
Tourism Marketing Post COVID-19



Grand Rapids: 
Positioned for Recovery 



 Pre-COVID: Nearly ½ of Grand Rapids 
visitors were coming to visit friends and 
family. 

 Opportunity: People miss their friends 
and family and we have an opportunity 
to host them in GR when the risk is 
lower. 

(Longwoods 2018 



 Pre-COVID: A vast majority of our 
visitors were coming from the 
Great Lakes states. 

 Opportunity:  Research is 
suggesting that road trips will 
come back in advance of air travel. 
Grand Rapids can pull from this 
strong base of drive-in visitors. 

(Longwoods 2018 



Pre-COVID: 78% of visitors were 
arriving to Grand Rapids via their 
own vehicle. 

Opportunity: Not relying on airlift 
for visitation will strongly position 
GR for a quicker comeback. 

(Longwoods 2018 



Marketing in Stages



EXGR 
Stages of 
Marketing 
(Layered Approach Over  Time) 

Stage 4: 
National/Full-Scale 

Marketing 

Stage 3: 
Expand to 

Regional/Drive

Stage 2:
Encourage Locals 

to Invite Their 
Friends and Family  

Stage 1:
Local Support 

and Promotion  

We are here



Specific 
Changes to 
Marketing 

 Avoid large crowd 
photography and videography 

 Incorporate the great 
outdoors more than ever 
before
 Outdoor recreation 
 Dining outdoors
 Breweries with patios 
 Weaving in “Michigan’s West 

Coast” messaging  - beaches 
 Itinerary suggestions with a 

heavy outdoor focus



Stage 1: Local 
Support and 
Promotion 

 The first focus will be on locals. We need to feel comfortable in our 
own town before any major outward tourism marketing efforts 
can occur. 

 Our area businesses also need the locals to boost the local 
economy 

 Goal: Activate locals to be our advocates 



Current Efforts 
ExperienceGR.com/Travel-Updates



Stage 1 Tactics

ExperienceGR.com/Industry-Support

https://www.experiencegr.com/industry-support/


Stage 1 Tactics

ExperienceGR.com/Industry-Support

https://www.experiencegr.com/industry-support/




Stage 1 Tactics

ExperienceGR.com/Industry-Support

https://www.experiencegr.com/industry-support/


Partner 
Examples: 
Using the 
Toolkit 

Thank You! 



Dream Grand 
Facebook 
Profile Picture 
Frame 



Stage 2: 
Encourage 
Locals to Invite 
their Friends 
and Family 

 How do we know its time?
 Once we feel that locals are comfortable with the “new normal” we 

need to encourage them to bring their friends and family to Grand 
Rapids. Indicators: 
 Businesses seeing success operating under the new normal.
 Some tourism attractions open/operational to have a fun experience 

and show your friends/family around. However, it doesn’t need to be 
fully “open”. People miss their friends and family and just want to 
spend time with them. If they can only have a fraction of the GR 
experience, are able and comfortable to travel to friends and family, 
they will do so. 

 Tactics:
 Supply them with great tools to be the best hosts they can b
 Provide information about safety/sanitation 
 Work with local media to have them help tell the “reopening of GR” 

story 



Stage 3: 
Expand to a 
Regional/Drive 
Market  

 How do we know its time to move to Stage 3?  
 Locals are fully out and about, and inviting their friends and family 
 Businesses are fully open, or open enough where we can clearly 

market them and a visitor can have a robust experience in our 
destination. 
 Example: maybe breweries can only be ½ capacity but people can still 

become Brewasders following those rules



Stage 4: 
National/Full 
Scale 
Marketing 

 When is it time to move to stage 4? What does this look like? 
(It’s going to be a while!) 

 Development of a National Marketing Campaign
 Businesses are all fully open 
 Airlines are operating



Experience 
Grand Rapids 
Current Staff 

Visit our Contact Us webpage for 
phone number and email 

addresses of current staff. 

https://www.experiencegr.com/contact-staff/
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