
MALA Monthly Meeting Agenda 
 

March 12, 2020 
11:30am Briquettes Steakhouse on Montlimar Dr. 

 
Attendees 

Spike Blackinton – Renaissance Riverview  Margo Gilbert – The Battle House 
Shannon Harris – Homewood Suites Providence Diana Moorer – Springhill Suites 
Sandy Caruso – Hampton Inn Saraland  Amy Angermeier – Visit Mobile 
Stephanie Bondora – Hampton Inn Downtown Brandy Black – Mobile Marriott 
Cynthia Mitchell – Hampton Inn Downtown  Emily Gonzalez – Visit Mobile  
Shannon Collins – Courtyard Spanish Fort  Sally Ericson – Bellingrath Gardens 
Megan Murdock – Hampton Inn Providence Park Teresa Floyd – Hampton Inn Saraland 
Robin Perkins – Holiday Inn Airport    Linda Ambrose - GulfQuest 
Crista Alfaro – Homewood Suites Providence  Chrissie Gossard - ServPro 
Matthew McArver – Homewood Suites Povidence Duncan Millar – Hampton Inn I-65 
Beth Stafford – Staffords & Assoc, Inc  Julie Hicks – Mobile Sports & Ent Grp 
Billy Jones – Exploreum  

 

I. Meet & Greet 11:30am 

II. Call Meeting to Order 12:00pm 

• Surprise: MALA paid for lunch. 

III. Approval of February Minutes 

• Motioned by Shannon Harris, Seconded by Megan Murdock 

IV. Financial Report 

• We have $8,976.21 in the account. $1,450 of that is earmarked for the USA 
Scholarship. That was the additional $50 that was added to the hotelier dues this 
year. 

• With 2 successful tournaments, the scholarship goal of $80,000 should be met in a 
few years. Scholarship will be distributed among the hospitality program students 
(locals first).   

V. Dues Update 

• Only 5 have not paid yet. 29 hoteliers and 13 associate members have paid their 
dues so far. 



VI. Golf Tournament 

• We did switch locations. It will be over here in Mobile. We will see if we can boost 
participation. The information was sent out already to members. 

• It never goes away. And we can add to it. We see a little light at the end of the 
tunnel. 

VII. TID Update 

• We are there. We were hoping to start collecting June 1st. We think we are going to 
move that to a July 1st start. That will be our collection date.  

• David Clark is trying today to get the public hearing notice called for at a city 
council meeting. They just call for it. It is on the agenda. It isn’t a big deal. That is 
why we aren’t there. It is an agenda item. Then we have to wait 20 days while that 
pubic notice is posted. There will be a public hearing for anyone to oppose it at a 
city council meeting. That is the meeting that if you can join then please do. We will 
be there. Then there is another period of time where someone can oppose it again. 
That is 30 more days. Finally, it is only fair that we give you 20, 30, 40 days for 
everyone to update your PMS systems.  

• As of this meeting, we will most likely start collecting July 1st. We are positive that 
we are at the end of “this” road. Then the road gets a lot bigger and we have to fill a 
lot more holes.  

• Very soon, Duncan, Margo, Shannon, and Spike will meet as the initial board. We 
can’t say this enough. Once it goes in to effect like in a month, that is when the real 
work and the communication with everyone really counts. Because at that points, we 
have to have nominations for board members. We have to have a vote for those 
board members. Then we will start announcing board meetings and annual meeting. 
There is all this stuff you have to do. 

• We have met with a cpa firm twice now. Once a long time ago when we were close. 
And again we met recently. It is the same firm that does the Downtown Alliance. 
The Downtown Alliance is almost the same type of organization. It is a business 
improvement district. We are a tourism improvement district. So, this cpa firm does 
all this stuff for them already. They will do ours as well. They will help us manage 
the business. As Shannon mentioned before, we are all volunteer. We don’t need to 
run another corporation. We don’t think any of have that time.  

• They will help us stay on track as far as posting board minutes and announcing the 
board meetings. It is only 4 times a year.  

• Spike does have to get with our Indian hotel owners as far as a good communication 
vehicle for them. We think we have to use WhatsApp. Test and email does not work 
for them. We do have a commitment from them that we will feel it out. We are 
going to need their votes and their board members.  



• Question: What are we going to call this on the folios? 

o The Tourism Improvement District Assessment or Tourism Improvement 
District Fee.  

o You can’t call it a tax. 

o Will check the plan to ensure the right verbiage is used. 

• When we meet, it will be a good time to send out the management district plan again 
to refamiliarize ourselves with the plan. We will probably send out the bylaws too. 

• Webpage: There may be some language in the bylaws concerning either a separate 
website or a link. 

• After Leah Garey’s presentation: 

o How can we get involved with the resources Expedia offers easily but not 
individually? The answer is TID.  

o A lot of stuff out there but some of it is probably out of reach on an individual 
basis for all of us or most of us. Great thing with the TID when we have some 
extra money to make a bulk purchase. We can do some of these cool things 
that individually as a hotel you probably couldn’t do.  

o Make sure we are not targeting just downtown or we stay away from big 
group dates. Leisure business with Expedia is where we need it at because 
they have all that information. The CVB does some of this for us already but 
how much more can we ramp that up.  

o If you are curious about this stuff, then make sure you nominate yourself on 
that TID board to be involved in it. It will be the TID board that decides what 
to do or not. Emily Gonzalez and Leah Garey will come and pitch to the TID 
board what they would like to do and this is how it is going to work. It is 
really up to the board whether we do it or not.  

VIII. Logo Refresh 

• That was one of our goals for this year. Thank you to Emily and team for getting 
that done. 

• The website has been updated with the logo along with the new color palette.  

• The logo looks fresh and cool. It was Shannon’s idea to add the established date. 
This organization was formed in 1977.  

IX. State Legislative Update 

• State Legislation in Montgomery is in session. 



• There isn’t much that affects us much. There is an occupational tax fight between 
the mayors of all the major cities and the governor. It is about who can enact willy 
nilly an occupational tax. It may have been in response to what happened in 
Birmingham with a lodging tax that was sprung on everybody. The hoteliers said no 
but the Birmingham council passed it anyway. More to follow there. Spike believes 
the industry is against it and the governor wants to sign it.  

• Pets on the patio: There should be some guidelines for restaurants and hotel owners 
that can make their own decisions on whether they let a pet on their restaurant patio. 
It isn’t finalized. We will update you when it does.  

• Everyone in the state is watching us on the TID. Every other destination and every 
other city watching Mobile because TID is a great vehicle for everybody. On a 
quick basis, some of the destination organizations such as Huntsville, Muscle 
Shoals, Montgomery, and Birmingham decided they wanted to put legislation across 
the entire state that allows them to do a TID. Ours was already built in for Mobile if 
you remember because of the business improvement district for the Downtown 
Alliance. What they didn’t do well that we did well was communicate it out to all 
the stakeholders and politicians across the state. So, they introduced this legislative 
bill for a statewide TID. Visit Mobile spent a ton of money on attorney’s fees to 
ensure we wouldn’t screw ours up. Spike is pretty sure that blew apart and fell apart 
yesterday. It is because they didn’t do the education and the communication. We 
have communicated very well with our stakeholders and our politicians. You 
actually had destinations that were completely against it and destinations that were 
all for it. They didn’t have a hotel community or hospitality community on the same 
page at all. Spike is certain it won’t pass.  

X. Marketing Fund Committee Tillman’s Corner Nominations for April Vote 

• We do need a nomination for a Tillman’s Corner area representative on the 
Marketing Fund committee. John Pappas was doing that for us for a long time. John 
moved over to Daphne. He was still looking over the hotel in Tillman’s Corner. That 
property did finally sell. So, John now is 100% over in Daphne.  

• Shannon Harris nominates Rebecca Baggett. She is the new DOS for the Holiday 
Inn & Express Tillman’s Corner. 

• Please let us know if there are any other people out there to nominate.  

• That is almost as important as everything else we do. It is only once a month. It isn’t 
that intimidating. Spike has always just brought those people in before the meeting 
and have lunch with them. He explains the history of it and how it works. What it 
looks like. So, everyone is comfortable walking in to that meeting. Emily Gonzalez 
sits in on that meeting almost every month.  

XI. Guest Speaker – Leah Garey, Senior Business Development Manager for Expedia 
Group 



• <PowerPoint Presentation Begins> 

• She is with Expedia Group Media Solutions. 

• Most of the hoteliers in the room work with your market manager on a regular basis. 
She is not a market manager. She does not come from a hotel background. Leah has 
a marketing background. She knows enough about hotels to be dangerous. That is it. 

• The media solutions department of Expedia Group is the advertising marketing arm 
of this global organization. A lot of people think Expedia Group, Expedia.com. 
Actually, it is so much more than that.  

• <Present a snapshot of their brands> 

• The only one that is not on here is Vrbo. For those who have been alive for more 
than a year, we used to say V.R.B.O. They changed the name. She is just learning to 
say it correctly.  

• They do have 200 sites in 75 countries and in 35 languages. They are a large global 
organization.  

• As you know, people spend a lot of time searching. They spend a lot of time on their 
site. They spend a lot of time planning their vacation. You’re dreaming about 
getting away. Because we have so many sites, they get 144 million unique visitor. 
That is not total. They get 2+ billion monthly site views. They are not just coming to 
them. They are coming to many, many sites. There are 140 different sites. This is 
not including your Facebook, your Google, and all those other ones. They are 
putting a lot of time and a lot of effort in to their planning.  

• Visitors are coming to their site and diving in. They are spending about 44 minutes 
each time they come to visit their site. They are looking at what hotel is the best for 
me and what destination best fits for my family or individual needs. They are doing 
8 searches per day. In the last 45 days, they are doing 20 different site visits.  

• She likes to think about the little kid that you tell them they are going to Disney. 
You tell the kid we are going in a month. Then they start thinking about it. In 
another couple weeks, they say is it time to go to Disney yet. But in the week you 
are going, they are asking you every day and every hour about is it time to go see 
the mouse yet. Really we are like that. We start thinking about our vacation. We 
start looking at things. But once it gets close, we start really, really searching. 
Nobody wants to be the person that when they get home from their trip, they say 
well I didn’t know there was this attraction there or I didn’t know I could go to this 
restaurant that is critically acclaimed. People do so much searching and so much 
research so that they don’t miss a thing.  

• They did about a year ago did a study with comScore, a behavioral company. They 
look at why people do things. They look at the mindset. They partnered with them to 
see when people come to their site what are they doing, what are they considering, 



where are they within their purchase timeline. They have UK, US, and Canada. The 
majority of the people coming to their site are looking at more than one destination. 
They are comparing all these different sites. In the very beginning of the process, 
people are going to OTAs to compare the different options. If you think about, 
where else can people go to see different destinations, different hotels, different 
flights, and different attractions all in one space. They make it easy for them.  

• Another part of this study, 47% of people recalled seeing an ad. 27% of people not 
only saw the ad but it changed their mind. They acted on something because they 
saw the ad. What does this mean for Mobile? 

• It means that Expedia Group tracks a whole lot of data. So, this is excellent for you 
guys because they can help you reach the right customer at the right time.  

• What are they seeing from Mobile <Slide>? This is looking back to year over year. 
This is a rolling 12 months, March 2019 to February 2020, compared to the previous 
12 months. Mobile is looking great. We are up in air tickets, up in room nights, and 
up in total number of travelers. <Next Slide> 

• This is actual revenue and actual room nights. Mobile is green across the board. She 
represents a lot of destinations. She has not seen anybody that is green all the way 
across the board. She pull out the air stuff which she will send to us. Focusing on 
hotels, Mobile has had a strong year.  

• Let’s prepare for the future. This is looking at how far in advance we are booking. In 
July, really short term bookings. In Q1, 21 – 60 is our average. You can really look 
to see when people are booking to come stay at your destination. But if you start 
talking to people after they booked in the booking window, you have already missed 
them. You want to reach them when they are searching before they have made a 
decision.  

• Looking at actual searches: How this is read is days to check-in. In February, 26% 
of people are searching for a property 15 – 30 days out. This is specific for Mobile. 
If you want to target someone that is going to stay in July, then you want to talk to 
them around 18 – 30 days before the booking window.  

• This is looking at search vs bookings. You can see by month. Your bookings are 
higher in January and February and your searches are down. From April thru July, 
your bookings are less.    

• We know that Mobile is a strong drive market. Let’s look at the top searches for 
drive market. Some of these are in state or surrounding states. She doesn’t know 
who is driving from New Jersey down to Mobile but it is included. Everything else 
is short trips or maybe weekend trips.  

• As mentioned before, people are looking at multiple destinations at once. Where 
else are they searching while they are searching for Mobile? One that is surprising is 



Miami. She is thinking maybe the culture. Some of the others are Pensacola, New 
Orleans, Destin, and Biloxi.  

• Next, let’s look at the international. The great thing about this is domestic is 
obviously your number one. Why do they say that is great? We all know about the 
horrible “C” word that we are all hearing about in the news. Right now, what we are 
seeing is searches are down overall across the country. However, conversions have 
not gone down. So, we have less tire kickers as she likes to call them. The ones that 
are passionate about travel are not letting the fears get them. Normally she would be 
saying let’s look at Canada, let’s look at Mexico. The key to surviving they believe 
is targeting domestic leisure travel. Groups are going to pull back. We are already 
seeing a little bit of that. Mobile has had very little group loss compared to what she 
is hearing everywhere else. So, congratulations. She was shocked when she heard 
this. Targeting leisure and make sure you are not focusing as so much on group. Get 
the leisure travelers. They are going to spend money with you. If you take care of 
them during this time, they are going to come back.  

• Let’s look at when people book vs when they stay. This is looking at the stay dates 
for each. You can see they are booking further out. In June, we had the most book 
dates. However, we had way more stay dates. You can look at this and compare the 
booking with when people are booking and when they are staying.  

• Let’s talk about your competition. She pulled some data to look at our share-shift 
that include total passengers, room nights, and flights. Expedia Group uses 
passenger and traveler interchangeably. This isn’t talking about flight passengers but 
actual travelers instead. They are comparing us to Pensacola, Gulfport, and New 
Orleans. In total number of travelers, they are down almost a percent. Mobile is up 
8.5%. Room night shift, we are up almost 6%. They are down half a percent. In 
flights, they are down .2%. We are up 6.3%. This time period may be September 
2019 thru October 2019. She was not sure. This looks at the capacity for a city to be 
sold out. How are you growing towards capacity? Mobile grew positively towards 
capacity while they grew negatively.  

• What can Expedia Group do to help? She is on the marketing/advertising arm. They 
have a lot of programs that they can work with us on. Either at the TID or the CVB 
to help promote the destination.  

• Programs: Display Advertising – the ads you see on your screen. Program Night 
Guarantee – it is a digital program where it is all managed kind of randomly on a 
platform. Audience Extension – this is the program that takes the data on their site 
(They capture a lot of data that you can only get from them. They do not sell their 
data. They do not share their data unless you are working with them). This program 
allows us to access that data and then target travelers off of their site. Email 
Marketing – social media. She will dive deeper in to that. Creative Partnership – 
their in-house agency. A very large kind of out of the box type of opportunity.  



• What makes working with them so significant is that 1st party data. If you think 
about what people are putting in on their site. Are they staying just a weekday? Are 
they staying a weekend? Are they flying? Are they driving? These are things that 
they can target. They can also layer in some behavioral targeting. How old are they? 
What is their household income? Do they have interest in history and culture? Do 
they like food and dining? Basically, if you can dream it up they can target it.  

• Native advertising: an ad that you don’t realize is an ad. This is perfect for 
millennials that think they want to discover the world on their own but they don’t 
want anyone to tell them anything. However, they found it through an ad. It looks 
like it is part of the site. <Example on the slide> 

• Native tiles: It looks like suggestions but it is actually an ad. <Example on the slide> 

• Multiclick: She was told by the kids that Instagrammy is a real word. So, these have 
an “Instagrammy” feel. When you click on them, they can lead to a landing page.  

• Dynamic Ads: This is an opportunity where they are talking to different cities. Let’s 
say you want to target people from New York, Nashville, and Chicago, you can 
have an individual message targeting those. When someone from Chicago comes to 
the site, we know their IP address. They see an ad that is different from the 
Nashville market. They see a more customized message.  

• <Slide> Because she is a visual person, these are some of my favorite. They are 
click to play. Because we have all been on the site before, we are like where is this 
music coming from. The person still gets counted as seeing the ad but they are just 
hearing the noise. This ensures that they engage with it. You see it at about a 90% 
completion rate.  

• Another one of the “instagrammy” placements is a video. It is usually a 15 second 
video. They click on it. And they can also tie in any social media handles to make it 
more fit for Instagram.  

• <Example of Hotel on the slide> 

• Some may not think of a hotel video as a sexy video, but it can be. For those that 
don’t use video often, they also have a photo gallery. As you can see on this one, 
they have their hashtags, their logos and it looks like it should be on Instagram.  

• For those who really like videos, we have the video recommender which has two 
different videos. Let’s say you wanted to have one that talks about culture and 
Mardi Gras. And you wanted to have one that talks about the different things you 
can do in Mobile or the dining. You could have two different videos. Both of them 
once again are clicked to engage.  

• This one is one of her favorites <Slide>. The reason I love these is because when the 
user sees it on our site, the sun will glow and the rays move. The light will go 
around. And the snow is falling. They also have one where water moves as well. 



You can think of anything that you could do with this particular technology. They 
had a Cherry Blossom Festival and they had the cherry blossoms falling. It is a great 
opportunity because the click-through is high and the engagement is high. 

• With any campaign that is linked through their site, there is an opportunity to build a 
custom landing page. With this, they can feature hotels in the area. They can feature 
a video and any events that are going. Everything can be custom. <See slide for 
example of Outback Landing Page> 

• We are collecting so much data. Everybody has done an advertising campaign that 
you don’t know if it works. How do you know that someone has looked as a result? 
That is one thing about booking with them. They are a booking engine. They can 
provide data and reporting that shows that your campaign is working. How many 
people clicked on this? How many people viewed this video? What was the 
completion rate? What is the actual return on ads? How much revenue was 
generated as a result of this? They also get detailed insights such as the average 
ADR that was booked, how far in advance do these people book, how long are they 
staying, are they coming as a family, or are they coming as a single. They can 
actually share the details of these questions.  

• Another thing that has been very popular with destinations is their co-op 
opportunities. They have done this in partnership with the CVB or just with hotels. 
The way it works is they put all the funds together whether it be hotels or just the 
CVB. Expedia Group matches that 1 to 1. So you buy into it at a much larger 
campaign and get the exposure at a much lower rate. <Slide: Nashville example>. 
From the landing page, they can’t search another destination. If it is a landing page 
for Mobile, then they have to search Mobile. It will only include participating 
properties on the page. If they do this and you don’t participate, then you don’t show 
up.  

• See slides for additional examples of Co-Op landing pages. 

• Another one of her favorite opportunities is their Trip Discovery. If you think about 
those stupid social media quizzes that we all take such as what kind of handbag are 
you, then this is the same kind of feel but it has a purpose. The way this works is it 
is Mobile first. It allows you to really get to know your travelers. You have a banner 
ad. They click on it and have an interactive experience asking who are you traveling 
with, why are you traveling, and what are you interested to see. You gain all this 
insight about your traveler. At the end they enter their email address. You get access 
to their email address and all this insight for marketing. A lot of partners have used 
this for their next campaign. You can engage with travelers as they are searching. 
They come looking at 2 different destinations or more. They also allow you to 
capture leads through emails. Really get to know your travelers. You can do a 
sweepstakes. You can do a giveaway. Encourage people to engage with your 
destination before they even get here.  

• See slides for examples of things you could do. 



• You can do custom trigger email and text. After they have entered their email, they 
receive an email as soon as they hit submit. It can also be done a couple of days out 
after submitting.  

• See slides for more examples. Links will be sent for to play around with. 

• Passport Ads/Audience Extension: They way this works is people visit multiple 
sites. They will visit travel sites but they will also visit other sites. The way she 
always thinks about it is you know those pair of shoes that you have been looking at 
and it kind of follows you around the web. It seems like destiny that you buy them. 
This is kind of what this does. With them on their site, they go to look at things. 
They go to a non-travel site. They use the same data. They use the same targeting 
and reach them off of their site to extend the messaging.  

• See slides for examples of Audience Extension 

• Social Opportunities: They have a lot of opportunities here. They have a lot of 
travelers that follow them. People who are interested in travel. People that are 
dreaming about their next vacation. They are not quite ready to book. They are still 
in the dream stage. Expedia can reach them on social and inspire them to want to 
know more. We also have where we can tie in to social and a theme week. One of 
her favorite clients did a theme week. They wanted to promote their romance 
package. They had a Twitter chat on Valentine’s Day to promote that and tie it in to 
the theme. You can do a social integration and a Twitter sponsorship to really boost 
your social engagement using their sites for people who dreaming of traveling.  

• Branded Video: Expedia pushes the video. It is more than a promoted post. It is an 
extension of that.  

• View Finder: Yes, it is kind of like a blog. This is how they release all of their 
information, all of their research, and any of their studies. Anything that they push 
out. They have opportunities for a view finder sponsorship. It is a great opportunity 
for people to learn more about our destination. With this, they have someone that 
works with you to create a story or an article. They promote it through their site.  

• Destination Spotlight: It is a week-long sponsorship where they promote our 
destination.  

• Roaming Gnome on Travelocity: This is her absolute favorite social opportunity 
ever. If you are not following roaming gnome on Instagram, she highly recommends 
it. When she first started with Expedia, she was thinking who is going to follow a 
roaming gnome on social media. That is crazy. People do it. They engage with him. 
They ask him questions. This is an actual photo of when he visited Ft. Lauderdale 
about a month ago<see slide>. He got to experience an airboat. He has 1million fans 
worldwide. You can see him enjoying food. Here he is wrapped with a snake. And 
then he is riding on a 4-wheeler. It does incorporate the gnome coming to your 
destination. It has a social integration. It has an inspiration hub. They work with the 



destination to have different things to do. They have a custom landing page and an 
offer with it as well. The discount is on their end. It is not from the destination but 
on Travelocity. They have some on site social media to promote it as well. The great 
thing is when he comes to town people go crazy. They encourage you to promote 
this on our site including stakeholders. The news has been out promoting it before. 
They do treat him like a celebrity and a real person. It is quite hilarious.  

• Question: Can you book a gnome sighting? 

o Yes, it is a sponsorship 

• Question: How much of our transient business comes through Expedia?  

o Not sure of that answer. The number she showed before should be close to 
because group is looking to book through other means 

• They can also target just travel agents. 

• See on the slide for Leah’s email address and cell phone number. 

XII. CVB Update 

• Amy Angermeier: 

o Joseph Snowden came out with some stats yesterday. We are starting to see a 
decline in passengers on the cruise ships. The one that leaves today is down 
about 25%. Last week it was down about 5%. We are continuing to see the 
cruise line decline. That is the bad news. 

o The good news is we have right now the National Choral Directors 
Association in town. They had some cancellations. A couple of hotels had 
about 25% in cancellations. The majority of the 3,000 attendees are here in 
town.  

o Next week we have Alabama Rural Water Association coming in. That is 
another large group. There is no concern about their cancellation. Amy has 
reached out to all the groups they have on their convention calendar through 
May. They have 4 groups that are waffling on whether they are going to 
cancel or not. As soon as they find out, they will let us know.  

o In January and February, they saw revpar increase. We are starting off the 
year strong. They will keep us updated as they know of the cancellations.  

• Emily Gonzalez: 

o Just from a marketing perspective of what is going on, it’s all hands on deck 
with the Coronavirus. They are keeping all the communications very 
streamlined and very straightforward with what is being said by the city and 
the state. Alabama is one of 10 states right now that are not affected in the 



United States. They will continue to watch that very closely. Everyone is 
getting bombarded with a lot of information from many sites. There is a lot of 
misinformation. They are following this very closely. They are talking 
directly with health departments. They have links on their site. If you are ever 
in question of what the protocol actually is for the state of Alabama and for 
Mobile itself, just use their site as a resource. They will be as absolutely 
transparent as possible. They have a link to a landing page directly off of their 
homepage (mobile.org).  

o They are not stopping marketing efforts. They are not going to put their heads 
in the sand. They are going to continue to promote Mobile in every way they 
can while it is pertinent to do. Summer is a big travel for us. They believe that 
leisure will continue to be strong if conventions kind of teeter off. They 
expect some as the media keeps fear high. They are still going to bring as 
many visitors to the city as they can.  

o Comment from Spike: Thank you to Visit Mobile. Choral Directors as of a 
week ago was really, really considering cancelling. He thinks it was the work 
of these guys including 8 hotels in the contract. We are overwhelmed with 
this stuff. Everybody in this room is probably doing what they are supposed 
to be doing. The more you are out there cleaning and showing that you are 
taking these things seriously, the more those people will recognize it while 
they are here. They are going to come back and return at a later time. They 
had to ramp up some efforts. Sure that everybody is trying to do or have 
already done. It is what we need to do anyway. He hopes it is shorter lived 
than what it could be. They are seeing some cancellations but small stuff. We 
are in the meeting gathering and no one wants to meet and gather. He was 
talking to Margo on the way here and was questioning whether we have a 
meeting next month. Maybe it gets worse and people don’t want to meet. We 
will make that call when we get there.  

XIII. Sports Update 

• No updates 

XIV. Open forum/Attraction updates 

• Linda Ambrose – GulfQuest Maritime Museum 

o This is her first time at one of our meetings 

o They are open and have had only 1 cancellation for special events.  

o They have field trips that come in. Let them know if there is an event you 
would like to book with them. 

• Chrissie Gossard – ServPro 



o They now have a protocol in place for the Coronavirus should you need your 
hotels cleaned.  

o They come in and wipe everything down. That includes guest rooms, public 
spaces, meeting space, and on. There main concerns are the public areas and 
restaurants.  

• Emily Gonzalez – Visit Mobile 

o Last May, the Clotilda was discovered up in Mobile/Spanish River area. A lot 
of momentum has come into fruition recently. Visit Mobile just took a group 
out on a water tour. A future regular water tour is possible starting at 
GulfQuest, go up Spanish River, go around Africatown Point, go up to 12-
Mile Island where the enslaved captives were actually released, put in the 
marshes for awhile and then put on a boat before they were sold off. There is 
also a land tour that is in place.  

o As most of you know, Anderson Cooper with 60-minutes was here about a 
month ago. Some time in late March or early April, that will air. They are 
really looking to have some things in place. People are coming in now. They 
are already looking for a tour. They are just wandering around Africatown 
just to see what they can find. Africatown isn’t ready for that.  

o There is a collaborative of descendants groups, church leaders, those who 
have been in the community for their entire life that are all coming together to 
work with the city. Once that come out, that is a really great thing to bring in 
travelers. But, they are making sure they protect that community and ensure 
all the resources and funds go back to that community. When you see that 
come out, that is a fantastic story. It is a heartbreaking and revitalizing story 
because it does not have a finite end.  

o They took them up last week to Montgomery to the Equal Justice Institute. It 
was very moving to go through that whole process and talk with them about 
what they can help build Africatown out to be. So, a lot is coming. They will 
have their first phase of 287. It will be coming out in the next 60 to 90 days. 
The Alabama Historic Commission made public yesterday that they are 
building the Africatown Heritage House right next to the community center in 
Africatown. That is where the History Museum of Mobile will be putting all 
of their artifacts. So you will have an actual place to physical go visit there.  

o That is great because that arm of tourism will highly continue because it is 
highly personalized and individualized.  

o The EJI (Equal Justice Initiative) had just under a million visitors just in their 
first year that can directly be attributed to them. 

• Sally Ericson – Bellingrath Gardens 



o Materials were brought about new ticket packages and flyers telling guests 
what is currently in bloom.  

o They recently made a lot of large posters showing the spring and summer 
blooms. If anyone would like one or have a good place to display one, then 
just let her know.  

o Please reach out to her if you have any questions. 

XV. Taste of Mobile 

• Sponsorship deals available <Flyer Available at Meeting> 

• It is on Facebook and the MALA website.  

• The Restaurant Association is kind of like our counterpart. This event is their 
sponsorship like the golf tournament is for us. 

• It is always a fun event. 

• Date of March 25th  

XVI. Adjournment  

XVII. Scheduled Guest Speakers 

• April 9th : Ed Bushaw, Wage Survey 

• May 14th : Sherry Walker, TravelClick 

• June 11th : Open 

• July 9th : Open 

• August 13th : Open 

• September 10th : Open 
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