
Visit Fairfax COVID-19 Stakeholder Support 

Phase I 
During Phase I, the Virginia hospitality industry remained in lock down and the primary message across 
the nation advised people to stay home and stay safe.  The Fairfax County message reflected that reality 
while still working to engage consumers, encourage positivity, and inspire support for the industry. 

FXVA.com 

• The Visit Fairfax website homepage was updated to showcase Things-to-Do at Home, Restaurant Support, 
Ways to Help, and a Virtual Tour eMap to send the message:  When the time comes for you to plan your next 
vacation, we'll be here waiting to make it the best possible experience. In the meantime, support your local 
businesses as we all work to stay safe. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

http://www.fxva.com/
https://www.fxva.com/things-to-do/e-map/


• Content highlighting things to do during lockdown continued to engage consumers from home:   

“Take a virtual vacation” and “Date Night at Home” 
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• The At-Home webpage of things to do supported the brand with messages for locals and also visitors when 
the world was ready to travel again. 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://www.fxva.com/fairfax-first/?guid=273b1158-fc11-48c5-80df-f03cd5e2f370&preview=true


• Graphics on the FXVA.com homepage and restaurant page encouraged local residents to support our 
restaurants through take-out, delivery, and gift cards.  Supporting “Takeout or Delivery Week” 3/30-4/4. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



• Visit Fairfax created a “Take-out Trail” downloadable smartphone functionality to support local restaurants.  
Over 100 restaurants participated, and 2,700+ consumers downloaded the app. 

 

 

 

 

 

 

 

 

• Promoted the Virginia Tourism Corporation’s Virginia is for Restaurant Lovers Takeout Week and supported 
the program through paid social and paid search. 

• Many people sought ways to help as the pandemic affected so many.  Visit Fairfax highlighted opportunities 
for those who wanted to help on the LoveShare page. 

 

 

 

 

 

 

 

 

https://www.fxva.com/loveshare/


Social Media 

Facebook (30,741 followers) 

• Restaurant page included message to support our restaurants through take-out, delivery, and gift cards.    
• Activated social media campaigns:   

o “Support Your Local Restaurants” 
o Breweries and Wineries: curbside pickup 
o At-Home:  things to do during self-quarantine 

 

 

 

 

 

 

 

 

 
 
 
 
 
 
 
Instagram (9,350 followers) 
• Supported local businesses by posting their offers/messages onto Visit Fairfax’s story. 
   
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

https://www.fxva.com/fairfax-virginia-restaurants/
https://www.instagram.com/visitfairfax/


Twitter (12,000 followers) 
• Supported stakeholders by tweeting their messages/offers 

 

  
 

 

1st Responder Rates 

• Created First Responder rates page to showcase hotels offering special rates to frontline workers. 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://www.fxva.com/fairfax-first/hotels/


eMail 

eMail marketing program featured virtual experiences and introduced a new eMail series for Local Residents: 

 

 

 

 

 

 

 

 

 

 

 

 

 

COVID Campaigns – Phase 1 

We’re in this “Together”:  Objective was to show empathy and support brand awareness through fxva.com 
and social media channels 

Produced an inspirational video to reflect a positive message during the COVID-19 shutdowns.  See it here. 

 

 

 

 

 

 

 

 

 

 

 

https://youtu.be/iqw4KtoQL0I


Front Porchraits 

Social media campaign:  Fairfax Front Porchtraits – encouraged followers to send us their own family front 
porchraits and “make us smile” during difficult times. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Storytellers Series – social posts 

Leveraged Storyteller series on social media to engage audiences as people sheltered in place. 

  

 

 

 

Adapted “Things to Do” 

 

 

 

 

 

 

 

 



Supported stakeholders by promoting ways that the industry is adapting to new realities. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 




