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EFFECTIVE 
COMMUNICATION

 Proactive, ongoing messaging 

 Clear, concise and uncomplicated content

 Focus on guest perspective and experience

 Make it your own



MARKETING STRATEGIES

 Develop informative video content

 Implement a Clean & Safe Task Force

 Expand information outlets

 Reinvent amenities and experiences

 Maximize branding opportunities



MANAGING PRESS & 
SOCIAL MEDIA

 Establish Protocols

 Update Press Kit & Photography

 Unexpected Crisis Communication



Edward Roe
General Manager

Fairmont Sonoma Mission Inn & Spa
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#ALLSAFE 

Fairmont 
Sonoma Mission Inn & Spa 



PRESENTATION TITLE 10

Health & Safety Is Our Top Priority 

Illustrated with a two- hour re-
orientation for all 

colleagues/heartists
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Welcome and mask up 
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Guest Journey
• Pre-arrival phone call

• Pre-arrival email 
• Arrival Health Screening, including a temperature check 

• Guests required to wear masks (provided by hotel)
• Social distancing & protocol posters throughout Hotel

• Social distancing floor decals
• “Did You Know” signs while guests are waiting  

• Doors propped open throughout the resort  
• Plexiglas screens at the Front Desk & Concierge Desks 

• Welcome GM letter presented upon arrival  
• Guests receive a PPE Amenity Kit in each Room & Suite

• In-room guest letter detailing protocols 
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Signage 



PRESENTATION TITLE 15

Lobby 

Hand Sanitizer 
& Signage
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Hotel Services
• Breakfast – Counter-service with patio seating
• Complimentary “served” Coffee for all guests

• Lunch & Dinner – Counter-service, alfresco pool patio & pool-side dining
• Food Trailer – CaliForno, Street Eats, Friday & Saturday evenings 

• F&B delivery to all guest rooms and suites 
• Social distancing signage throughout property including all entrances, 

pool and all elevators 
• Patio, pool-side, cabana and public area tables & chairs are sanitized and 

adjusted to allow for Social Distancing
• Plexiglas sneeze guards at all F&B outlets 

• Main Resort “mineral water fed” pool open 10am – 9pm
• Pool concierge to hand out towels and assign seating 

• Operating with an abundance of caution - Valet Parking, Shuttle and IRD 
services have been suspended 
• No gatherings or events   

• Spa & Fitness Center currently closed (State & County Orders) 
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The Operation 

CaliForno, Street 
Eats 

Fire 
Pits  
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Food & Beverage

Poster Size 
Menus Table Signage 

Reminder
s
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Hotel Services
• Guest Rooms & Suites left to rest for 48 hours between guest stays

• All linens are bagged in the guest rooms
• Room Attendants change masks and gloves after every room clean  
• Guests are to vacate rooms when employees are in a guest room 

• Paper amenities including magazines and marketing collateral have 
been removed from rooms

• Throw pillows and extra pillows and blankets have been removed  
• Stayovers cleaned every third day or upon request

• Turn-down service upon request  
• “Theater of Cleaning” in full operation 

• Enhanced frequency of cleaning public areas
• Public restrooms have cleaning “sign off” signage 
• Hand sanitizer stations throughout the property 

• Only two guests per elevator 
• Daily alfresco wine tasting 
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Public Spaces 

Doors 
Propped 

Open Hand Sanitizer 
Elevators 



PRESENTATION TITLE 21

Guest Rooms 

TV Remote 
& PPE Kits

Guest 
Room Seals 

Public-Area 
Restrooms
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Thank You 

Theater of Cleaning



Lisa Kershner
General Manager

San Francisco Airport Marriott 
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Awareness



Education



Continuous 
Improvement



Safety and 
Sanitation



The New 
Normal
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HYATT’S GLOBAL CARE & 
CLEANLINESS COMMITMENT
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https://app.frame.io/presentations/ff7579c7-b02b-4532-81b6-03d6d10561af

https://app.frame.io/presentations/ff7579c7-b02b-4532-81b6-03d6d10561af


PROPERTY SPECIFIC 
COMMUNICATION
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PUBLIC AREA 
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BACK-OF-HOUSE
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SOCIAL MEDIA
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PRELIMINARY

Overarching messaging

We’re bringing more flexibility and peace of mind to 
your stay, from check-in to dining and more. 

Our Hyatt digital amenities ensure that care remains at 
the heart of every stay – so that contactless always 

means thoughtfulness.

 Stay on your time with mobile check-in & check-out
 Access your room with mobile key entry
 Order knock-and-go room service
 Stream your entertainment with in-room 

Chromecast

Less contact. More care.
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Thank you!



Melinda Yee Franklin
Managing Director

Corporate and Government Affairs, Western Region
United Airlines

COVID-19 Prevention & Enhanced Cleaning Guidelines for Hotels 



UNITED AIRLINES

Webinar  on Marketing Cleaning Guidelines
Hotel Council of San Francisco
30 July 2020

Presented by Melinda Yee Franklin
Managing Director, Corporate and Government Affairs



AIRPORTS DESERTED DURING COVID-19 PANDEMIC



Demand* for Future U.S. Air Travel Plateaued in June
Net Booked* Passengers Down 81 Percent, Revenue Down 91 Percent

Source: Airlines Reporting Corporation (ARC) for most U.S. and foreign carriers for any flight to/from/within the United States
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* Sales transactions minus refunds, for all future travel up to 330 days out

Year-Over-Year Change (%) in 7-Day Rolling Net Bookings*

Presenter
Presentation Notes
https://www.bloomberg.com/news/articles/2020-07-20/u-s-airlines-face-the-end-of-business-travel-as-they-knew-it?srnd=markets-vpEven after 18 to 24 months, business travel will remain at least 25% below pre-pandemic levels and may stay down by as much as half, said Bruno Despujol, a partner at consultant Oliver Wyman. Trips for internal purposes, which account for as much as 40% of business demand, is most likely to decline.At Sunnova Energy International Inc., travel next year may prove to be just half of 2019 levels and possibly as little as a quarter, said Chief Executive Officer John Berger. The Houston-based residential solar company, which used to put executives in premium seats or coach depending on the length of the trip, is planning to hold more meetings by video conference. “We’re pretty much locked down right now,” Berger said. “We’re not doing much travel -- really rare. Now, I’m starting to get worried if we’re going to do much travel in Q1” of next year. Premium domestic demand collapsed in April with the rest of the market, and those fares cratered in May to the lowest in data going back to 2008. This week, a last-minute ticket for American’s luxury first-class service between New York and Los Angeles listed for $3,322, compared with $8,000 when those flights began in 2014.Improved video conferences further lower the chances of returning to the heyday of corporate flying as companies look at travel budgets as ripe for cuts, said Eric Bernardini, a managing director at consultant AlixPartners.“It won’t replace the need to go visit your customer, but there will be an impact on how many people are going to travel and how often,’ he said.�Columbia Sportswear Co. is revising its policies, evaluating the safety protocols of hotels, rental-car companies and ride-share providers. Health risks are joined by concerns an employee could get stuck in two-week quarantines when traveling to other countries and returning to the U.S.“Face-to-face contact and visibility is important. That said, no one’s going anywhere,” said Peter Bragdon, Columbia’s chief administrative officer. “It’s pretty easy to imagine how something that was meant to be a few days of travel turns into five weeks of being caught in a snarl.”�



U.S. AIRLINES HAVE GROUNDED OVER 3,000 AIRCRAFT



In 2020, S&P Has Lowered Its Credit Ratings on Every U.S. Passenger Airline*
Ratings Actions Taken to Reflect Weakened Financial Condition and Heightened Risk

Source: Standard & Poor’s 

Alaska Allegiant American Delta Hawaiian JetBlue Southwest Spirit United

15-Mar 14-Jul

BBB+
BBB
BBB-
BB+
BB
BB-
B+
B
B-
CCC+
CCC
CCC-
CC
C
D

* Publicly traded U.S. carriers in S&P Global coverage universe

A-

Presenter
Presentation Notes
Rating	Score	DescriptionAAA	21	PrimeAA+	20	High gradeAA	19	AA-	18	A+	17	Upper medium gradeA	16	A-	15	BBB+	14	Lower medium gradeBBB	13	BBB-	12	BB+	11	Non-investment grade speculativeBB	10	BB-	9	B+	8	Highly speculativeB	7	B-	6	CCC+	5	Substantial riskCCC	4	Extremely speculativeCCC-	3	Default imminent with little prospect for recoveryCC	2	C	1	D	0	In default



U.S. AIRLINES ARE WORKING AROUND THE CLOCK
TO SANITIZE COCKPITS, CABINS AND KEY TOUCHPOINTS



COVID-19: “FLY HEALTHY. FLY SMART” CAMPAIGN

A4A has launched a public awareness campaign to educate travelers ahead of Memorial  Day 
weekend. The campaign includes multi-media outreach showcasing the enhanced cleaning  and 
procedural changes U.S. airlines are implementing as well as reminding the traveling public of  
steps they can take to help prevent the spread of COVID-19, including:

• Mandating face coverings for customer facing employees & passengers throughout the journey.
• Sanitizing counters and kiosks.
• Intensive cleaning protocols, in some cases to include electrostatic cleaning and fogging procedures.
• Back-to-front boarding as well as adjusting food and beverage services.
• Encouraging the Transportation Security Administration (TSA) to begin conducting temperature  

screenings.
• HEPA filters in all A4A member aircraft which help generate hospital-grade air quality.

• The Centers for Disease Control and Prevention (CDC) has said that, “Because of how air circulates  
and is filtered on airplanes, most viruses and other germs do not spread easily on flights.”



WEATHERING THE STORM
The CARES Act wasasmart investment in the 750,000menandwomenemployed by U.S.airlines. But thenovel coronav1ruscontinuesto  

devastate the industry, and the cash crisis for U.S. airlines 1sfar fromover.Additional sourcesof rehef areneeded.

UNPRECEDENTED IMPACTAND A LONG ROAD AHEAD
Lowest passenger traffic since Population under stay at home orders Net bookings down nearly

1 9 5 0 s t A r 9 5 % * w 1 0 0 % O v e r 3 0 0 0

A DIRE FINANCIAL CRISIS WITH NO END IN SIGHT

SELF-HELP MEASURES TO  
BOOST LIQUIDITY

Making historic capacity cuts  

Parking and/orretiring aircraft

Trirrming capitalexpenditures,  
including aircraft deliveries

Cutting executivecompensation

Implementing voluntary leaveand  
early retirementprograms

Shutting airport lounges and  
consolidating concourses

Raising $40B via capitalmarkets

Utilizing passenger planes for  
essential cargo deliveries

+

'Projected reduction In U.S. airline operating revenues from 2019to 2020

CARES ACT ASSISTANCE  
FOR WORKERS

Direct Payroll
Assistance

Loans

$29B
Potential

$29B

planes parked

LOST REVENUE

�

$100B.

� airlines.org



AIRLINES ARE TAKING A WIDE VARIETY OF SELF-HELP ACTIONS
TO REDUCE CASH BURN
SELECTED EXAMPLES OF ACTIONS TO IMPROVE CASH FLOW FROM OPERATIONS, INVESTING AND FINANCING

» Making historic capacity cuts, parking and/or retiring older aircraft (and, in some cases, entire fleet types)
» Utilizing passenger planes on cargo-only missions, either belly-only or belly and main cabin

» Freezing hiring and non-essential spending (e.g., employee travel, consultants, events, marketing, training)

» Consolidating footprint at airport facilities (e.g., concourses); shuttering lounges; halting real estate projects
» Simplifying onboard product (e.g., food and beverage)
» Negotiating with vendors: cobranded credit cards, airports (i.e., zero-interest rent deferrals), regional airline partners  (i.e., r    

caterers, etc. to achieve relief on payment terms/timing

» Deferring aircraft deliveries and reducing non-aircraft (e.g., ground equipment, IT) capital expenditures

» Raising funds via capital markets: borrowing funds via unsecured or secured loans and/or selling stock
» Selling/mortgaging aircraft/engines/other assets

» Suspending capital return programs, including share repurchases and the payment of future dividends
Source: A4A and member companies



U.S. AIRLINES ARE MOVING ESSENTIAL SHIPMENTS
AND RELIEF SUPPLIES
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