite Staffing will rotate

• Phones will not be shared.

• Desks, workspaces, and computers will only be used by one 
person—no overlapping. 

• Shared assets / workspaces will be sanitized / wiped down before 
and after every use

• Masks will be worn when in public areas onsite or while interacting 
with people

• Brochures for visitors will be individually selected and given to 
visitors by staff

• Employees who are sick may not come to work onsite

• Employees who have been ill with fever must be fever free for 72 
hours before returning to work

• If employees onsite begin to feel sick, they are required to go home. 

• If the employee develops COVID-19-like symptoms, they must 
contact their doctor for testing and then self-isolate until results are 
back

• Those that have been in contact with that employee should also 
self-isolate and/or get tested as appropriate

• The self-isolation period is 14 days

Visit Elizabeth City Back-To-The-Office Safety Plan

Supplies needed to have on hand:
• Masks: needed at front desk and in each office

• Disposable gloves: needed at front desk for 
interactions with visitors 

• Sanitizing wipes or equivalent cleaner: needed for 
shared surfaces, especially at front desk

• Hand sanitizer: needed at front desk and in each 
office



Old Business



New Business



2020-2021 Marketing Plan Highlights



Strengths

Water

Walkable Downtown

Proximity to the Beach

Small Town Charm

Challenges

Resources

Finances

Destination Assets

Partner Communication

Opportunities

Digital Marketing

Social Media

Frontline Staff & 
Ambassadors

Capturing a New Kind 
of Traveler



Insight 1
The top 3 words past visitors use to 

describe Elizabeth City are small, 

quaint, and friendly. 

Insight 2
The most important attributes people look for in a vacation destination: 

• Quality and variety of lodging opportunities

• Quality and variety of dining options

• Variety of activities

However, of past guests surveyed, only 59% felt familiar with Elizabeth City.

Visitor Profile Research 



Insight 3
The number one reason past visitors come here is to see friends and family.

Insight 4
Visitors are most interested in opportunities for new dining options and activities on the waterfront.

Insight 5
Most of Elizabeth City’s visitors come from these target regions:

Top States

1. North Carolina

2. Virginia

Specific Designated Market Areas (DMAs)

1. Norfolk-Portsmouth-Newport News

2. Raleigh-Durham

3. Charlottesville, VA

4. Greenville-New Bern-Washington

5. Greensboro-High Point-Winston Salem

6. Roanoke-Lynchburg, VA



U.S. Travel Trends

Trend 1 
Consumers want to visit small, rural destinations rather than cities. 

Trend 2
Top 3 places travelers want to visit:

1. Park     2. Restaurant/Bar     3. Beach

Trend 3
Travelers are becoming more eager to travel – but by car and closer to home.

Trend 4
The first trip travelers want to take is to visit friends and family.

Trend 5
People will not travel again until they feel it is safe, and they will continue to avoid crowds when they do.



Marketing Goals

Goal 2
Expand partnerships with local businesses and educate partners 

about the value of using the DMO.

Goal 1 
Increase demand for lodging, attraction visits, retail sales, restaurant receipts, 

and more that expand the economic impact of the local tourism industry.

Goal 3
Build on the relationship 

with the region’s tourism 

organizations.



Goal 4
Create a wedding campaign that promotes local businesses and increases 

exposure for Elizabeth City as a destination.

Goal 5
Launch a Rose Buddies ambassador program leveraging community members.



Strategies
Exposure on multiple channels will 

be key in creating awareness, 

driving interest, and attracting 

visitors from local drive markets.

• Media Relations

• Social Media

• Email

• Traditional Media

• Digital Media

• Content Creation

• Travel Endemic Sites

• Photography



Budget
Our total marketing budget for FY 2020-2021 is $175,000.



Key Performance Indicators



We can review monthly and annual performance of our lodging industry by measuring and tracking

Occupancy, ADR, and RevPar

Economic Impact of Tourism
These numbers provide a rear-view look at visitor spending, industry jobs, 

state and local tax receipts from travel to Pasquotank County.

Occupancy Tax Collections
The actual amount of monthly revenues from the 6% occupancy tax.

Lodging Industry Metrics



Questions?

Staff and Marketing Committee Recommendation: 
Adopt the FY 2020-2021 Marketing Plan 

2020-2021 Marketing Plan



Marketing 
Grant Program

Staff and Visitor Experience 
Committee Recommendation

Approve the Matching 
Marketing Grant Program and 
documents for FY2020-2021

Program is very similar to the program adopted in December 
2019. Modifications for 2020-2021 include:

➢ To address impacts of COVID-19, the committee 
recommends loosening of requirements for projects to be 
new or significantly expanded, plus allowing a portion of the 
advertising dollars to be spent locally. 

➢ Addition of a budget template to help applicants provide 
that information

➢ Connect the marketing requirements of the grant to our new
destination marketing plan

➢ Two grant submission and approval cycles this fiscal year, 
applications due August 12 and January 13



Personnel 
Policy

The proposed new Personnel Policy has been a lengthy 
process including a review of other TDA policies, review by 
3 current board members and our attorney:

➢ Our Personnel Policy was last reviewed and adopted in 
2007 and contained many outdated elements

➢ From start to finish, Attorney John Leidy was involved in 
the process to help review the old policy, add required 
new elements and conduct a thorough final review

➢ New sections include

o Whistleblower Policy 

o Sexual and Harassment Policy 

o Technology Plan

Staff and Volunteer Board Member’s 
Recommendation

Approve and adopt the updated Personnel 
Policy Manual, effective July 1, 2020



City-County 
Restricted Funds 
Guidelines

Staff and Visitor Experience 
Committee Recommendation

Approve the updated 
Guidelines and Application for 
the City & County

Updated Guidelines for the City & County for requesting 
their restricted tourism expenditure funds highlights

➢ Include requirements as dictated by state legislation

➢ Remove outdated elements such as the requirement for 
a master plan, oversight by the TDA and a 50% match

➢ Simplify and clarify the TDA’s vision for possible tourism 
expenditure projects as well as non-allowed expenses

➢ Explain the process for the City and County to allow non-
profits to leverage these funds



Special Recognition






