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Agriculture (USDA) civil rights regulations and policies, this

institution is prohibited from discriminating on the basis of race,
color, national origin, sex, age, disability, and reprisal or retaliation
for prior civil rights activity. (Not all prohibited bases apply to all
programs.)

I n accordance with Federal law and U.S. Department of

Program information may be made available in languages other
than English. Persons with disabilities who require alternative
means of communication for program information (e.g., Braille,
large print, audiotape, and American Sign Language) should
contact the responsible State or local Agency that administers
the program or USDA's TARGET Center at (202) 720-2600 (voice
and TTY) or contact USDA through the Federal Relay Service at
(800) 877-8339.

To file a program discrimination complaint, a complainant should
complete a Form AD 3027, USDA Program Discrimination
Complaint Form, which can be obtained online, from any USDA
office, by calling (866) 632-9992, or by writing a letter addressed
to USDA. The letter must contain the complainant’s name,
address, telephone number, and a written description of the
alleged discriminatory action in sufficient detail to inform the
Assistant Secretary for Civil Rights (ASCR) about the nature and
date of an alleged civil rights violation. The completed AD-3027
form or letter must be submitted to USDA by:

mail:

U.S. Department of Agriculture

Office of the Assistant Secretary for Civil Rights

1400 Independence Avenue, SW

Washington, D.C. 20250-9410; or

fax:

(833) 256-1665 or (202) 690-7442;
email:

program.intake@usda.gov.

This institution is an equal opportunity provider.
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onforme a la ley federal y las politicas y regulaciones de

derechos civiles del Departamento de Agricultura de los

Estados Unidos (USDA), esta institucion tiene prohibido
discriminar por motivos de raza, color, origen nacional, sexo, edad,
discapacidad, venganza o represalia por actividades realizadas en el
pasado relacionadas con los derechos civiles (no todos los principios
de prohibicién aplican a todos los programas).

La informacién del programa puede estar disponible en otros idiomas
ademas del inglés. Las personas con discapacidades que requieran
medios de comunicacién alternativos para obtener informacion

sobre el programa (por ejemplo, Braille, letra agrandada, grabacion

de audio y lenguaje de sefias americano) deben comunicarse con

la agencia estatal o local responsable que administra el programa

o con el TARGET Center del USDA al (202) 720-2600 (voz y TTY) o
comunicarse con el USDA a través del Servicio Federal de Transmision
de Informacion al (800) 877-8339.

Para presentar una queja por discriminacién en el programa, el
reclamante debe completar un formulario AD 3027, Formulario de queja
por discriminacion del programa del USDA, que se puede obtener

en linea, en cualquier oficina del USDA, llamando al (866) 632-9992,

o escribiendo una carta dirigida al USDA. La carta debe contener el
nombre, la direccién y el nimero de teléfono del reclamante, y una
descripcion escrita de la supuesta accion discriminatoria con suficiente
detalle para informar al Subsecretario de Derechos Civiles (ASCR,

por sus siglas en inglés) sobre la naturaleza y la fecha de la presunta
violacién de los derechos civiles. La carta o el formulario AD-3027
completado debe enviarse al USDA por medio de:

correo postal:

U.S. Department of Agriculture

Office of the Assistant Secretary for Civil Rights

1400 Independence Avenue, SW

Washington, D.C. 20250-9410; o

fax:

(838) 256-1665 0" (202) 690-7442;

correo electrénico:

program.intake@usda.gov.

Esta institucion ofrece igualdad de oportunidades.
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Agenda

e 10:00: Welcome and Introductions

* 10:10: Short Presentation: Covid-19’s impact on
tourism, current trends

* 10:20: Breakouts: In small groups, discuss

current needs, assets, and opportunities for
collaboration.

* 10:40: Report out

« 10:50: Wrap-up discussion, further resources,
opportunities for follow-up, set next meeting.

* 11:00: Adjourn
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Introductions!
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Immediate economic impact will be greater than during GFC

World: GDP

% quarter msNon-China EM q/q contribution (RHS) | recast
4 1 EBChina g/q contribution (RHS)
#WAdvanced economies g/q contribution (RHS)
5 —Global % quarter (LHS)

Adam Sacks
Founder & President
Tourism Economics,
an Oxford Economics Company

_8 _
2004 2006 2008 2010 2012 2014 2016 2018 2020
Source : Oxford Economics/Haver Analytics
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Total US travel industry impacts

Total Travel Revenue Loss in 2020

$ billions
$0 - . .
. * Including international and
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Source: Tourism Economics
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Losses are already mounting

National weekly travel spending
$ billions, year-over-year change
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Source: Tourism Economics
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The more remote, the better

Weekly travel spending (week ending March 28)
%, year-over-year change
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Economic rebound expected in 2021

Real GDP Growth Contribution yonsumrton

= Nonresidential Investment
i Residential Investment
% = |nventories
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= Government Spendin
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. . 2 TOURISM ECONOMICS
Source : Oxford Economics/Haver Analytics Q
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Once recovery begins, travel will surge

Domestic substitution effect
% change yly, 2003

25% 1
1 End of SARS outbreak
o e Domestic Room |
20% Demand |
15% === Qutbound Air I
Passengers 1
10% A 1
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0% 1 N/
-5% -
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-15% -
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Source: STR, NTTO, Tourism Economics

US residents chose not to
travel abroad in 2003 and
outbound trips declined 5%
in 2003. Meanwhile,
domestic travel grew.

A 50% drop in US
outbound travel this year
equals roughly 50 million
trips—a share of which will
convert to domestic.

& Tourism Economics
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Already signs of shifts toward domestic travel (and drive)

Impact of COVID-19 on Upcoming Travel Plans Comparison

Canceled trip completely

Reduced travel plans

Changed destination to one | can drive to

Changed trip from international to domestic

0 30 60
m April 1 m March 26 ® March 19 m March 11
Base: Coronavirus Changed Travel Plans

Travel Sentiment Study Wave 4 L@ngWOOdS I miles !
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Concluding reflections

* International market downturn is likely to extend into 2021

* Domestic (including Canada and Caribbean) travel positioned to recover
more quickly but timing will be initially more defined by social distancing
policy than economy

* Regional travel will lead all opportunities as societal opening will be
incremental/local over the next several months (activity and lodging shifts)

« Business and group travel will lag due to low cash/profits as well as
corporate and government policy

» Leisure travel pent-up demand (along with converted outbound) presents
opportunity in the second half of 2020

* Return to “normal” levels of travel will be a multi-year effort

& Tourism Economics




MICHIGAN STATE
UNIVERSITY

‘ Extension

Accepting Reality

- This is an Existential Crisis

Damian Cook
CEO
E-Tourism Frontiers

- This will not end quickly or have a defined ending

- Travel will fundamentally change: The Sector will not
resume as it was before

- Every Destination is now a Start Up

- Airlines, tour operators and visitors will prioritize

Destinations with a plan in place before recovery, not
creating one at the time

§\|r
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Info

- Providing Credible Information to Trade, Prospective
Travellers and Government is your Main Asset

- Fact Check and Vet everything
Eliminate the FOAF factor

- |ldentify Accurate Sources

- Practice Ephemeral Messaging

- Seek Allies in Trade and Media

s\“r
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Resources

- Gain Trust and Inspire Confidence:

- Create a Communication Plan and Structure with policies

- Create Official Channels of communication not consumer
channels and use associations for dissemination

- Create an Online Resource Hub and link to trusted
partners, don’t reinvent the wheel

- Use Business Surveys to identify challenges and
opportunities
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Tourism Triage

T - Focus on retaining Brand Awareness over
business

- Focus First Phase on sectors that can and will
come back (Hikers over Cruise Passengers)

- Take stock of your products- which are going to
work for you during Recovery?

- Some products may be viewed through the prism of
pandemic: Buffets, Cruise Ships, AirBnB

§\|r



MICHIGAN STATE
UNIVERSITY

‘ Extension

Breakouts

* |n your groups, please discuss:

1. The major challenges facing your businesses or the
businesses you work with due to Coronavirus.

2. What you need that you do not have: funding,
information, communication, policy ideas, etc.

3. Strategies your businesses and/or communities
have begun implementing.

« Each group should identify one person to take
notes and report out to the group.

§\|r
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Report Out

Challenges

How do we promote/showcase that
we’re being careful?

Lack of communication between
employers and employees and
employees and employees
Seasonal issues, what does this look
like long term?

When is it appropriate to launch
this? What’s the “green light”?
Moderating fears of locals of
“importing” covid-19.

Small business survival-CARE act
does not work for small biz,
employee based

Bogged down folks in industry
Lack of communication between
employees and employers
Philological inaction
Employer lack of interest in laying
people off, especially with fear of
unemployment not coming through

Needs

funding for educational
initiatives

Need clarity on funding
programs continually
Coordination between
partners-can’t get in each
other’s way, don’t want to
duplicate efforts
Small-biz-specific relief
More collaborative tourism
marketing — MSUE role?

Strategies

CovidCareful/Education

Education specifically for those not
involved in tourism: “These are the
steps we’re taking to be
responsible”

. UP-specific campaign
Maintaining positive message and
watching tone
Use virtual resources, story maps,
virtual field trips, good for

accessibility long term
Create facebook page for work family / all
employees: keep employees engaged and
supported
Providing employee meals
Hosting go fund me campaign
Customer outreach and flexibility to find
solutions — especially when it comes to events
Holding secondary hold date, removing
cxl and deposit policy
Complete hold of some events, restructuring
(physically) of other events
Offering virtual or adjusted alternatives for
events/ services
Adjusting protocol for after things open back

up
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Wrap-Up

* Final Parther Comments: Resources, Support
- MSUE Resources
- MEDC Resources

* Next Meeting?

 Evaluations
. https://bit.ly/2Vz24C6
- https://bit.ly/2Vu8JgM

s\“r



https://www.canr.msu.edu/government/Local-Government-Resources-for-Novel-Coronavirus-Response/index?fbclid=IwAR2JaboUDtw0VKDEVPCK6PMxuLqRbRGSXI1wpRpLYcWtd_9yhfcczoJvKDM
https://www.michiganbusiness.org/about-medc/covid19/
https://bit.ly/2Vz24C6
https://bit.ly/2Vu8JgM
mailto:croninwi@msu.edu
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