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1. Give short answers to the following questions: 

I. What is a crisis? 

Critical event or point of decision which, if not handled in an appropriate and timely manner (or if not handled at all), may turn into a disaster or catastrophe.
Crisis is also a perception or experience of an event or situation as an intolerable difficulty that exceeds the person’s current resources and coping mechanisms.” 
The word crisis in Chinese is formed with the characters for danger and opportunity. A crisis presents an obstacle, trauma, or threat, but it also presents an opportunity for either growth or decline.

In tourism, crisis is more related to any unexpected event that affects traveller confidence in a destination and interferes with the ability to continue operating normally.” For instance, Terrorist events may substantially subside the tendecy of travellers to choose a specific destination. E.g: The recent terrorist attacks that happened in Tunisia at ‘Bardo national museum’ on March 2015 had prompted major tour operators to cancel their future contracts for the destination. The tsunami that strikes Thailand in 2004 had too affected the tourism economy of the country.
II. What is crisis management? 

To define crisis management it is essential to define a business crisis that will ensue in generating a crisis management.
A business crisis can be anything that can negatively affect a company’s reputation or bottom line. Natural catastrophes, product recalls, labour disputes, computer data losses. The list is endless. Some are temporary. Some can cause the demise of a company. Most can be handled with honesty and the realisation that it may be necessary to absorb losses over the short haul in order to achieve a long and healthy business life.
Crisis management though is the nature of activities to respond to a major threat to a person, group or organisation. Typically, proactive crisis management activities include forecasting potential crises and planning how to deal with them, for example, how to recover if a computer system completely fails. Many people would refer to this, instead, as risk management and not crisis management.
Hopefully, organisations have time and resources to complete a crisis management plan before they experience a crisis. Crisis management in the face of a current, real crisis includes identifying the real nature of a current crisis, intervening to minimise damage and recovering from the crisis. Crisis management often includes strong focus on public relations to recover any damage to public image and assure stakeholders that recovery is underway. 
All in all crisis management is the set of procedures applied in handling, containment, and resolution of an emergency in planned and coordinated steps.

III. What does crisis management plan consist of? 
It's essential to plan thoroughly to protect an organisation from the impact of potential crises - from fire, flood or theft to IT system failure, restricted access to premises or illness of key staff.

Crisis management planning is important for small businesses since they often lack the resources to cope easily in a crisis.

Failure to plan could be disastrous. At best organisation risks losing customers while getting the business back on its feet. At worst the business may never recover and may ultimately cease trading.

As part of the planning process it is essential to:

· identify potential crises that might affect the organisation
· determine how the organisation intends to minimise the risks of these disasters occurring

· set out how the organisation will react if a disaster occurs in a business continuity plan

· test the plan regularly

For example, if a company is reliant on computer information, it should put a back-up system in place so as to have a copy of key data in the event of a system failure.

A carefully thought-out business continuity plan will make coping in a crisis easier and enable the organisation to minimise disruption to the business and its customers.

It will also prove to customers, insurers and investors that the business is robust enough to cope with anything that might be thrown at it - possibly giving a company the edge over its competitors.

IV. Outline the security measures that should be taken to safeguard tourist from any crisis. 
To safeguard tourists from a crisis, the organization must preparing for the Worst: Never under-estimate the possible harm a crisis can do to tourism. Crises are like viruses—sudden, insidious and virulent. They are extremely dangerous. The best way to minimise the impact of a crisis is to be well prepared by: 

· Putting a communications strategy in place 

· Prepare a Crisis Management Plan 

· A crisis can take a myriad of forms so begin to plan by imagining the worst-case scenario. 
· Audit current resources for dealing with a crisis.  

· Designate responsibilities and a chain of command for decision-making. 

·  Collect a list of key contacts in an emergency. 

·  Involve public services and private tourism companies in the planning process—one key to effective crisis management is good cooperation. 

·  Rehearse for a crisis and update the plan annually. 

· Designate Spokespersons: It is essential that information to the media in a crisis be authoritative and coordinated. For this, the designated spokesperson should be a high- ranking official, but not necessarily the top person in your organization. Additional spokespersons also need to be designated to take turns during a crisis. Train spokespersons by practicing in mock news conferences and crisis rehearsals. 

·  Establish A Press and Communications Department To be prepared for a crisis, every tourism organization needs to set up a communications department. The department should include staff trained in working with the media, a good contact list of local and international media, several telephone lines, fax broadcast machines or a mass email computer programme capable of reaching the media on short notice, and background information on your organization—including maps, stock photos, arrivals statistics and fact sheets on previous crises. If possible, make this background information available in a special media section of your destination’s website. 

·  Communicate Regularly With Media: Reputations can take years to develop, so it is important to communicate frequently in good times as well as bad. The policy should be one of honesty and transparency. You can face a crisis with a certain degree of credibility, if you have made an effort to establish good contacts with the media by supplying them with information about what is new in your destination, if you have promptly responded to any questions they have and if you have made good friends with reporters during fam trips organized for foreign journalists.
· Pay Attention To Local Media Local newspapers, television reports and radio are a primary source of information for international media. In a crisis, local news reports can go global within minutes. So even though your principle target is media in the main generating markets, you cannot afford to ignore local journalists. Local newsmen and newswomen will also stay interested in your crisis recovery story long after the international media has moved elsewhere to a new crisis. 

· Train Spokespersons In Safety And Security Issues: Communications on security should be responsive rather than pro-active: When a crisis erupts, the spokesperson should be able to communicate in an authoritative manner on security issues, striking a good balance between providing enough information without putting too much emphasis on security issues.
· Maintain A Working Relationship With Other Government Departments Responsible For Safety And Security: Decisions made by police agencies, emergency services, as well as the departments of interior, health, consumer affairs, judiciary, foreign affairs, and civil defense have a great influence on how a crisis involving tourists is managed. Start a Safety and Security working group to bring these partners together on a regular basis to discuss tourism. In South Africa, for example, the Tourism Safety Task Group is made up of the Department of Environmental Affairs and Tourism, the national police, the tourism board (SATOUR), the Tourism Business Council, the Department of Foreign Affairs and nine provincial tourism departments.
·  Get Involved in Defining Security Procedures: Tourism authorities need to make sure they are aware of all security measures being taken that affect the industry. Review the entire tourism chain—airport arrivals, ground transport, hotels, restaurants, shopping zones and all tourist sites. Consider the need for enhanced security at all sites, including places like beaches or entertainment districts. The goal is to Diploma in Travel & Tourism Crisis Management Unit 9 6 provide a safe environment with procedures that are as invisible as possible and do not restrict the arrival of tourists.
·  Designate a National Tourist Safety and Security Focal Point Every National Tourism Administration should designate a person to act as a liaison with other government bodies, specialized services, the tourism sector and the WTO services on safety and security issues. The NTSS Focal Point will also keep records on basic facts of tourist security, such as rules and regulations, identification of risks, safety statistics and incidents. In addition, this person should join the WTO Safety and Security Network, sharing information with their counterparts around the world and posting safety information on the WTO website. 

· Train Local Personnel In Security Issues NTAs can take an active role in improving safety and security by sponsoring workshops on safety issues for local tourism workers and especially by encouraging partnerships between public security and private security companies in the tourism sector, such as local police and hotel security guards. In addition, undertake community awareness programmes that help local residents recognise 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, such as the ones in Argentina, the Dominican Republic, Egypt, Greece and Malaysia, are trained to offer assistance in several languages. Mexico’s Green Angels patrol the highways with bilingual crews. Other countries offer call centres with multi-lingual operators to handle emergencies involving visitors. Information on how to contact these emergency services needs to be communicated clearly to tourists on arrival.
· Establish strong Contacts With Key Partners: In The Private Sector Set up reciprocal agreements with major hotels, airlines and tour operators to exchange up- to-the- minute data on overnight stays, occupancy rates, pricing, etc. Build an email or fax system capable of exchanging your data with these key partners. 

·  Monitor Hospital admissions Involving Tourists: Information on non-crisis situation hospital admissions of tourists can be used as a point of comparison to put any possible problems in the future in a proper perspective. 

· Monitor Crime against Tourist: Statistics on crimes against tourists can help experts find gaps in security services, improve the quality of the destination and possibly help avoid crisis-scale problems in the future. Crime statistics can also be used as background information, providing a context for crisis communication and a reference point for demonstrating a return to normalcy
V. What steps the management should take in order to minimize the damage caused by Crisis? 

The first 24 hours of a crisis are crucial. An unprofessional response could wreck further havoc on the destination, while responsible management of the crisis can actually enhance relations with the travel trade and help the destination recuperate faster.

The following steps should be taken into account in view to minimize the damages caused by crisis.

· Be Honest and Transparent To protect your credibility, adopt policy of full disclosure about what is known and what is not known. Deliver facts in a non-patronizing manner. Do not try to cover up an incident and do not lie. Be assured that the true facts about a crisis will eventually come out and news of lies or a cover-up could do greater harm than the crisis itself. 

· Do Not Impose A News Blackout Failure to provide information to the media will not only deprive you of the chance to express your point of view, it will also force the media to seek alternative news sources— often less careful with their words than you would be. 

· Establish a media centre the media will come to your offices immediately in a crisis, so set aside a room they can use that is equipped with desks, phones and data lines. Use it for media briefings. If the crisis occurs in a different location, set up a second media centre there with a second spokesperson who is in constant communication with the headquarters. Work with security services to help television reporters gain access to positions with good backgrounds for on- camera reports.

·  Act fast News travels around the world in a matter of seconds. In order to work effectively with the media, you need to respond as quickly as they do. Begin to release information once you are ready to answer the five key questions: who, what, where, when, and why? If some of the information is still missing, simply say that it is not yet available and promise to get back to the journalists as soon as possible. Set up a timetable for regular bulletins. Provide background information on your destination. 

· 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. When two French sunbathers were run over during a police chase recently on Miami Beach, the tourism director immediately arranged to fly in the grieving parents, he met them personally at the airport and spent the evening with the family in hospital. His personal involvement, rather than police negligence, was the focus of the story that ran in the morning newspaper. 

· Avoid Speculation and Categorical Reassurances Speculation about what caused a disaster or who is to blame damages your credibility. Information has to be perceived as accurate and reliable and not contaminated by efforts to encourage people. While the safest time to visit a troubled destination is possibly immediately following an incident, categorical reassurances such as “it is completely safe here” can have the opposite effect by making travellers suspicious. It is better to stick to information about what is being done to make the destination safer. 

· Put The Crisis into Context Use good maps and plenty of statistics to demonstrate that the crisis is limited to a specific area or that it has only affected a portion of your country’s tourism industry. When highly- publicised health problems among British tourists to the Dominican Republic created a crisis in 1997, part of the recovery strategy was to show through statistics that less than one percent of the two million British tourists in the past year had fallen ill. This fact emphasized the hundreds of thousands of people who had travelled safely to the Dominican Republic. 

· Challenge Untrue Statements Take time to contact media outlets that are making mistakes in their reporting immediately—before the inaccuracies can be repeated by other journalists. Be prepared with facts and offer interviews or other assistance. Don’t automatically assume the media is against you, credibility sustains their businesses and, while journalists don’t enjoy being corrected, they value the truth.
· Use the Media spotlight to highlight positive aspects during the crisis period, you have an unprecedented opportunity to speak with reporters in depth about your destination. Make sure to work positive details into news releases, for example: new tourism developments, growth statistics or how important tourism is to the community. Look for human- interest stories, such as local residents helping victims. 

· Place Information about the crisis on website internet allows each tourism destination to become its own news channel. Communicate directly to potential tourists over your destination website, emphasizing which areas are affected by the crisis and which are unaffected, as well as what is being done to end the crisis. Be honest and factual. Update the information on a daily basis.
· Network with Other News Sources Other organizations that are providing information on the crisis to the media, such as police, disaster relief, airlines, hotel associations, tour operator groups and WTO should be kept informed about your response so that they can refer to it in their communication. Let these partners know how to reach your spokesperson in order to correct any possible errors or request more information.
· Communicate directly with travel trade don’t make your key partners rely on the media for information about the crisis. Provide details about the extent of the disaster, what is being done to assist victims, how security services are working to end the crisis and what is being done to make sure it doesn’t happen again. UK tour operators have successfully used conference calls in crisis situations to link up the various people responsible for safety, promotion and tourism policy so that everyone is getting the same information at the same time. Fam trips organised for tour operators during or immediately following the crisis are the best way to allow them to assess the true situation for themselves. 

· Change Promotional Message to Address Safety Concerns Rather than suspending promotion when a crisis hits, immediately change the message to reflect the current situation and address safety concerns about the destination. Advertising should express sympathy for victims or provide information about what is being done to end the crisis. Use ads to direct potential tourists to a hotline or website for more detailed information. After the Prestige oil tanker sank off the Spanish coast, for example, huge billboards sponsored by the regional tourism board went up thanking Madrid residents for their concern over the crisis. 

· Press Ahead with promotional events and travel shows the travel trade needs to understand that your destination is stable and not going to disappear because of the crisis. The best way to demonstrate that is to press ahead with scheduled promotional events. A crisis will undoubtedly create more attention for a destination at a trade show and allow more opportunities to communicate positive developments, as well as up-to-date information about the end of the crisis. 

· Seek Increases in Promotional Budgets A crisis usually results in more government attention for the tourism industry than it would receive under normal circumstances with everything operating smoothly. Use the opportunity to seek increases in promotional budgets—which will be needed to help the industry recover and stimulate visitors to return.
· Initiate Financial Assistance And/or Fiscal Measures To Support Tourism Companies Governments need to work closely with the industry in difficult times to ensure that there is not a damaging loss of product that could limit the recovery when better times come. Temporary tax incentives, subsidies, reduced airport charges and free visas are some of the measures taken to encourage tour operators, airlines, and cruise companies to continue operating immediately following a crisis.
Ensuring security:

· Set up a Hotline if there is an emergency call centre in operation, it can become the hotline for inquiries from tourists and their families during a crisis. If there is no call centre, one needs to be set up immediately following a crisis with multi-lingual operators who have a good understanding of security issues. A sample hotline questionnaire is included in WTO’s Handbook on Natural Disaster Reduction. Promote the existence of the hotline in news briefings and on the destination website. 

· Monitor What Is Being Done to improve safety and security sse inter-agency contacts and relationships to help keep your organization informed about what security services are doing to end the crisis and improve safety. 

· Coordinate with security services for media access where possible, try to help organize with security services for reasonable media access to the stricken area. A few years ago, a Caribbean country tried to restrict access to an area hit by a hurricane. CNN simply hired a helicopter to fly over and take ‘exclusive’ pictures of the devastation. The images were all the more powerful because they were ‘banned’ by authorities. 

· Communicate Internally In the heat of a crisis, internal communication often gets overlooked. But it is important to keep all tourism staff up-to-date on the seriousness of the crisis and what is being done to end it. Not only does it strengthen the tourism team, it can also prevent erroneous information from being spread. 

· Get To Know Your Visitors Send out survey teams to find out who is travelling during the crisis, where they come from and why, then feed information back immediately to the promotion department.
· Monitor Media Reports Keep track of what is being published and broadcast about your destination during the crisis and feed that information back to the communications and promotion departments. Even if media monitoring is normally the responsibility of the communications department, they will be stretched too thin during a crisis and will appreciate the assistance.

2. ‘Communication is very important during crises. Discuss. 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. 
1) What strategies would you adopt to keep up PEC’s image clear? 
In order to bolster its image, PEC should ultimately respond quickly and urgently to this crisis by adopting adequate situational crisis management covering the following issues; 
- The company should emphasize on the fact that it always adhering to Preventing - Protecting – Responding to such crisis, since incident cannot be predicted, the company is adopting a crisis management plan. As a result a proactive communication strategy will take place and will cover the following point;

-The company should adopt an effective crisis plan consisting of the following points; 

 1. Define the scope of the crisis

· Local, regional or national

· Organizational areas involved

· What have others done in similar situations
2. Establish unified response

· Designate one person authorised to clear statements to the media and the public; responsible for getting clearances from lawyers, public safety officials, etc; make arrangements in advance

· Develop and maintain a unified position and supporting messages

· Keep messages simple, clear and consistent

· Tailor messages to audiences

· Designate one authorised spokesperson and one alternate; tell staff and members who they are, where they are and how they can be reached day or night.
3. Create a central information service

· Set up an adequately staffed and equipped media headquarters away from the crisis site; know how to arrange for additional phone lines

· Staff and volunteers should refer all crisis questions to the central source:

· Request stakeholder cooperation

· Arrange for the receptionist and voice mail to refer calls to the crisis center

· Have emergency numbers (police, fire, public safety, medical) available


· To avoid inconsistencies in media responses, have all requests funneled through information central

4. Act promptly
· Gather facts calmly

· Notify media and cooperate with reporters

· Target communications to those affected by the crisis and who can effect action

· Staff, leaders, stakeholders, government officials, media



· Immediately make a simple statement indicating awareness of the situation, action being taken and willingness to inform media and public of details when they are known

· Openly and honestly provide as much detail as possible

· Extent of problem, damages, injuries

· Actions being taken by organisation, stakeholders


· Arrange for a news conference for the designated spokesperson as soon as facts are known

· Make spokesperson available for interviews


· Console the stricken, reassure the affected, offer help

· Use facts to squelch rumors

· Work with hospitals/public safety organisations to designate spokespersons

· Keep stakeholders informed of developments (staff, leaders, association members, government officials as well as neighbours) by dedicating dark crisis that should be created for EPC website. The page includes information phone numbers for the company, local emergency numbers, and links to the company’s social media accounts for updates. The company should also start immediately to feed its facebook and twitter account with latest news and updates.
5. Establish media response policy

· Schedule regular briefings to relay data, correct misconceptions and maintain positive media relations

· If appropriate and acceptable to public safety officials, arrange for access to disaster area

· Provide no information about victims until families have been notified

· Keep media away from families until approved by appropriate person

· Do not stonewall or deny that there is a crisis

· Treat all media equally; no exclusives

· Stick to the facts

· Limit statements to the immediate problem

· Keep records of all replies (media, reporter name, date, time, respondent, summary of response, follow up requests)

· Have media monitoring plan

· Arrange for photographer/videographer to document important developments for media, lawyers, insurance companies, organizational records.
6. Document everything

· Keep thorough and accurate records of everything - planning sessions, crisis management team meetings, reports and all public conferences; tape thoughts and reasons for making decisions because these will give a solid basis for quotes; document decision making and protect from blame fixing

7. Conduct a post-crisis review
· Appoint a crisis evaluation team to assess handling of the crisis and recommend changes in crisis procedures

· Evaluation team members should be different from crisis management team members


This strategy plan should be characterised by:
· Simplicity – People respond to simple not complex in a crisis

· Brevity – Minutes up to 1 hour in most cases (3-5 contacts typical)

· Innovation – Providers must be creative to manage new situations

· Pragmatism – Suggestions must be practical if they are to work

· Proximity – Most effective contacts are closer to operational zones

· Immediacy – A state of crisis demands rapid intervention

· Expectancy – The crisis intervener works to set up expectations of a

· reasonable positive outcome”

2) List the target audience you would address. 
· Informing local authorities and news media (Local and national)
· Informing families, neighbours and others Stakeholders expect to get information directly from the company, and not just via the news media. If the company doesn't communicate using social media during a crisis, it risks damaging its credibility and reputation."
3) Briefly mention the results you expect out of the crisis management activity.
· Mitigate the impact of an event

· Facilitate a normal recovery process, where normal people are having normal reactions to abnormal events.

· Restore adaptive functioning.
· Endorse the company credibility, intelligibility and awareness.
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