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? The tourism industry has long been recognized as one of the 
most vulnerable industries affected by crises or disasters 
(Biggs et al., 2012; Hall, 2010)

Thus, effective crisis communication is crucial for tourism to 
survive and recover from global crises.

Unfortunately, most crisis communication has been 
conducted in the recovery phase of the crisis.

We have learned during this pandemic that communication 
throughout the crisis is critical to build trust, support, and 
engagement which results in loyalty, awareness and 
engagement in personal protective behaviors. 

https://www.tandfonline.com/doi/full/10.1080/13683500.2020.1752632
https://www.tandfonline.com/doi/full/10.1080/13683500.2020.1752632


The definition is “Crisis communication is a sub-specialty of the public relations profession that is 

designed to protect and defend an individual, company, or organization facing a public challenge 

to its reputation.[1][2]

Crisis communication is aimed at raising awareness of a specific type of threat, the magnitude, 

outcomes, and specific behaviors to adopt to reduce the threat.”

Risk & Crisis Communication Definition

https://en.wikipedia.org/wiki/Public_relations
https://en.wikipedia.org/wiki/Reputation
https://en.wikipedia.org/wiki/Crisis_communication#cite_note-1
https://en.wikipedia.org/wiki/Crisis_communication#cite_note-2


Risk & Crisis Communication shaped by two 
components:

HAZARD

(RISK) 

OUTRAGE 
(CRISIS)



Before COVID
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Trust in institutions

Science behind 
hazard

Understanding

Familiarity

High Catastrophic 
Potential

Controllable
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Things that alter 
perceptions of risk 

in the minds of 
the public

Malecki, K. M., Keating, J. A., & Safdar, N. (2021). Crisis 
communication and public perception of COVID-19 risk in the 
era of social media. Clinical Infectious Diseases, 72(4), 697-702.



Risk & Crisis communications

Social and 
cultural 
factors

Uncertainty 
of the threat 

and event 

Immediacy

Personal 
Control to 

keep you safe

Uncertainty
About the 

science 

Trust in 
Institutions 
and Media 
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Source: Malecki, Keating & Safdar, 2021
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Trend in Cases 

Nationally Starting 

to Decline 

July 20th 

 
April 6-7 

At the height of 

the lock down 

nationally 

Source: www.tourismcrisismanagementinitative.com

http://www.tourismcrisismanagementinitative.com/


10 best practices learned from 
public health and the COVID 

pandemic



1. Ensure you are hitting 
all message channels

2. Speak to each audience 
(type of tourists are 
different)

3. Provide facts

4. Discuss personal protection 
behaviors 

5. Share what the “expert” 
tourism leaders are doing 
(UNWTO, WTTC, CDC, WHO)

6. Acknowledge  Lack of 
Awareness, Uncertainty and 
Fear

7. Train front line staff on 
crisis communications 

8. Engage the public and 
visitor as partners (solicit 
their engagement)

9. Provide signage 
everywhere!

Address the Hazard Address the Outrage Engage the Audience

10. Use the crisis to advocate for the industry 

Readiness , Response and Recovery 



1. Ensure you are hitting all message channels



2. Speak to each audience so they engage and 
understand

Residents                                       Tourists 

Domestic Tourists International  Tourists 

USA Tourists Chinese  Tourists 

• Who delivers the 
message

• What is said
• How it is said
• Where it is 

communicated



3. Provide facts 

https://www.dhs.gov/xlibrary/videos/see-something-say-something/16_03_29_hospitality-english-30.mp4


4. Discuss personal protection behaviors

What can I 
do to stay 

safe??? 



5. Share what the “expert” tourism leaders are doing (UNWTO, 
WTTC, CDC, WHO)

These are some 
of the tourism 

experts! I am on-
board with their 

advice

These are 
content experts–

we need their 
scientific 
expertise



6. Acknowledge  Lack of Awareness, Uncertainty and Fear

Tourism Crisis Management InitiativeCOVID-19-Risk-Index-Poster_v2.pdf (coloradocollege.edu)

Acknowledge fear and anxiety- link to credibility sources so tourists can do 
their own research 

https://www.tourismcrisismanagementinitiative.com/
https://sites.coloradocollege.edu/communications/files/2020/10/COVID-19-Risk-Index-Poster_v2.pdf


7. Train front line staff on crisis communications 

Protocols, guidelines, code of conduct, be informed by 
WHO or CDC, monitoring of well-being



8. Engage the public and visitor as partners (solicit their 
engagement)



9. Provide signage in the destination EVERYWHERE! 

Implement clear signage 
throughout the destination, 
including the hotel, airport, 
seaport, attractions, on the 
streets in tourist zones, in tax 
cabs
Inform guests of local laws,  the 
enhanced protocols, physical 
distancing, and 
recommendations for safety



10. Use the crisis to advocate for the industry 





Thank you!
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