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CASE STUDY: The exp los ion  inc ident  a t  Eraw an Shr ine ,        

R a t c h a p r a s o n g  I n t e r s e c t i o n ,  B a n g k o k   

Event’s date:      Monday evening (17 August 2015) 

Crisis communications efforts:  Immediate 

Results:      Immediate slowdown of travel from affected countries. 

     Travel advisories issued 

     Enhanced security at destinations within Thailand 

     Aggressive image rebuilding and confidence efforts 



CRISIS COMMUNICATIONS PLAN:  

The Strategy  



CRISIS COMMUNICATIONS PLAN:  

The Immediate Action  



CRISIS COMMUNICATIONS PLAN:  

The PR Effort (after crisis) 



Preparation of Reputation Management 

MONITORING NEWS 
ANALYSE SEVERITY 

OF SITUATION 
TROUBLE HAPPENS 

PREPARE TOPICS AND  
PRESS RELEASE FOR MEDIA 

ALWAYS UPDATE SITUATION 
VIA WEBSITE 

www.tatnews.org.com 
www.tourismthailand.org  

IF IT’S VERY SERIOUS 

PUSH COMMUNICATIONS IN      
EVERY MEDIUM 

USE PR OR USER  
GENERATED CONTENT  

CHANNELS TO COMMUNICATE 

IF IT’S NOT SERIOUS 

CONTINUE REGULAR 
COMMUNICATIONS  

CLOSE MONITORING 

http://www.tatnews.org.com/
http://www.tourismthailand.org/


PR efforts post-crisis to bring 

back travellers’ confidence.  
KEY ATTRIBUTIONS:  

National effort:  “Our Country, Our Home, Stronger 

Together” campaign 



    National effort:  “Our Country, Our Home, Stronger Together” campaign 



National effort:  “Our Country, Our Home, Stronger Together” campaign 



TAT efforts:   



TAT efforts:   



TAT PR and Marketing Effort 



TAT PR and Marketing Effort (ongoing strategy) 



TAT PR and Marketing Effort (ongoing strategy) 



The Basics of Crisis Communications  

• Find out the Fact- What, Where, When, How? 

• Ensure Quick Response time. 

• Continuous situation updates. 

• Dispersing fact to tourists, and tourism stakeholders.  

• Promote other positive activities to convince tourists. 

• Promote other destinations as alternatives.   

 

Conclusion 




