Rebuilding the Destination Image: 32
Instructor Guide


Session 32: Rebuilding the Destination Image

Time: 1 hour

Objectives:

At the conclusion of this lesson, students should be able to:

32.1
Identify the ways in which the media act as both friend and foe of the tourism industry in cases of disaster.

32.2 Describe the role of advertising and public relations in rebuilding the image of a destination after a disaster.

32.3 Describe at least five strategies for handling a press conference.

32.4 Describe two tactics for rebuilding the image of a destination after a disaster.

32.5
Discuss how destinations can capitalize on disasters to help market tourism.

Scope:

Introduction to the processes of rebuilding a tourism destination’s image after a disaster and to the research literature related to strategies for facilitating media relations during disasters that impact tourism destinations.

Readings:

1.
Required Student Reading


Celia K. Lehrman. 1986. “When Fact and Fantasy Collide: Crisis Management in the Travel Industry.” Public Relations Journal 42:24-28.


Susan M. Pottorff and David M. Neal. 1994. “Marketing Implications for Post-Disaster Tourism Destinations.” Journal of Travel and Tourism Marketing 3:115-122.

2.
Professor Reading


Erik Auf der Heide. 1989. Disaster Response: Principles of Preparation and Coordination. St. Louis, Missouri: C.V. Mosby Company (Chapter 10 titled “The Media: Friend and Foe,” pp. 215-250).


World Tourism Organization and World Meteorological Organization. 1998. Handbook on Natural Disaster Reduction in Tourist Areas. Madrid, Spain: World Tourism Organization. (Chapter VI entitled “Emergency Preparations and Post-Disaster Relaunching,” pp. 59-71).

3. Background References


Zafar U. Ahmed. 1991. “Marketing Your Community: Correcting a Negative Image.” Cornell Hotel and Restaurant Administration Quarterly 31:24-27.


Katherine J. Milo and Sharon L. Yoder. 1991. “Recovery From Natural Disaster: Travel Writers and Tourist Destinations.” Journal of Travel Research 30:36-39.

Requirements:

1.
As an introductory activity, students were instructed to bring an example of a tourism disaster news story for this session. The professor should ask some students to volunteer to comment briefly on the news stories using the following questions.

a) How was the disaster portrayed in the media?

b) Based on the news report, what was your impression of the disaster? 

2.
The professor should conclude by emphasizing the pervading influence the mass media have on the public’s perception of disasters.

a) Sensational media coverage of disasters can pose problems for the tourism industry.

b) Effective relationships with the media are crucial to the successful relaunching of a destination after disaster.

3.
Next, the professor should divide the class into four discussion groups. Set the stage for the discussion with instructions as follows: “Based on your reading of the two articles that were assigned, take 15 minutes to prepare your responses to the following questions. The student assigned to be the note taker should write the responses on the poster paper provided. Following this, a reporter from each group will briefly summarize the group’s response to the following questions.”

a)
List the various ways that the media can serve as friend of the tourism industry during or after a disaster.

b)
List the various ways that the media can act as foe of the tourism industry during or after a disaster.

c)
Based on the assigned reading, give some examples of advertising and public relations measures that were taken to rebuild the image of destinations affected by disasters.

d)
How can familiarization tours and press trips help in rebuilding the image of a destination after a disaster?

4.
After the 15 minutes has expired, use masking tape to post the groups’ responses in the front of the classroom. Allow each reporter two to three minutes to summarize the group’s responses. After all of the groups have presented their answers to the class, the professor should proceed to elaborate on each of the key points posted using the material covered in the Remarks section of this session.

Remarks:

Objective 32.1

Media as Friend

and Foe
1.
Erik Auf der Heide (1989) has identified the different ways that the media can serve as friend or foe during disasters. The professor should review the responses that the students provided in their group discussions earlier. Elaborate as necessary to highlight the following roles as friend and as foe (adapted from Auf der Heide 1989, pp. 217-224).

2.
Role of the media as friend:

a)
Provide disaster warnings to the general public.

b)
Provide disaster information to the public, government officials, and relief agencies when official sources of information are inadequate.

c) Help educate the public on disaster mitigation procedures.

d) Stimulate donations for disaster-stricken areas.

e) Create public awareness about disaster risks and stimulate support for disaster mitigation actions.

f) Provide information about scope and severity of disaster as well as status of the victims for anxious family members and relatives.

g) Withhold news if it is deemed harmful for release to the public.

3.
Media as foe:

a)
Make heavy demands on resources, facilities, and officials.

b)
Distort facts, e.g., perpetuate disaster myths, exaggerate disaster impact, and sensationalize disaster news stories.

c)
Interfere with disaster operations, e.g., exaggerated news reports may cause unnecessary convergence at disaster areas; intense media coverage may negatively impact local officials’ decisions on appropriate course of action; and media activities may impede rescue and recovery work.

Objective 32.2

Role of Advertising

and Public Relations
1.
As discussed in Session 31 (“Disaster Recovery and Restoring Operations”), tourism recovery after a disaster is partly dependent on the successful rebuilding of the destination’s image.

a)
According to Ahmed (1991, p. 25), “a destination’s image is important because it influences a tourist’s decision-making process.”

b)
A disaster-stricken destination must overcome any negative image resulting from the disaster.

c)
After disasters, tourist destinations must persuade tourists to come and visit. To do so, they must counteract the media’s often exaggerated portrayal of the disaster impact.

2.
Advertising plays an integral role in the economic recovery of disaster-stricken tourist destinations by changing the misperceptions of potential customers.

a)
Example: Although the Florida Keys experienced minimal damage due to Hurricane Andrew (1992), the hotel occupancy in the southernmost Keys dropped drastically to five percent in the week after Andrew.

1)
The media had led most people to believe that the Keys were damaged by the storm.

2) To correct the inaccuracies in the news reports, a promotional blitz entitled “Paradise Wasn’t Lost” was launched (Pottorff and Neal 1994, p. 119).

b) Example: After Hurricane Hugo, Myrtle Beach launched a $1.5 million advertising and promotional campaign entitled “Our Smiles are Back. Bring Yours.” This campaign included extensive video news releases and feature-photo releases to television stations and newspapers throughout the United States and Canada (Pottorff and Neal 1994, p. 119).

3.
After a disaster, it is imperative that tourist industry officials cultivate good relations with members of the press (Gee and Cain 1986).

a)
News accuracy during the recovery from a disaster is most crucial to future tourism.

b)
In the absence of information from a credible personal source, potential tourists often look to the mass media as opinion leaders to evaluate future travel risks (Milo and Yoder 1991,  p. 36).

c)
Therefore, tourism officials should take a proactive role in organizing news conferences, issuing press releases and facilitating interviews for the press.

d)
Example: After the 1985 earthquake in central Mexico, travel cancellations to Mexico City reached about 50 percent although the earthquake had damaged only 2 percent of the city (Lehrman 1986).

1)
To counteract the traveling public’s perception about the widespread destruction of Mexico City, the Mexican tourism authorities launched a $10 million public relations and advertising campaign.

2)
The campaign included extensive news conferences, press releases, and on-site inspection tours.

3)
In addition, an international tour by top Mexican tourism officials provided the media, travel trade, and consumers with up-to-date information on the status of the affected areas. They spread the message that Mexico, for the most part, was unaffected by the earthquake and was welcoming tourists (adapted from Lehrman 1986).

Objective 32.3

Strategies for 

Press Conference

1.
An efficient method of providing disaster information to the press is through news conferences. The following strategies have been suggested to make press conferences efficient and effective (adapted from WTO/WMO 1998, pp. 67-69):

a)
Schedule a press conference as soon as it is possible and practical after a disaster.

b) Assist reporters to meet their reporting deadlines by scheduling conferences accordingly.

c) Prepare press packs containing background information about the destination, the damage or people involved. Distribute these press packs just before the press conference begins and have them available at the end of conference as well.

d) Estimate the number of reporters who will attend the press conference and hold it at a venue that is a little too small, rather than too large in order to give the impression that the conference is well attended.

e) Provide as much accurate information as possible.

f) Speak from notes or a briefing book that contains accurate information.

g) Maintain control of the press conference. Be in charge of who asks questions and direct questions to the proper people for answers.

h) Be cooperative and honest.

i) Provide specifics to dispel any rumors.

j) Keep a log of the entire proceedings at news conferences.

Objective 32.4

Two Tactics

1.
One of the most efficient ways of providing information about a disaster to both local residents and potential visitors is by establishing toll-free telephone lines.

a)
Example: Forty days after Hurricane Iniki, updates on Kauai were made available via toll-free fax and phone lines (Durocher 1994, p. 69).

b)
The objectives of instituting toll-free information lines include the following (adapted from WTO/WMO 1998, p. 65):

1) To respond to the public’s questions about the disaster.

2) To reduce the spread of rumors about the disaster.

3) As a means of promoting tourism despite the disaster.

4) To track advertising response.

5) To provide an avenue for the public to express their concern for the disaster victims.

c)
To ensure the success of toll-free information lines, the following guidelines have been suggested (adapted from WTO/WMO 1998, p. 66). 

1) Telephone operators should be well-trained and thoroughly familiar with the telephone system used.

2) Telephone operators should be kept well-informed on the status of the disaster.

3) Telephone operators should answer calls as quickly, efficiently, and politely as possible.

4) Daily and sometimes hourly updates, if available and appropriate, should be provided.

5) A log of all calls answered should be kept.

2.
Press trips and familiarization tours are crucial since travel writers, journalists, travel agents, and tour operators play a vital role in influencing tourists’ destination preferences (Ahmed 1991, p. 26).

a) These travel professionals will be more likely to promote a destination if they are given accurate information.

b) After a disaster, it is worthwhile for a destination to organize press trips and familiarization tours for the travel trade to provide them the opportunity to see for themselves the impact of the disaster, the recovery efforts and the redevelopment process.

c) Example: After the 1985 earthquake in Mexico, on-site inspection tours to Mexico City, Ixtapa/Zihuatanejo, and Acapulco were organized for travel writers, travel agents, tour wholesalers, and members of the various North American travel associations.

d) Such trips can help correct misconceptions and misinformation about the disaster.

e) The various sectors of a destination’s travel industry (e.g. hotels, restaurants, transportation companies and tourist attractions) together with the government tourism/economic development agency or chamber of commerce should jointly sponsor these familiarization tours.

Objective 32.5

Capitalize on Disasters

1.
Perverse as it may sound, disasters need not necessarily be bad for a destination.

a) Inquisitive visitors are often attracted to the scenes of disasters to see the impact. This common phenomenon is known as convergence in disaster literature (Murphy and Bayley 1989,  p. 37).

b) A disaster-stricken destination can turn a disaster into an advantage.

2. Examples: Many destinations have capitalized on disasters to help market tourism.

a) In 1989, Johnstown, Pennsylvania used the centennial of a devastating 1889 flood as an occasion for a year-long series of special events to attract tourists (Ahmed 1991, p. 27).

b) After the catastrophic eruption of Mount St. Helens in 1980, a visitor center was opened as part of a national monument to commemorate the eruption and to showcase the various documentation of the geological phenomenon for visitors. The visitor center has proven to be a highly successful tourist attraction. In its first full year of operation, it attracted a total of 614,889 visitors (adapted from Murphy and Bayley 1989, p. 42).

Supplemental

Considerations

1.
Summarize the key points covered in this session, especially the following:

a) Emphasize the importance of the effective media relations in rebuilding a destination’s image after disaster.

b) Review the role of the media as friend and foe during disasters.

c) Emphasize the importance of advertising and public relations in relaunching a destination, especially to counteract the often inaccurate sensational media coverage of disasters.

d) Review how toll-free lines, press trips and familiarization tours can help in rebuilding a destination’s image after disaster.

e) Lastly, emphasize that disaster can be turned into an advantage for a destination. Destinations can capitalize on disasters to help market tourism. Use the analogy of “turning lemons into lemonade.”

2. Ask students: “If you were a potential tourist to a destination that had been struck recently by a natural disaster, what would it take to convince you to visit the destination?”

3. Ask students: “If you were a potential tourist to a destination that had been struck recently by a disaster, what would be the key concerns that might convince you not to go?”

4. Ask students: “What destinations would you like to visit that have been damaged in a disaster? Why?”

5. Some professors may wish to invite a local print or electronic media reporter to this session and incorporate their perspective into discussion of the key principles.

Course Developer
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