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1. Give short answers to the following questions:

I. What is a crisis?

“Apart from natural crises that are inherently unpredictable (volcanic eruptions, tsunami etc.) most of the crises that we face are created by man. Hence the requirements of their being 'unexpected' depends upon man failing to note the onset of crisis conditions. Some of our inability to recognise crises before they become dangerous is due to denial and other psychological responses that provide succour and protection for our emotions. “ wikipedia”
‘Any situation that has the potential to affect long-term confidence in an organisation or a product, or which may interfere with the ability to continue operating normally’ (PATA, 2003, p.2) There are 2 major types of crisis. These can be divided into natural disaster and man-made.

II. What is crisis management?

	Whether natural or caused by people, disasters have been and continue to be a part of life that communities must deal with. Tourism destinations are especially vulnerable to disaster occurrences due to their economic dependence on visitors and the need to maintain a positive image of attractiveness and safety for continued success. The past decade has witnessed numerous natural disasters in tourist destinations around the world; therefore, community leaders, local governments, and major industries need to be prepared for the worst.  
	Managing a crisis entails identifying, studying and forecasting crisis issues and setting ways to enable the tourism industry to prevent or cope with a crisis. Determining the crisis level before proceeding to manage it is important to the success of the team. Since all crises do not evolve out of natural disasters, but can be caused by people, a false rumour, or image problems faced by the area, crisis managers should judge the situation correctly before deciding which strategies to follow.
	Crisis management must determine to what extent a crisis will affect the local tourism industry, if the impact will be significant, and also if the impacts will pose a major threat to the survival of the industry, because the survival of the local tourism industry is the ultimate goal of crisis management.

III. What does crisis management plan consist of?

	Natural and human disasters can be decided into four stages of assessment, warning, impact and recovery. While certain natural disasters allow time for the first two stages of assessment and warning to be carried out, other types of disasters, natural or man-made, often do not offer this opportunity to the community.
	Crisis Management plans are now part of the tourism sector and in place for many destinations and organisations. A crisis can take many different forms, so the planning process should be based upon realistic worst-case scenarios. Audit current resources are available to deal with a crisis. Designate roles and responsibilities and establish a chain of command for decision-making. Collect and maintain a current list of key contacts. Involve public services and private tourism companies in the planning process - one key to effective communication management is a cooperative working relationship between agencies and organizations.
Bases of Crisis management plan are:
1. Reduction – This element of the plan involves the initial identification of potential risks and crises and also strengths and weaknesses of organisation or destination. The understanding of these elements is the first step to reducing the impact of potential crises.
2. Readiness – The second step involves the development of a plan of responses and tactics. To be the most effective, this plan must be reassessed continually.
3. Response – This step occurs if a crisis takes place and involves the operational response of an organisation or destination. This response is based on damage limitation as well as a communications response that focuses on reassurance. Strong leadership is needed within an organisation if a crisis management plan is put into action. A crisis management team is often formed as part of the plan to ensure the plan is implemented effectively.
4. Recovery – after an event or crisis, an indication of how effective a risk management plan has been is the speed with which normal operations resume and pre-crisis level business is reached.

IV. Outline the security measures that should be taken to safe guard tourist from any crisis.

Safety the security are classified as the most important factors in the travel and hospitality industry. (Pizam et al. 1997).
Safety and security are vital to providing quality in tourism. More than any other economic activity, the success or failure of a tourism destination depends on being able to provide a safe and secure environment for visitors. Safety and security are the most important issues to tourist while travelling and the first aspect they consider is to be protected from hazards.

Train local personnel in security issues

Government and industry tourism organizations can take an active role in improving safety and security by sponsoring workshops on safety issues for local tourism workers and by encouraging partnerships between public and private security companies in the tourism sector, including local police and hotel security guards. In addition, they should undertake community awareness programs that help local residents recognize the value of tourism to their communities. They can help make it safer for visitors by reporting suspicious activities.  

Train local personnel in security issues

Industry tourism organizations can take an active role in improving safety and security by sponsoring workshops on safety issues for local tourism workers and by encouraging partnerships between public and private security companies in the tourism sector, including local police and hotel security guards. In addition, they should undertake community awareness programs that help local residents recognize the value of tourism to their communities. They can help make it safer for visitors by reporting suspicious activities.  

Establish tourism police and emergency call centres

Special tourism police forces can be trained to offer assistance in several languages. Countries can offer call centres with multilingual operators to handle emergencies involving visitors. Information on how to contact these emergency services needs to be communicated clearly to visitors on arrival.


V. What steps the management should take in order to minimize the damage caused by Crisis?

It's never easy to bring business travellers and tourists back to destinations after a crisis. Risk management strategies are necessary to help retain the confidence of travellers and the travel industry, and to minimize the impact of a crisis on the destination.  
No matter what kind of crisis occurs, though, the techniques for dealing with it effectively are similar. Effective communication based on the principles of honesty and transparency is the key to successful crisis management, but other aspects of tourism also need to be involved, especially:  
· Promotion: special airline and hotel promotions for corporate meetings, incentives and group travel. Media interviews are arranged with tourism providers to emphasise their determination to overcome the difficulties and to appeal directly to potential visitors to support the region.
· Use the media spotlight to highlight positive aspects; during the crisis period, everybody has an invaluable opportunity to brief reporters in depth on the destination. Work positive details into news releases, for example, new tourism developments, growth statistics or how important tourism is to the community. Identify human-interest stories, such as local residents helping victims
· Avoid speculation and categorical reassurances Speculation about what caused a crisis or who is to blame is not the responsibility of the tourism operators or industry. Not only would doing so create problems in relationship with the disaster management agencies, the media thrives on conflict and will use different messages from different agencies to suggest conflict or a lack of cooperation, thus creating doubt about the efficiency of response and recovery operations. It is vital that companies don't release any information or provide comment on any matter concerned with the crisis which is not strictly a tourism responsibility.
· Remember the victims; the first communication about the crisis should include information about what is being done to help the victims. News about economic losses to the tourism industry comes across as insensitive where loss of life or injury is concerned. Tourism is a humane industry and needs to show its compassionate face in a crisis.
· Familiarization trips for journalists and prospective corporate incentive travel clients. Selected journalists should be invited to visit the region and experience first-hand what is still on offer.
The goal is to have visitors returning to a destination as quickly as possible. Effective media management techniques can speed up that process.












2. ‘Communication is very important during crises. Discuss.

 	Disasters are spectacular, action-orientated, dramatic events which routinely feature human suffering and feats of endurance and bravery. From a media perspective they are relatively easy to cover, provide ample opportunity for dramatic photographs, and are guaranteed to attract an audience or sell newspapers. Disaster and crisis events inevitably prove an irresistible combination for the media, and for the general public who will be avid consumers of what the media produces.
	Journalists are usually generalists, not specialists. This means that they are unlikely to have any depth of understanding of a disaster or crisis event, the cause, effects or the necessary response and recovery processes. They can, therefore, easily misunderstand what they see and hear. In the case of a tourism crisis, it is essential that local tourism operators only comment to the media on matters which are within the scope of their responsibilities and that they do not comment on operational matters which are the responsibility of emergency services or disaster management agencies.
	
Designate spokespersons:
It is essential that information to the media be coordinated and provided by an authoritative source. The designated spokesperson should be a senior, suitably trained, and credible destination representative. Personnel should undergo specific media training including regular practice in mock news conferences and rehearsals.
Communicate regularly with media
Relationships can take years to develop, so it is important to communicate regularly with the media. The policy should be one of honesty and transparency. It can establish the credibility of the company and an effective working relationship with the media by supplying them with information about what is new in the destination; by responding promptly to questions they have, and by providing the opportunity for familiarization visits for journalists.   
Pay attention to local media
Local newspapers, television and radio are a primary source of information for the international media. In a crisis, local news reports can go global within minutes. So even though your principal target is media in the main generating markets, you cannot afford to ignore local journalists. They will also continue to report the crisis recovery story long after the international media has departed.
Build an email or fax broadcast system

Communication systems capable of reaching the partners in the database. This should be in place for use in a crisis. But begin routine communication of news with partners before a crisis strikes. If only communicate during times of crisis, the image transmitted can be a negative one.

Challenge untrue statements

Monitor media reports and contact media outlets making mistakes in reporting immediately before the inaccuracies can be repeated by other journalists. Companies have to be prepared with facts and offer interviews or other assistance.   

Use the media spotlight to highlight positive aspects

During the crisis period, companies have an invaluable opportunity to brief reporters in depth on their destination. Work positive details into news releases, for example, new tourism developments, growth statistics or how important tourism is to the community. Identify human-interest stories, such as local residents helping victims

Information should be placed about the crisis on website

The internet allows each tourism destination to become its own news channel.
Communicate directly to potential visitors over the destination's website, emphasizing which areas are affected by the crisis and which are unaffected, as well as describing what is being done to restore normal services and business. Update the information on a daily basis.   

Network with other news sources

Other organizations providing information on the crisis to the media, such as police, disaster relief, airlines, hotel associations, tour operator groups and international organizations should be kept informed about responses so that they can refer to it in their communications. Let these partners know how to reach the main spokesperson in order to correct any possible errors or request more information. Media officer should liaise regularly with the media liaison officers appointed by other responding organizations.

The aim must always be to work with the media, not against them: so the media should be managed appropriately; cooperation is always preferable to confrontation; and, most importantly, it must be remembered that the media is the communication medium from the tourism operator or industry to the wider community and prospective travellers. The media is a key element in any risk management strategy for a tourism destination.  





 Case Study

 Read the passage given below and answer the accompanying questions:

In 2002, a devastating fire broke out at a ‘food festival in India", resulting in the death of three workers and injury to a few tourists. This alarming situation lasted for more than 8 hours before the fire was finally put off by a contingent of fire fighting brigades. The situation caused panic in the area, neighbourhood, among media men and general public including hampering the traffic for several hours. This unfortunate outbreak of fire was attributed to the PEC (Tourism Management Company) and negligence and lack of adequate fire fighting facilities.



Understanding the impact of fire on tourism operations and communities is of growing importance. This is particularly critical for regions given their greater emphasis on the summer season. Crisis Management plays a significant role in the Tourism Industry. Providing the highest levels of safety standards and security ensures good marketing for the hotels by preventing an accident before it becomes a major issue causing loss of life and property.

1) What strategies would you adopt to keep up PEC’s image clear?

	A number of actions will be necessary to restore a PEC'a desirability as a tourist company following the ‘bad publicity’ that may accompany a crisis or negative incident. There are not only economic benefits in restoring PEC’s attractiveness to visitors. From a psychological perspective, the return of visitors to an area following a disaster event will assist the overall recovery process.
	 Company’s recovery efforts should include a combination of different tactics to spread the word that it is safe, open for business and ready to welcome visitors. In most cases, a mix of media publicity, targeted marketing and advertising may be necessary to reassure the travel industry and potential travellers that the region’s / town's visitor desirability remains intact.
	Misinformation and rumour are the natural products of the confusion that normally surrounds crises and natural disasters, and nothing should be taken for granted when communications is concerned. During recovery, too much information for key stakeholders and audiences is better than too little. PEC should work closely with local and international media during and after the crisis by providing update about the crisis.
	Management planning guidelines should be set up by PEC. The most crucial and urgent requirements of a recovery plan are to restore visitors and also workers confidence and to raise awareness that the impacts of the crisis or incident have either been contained or completely resolved. The following key roles should be included in the plan.
· Establish industry credibility and determine all the facts.
· Consider the sensitivities.
· Assess extent and tone of media coverage.
· Consult affected industry stakeholders and explore availability of financial assistance.
· Determine budget for recovery phase.
· Define key messages and address negatives head-on
· Stay flexible and agree on the most cost-effective communications option/s
· Implement coordinated recovery strategy.
	
	Very important! Constructive media relations are the key to addressing misconceptions and will ensure that the company’s marketing efforts are not contradicted by negative stories. Smart use of the media can also be far more cost-effective than relying solely on advertising and other marketing activities. Consideration should be given to engaging professional media liaison services. The next step is to fully assess the situation and gather as many facts as possible so that the process of relaunching the company is realistic and properly informed. Naturally, all information used in media releases, briefings, fact sheets, advertising and marketing efforts must be accurate and consistent.
Once the extent of the relaunch effort has been decided a number of options are available depending on the budget available and the audiences to be targeted. These include:

1. Media:
Provide regular media updates / Promote newsworthy stories / Distribute fact sheets / Highlight recovery milestones / Highlight impact of crisis on local businesses etc. / Select journalist familiarisations to the region / Pursue positive stories after the crisis
2. Advertising/Marketing:
Targeted advertising in tourism publications / Direct communication with inbound travel operators. / Freecall information Line / Visitor Information Centres, Visitor Radio etc. / Market research / More extensive print and radio advertising in mainstream media. / Coordinated special travel and accommodation deals.

2) List the target audience you would address.

	Effective planning and communication in the pre-event stages should be applied, validated and integrated with all the industry stakeholders and the government agencies. The crisis can directly affect the destination's image and increase the risk of losing tourist.(Pearson & Mitroff, 1993). Therefore, effective planning should not be based on regular short-term planning but should exceed this to deal with hazards. (Gruman et al.2011)

	PEC can have several audiences which they need to be considered when formulating a communications response during and after a crisis or incident.  They include:

Current or potential visitors / Staff members of the market / Media – both local and further afield / Local tourism operators / Local tourism employees / Local community / Local business community 	/ Travel industry / International tour operators/wholesalers / Local Governments / Tourism Ministers / Diplomats – if foreign nationals are involved / Tourism India

[bookmark: _GoBack]Each may require specifically targeted messages but all will gain reassurance and confidence from a region’s well-planned and authoritative response.

PEC should have been aware of the responsibility of the visitors' safety inside the market. The literature on crisis management is highlights the significance of having an emergency plan and most importantly being prepared for any possible crisis including fire, for example:

· Emergency systems should have been installed to ensure the safety and protection of the visitors and workers from fire by regularly checking the emergency plan, fire alarm system, fire extinguishers, emergency lights.
· PEC should have organised health and safety employee training in order to prepare staff members for situation such as fire.
· Staff should receive proper continuous training to prepare them for any upcoming hazards, ensuring the maximum level of safety and security of the market or any property and the visitors.


3) Briefly mention the results you expect out of the crisis management activity.

	The travel and hospitality industry is one of the most vulnerable industry to crisis. It can have huge negative effect on the industry and other related activities. Therefore, it is better to be prepared well to minimize any potential effects of a crisis, whether it is natural or man-made. Also, good relation with the media transmit is important. Use clear messages and avoid ambiguity.
	It is very important to understand the crisis emergency frameworks and be well prepared before crisis strike and to minimize losses during evacuation when the disaster happens. Crisis management has its boundaries and is not intended to prevent actual disasters or focus on micromanagement (i.e., evacuation, rescue); having a plan in place can neither prevent random disasters. Each crisis situation is unique and difficult to resolve with simple formulas; nevertheless, destinations need to be prepared with a plan of action. Having such a blueprint promises to save valuable time, energy, and other resources for a tourist destination. While crises begin as a negative / threats, effective crisis management can minimize the damage and in some case allow the organization to emerge stronger then before the crisis.
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