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Overview
The coronavirus disease (COVID-19) pandemic had 
unprecedented impacts throughout the globe, but 
especially among the international tourism industry. In 
March 2020, the United States was forced to impose 
numerous travel restrictions, halting international travel. 
Tourism fell over 65 percent worldwide in 2020, and 
the global tourism industry was not expected to return 
to pre-pandemic levels till at least 2023.1 As the borders 
reopened and prevention measures were introduced, 
such as vaccines, a sense of normalcy returned prompting 
a post-COVID-19 boom in travel. 

This highlighted a significant challenge for federal public 
health agencies to consider the risk of transmission 
among international travelers and how they proactively 
communicate critical public health guidance. CDC’s 
Division of Global Migration and Quarantine (DGMQ) 

worked with Deloitte, Chickasaw Nation Industries, and 
Coegi to reimagine how to engage audiences through 
piloting a series of geofenced marketing solutions.  
DGMQ aimed to reach arriving international travelers 
at 6 land and 4 air ports of entry (POE). Between July 
2022 and February 2023, we implemented a geofenced 
public health messaging solution. This had two parts: 

Geofenced social media marketing at three 
POEs, including Chicago O’Hare and Cross 
Border Xpress airports and San Ysidro land 
border crossing.

Geofenced programmatic advertising at seven 
POEs, including Seattle Tacoma and Dallas Fort 
Worth International Airports, and Otay Mesa, 
Yuma, Bridge of the Americans, Paso del Norte, 
and Peace Bridge land border crossings. 
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1 Behsudi, A. (n.d.). Impact of the pandemic on tourism – IMF F&D. Retrieved October 26, 2021, from https:// www.imf.org/external/pubs/ft/
fandd/2020/12/impact-of-the-pandemic-on-tourism-behsudi.htm.

CDC’s Division of Global Migration and 
Quarantine (DGMQ) worked with Deloitte, 
Chickasaw Nation Industries, and Coegi 
to reimagine how to engage 
audiences through piloting a series 
of geofenced marketing solutions. 

Geofenced Social Media POEs Geofenced Programmatic POEs

https:// www.imf.org/external/pubs/ft/fandd/2020/12/impact-of-the-pandemic-on-tourism-behsudi.htm
https:// www.imf.org/external/pubs/ft/fandd/2020/12/impact-of-the-pandemic-on-tourism-behsudi.htm
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Planning and Content

Phase 1: Report on 
Current Challenges
This report outlined the current-
state and challenges as it relates to 
delivering public health messaging 
to international travelers. 
Details included challenges and 
preferences for information 
access, as well as a comprehensive 
comparison of pre- and post-
COVID-19 international travel 
patterns outlining travel trends,  
top travel routes, and the impact  
of COVID-19 on travel.

Phase 2: Report on 
Optional Solutions
This report outlined possible 
solutions for reaching audiences 
at U.S. POE’s with public health 
messaging. Details included 
locations that would provide 
the greatest opportunity for 
reach, personas segmenting 
traveler audiences, journey 
maps showcasing key traveler 
touchpoints, and environmental 
scans highlighting successful 
delivery mechanisms for reaching 
target audiences.
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travelers’ motivations and behaviors, and 
their preferences for accessing and receiving 
public health information (e.g., through digital 
traditional channels and technologies). 

The research resulted in three overarching 
findings, which were the following:

1. It’s all about digital. Most international 
travelers are frequently using mobile and 
digital technology and they are relying less 
and less on paper or printed products.

2. Messages should be “bite-sized.” 
Travelers prefer information that is short, 
quick, to the point, and easily accessible 
(not to mention authentic and from 
trusted sources).

3. Say it again (and again). International 
travelers have a lot on their minds—key 
messages should reach, and re-reach 
travelers at multiple points along their 
journey.

The research and findings introduced above 
constitute the CDC’s DGMQ Phase 1: Report on 
Current Challenges which is the foundation for 
creating a meaningful and impactful global 
public health engagement strategy. It contains 
a detailed analysis into the traveler experience, 
including likes and dislikes associated with 
pandemic-related communications, during 
instances of international travel (whether it 
be for business or leisure). It also outlines 
opportunities for traveler engagement, 
including geographically targeted messaging 
channels and tactics, to influence good public 
health behaviors in a continuing and evolving 
COVID-19 world. Following the research and 
findings here is a Phase 2: Report on Optional 
Solutions that proposes geofencing pilots that 
can enhance COVID-19 emergency health 
information messaging for international 
travelers arriving at U.S. POEs. The pilots 
also offer a model for how to manage 
communications in future emergency public 
health situations. 
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International travelers have a lot 
on their minds—key messages 
should reach, and re-reach 
travelers at multiple points along 
their journey.

Centers for Disease Control and Prevention

Phase 1: Report on  

CURRENT  
CHALLENGES
Challenges and Opportunities for Engaging International 
Travelers with Public Health Messaging  

October 29, 2021

Phase 1: Report on Current Challenges Deloitte  |  5

Centers for Disease Control and Prevention

Knowledge refers to 
what travelers currently 
know and challenges 
with information access.

Attitudes refer to how travelers feel 
about the information they receive,  
to include their preferences for getting 
messages. Beliefs refer to trust, faith, 
and acceptance of the information 
that will lead to action and behavior 
change. When combined, KABs then 
define the traveler experience.

Research Goal and Objectives 
The primary research goal was to identify 
channels and tactics to reach travelers with 
COVID-19 messages (as they arrive at U.S. 
POEs) and understand how to influence them 
to follow U.S. public health recommendations 
and requirements. Research objectives to 
meet this goal were to: 

1. Determine when, where, and how 
international travelers arrive at  
U.S. POEs 

2. Understand the international traveler 
experience, including who travelers are, 
their motivations and behaviors, and 
preferences for accessing and receiving 
public health information 

3. Identify channels and tactics to best 
engage international travelers, using 
data to inform the placement and 
distribution of public health messaging 

Research Questions  
To achieve the goal and three objectives, 
research focused on answering a set of 
questions to understand international 
travelers’ knowledge, attitudes, and beliefs 
(KAB) as it relates to COVID-19 public  
health information.

Knowledge  
• What challenges do different types 

of travelers face when accessing and 
understanding COVID-19 health and 
travel information upon arrival in the 
United States?

• How do international travelers get 
information post-travel? 

• How are digital messaging options and 

considerations different for air and land 
travelers?  

• What types of digital messaging 
technologies can CDC leverage to ensure 
information messaging is as effective 
as possible at each point in the travel 
journey for after-travel behavior change 
and action? 
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Research Approach
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Figure 18. Generational communication preferences.

Baby Boomers 
Born between 1946 and 1964 

Communication Preferences:  
Prefer face-to-face conversations but also 
use online communication methods such as 
email and simple media service (SMS) text 
messaging, not active social media users 
except for Facebook 

Gen X 
Born between 1965 and 1980  

Communication Preferences:  
Early adopters of email which is the 
preferred choice of communication, prefers 
using short and brief messages, considered 
a communication bridge between 
generations 

Gen Z  
Born after 1996 

Communication Preferences:  
First generation to grow up as digital 
natives, grew up with lightning-fast internet 
that has impacted their preference for 
speed in communication, active on various 
social media applicationsxxxviii 

Millennials  
Born between 1981 and 1996  

Communication Preferences:  
Digital natives, constantly connected to others, 
prefer texting or messages through online 
applications via mobile device or computer 
versus communication via phone call

Baby Boomer Communication 
Preferences 
Half of the Baby Boomer generation 
considers the smartphone to be a necessary 
tool when traveling, with 84 percent traveling 
internationally with their smartphone, and 94 
percent using their phones on domestic trips.xxxix 
This generation is highly focused on traditional 
television and print news media and is generally 
excited about new advances in smartphone 
technology that allows for digital conversations 
via SMS, email, photo sharing, maps, and finding 
restaurants. The Baby Boomer generation 
occasionally uses social media, and primarily 
Facebook, which approximately 30 percent use 
several times a week, and the same number a 
few times a day.xl 

Gen X Communication Preferences 
Gen X was the first generation to regularly 
use modern communication technology 
such as computers and cell phones. 
They became early adopters of email, 
which largely accounted for preferences 
around simple and efficient interpersonal 
communication methods. While 
communicating over email is a preferred 
method for Gen X, they often utilize and 
adopt other forms of digital technology to 
connect with younger generations.  

This generation was quick to adopt social 
media, but they prefer to not broadcast 
personal information, unlike younger 
generations. Like Baby Boomers, Gen X 
prefers to use Facebook to connect with 
friends and family or to search for news-
related information.  

Formative Research
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Planning and Content

Measurable Objectives
We found that travelers prefer to receive personalized 
COVID-19 guidance iteratively throughout their 
journey with messaging that is tailored to their habits 
and preferences. We concluded that a paid media 
outreach solution, via social media and programmatic 
advertising, was the best way to use geofencing 
technology to meet CDC’s goal of reaching as many 
travelers as possible. To measure the effectiveness 
of the geofencing technology in reaching the most 
travelers, we set two objectives:

Reach a minimum of 15% of travelers entering 
the U.S. at 10 POEs, within 0–5 days, with 
COVID-19 guidance.

Teach international travelers about precautions 
they should take in the U.S., through engaging 
content and creative, and achieving a click-
through rate (CTR) of .4%. 

Target Audience

Budget

1

2

International travelers (age 18+) returning 
to or entering the U.S. at land and air POEs. 

Delivery Mechanisms

Messages were delivered via a vast selection of mobile 
apps and browsers based on  international travelers’ 

media consumption preferences. 

Messages were delivered via social media apps that 
include Facebook, Instagram and Snapchat

$200,000  
for social media advertising 

 $200,000  
for programmatic advertising

$400,000
Total paid media budget

Sample Persona

Objectives, Audience, and Budget
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Planning and Content

Supporting Resources 
for Stakeholders
Prior to launch, supporting 
resources were provided to all 
participating ports of entry, federal 
and public health partners, and 
stakeholders (e.g., U.S. Customs 
and Border Protection.) These 
included media talking points, fact 
sheets, and question and answer 
documents that served as a primary 
resource to assist with informing 
travelers, partners, or the media.
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1CBX is a land PoE exclusively for air travelers to Tijuana Airport who then enter the United States on foot.

The Five Ws
This pilot will help steer international 
travelers towards better health.

What:?

Why:?

Who:?

Where:?

When:?

CDC/DGMQ is pilot testing a geotargeted 
social media outreach solution that will 
target travelers as they arrive in the United 
States with messages (in English and 
Spanish) promoting after-travel COVID-19 
prevention behaviors. 

To test innovative solutions for sharing 
targeted emergency public health 
information to inbound international 
travelers at U.S. PoEs. 

Messages will target adult travelers 
(18+) entering the United States who 
are using select social media platforms 
(i.e., Facebook, Instagram and Snapchat), 
and either have opened the app within 
the geofence or have the app’s location 
sharing set to “Always On.”

This pilot will be implemented at three PoEs: 
the Chicago O’Hare International Airport 
(ORD), Cross Border Xpress (CBX),1  and San 
Ysidro land border near San Diego, California. 
If successful, the pilot may be expanded to 
additional U.S. PoEs.

Social media messages will be delivered to 
arriving international travelers within 0-5 days 
after crossing through a geofenced perimeter 
at one of the pilot PoEs.  

Snapchat messages will be delivered while 
the individual is inside the designated 
geofence at a participating PoE. 

Facebook and Instagram messages will  
be delivered between 1-5 days after 
travelers cross through a geofence at a 
participating PoE.

The pilot is set to launch this summer and may 
run until the end of the year.

CDC DGMQ International 
Traveler Messaging

Supporting Resources for Stakeholders

Pilot 1: Geofenced Social Media Outreach

Summer 2022
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Products and Resources 
As a stakeholder, there are 
several materials available to you 
and your partners. 

These materials will help you understand 
the pilot in greater detail and can be 
shared as appropriate. The following 
pages include a (1) fact sheet, (2) 
question and answer (Q&A) guide, and 
(3) media talking points for partners. 
Also included are resources with more 
information (e.g., links to the CDC 
COVID-19 International Travel website).

For more information, contact:  

Allison L. Friedman 
Health Communication Specialist 
Office of Communication,  
Office of the Director, DGMQ, CDC
(404) 639-8537 
alf8@cdc.gov  

the introduction, transmission, and spread of 
communicable diseases.

CDC’s first pilot will test a geofenced social 
media outreach solution at three (total) air and 
land PoE pilot sites. A geofence is a virtual 
perimeter around a real-world geographic 
area. This pilot aims to use geofencing 
technology to deliver messaging via social 
media while travelers arrive at U.S. PoEs or 
within the first few days of arrival. 
• The objective of this pilot is to test the reach 

and delivery of paid geofenced social media 
messages to communicate emergency public 
health information to inbound travelers as they 
enter the United States or shortly thereafter. 

• The primary objective of pilot messaging is to 
raise awareness of and promote engagement 
with post-travel COVID-19 guidance to 
prevent the introduction and spread of 
COVID-19 by international travelers. 

The pilot is set to launch this summer and may 
run until the end of the year.

To start, this pilot will roll out at the (1) Chicago 
O’Hare International Airport (ORD), (2) Cross 
Border Xpress Border Crossing (CBX), and (3) 
San Ysidro border. If successful, the pilot may be 
expanded to additional U.S. PoEs. 

The objective of this pilot is to test the reach and 
delivery of paid geofenced social media messages 
to communicate emergency public health 
information to inbound travelers as they enter 
the United States or shortly thereafter.

Geofenced Social Media Outreach

Geofenced Programmatic Outreach

Stakeholder Communications
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Creative and Quality
Branding and Moodboard

Creative Look Book

The branding was designed using lively, engaging colors that were whimsical and inspired feelings  
of excitement and hopeful anticipation, paired with modern, lively fonts. Maximalist iconography 

was also created to offer a playful combination when used with imagery.

Travel Brand Marks
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Creative and Quality

Facebook—Top 3 by Reach
(English)

1.	 Air Traveler Poll Ad  
(592,104)

2.	 Air Traveler  Newsfeed Ad 
(505,217)

3.	 Land Traveler Newsfeed Ad 
(68,815)

Facebook—Top 3 by Reach
(Spanish)

1.	 Air Traveler Newsfeed Ad 
(146,175)

2.	 Land Traveler Newsfeed Ad 
(94,177)

3.	 Land Traveler Poll Ad #2 
(82,561)

1

2

3

2

3

1

Social Media Advertising
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Creative and Quality
Social Media Advertising

Instagram—Top 3 by Reach
(English)

1.	 Air Traveler Newsfeed Ad 
(263,552)

2.	 Air Traveler Poll Ad  
(205,432)

3.	 Air Traveler Newsfeed Ad #2 
(131,874)

Instagram—Top 3 by Reach
(Spanish)

1.	 Air Traveler Newsfeed Ad 
(44,449)

2.	 Land Traveler Newsfeed Ad 
(44,448)

3.	 Air Traveler Poll Ad  
(32,289)

1

2 3

2

3

1
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Creative and Quality
Social Media Advertising

Snapchat—Top 3 by Reach
(English)

1.	 Air Traveler Discover Ad 
(416,910)

2.	 Air Traveler Commercial Ad 
(41,940)

3.	 Land Traveler Discover Ad 
(27,792)

Snapchat—Top 3 by Reach
(Spanish)

1.	 Land Traveler Discover Ad 
(5,216)

2.	 Air Traveler Discover Ad  
(1,424)

3.	 Land Traveler Commercial Ad #2 
(1,135)

2 3

2
3

1

1
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2

Creative and Quality
English Programmatic Advertising

Top 5 by Reach
(English)

1.	 Air Traveler Display Ad  
Medium Rectangle 300x250  
(2,708,063)

2.	 Southern Land Border  
Traveler Display Ad Medium 
Rectangle 300x250 
(606,420) 

3.	 Air Traveler Display Ad Half 
Page 300x600 
(350,347)

4.	 Air Traveler Display Ad  
Large Rectangle 336x280 
(651,717)

5.	 Air Traveler Video Ad:  
Travel Safer 
(566,866)

1

4

5

3
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Top 5 by Reach
(Spanish)

1.	 Air Traveler Display Ad  
Medium Rectangle 300x250 
(1,049,590)

2.	 Land Traveler Display Ad 
Medium Rectangle 300x250 
(606,420)

3.	 Air Traveler Display Ad  
Billboard 300x600 
(138,568)

4.	 Southern Land Border Traveler 
Video Ad: Travel Safer  
(349,615)

5.	 Air Traveler Video Ad:  
Travel Safer 
(109,758)

1

3

2

4

Creative and Quality
Spanish Programmatic Advertising

5
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Technical Excellence 
and Results
Messaging Insights
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Technical Excellence 
and Results
Messaging Insights


