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® 28% of respondents indicated

they would be more likely to visit
“Louisiana if the coast was not
contaminated by oil.”

25% said they would be more
likely to visit if the Louisiana
seafood were not contaminated
with oil.

Prior to the spill, 23% claim they
had plans to visit, but since the
spill one-quarter of those trips
have been postponed or
cancelled.




® Change misperceptions
® Place/persuade positive reality
® Diminish economic impact

® Measure against “comparable”
campaigns




Perception Changes
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Perceptions that Louisiana would be significantly affected by the oil
spill for at least five years declined 19% from June 2010.

Regionally, perception regarding the extent of the devastation is
less than previously perceived.

Concerns regarding oyster contamination, and false seafood
impressions generally, have improved.

Hotels boasted nearly a 13% increase in occupancy in 2010
compared with 2009, and today New Orleans has the 8th highest
hotel occupancy rate among the top 25 markets.

Tourism numbers are trending up—projected to surpass pre-
Katrina numbers in number of visitors and visitor spending by 2013,
both benchmarks of a healthy economy.

Results



® Exxon Valdez, TN Floods, Vegas,
Orlando 9/11

® Experience:

® 360 degree and immersive
approach
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® Hurricane and Oil Spill Crisis
plan









B Quick

B Candid

B Context

B Consistent

Messaging & Reputation Management
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® Talking Points
® Issue Updates

® Media Coverage Reports
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Four satellite media tours, including two for Lieutenant Governor Jay

Dardenne that delivered 58 interviews, secured top national and

international media, elevating and repairing Louisiana’s image.
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An aggressive media relation campaign placed
compelling stories that advanced our messaging
strategy—updated with a daily media audit for more
than 1,100 industry partners and stakeholders.
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LTEs placed in New York
! Times, The Palm Beach
Post, The Seattle Times,

-4 1he Fresno Bee.This
| | = = ¥ targeted placement in
print, radio, television
and online media
achieved more than
667.3 Million
impressions in our target
audience.
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Media familiarization tours: “Louisiana: 101,” “From Catch to
Plate,” “From Farm to the Table” and “Mardi Gras 2011”.
Produced coverage in Chicago Sun-Times, Martha Stewart
Living Blog, The Atlantic and SeriousEats.com.
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reaSons to VISIt LOUISIana

he Louisiana Office of Tourism asked residents and visitors to tweet and post favorite Louisiana experienc
ere are the 100 experiences they shared. (in alphabetical order)

Acadiana Symphony Orchestra

Alexandria Zoological Park

Atchafalaya Basin

Avery Island

Baton Rouge River Center

Bayou Teche

Natchitoches Meat Pies

Beignets at Café Du Monde

Bird Watching and exploning on the Crecle Nature Trail
Birds roosting at Lake Martin; gators and the bourbon pecans
Breaux Bridge
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Roles of Organizational
Communicators in Responding and
Managing a Crisis

Be open/honest about the situation
Keep messaging on point
Keep your staff, clients and vendors informed

Utilize outside PR consultants
® distance, perspective, message strategy and expertise
Communicate w/ internal audience first

" Distribute messages and talking points throughout
organization

® Acknowledge situation and immediately offer a remedy

Strategy must be managed on all your online channels
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