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Foreword

The significant challenges that crisis situations can cause to the travel and tourism sector are well
known. Tourism is a resilient sector that tends to show a significant capacity to rebound after a crisis
situation as events such as man-made or natural disasters have shown. Still, in the short term, the impact
of negative events on the sector can be very important.
Crisis communications is a crucial element of good crisis management systems. It helps limit the negative
impact of a crisis by addressing the information needs of all industry stakeholders in an efficient, timely
and responsible manner.
Against this background, UNWTO has developed for the National Tourism Organizations, Destination
Management Organizations and the private sector involved in travel and tourism, this comprehensive,
up-to-date “Toolbox on Crisis Communications in Tourism”. It includes step-by-step protocols,
checklists, sample templates configured by type of crisis and media categories, guidelines for measuring
effectiveness, best practices and a special chapter fully dedicated to the use of social media in times of
crisis.
This Toolbox is designed to be used as catalyst when preparing a Crisis Communications Plan. It can
be used to form the basis of individual plans and be expanded according to the individual needs
of each user. Templates and checklists make it a tool to be used immediately when the need arises.
Although there is wide consensus that solid crisis communication plans are necessary and that training
is essential, there are still many stakeholders from the sector that are not sufficiently prepared and often
caught by surprise.
This Toolbox is a living document, allowing all stakeholders to become better prepared to react to
crises. It is with this aim that UNWTO has decided to make it available with very special licensing terms
to all those who decide to use it as the basis for their own crisis communication plan.
I hope that this initiative will help us to better prepare and cope in a responsible manner with crises
and contribute through this means to the sustainable and resilient development of the tourism sector.

Dr. Taleb Rifai
Secretary-General, World Tourism Organization (UNWTO)
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Introduction to the Toolbox

Why spend the time and financial resources to prepare a communications action plan in the event of a
crisis? If you do not, you may spend months or years trying to recover.
Good crisis communications planning may be one of the best investments you ever made. No other
activity in the initial hours, days and weeks of a crisis has the potential to mitigate its effects so
significantly. It could also reward you with significant savings.
Crisis reaches deep within the corporate or civic community where it occurs. The physical safety and
health of residents may be jeopardized and the livelihoods of those employed directly in travel and
tourism or those indirectly benefiting from the industry may be disrupted dramatically. Depending upon
the type of crisis, there may also be deep fear and uncertainty within the community and outside, along
with cultural identity issues. Additionally, within the sector can be at least temporarily wounded and
a populace possibly distraught. Overall, the social and cultural environment of a community can be
greatly compromised.
Travellers impacted by a crisis and the industry organizations directly and indirectly affected also pay
a price. It can be physical or emotional, and it most certainly will be financial. Travellers unharmed
but somehow touched by the crisis can have a strong influence on future visitation to the area affected.
Travel organizations related even tenuously to the crisis may be faced with difficult economic decisions
affecting employment for the near term or even longer. The travel industry value chain has deep roots
and many will feel the pain.
Action by travel management in a crisis can range from denial to frenetic activity that is essentially
directionless. The purpose of this Toolbox is to channel the efforts of destinations, private sector
organizations, and NGOs into a structured, thoughtful, and practical response through the development
of a crisis communications plan that can address the needs of all travellers whether the purpose of their
journey is business, personal, education or tourism. Advanced approval of this plan should be given at
the highest level and the resources and authority to implement it must be designated, specific and swift
under unexpected circumstances. Timing is critical.
The reader is encouraged to:
•

Use this Toolbox as a step-by-step guide to prepare a practical, customized crisis communications
plan.

•

Utilize the guidelines and checklists.

•

Pick and choose from a wide range of tools and templates.

•

Integrate traditional media approaches with the latest in mobile applications and social media for
a plan that works best for your organization.

•

At the very least, use the Toolbox as a checklist of activities and resources necessary for effective
communications in the event a crisis occurs without a plan in place.

Efforts to manage communications effectively in a crisis have been employed in the travel and
tourism sector for years. Non-Governmental Organizations (NGOs), National Tourism Organizations
(NTOs), Destination Management Organizations (DMOs), private sector supplier companies, and
affiliate organizations have all generated elements of crisis communications planning, delivery and
measurement that have aided the sector in weathering difficult times. To each of those organizations a
debt of gratitude is owed for their contributions.

xii

Toolbox for Crisis Communications in Tourism

Few of the individual parts of this document are radically new. Much has been inspired in concept
and builds upon the efforts of others in the past. However, what is unique about the Toolbox for Crisis
Communications in Tourism is that for the first time all of the elements have been brought together in a
single comprehensive resource available for practical application by all segments of travel and tourism.
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Just as the Toolbox is a compilation of input by many, it will continue to change in the future in response
to new technologies and even new crisis situations as sector organizations develop new solutions in
response to changing needs. The goal of this resource is to provide access to these solutions for everyone
and ultimately allow the sustainable and resilient development of the entire sector.

Chapter 1
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Background

1.1

Impact of Crisis on Tourism and the Economic, Social and Cultural
Environment

What constitutes a crisis can vary significantly in terms of loss of life or injury. While every crisis is a
tragedy, the level of human suffering can touch dozens to tens of thousands of people.
The impact of a crisis on tourism and its consequent effect on the economy and livelihoods of those
in the community more often than not will be devastating disproportionately to the direct human toll.
A few cases of crises provide powerful examples from the recent past:
•

Luxor attacks, Egypt – November 1997
Terrorists killed 62 European sightseers at the Luxor Temple. Thousands of jobs throughout the
country were lost, at least temporarily, as tourism plummeted. A major tourism police presence
was introduced and within a year inbound visitor flows returned to normal levels.

•

Foot and Mouth disease, United Kingdom – Spring and Summer 2001
10 million livestock in the United Kingdom were slaughtered in order to eliminate a wide-spread
outbreak of Foot and Mouth disease. While no human infections were confirmed, fear of infection
effectively dried up tourism to the United Kingdom for most of 2001, putting tens of thousands
out of work and necessitating a huge promotional campaign by the United Kingdom to restore the
country’s image as a destination.

•

Terror attacks, United States of America – September 2001
2,973 people were killed in four separate airplane attacks. Air travel to and within the United
States of America halted for days and domestic travel plummeted. Job losses in tourism and
tourism-related business were huge and lasted for years, particularly for those involved in inbound
international travel. Overseas international travel to the United States (excludes Canada and
Mexico) had still not reached 2000 levels nine years later.

•

SARS – November 2002 to July 2003
8,096 cases of SARS (Severe Acute Respiratory Syndrome) were reported and 774 deaths confirmed
in 37 countries. Air travel and tourism especially to and within Asia dropped dramatically but the
impact was felt worldwide. Airlines in particular suffered major losses as did many Asian hotels.
Recovery began in the third quarter 2003 and was back on track by mid 2004.

•

Indian Ocean tsunami – December 2004
Nearly 230,000 people died on two continents from a tsunami generated by a 9.1 earthquake.
In the short term tourism suffered huge declines and financial losses, leaving tens of thousands
employed in the sector without work. However, within a year much of the tourism economy had
been restored.

•

Pandemic (H1N1) 2009, worldwide – 2009
A novel influenza virus transmitting easily from human to human was first reported in Mexico in
April 2009. Within six weeks the virus had spread to dozens of countries and by summer it was
declared a pandemic. The virus was unique in that it infected younger, healthy people the most.
Fortunately the mortality rate was relatively low: in all, fewer than 20,000 people died. Because
of human to human transmission and major media coverage, travel and tourism was especially
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hard hit. The economic cost to Mexico alone was more than € 3 billion, half of it in the travel and
tourism sector. However by spring of 2010 most international travel and tourism had recovered to
pre Pandemic (H1N1) 2009 levels.
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•

Earthquake, Haiti – January 2010
More than 200,000 people were killed, over 100,000 injured and more than 1 million left homeless
when a 7.3 earthquake struck the capital Port Au Prince and nearby communities. Tourism was
one of the few relative bright spots in the country’s economy and employment picture before the
earthquake. Haiti had just completed a tourism master plan as perhaps its best hope for economic
and social growth and it was in the first stages of implementation. What had been a difficult
challenge will now take years longer to accomplish.

In the case of Foot and Mouth disease, there were no fatalities. At Luxor, 62 lost their lives. At the other
extreme, more than 200,000 died in the Indian Ocean tsunami and the earthquake in Haiti. What they
all shared in common was a massive negative impact on the economy and the lives of citizens in the
regions affected.
Living with the reality of a crisis is not easy. A destination or corporate brand can suffer serious damage.
The perceived value of the travel industry can be marginalized, at least in the short term. A national image
can be tarnished. People can lose their sense of self-worth and dignity. A culture can be compromised.
Lessening these impacts is the purpose of this Toolbox.

1.2

Brief Synopsis of Current Plans and Levels of Professionalism in
Crisis Communications

The tourism industry recognizes that a variety of risks to health and safety exist anywhere people travel.
Hazards include natural phenomena such as hurricanes, earthquakes, wildfires, tsunamis, and floods;
health risks such as SARS, pandemic flu, foodborne illness, and localized disease outbreaks; as well
as dangers from human actions such as technological and industrial failures, accidents, terrorism and
political unrest. In the event of a serious situation or incident, effective communication is essential to
help people make wise decisions regarding their health and welfare. Effective crisis communication
plans address a variety of possibilities including the similarities and differences in the approaches
necessary to be successful in surviving a crisis.
Unfortunately, recognizing the risks to health and safety related to travel and understanding the value of
good crisis communications planning to mitigate the possible outcomes has not automatically translated
into action by the industry.
Recently there has been an increase in:
•

research and academic writings on tourism crisis management and communications;

•

the number of planning documents in all tourism sectors and at all levels of government;

•

the number of conferences and meetings;

•

new communication technologies.

Examples of these efforts include handbooks such as Crisis Essentials: Crisis Management for Tourism
Businesses (Tourism Victoria, Australia); Crisis: It won’t happen to us! (Pacific Asia Travel Association);
Outbreak Communication: Best Practices for Communicating with the Public During an Outbreak
(World Health Organization); World Health Organization Outbreak Communication Planning Guide
(World Health Organization); and Handbook on Natural Disaster Reduction in Tourist Areas (World
Tourism Organization).

Background
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Books on the subject include: Restoring Tourism Destinations in Crisis (Beirman), Tourism Crisis:
Management Responses and Theoretical Insight (Laws & Prideau); Crisis Communications: A Casebook
Approach (Fearn-Banks); and Crisis Management in the Tourism Industry (Glaesser), to name just a few.
Singapore prepared a comprehensive ASEAN Crisis Communications Manual in 2006 with step by
step procedures, guidelines and templates for members of the Association of Southeast Asian Nations
(ASEAN) to utilize in a variety of crisis situations. The International Association for Exhibition Management
has developed a Model Crisis Communications and Management Plan (2003; updated version) for
its members. The National Tour Association’s Market Development Council has prepared A Guide to
Developing Crisis Management Plans (2003; updated version) that details for its membership both the
steps and suggested content of such a plan. Additionally, the World Travel and Tourism Council (WTTC)
has established a Crisis Communications Committee that is called into action when a crisis arises.
WTTC has also developed a “Crisis Forecasting Model” able to estimate the projected impact of a crisis
event on a country’s travel and tourism economy. It should be noted as well that to be accredited by the
Destination Marketing Association International, a crisis management plan is required. Approximately
100 are currently accredited.
As impressive as this expansion has been and as important as crisis management and crisis communication
is, sadly such strategies are not commonplace in the tourism sector. In a survey undertaken in 2008 by
UNWTO to its member countries, and based on its 67 responses, it was found that countries tend to
integrate tourism into their national emergency management planning only when a crisis had occurred
and/or when tourism’s relevance to the nation is fully recognized. Furthermore, countries tend to
underestimate the probability of crises and the enormous losses of revenues and taxes that will result
from these.
Another recent survey by the University of Florida’s Tourism Crisis Management Institute staff of tourism
crisis management plans from the 56 Convention and Visitors Bureaus (CVBs) and Tourist Development
Councils (TDC’s) in the State of Florida, United States of America, reaffirms the fact that crisis response
could be improved. Although a highly developed state in terms of travel and tourism and its impact on
the economy, the survey resulted in just 24 of the 56 CVBs/TDCs submitting their crisis management
plans – a response rate of only 43%. And of the 24 county crisis management plans submitted, only 17
were specific to the tourism industry. The remaining seven were general county emergency management
plans with little attention paid to the travel and tourism sector.
These surveys indicate that DMOs who have a crisis management and/or crisis communications plan in
place are in a minority and among those with plans distribution is uneven. More developed countries
tend to have plans while less developed nations and “at risk” subpopulations tend not to have them.
Generally less developed nations are more dependent upon tourism as a percentage of GDP and
employment. Not having formal crisis planning in place leads to a disproportionately higher risk to the
country or region’s resources and places the livelihoods of its people in greater jeopardy.
Among those destinations having crisis management and crisis communications plans already prepared,
the plans vary greatly in their focus, sophistication and completeness. Most plans focus on mitigating
negative situations through the coordinated involvement of key players both within the immediate
crisis team and among the identified stakeholder groups, most prominent being the media, as well
as providing a unified, consistent message. Typically there is a crisis management team consisting of
internal general management and governing body representatives and a crisis communications team
comprised primarily of individuals directly responsible for communicating with the various groups and
who are key to the situation and to the organization.
The role of these teams is to coordinate efforts and aim for consistent communications and care for
clients.
Regarding key audiences it is essential to determine those people and organizations that must receive
information and be able to identify the most effective method of communicating to each group, and
ensure that each group knows who will contact them and what will be required of them during a crisis.
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Each crisis has unique or unexpected circumstances and may require variations to any crisis
communications plan. Such a plan must include accurate, timely information about the crisis’ impact,
an outline of actions to be taken, designation of those responsible for decision-making, a timeline for
releasing information, an accounting of what has been/is being done, useful public safety information,
and identification and promotion of official information sources that are providing updated information.
In summary, research indicates that there is growing acceptance in the industry of the value and
importance of crisis management and crisis communications planning. However, those embracing it
are still a distinct minority. Even when crisis planning is a part of the business process, the level of
professionalism varies widely from organization to organization. There is also some question as how
well plans can be actually implemented during a crisis. The purpose of this Toolbox is to provide the
industry, national and local administrations and the tourism sector with the practical communication
tools to use in a crisis and to convince the reader that he cannot afford to ignore them.

Chapter 2
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Specifics, Chances and Challenges
of Crisis Communications

2.1

Definition and Key Elements of Crisis Communications

Crisis
A crisis is an undesired, extraordinary, often unexpected and timely limited process with
ambivalent development possibilities. It demands immediate decisions and counter measures in
order to influence the further development again positively for the organization (destination) and
to limit the negative consequences as much as possible.
A crisis situation is determined by evaluating the seriousness of the occurring negative events,
which threaten, weaken or destroy competitive advantages or important goals of the organization.
Crisis management
Crisis management is understood as the strategies, processes and measures which are planned
and put into force to prevent and cope with crisis.
Crisis communications
Crisis communications is the process, once a crisis has started, of minimizing its negative
consequences for the organization and the stakeholder the organization is responsible for. It
requires immediate decisions and countermeasures using all the communication tools at its
disposal in order to influence and steer its development in as positive a direction as possible.
National Tourism/Tourist Organization (NTO)
NTO is the autonomous body of public, semi-public or private status, established or recognized
by the state as the body with competence at the national level for the promotion and in some
cases marketing of inbound international tourism.
National Tourism Administration (NTA)
A central government body with administrative responsibility for tourism at the highest level. It
may also possess powers of direct intervention in the tourism sector.
Destination Management Organization (DMO)
A DMO is a recent conceptualization of the Organization function for destination management
at national, regional and/or local level. (M) stands for total management rather than simply
marketing.
A DMO (in the majority of cases – called – “Tourism Board”) is highly representative of the
destination value chain and usually involves public and private stakeholders in a partnership
model both in terms of representation and funding.
Travel
Travel relates to the activity of travellers. A traveller is any person on a trip between two or more
countries or between two or more locations within his/her country of annual residence.
Tourism
Tourism is more limited than travel, as it refers to specific types of trips: those that take a traveller
outside of his/her usual environment for not longer than a year for leisure, education or other
purposes other than to be employed by a resident entity in the place visited. Individuals when
taking such trips are called visitors and their activities can include both over-night and same-day
visits.
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Tourist (or overnight visitor)
A visitor (domestic, inbound or outbound) is classified as a tourist (or overnight visitor), if his/her
trip includes an overnight stay.
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When it comes to crises, the term tourist is often used when leisure tourism as such has actually
nothing to do with the event. If not properly addressed, leisure tourism will unnecessarily be
harmed. Whenever possible, be specific when speaking about those affected, for example, use
business travellers, engineers, adventure tourists, etc..

2.2

Types of Crises

Each crisis event is different. And different types of crisis events provide unique challenges that require
special responses. The most effective way to help travellers and mitigate the negative effects of a crisis
is to understand these differences and build a strategic response into your crisis communications plan.
First you need to recognize the different types of crisis. For the purpose of suitability and feasibility of
this Toolbox, the following categories are used when developing our recommendations and templates.

Figure 2.1

Types of crises

Environmental events

Societal /political events e.g.:

Health related events e.g.:

Geological e.g.:

• Crime

• H1N1/H5N1

• Earthquake

• Political riots

• Foot and Mouth Disease

• Coups

• SARS

• Terrorism

• Salmonella

• War

• Cholera

• Volcano
• Tsunami

• Malaria
Extreme weather e.g.:

Technological events e.g.:

Economic events e.g.:

• Flood
• Hurricane
• Wildfire

• Transportation accident

• Financial/fiscal crisis
• Exchange rate collapses

• Tornado

Environmental human
induced events e.g.:
• Ecological pollution/
damage
• Oil spills

Not included in the Toolbox are recommendations and templates for dealing with internal crises such
as corruption, mismanagement, etc.

Specifics, Chances and Challenges of Crisis Communications

2.3

How
Crisis
Communications
Communications

Differs

from

7

Non-crisis

While most communications tools are available for both crisis and non-crisis communications situations,
there are important differences in how they are applied.

https://www.e-unwto.org/doi/book/10.18111/9789284413652 - Tuesday, March 31, 2020 10:49:51 PM - IP Address:103.1.31.133

C = Crisis Communications
N = Non-crisis Communications
Crisis communications team
C:
Designate and activate crisis communications team members and responsibilities – set frequent
meeting schedule
N:
Not necessary
Message development
C:
Immediate – approval at highest level – designate person responsible – focus on transparency,
honesty and avoid speculation at all cost
N:
Work through chain of command at normal pace – approval at senior level – designate person
responsible
Cross functional integration
C:
Engage all organization functions in decision making – senior level approvals – hourly or daily –
interface with crisis communications team
N:
Not normally necessary – long time frame
Media access
C:
Establish crisis channels (special if necessary) – schedule frequent and regular updates and
accessibilities
N:
Access only when desired or for regular scheduled information
Spokesperson
C:
Establish spokesperson – no other employee interaction with media without approval
N:
Establish spokesperson – occasionally engage other employees for public relations objectives
Internal employee communications
C.
Activate special communication vehicle with frequent updates to employees only
N:
Use normal communications vehicle to employees and their families
Quantitative/qualitative requirements
C:
Increased quantitative and qualitative requirements, due to the increased demand of information
and particular attention paid to the organization
N:
Regular assessment
Website
C:
Activate special (dark) crisis website – designate special web master – update frequently on
regular schedule and when news – prominent link from regular website – utilize blog
N:
Post information on regular schedule
Use of new technology
C:
Designate person responsible for managing hand held technology during crisis – text messaging
– social media presence – target specific geographic audiences – content will be sourced by
media
N:
Use for normal interactive communications with consumers – less likely to be sourced by media
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Customer communications
C:
Post frequent updates using traditional and new technology vehicles – can likely become starting
point for social media/mass media reporting
N:
Post at normal times based on normal corporate objectives
Press conferences
C:
Set frequent schedule – do not deviate without excellent and obvious reason – same location and
spokesperson
N:
Schedule only when news that supports corporate objectives
Timeline – frequency – availability
C:
Set frequent schedule for all announcements and availability – do not deviate
N:
Timing not an issue for normal communications
Measurement-assessment
C:
Measure media and public exposure/hits and perception early and often – survey multiple times
post crisis including 3 – 6 – 12 months after – set up internal process for immediate assessment
and recommendations for corrections
N:
Normal measurement
Fact finding
C:
Designate person for gathering and assembling facts related to crisis event – note that a crisis
where traveller voluntarily took on risk will be accepted as less tragic than imposed dangers
– and damage probability and magnitude are subject to a distorted perception based on the
susceptibility and availability of the crisis event
N:
Not necessary
Victim care
C:
Establish special communications channels – designate team and person responsible for working
with victim families – establish procedures, gathering locations, policies for providing assistance
– establish chain for immediate approvals at highest level
N:
Use normal communication channels for customer care
Background materials
C:
Designate person for assembling comprehensive background information and materials on
organization – make accessible online and hard copy to any who request it
N:
Available normally but not easily accessible

2.4

Challenges to Effective Communications

Each type of crisis has its own particular challenge. Some require quicker response than others. Some
require direct communications access to the traveller, perhaps through social media, in order to
promote immediate and productive behaviour. Some benefit from more traditional media outlets with
more in-depth coverage. Some will need a finely targeted approach to a narrow audience. The good
communications practitioner needs to be prepared for those most likely to occur on his or her watch.
This starts with risk awareness and management.
Regardless of the crisis and its unique challenge, the best way to respond to each of these crisis events
is still to provide timely information that is accurate, credible, objective and transparent so that key
stakeholders can act on it and travellers can modify their behaviour in order to ensure their safety.
An example of communications targeted to a particularly challenging and specialized crisis is a health
event like a communicable disease. Unlike most natural events, health events can be dynamic, requiring
rapid modification to the communications message and recommended course of action. The vehicle for

Specifics, Chances and Challenges of Crisis Communications

9

communicating the message might need to change as well.
A second example of how crisis communications might change according to the type of event is in the
focus of the messages. For example, a technological event like a transportation accident or a geological
event like an earthquake has a well-defined start and end point, usually a matter of minutes or perhaps
hours, and a rapid outpouring of anguish and grief. The challenge for a communications professional is
to address issues of grief, action and credibility in a separate but integrated sequence of steps:
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Step I

is a public statement of acknowledgement and condolence by the head of the organization and
a commitment that the organization is working hard to care for those impacted.

Step II follows within hours and is an outline of steps the organization is taking to rectify the situation.
Step III follows the event by several days and begins to frame the organization’s post-crisis image and
agenda for the future.
The key to good crisis communications is identifying the most likely risks and the crises that could
occur, each with its own unique challenges, and then developing specific communications plans and
responses for each event. The more detailed the planning, the more likely the outcome will be effective.
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Chapter 3
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Core Rules of Effective and
Responsible Crisis Communications

3.1

Checklist of Elements Required

No two crises are exactly the same, nor are the specifics of each crisis known in advance. There almost
always will be a need to modify communications to address special circumstances and produce the best
possible outcome for your organization.
There are core rules for effective and responsible crisis communications, however, that should always
be followed. Whether developing a crisis communications plan or handling an actual crisis, those
responsible for communications should ask if their strategy and actions adhere to these rules:
•

Do not assume communications responsibility if your organization is not the most appropriate
source. Do not automatically assume you need to take a high profile position. Other entities more
directly related to the crisis may be the most appropriate communications lead.

•

Establish credibility with audiences by channel in advance. Establish credibility with audiences
through regular engagement in specific communications channels. Do not wait until a crisis to
enter a new channel. Be a recognized presence and respected source.

•

Respond in the same medium. Respond to visuals with visuals, blogs to blogs, tweets to tweets,
etc. Meet your audience where they are.

•

Stay on message. Once goals and messages have been established, repeat them in all your
communications vehicles and at all venues as frequently as possible. Do not deviate from the
original message.

•

Disclosure. Provide all relevant and verified information.

•

Clarity. State your messages clearly and concisely. Fewer words will always be more effective.

•

Accuracy. Always be accurate. Make sure you have the correct facts before you communicate.
Inaccurate statements will destroy your credibility and make restoring your organization’s
reputation and image more difficult.

•

Transparency. Be open about your sources and who is involved in decision making. Un-sourced
information makes your statements appear unreliable.

•

Honesty. Credibility is based on the perception of honesty. Never say “no comment” – it makes
you look like you are hiding something that is potentially negative. If you do not know the answer,
say so and promise to find out.

•

Accessibility. Be accessible to the media on very short notice. They are on a deadline and it is
better for you to speak “on message” with facts than for them to create their story without you.

•

Know your audience. Different media have different needs and requirements for story angles,
deadlines, length of story, interviews. Try to customize your approach to maximize your
effectiveness.

•

Respond quickly. Issue a standby/holding statement within the shortest time possible. Always
respond quickly to questions and requests for information. If you are silent, someone else will
most likely say something, perhaps providing erroneous information. Media are on deadline and
delays can make you appear to be hiding something.
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•

Update frequently. Establish a schedule of frequent updates and do not deviate. The media will
pursue other information sources but providing frequent updates gives you a better chance of
controlling the story rather than it controlling you.

•

Cooperation. Cooperate with all media and do not take favourites (for further explanation, please
see chapter 4.6). Building relationships based on respect, trust and credibility is an investment in
your organization’s future.

•

Stay Cool. Project an image of professionalism that reflects well on your organization. Never lose
your temper or treat a member of the media with disrespect. It can ignite a battle which you may
never win.

3.2

Most Common Mistakes Made During a Crisis

The most common mistake is failing to plan before a crisis takes place. The process of developing a crisis
communications plan takes the organization step by step through the issues and challenges that will
need to be faced and encourages a strategic and professional response to practically every eventuality.
Without a plan and without knowledge of the core rules for effective and responsible crisis
communications there is a strong likelihood that serious errors during a crisis could be committed, to
the detriment of the organization’s goals.
The most common errors are:
•

Rush to judgment. Never make a judgment or state a conclusion without facts and confirmation.
Conjecture will only destroy your credibility and hurt your organization.

•

Overreacting. You are only as effective as your perception as a professional. Maintain a level
approach and never comment on what you do not know.

•

Failure to act. Failure to communicate in a timely and professional manner means you lose control
of the message. The story will develop without you and it may be totally wrong.

•

Bending the facts. Never bend the facts to support your message. Facts are facts. You will destroy
your credibility when the truth comes out and your organization will suffer as well.

•

Showing a lack of compassion. When people suffer in a crisis your organization’s first priority is to
provide support where possible, demonstrate concern and show sympathy. That shows itself first
in the demeanour and comments of the communications spokesperson.

•

Blaming others. Blaming others reflects badly on your organization. Even if it is true, avoid it. Let
the truth come from others.

•

Absence of teamwork. Teamwork throughout the organization is essential to stay on message.
There needs to be one message and one spokesperson, confirmed from the top.

•

Playing favourites with the media. Providing vital information to one media outlet or one media
channel only will result in incorrect off-message stories elsewhere. It will also create resentment
by those left out.

•

Communicating too much or too little. Do not feel compelled to provide a continuous stream of
information if it is not relevant to the crisis. Conversely, do not be guarded and withhold information
important to the story. Use your discretion and think what the media needs to do their jobs.

Chapter 4
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Preparing and Training

Developing a crisis communications plan is the best chance an organization has for weathering a
crisis in the short term. Good communications helps reduce the negative effects of crisis. It is also an
important contributor to a quick recovery.
A crisis communications plan is only one part of a broader business continuity plan that every
organization should have. Integration of crisis communications into continuity planning is a process
necessary for an organization’s very survival.
Addressing the elements of crisis communications planning, step-by-step before an actual event occurs,
forces the organization to think through, in a dispassionate manner, the tough decisions it would be
required to make in the heat of a crisis. The process of preparation can be difficult but it is an investment
any good organization cannot afford to ignore.
Like any good investment, resources should be allocated that are sufficient to ensure success.
Organizations are strongly encouraged to establish a special reserve budget for crisis communications
that can be accessed immediately by the crisis communications team. This would be separate from
special resources budgeted for post-crisis recovery efforts in marketing, promotion and sales.
Finally, any good plans are only effective when they can be implemented in a timely manner. This
is especially true for crisis communications where timing is everything. Authority must be given to
those who need to make decisions in the heat of a crisis where delay for whatever reason is not an
acceptable response. Personal, departmental, organizational and agency/ministry political turf issues
must be put aside, whether it is a private sector company, a DMO or an NTO representing an entire
nation. Determining who takes the lead in various crisis situations should be resolved in advance and
logic should dictate the decision.
The following is a checklist of steps for preparing a plan:

4.1

Establishing Crisis Communications Policy

Establish an objective
An example of an objective is to mitigate the effects of a crisis so that visitors and others impacted are
cared for and the organization’s reputation and viability is maintained.
The objective should be consistent with the organization’s business continuity plan.

Identify the person (organization) who has final approval of strategies, positioning
and messages
Responsibility for approval normally will be the chief executive officer in the organization. Actual
development of strategies, positioning and messages normally will be under the leadership of the senior
communications manager with final approval by the chief executive officer of the organization.
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Identify the person (organization) responsible for implementation of the plan during
a crisis
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This is the go-to person for all internal questions and issues and the one with the authority for making
the initial decision to activate the communications plan and its subsequent elements in the heat of a
crisis.
It is critical that there be an agreed upon hierarchy of approval in place prior to a crisis. A list of
persons with the authority for all communications decisions should be established starting at the top
and going at least three positions deep. Depending on the nature of the crisis, if the first person cannot
be contacted in less than half an hour, then the second person would be automatically authorized to
make communications decisions. If the second person also is not available, then the third person would
be in charge. Senior management must agree on this hierarchy of authority in advance, and abide by
it, if the organization is to be effective. As already stated, the timing of communications during a crisis
is absolutely critical.

Establish core communications values for the crisis management team and the crisis
communications team
This will be the responsibility of the senior communications manager with input from the crisis
communication team and final approval by the chief executive officer of the organization. For example:
•

accuracy;

•

honesty;

•

transparency;

•

disclosure;

•

accessibility;

•

cooperation;

•

quick response;

•

stay on message.

4.2

Crisis Management
Procedures

Team:

Identifying

Responsibilities

and

Identify the members
At a minimum, the following positions or their equivalent within the organization should be represented:
•

chief executive officer;

•

senior operations manager;

•

senior marketing manager;

•

senior communications manager;

•

senior financial manager;

•

senior human resources manager;

Preparing and Training

•

senior legal manager;

•

senior IT manager;

•

senior safety/security manager.
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Prepare the written objective and the responsibilities of the members
Define the specific objective of the team and its parameters. Clarify as much as possible the limitations of
the team in both scope and timing in order to reduce overlap with normal functions of the organization
and their possible disruption. For example, define the line between normal operations and the authority
of the team to implement operational changes.
Develop specific written responsibilities for each team member so each individual will have a clear
understanding of what his or her duties are, and are not, during the heat of a crisis when effective action
is critical to the organization’s success and possible survival.
Generally crisis management team responsibilities should be assigned based on normal functional
responsibilities such as operations, marketing, safety/security, etc. A team chair with clear authority for
final decisions should be designated however in order to ensure quick action.

Prepare written procedures for the team when a crisis occurs
Develop written procedures for how the crisis team should operate during a crisis. Backup options
should be prepared for the following items:
•

where the team will meet;

•

when the team will meet;

•

who will chair the meetings;

•

who will communicate results;

•

mobile phone and internet availability 24 hours a day throughout the crisis.

Case study 4.1: CTO’s Hurricane Preparedness Manual
The Caribbean is faced with the threat of hurricanes on an annual basis. A regional response
was created in 1996 when the Caribbean Hotel Association (CHA) and the Caribbean Tourism
Organization (CTO) joined forces to prepare a manual for the industry.
The manual was designed to provide recommendations, and to outline tasks and responsibilities
for each major department within a hotel on how to respond during a hurricane. It was structured
to allow for distribution in sections to relevant departments. Procedures and responsibilities for
preparedness, appropriate design and retrofitting are outlined within the manual.
The prevention and preparedness phase includes: structural and non-structural vulnerability
assessments, maintenance requirements, retrofitting requirements, emergency supplies, mutual
aid agreements, guest information, training, insurance, community liaisons, vital records, guest
security, weather information and media communications requirements.
Both the hurricane and the response phases include tasks for each department – from hurricane
alert to actual landfall.
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The recovery phase embodies guest relations, damage assessment, impact evaluation, clean-up
and salvage, business restoration, and community relations.
The section on structural loss reduction details procedures to be followed for design, maintenance,
repair and retrofitting of buildings before a hurricane strikes.
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The manual has been well received by the industry, as it lays out in a practical, concise and
executable manner all the responsibilities and procedures to be considered.

4.3

Crisis Communications Team: Identifying Responsibilities and
Procedures

Identify the members
At a minimum, the following positions or their equivalent within the organization should be represented:
•

chief executive officer;

•

senior communications manager and key staff;

•

senior marketing manager;

•

senior human resources manager;

•

senior IT manager;

•

senior safety/security manager.

Prepare the written objective and the responsibilities of its members
Define the specific objective of the team. The objective of the crisis communications team normally
will be aligned with the objective of the crisis management team. The key difference will be how it is
focused on achieving that objective through communications to external audiences and employees.
Develop specific written responsibilities so each team member will have a clear understanding of what
his or her duties are, or are not. For example, at a minimum, assign responsibility for the following
functions:
•

serving as primary and backup spokesperson;

•

gathering and updating all information on the crisis;

•

handling media, arranging briefings, interviews and press conferences;

•

managing website content (public website and blog and possible internal password protected
victims and relatives website), handheld and social media communications;

•

maintaining media lists and contact information;

•

managing victim/family communications;

•

assembling background information and facts on the organization;

•

managing internal employee communications;

Preparing and Training

•

managing customer and supplier communications;

•

managing impact measurement to measure the effectiveness of crisis communications efforts;

•

managing a special crisis communications budget.
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Develop communications strategy
The written communications strategy for internal use will be developed by the crisis communications
team under the leadership of the senior communications manager with final approval by the chief
executive officer of the organization.
The strategy should be consistent with, and supportive of, the organization’s business continuity plan.

Establish communications positioning and message to key audiences
A written positioning statement for internal consumption will be developed by the crisis communications
team under the leadership of the senior communications manager with final approval by the chief
executive officer of the organization.
For example, to decide on a position, it is important to step out of your role in the organization and put
yourself in the situation of those involved in the crisis or try to view the crisis from the eye of the public.
As you are considering the position it is important to consider the wide range of consequences (e.g.,
legal, financial, public relations, effect on administration, effect on operations).
A key message will be developed for external use by the crisis communications team under the
leadership of the senior communications manager with final approval by the chief executive officer
of the organization. The message will summarize the organization’s position and response during the
crisis:
•

There will be no deviation from the key message without approval by the senior communications
manager and the chief executive officer.

•

Additional messages may be developed of specific value and interest to key audiences affected by
the crisis but it is important to have these specialized messages remain in conformity in fact and
tone with the overall key message for the organization. Key audiences could include specialized
media, customers (visitors, guests, passengers), government, employees, suppliers and of course
victims and their families.

Prepare written procedures for the team when a crisis occurs
Develop written procedures for how the crisis communications team will operate during a crisis. Backup
options should be prepared for the items:
•

where the team will meet;

•

when the team will meet;

•

who will chair the meetings;

•

who will document the discussions, issues and decisions;

•

who will communicate results;

•

mobile phone and internet availability 24 hours a day throughout the crisis.
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Table 4.1

Example of a log file (hurricane alert)

Day

Time

Action

20/08/2010

09:00

X receives hurricane alert from the National Hurricane Center and informs Z

09:01

Z notifies emergency committee

09:04

Z informs CEO and department managers

09:15

X liaises with the Provincial Emergency Service/Department of Civil Protection

09:33

First notification of guests and tour operators

10:00

Meeting of company’s crisis management team in room 3

10:25

Z informs department managers to initiate phase 1 measures

10:40

Meeting of company’s crisis communication team in room 5

11:10

B prepares press release for media and submits first draft to Y for comments

11:45

Y sends reviewed press release to B

12:05

Press release issued

12:12

Website and Facebook updated, info sent via Twitter

Set up password protected crisis website for internal use listing important information
during crisis, available to designated individuals including crisis management team,
crisis communications team and those responsible for specific functions
Identify person responsible for maintaining site. All information should be approved by the senior
communications manager. At a minimum, website should include:
•

contact information for all designated members;

•

objective and positioning statement for internal use;

•

key message statement for external use;

•

schedule of key activities like press conferences and interviews;

•

all information on crisis reported and maintained in chronological order;

•

background and fact sheet on organization.

Important: Assume information on the internal password protected crisis website will somehow become
available to the media and other unauthorized audiences. Make sure everything on the site conforms
to the core communications values established and approved as part of crisis communications policy.

Be prepared to set up password protected website for victims and their families
Identify person responsible to maintain site. All information should be approved by chief executive
officer and senior communications manager. At a minimum, website should include:
•

personal statement of condolence and commitment to help by chief executive officer;

•

list of steps and procedures being offered to assist victims and families including aid, transportation,
accommodations, counselling, etc.;
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•

contact information 24 hours a day;

•

location of aid and schedules where applicable.
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Task the chief financial officer and the senior communications manager with
developing a crisis communications budget that covers the costs of implementing
the crisis communications plan during the first few weeks of a generic crisis (the
most likely type of crisis the organization might face)
Seek approval for a special reserve budget allocation.

4.4

Identifying Staffing Procedures

Develop contact list (print and electronic) of home, cell and office phone numbers
and email address for the staff persons responsible for each of the functions listed in
the previous section (4.3)
Identify the person responsible for maintaining the contact list and establish procedure and schedule for
reporting in changes and availability by all those on the list.
Include all contact information on an internal password protected crisis website and include backup
persons for each function where applicable.

Establish procedure whereby person responsible for each function will set up and
maintain a staffing schedule for their function and report in that schedule on a daily
basis to the person maintaining the master list for the duration of the crisis
Prepare internal procedure on special crisis staffing requirements (e.g., working unusually long hours
and consecutive shifts and days of work) with compensation policy and plan in money and time,
available for immediate internal distribution during a crisis to affected staff.

Case study 4.2: Hurricane Katrina
Hurricane Katrina had a significant impact on the city of New Orleans, as well as the Convention
and Visitors Bureau’s infrastructure. Use of computers, land-lines, mobile phones and servers (for
web and email) were all brought to a standstill due to the enormous surge of water into the
city. This prevented the visitor’s bureau, especially in the beginning, from communicating both
internally with its staff as well as externally with the tourism industry and visitors.
To avoid these problems and ensure business continuity, critical infrastructures and processes must
be identified and protected respectively to ensure their continuation. That could be in the case
of the DMO to ensure that back-up systems are in place, and that back-up servers are located in
communities that are not in a close geographical proximity.
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Identifying Key Audiences, Developing and Maintaining Media and
Stakeholder Lists
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Develop and maintain lists of key audiences and stakeholders for the organization, to
be available for immediate communications use at the onset of a crisis
While audience-specific information may be communicated to each list it is important that the key
message developed and approved for external consumption summarizing the organization’s position
and response during the crisis be adhered to in all communications, in both fact and tone. Additional
messages may be developed of specific value and interest to key audiences affected by the crisis but
these specialized messages must be in conformity with the overall key message for the organization.
Key audiences include:
•

Media: Print, TV, radio, web. Update at least every six months, particularly for web.

•

Employees: Updated regularly by Human Resources. Maintain separate contact list for home/
families for possible use as appropriate.

•

Customers: Contact information for priority frequent customers first and occasional customers
second for the previous twelve months.

•

Industry: List of key travel industry partners and vertical industry sector associations.

•

Suppliers: List of current suppliers in descending order of volume and importance.

•

Key government officials: List of key administrative, legislative, judicial, emergency management
and law enforcement/security officials that have, or are likely to have, influence over your
organization with respect to its handling of a crisis.

Identify a staff person responsible for gathering and maintaining contact and other
vital information on victims and their families immediately on the onset of the crisis

4.6

Establishing Policy and Procedures for Media Access

Establish an internal policy with procedures for working with the media
The policy should be based on the approved core communications values and it should provide ample
opportunities for media to access full and accurate information in a safe environment in order to establish
credibility and trust in your organization. The effectiveness of crisis communications efforts with the
media will be enhanced significantly if a working relationship with the media that is respected by both
parties already exists. If it does not, work should begin on establishing that relationship immediately.
Policy and procedures include:
•

Stay on message. Incorporate the approved key message summarizing the organization’s position
and response during the crisis into every communication to the media.

•

Include where appropriate in all communications an update of efforts to assist victims and their
families and express compassion for their ordeal.

•

Provide accurate information on all issues requested by the media that are pertinent to the crisis.
The media interpretation of “pertinent” will be broader than yours – try to accommodate the
media within reason.

https://www.e-unwto.org/doi/book/10.18111/9789284413652 - Tuesday, March 31, 2020 10:49:51 PM - IP Address:103.1.31.133

Preparing and Training

21

•

Establish a specific location for press conferences and media briefings and a regular schedule.

•

Schedule conferences and briefings as frequently as feasible in the early stages of the crisis. At least
several times a day can be appropriate if new facts emerge. Maintain the schedule.

•

Be accessible to the media outside of the scheduled press conferences and media briefings.

•

Treat all media fairly and do not show favourites by granting exclusives. Provide the same
information and materials.

•

Post all updated information on the website.

•

Communicate to all staff that there will be only one official spokesperson and a backup.

•

All requests by the media for interviews should be referred to the spokesperson. Prepare guidelines,
talking points, Q&A and background information for other staff members.

•

Respond to all media questions quickly and accurately so long as it is not prohibited by law or
financial and government regulations to do so. Where the answer is not immediately available, say
so and promise to get the answer within a certain time period. Always follow up.

•

Log all calls and inquiries with time, date, reporter’s name, title, organization, questions asked,
follow-up needed, person being interviewed, and a brief assessment by interviewee of the content,
tone and direction of the interview.

•

Prepare and have available the following materials and update whenever there are changes:
–– Press releases:
−− initial information and concern at onset of crisis;
−− all status reports/updates in sequential order;
−− post-crisis information once things return to normal.
–– Statements:
−− external: to key stakeholders including victims, media, customers, industry, suppliers, key
government officials;
−− internal: to employees, governance board.
–– Fact sheet and background information on organization:
−− mission statement;
−− organization fact sheet;
−− operations description, if applicable;
−− key financial information (if public).
–– Q&A
–– Talking points
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Case study 4.3: Anna Nicole Smith’s funeral and the creation of a media room
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Although it was of no direct tourism relation, the funeral of the celebrity Anna Nicole Smith,
caused the Bahamas’ Ministry of Tourism to take pro-active steps. To support the large amount of
media expected to report on the funeral, the Ministry decided to facilitate their arrival and support
their activities directly.
A media room was set up at a local hotel. The media were allowed to use the room, conduct
interviews and submit their assignments. It was also used as a briefing room by the Bahamian
government on issues related to the case. No advantage was given to any one media outlet since
all had access to the same information and resources at the same time.
The journalists were positively surprised about these supportive actions, as they were unexpected
and not common for these kind of events. By easing the process for the media and supporting their
activities, the Ministry of Tourism created a good working environment and also, a positive story
for the country.

4.7

Identifying a Spokesperson and Conducting Media Training

Identify the primary person authorized to speak with the media
Criteria for selection:
•

experienced and skilled in handling media;

•

comfortable and calm in front of TV and reporters;

•

speaks clearly, concisely, stays on message;

•

projects confidence, sincerity and believability;

•

knowledgeable about the organization;

•

knowledgeable about the crisis.

Identify the backup person authorized to speak with the media
Same criteria as for primary spokesperson.

Identify media training capability and have spokesperson, backup spokesperson and
designated senior officers undergo training
Conduct updated training no less than every five years. If there are staffing changes involving
spokesperson(s) or designated senior officers schedule training for new designees as soon as possible.

Preparing and Training

4.8
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Establishing Fact Finding Procedures, Identifying Key Issues and
Influencing Factors
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Identify person responsible for gathering information on the crisis

Identify key issues and influencing factors related to the crisis
Crisis management team identifies those key issues and factors most likely to influence the outcome
of the crisis. Individual on the crisis communications team responsible for gathering and updating all
information on the crisis produce a daily or frequent summary analysis of these key issues and factors.

Establish a communications tree, procedure and schedule for providing updated
information on the crisis to the person responsible
Provide updated information as frequently as several times a day in the early stages of the crisis.

Identify person responsible for gathering key information on the organization
Generally this would be information available on your website plus basic operational and financial
performance. For example:
•

mission statement;

•

values statement;

•

organization fact sheet and structure;

•

key staff;

•

key operating statistics;

•

key financial statistics (if publicly available).

4.9

Establishing Victim Notification Policy and Procedures for Handling
Families

Identify a staff person responsible for gathering and maintaining contact and other
vital information on victims and their families immediately on the onset of the crisis

Establish procedures for providing care for victims and their families
Depending on the crisis, steps might include:
•

providing a secure location away from the media and public for victims and their families to gather
and grieve;

•

making arrangements for or providing complimentary accommodations and/or transportation;
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•

providing assistance in communications;

•

providing short term food and beverage catering;

•

providing grief counselling;

•

working with government to facilitate travel where travel documents like passports and visas have
been lost;

•

providing assistance in making arrangements for shipping remains.

Prepare a statement of concern for immediate release, customized for the
particular crisis, followed by a press conference where feasible and then ongoing
communications that shows compassion for those affected
Initial statement and ongoing communications should include:
•

concern for the victims and their families;

•

acceptance of responsibility for their care, if appropriate (this does not mean assuming blame or
fault);

•

summary of actions being taken to provide care;

•

schedule for releasing additional information on care;

•

overall status of crisis.

4.10 Measuring Results of Crisis Communications Efforts
Establish a procedure for measuring the performance of the organization and its
relationship to quantitative and qualitative media coverage of the crisis in order to
determine the effectiveness of crisis communications efforts
Research surveys of key stakeholder groups will also be required:
•

Measure quantitative and qualitative media coverage and key stakeholder perception on a routine
and frequent basis in order to establish a benchmark relationship with regular operating results.

•

Appoint the task to a person from communications within the organization to track this relationship
on an ongoing basis and providing analysis. This person will also be responsible for tracking and
analyzing the relationship during the crisis.

Preparing and Training

Case study 4.4: Visiting families
In an isolated incident in 1997, a school group from Israel came under attack while visiting the
“Island of Peace” in Nahrayim, Jordan. Seven children were killed and six others wounded.
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In response to the incident, King Hussein of Jordan became personally involved. While on the one
hand, he appointed his brother to be the high-level coordinator of the activities, he, on the other
hand, personally visited each of the victim’s families in their respective hometowns.
A similar high-level approach was chosen by the Minister of Tourism of Egypt after the bomb
attacks in Sharm el Sheikh in 2005, which killed several dozens of people. The Minister personally
sent letters to each of the victim’s families. He conveyed his condolences and offered his help and
support.
Both high-level engagements stressed the sincere commitment and concern, and contributed
significantly to the recovery.
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Using New Media

5.1

The Digital Era

Travel and tourism is highly dependent upon word-of-mouth for credibility. Research shows that wordof-mouth endorsements have been and remain far and away the most believable endorsements for
consumers, particularly if delivered by a trusted family member, friend or business associate. Nowhere is
there a greater opportunity for reaching people directly and immediately with credible travel information
than through person-to-person, word-of-mouth communication using mobile phone text messaging and
social media/networking programs. This is especially true during a localized, fast-breaking crisis when
proper management of a destination or organization’s reputation is essential to survival.
Responsible use of this technology can have a very positive effect on mitigating the negative effects
of a crisis by influencing the behaviour and actions of travellers and the industry, thus saving lives
and minimizing impact. But it must be used sparingly and only in situations when immediate action
is called for and always in conjunction with the use of other time-tested communications tools for
reaching the more traditional media and key audiences. If over-used or employed in situations when
true and imminent danger is not present, messages transmitted through this medium will lose credibility
with travellers, the industry and the media.
Mobile phones today are the most common form of technology used for people to communicate
with each other, especially while travelling. Today mobile phones allow people to communicate by
voice, email, text messaging and other communication methods. Travellers and local citizens alike are
constantly looking at their phones to surf the internet, access online applications and emails, and send/
receive text messages. This form of communication now spans most age groups.
Hundreds of millions of people have flocked to social networking sites, like Facebook and Twitter.
Network services provide means for users to interact over the internet, such as e-mail and instant
messaging. These sites allow for one-to-one and one-to-many communications, used to spread both
news and commercial messages. Many smart phones (mobile phones that can access the internet and
other applications) have applications specifically for these networking sites, thereby allowing millions
of users to access and use the services on their phones.
The main types of social networking services are those which contain category places (such as former
school-year or classmates), means to connect with friends (usually with self-description pages) and a
recommendation system linked to trust. Popular methods now combine many of these, with Facebook,
Twitter and LinkedIn as the most used worldwide.
The communication process in traditional media has been and still is coined by a unidirectional
communication from strong gatekeepers – such as media, companies or institutions towards a greater
audience of customers or citizens. The traditional communication process was almost completely under
the control of these gatekeepers. This pattern is undergoing a deep change not only caused by the
increasing digitalization of public life but also by the shift of the internet towards to a social media
internet (Web 2.0).

5.1.1

The internet as a Social Tool – Consequences of Web 2.0

The Social Web is shaped by various platforms, such as Facebook, YouTube, Twitter etc. which enable
users of such platforms to communicate and to exchange information. The expression “Web 2.0” was
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formed by an American editor, who thereby characterized a new era of the internet economy after its
collapse. Web 2.0 is firstly and foremost signalized by three fundamental technical aspects:
•

Architecture of Contribution: Web 2.0 applications enable internet users to contribute to the
internet by either writing articles or by uploading media, such as photos, videos or similar data on
platforms like YouTube, Picasa, Flickr as well as blogs, social networks or Wikis.

•

Architecture of Communication: Another basic feature of the Web 2.0 is the possibility to
communicate with other users, in the sense of many-to-many conversations which are accessible
and can be joined by everybody. This kind of communication mostly takes place on blogs, social
media services and panels.

•

Architecture of Networking: With Web 2.0 application, users are now able to connect and socialize
with other users. Consequently, the web serves as a medium of networking with other individuals,
as well as an address book. Moreover, it aids in the visualization of social networks.

These three aspects should be enhanced by the possibilities emerging from open Application
Programming Interfaces (APIs) and other interfaces, which enable websites or companies, to extract
user data from social networks and thus allow a more user-centered internet experience.

5.1.2

Consequences of Social Media for Consumers and Organizations

In terms of the development of the internet, social media is leading to an increasing diversity and
complexity among the types of websites. In former times the internet was a means of information.
Today informational websites are closely connected to social networking sites (e.g. by the Facebook
Like-Button) and there a lot more types of websites, such as blogs, video communities, social networks,
forums, etc..
The surfing behaviour within these social communities is different – people are obtaining their information
more and more from their online social network. The network is essentially curating information for them
(you read posts/information of whom you follow) – the monopoly of search engines has been dissolved.
Companies which are not part of a customer’s virtual social network do not show up in the customer’s
online journey anymore. To deliver information to a customer today via internet, it is fundamental to
understand the different filters customers are using to avoid getting an overflow of information: classic
search, social network curation, location based information and personalized websites.
Social media does not only affect the patterns how people consume information, but also the way,
customers make their decisions and how trust is built. In the past, companies used advertising and
marketing to introduce their products to their potential customers. Today customers can quickly receive
information about almost any tourism product from other customers by review sites or social networks.
For tourism organizations, social media has some specific consequences:
•

The tourism product’s quality is becoming transparent and any crisis or problem is reported to
the internet due to social media platforms and the increasing market share of smartphones in
real time. The tourism organizations have lost the power to control the online information about
a destination. Regarding this development it is even more important to invest into products and
quality rather than focusing on marketing only, especially from a long term perspective.

•

Destinations need to extend their marketing and PR work by community management. Nowadays,
the task of the community manager is, to share the right bit of information with the right “friends”,
so that this information is spread in the right network. Those elements, which were perceived as
single oriented in the web 1.0 (e.g. press) is now seen as dialogical communication in the web 2.0
and as a new information behaviour in the social web.

Using New Media
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Active, Passive and Exponential Forms of Communication
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When considering communications planning for crisis situations using newer forms of social media
and technology, keep in mind there are two ways information can be obtained – push and pull, or
active and passive. Push or “active” communications are activated by you and actively distributed to a
list of individuals who receive your message. Pull or “passive” communications require that you post
information and the intended audience must go to your website or other online location to obtain it.
Exponential communication uses the recipient for the multiplication of the originating message and is
the fastest way to reach many people.

Figure 5.1

Different methods of communication
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Note: (1) passive, (2) active, (3) exponential and (4) many-to-many method of communication.

An important change in both active and passive communications enabled by mobile phone text
messaging and social media/networking programs is the frequent placement of traditional print, TV and
radio in between the originator and the recipient of information in a crisis situation. Today traditional
media often first learn of a crisis from an individual on site using new technology. Traditional media then
use this resource to report on the event, communicating to recipients that also include the originator of
the information. With the advent of the “social web” the communication changes so that each recipient
can also become a sender. The result is not only a bi-directional communication, but a multi-directional
communication. Everyone can respond to every message from each sender. This change has a significant
impact on communications during a crisis. When the message’s value of information or the factor of
interest is high enough, mobile and social media technologies spread messages exponentially and in
real time.
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Additional Chances and Challenges

In addition to the chances and challenges already mentioned in chapter 2 and stemming from the
special nature of social media, additional challenges are emerging.
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5.2.1

Providing Assistance

A number of events impacting travel and tourism have shown the enormous support new ICT
(Information and Communications Technology) can provide to travellers. Increased direct distribution,
where service providers interact directly with clients, as well as events, affecting large numbers of
travellers simultaneously, can only be managed effectively using new ICT.

5.2.2

Correcting Perceptions

Techniques and possibilities to influence the perception of a crisis have changed dramatically. As new
ICT is a very important channel of negative information, where tourists function as journalists on the
spot, publishing large amounts of pictures, videos and texting about real time situations via smartphones
and social media, it must also be used as the platform to engage and communicate with them.

5.2.3

The Viral Effect

The viral effect became possible due to its multi-directional and real time communication that is offered
by the web 2.0 technologies. Small incidents which were not worth mentioning before can now cause
major impact on the image of a company, organization or destination. Messages otherwise classified as
unimportant can reach a wider public within a short period of time on the basis of the “viral effects”: the
rapid communication and transmission of information. This happens for example when many people
start to identify themselves with the message or when the message is shared because of its entertaining
nature.

5.3

Communication Possibilities through New Media

Communication through mobile devices and text messages represents a special case in this chapter as
text messaging is part of the traditional communication model with a simple transmitter-receiver model
and without any bi- or multi-directional communication. The reason why this aspect is mentioned is
because mobile devices can be seen as a “new technology”.
Unlike text messaging, which requires a message to be text only and delivered almost exclusively
via mobile phones, posting or disseminating messages through social networking sites can be multifaceted, short or long, with or without images, and passive or active. In order to gain access to their
accounts and those they are following, many active participants of social networking sites will simply
log on to the sites at their computers. This passive form of communication will allow visitors on your
page to see what crisis news you have to share based on the content you have posted directly on your
social networking page.
Many users of social networking sites will download applications to their mobile phones, if those
phones are enabled to handle such software. Most of the newer generation devices are internet enabled
and thus equipped for this. By using these devices, people who are connected to or following your page
can participate in both active and passive communications from your site. Users can view your page
and updates on their mobile devices (passive) and receive messages from you on these devices as well
(active).

Using New Media
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31

Text Messaging
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One of the quickest ways to reach out to your clients and communicate a “one-to-many” message
that will reach people individually is through sending a text message to their phones. Text messaging,
also known as “texting”, refers to the exchange of brief written messages between mobile phones over
cellular networks.
While the term “Text Messaging” most often refers to messages sent using the Short Message Service
(SMS), it has been extended to include messages containing image, video, and sound content (known
as MMS messages). Individual messages are referred to as “text messages” or “texts”.
Since many mobile phones used in the marketplace are not email-enabled, text messaging could be
the speediest way to reach your audience. While changes in technology are allowing more and more
people to carry their laptop computers with them, they have not yet reached the “wireless” status of
mobile phones, especially when travelling internationally. People generally have their phones with
them or nearby, and you are therefore more likely to reach your audience with a text message in a
matter of seconds or minutes rather than with an email.

Advantages and disadvantages of text messaging

Table 5.1

Advantages and disadvantages of text messaging

General advantages of text messaging

General disadvantages of text messaging

• It is the number 1 worldwide
communication channel.

• It is unsuitable for promptly alarming an entire population in
a region – transmission and reception masts have a limited
cellular network capacity. The transfer of information to a
large number of recipients within an area (network cell)
can take hours. Therefore, text messages should be sent
specifically to key persons who in turn pass the information
on.

• It provides targeted communication – fast
and direct transmission of information to
a large number of recipients (in different
languages).
• All mobile phones are able to receive text
messages – no additional hardware is
necessary.
• It offers worldwide network coverage.
• It is possible to send a text message with
the same content simultaneously to a large
number of mobile phones.
• Messages will be sent by the provider until
it is read by the subscriber of the mobile
phone (min. 24 hours – depending on the
provider).
• A transmission and read-receipt
confirmation can be requested by the
provider. The information can be evaluated
automatically.
• A transmission confirmation informs
whether the number is valid and over which
routing the text message was sent.
• A read-receipt confirmation informs whether
the message was transmitted and read.
• An acknowledgement can also be requested
by answering directly to the text message.

• There is no guarantee that the text message was received and
read by the recipient.
• Roaming problems – there are no global roaming agreements
between all providers. There are always areas or countries in
which no messages can be sent or received by certain foreign
SIM cards.
• Leisure tourists often do not keep their mobile phones
switched on when abroad due to high roaming fees
(additional connectivity fee when the mobile phone is used
outside the country where the phone is registered).
• There is a limitation in the amount of information sent
through text messages. The number of characters, although
messages can be sent with more than 160 characters.
Messages of more than 160 characters are fragmented during
the transmission and reassembled in the terminal.
• Networks may collapse within the crisis area.
• There is a capacity limitation in sending mass SMS. Messages
are not sent all at once but successively as usually a limited
number of SMS can be sent per minute, depending on the
SMS service provider. For critical alerts to a large number
of receivers, the notification may take too long to reach
everyone; therefore it is recommended that the network
provider be contacted directly about the possibility of
sending a mass SMS.
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What makes a good text message
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Avoid the use of abbreviations and acronyms
•
Often people who engage in text messaging will use abbreviations and acronyms in order to stay
within the character limit as set by their mobile service provider. In addition, it allows for speedier
typing. But there are very few abbreviations that are universally known or understood. Therefore,
you should try to refrain from using abbreviations or acronyms, and instead use full words.
•

If you must use abbreviations in order to keep under the character limit, be careful in your choice
of abbreviations. These are some that might work: msg (for message) or dept (for department).
Abbreviations of country names might be appropriate as well: US (for United States of America)
or FR (for France), etc.

•

It is especially important that there is no misinterpretation of emergency messages. Always try to
take into account cultural and attitudinal factors of the target audience in formulating an emergency
message so that it is as clear as possible. There should be no room for ambiguity.

Mention the Sender in the message
It is possible that the recipient will not identify you as the sender of the text message, because they may
not recognize the sender information when they receive the text message. Try to end your messages with
something like: Sent by National (Country) Tourism Board.
Limit your entire message within one text message
It would be ideal to contain your entire message within one text message. When you are sending a
message with more than 160 characters the message will be sent over two blocks to the recipients, but
can be read as one block – the two blocks will be automatically reassembled in the terminal. However,
if any interruption in mobile service occurs during the crisis, it is possible that the second message
might not get transmitted, and the message could be rendered ineffective.

Text message distribution options
Technically there are a number of ways you could utilize text messaging to communicate to individual
travellers/citizens or to stakeholders in the tourism industry in a crisis.
Partnering with national emergency services
Partnering with national emergency services to send a message, through the mobile phone companies,
to travellers in the affected area.
Partnering with outbound tour operators
Partnering with outbound tour companies to utilize text messages to communicate to their customers
who have, are or plan to travel to the affected area.
Explore legislation in your country
Explore legislation in your country that would allow text messaging to travellers in the affected area.
Tip: Avoid irrelevant emergency messages
You do not want your message to be received by people who are not likely to be in or around the crisis.
Getting such an irrelevant message might cause people to ignore future messages. Try to narrow your
recipient list to those who are more likely to be directly impacted by the crisis.
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Example of a text message in case of a crisis
Sender: [Country] National Tourism Office
Situation: Wildfire has endangered a popular tourist area near a scenic national park. Fire-fighting
crews have been battling the fire and now have it totally extinguished. There is no longer any
danger to tourists.
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Recipients: Operators, hotels, transportation companies
Message (160 characters): Wildfire near national park is extinguished. Park and tourism facilities
are reopening [date]. Visitors are welcome. [Country] National Tourism Office

Text message accessibility for the international travellers/visitors on arrival (roaming)
It is important to note that there is not a global roaming agreement between all network providers. When
an international traveller travels abroad and turns on their mobile, the mobile attempts to communicate
with a GSM or 3G network. The device may be preconfigured to actively choose a preferred network in
the visited country. The visited (local) network picks up the signal from the mobile device, notes that it
is a visitor and attempts to identify its home network. If there is a data roaming agreement between the
home network and the visited network abroad and the network operator allows the visitor to roam, the
device will then be able to access data roaming services. Nevertheless, network operators can block
mass SMS from a foreign network provider to avoid spam SMS, therefore a bilateral agreement between
foreign and local network providers may be necessary to lift the blockade.

5.3.2

Social Networks

Social networks, for example Facebook and Twitter, are built primarily to send content and messages as
quickly as possible between networked contacts. These platforms are purely driven for and contribute
to the rapid dissemination of messages.
Most social networking sites have a messaging tool built within their sites, so that users can send and
receive messages to each other while logged in. But these sites also allow users to receive notifications
by the way they set up their accounts. In other words, if you send out a message to all of your followers
with an update about a crisis, several of those followers will get your message per email and/or others
will get it the next time they log in to the social networking site.

5.3.2.1 Twitter
Twitter is a social networking site that facilitates the distribution of short messages by a sender. While
Twitter is seen with ambiguity by many, it has been widely used in times of crisis, especially in the
tourism sector.
Here is how Twitter describes what they do on their own website (www.twitter.com):
•

Whether it’s breaking news, a local traffic jam, a deal at your favourite shop or a funny pickme-up from a friend, Twitter keeps you informed with what matters most to you today and
helps you discover what might matter to you most tomorrow.

•

The timely bits of information that spread through Twitter can help you make better choices
and decisions and, should you so desire, creates a platform for you to influence what’s
being talked about around the world. Search results spread across Twitter and in other ways
across the Web so you can discover what’s happening on and off of Twitter.com, wherever
you prefer.
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•

Twitter can give a voice to even the weakest signals because of its simplicity. Users can
access Twitter on powerful broadband connections via a video game console or through
faint connections in rural areas via SMS on a simple mobile phone. You can also access
Twitter through more than 50,000 third-party internet and mobile applications.

•

Just remember, how you use Twitter is completely up to you. Follow hundreds of people.
Follow a dozen. Post every hour. Post never. Search for your favourite topics and create lists.
Or not. You are in control on Twitter.

The main difference between text messaging and using Twitter is that a text message is ultimately a
one-to-one communication only seen on one’s mobile phone, even if you are sending to 1,000 people,
while Twitter publishes your message for all those who are keeping track of your tweets (messages)
or who might search www.twitter.com for tweets. Since those receiving your tweet can immediately
forward it to everyone following them on Twitter, the ability for your message to quickly reach many
people is powerful. Twitter is a social networking site that operates on their website, through mobile
devices and all kinds of third-party applications.

Getting started – The name
Someone in your organization or company should create a Twitter account at www.twitter.com. But
what should you name it?
“Official site of” – Do your best to choose an account name that closely matches what you do or who
you represent. Reserve your account name now before a crisis. Tagging your messages as the “official
site” of your organization or company is a quick and easy way to establish your credibility in both good
times and bad. For example, if your organization is the Association of British Travel Agents, you should
choose a Twitter account name like “ABTA”. You might also consider association or descriptive elements
in your account if the acronym of your organization is unknown. Examples might be “UKTravelHelp”
or “UKTravelAgents”, and then tag your messages with the “Official Site of the Association of British
Travel Agents.” You want the general public, as well as specific audiences to clearly understand who you
are and who you represent by simply looking at the name of your Twitter identity but then you want to
reinforce your identity with a tag in your message that says you are the official site and add your home
page for easy reference and verification.
Important: Even if you are not sure you are going to use it a great deal, go ahead and establish accounts
with several social media sites, however, do not publicize your social media pages until you are active
with generating content. An unused account will not be looked upon favourably.

Create your first tweet
Once you have established your Twitter account, you are ready to create your first tweet, which simply
is a message sent via Twitter. Tweets are limited to a total of 140 characters, including spaces, numbers,
letters and symbols so your entire message must be contained in those 140 characters. This differs from
most text messages which are limited to 160 characters. Twitter users have the ability to send tweets
through their SMS text messaging feature on their mobile phone. Once you set up your Twitter account,
you can go to www.twitter.com to learn how to set up your mobile phone to send tweets.
To send your tweet, simply type your message into the “What’s happening?” box. If at all possible the
following general rules for content should be followed:
•

Place clear information first, but try to use a positive tone rather than negative.

•

Provide facts and allow for verification. For example, link to live webcam(s) of the area affected.

•

If possible, provide a link to an online map, allowing better understanding of locations and
distances.
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Example of a tweet
Enter your emergency message here
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What’s happening?
Wildfires in mountains are under control. Resorts are not affected and are fully operational.
Check it out yourself. (Link to webcam)

Number of characters remaining in your tweet

30

tweet

While maintaining a database of mobile phone numbers for effectively communicating via text
messaging is important, the real value of Twitter in a crisis will be your followers retweeting (forwarding)
your message. In the case of the June 2009 Air France Rio de Janeiro to Paris crash over the Atlantic,
it was actually the viral effect of retweeting that disseminated information to such a large audience so
quickly. In the case of a crisis, you want to have as many relevant people viewing and receiving your
message as possible so they in turn can retweet to their own followers.

Case study 5.1: Florida Live (Gulf of Mexico oil spill)
As the tourism industry entered its peak season, the Deep Water Horizon Oil Spill, which started
on 20 April 2010, had among other things, a heavy impact on the tourism destinations along the
Gulf Coast of the United States of America.
Unfortunately, much of the impact was an impact of perception. For example, the State of Florida
started losing tourism business almost immediately even though oil did not arrive on Florida
beaches until 4 July.
Visit Florida, the state tourism agency, used three communication strategies to respond to the
crisis. First was a grassroots movement which used a Facebook page “Share a little sunshine” to
promote friends of Florida to improve their economy through tourism by sharing pictures of their
favourite Florida places on the site. This site grew to over 15,000 “friends” in just a few weeks.
Second was the Florida Live page on Visit Florida’s website, which allowed for sharing images,
taken by residents and visitors of destinations around the State. This allowed for real-time images
to be displayed on the website. The goal was to demonstrate that the majority of the State was
clean, oil-free and “open for business.”
The third strategy was to use Visit Florida’s roving videographer to take pictures around the state in
conjunction with live video cameras (webcams) to also show that most beaches were clean and
open.
All three strategies were so successful that they earned substantial media attention, positive in tone
and wide in coverage.
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Increase visibility of your message
The most common way for someone to see your message is if that person is officially following you on
Twitter. These people have decided to actively receive or have access to your tweets. They may see your
messages when they log in at www.twitter.com, or through any number of other applications. Many
people have Twitter applications on their mobile phones, so they can view the tweets of the people they
are following right on their mobile devices. Others use programs on their computer, like TweetDeck
(www.tweetdeck.com), on a daily basis to follow the tweets of multiple people or organizations. In all
of these cases, these people have decided they want to “follow” you on Twitter. These could likely be
among the most relevant people to receive your crisis messages. If you are a Destination Management
Organization, your followers may include hoteliers, tour operators, travel agents and many others in the
tourism industry in your region or source markets. The power of Twitter will be realized if the people
following you have in turn many followers themselves on Twitter.

Figure 5.3

Twitter’s list of followers

Scan your list of followers to be sure relevant people in your region
or industry are following you.

Your 286 followers

A second way for people to find your tweets on Twitter is by using the search function at www.twitter.
com, which can also be accessed with third-party applications like TweetDeck. Any visitor to Twitter’s
website can search the entire Twitter platform for tweets based on whatever keyword search criteria they
use. Using the example of a hypothetical earthquake near the country of “X”, anyone could go to Twitter
and search for the country name “X”, country name “X earthquake,” or some other similar phrase. They
will see any and all tweets with those exact words in them. Thus, you should carefully craft your tweets
to include words that you want others to find when searching for tweets related to the emergency or
crisis.
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Twitter’s search function

Using effective hash tags
Hash tags are unique key words (with no spaces between characters and a pound symbol at the beginning)
used to allow people to follow a common thread of tweets through Twitter’s search functionality. People
wanting to post a tweet about a certain topic or event will often use a common hash tag within the 140
characters of their tweet.
For example, those wanting to post about the 2010 Gulf of Mexico oil spill might use #oilspillgulfofmexico,
or more positively, #cleanbeachesofFlorida. This way, you can simply follow anyone who is Twittering
about the Gulf oil spill by searching for this hash tag.
With regard to communicating to tourists or visitors about a crisis, consider carefully what would be
ideal hash tags. There is the potential that millions of tweets could be posted on Twitter about a crisis,
and there could be confusion about which hash tags are the ones to really search for to get relevant
news. Develop a list of possible crises and create hash tags for each one in advance so they are ready
for immediate use once a crisis actually occurs.
By example, many used the following hash tags to communicate about the January 2010 earthquake
in Haiti: #haiti, #haitiquake, #haitiearthquake, #haitirelief, #haitinews, etc. A challenge to consider is
that there is no possible way to control the use of hash tags, because any user of Twitter can create their
own hash tag.
If you become an active Twitter user, then you could feasibly have the first widely-adopted hash tag
about your crisis. In other words, the earliest hash tags have the best chance for wide adoption and use.
You want people to find your messages, so be quick and deliberate about using good hash tags.
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Example of hash tag “#ashtag” used after volcano eruption in Iceland, 2010
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Figure 5.5

Consider branding when creating a hash tag
Since messages on Twitter may indeed exist permanently, you want to think carefully about the life
of a hash tag and its impact on your area or organization. Using the volcano eruption in Iceland as
an example, the hash tags “#Iceland,” “#IcelandEruption” or “IcelandVolcano” have the name of a
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destination in it. Months or years after the incident is over, people searching Twitter for “Iceland” for
travel tips may come across the bad news of the volcano eruption and be unnecessarily concerned or
disturbed by the reports.

https://www.e-unwto.org/doi/book/10.18111/9789284413652 - Tuesday, March 31, 2020 10:49:51 PM - IP Address:103.1.31.133

Take the opportunity of branding the issue with a hash tag that allows people to find information about
the crisis, but does not create a permanent association.

Programme a hash tag feed on your website or blog
Consult with your IT staff about programming a “Twitter Feed” on your website, which displays any
and all tweets that use the hash tag you have designated. This could be a great way to show real-time
updates on what Twitter users are saying and sharing about the crisis.

Decide if you are going to set up a Twitter account exclusively for crisis communications,
or if you will use it for various purposes
You may decide to set up a Twitter account to communicate to your followers for commercial or other
editorial purposes, and use the same account to send crisis messages. Or you may set up a second
Twitter account simply for crises. Using the Association of British Travel Agents example above, you
could have both UKTravelAgents and UKTravelAlert, and use the “Alert” account exclusively for crisistype communications. Some entities, such as the US Travel Association, maintain multiple Twitter
accounts for different purposes.

Table 5.2

US Travel’s different Twitter accounts
www.twitter.com/
DiscoverAmerica

www.twitter.com/
USTravel

www.twitter.com/
USTravelPR

www.twitter.com/
Roger_Dow

Purpose

Discover America is
the US Travel
Association’s public
campaign to drive
more interest in
travelling to and
within the United
States of America

To share associationrelated news with
those who have a
business interest in US
travel

To keep media outlets
informed of what is
happening with both
the association and
travel-related news
about the United
States of America

To provide a more
public face of US Travel
Association’s chief staff
officer

Audience

The travelling public
interested about
travelling to and
within the United
States of America

Members of the US
Travel Association,
professionals and
business leaders in the
travel industry

Consumer and
business media

Members of the US
Travel Association,
professionals and
business leaders in the
travel industry

Uses of
account

Promoting positive
news about US travel;
share industry-wide
travel deals; share
crisis communication
news pertaining to US
Travel Association

To share messages
related to the
advocacy work of US
Travel Association, as
well as information on
events, research and
association news and
promotions

To share news-worthy
messages that might
get picked up and
published about the
work of the US Travel
Association or related
news

When it is important
to have the public
leader of the
association
communicate with
peers in the travel
industry, this account
provides a more
“personal” touch,
rather than a
“corporate” touch
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In some cases, it might make sense to use all of your social media accounts to spread a message,
depending on the nature of the message. In other cases, it might be best to customize your message
by audience type.
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5.3.2.2 Facebook
With 770 million users in 2011, Facebook is the most important social network worldwide. More
than 250 million users use Facebook on their smartphone as a mobile application. If Facebook were a
country, it would be the third largest country in the world. Every day about 40 million status updates
are made by users.
A platform for various discussions can now be found on the internet, especially on social networks such
as Facebook. The classic website is indeed an important information service for the visitors, but it is
limited only to individuals who have searched for the specific website. Facebook offers the opportunity
to reach more people as it can spread the information rapidly through the so-called fan pages (product
pages).
The aim for tourism organizations is to build a network and to communicate through it. While Facebook
offers this opportunity, it is important however to not only communicate, but also to listen.

Figure 5.6

Facebook page of the Bali Tourism Board

Individuals on these sites tend to connect with and follow things in which they are interested in –
personally or professionally. An organization’s page on a social networking site, like Facebook, can be
like a second website for that organization, but in most cases it functions much faster for uploading new
content. It is a place where you can post all kinds of content related to your travel organization, such as
news, promotions or important messages. In the case of crisis notices or communications, the speed at
which you can send messages may be critical. The moment you post new content, it is likely that many
of the people following your social network page will see that information.
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There are several reasons for having a presence on various social networking sites with regard to
communicating information during a crisis. The special format of social networking provides:
•

additional ways to communicate a message;

•

the speedy and possibly viral delivery of news and messages;

•

linkability for third party verification;

•

opportunity for feedback and complimentary information from customers and other interested
parties allowing a better assessment and understanding of crisis views and needs.

5.3.2.3 Media and interest communities
Communities are online platforms where people with similar interests can talk to each other and
exchange information about their favourite topics. Examples of such platforms are travel communities in
which people can generate and exchange travel related contents. Communities focus on the generation
of content and not, in contrast to social networks, on the viral effects and the sharing of information.
Platforms for videos and photos also belong to this category as well as the decentrally organized
blogosphere, which can be regarded as a kind of community, too. The most used platform for sharing
videos is YouTube and for images, Flickr.
Platforms using webcams, videos or pictures, are highly important, especially for crisis communication,
as multimedia content is much more credible than any text or spoken word.
VisitFlorida, the official tourism website of Florida, established a platform called Florida Live, during the
oil crisis. This contained content from different webcams, YouTube videos, Facebook photos and Flickr
photos mentioning coastal areas of Florida. Thus potential guests didn’t have to rely on the commercial
information of tour operators or tourism companies, but instead they could check the real situation on
the live website.

YouTube
YouTube is now, after Google, the search engine with the second largest search volume. It is one of
the most important platforms in the social web where users can view and upload free video clips. On
YouTube, each user can create a free account. In addition, due to the placement of YouTube videos
within normal search results (Google Universal Search) and because of its high visibility on the internet
– the platform is highly relevant for the communication of relevant tourism events. Every day in YouTube
about 2 billion videos are viewed and about 65,000 new videos are uploaded. In Facebook those
videos can be integrated very easily as a link. Facebook users consume 46.2 years of video-data from
YouTube daily. These entertaining videos can be a source of factual and professional information.
The video platform YouTube can be used very well by a DMO in times of crisis as a communicationchannel to inform the people. The DMO can upload video content on its own or ask its customers
to support the reporting in the internet by contributing their own videos including geo-tagging and
mentioning the city or place where the video was filmed at. Videos can be embedded into the classic
website to increase credibility and include multimedia content.
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Figure 5.7

Video on YouTube of the Gulf of Mexico oil spill 2010

Flickr
Flickr is one of the largest photo sharing websites on the internet with now over 4 billion images. It
allows users to upload digital pictures with comments and notes on the website, and other users can
also comment on them. Many people interested in photography are using Flickr, e.g. journalists.
Thereby Flickr gives you the opportunity to inform people about a crisis – by uploading images and
let others share it. Pictures from Flickr can be easily embedded by widgets into a classic website to
enhance the website’s credibility.
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Pictures on Flickr of the Gulf of Mexico oil spill 2010

5.3.2.4 Collaborative platforms – Wikipedia
The most famous collaborative platform as of today is Wikipedia. Anyone interested can contribute
and share knowledge within the community. The goal is to create the biggest and best encyclopaedia.
Wikipedia is the flagship although similar communities have already existed for the travel industry.
Below is a description of what Wikipedia does, taken from their official website (www.wikipedia.com):
•

Wikipedia is a multilingual, web-based, free-content encyclopaedia project based on an
openly editable model. Wikipedia’s articles provide links to guide the user to related pages
with additional information.

•

Wikipedia is written collaboratively by largely anonymous internet volunteers who write
without pay. Anyone with internet access can write and make changes to Wikipedia articles
(except in certain cases where editing is restricted to prevent disruption or vandalism). Users
can contribute anonymously, under a pseudonym, or with their real identity, if they choose.

•

The fundamental principles by which Wikipedia operates on Five pillars. The Wikipedia
community has developed many policies and guidelines to improve the encyclopaedia;
however, it is not a formal requirement to be familiar with them before contributing.

•

Since its creation in 2001, Wikipedia has grown rapidly into one of the largest reference
websites, attracting 400 million unique visitors monthly as of March 2011. There are more
than 82,000 active contributors working on more than 17,000,000 articles in more than
270 languages. As of today, there are 3,679,575 articles in English. Every day, hundreds of
thousands of visitors from around the world collectively make tens of thousands of edits
and create thousands of new articles to augment the knowledge held by the Wikipedia
encyclopaedia.

•

Wikipedia is a live collaboration differing from paper-based reference sources in important
ways. Unlike printed encyclopaedias, Wikipedia is continually created and updated, with
articles on historic events appearing within minutes, rather than months or years. Older
articles tend to grow more comprehensive and balanced; newer articles may contain
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misinformation, encyclopaedic content, or vandalism. Awareness of this aids obtaining valid
information and avoiding recently added misinformation.
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Wikipedia is useful in times of crises as it serves as a documentary created by different people, which is
fast and (nearly) always actual. Guests can use Wikipedia as a research tool for crises. Hence it is very
important to inform affected people on this platform. Additionally Wikipedia is always ranked on the
top-tier positions within search engines, when searching for touristic regions or city names. Thus the
Wikipedia entry of a destination should include current information about a crisis happening there as
well as information about the tourism products of the region.

5.4
5.4.1

Reacting to a Crisis through New ICT Means
Providing Assistance

The main communication goal is to provide the relevant information as effectively as possible and
as soon as possible to all relevant stakeholders. One suitable way is the creation of a fan page on
Facebook. On this platform, every fan can publish information. A good example of this was found
with the Icelandic ash cloud incident of 2010. Many fans published information on the fan pages of
the airlines, offering useful tips concerning information on what to do at the affected airports. Such
information can be complemented by the affected organizations. Setting-up this communication
network is directly beneficial to those affected and others who are interested. A disadvantage of this
kind of communication is that its archiving capacity is limited, thus it is difficult to find information
after a certain amount of time. Moreover, it is difficult to integrate other organizations or partners in
this particular communication network. Nevertheless, it is advised to use sites such as Facebook in the
distribution of information because of its convenience and widespread use. In the event of a larger
crisis it is possible to set up new fan pages for specific topics, so that the users can get more targeted
information. Moreover, non-Facebook users can also read the information given on the fan page.
For major events, Wikipedia is another communication platform which is to be considered not only for
communicating statements and facts, but also to be sourced and monitored. Assigning a member of the
staff to create and regularly update a Wikipedia page should be considered. For sharing intermediate
results, updates and important facts, Twitter and Facebook are still, however, the most suitable ways of
communication to date.

5.4.2

Correcting Perceptions

When communicating about an event, it is important to keep in mind that is very likely that affected
persons and observers have already posted information on social media platforms. The organization’s
communication efforts become more effective if adequate monitoring techniques of those channels
are in place. They help to keep information relevant, in identify conflicting issues and lead to timely
adjustments of the own communications efforts, when necessary. Above all, they help to avoid that a
gap is building up between one’s own communication objective and the information needs “on the
ground”.
The right mix of communicating and engaging whenever possible and needed, with the customer is
the key to success. Providing alternatives and solutions are especially recommended if they are not
emerging automatically from contributions of others. They help avoid as from the outset that lasting
misperceptions emerge, which affect destinations as a whole.
After the crisis, it is important to assess the overall “fingerprint” left behind on all platforms and to
establish, if needed, a clear communications strategy to tackle issues, which would otherwise impact
the destinations image negatively.
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Rapidly Circulating Opinions
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The aim is to identify rapidly the issue and to react adequately to it.
One good approach to prepare for this kind of challenge is to be already actively using the means of
social media. That way the likelihood increases significantly to identify statements being circulated
early on, which can trigger a snowball effect. It also will help establishing a large group of fans who will
on their own initiative react to extreme statements, thus ensuring a more balanced discussion. If a direct
reaction of the organization is still required, the experiences and customs of social media interactions
are crucial to engage adequately and effectively.
From past experiences it became clear that by taking a critical issue seriously at an early stage and
reacting to it with honest, professional statements from higher management are the ways success can
be achieved.
The following schemes help to identify the issues and adjust the response to them adequately.

Control-scheme for documentation and evaluation of a message:
1. Detection of message
a. Documentation of message:
•

When and where has the message been published?

•

When and where has the message been detected?

b. Is it a single message or are there already other reactions on the web:
• Google: ________________
• Twitter:________________
• Facebook:______________
• YouTube:_______________
c. Is it a single message or are there already other reactions on the web?
2. Analysis of message
a. How is the author networked (followers, blogs, feeds or other activities)?
b. Are there any other information on the author, or activities?
c. How is the message drafted:
•

Does the tone of the message indicate that the author is serious, or that he/she possesses
an alarming amount of influence?

•

What kind of a message is it? Can its layout provoke a viral effect?

d. Is the message connected to a current political context, so that it could trigger attention
because of its zeitgeist?
e. Is the message of a subject-specific or reasonable nature?

Single opinion with
leverage potential.

Single opinion of a
person who has the
potential to be an
opinion leader in the
tourism community
using an important
information channel.

Reaction

Appropriate reaction
through consultants,
emotional reaction:
show consideration,
take the author
seriously, show
empathy. Do not offer
vouchers or warranties.
If the author still does
not seem to be
contented, shift the
discussion into private
environment
(telephone or email).

Single opinion of a
person who is not
considered to be an
opinion leader
connected in the
tourism community.

Reaction

Monitoring as long as
required, but no other
reaction necessary.

Greeen stage

Single opinion without
leverage.

Figure 5.9 Possible reactions

Appropriate reaction
through consultation or
forwarding the problem
to the re-levant
professionals who
should react and
answer to this case. If
criticism is very
complex, shift the
discussion into private
environment.

Reaction

Special case: Questions
or reasonable subjectspecific criticism or
suggestions.

Inform the decision makers;
continue monitoring and
evaluation of issue.
Strengthen positive
meanings, offer subjectspecific information, and
establish transparency with
regard to information.
Describe the situation in an
authentic, open and
straightforward way, show
consideration for the
problem and do not
criticize any opposition.

Inform and discuss possible
reactions with executives;
continue monitoring and
evaluation of issue.
Consider reaction not only
on various platforms, but
also with the help of the
press. Don´t overlook
negative remarks.

Reaction

Even people, who are not
subject-related, take part in
the discussion. The
message spreads further
and further, the tone is
becoming more aggressive,
negative. Messages are
prevalent, increased threat
of bad-image issues exists.

People, who are interested
in the subject, distribute
the opinion, so that the
message is spread further.
Nevertheless, the tone of
the message stays fair, as
there are redeeming
reactions of the community.

Reaction

The opinion triggers
multiple reactions.

The opinion triggers
subdued reactions.

Yellow stage
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Classify problem as
highest priority, call in
classical PR methods, so
as to control the
problem.

Reaction

Message is picked up by
the media. Hence,
negative impact on
image is almost
inevitable as the message
spreads fast.

Red stage

46
Toolbox for Crisis Communications in Tourism

Using New Media

5.5

47

Practical Tips Using New Media
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Develop a social media strategy
The first thing you should do before using the social web as a communication tool is to develop a social
media strategy, that determines which targets will be pursued, what measures should be taken and
what resources it requires. Furthermore it is very important to determine on which platform you want to
communicate, what you want to communicate, when you want to communicate and who communicates
the information from your company. This should be compiled in “social media guidelines”, which are
made known to all staff members.

Connect your social media accounts to each other
One of the most overwhelming aspects of being involved in social media is the daunting task of keeping
up with multiple sites and ensuring that you are regularly providing and updating content for each site.
After all, an unmanaged site will not gain in popularity. Many social media applications allow you to
push content from one site to the other. In other words, if you create a new post on your organization’s
blog or website, your Twitter account could be updated immediately and automatically with news
about that post. Your Twitter and Facebook accounts could also be linked to each other. When you post
a new message on Twitter, your Facebook status can be updated with the same content you now have
on Twitter. If you have people who are following you on both Twitter and Facebook, then they will see
the content twice – this is perfectly acceptable. Keep in mind that you will have some people following
you on Twitter, but not on Facebook, and vice versa. Look at the administrative and account settings for
how to link your accounts to each other for redundant content posting. This will be a big time-saver!

Figure 5.10 Linking different social media accounts

Link to proper sources
If there is more reliable news and updates about a crisis situation other than on your site, be sure to provide
links to those sources in your social media messages. Sometimes your role in crisis communications may
only be to relay information from emergency or other credible sources – your audience will appreciate
you being the messenger for them. If there is a crisis happening that impacts much more than just the
tourism industry or your particular area of influence, your role might be to share the tourism perspective
about the crisis. Try to make the content as relevant as possible for your audience. Social media is
not about creating all of your own content and links all the time – it is about sharing relevant content
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and links from trusted sources. Some of those trusted sources might be mainstream traditional media,
government agencies or other entities.
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Speed of communications
It would be a good idea to have some template messages and social media content ready to publish
for different kinds of crisis situations. This might cut down your response time significantly, thereby
cementing your place as a responsive, active player in the social media world. Quick response – even if
the response is relatively innocuous – could win you public praise and keep things from unnecessarily
turning negative.

Holding statement
The holding or standby statement is the initial public position your organization takes to a crisis while
additional information is being gathered and analyzed. A prepared holding statement establishes your
presence immediately at the onset of a crisis and buys you time to provide more detail in subsequent
communications. It should be a reflection of your internal positioning statement but state clearly that
information is still being gathered that will most likely result in a more detailed statement and actions
on your part. This subsequent response will be the prepared statement with key messages. For further
information on holding statements, please refer to chapter 7.3 of this Toolbox.

Figure 5.11 Example process for Twitter from the British Consulate-General in Madrid

Source: John Tomlinson.

Using New Media
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Respond with the same form of media
•

Should you decide to engage, use the same form of media, whether they are videos on YouTube,
pictures on Flickr or messages on Twitter.

•

An example of how to respond with like-communication is the case of Domino’s Pizza.
A video of employees of mishandling food emerged on YouTube. The video caused media
headlines and impacted business of the company significantly (see http://www.youtube.com/
watch?v=OhBmWxQpedI). The company answered by producing and posting a video on the same
platform which caused a widely acknowledged positive reaction (see http://www.youtube.com/
watch?v=dem6eA7-A2I).

Publicize your social media sites
Provide ubiquitous links for people to follow your social media sites or to become “fans.” You can do
this by inviting followers through conspicuously placed buttons on your website, as well as hyperlinks
in your email signature lines and other communications. These images should link directly to your
social media accounts.
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Measuring Results

To ensure the effectiveness of the crisis response strategy and actions, key performance indicators and
perception changes must be tracked and analyzed.

6.1

Key Performance Statistics Before, During and After Crisis

Conduct ongoing measurement of the following tourism performance indicators:
•

Hotel occupancy;

•

arrivals/departures by bus, boat, air;

•

sales tax (if available);

•

press mentions of destination;

•

press mentions of crisis type and crisis response.

Tracking basic tourism statistics provides a benchmark regarding the performance of the industry before
a crisis, so that post-crisis drops by the tourism sector can be measured. Continuing this tracking during
and after a crisis provides a gauge of the eventual industry recovery after the crisis. Tourism industry
members, such as airlines, hotels and local governments, can often provide the DMO with the necessary
weekly, monthly statistics (air arrivals, bus volume, hotel occupancy levels and restaurant sales).

6.2

Press Coverage Volume and Tendency Before, During and After
Crisis

Another key indicator for tourism officials to track before, during and after a crisis is press coverage,
the volume of coverage and the tendency of coverage, as media stories can have a direct impact on the
number of visitors to a destination undergoing a crisis. Press coverage statistics can include:
•

number of media mentions of the destination;

•

number of media mentions of the crisis;

•

number of media mentions of the crisis response;

•

the tendency of each story, that is, whether the coverage of the destination is positive, negative or
neutral.

Media tracking services are available through companies such as:
•

BurrellesLuce www.burrellesluce.com;

•

PR Newswire www.prnewswire.com;

•

ComScore www.comscore.com;

•

Buzzlogic www.buzzlogic.com.
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Free resources also exist for tracking online coverage:
•

Google www.google.com/analytics;

•

Google www.google.com/trends;

•

Delicious www.delicious.com;

•

Bit http://bit.ly/.

Key press coverage statistics should be tracked regularly – at least monthly – as a benchmark and then
tracked daily once a crisis occurs until the coverage level returns to normal.

6.3

Consumer Attitudes towards Your Destination Before, During and
After a Crisis

A DMO should monitor consumer attitudes on an ongoing basis to benchmark positive and negative
attitudes regarding the destination before a crisis happens. Key consumer attitudes to understand before
a crisis include:
•

ever visited;

•

likelihood to visit;

•

positive opinions regarding the destination;

•

negative opinions regarding the destination;

•

likelihood to recommend the destination to others.

Knowing the benchmark levels for these attitudes will allow the DMO to assess changes after a crisis
occurs, with a direct comparison to pre-crisis attitudes. It is recommended that these key consumer
attitude surveys be conducted at least annually as a reference point and then periodically during and
after a crisis.

6.4

Consumer Survey Tools

Two types of consumer survey tools are available for DMOs:

6.4.1

Statistically-valid Representative Surveys

A statistically-representative survey of consumer opinions based on valid professional research
methodologies is recommended to measure and assess changes in the general public’s opinion of a
destination. The results gathered in this type of survey can be projected reliably to the general population
(in contrast to a quick-turnaround social network survey based only on those who volunteer interest in
a destination and its survey).
Organizations that can assist DMOs with finding a professional research firm or with understanding
how valid statistically-representative consumer surveys work, include UNWTO and the following:
•

European Survey Research Association: www.surveymethodology.eu;

•

Pacific Asia Travel Research Association: www.pata.org;

•

Travel and Tourism Research Association: www.ttra.com;

•

Council of American Survey Research Organizations: www.casro.org.

Measuring Results

6.4.2
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Quick-Turnaround Social Network Surveys

A quick-turnaround consumer survey using social networks (Twitter, Facebook, YouTube) is useful in a
crisis situation to get immediate, brief intelligence from interested audiences among consumers (and
among travel professionals too). As people surveyed voluntarily express their willingness to participate
in the survey, the opinions gathered only indicate a tendency but cannot be projected to the general
population of consumers (as can be done with statistically representative surveys).
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Some popular social network sites for surveys include:

Table 6.1

Popular social network sites

Social network

Link

Popular

Twitter

www.twitter.com

Worldwide

Facebook

www.facebook.com

Worldwide

YouTube

www.youtube.com

Worldwide

LinkedIn

www.linkedin.com

Worldwide

Google+

https://plus.google.com

Worldwide

Digg

http://digg.com

United States of America, Canada

Xiaonei

http://renren.com/

China

Mixi

http://mixi.jp/

Japan

StudiVZ

www.studivz.de

Germany

Hi5

www.hi5.com

Mexico, Peru, Spain

A post-crisis survey can be conducted as soon as possible after the event and then daily if there is new
information to learn regarding consumer attitudes towards the destination.

Case study 6.1: Terrorism events in the United States of America and industry actions
Background
In the aftermath of the 11 September attacks, the air travel system in the United States of America
was shut down for four consecutive days, which heavily impacted travel worldwide. After the
airports reopened, there was a legitimate fear of travelling, especially by airplane.
As a response to these events, the Travel Industry Association of America (TIA, now called US
Travel), launched a multi-faceted communications campaign to inform travellers regarding safety
and security of travel and to encourage a resumption of travel.
Assessment
Benchmark data regarding the normal travel volumes to and within the United States of America
existed because TIA, with its partners, had proactively been collecting this data for over 20 years
(for an example of statistics tracked see www.ustravel.org/news/us-travel-newsletters). TIA had also
been tracking consumer perceptions of travel over the last 20 years using statistically-representative
consumer surveys.
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TIA used this, as from that moment, trend information to quantify the dramatic drop in air travel
volumes and hotel occupancy. It also triggered a cooperative industry effort to fund a consumer
public relations and advertising campaign. The campaign thanked those people who continued
travelling and encouraged others to travel again.
To measure the campaign’s effectiveness, TIA commissioned new, statistically-representative
consumer surveys. These surveys assessed message recall, intent to travel and consumer concerns
about terrorism and other safety concerns. The surveys were conducted one month, four months
and one year after the event, quantifying the gradual recovery in positive attitudes among the
public of the United States of America. Additionally, TIA continued tracking key tourism statistics
(air arrivals and hotel occupancy) to measure the actual level of business recovery over time.

6.5

Sample of Crisis Surveys for Key Stakeholders

Destinations should survey visitor attitudes, press coverage by volume and tone, and key tourism
statistics on a regular basis so performance can be tracked and benchmarks can be established before
an actual crisis occurs. Recommended survey frequency once a crisis has occurred is the following:
•

One month after crisis;

•

six months after crisis;

•

one year after crisis.

6.5.1

Visitors Survey: International and Domestic Visitors

•

Ever visited;

•

attractiveness of location;

•

drawbacks of location;

•

likelihood to visit;

•

likelihood to recommend to others;

•

awareness of crisis;

•

level of concern regarding this crisis vs. others;

•

awareness of crisis response efforts:
–– national government;
–– national tourism office (NTO);
–– local government;
–– destination management organization (DMO) or tourism office;
–– charities and non-governmental;
–– private business;
–– medical community;

Measuring Results

•

perception of effectiveness of crisis response communication efforts:
–– what worked;
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–– what should be improved or changed;
•

preferences for methods of crisis updates;

•

suggestions for next steps: short term and long term:
–– for the community;
–– for the tourism industry;
–– for press or media relations.

6.5.2

Residents Survey

•

Awareness of crisis;

•

level of concern regarding this crisis vs. others;

•

awareness of crisis response efforts:
–– federal government;
–– national tourism office (NTO);
–– local government;
–– destination management organization (DMO) or tourism office;
–– charities and non-governmental;
–– private business;
–– medical community;

•

perception of effectiveness of crisis response communication efforts:
–– what worked;
–– what should be improved or changed;

•

preferences for methods of crisis updates;

•

impact of disaster: personally and professionally:
–– 1 day after disaster;
–– 1 week later;
–– 1 month later;

•

receipt of disaster assistance:
–– from what entities;
–– perception of effectiveness;

•

perception of impact on visitation to destination;
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–– for press or media relations.

6.5.3

Crisis Response Team Survey: In-country and Out-of-country

•

Level of concern with this crisis vs. other crises;

•

level of involvement in crisis response;

•

awareness of crisis response efforts:
–– federal government;
–– national tourism office (NTO);
–– local government;
–– destination management organization (DMO) or tourism office;
–– charities and non-governmental;
–– private business;
–– medical community;

•

perception of effectiveness of crisis response communications efforts:
–– what worked;
–– what could be improved or changed;

•

suggestions for next steps: short term and long term:
–– for the community;
–– for the tourism industry;
–– for press or media relations.
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Crisis Communications Tools

The following are guidelines, checklists and sample templates for use in developing communications
materials as part of a comprehensive crisis communications plan or in response to a crisis already
underway. These communications tools are available for the user to customize in order to fit their own
particular needs and circumstances.
Every organization is different and no two crises are the same so there is no magic formula for which
tools work best under each circumstance. Which tools to select, the sequence or coordination of their
use and the timing of implementation ultimately are decisions to be made by the communications
professionals and experienced management of each organization.
It is important to consider all of the tools when developing and implementing a plan. For example, it
could be a serious mistake to focus entirely on new technology and social media as a communications
response during a crisis. Integration of more traditional communications and media tools together with
new technology is likely to reach a broader audience and perhaps generate a more robust overall
response in the long run. The key is to consider all options and think through the process thoroughly.

7.1

Mission Statement

The mission statement of an organization should be a concise description of its purpose. It should
describe clearly and in as few words as possible why the organization exists, who its stakeholders are,
what it hopes to accomplish, and for what objective.
Among the most important audiences of a mission statement is the staff of the organization itself. Their
passion and support for the organization are critical to its success. A large measure of that support
is dependent upon their clear understanding of the organization’s purpose as defined clearly in the
mission statement.
Likewise, the acceptance and support by its key stakeholders of the organization’s work is largely
dependent upon their understanding of its purpose and the benefits to them. The mission statement is
the first tool in communicating both.
During a crisis the mission statement will most often be used in conjunction with the organization fact
sheet for dissemination to the media and other external audiences.
While mission statements may vary depending upon the type of organization, generally speaking they
will contain these elements:
•

purpose;

•

primary stakeholders (members, clients, stockholders, travellers, etc.);

•

services or products;

•

benefits to stakeholders.

Mission statements range from descriptive to very concise. Examples include:
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TravelsInIreland.com
The Mission of “TravelsInIreland.com” is to connect individuals to the information they are seeking on
Ireland and Travel; to offer perspectives on Ireland history and culture; and provide revenue to its owner,
Jerrold’s Travel Guides, LLC.
Student and Youth Travel Association
The Student and Youth Travel Association (SYTA) is a dynamic partnership of dedicated professionals
passionate in promoting and providing travel experiences for students and youth which enhance their
social, cultural, and educational growth.
German National Tourist Board
The German National Tourist Board (GNTB) based in Frankfurt/Main represents Germany around the
world as a destination for holidays, business travel and visiting friends and family. Through six regional
management teams (North West Europe, South West Europe, North East Europe, South East Europe,
Americas/Israel, and Asia/Australasia) and 29 foreign representative offices and sales and marketing
agencies, the GNTB runs extensive campaigns and sales activities in pursuit of two goals: to enhance the
positive image of German travel destinations at home and abroad, and to promote tourism to and within
the country. The GNTB promotes medium term strategy plans to ensure that it meets the objectives set
forth in its charter.

Mission statement: US Travel Association
Connect
We uniquely leverage the collective strength of everyone who benefits from travel to grow
their business beyond what they can do individually. Through board, committee and council
involvement you can help yourself while making a difference for the industry.
Promote
We assist members with programs and platforms to help promote travel to and within the United
States of America, especially through International Paw Wow, the pre-eminent international trade
show bringing travel to America; DiscoverAmerica.com, the official United States of America
travel and tourism website; and Discover America pavilions, exhibition showcases at travel trade
shows around the world.
Advocate
We lead industry-wide initiatives to grow and sustain travel and ensure the freedom to travel.
Through our efforts, travel is better understood by opinion leaders, policymakers and media as
essential to the economy, security, image and well-being of the United States of America and
travellers.
Research
We provide widely-respected, industry-leading economic data, information, analysis and travel
trends to benefit our members and support industry efforts involving advocacy and promotion.

7.2

Positioning Statement

The positioning statement is an internal document that outlines the organization’s position and strategy
on key issues related to the particular crisis or emergency at hand. It must be prepared in the first few
hours after the crisis or emergency occurs.
The circumstances of a crisis or emergency will dictate different strategies and actions but they must
always be consistent with the mission of the organization.

Crisis Communications Tools
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Generally speaking the positioning statement should address these points:
•

Compassion. Actions the organization plans to take to help victims and their families in the short
and long term.

•

Strategy. The organization’s role in crisis/emergency recovery and how it corresponds to the
mission and long term goals:
–– Operational actions: Operational actions and services planned to mitigate the short term effects
of the crisis or emergency. Longer term actions may be considered as well.
–– Physical changes: Any physical changes in plant, equipment, or product in the short or long
term, to help mitigate the effects of the crisis or emergency.
–– Organizational actions: Implementation of any short term changes in organizational
responsibilities, reporting and communications for the duration of the crisis or emergency.

•

Possible legal issues. Consider possible legal consequences related to any internal decisions or
external statements made during and following the crisis or emergency.

•

Key messages. From the above process develop the key messages that communicate the
organization’s responsible actions in response to the crisis/emergency while working to ensure the
organization’s future viability is still intact.

The positioning statement will be the foundation and guide the development for all subsequent actions
and statements made to the public.

7.3

Holding Statement

The holding statement is the initial public position your organization takes in the first few hours of
a crisis or emergency while additional information is being gathered and analyzed. It should be a
reflection of your internal positioning statement but state clearly that information is still being gathered
that will most likely result in a more detailed statement and actions on your part. This subsequent
response will be the prepared statement with key messages.

7.3.1

For Tourist Destination

Sample holding/standby statement:

[Name of organization] is investigating reports that [event/tsunami/crash/etc.] has occurred at
[time and location].
We are currently working closely with [emergency management organization in charge] and
expect to receive more detailed information shortly.
All [necessary means/available resources/our specialists] are being mobilized to [deal with/
investigate/etc.] the present situation. [Contingency plans are in place and are now being
activated]. It is our primary objective to ensure the safety and well-being of [our guests and/or
those] impacted by this [tragic/etc.] event.
We will continue to keep you informed. Our next scheduled briefing will be at [hour] tomorrow
unless relevant information becomes available earlier.
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7.3.2

For Tourism Service Providers

Sample holding statement with key messages for tourism service providers to issue only if they have
been affected by the event:

[Tourism service provider] was affected by [event/tsunami/crash/etc.] in [time, location].
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•

It has been recorded that [no one has/number have] been [killed and/or injured] and
[infrastructure/buildings/facilities] have been damaged [extensively/severely/slightly].
or

•

Fatalities, injuries and damages are currently being assessed and will be reported as soon as
information becomes available.

[Tourism service provider] extends its [deepest condolences/sympathy] to those affected of [crisis].
[We have been taking actions according to our contingency plans which we had in place].
We are fully cooperating with [local partners/authorities/tour operators/etc.] of the travel and
tourism sector to [lessen burden/assist/ease the effect of this crisis]. [State what factual actions
you and/or others of relevance have done, e.g.:]
[Supporting emergency medical teams/emergency centers were opened/injured received medical
treatment/provided communication for domestic and international media coverage/logistic and
other resources to begin the process of reconstruction/a free telephone line has been activated/
etc.]
[Tourism service provider]’s highest priority is the safety and well-being of our [guests/visitors/
customers/etc.], employees and those affected.
•

After an evaluation of the situation the management has decided to keep the [tourist facility]
[open/temporarily closed].
or

•

An evaluation of the situation [is/will be] carried out.

•

As more information becomes available we will be providing updates through [homepage/
type of media/our spokesperson].
or

•

We will make public statements as and when relevant information becomes available.

Name
CEO

7.4

Prepared Statement with Key Messages

The prepared statement outlines the organization’s public position on key issues related to a particular
crisis or emergency at hand. It follows the holding or standby statement with a more detailed response
of your organization’s concerns and actions to the event. It must be in harmony with the mission of the
organization.
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Generally speaking the prepared statement should address these points:
•

Include a brief update on the status of the crisis or emergency – people killed or injured, damage
to property, impact on community, containment of event, etc.. Provide source of information.

•

Express compassion of the organization for the victims and families of the crisis or emergency
and outline those steps being taken by your organization to provide assistance. This should be
presented as an expression of compassion and in no way imply guilt on the part of the organization.

•

Key messages might touch on actions taken to mitigate the negative effects of the crisis or
emergency in these areas:
–– Operations: Discuss any operational actions and services being activated to mitigate the short
term effects of the crisis or emergency. Longer term actions may be considered as well.
–– Physical: Discuss any significant physical changes in plant, equipment, or product in the short
or long term, to help mitigate the effects of the crisis or emergency.
–– Organization: Discuss any short term changes in organizational responsibilities, reporting and
communications to help mitigate the effects of the crisis or emergency.

•

Key message might also touch on the credibility of the organization and its longevity, safety
record, community involvement, employee programs and benefits, environmental actions, etc.

•

Key message might also touch on the economic impact and importance of travel and tourism to
the community and region through employment, tax receipts and support of social and cultural
activities and resources.

Sample prepared statement with key messages – in this case for a hotel in the midst of a natural
emergency. Variations of this statement can be modified for different tourism organizations and different
types of crises:

According to [emergency management organization source] more than [number] people have
been killed and injured in the [crisis/emergency]. Emergency rescue and medical teams have been
mobilized and crews are working to restore electric power, potable water and sewer service.
[Hotel] extends its deepest sympathy to the victims and their families of this natural tragedy. We are
working with other travel and tourism organizations in the community to provide complimentary
accommodations, travel, food and basic necessities to the families as they work their way through
the difficult process of grieving and making arrangements.
[Hotel] is also implementing a number of operational changes during this transitional period to
ease the effects of the crisis on visitors in the area. Effective until further notice lodging costs for
existing guests will be reduced to cover only direct costs and credit will be extended to all current
guests. Arrangements also have been made for food service at direct cost.
[Hotel] is also providing public space meeting, banquet and cooking facilities to emergency
medical teams to provide much needed service to those displaced and injured. More than fifty
members of the [hotel] staff have donated their time to assist these teams.
[Hotel]’s management has also provided communications, logistics and other resources and
support for domestic and international media covering the tragedy, for assessment teams study the
impact on the community and for planning teams beginning the long process of reconstruction.
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[Hotel] has operated for more than [years] as a leading travel and tourism organization and partner
in the community. Employing more than [number] people and providing support for their families,
the hotel is a significant contributor to the local economy. [Hotel] also provides human, financial
and materials support for local social, cultural and educational needs in the community. [Hotel] is
the recipient of numerous awards and commendations including [state the awards].
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Name
CEO

7.5

Press Release

A press release is still the most common vehicle for communicating news of a crisis to the travelling
public. The release follows a generally established format that is designed to convey information to
the media in a clear and concise manner and encourage journalists to develop stories with a specific
storyline. The primary audience ultimately is the traveller who will read the story though many other
audiences will be aware of its contents.
There are two basic sets of press releases for use in a crisis situation. The purpose for each is slightly
different.
The first is the press release issued during a crisis, particularly the first release, very early on. This release
is designed to establish your organization’s position and role in the crisis so you can maintain some
level of control of the story. If you do not get out front early, others will define your role and image for
you.
The second is the press release issued after a crisis has ended. This release provides you with an
opportunity to frame your organization’s agenda for the future. With the immediate pressure from
the crisis abated, this release is a forum for discussing your mission and goals in the context of your
corporate culture and the community in which you operate.
Nevertheless, the content of this manual will only focus on the first set of press release issued during
the crisis.

Generic press release format – during a crisis:
Step 1: Headline
Short, descriptive and compelling. One sentence or idea with upper case for all letters
Step 2: Provide contact information
Person, email, telephone, address
Step 3: FOR IMMEDIATE RELEASE
Step 4: Indicate location and date of release
Step 5: First paragraph
•
Key information about the crisis presented clearly and concisely in a highly compelling
manner. Make it interesting or the journalist will stop here.
•

Provide the basic answers to the questions:
–– What happened?
–– When did it happen?
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–– Where did it happen?
–– How did it happen?
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Step 6: Second and third paragraphs
Introduce additional information and expand on the details of the crisis:
•

Damage;

•

injuries and fatalities;

•

rescue and recovery efforts;

•

economic impact.

Step 7: Next paragraph
Introduce quotes from credible sources in positions of authority from inside and outside of your
organization:
•

Quotes should be relevant to the key questions and issues of the crisis.

•

Quotes may include one or more of your organization’s key messages.

Step 8: Final paragraph
Include factual information about your organization, its mission and activities.

7.6

Organization Fact Sheet

Prepare and update at least once each year a one – two pages fact sheet containing all of the important
information the media and other key audiences would like to know about your organization in the event
you are involved at some level in a crisis or emergency. While not normally available to the public, the
fact sheet should be available for activation at all times, including pushing it live from a “dark site” on
your website at the stroke of a key.

Key elements of a fact sheet include:
•

Organization name and country, province, state where incorporated. Include logo.

•

Headquarters location and other locations if applicable.

•

Business description: Two to four paragraphs with overview of business (products and
services), description of operations, and summary of operational statistics and financial
performance (if public).

•

Senior management.

•

Employees: number and locations.

•

Brief history: Two paragraphs.

•

Significant milestones: awards and recognition.

•

Contact details.
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Anticipating questions and developing answers in advance will contribute toward a more effective and
credible response to the media during a crisis or emergency. Your responses will be more reasoned and
professional when you have taken the time to think through the most likely issues you will be asked
about. Preparing also provides a foundation for responding to unanticipated questions since the gap
between question and answer will not be so long.
Finally, it is important to keep in mind that it is not always necessary to respond to a question when you
feel it is inappropriate, in bad taste or unrelated to the crisis or emergency at hand. Be firm in declining
to respond and provide a reason for doing so.
Sample questions that you might receive in a crisis or emergency and suggested ways for responding:

What happened? Where? When?
•
Be short, concise, and factual until you can verify details.
•

Provide the source for all information.

•

Do not speculate.

•

“I do not know but I’ll try to find out” – is an acceptable answer.

What was the cause?
•
Say we are investigating the cause and it is too early to say what the cause was without more
details and verification by experts.
•

Do not speculate – Speculation often leads to lawsuits later on.

Were there fatalities? How many? Who are they?
•
Confirm if there were and how many. Source the information.
•

Do not give out names out of respect for the families until after they have been notified.

•

In no way imply guilt on the part of your organization.

•

State the organization’s sincere condolences and outline the steps being taken by your
organization to provide assistance to the victims and families during their tragedy.

Were there injuries? How many? Who are they?
•
Confirm if there were and how many but be general in describing them. If available, use
descriptions provided by medical teams. If not, categorize as minor, moderate or severe but
always overstate rather than understate their severity. It will be easier to explain an unexpected
recovery than appear callous in revising a previously described condition of minor to severe.
•

Do not provide names until families have been notified.

Were people evacuated? If yes, where to?
•
Confirm if there was an evacuation, when it took place, how many people were involved and
the location(s) they were evacuated to.
•

State that established evacuation procedures were followed in order to protect the health and
safety of those needing to be evacuated.

•

State who developed the evacuation procedures and who was responsible for implementing
them.
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How much damage is there? Can we film it?
•
State that damage is in the process of being assessed. Once the assessment is complete you
will be able to provide a detailed response including an estimate of the financial impact.
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•

Until that time, cameras will only be allowed in designated areas for safety reasons and so as
not to interfere with the accuracy of the assessment.

Are you operational? Why not? When will you be operating again?
•
Provide only limited, general information. The situation may be fluid and you will lose
credibility if specific numbers and estimates are constantly changing.
•

Be general in describing why you are not yet operational. Citing specific causes prior to an
official review could lead to litigation later on.

•

Do not promise a specific date for resuming operations until you are absolutely sure it will
happen. Until then, be general.

Has this happened before?
If yes, state how long it has been since it last happened and place the crisis in the context of
incidents, practices and standards for your segment of the industry. Broaden the focus beyond
your organization.
What safety and security measures are you implementing to make sure it does not happen again?
•
State that you first will await the completion of a full review of the incident and your response
to it.
•

You will also review your prevention measures and procedures that were in place at the time.

•

Once these reviews are complete you will revise existing procedures and add new ones in
order to prevent incidents in the future.

What organization is in charge of medical treatment? Evacuation and refugee centers? Search
and rescue? Securing law and order? Overall control and coordination?
•
State that your organization followed all required procedures for reporting the event to the
proper authorities.
•

State the organization responsible for each area and give the name and contact information
for each person in charge:
–– Search and rescue;
–– fire;
–– medical;
–– law and order;
–– evacuation and refugees;
–– overall government coordination;

•

Weather service.

Was the local community at risk?
•
State – if so – that the organization has a contingency plan in place.
•

State that if the local community was in danger, the plan would have been activated in
concert with local authorities including police, fire, and emergency rescue and medical
personnel.
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Were your organization’s employees at risk? Can we interview employees?
•
State – if so – that the organization has a contingency plan in place.
•

State that if employees were in danger, the plan would have been activated in concert with
local authorities including police, fire, and emergency rescue and medical personnel.

•

State only a few individuals have had access to information on all aspects of the crisis in full
context. They would provide the most credible and accurate interviews. Other employees
have been engaged in specific aspects only and may not be aware of all plans and activities.

When and where will we get the next update?
State that public statements will be made as and when relevant information become available.
Additional updates will be provided as breaking news occurs. Notice of these additional updates
will be posted here and on your website and will also be sent as text messages to all who provide
their email address.

7.8

Talking Points Guidelines

Talking points are a condensed version or synopsis of your organization’s Prepared Statement with Key
Messages. They are the points that you want to convey to the public in all of your communications in
order to position your organization in the most positive light. As a general rule, there should be only
a small number of key messages (fewer than five) and they should be repeated several times during a
media briefing or interview.
The talking points are primarily for the use of the designated spokesperson so he or she stays “on
message” but they should be shared with all who conceivably might find themselves in a situation
where they are unable to avoid making a public statement related to the incident.

Guidelines for talking points:
General facts on the incident (provide source)
•
People killed and/or injured
•

Damage to property

•

Impact on community

•

Containment of event

Compassion for victims and families
•
Steps being taken to provide assistance
•

Do not imply guilt

Key messages: Actions taken to mitigate negative effects of incident
•
Operations – Activation of special services or procedures
•

Physical – Changes in plant, equipment or product

•

Organization – Changes in responsibilities, reporting and communications

Crisis Communications Tools
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Key message: Credibility of the organization
•
Longevity
•

Safety record

•

Community involvement

•

Employee programs and benefits

•

Environmental actions

Key message: Economic impact and importance of tourism to community
•
Employment
•

Tax receipts

•

Support of social and cultural activities and resources

7.9

Media Briefing Guidelines

While individual one-on-one interviews are the preferred method of operation for media looking for
exclusive information and stories, a crisis situation lends itself to frequent, regularly scheduled media
briefings. This is because a collective briefing of the media is the most expeditious way to respond to
the large number of media normally covering emergencies and the rapid changes in information as the
crisis evolves.
A media briefing however will not stop individual journalists from requesting exclusive interviews in
their very competitive profession.

Guidelines for media briefings:
Use your media lists to invite those journalists most valuable to your organization who you
would like to attend
•
Maintain a regularly updated media list segmented by media category.
•

Because this is a crisis situation, you will probably have many “uninvited” but qualified
journalists arriving at the briefing. Do not turn them away but do ask for their media
credentials.

•

Collect business cards to see who is around and for follow-up.

Stage the briefing with a podium against a neutral dark (blue) background
•
Do not provide visuals of the crisis.
•

Provide audio amplification from podium and good lighting.

•

Provide audio hook-ups (mult box) to podium and plenty of power outlets for cameras.

•

Make sure the room is set up with plenty of chairs, all with good views of the podium.

Ask every journalist attending to sign in with their name, media organization and email and
mobile phone contact information on at registration table at entrance to briefing
Staff the table to make sure everyone signs in and to keep out uninvited guests.
State your name, title, organization and responsibilities at the beginning of the briefing
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State the format of the briefing and how long it will last – when it will conclude
•
Brief opening remarks with updated information.
•

Time for questions and answers.

•

Time and location for next briefing.

•

Announce there will be opportunity for individual interviews following the briefing until
(time deadline).

Deliver brief prepared remarks with updated information on crisis (5-10 minutes)
Follow general format of talking points for content.
Distribute the written remarks to the media at the beginning of the briefing
Include organization fact sheet as handout.
Open questions and answers
•
Give everyone a chance before permitting repeats from the same journalists.
•

Ask journalists to state their name and media organization.

•

Summarize the question for others before responding if it is difficult to hear questions from
the floor.

•

Have a colleague take notes on what each journalist asks and your response and for promised
follow up information by you with deadlines.

•

Announce there will be two final questions and then one final question before concluding
the briefing.

Thank everyone for attending and remind them of time and location of next briefing
If appropriate, provide additional materials for journalists to pick up on a table upon leaving the
briefing

7.10 Media Interview Guidelines
Not everyone is comfortable in an interview with the media. This is especially true for a live interview
in a crisis situation where stress levels are high. That is why it is important to select a spokesperson with
solid interview experience. But even the most experienced spokesperson will not be effective unless
they follow certain basic guidelines.

Preparing for the interview:
•

Ask what the primary focus of the interview will be.

•

Do not be afraid to ask for interview questions ahead of time.

•

Determine who will be conducting the interview and research their particular style of
interviewing. Are they confrontational? If yes, prepare for it.

•

Determine where and when the interview will take place. Try to eliminate a dramatic crisis
visual as a backdrop. The setting and even the time might influence the story. Try to control
both.
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•

Ask how long the interview will be.

•

Ask when and where the interview will run.

•

Prepare talking points and key messages – discuss with crisis communications team. Review
the latest information on crisis.

•

Practice delivery of talking points and key messages.

•

Prepare anticipated questions and answers – discuss with crisis communications team.

•

Practice responses to your questions.

•

Look and dress professionally. If you are to be on camera, wear solid, conservative, dark or
muted colors. Do not wear a white shirt or blouse or any scarf, tie or clothing with a bold or
striped pattern.

General interview guidelines:
•

Listen carefully to the question, answer it and stop talking. Silence is the interviewer’s
problem, not yours.

•

Say the most important things first. Score positive points when you can. There may not be
time to come back later.

•

Ask for clarification or to have the question repeated if you do not fully understand.

•

Repeat the question that everyone can hear it.

•

When faced with multiple questions, answer the one that is most relevant from your
standpoint.

•

If you do not know the answer, say so and promise to try to find out. Follow up.

•

If you get a question you do not wish to answer, say so … “I am not in a position to give you
that information”.

•

Stick to the truth and facts. Do not give your personal opinion or make a statement you do
not want quoted.

•

Never say “no comment”. It only confirms the premise of the question.

•

Never say anything “off the record”.

•

Do not repeat offensive phrases, words or innuendo contained in the question when you
answer.

•

Never argue. Stay calm and professional.

•

Whenever possible try to speak from the standpoint of the public’s interest. In making your
point it positions your organization well.

After the interview:
Always follow up with a thank you note by email or regular mail. If you have criticism, be
professional, pleasant and constructive. Good media relations are built on good relations over the
long term.
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7.10.1 Guidelines by Media Type
How you handle yourself in an interview can differ depending upon the medium.
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Television Interviews:
•

Assume everything you say and do will be live on camera.

•

Do not assume there will be editing because you are being taped.

•

Assume the camera is on at all times until you leave the interview location.

•

Always look at the interviewer – never look at the camera.

•

Sit up, look relaxed and appear in control. Do not have your hands and legs in constant
motion.

•

Be polite and pleasant and speak slowly, even if the interview turns confrontational.

•

Keep your answers short. Make your point and stop talking. Avoid the tendency to give
extended explanations.

•

Make sure to include your key messages from your talking points.

•

Have facial expressions appropriate to the situation. During a crisis it is most probable that
there will be little to smile and laugh about, but do not look grim.

•

Always have a staff colleague observe the live interview so you have an appraisal of the
content and your performance other than what ultimately appears on camera.

Radio Interviews:
•

Assuming it is a live telephone interview, arrange a time that gives an opportunity for you to
prepare.

•

Prepare by having talking points, questions and answers, statistics, background and any other
relevant information spread out on your desk in front of you.

•

Take notes to help you with your answers.

•

Block all calls, turn off your cell or put it on vibrate.

•

Put a sign “live interview in progress” on the outside of your closed door.

•

Be polite and pleasant. Speak slowly, even if the interview turns confrontational.

•

Keep your answers short. Make your point and stop talking. Avoid the tendency to give
extended explanations.

•

Assume everything you say will be live during the entire phone call.

•

Tape your answers.

Print Interview Guidelines:
•

Assume everything you say will be on the record.

•

Be polite and pleasant and speak slowly, even if the interview turns confrontational.

•

Keep your answers short. Make your point and stop talking. Avoid the tendency to give
extended explanations.

•

Tape your answers.
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•

Make sure to include your key messages from your talking points. Repeat them as often as
you can.

•

Volunteer to fact check any statistics, names or important facts in the story.

•

Offer your organization fact sheet as a resource.
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7.11 Employee Procedures Checklist and Statement
Your employees will be your first line of defence operationally during a crisis. They need to be kept
informed and they need to have clear procedures to follow in the event they are the first to learn of a
crisis.

Employee communications
Your employees should be among the first to be notified when a crisis occurs. After all, they are your
best ambassadors. They will need to have as much information as you can give them in order to perform
their jobs under difficult circumstances. A good communications system for reaching them is critical:
•

Have the email address of every employee in a blast email file ready for immediate use.

•

Create a subject and format template for text and voice employee crisis information emails. Notify
employees of the existence of this communications system in the event of a crisis and instruct them
to look for messages frequently once a crisis occurs.

•

Set up and run a password protected website for employees.

•

Notify employees of this special website in the event of a crisis. Provide them with their password.

•

Create an employee crisis information procedure in the event of a loss of internet service that
produces printed updates on a special template posted in specific areas for employees on an
arranged time schedule.

•

Notify employees of this procedure, the locations, the printed updates, and the schedule for
posting.

•

Designate a member (and backup) on the crisis communications team to be responsible for
providing and distributing information content for all employee crisis communications.

Employee procedures checklist:
Think of who will be first contacted and needs to know how to channel the request to the right
person. It could be a switchboard operator or a guard. How they respond in these first few minutes
is vitally important to your overall crisis response. A checklist of crisis procedures should be
prepared and distributed to every employee so they can access them on a moment’s notice and
know how to respond on their own.
•

Notify their supervisor electronically or in person. If not available, move up to the next level.
Key supervisors and management contact information should be listed in the procedures.

•

Notify the proper civil authorities depending upon the situation and need. Emergency contact
information should be listed in the procedures for each organization:
–– emergency medical;
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–– poison control;
–– search and rescue;
–– Police department:
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–– Fire department;
•

Try to record all information and facts related to the crisis while they are still fresh.

•

Share information with recognized civil authorities only, ideally in the presence of employee’s
supervisor or other management.

•

Refer all media inquiries and requests for interviews and access to the crisis site to the
organization’s spokesperson on the crisis communications team. Do not speak with the
media unless in the presence of the spokesperson and with their authorization.

7.12 Victims Procedures Checklist and Statement
How you handle the victims of a crisis will have a lasting impact on the image of your organization. The
media will gravitate naturally towards victims and their families for compelling human interest stories
during and immediately following a crisis. Many victims and their families will be more than willing to
share their plight. It is the right thing to do to take care of these people by providing as much assistance
and compassion as possible. It is also good for the image and business of your organization.
Each crisis situation is different but there are certain services and procedures that you can provide
that will position you well. The duration of these services and procedures depends upon the type and
severity of the crisis.
•

Designate in advance an individual on the crisis communications team to handle this entire
process.

•

Issue a very brief public statement by the CEO of your organization as soon as possible. The
statement should contain no inference of culpability or responsibility for the tragedy.

“The men and women of [organizations’ name] extend their deepest sympathy to the injured
and the families of those killed or injured in this tragedy. We extend our deepest condolences
to the victims and their families. We will do everything we can to help them through this
difficult time with the respect and dignity they deserve.”

•

Assign a customer service staff person, one per family (if possible), to be the company interface
and “concierge” on all issues while the family is still under the company’s care.
–– Provide staff member with a procedures checklist and special communications system.
–– Provide staff member with special training.
–– Ensure follow up at periodic intervals for up to one year after the crisis.

•

Provide private space away from the media and onlookers. This could include:
–– Complimentary hotel accommodations.
–– Complimentary hotel meeting rooms for gatherings, meals and refreshments.
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Provide complimentary communications if mobile phones have been lost.
–– Provide phone/email list for each family with contacts for key issues related to their loss.
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–– Provide special Q&A/Fact sheet for each family covering key issues related to their loss.
•

Provide complimentary short term bereavement counselling.

•

Provide assistance in making ground and air transportation arrangements for returning home,
including the transport of remains. This could be complimentary, depending upon individual
circumstances.

•

The organization’s spokesperson should meet regularly with the media to provide updates on the
condition of the victims and their families and the assistance being provided for their care. The
organization’s logo should not appear as a visual backdrop for media updates.

•

Requests for interviews with victims should be discouraged but they cannot be stopped.

7.13 Customer Communications
The near and long term impact of a crisis on your organization will depend to a large extent on how
you handle your current customers during the first few hours and days of the onset of the incident. The
likelihood of ongoing support is dependent upon a strategy that is based on the immediate availability of a
database of current customer email addresses and mobile phone numbers for proactive communications.
It will also rely on the immediate activation of a crisis website with relevant information and links to
important resources.
The success of this strategy will be based on:
•
Accessibility. A database of current customers and their email addresses and mobile phone
numbers should be updated at least daily or real time for immediate use.
•

Immediacy. A standby/holding statement addressed to customers should be prepared and available
for almost immediate dissemination by email, text messaging and on the crisis website.

•

Frequency. Subsequent messages should be sent out frequently, as often as daily or even several
times a day during the initial stages of the crisis, in order to assure customers that they are important
to you and are not being forgotten.

•

Specificity. To the extent possible, subsequent messages after the initial standby/holding statement
should provide specific information and recommendations for action by customers. If there is no
new information or action, say so in the message.

•

Clarity. Messages should be clear and concise. Brief is good during an emergency so long as there
is real content and frequency.

Vehicles for communications to customers should include:
•

Proactive electronic
–– Blast email with a strong subject line that addresses the crisis. Provide link to crisis website.
–– Mobile phone text message. Reference website.

•

Passive electronic
–– Social media. While this is not customer-specific information, it is nevertheless useful for this
audience in that it can provide significantly more information than an email or text message. You
will be in an advantageous position if you already have established a presence and followers/
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friends on Twitter, Facebook and other social media vehicles. Some will be customers and
others will forward your message to a wider audience.
–– Website. This is also not customer-specific information but it is nevertheless useful for this
audience in that it can provide significantly more information than an email or text message.
Activate this dark site immediately and provide links to credible resources.
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–– Blog. If you already have an established blog on your website, this will be a useful tool in
reaching those customers who have become regular followers.
•

Press conference and one-on-one interviews
Traditional media communications like press conferences and one-on-one interviews can provide
opportunities for specific customer-related questions and discussion.

•

Follow up print communications
After the immediacy of communications during the initial crisis has passed there will be an
opportunity for communicating policies, procedures and responses for customers who were
directly impacted by the crisis. The appropriate vehicle for this detailed communication is print
on letterhead.

All communications to customers should consider the legal implications of the message. Develop a
procedure for internal legal review to guard against litigation but structure the process so that decisions
are made as quickly as possible. Unnecessary delay in communicating and responding to customers
can be as damaging to the organization’s image and future viability as a lawsuit.

7.14 Supplier Communications
Suppliers can be an organization’s lifeline during and in the immediate aftermath of a crisis. Their
support in recovery is critical. Good relations and communications with current suppliers is of course
an important ingredient to the success of any business, including destinations.
Engaging your suppliers during a crisis with good communications is a good strategy.
First, it helps ensure a good working relationship in the future, once the crisis is over. You need the
supplier now. The supplier recognizes that by helping out during the crisis, there is an increased
likelihood of more business in the future.
Second, it is good PR and image-building for the supplier to help out during a crisis and the supplier
knows that. This is enlightened self-interest at its best.
Communicating with your supplier during a crisis should be personal between the same two decision
makers who interact during normal, non-crisis times. The only change during a crisis should be the
immediacy of the communications which means the vehicles will need to be electronic if they were
not already so in the past. The senior manager within your organization responsible for working with
suppliers should be prepared to activate crisis communications procedures with suppliers on immediate
notice.
Successful supplier communications during a crisis depend on the following:
•
Accessibility. A data base of current suppliers and their email addresses and mobile phone numbers
should be available for immediate use. In most cases this will be a very manageable list.
•

Immediacy. A standby/holding statement addressed to all suppliers should be prepared and
available for almost immediate dissemination by email and text messaging.

•

Frequency and Specificity. Subsequent messages targeting individual suppliers should be sent out
frequently, as needed but as often as daily during the initial stages of the crisis, in order to keep
suppliers informed, particularly as relates to their specific products or services. Specific needs and
actions may be included in these communications.
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Contractual agreements with suppliers during a crisis will need to be executed in print in a manner that
meets all legal requirements. Negotiating these agreements however may take place using electronic
vehicles like email, text messaging and of course voice communications in order to consummate the
agreements in as quick a time as possible to address the immediate needs of the crisis.
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7.15 Travel Industry Communications
While many travel industry businesses may be suppliers of the organization suffering the crisis, the
great majority will not be directly involved. Nevertheless, because travel and tourism is so highly
interconnected a broad cross section of businesses may be impacted negatively, dragging down total
industry performance. It is in the best interest of the organization suffering the crisis to provide accurate,
timely information to the industry for the ultimate health of all.
The best and most efficient way to communicate this information is through the industry trade
associations.
•

TERN (Travel Emergency Response Network). TERN is a closely knit grouping of the leading
tourism associations of the world and works closely with other relevant UN agencies in sharing
real time information, providing accurate public messages and liaising with the media. TERN
underscores the responsibility of each institution involved to help improve traveller well-being
and mitigate impacts of natural and man-made disasters on tourism. TERN is an independent
mechanism hosted and managed by UNWTO.

•

Local and regional trade associations. Maintain a list of local and regional travel industry trade
associations with email and mobile phone contact information for immediate dissemination of
crisis information.

•

Governmental institutions. Communicate to the travel and tourism industry in your country
through those governmental institutions which regularly interact with the travel and tourism sector.

Communication to the travel industry can be the same as being disseminated to customers since many
industry businesses share the same clientele.
•

A holding/standby statement (see Holding/Standby Statement in chapter 7.3) should be prepared
and available for almost immediate dissemination.

•

Subsequent messages should be sent out frequently, as often as daily or even several times a
day during the initial stages of the crisis, in order to provide relevant, specific information that is
actionable for the industry. If there is no new information or action, say so in the message.

7.16 Website
While your normal website is a passive communications vehicle, it is still likely to be the source of
information most people will visit during a crisis. Passive does not mean your website is not timely. Nor
does it mean it is not an effective way to communicate. What it does mean is it is dependent upon the
audience taking the initiative to visit.
Destinations and tourism businesses can also prepare information in advance. Through the mechanism
of so-called dark sites, i.e. websites with special crisis related information, which are only activated,
i.e. pushed “live”, once a crisis occurred, this information is readily available and valuable time can be
saved.
Whether using your normal website for providing crisis information or a dark site, there are ways to
make your site more relevant, timely and credible so it is visited frequently even when other active
communications vehicles like social media are employed. The following is a simple checklist:
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•

Designate the person on the crisis communications team responsible for building the site and
maintaining all content on a current basis.

•

Set up a process for rapid approvals of content.

•

Designate backup persons so the site can be maintained and updated if necessary on a 24-hour
basis.

•

Designate who activates the site initially.

•

Provide a brief (two-paragraph) factual description of the crisis – when, where, how, what,
casualties, etc.

•

Highlight your holding/standby statement prominently at the top of the page when the site first is
activated.

•

Highlight subsequent news prominently in the same place at the top of the page.

•

News should always be content that is relevant, presented clearly and concisely. Try to say
everything you need to say on “one page”.

•

Update news frequently.

•

Feature live webcam coverage of key tourism areas. Invest in this low cost technology in advance
and link it to your regular Website and your crisis dark site. When a crisis occurs there will be
no lack of visual coverage of the crisis from the regular media but your webcams can show that
tourism is unaffected at other key tourism areas. Let live webcam coverage tell the story that
the crisis is isolated to a specific area or region. Live visuals provide credibility in today’s news
environment.

•

Provide links to credible sources for information related to the crisis. For example, link to the
national or international health authorities for a health crisis or a national emergency management
organization for a natural disaster. Links to these sources provides credibility to your site and also
serves to turn immediate attention and pressure away from you.

•

Start a blog on your website now before a crisis and build a following. When a crisis occurs the
blog should also appear on your crisis site. It will have an established following that enables you
to communicate to a wider audience. Coordinate blog content and maintenance with the person
responsible for your crisis site content and maintenance.

•

Post your organization fact sheet including your mission statement.

•

Post your victims statement from your CEO.

•

Post messages to your customers in a special section (see Customer Communications in chapter
7.13). Make sure customer messages are coordinated with content in the news section.

The following is a template for building a generic crisis communications dark site. It could be used just
as easily for building a special crisis presence on a normal website. Different crises could of course
dictate variations to this format:
•

Background;

•

webcam, videos and photos;

•

downloads/links;

•

blog;

•

assistance available;

•

travel trade information;
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•

country statements;

•

accessibility;

•

emergency contacts;

•

emergency response.
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7.17 Travel Advisory Response
Occasionally advisories will be issued by one or more countries recommending against travel to another
country or region within a country. The reasons vary but the impact can be uniformly devastating to
the designated destination that depends on international tourism for an important part of its economy.
The designated country has little influence over the advisory but it can control the messaging in its
own response. The key is a response that is professional and conveys a sense of calm and control to
the media. Being overly defensive only perpetuates media coverage of the advisory and its consequent
negative impact on tourism and the economy.
It is recommended that a brief statement be issued similar to the following:

“[Country/region] has become aware that a travel advisory has been issued by [originating
government] recommending against travel by its citizens to (be very specific in describing the
physical boundaries of the area affected so other unaffected regions are not implicated. Ideally use
georeferencing to allow for an easy reference and limitation of the area affected). The reason given
was [
]. We are working with the appropriate authorities on this situation and are hopeful that
the advisory will be lifted soon so [citizens of originating country] can once again enjoy the many
natural and cultural attractions of [area] with full confidence that their personal safety is assured.”

7.18 Travel Industry Impact Statement
Most media do not have a good understanding or appreciation for the real economic, social and
cultural impact of travel and tourism on their country or community. The reality is travel and tourism is
the world’s largest industry and the benefits it brings to people worldwide are substantial and growing.
It would be helpful if more media understood this and conveyed the message in their normal coverage.
More coverage would result in more favourable treatment by governments, policy makers, planners and
business leadership. More favourable treatment would lead to more and better jobs and a general lifting
of the economy worldwide.
One way of securing greater understanding and appreciation of the value of travel and tourism is
through the creation of a travel industry impact fact sheet. Fact sheets created for a specific community,
region or country could be distributed to the industry and media in hard copy or electronically. All or
portions of the fact sheet could be utilized by the industry in communications where it is appropriate
and effective in telling the story of the value of travel and tourism.
A travel industry fact sheet format should include current statistics for your area as well as any compelling
statements that tell how travel and tourism benefits individuals and the community.
Area fact sheet – suggested contents, if applicable:
•
Total visitors – domestic and international.
•

Spending by visitors – domestic and international.
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•

Total revenues from travel and tourism, direct and indirect as well as travel and tourism revenues
as a percent of total revenues in the region.

•

Total travel and tourism jobs, direct and indirect as well as total number of people (family members)
supported by travel and tourism jobs. In addition, travel and tourism jobs as a percent of total jobs
in the region.

•

Total tax receipts from travel and tourism, direct and indirect as well as tax receipts from travel and
tourism as a percent of total tax receipts in the region.

•

Number of small travel and tourism businesses locally owned and operated.

•

Every (basic unit of currency) spent by visitors in the area generates and additional (total currency
amount).

The fact sheet should also address the intangible contributions of the industry:
•
Travel and tourism provides entry level jobs for unskilled workers that would not otherwise be
available.
•

Without the revenues and tax receipts generated from travel and tourism there would fewer public
services for citizens, including schools, fire and police protection.

•

Without the financial support provided by travel and tourism, there would be fewer restaurants,
attractions, entertainment, recreation and cultural opportunities for citizens.

•

International visitors learn about our area and culture first hand. This contributes to future economic
growth, peace and a better quality of life our people.

Chapter 8
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Templates

When a crisis occurs it is critical that the organization affected set and control the initial message and
the ongoing messaging process. You must establish the perception of credibility and authority from the
very beginning. In today’s communications environment where social media is almost instantaneous,
there is no time for delay. Delay means others will set the message and take control. Everything after that
will be responding rather than controlling and guiding the messaging process.
In the past, 24 or even 48 hours after the onset of a crisis was adequate time to take charge of
communications. Today that has been compressed to a few hours. Immediate action is required.
The templates in this section of the Toolbox provide the tourism communications professional with
ready-made communications vehicles for use in most types of crises. Review them. Where they are
relevant, revise them for your organization and the unique circumstances you anticipate.
Make sure you have a clear understanding of the role of your organization in a crisis before you use
these templates. If the crisis does not directly affect you, do not take a leadership position. It may be
better to be silent or provide background support for others. In some situations, it is appropriate for the
national tourism authorities or some other government ministry to be in charge. In other situations, the
local tourism authorities might be leading the communications effort. At other times, the individual
service provider affected by the crisis might be the most logical spokesperson. Regardless of who is in
charge, it is important that you coordinate your efforts.
Most of all, be prepared with ready-to-release communications materials, have people authorized to
release them and be sure to be able to contact those people and/or their backups 24 hours a day.
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8.1

Earthquake

12

Headline: [category] EARTHQUAKE IN [city/region] – TOURISM UPDATE
[Contact name, title and email, phone and address]
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FOR IMMEDIATE RELEASE
[CITY/REGION, COUNTRY – DATE] – Tourism authorities are assessing the initial impact on the
tourism industry following the tragic earthquake on [date] in [city/region/country]. The magnitude
[category] earthquake struck at [local time and Universal Time Code (UTC)]. The epicentre of the
earthquake was about [number] [kilometres/miles]1 [south/east/north/west] of [city and region].
Initial estimates by local authorities report [no/number] fatalities and [no/number] injuries.
[[Number] people are reported missing.] Victims included [no tourists/tourists2 from [list countries]].
[Number] homes and tourist facilities were destroyed or [heavily/slightly] damaged. Local
infrastructure including the airport, hotels and electric and telephone utilities suffered [minor/
major] damage. Access to major highways and the airport was interrupted and there was an
electricity outage and shortage of water in the [tourist facility/region] for [period of time]. However,
[name of important landmark] was not affected and is accessible.
The government has mobilized more than [number] rescue and relief workers and authorities have
opened emergency centers and evacuated [number] people to nearby shelters situated in [location
name]. [The injured received medical treatment].
[NTO/DMO] is collaborating with the national authorities of the affected tourists’ home countries.
Special communications and information is being provided on the [NTO/DMO]’s website.
“We extend our deepest condolences to the victims of this tragedy and their families. We are doing
everything we can to help them through this difficult period”, said [name, title, organization and
location].
“Our first goal is to ensure the people’s safety. We are still evacuating areas and checking data to
see if [any/additional] citizens and visitors are missing. Clean up efforts [have already begun/will
begin soon] in order to ensure a quick and complete recovery so that we can welcome visitors
back. We expect tourism service to be back to normal by [date]”, said [name, title, NTO/DMO
and location].
•

[NTO/DMO] will provide an update at [time] tomorrow unless there are significant changes
that occur earlier,
or

•

We will make public statements as and when relevant information becomes available.

[NTO/DMO] is the official organization responsible for tourism in [region]. [State mission and key
facts about the organization.]

1

Try to make it as local as possible. Use georeferencing whenever possible.

2

Please refer to chapter 2.1 for recommendations on the use of the term “tourist”.

Templates
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Links to important sources of information:
•
NTO and DMO websites
•

National Geoseismic Institute, civil protection, etc.

•

Primary contact in NTO and DMO crisis communications team

•

Background/fact sheet on area/region as tourism destination

•

Any other sources of important relevant information
###
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8.2

Fire in Natural Environment

12

Headline: FOREST FIRES NEAR [city and region] – TOURISM UPDATE
[Contact name, title and email, phone and address]
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FOR IMMEDIATE RELEASE
[CITY/REGION, COUNTRY – DATE] – A [major] bushfire in [city, region and country] broke out,
[fuelled by unusually dry conditions/driven by strong winds/lightening/cause of the fire is under
investigation/etc.]. [Specify region] and [number] [hectares/acres]1 have been burned by [date].
The fire is [number] [kilometres/miles] away from the tourist destination, homes, businesses and
tourist facilities.
According to preliminary estimates by local authorities property losses have been [few/severe],
[including [significant local landmarks or/and tourism facilities]. [No one has/number have] died
in the fire, [no one was/number were] injured. Victims included [no tourists/tourists2 from [list of
country]].
“Our first goal is to ensure the people’s safety. We are doing our best to keep the fire under control,”
according to [name], the fire chief leading the effort. Authorities have closed highways and other
transportation venues in the path of the fire and evacuated [number] people to emergency shelters
located in [location names]. [The injured received medical treatment]. More than [number]
firefighters are working in fire crews under the direction of [authority]. [[Number] air tankers and
[number] fire trucks have been mobilized]. Until the fire is declared under control, residents and
tourists will not be permitted back into the threatened area.
“Clean-up efforts will begin once the fire is declared contained”, said [name/title/NTO or DMO].
“Then we can launch efforts to ensure a quick and complete recovery and get people working
again so we can welcome visitors back. We expect tourism service to be back to normal by [date].
[Wildfires in smaller dimensions occur in [region] at regularly intervals and have positive impacts
on the ecosystem”, [name] continued.
•

[Organization name] will provide an update at [date and time] unless there are significant
changes that occur earlier,
or

•

We will make public statements as and when relevant information becomes available.

[Organization name] is the official organization responsible for tourism in [region]. [State mission
and key facts about the organization.]
Links to important sources of information:
•
NTO and DMO websites
•

Emergency Service, civil protection, etc.

•

Primary contact in NTO and DMO crisis communications team

•

Background/fact sheet on area/region as tourism destination

•

Any other sources of important relevant information
###

1

Try to make it as local as possible. Use georeferencing whenever possible.

2

Please refer to chapter 2.1 for recommendations on the use of the term “tourist”.

Templates

8.3

Volcano

1

Headline: VOLCANO ACTIVITY NEAR [city/region] – TOURISM UPDATE
[Contact name, title and email, phone and address]
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FOR IMMEDIATE RELEASE
[CITY/REGION, COUNTRY – DATE] – The National Geoseismic Institute reports that [city/region/
country] has been affected by [strong] new activity from [previously quiet/currently active] Mount
[name] located [number] [kilometres/miles]1 to the [south/east/north/west]. The volcano started
sending emissions on [date] in clouds reaching [number] [kilometres/miles] into the sky. As a
precaution, emergency management authorities have temporarily closed or restricted air space
and access on several roads and ordered evacuations affecting an estimated [number] of residents
and tourists in the area. The [NTO/DMO] is coordinating with other government agencies to assist
tourists who may be stranded and to assess the impact of the volcano on the tourism infrastructure.
Travellers are encouraged to frequent the [location] website and Twitter and to check with their
travel agent or tour operator for further information and regular updates.
Initial estimates by local authorities report [number] homes and tourist facilities were destroyed
or damaged. Local infrastructure including electric and telephone utilities suffered [minor/major]
damage. [Access to major highways and the airport was interrupted] [there was a shortage of
water/[tourist facility] was without electricity] for [period of time]. However, [name of important
landmark] was not affected and is currently accessible.
[NTO/DMO] is working with government emergency management offices to provide the necessary
assistance to tourists displaced and stranded by the volcano. We are also collaborating with the
authorities of the affected tourists’ home countries. Special communications and information is
being provided on our website [link].
“Our first goal is to ensure the people’s safety. As a precautionary measure and until the National
Geoseismic Institute has declared the volcanic activity is over, tourism activities will be limited.
Tourism services will be reopened once the National Geoseismic Institute considers the area safe”,
said [NTO/DMO spokesperson].
•

[NTO/DMO] will provide an update at [time] tomorrow unless there are significant changes
that occur earlier,
or

•

We will make public statements as and when relevant information becomes available.

[NTO/DMO] is the official organization responsible for tourism in [region]. [State mission and key
facts about the organization.]
Links to important sources of information:
•
NTO and DMO websites
•

National Geoseismic Institute, civil protection, etc.

•

Primary contact in NTO and DMO crisis communications team

•

Background/fact sheet on area/region as tourism destination

•

Any other sources of important relevant information
###

1

Try to make it as local as possible. Use georeferencing whenever possible.
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8.4

Tsunami

1

Headline: TSUNAMI IN [city and region] – TOURISM UPDATE
[Contact name, title and email, phone and address]

https://www.e-unwto.org/doi/book/10.18111/9789284413652 - Tuesday, March 31, 2020 10:49:51 PM - IP Address:103.1.31.133

FOR IMMEDIATE RELEASE
[CITY/REGION, COUNTRY – DATE] – Tourism authorities are assessing the initial impact on the
tourism industry following the tragic tsunami that affected [city, region and country] on [day] at
[local time and Universal Time Code [UTC]]. According to [national authorities], the tsunami
followed a [number] magnitude earthquake that occurred beneath the [name of ocean or sea]
some [number] [kilometres/miles] [north/south/east/west] of [city and region].
Initial estimates by local authorities report [no/number] fatalities and [no/number] injuries.
[[Number] people are reported missing]. Victims included [no tourists/tourists from [list countries]].
[No/Number] tourist facilities located along the coastline [indicate from A to B or actual name of
area]1 were affected. Local infrastructure including the airport, hotels and electric and telephone
utilities suffered [minor/major] damage. Access to major highways and the airport was interrupted
and there was an electricity outage and shortage of water in the [tourist facility/region] for [period
of time]. However, [name of important landmark] was not affected and is accessible.
The government has mobilized more than [number] rescue and relief workers and authorities have
opened emergency centers and evacuated [number] people to nearby shelters situated in [location
name]. [The injured received medical treatment].
[NTO/DMO] is working with government emergency management offices to care for those affected
and provide them with assistance. We are also collaborating with the authorities of the affected
tourists’ home countries. [State factual actions that you and/or other stakeholders of relevance
have done, e.g.:]
•

Emergency centres were opened

•

Shelters were provided

•

[Number] people were evacuated

•

The injured received medical treatment

•

A free telephone line/website have been activated and can be reached at [telephone number/
web address]

“We extend our deepest condolences to the victims of this tragedy and their families. We are doing
everything we can to help them through this difficult period”, said [name, title, organization and
location].
“Our first goal is to ensure the people’s safety. We are still evacuating areas and checking data
to see if [any/additional] citizens and visitors are missing. Clean up efforts [have already begun/
will begin as soon as possible] in order to ensure a quick and complete recovery so that we
can welcome visitors back. We expect tourism service to be back to normal by [date]”, [name]
continued.

1

Try to make it as local as possible. Use georeferencing whenever possible.

Templates

•

[Organization name] will provide an update at [time] tomorrow unless there are significant
changes that occur earlier,
or
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•

We will make public statements as and when relevant information becomes available.

[Organization name] is the official organization responsible for tourism in [region]. [State mission
and key facts about the organization].

Links to important sources of information:
•
NTO and DMO websites
•

National Geoseismic Institute, civil protection, etc.

•

Primary contact in NTO and DMO crisis communications team

•

Background/fact sheet on area/region as tourism destination

•

Any other sources of important relevant information
###
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8.5

Tornado

1

Headline: TORNADO IN [city and region] – TOURISM UPDATE
[Contact name, title and email, phone and address]
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FOR IMMEDIATE RELEASE
[CITY/REGION, COUNTRY – DATE] – Tourism authorities are assessing the initial impact on the
tourism industry following a tornado in [city/region]1 at [local time and Universal Time Code
(UTC)]. According to the [weather service], the tornado reached wind speeds of more than
[number] [kilometres/miles] per hour and an F-[number] intensity on the Fujita scale.
Initial estimates by local authorities report [no/number] fatalities and [no/number] injuries.
[[Number] people are reported missing]. Victims included [no tourists/tourists from [list countries]].
The impact of the tornado was [severe]. Local infrastructure including the airport, hotels and
electric and telephone utilities suffered [minor/major] damage. Access to major highways and the
airport was interrupted and there was an electricity outage and shortage of water in the [tourist
facility/region] for [period of time]]. However, [name of important landmark] was not affected and
is accessible.
[NTO/DMO] is working with government emergency management offices to care for those affected
and provide them with assistance. We are also collaborating with the authorities of the affected
tourists’ home countries. [State factual actions that you and/or other stakeholders of relevance
have done, e.g.:]
•

Emergency centers’ were opened

•

Shelters were provided

•

The injured received medical treatment

•

A free telephone line has been activated and can be reached at [telephone number]

•

Special communications and information is being provided on our website [link]

“Clean-up is already fully underway and we expect tourism operations to be back to normal by
[date]”, [name] continued.
•

[DMO] will provide an update at [time] tomorrow unless there are significant changes that
occur earlier,
or

•

We will make public statements as and when relevant information becomes available.

[DMO] is the official organization responsible for tourism in [region]. [State mission and key facts
about the organization].

1

Try to make it as local as possible. Use georeferencing whenever possible.

Templates
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Links to important sources of information:
•
NTO and DMO websites
•

National Weather Service, civil protection, etc.

•

Primary contact in NTO and DMO crisis communications team

•

Background/fact sheet on area/region as tourism destination

•

Any other sources of important relevant information
###
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8.6

Hurricane (Precautionary)

1

Headline: HURRICANE [name] – TOURISM UPDATE
[Contact name, title and email, phone and address]

https://www.e-unwto.org/doi/book/10.18111/9789284413652 - Tuesday, March 31, 2020 10:49:51 PM - IP Address:103.1.31.133

FOR IMMEDIATE RELEASE
[CITY/REGION, COUNTRY – DATE] – In view of the approaching Hurricane [name] and its possible
impact on [location]1, local authorities are opening emergency centers and shelters and activating
emergency management procedures including special medical, utilities, and communications
teams and increased police coverage. All relevant [location] public offices are on full alert.
According to the [weather service], the category [number] Hurricane [name] is expected to
•

Weaken to a category [number] in the next [number] hours as it heads [inland/toward the
cooler waters of ocean/sea],
or

•

Strengthen to a category [number].

Authorities recommend that residents and visitors stay home or in their hotel rooms for the moment
and check for regular updates and information with local radio and television stations, Twitter, the
[DMO] website and their travel agent and/or tour operator.
[Organization name] is the official organization responsible for tourism in [region]. [State mission
and key facts about the organization].

Links to important sources of information:
•
DMO website
•

Local TV and radio all-news stations

•

National Weather Service, civil protection, etc.

•

Primary contact in DMO crisis communications team

•

Background/fact sheet on area/region as tourism destination

•

Any other sources of important relevant information
###

1

Try to make it as local as possible. Use georeferencing whenever possible.

Templates

8.7

Hurricane (After)

12

Headline: HURRICANE [name] – TOURISM UPDATE
[Contact name, title and email, phone and address]
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FOR IMMEDIATE RELEASE
[CITY/REGION, COUNTRY – DATE] – Tourism authorities are assessing the initial impact on the
tourism industry following Hurricane [name] on [day]. Hurricane [name] caused [minor/major/
extensive] damage in the area1.
Initial estimates by local authorities report [no/number] fatalities and [no/number] injuries.
[[Number] people are reported missing]. Victims included [no tourists/tourists2 from [list countries]].
The [weather service] reported [torrential rain/flooding/strong winds/dangerous flying debris] as
the hurricane passed over [city and region]. [Number] homes and tourist facilities were destroyed
or [heavily/slightly] damaged. Local infrastructure including the airport, hotels and electric and
telephone utilities suffered [minor/major] damage. Access to major highways and the airport was
interrupted and there was an electricity outage and shortage of water in the [tourist facility/region]
for [period of time]. However, [name of important landmark] was not affected and is accessible.
[NTO/DMO] is working with government emergency management offices to care for those affected
and provide them with assistance. We are also collaborating with the authorities of the affected
tourists’ home countries. [State factual actions that you and/or other stakeholders of relevance
have done, e.g.:]
•

Emergency centers were opened

•

Shelters were provided

•

[Number] people were evacuated

•

The injured received medical treatment

•

A free telephone line/website have been activated and can be reached at [telephone number/
web address]

“We extend our deepest condolences to the victims of this tragedy and their families. We are doing
everything we can to help them through this difficult period”, said [name, title, organization and
location].
Clean up is already fully underway and we expect tourism operations to be back to normal by
[date], [name] continued.
•

[DMO] will provide an update at [time] tomorrow unless there are significant changes that
occur earlier,
or

•

We will make public statements as and when relevant information becomes available.

[DMO] is the official organization responsible for tourism in [region]. [State mission and key facts
about the organization].

1

Try to make it as local as possible. Use georeferencing whenever possible.

2

Please refer to chapter 2.1 for recommendations on the use of the term “tourist”.
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https://www.e-unwto.org/doi/book/10.18111/9789284413652 - Tuesday, March 31, 2020 10:49:51 PM - IP Address:103.1.31.133

Links to important sources of information:
•
DMO website
•

Civil protection, etc.

•

Primary contact in DMO crisis communications team

•

Background/fact sheet on area/region as tourism destination

•

Any other sources of important relevant information
###

Templates

8.8

Flood

1

Headline: FLOODS IN [city and region] – TOURISM UPDATE
[Contact name, title and email, phone and address]
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FOR IMMEDIATE RELEASE
[CITY/REGION, COUNTRY – DATE] – Tourism authorities are assessing the initial impact on the
tourism industry following [last week’s/time] flooding in [city and region]1.
While some buildings and local infrastructure were affected by the flood, some [percent] of the
hotels and tourism facilities are fully operational and the remainder are expected to open within a
[number] weeks. Transportation to and within the [city and region] and all utilities are functioning
normally and all roads are accessible. Important tourism sites were not impacted and are open for
visitors, including the renowned [be as specific as possible – historic landmarks, major museums,
famous natural sites, popular entertainment/amusement attractions, etc.].
“Clean up started immediately after floodwaters receded and we expect tourism operations to be
normal throughout [city and region] by [day]. Special communications updates with additional
information is being provided daily on our website [link],” said [name, title, DMO and location].
[DMO] is the official organization responsible for tourism in [region]. [State mission and key facts
about the organization]

Links to important sources of information:
•
DMO website
•

Civil protection, etc.

•

Primary contact in DMO crisis communications team

•

Background/fact sheet on area/region as tourism destination

•

Any other sources of important relevant information
###

1

Try to make it as local as possible. Use georeferencing whenever possible.
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8.9

Fire in Tourism Facility

1

Headline: FIRE IN [tourist facility]
[Contact name, title and email, phone and address]
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FOR IMMEDIATE RELEASE
[CITY/REGION, COUNTRY – DATE] – A fire occurred in [tourism facility]1 in [city/region] on
[date]. At the time of the incident, [number] [guests/visitors] and [number] staff members were
quickly evacuated and cared for. [No one was/number were] [injured and/or killed]. Firefighters
were able to contain and extinguish the fire within [time] of the first call.
Initial reports [by firefighters] indicate that the [tourism facility] is [slightly/severely damaged]
however operations have been [fully/partially] restored and the [tourism facility] is accessible
to [visitors/guests]. While clean up continues special measures and considerations have been
implemented including [be as specific as possible: relocation of exhibits, special booking
procedures, one time reimbursements or short term discounts, complimentary beverages, free
return trip coupons, etc.].
[Tourism facility] will provide additional updated information for visitors and guests on its website
[link] and a regular basis.
[State mission, brief history and key facts about tourist facility]

Links to important sources of information:
•
Tourism facility website
•

DMO website

•

Primary contact on tourism facility

•

Primary contact in DMO crisis communications team

•

Background/fact sheet on tourism facility and area/region as tourism destination

•

Any other sources of important relevant information
###

1

Try to make it as local as possible. Use georeferencing whenever possible.

Templates
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8.10 Accident – Air
Designed for DMO to issue in support of airline/aviation authorities where factual details of the accident
will be disseminated elsewhere by other parties.

Headline: AIR ACCIDENT
https://www.e-unwto.org/doi/book/10.18111/9789284413652 - Tuesday, March 31, 2020 10:49:51 PM - IP Address:103.1.31.133

[Contact name, title and email, phone and address]
FOR IMMEDIATE RELEASE
[CITY/REGION, COUNTRY – DATE] – “We are deeply saddened by this tragic accident and extend
our deepest condolences to the victims and their families. We will do everything we can to help
them through this difficult period”, said [name, title, organization, location].
[State mission, brief history and key facts about airline]

Links to important sources of information:
•
DMO website
•

Specific airline, civil aviation, civil protection, airport authority, etc.

•

Primary contact in DMO crisis communications team

•

Background/fact sheet on area/region as tourism destination

•

Any other sources of important relevant information
###

94

Toolbox for Crisis Communications in Tourism

8.11 Accident – Rail
Designed for DMO to issue in support of rail/cable car/tour bus, etc. transportation authorities where
factual details of the accident will be disseminated elsewhere by other parties.
Headline: RAIL [cable car, tour bus, etc.] ACCIDENT
https://www.e-unwto.org/doi/book/10.18111/9789284413652 - Tuesday, March 31, 2020 10:49:51 PM - IP Address:103.1.31.133

[Contact name, title and email, phone and address]
FOR IMMEDIATE RELEASE
[CITY/REGION, COUNTRY – DATE] – “We are deeply saddened by this tragic accident and extend
our deepest condolences to the victims and their families. We will do everything we can to help
them through this difficult period”, said [name, title, organization, location].
[State mission, brief history and key facts about airline]

Links to important sources of information:
•
DMO website
•

Specific rail/cable car/tour bus organization and transportation authority, civil protection

•

Primary contact in DMO crisis communications team

•

Background/fact sheet on area/region as tourism destination

•

Any other sources of important relevant information
###

Templates
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8.12 Perception Crisis1
Headline: [name of region/resort/tourist facility] NOT AFFECTED BY [incident]
[Contact name, title and email, phone and address]

https://www.e-unwto.org/doi/book/10.18111/9789284413652 - Tuesday, March 31, 2020 10:49:51 PM - IP Address:103.1.31.133

FOR IMMEDIATE RELEASE
[CITY/REGION, COUNTRY – DATE] – [Description of crisis]
[NTO/DMO] confirmed that [name of region/resort/tourist facility] has not been affected by [event]
and emphasized that tourist visitation and activity in [region] over the past [number] weeks has
been at normal levels.
The [event] occurred [number] [kilometres/miles] away from [region/resort/tourist facility], which
corresponds to [comparison]1.
The [resort/tourist facility] has been fully operational throughout the period. [Provide verifiable
information and highlight that there was normality; e.g.:]
•

[Number] tourists arrived only in the last [period of time];

•

[Local airport] is fully operational/number of flights arriving

For further information, visit [web address] including a live webcam of the area.
[Tourism organization] has offered a guarantee to all guests visiting [tourism facility] during [time
frame] that they will [be reimbursed for the cost of their stay] if they are affected by the [event].
[Link to details of guarantee offer.]
[NTO/DMO] is the official organization responsible for tourism in [region]. [State mission and key
facts about the organization/tourism facility]

Links to important sources of information:
•
DMO website
•

Tourism facility website

•

Primary contact in DMO crisis communications team

•

Background/fact sheet on area/region as tourism destination

•

Any other sources of important relevant information
###

1

Choose flight time or distance between two well-known cities to show how far away tourism area is from the event. Use
georeferencing whenever possible.

96

Toolbox for Crisis Communications in Tourism

8.13 Kidnapping

1

To be issued by NTO in cooperation with DMO

Headline: [be specific about number and affiliation of those kidnapped, e.g. two Australian
backpackers, three German engineers, four Canadian teachers, five Italian tourists, etc.]
KIDNAPPED IN [be specific about where it happened - localize].
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[Contact name, title and email, phone and address]
FOR IMMEDIATE RELEASE
[CITY/REGION, COUNTRY – DATE] – [number] [affiliation of those kidnapped] are reported to be
kidnapped in [localize where the kidnapping took place]1.
According to [police/authority officials/etc.], the [describe affiliation of those kidnapped] were
seized at [time] on [date] by [number] [masked, armed] [attackers/criminals] while [activity, e.g.
driving through a remote area, etc.]. The kidnapping was the first of its kind in [localized area]
[ever since/in living memory/during the last [number] years/since [year]]. The authorities also
reported that:
•
•

•

•

•
•

[Name of the extremists/kidnappers] group has claimed responsibility for the kidnapping,
or
So far no group has taken responsibility for the crime [It is unknown where the kidnappers
are hiding the kidnapped.]

The [government/authority] is holding negotiations with [name of the kidnappers] about
freeing the kidnapped,
or
Negotiations [are underway/have already started] to secure the release of the kidnapped.

[Authority] reported [the/all] kidnapped are in good health according to the circumstances,
or
[Authority] reported [all/number] kidnapped are in poor health conditions.

“We are appalled and strongly condemn what has happened in [local area where kidnapping
too place]. We are in contact with the authorities of the countries of those kidnapped. Everything
will be done to release the kidnapped as soon as possible so that they can return home to their
families”, said [name, title, and location of the highest ranking spokesperson of Ministry of Interior
or other responsible government organization].
[Local/regional authority/national government] has taken additional action to safeguard travellers
against kidnapping including [state factual actions that you and/or others of relevance have
taken to improve the security situation, e.g.]

1

Try to make it as local as possible. Use georeferencing whenever possible.
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Templates

•

Additional police deployed

•

Temporary suspension of land crossings

•

etc.

•

[Organization name] will provide an update at [time] tomorrow unless there are significant
changes that occur earlier,
or
“We will make public statements as and when relevant information becomes available”.

•

[State mission, brief history and key facts about company]

Links to important sources of information:
•
NTO and DMO websites
•

Interior Ministry website and contact [national police]

•

Primary contact in NTO and DMO crisis communications team

•

Background/fact sheet on area/region as tourism destination

•

Any other sources of important relevant information
###
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8.14 Terrorist Attack

1

To be issued by NTO

Headline: TERROR ATTACK IN [city and region]
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[Contact name, title and email, phone and address]
FOR IMMEDIATE RELEASE
[CITY/REGION, COUNTRY – DATE] – A terrorist attack by [name terrorist group if known]] [in
tourist facility] [country/city] at [local time/UTC] on [date], has left [no/number] dead and [no/
number] injured, including [number] nationals and [number] foreigners [list by nationality].
[Number] people were taken to area hospitals with injuries ranging from minor to critical.
•

[Name of terrorist group] claimed responsibility for the attack[s],
or

•

No organization has claimed responsibility for that tragedy yet.

[The/Those] location[s]1 affected [is/are] [often/regularly] frequented by tourists [as well as locals]
at [night/daytime].
•

However, as the attack[s] occurred at midnight [be specific as to time] no tourists were
affected,
or

•

Victims included tourists from [list of countries]. We are in contact with the national
authorities of the tourists’ countries.

“We extend our deepest condolences to the victims of this tragedy and their families and strongly
condemn what has happened in [city/region]. We will do everything we can to help them through
this difficult period. [State factual information on the type of assistance provided to victims and
their families – e.g.: complimentary accommodations and/or transportation, counselling, etc.].
“We are appalled and strongly condemn what has happened in [region] and are taking important
additional steps to ensure the safety of tourists. Such steps include [be as specific as possible in
stating actions that you and/or others of relevance have taken to improve the security situation,
e.g.: deploying additional police, suspending land crossings in certain areas, etc.].
[State mission, brief history and key facts about company.]

Links to important sources of information:
•
NTO and DMO websites
•

Interior Ministry website and contact [national police]

•

Primary contact in NTO and DMO crisis communications team

•

Background/fact sheet on area/region as tourism destination

•

Any other sources of important relevant information
###

1

Try to make it as local as possible. Use georeferencing whenever possible.

Templates

8.15 Crime
Headline: MEASURES TAKEN IN VIEW OF INCIDENTS AT [location]
[Contact name, title and email, phone and address]
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FOR IMMEDIATE RELEASE
[CITY/REGION, COUNTRY – DATE] – “We deplore the recent incidents that have occurred at
[location] and extend our condolences to the victims of these senseless criminal actions.
[DMO]’s priority is the people’s safety. Therefore, in response to this criminal [incident/activities],
we are taking the following actions in close cooperation with the civil authorities [be as specific
as possible, e.g.: we will deploy/have deployed [number] security guards in various places, we
are planning to [install/have installed] [number] CCTV cameras, we have improved directional
signage for foreign visitors, etc.].
[Number] tourists safely visit [region] every year. [Describe role and importance of tourism in
region.] Criminal activities do not only threaten the tourism industry, but also the livelihood of
local residents who benefit from tourism.
•

[DMO] will provide an update at [time] tomorrow unless there are significant changes that
occur earlier,
or

•

We will make public statements as and when relevant information becomes available.

[DMO] is the official organization responsible for tourism in [region]. [State mission and key facts
about the organization.]

Links to important sources of information:
•
DMO websites
•

Local civil police authority website and contact

•

Primary contact in DMO crisis communications team

•

Background/fact sheet on area/region as tourism destination

•

Any other sources of important relevant information
###
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8.16 Food Poisoning
Headline: [Tourism facility] INVESTIGATING REPORTED FOOD/HYGENE INCIDENT
[Contact name, title and email, phone and address]
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FOR IMMEDIATE RELEASE
[CITY/REGION, COUNTRY – DATE] – [Tourism facility] alerted local authorities and in cooperation
with the local health officials is investigating the cause of illness among [number] guests at its
[establishment].
First cases of sickness occurred on [date] with [guests/customers] showing symptoms such as
[fever/diarrhoea/dehydration/vomiting/stomach cramps], [number] hours after having eaten
[lunch/dinner/from the buffet] at [tourist facility]. The affected were immediately cared for and
received medical treatment.
•

[Number] of those affected are still recovering in hospital and will probably be discharged
in the next few days,
or

•

After having undergone the necessary checks, [number] have already been released from
hospital.

“We regret this incident and are committed to a full investigation. [Tourist facility] has been
[serving/delivering] high quality services to [number] [guests/customers] for more than [number]
years. We have always aimed at the highest hygiene standards and our staff carries out regular
checks.
“The health and well-being of our guests is our number one priority. [Name of tourist facility] will
remain [open/closed pending further investigations]. This is an isolated case, no new cases were
reported since [date] and we are confident that the situation is under control”, [name] added.
[State mission, brief history and key facts about tourist facility]

Links to important sources of information:
•
Tourism facility website
•

DMO website

•

Primary contact in tourism facility

•

Local Health Authority website and contact

•

Background/fact sheet on tourism facility and area/region as tourism destination

•

Any other sources of important relevant information
###

Templates
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8.17 Avian Flu
AHI is suspected with fatalities at a location frequented by visitors.

Headline: Tourism update on H5N1 update in [region and country]
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[Contact name, title and email, phone and address]
FOR IMMEDIATE RELEASE
[CITY/REGION, COUNTRY – DATE] – Suspected cases of human infection of H5H1 avian influenza
have been reported in [location] [date]. The health authorities are currently treating the affected.
[Investigation into the source of infection indicated that the case had close contact/exposure to
poultry.]
[Avian influenza focuses on birds. It rarely affects humans and is usually caused by close contacts/
exposure to poultry.]
Travel within [xy area] is safe. However, as precaution, travellers are advised to avoid places
with live poultry [and to check for up-to-date information the national/regional health authority
website].
[DMO] is the official organization responsible for tourism in [region]. [State mission and key facts
about the organization]

Links to important sources of information:
•
NTO and DMO websites
•

National Health Organization website

•

World Health Organization website

•

Primary contact in NTO and DMO

•

Background/fact sheet on area/region as tourism destination

•

Any other sources of important relevant information
###
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A/19/9 add.1/Annex 10

Recommendations on the Use of Georeferences, Date and Time
in Travel Advice and Event Information

Background - Work of the Secretariat
1.
The 2009 General Assembly of UNWTO approved by Resolution A/RES/578(XVIII) the
Declaration on the Facilitation of Tourist Travel and entrusted the Secretary-General “to promote the
principles set in the Declaration, including the use of modern information and communication
technologies, in relation with travel advisories and visa facilitation”.
2.
In this Resolution the General Assembly also requested the Secretary-General to report to
its next session on the follow-up of the Declaration.
3.
As it may be recalled, the Global Code of Ethics for Tourism adopted by Resolution
A/RES/406(XIII) at the thirteenth session of UNWTO General Assembly (Santiago, Chile, 27 September
– 1 October 1999), outlined in its Article 6 the obligations of stakeholders in tourism development as
follows:
•

“Tourism professionals have an obligation to provide tourists with objective and honest
information on their places of destination and on the conditions of travel, hospitality and
stays…” (paragraph 1)

•

Governments have the right – and the duty – especially in a crisis, to inform their nationals
of the difficult circumstances, or even the dangers they may encounter during their travels
abroad; it is their responsibility however to issue such information without prejudicing in an
unjustified or exaggerated manner the tourism industry of the host countries and the
interests of their own operators; the contents of travel advisories should therefore be
discussed beforehand with the authorities of the host countries and the professionals
concerned; recommendations formulated should be strictly proportionate to the gravity of
the situations encountered and confined to the geographical areas where the insecurity has
arisen; such advisories should be qualified or cancelled as soon as a return to normality
permits…” (paragraph 5)

•

“The press, and particularly the specialized travel press and the other media, including
modern means of electronic communication, should issue honest and balanced information
on events and situations that could influence the flow of tourists; they should also provide
accurate and reliable information to the consumers of tourism services; the new
communication and electronic commerce technologies should also be developed and used
for this purpose…” (paragraph 6)
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4.
The Secretariat initiated in 2010 a careful examination of Travel Advisories, especially
focussing on the need to maximize the relevance and efficiency, increase the transparency and help to
limit unnecessary repercussions.
5.
A first result of the analysis was that, besides travel advisories, event-related information
provided by the affected destinations and/or countries is also of relevance and should also be referred
to in order to cover the subject in a comprehensive manner. While the main focus still lies on the
analysis of travel advisories, it became clear that destinations providing event-related information could
contribute to reducing the impact of negative events, as it was done for instance by the Tourism
Authority in Thailand in 2010.
6.
It became also clear that since the introduction of Google Maps in 2005, georeferenced
information plays an increasingly important role for the global travel and tourism sector.
7.
While information provided relating to natural disasters is making frequent use of
georeferences, travel advice and event information have so far not made use of this element. Only text
information is used when confining negative events to geographical areas in countries.
8.
The use of date and time information related to travel advice and event information was
furthermore analyzed with a view of supporting efficiency and reliability in the use of this information,
especially within the context of modern information and communication technologies.
9.
The Secretariat therefore invited all interested Member States, Affiliate Members and
Members of the Tourism Emergency Response Network (TERN) to a Technical Consultation on
Georeferences and Time Stamps for Event Information and Travel Advisories, held at UNWTO
Headquarters on 29 March 2011, to discuss the above-mentioned issues and to develop possible
recommendations.
10.
The Recommendations were prepared by the Secretariat following the discussions of the
meeting particularly on four core areas:
(a)

The first area of recommendations takes into account that technical measures shall
be taken to help identify clearly important elements within travel advice and event
information especially the country name, date and time components (whether this is
the event date and time, issuing date and time or any other concept of date and time)
and the geographical area for which the advice is issued. The recommendations are
formulated in a generic manner, stressing the need for consistency and bearing in
mind that experts suggested that RSS (Really Simple Syndication) feeds as a
standard for frequently updated information on the Internet would be an ideal form to
transmit this information.

(b)

The second area of recommendations focuses on the description of the geographical
areas, which are subject to the travel advice or event information. As mentioned
above the increasing use and importance of georeferences within the travel and
tourism sector and its wide use for information related to natural disasters call for an
application of the same techniques. This would help to clearly confine the advice to
the area concerned and help limiting their undesired repercussions.

(c)

The use of date and time information varies widely across the travel advisories
analyzed. Date and time information is, among others, important to identify the
occurrence of a specific negative event and the issuing and/or updating of the
information. It is therefore within the third area of recommendations proposed that
date and time information shall be provided, whenever possible, describing when the
information was issued for the first time and/or updated last. To facilitate clear
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interpretation it is also recommended that this information shall make use of at least
one international time standard, ideally the Universal Time Code (UTC). The need to
clearly distinguish updates, especially during fast developing situations, where it is
possible that several information updates are provided within a day, calls for
measures which help to distinguish the updates easily from each other, whether in
form of a sequence, date and time stamp or other measure.
(d)

The final recommendation focussed on the need to facilitate the exchange of
information and especially the support of modern information and communication
technologies. It is therefore recommended that provisions shall be made, which
enable and facilitate the machine-readable dissemination and/or retrieval of the
information, ideally in form of RSS feeds.

11.
The Recommendations were submitted and welcomed by the Members of the 90th session
of the Executive Council (CE/DEC/3(XC) point 6). Finally, the nineteenth General Assembly of UNWTO
(Gyeongju, Republic of Korea, 10-13 October 2011), adopted the Recommendations by Resolution
A/RES/592 (XIX).
12.

The Recommendations have no binding character.
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Recommendations
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Use of Georeferences, Date and Time in Travel Advice and Event Information

Identification of Relevant Information
1.1.
Travel advice and event information published and/or disseminated through the Internet and
other forms of electronic communications shall incorporate technical measures to help identify clearly
and easily relevant information especially country names, geographical areas affected, date and time, 1
1.2.
The technical measures shall be documented and described by the issuing institution to
facilitate their consistent and correct use. This documentation shall be made easily accessible.
Geographical Areas
2.1.
The description of geographical areas for which the travel advice and event information is
issued shall be supported, whenever possible and useful, in such a manner that Geographic Information
Systems (GIS) can interpret and display the areas concerned easily using common standards for the
exchange of these data.2
Date and Time
3.1.
Date and time information shall be provided, whenever possible, describing when the
information was issued for the first time and/or last updated,
3.2.
When providing updates of travel advice and event information on fast developing situations, all
reasonable measures shall be taken to support the fast and clear identification of those elements
updated,
3.3.
On an exceptional basis, date and time information can be limited to the raw data of a website
and not visible to the reader, to avoid misinterpretation,
3.4.
Time information shall be used in relation to at least one international time standard, ideally the
Universal Time Code (UTC) to support its clear and consistent interpretation.
Interfaces
4.1.
Provisions shall be made by the issuing institution, whenever possible, which enable and
facilitate the machine-readable dissemination and/or retrieval of the information.

1

2

This could be for example the use and application of variable names in a consistent form. Examples of such
variable (tag) names in a XML based file format are <country_name> </country_name>, <issuing_date>
</issuing_date>, <issuing_time></issuing_time>.
Examples of those data standards are Geo RSS (RSS extension), Geography Markup Language (GML), Keyhole
Markup Language (KML)
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List of Abbreviations

AHI 		

Avian and Human Influenza

ASEAN		

Association of Southeast Asian Nations

BHA		

Bali Hotel Association

BMKG		

National Agency for Meteorology, Climatology and Geophysics of Indonesia

CHA		

Caribbean Hotel Association

CTO		

Caribbean Tourism Organization

CVB		

Convention and Visitors Bureau

DMO		

Destination Management Organization

GDP		

Gross Domestic Product

GNTB		

German National Tourist Board

ICT			

Information and Communications Technology

IT			

Information Technology

MMS		

Multimedia Messaging Service

NGO		

Non-Governmental Organization

NTA		

National Tourism Administration

NTO		

National Tourism/Tourist Organization

PR			

Public Relations

Q&A		

Questions and Answers

SARS		

Severe Acute Respiratory Syndrome

SMS		

Short Message Service

TDC		

Tourist Development Council

TERN		

Tourism Emergency Response Network

UNWTO		

World Tourism Organization

UTC		

Universal Time Code

WHO		

World Health Organization

WTTC		

World Travel and Tourism Council
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