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Introduction

]

The Greater Mekong Subregion (GMS), comprising Cambodia, Guangxi
Zhuang Autonomous Region and Yunnan Province in the People’s Repu-
blic of China, the Lao People’s Democratic Republic, Myanmar, Thailand,
and Viet Nam, has diversenatural and cultural attractions, vibrarchities;_-
and unrivaled hospitality that each year create countless memorableex:
periences for visitors. But what really makes the GMS stand out as a
world-classdestination are the people that live here and the pg:ople_ at

visit. The GMS is full of voices with engagingstories. N

People’s affinity for travel remains st_r‘png and durable despite the pande- ="
mic. According to a recent global survey, 78% of respondents plan edto
travel in the near future. Many will be seekingfamily vacations; roma
tic getaways, and culinary experiences. Nature-based expenences min_— .~
crowded settings are sought by most r market segments, while younge
travelers are expected to lead the recc e recovery-in urban areas. There is also
strong demandfor travel with purpose.Sixty-eight percent of future tra
velers will support brands that have sustainability policies and 72% in- "‘H': #
tend to visit places where their spendingbenefits local economies. After !’-- J

more than a year of online meetings and work from home an‘angements,

many travelers will combine vacations with werking re%gly e - - : -
As more people plan post-pandemictravel the GMS ts to tell the ,-- gy J ﬁi‘; e -. =
world what is being done by government and private enterprises to re- . : o g -
start tourism safely and sustainably,and that the GMS has not lost what - —
makesit suchan attractive place to visit b __;_ % ﬂr__.,._'___

i =il - _'-_-

This toolkit was created to help GMS tourism stakeholders produce and
communicate such messages.




Principles

Common principles to guide information dissemination by public
and private tourism stakeholders are outlined below.

» Generate aligned content and messages that match GMS
countries’ COVID-19 recovery policies and GMS Tourism Sec—
tor Strategy objectives to promote inclusive, sustainable, and
resilient tourism. Make abundant, quality content openly ac-
cessible in suitable digital formats.

» Facilitate engaging conversations among public and private
GMS tourism stakeholders and consumers using tools that fos-
ter two-way communications. Use inspiring storytelling, tone
of voice, and languages best suited for intended audiences.

Proactively connect stakeholders electronically and in-per-
son using appropriate channels, to build trust and relationships
that cost-effectively broaden information dissemination and
exchange.

GENERATE

CONTENT

that matches GMS countries’
COVID-19recovery policies and
GMS TourismSector Strategy

ENGAGING
CONVERSATIONS

among public and private
GMS tourism stakeholdersand
consumers




Recovery Phases

These principles will be applied duringall recovery phases,
generally defined as:

@ Phase 1

International borders are closed to tourists, a reope-
ning date is uncertain, and there are some domestic
travel restrictions.

@ Phase 2

A firm date to reopen borders to international tourists
is announced, with easing domestic travel restrictions.

One or more international travel corridors is establis-
hed and domestic travel is largely unrestricted.

@® Phase 4

The openness of international and domestic travel po-
licies is similar to pre-pandemiclevels.

photo: lamAnuphone /shutterstock



Messaging in Each Phase

@ GMS countries’ public and private sectors generate engaging and inspi-
rational content to build demandfor the future. Having consistent and open
collaboration between the public and private sectors builds rapport that helps
boost the relevance, effectiveness, and efficiency of communication efforts.
Messages during this phase will focus on engaging past travelers to share
their experiences while traveling in the GMS and promoting domestic tou-
rism. The purpose is to influence potential future international travelers to
visit GMS destinations and encourage domestic travel, to diversify and help
tourism enterprises survive border closures.

@ Messagingwill invite international travelers to visit the GMS once re-
opening dates are confirmed in sending markets and receiving GMS count-
ries. Messages will feature trust-building content, including information ab-
out how countries have successfully managed COVID-19and how they ensure
tourist safety. Domestic tourism promotion continues.

One or more international travel corridors are operating between sen-
ding markets and GMS countries. Regardlessof whether travel is permitted
only for vaccinated individuals or for everyone, targeted messagingshould
be increasedto steer leisure and businesstravelers toward the GMS. Once
several GMS countries are open to the same source markets, messaging to
promote multi-country GMS travel can resume. Domestic tourism promo-
tion continues.

@ The timing of this phase is uncertain, however messagingshould continue
to be aligned and engaging.

Source Market

GMS Country
Message 1 Message 2
Engage past travelers to Invite international
share their experiences travelers to visit

and promote domestic
tourism

Message 3

Targeted messaging
to steer leisure and
businesstravelers



Aligned Content

Aligned content inspires target audiences with rich stories, images,and videos
that evoke memoriesof the GMS. Accurate information is essential to create
trust and the desire to visit GMS destinations post-COVID. Content should
be timely and made available through easily accessible channels like company
websites, online travel agents, and sharingeconomy platforms that also faci-
litate travel planning and booking. Content should feature the unique selling
points of destinations together with accurate safety andhealth informationto
enable consumers to make well-informed travel decisions.

Key messages, such as the examples below, underscore GMS countries’ sha-
red focus on a safe and sustainable tourism recovery. They build trust, are
welcoming and inspiring, and remind travelers that there are genuine efforts
underway to manage tourism sustainably.

» SAFE. We are managing COVID-19, care for our visitors, and have put
appropriate health and safety measuresin place.

» SOON. We are opening for business and welcome domestic and inter-
national tourists.

» SUSTAINABLE. We are managingtourism more sustainably for people
and the planet.

» STORIES. We offer diverse and authentic experiences, including family
beach holidays, pristine nature, city trips with friends, couples’ retreats,
and gourmet cuisine. Remember your last visit - relaxing, food, discovery,
friends - and tell us what you would like to do now.

Such messagesshould be conveyed using human stories that capture the va-
lues and experiences that make the GMS a desirable place to visit. Content
must be conveyed in a positive tone of voice that is friendly, casual, and inspi-
ring, in languagesappropriate for the target audience.




Content is Fundamental

When content marketing is successful, audiences will not feel like
they are being sold something. Instead, they engage with material
that does not explicitly promote a brand but stimulates interest in
its products by educating, entertaining, or inspiringthe audience.
Good content marketing promotes a product or service usingenga-
ging information.

In the context of tourism marketing, effort must be made to deve-
lop material that is relevant to a tourismaudience but also engages,
inspires, and influences their travel plans. The challenge for mar-
keters is to ensure that the value of the content exceeds the sales
pitch it disguises.Think about what topics and types of material are
appropriate for each channel.

Informative

Entertaining

s your content
relevant?




{Z} 8 Key Travel Themes

i 2
What to write about and for whom? Adults are tired of online meetings,wanting to

Messaging and content should be timed properly and reflect the types of expe- reconnect in-personwith dients and colleagues.
riences sought by different demographic categories. Depending on the tourist
type and market, it can be useful to organize your content according to travel

themes shown here.

Families and groups of friends are ready
for relaxing and fun beach holidays. We all enjoy meetinghospitable GMS people
and experiencingtheir rich cultural heritage.

Youngertravelers seekdity stays with shopping,
dining, and other urban experiences.

Cautious adults and families, and those seeking specialized
experiences,can easily book organized tours.

All ages apprediate the range of nature—based experiences
the GMS offers in safe, uncrowded settings.

Adults yearn for wellnessactivities to relieve
stress caused by the prolonged pandemic and
working from home.

People miss their friends and family
and want to reconnect. i“




untouched

unspoiled .
vibrant
) M cosmopolitan
relaxing blissful green pristine City Stays
BeaCh Warm quurious bustling
breezy exciting
sunswept
authentic spiritual
| thriIIing healthful
memorable
Culture - Wellness
time-honored ours rejuvenatin
: S JVENTING peaceful
unlque spedial Ey'ng restorative
unforgettable

(5 Language & Tone -
Language and vocabulary are important when heartwarming _ convenient
crafting a communications message. The words il
you choose will help to establish the style and Visits m
set the tone - even the personality- of atourism touching experienced  modemn
campaign. While communication should remain intimate )
clear and consistent, the language and tone may moving expert

vary depending on the target audience.



<© Visual Imagery & Iconography

Images tend to be more attention grabbing than words, so make sure pictures

are designed for that purpose. When it comes to social media, most mobile-dri-
ven behavior takes the form of passive feed scrolling. Photos or a well-designed
headline stand out most.

Image & Video Tools
Canvais a free visual design tool for digital and promotional
@ materials. Graphic design experience is not required when

using the program’ssimple and intuitive interface.

Freepik is an online image bank that promotes the sharing of

& freepik fully editable vector images, stock photography, and illustrati-
ons by the platform’s creators or uploaded by contributors.
n Filmora is a paid video editing programthat can be used
within a browser or on a mobile device that enables users to

create and edit high-qualityvideos swiftly and easily.

|:||:|I:I
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How to useimagesand icons:

CURATED STATISTIC: a well-placed number
that begins an interest-grabbing headline. Add simple
easy-to-recognize icons for sub-stats (e.g. Tourists in
Bangkok increase by 30% - half are under 30).

QUOTE: a few words from a happy tourist sharing
pleasant memories about their trip with multiple user-
generated pictures for authenticity (e.g.“It’s time | went
backto Luang Prabang...for the 4th time. There’sway too
much to see.”).

COLLAGE: acollection of photos (between 10-25)
that showthe largevariety of activities or attributes of
a given destination or culture. Include a number pro-
minently in the title (e.g. Top 10must-visitarchitectural
beauties of Kunming).

COMPETITION: a simple question and answer
game whereby audiences are asked to identify the lo-
cation or name of the object in the picture is a surefire
way to engage people while promoting a destination or
food. You may offer prizes to people that answer cor-
rectly. (e.g.Where was this picture taken?)



Video Storyboarding

A storyboard is a visual planning document. It is created to help illustrate a
story or show the changes in a scene. Usually, this will be basedon a montage
of video shots or a timeline with a narrative story. A storyboard can help trans-
fer your ideas to the screen in just a few steps:

IDENTIFY KEY MESSAGE. What messagedo

you want to convey? (e.g.invite travelers to visit)

CHOOSE AUDIENCE MARKET. Which type

of traveler do we want to market to? (e.g. middle—class
travelers interested in nature and culture from asian mar-
kets)

SELECT TRAVELTHEMES. What travel themes
do youwant to portray that would appeal to that trave-
ler market? (e.g. culture, nature)

Insert picturesof the
main shots that will visually help tell the story or guide
the montage.

Add inspiring phrasesabout the
shots that inspire people to visit the destination.

Laos Simply Beautiful Video Storyboard paGE 1

Message:Phase2-InspireTravelers
Audience:CuriousExplorers
Themes:CultureandNature

Style: Montage

Duration: Iminute

KEY-SCENE#1 CULTURE Traditionalriceharvesting KEY-SCENE#2 CULTURE Monkswalkingtowardtemple

Textisalandrichintradition

TextintheheartofSoutheastAsia

VFX:Textexpandsslightly VFX:Textexpandsslightly

KEY-SCENE#3 NATURE ‘ Hikingthroughpristineforest KEY-SCENE#4 | NATURE Thrillingflight in hot air balloon
] (=5l

Textwherediverselandscapes Textbringnewadventures

VFX:T VFX:Te

KEY-SCENE#5 NATURE

Walkingoutofjungleresort

Textandunforgettablememories Textt'sallwaitingforyou

VFX:Textexpandsslightly VFX:Textexpandsslightly

There are many free templates available online to help create storyboards.
Consider trying StudioBinder (studiobinder.com) and Milanote (milanote.com) to plan your film.

@ Click here to download sample

KEY-SCENE#6 NATURE Droneshotoverunspoiledlandscape



Social Media

Choose the right social media channels.

It is no surprise that the pandemic has placed an even greater reli-
ance on technology, with social media channels as primary distribu-
tors of information. People seek information about the things they
care about, as well as sharingsocial content that they find on plat-
forms they use. While there are hundreds of social media channels
to choose from, it’s best to limit your presence to the most popular,
established international channels and maximize exposure for your
content.

%



Facebook

As the world’s most popular social networking site, Facebook is a force to con-
tend with as it draws people and content creators of all kinds.As the variation
of digital audiences on the site is so high, it is important to select a broad mix
of multimedia posts: rich stories with multiple photographs, long and short
videos, sweepstakes and giveaways, public announcement updates, and pro-
fessional web article/blog links. This is to increase the probability of engaging
as many of the right audiences with the right content as possible.

3@< Crowdsource feedback with questions
@®® that evoke good memories.

% Be social and make sure
to respondto everyone.

Vertically-oriented videos tend to perform
@ better because over 98% of users browse
Facebook on mobile.

g: Facebook facilitates a wide range of formats
= including posts, stories, and videos.



Twitter

Twitter is anonline a forumthat delivers updates from media chan-

nels and businesses, friends, or celebrities. The channel promotes

short, sharp messages called Tweets. Deploy Tweets that mimic

news articles with attention grabbing headlines announcing the @ Keep an eye on trending conversations
latest country-specific developments, trends, and attractions with and sodial trends.

accompanying photograph(s).

# Replies and retweets provide best engagement,
hashtags fuel reach (limit to 1-2 hashtagsper tweet).

}o{ Converse with people who @Mention you.

T g W - i
 E——E— 5 S SEACATT T e b b
-_-JIII—'—I—I-— ey e T B
= - = . Fe=em ITT . wreis .

irnr T -0: Tourism brands have an advantage when
J24AN tweeting beautiful imagery.
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YouTube

YouTubeis currently the industry leader for video and distinguishes
itself from other social channelsin its designto be searchable. Many
tourists are looking to YouTubefor emotional inspiration, more de-

tailed planning,and confirmation of their trips. Provide a good over- Take advantage of video already on hand
view of your destination’s attractions in varied-length video form =7 to showcaserelevant tourism content.

taking into account the different travel stages.

Experiment with both longer videos and
by . - . _ Q9  shortdips to take advantage of people
— = : Rl who need moredetails or inspiration.

Engage with your YouTubeaudience and channel
@ community through comments and replies.

erpuaasd = -~ O@ Easily share YouTubevideos to other
channels and platforms.

i e "
% e
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' @ Instagram

The word “Instagrammable”is an adjective inspired by this channel to descri-
be something worth photographing and sharing online. Choose an Instagram-
worthy photograph(s) and an inspirational caption that complements it. The
picture should already beworth a thousandwords so keep the caption short and
smart. For a more unpolished tone, publish vertically-oriented videos in Stories
mode- where the videos disappearafter a certain period of time. This is to take
advantage of audiences that are attracted to the unfiltered fleetingness of the
content while also allowing for numerous or richer photos/videos that won’t
affect audiences overall NewsFeed-experience.

Share an authentic behind-the-scenesor never-

before-seensneak preview of the opening of a

destination on Stories mode.

@ Geo-tag feature allows usersto search
locations and view recent posts.

@ Instant book buttons allow usersto book
Q"_"l trips directly from the platform.

Instagram celebrities command some of the
@/ highest influence in the brand marketing

industry. Engage them for help in getting
the word out for your destination.



0 Douyin (TikTok)

Douyin (TikTokin international app stores) is one of the fastest growing mo-
bile-drivenapplications in the world, known for its engaging and comical con-
tent. The channel’sattraction lies in its ability to draw out the most creatively

raw, largely unscripted, and authentic visual talents. It puts authentic first-
person narrative experienceswith upbeat musicat the center of short videos,

highlighting one particular tourism-relatedaspect - food, daring activity, cul-
tural experience, public announcement, etc. Since the channel is so new, ex-
periment as much as possiblewith content format to see which works. Having

a video go viral on this platform can have a huge impact.

e il
T laees e

L0 ] '
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Short videos should be funny, witty,
and inspiring.

Good content attracts more views
than followers on Douyin.

Move fast with real-timemarketing
and get in early on trends.

Platform is still new with huge opportunity for
viral successif the right content can be produced.
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(_1) Click here to download sample

Choose social media managerswisely.

While the core messagingshould come from the destination mar-
keters, the social media manager must be someone that is intima-
tely familiar with the target market. Whether it be the length and
tone of the copy, the angle of the photographs,the audience stra-
tegy, or the color of the designs,the goal is to figure out how to get
the target audience to choose to leave their homes, overlook other
countries, and choose the destination that is being promoted.




Public Relations

One of the most efficient methods to build on marketing strategies
and establish a strong online reputation is through public relations.

Don’t promote yourself,
have someoneelse do it for you.

Maintaining good public relations is a must for
tourism destination marketers. Earned media -
when news writers publish positive content free
of charge - is one of the best public relations ve-
hicles. Due to its perceived authenticity as “news,”
content that is published by a third-party outlet is
highly credible. The article or news piece benefits
from a halo effect and is more positively received
by the audience who follows that particular media.

Think like a publisher.

Identify the media outlets (digital, print, broad-
cast) that your potential markets follow and start

to (or hire someoneto) think like them. Pitch sto-
ries that the media outlet would be likely to want

to publish. Do research on past articles and entice

journalists and editors with material and head-
lines that they could useto capture the attention

of or grow their audiences. The more research
that goes into your story, the better. Adding accu-
rate data makes your story more credible.

Possible Media

@ Travel Magazines
(V¥ In-flight Magazines
(¥ Newspapers

(V) News Websites
(V¥ TravelWebsites
(¥ Travel Trade News

(V¥ Podcasts

21



Measuring Impact

Measuring the results of a social media and public relations cam-
paign should be one of the priorities of any marketingeffort. A com-
prehensive post-campaignassessmentof your activities will provide
the necessary justification for the current and any future budgets
allocated to tourism marketing.

Marketing evaluations should include both quantitative (reach, en-
gagement, views, etc.) and qualitative (focus group discussions,in-
terviews, and surveys) components since it is most useful to collect
and review numerical and emotional feedback. Ideally, the objecti-
ve should supplement broad-scale trends and patterns (which are
captured by statistics) with actual human opinions over a certain
period of time.

N

Data Analytics & Measurement Tools

§ Hootsuite:
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Google Alerts

Google Analytics

Facebook Insights

Twitter Analytics

Instagram Insights



Key quantitative and
qualitative indicators

The Mekong TourismCoordinating Office will mo-
nitor GMS tourism recovery communications and
prepare periodic progressreports. Key quantitative

and qualitative indicators to be tracked are shown
on the right. These indicators will be reviewed
guarterly and updated when needed.

@ Objective
Widely disseminate
accurate and engaging
information that supports
a safe and sustainable GMS
tourism recovery.

Aligned
Content

(x

é@

« Number of positive-sentiment media mentions (print, broadcast, online,
and social media) about the GMS tourism recovery

 Number of visual content pieces sharedwith GMS tourism campaignhashtags

& Mekongtourism.org website traffic (e.g., users, visits, page-views, time-on-site,
downloads) and website traffic of GMS National TourismOrganization websites,
GMS tourism recovery campaign, Destination Mekong, and select destination
management organizations

Number of likes and shares generated by social media accounts:
Mekong TourismCoordinating Office, GMS National TourismOQrganizations,
GMS tourism recovery campaign, Destination Mekong, and select destination
management organizations

Number of businessesand consumers engaging Experience Mekong Collection

Number of participants in the Mekong TourismForum, Destination Mekong
Summit, and select major GMS tourism trade events

Number of participants in Mekong TourismCoordinating Office affiliated
webinars and events that support GMS tourism recovery

Number of websites and social media accounts linked to GMS National Tourism
Organization, Mekong TourismCoordinating Office, GMS tourism recovery
campaign, Destination Mekong, and select destination management organization
websites

23



DiggingDeeper Into the Data

Data is extremely valuable as it allows insight into user behavior at
both a micro and societal level. Since social media sites constantly
tweak their algorithms to enhance the time people spend on their
channels, analyzing data should be a regular activity used to guide
content development.

=

Gain More Nuanced Insightinto the
Target Market.

Marketing managers cannot assumethat the audience is like them.
They are way more complex than we think. Engage in deep market
research using unstructured interviews and/or short ethnographies on
source markets. Figure out what really makes them tick to arrive at
a more nuanced and ultimately better campaignthat really appeals
to people on both a practical and emotional level.

Vi DEOS. Don’t obsessoverview counts. Dig deeperand analyzeother metrics
in each platform. Most importantly, the videoretention rate shows what percentage

of viewers are retained on the video at any given point. This is a better measurefor
content quality and viewer receptivity than engagement.

REACHHigh reachisimportant becauseit increasesthe possibilityof yourcontent
influencing the people who are more interested in your content. Takea look at engage-
ments (reactions, comments, shares, dlicks). Anything over 10%is good.

REAC”ONS Posts with the most likesare not necessarilythe best Likesare

easily given, while it takes more effort for a user to choose different types of reactions,
such as a heart or a wow. Thesereactions mean that the post is eliciting a higher quality
responsefrom the user. It could even be arguedthat such content is more memorable.

COMMENTS. Takeinto considerationpeople’sthoughtsin the comments
section. When possible, reply to them (as a Page admin)in the thread to see what
and how they think. If appropriate, chat to them privately. Deeper conversations
lead to a better understandingof target markets.

SHARESA shareis most of the time insignificant(whenthe share now but-
ton was simplyclicked on without accompanyingtext). Click on the sharestab and
see if people are writing about what they are sharing (a significantshare - that has
accompanyingtext).

24



Resourcing

z 0
) &

Get target sourceexperts to coordinate.

It is highly advisable to employ a dedicated team equipped with the right di-
gital marketing and communications skills. Moreover, the team must engage
the services of experts familiar with marketing to and within key source mar-
kets. For example, when attempting to market to a broad source market such
as India, People‘s Republic of China, the US, or Australia, it is best to consult
professional country-specific marketing agencies. These agencies should be
able to perform the requisite market research and promotional material loca-
lization (dubbing, subtitling, translation, etc.) to ensure that the right message
accurately reaches the right audience. While the communications program
can be handled domestically, experience suggeststhat no one knows the tar-
get market better than the people within that market.

Public-private sector coordination is important.

The private sector is the backbone of the tourism industry and will be able
to provide valuable insight into their own preparedness for recovery and re-
opening. A national marketing plan should take into account the readiness of
tourism businessesas they will be the primary drivers of the opening strategy.

25



Press Release

A press release is an official announcement issued by
an organization to news media and journalists in the
hope of being published and reaching a wider audien-
ce. Agood press release is a cost-effective marketing
tool that will help to announce and promote a new
product or newsworthy event. When a news agency
publishes information about your brand or organiza-
tion, it provides a recommendation or endorsement
by a third—party, which is perceived by audiences as
more credible than plain self-promotion.

Typically, pressreleases follow a standard format that
is succinct, informative, and includes a call to action.
They may be written to promote a product launch, an
opening, event, rebranding, or new partnership, and
are submitted to major news media outlets.

Official Launch of [PLACE] Sandbox Program Underway

[City], [DD-MONTH], [YEAR] - The [TOURISM BOARD] of [COUNTRY] hasannouncedthat the
long-awaited reopening of [PLACE] to tourism has begun,with the official launch of the [PLACE]
Sandbox program.

The programallows fully vaccinated international visitors arriving on majorairlines to enter [PLA-
CE] without quarantine and enjoy the full range of hospitality [PLACE] is famousfor, while under

the protection of comprehensive health and safety measures.

Some [NUMBER] of fully vaccinated international visitors are expectedto arrive in [PLACE] over
the next few weeks, with businesstravelers and grouptours anticipated to make up the bulk of ar-
rivals. Strict safety measuresin place will ensure the well-beingof every visitor, with the [COUN-
TRY] governmentrecommendingtravelersuse [CERTIFICATION PROGRAM] certified businesses
and services for added safety.

H.E. Mr/s. [NAME], Minister of Tourism, said “the reopeningof [PLACE] marksa significant step
forward inthe revival of [COUNTRY]'s tourist sector,with [PLACE] leadingthe way asa pilot destina-
tion. Our country is proudto welcometravelers onceagain, and visitors can becertain that their safety,

protection and comfort are our highest priority."

Extensive planning and preparations have been made in the run-upto the [PLACE] Sandbox pro-
gram'slaunch,includingthe [CERTIFICATION PROGRAM] that was establishedin [DATE]. With
over [NUMBER] hotels, restaurants,and tourist sites fully certified under the hygiene and safety

program,visitors can rest assured that their stay and activities will remain safe and clean.

Alongside the hygiene and safety programs in place, [PLACE] boasts a high vaccination rate
among its population, with some [NUMBER] percent of the local population having been fully

vaccinated against Covid-19.

The pristine beaches and beautiful natural scenery of [PLACE] are once again ready to welcome

guests from all over the world, who can enjoy its famous hospitality in comfort and safety.



Press Conference
Preparation Checklist

National tourism organizations can use press conferences as a public relations
tool to garner mediaattention for important announcementsand other note-
worthy events. The following are some suggestionsfor planning and execut-

ing a smooth and successful press conference.

Pre-Press Conference Planning

Reserve a location. Hotels and conference rooms are the most
common venues for hosting press conferences. Regardless of
the option you choose, make sure to book your time and date
at least a week in advance to avoid any contractual complica—
tions.

Determine the layout and setup of channels, seating, and
equipment. Make a list of anything the camera crew may requi-
re, such as power strips, risers set up in the back, lighting, etc.

Be prepared for worst-case scenarios involving equipment fai-
lure. Have an audio/visual contact person available during the
press conference, just in case anything goes wrong.

Be considerate of non-local media. If gaining international co—-
verage is the goal, consider setting up videoconferencing or
live streaming for journalists who are not able to physically be
there.

Y
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Y
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Alert the media as far in advance as possible.In the mediaalert,
emphasizethat important information will be provided at the
press conference that was not provided in the release. This will
entice your readers to attend.

Understand the venue’sCOVID requirements and be sure your
invite list doesn’t exceed the maximum number of guests for
your space - including both your team and media invitees.

Stagger seating so that there are empty spacesbetween chairs.
This provides a better view for participants and makesthe space
seem fuller without sacrificing the important six-footrule.

Ensure any food and beverages are individually wrapped and
self-contained.

It is impossible to over-prepare. Always bring hard copies of
the press release, media packets, and statements. Review them
with the relevant departments before release.
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During The Event

@

@
@

Plan to begin 10-15minuteslate to give everyone a chance to settle in and
work out any technical issues.

Treat mediarepresentatives well. Greet each reporter as they walk in. Have
a sign-insheet and a refreshment table on hand. Small gestures can make a
big impact.

Take the extra time to make sure everyone is wearing a maskand practicing
appropriate physical distancing. This may seem like a given; however, photos
and videos from your event will tell the true story. The safety and health of
your team and guests should always be a top priority.

Speak loudly and clearly.

Record the event so it could be packagedand sent to media. This is a useful
tactic at any time in case media aren’t able to come to an event - but espe-
cially relevant duringCOVID.

Use social media to update your audience in real-time. Live-tweeting and
adding to your Instagram and Facebook stories are great ways to make your
communityfeel part of the event.

If no one is asking questions during the Q&A, the speaker may propose a
question.

Thank the media for coming and assure them they have received all the
necessary information.

Have an exit plan ready for people who do not want
to be confronted by the media.

Follow up with each individual reporter individually,
acknowledging their attendance at the conference.
This is essential in building a long-lasting relation-
shipwith that particular journalist.

Adapted from “Checklist for a Successful Press Conference” by Megan Braverman, Berbay Marketing & PR
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Digital Brochure
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