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TV AND RADIO CONTENT
TEACHING POINTS
TELEVISION:
1. The Card Game
· The losing hand is always the one with COVID-19 cards as long as the other player lays down safe health symbols such as the mask, temperature gun, social distancing, contact tracing and hand washing/sanitising.
· Since we made this film scientists have modified their advice regarding masks. Originally masks were worn to protect others. Now they are worn in order to protect both the wearer and others around him/her. In the light of this we need to stress the importance of mask wearing even more than prior.
2. The Hypermarket
· The connection between (imported) food and tourism.
· ‘Tourism = Food’ is a blunt but accurate statement.
· The PowerPoint adds further material relating to this.
· You can ask the children whether the film and the newspaper ad represent a ‘real’ situation. They will answer ‘no’, which then opens the door for you to talk about the way in which we can use staged or contrived situations to get a message across.
3. The Dinner
· The strapline here is that ‘tourism puts food on every table in Seychelles.’
· Again, this is a connection made in the PowerPoint
· One important point is that everyone in Seychelles benefits from the revenue from tourism regardless of whether they work in the tourism industry or not. This idea of ‘we’re all in it together’ is a patriotic and powerful concept.
4. The Airport
· This one takes a light-hearted look at the tests which all tourists have to have taken prior to flying to Seychelles. In common with other campaign elements with a similarly humorous style, the message is, nevertheless, an important one.
· Mask wearing and social distancing are observed through the behaviour of the two characters in the film.
· The tourist obviously hopes to get to know the Seychelllois girl a little better and flags up his ‘negative’ testing status as a reason why she might date him. She lets him down gently with a reference to her boyfriend and making a joke about social distancing.
· Regardless he ends the film by stating that he is guaranteed to have a great holiday.
5. The Nature Trail
· Here we see a Seychellois tour guide using impromptu innovation and creative thinking in order to share a great experience (seeing the very rare Magpie Robin bird) with two mature (and a bit eccentric) tourists.
· The core messages here are social distancing/mask wearing and the need to maintain high standards of service during the pandemic through creative solutions.
RADIO:
1. Mother and Daughter
· This is the spot which we have featured in Activity 3, so you need to make sure that you play this one to your class or group and discuss the messages, which are….
· That rumours exist which are inaccurate. In this case ‘Damien’ is trying to frighten his little sister with tales of getting COVID-19 from a piece of clothing that a tourist has touched.
· The mother reassures her daughter, reminding her of the safety protocols in place and also telling her about the testing and other measures which are there to stop infected tourists entering Seychelles and spreading COVID-19 in the wider community.
2. Beer
· This conversation is between two young men – one is aware of the economic connection between tourism and imported goods (in this case the main ingredients of Seybrew…) and one isn’t.
· The conversation is a kind of informal education. It’s not happening in school or college but one of the guys is certainly better informed as a result of talking to his friend.
· We also give credit to the main speaker’s ‘smart kids’, and we get an optimistic ‘we can do this’ message for the future whilst recognising that, in the words of the other guy – ‘these are tough times’.
3. Dominoes
· This one is similar to ‘Beer’ in that we have one informed/aware man speaking with another less informed man. But this one is central to this education pack, because it refers to the less aware man’s daughter, who has brought information about the tourism/forex connection from her classroom to the family dinner table. By doing so she contradicts her father who is a bit disgruntled. Then, upon hearing this, the second man supports the daughter’s point of view and the skit closes with him about to tell his friend a few home truths.
· We know that children often talk with other family members about what they have learned at school, and further, we also know that sometimes they can be heard in a more effective way than, say, a television film. Parents listen to their children and the information and messages we convey through these education resources might end up helping more than just the students appreciate the importance of tourism returning to Seychelles.
4. The Doctor
· A straightforward conversation between doctor and worried patient, during which the doctor informs the patient about the health protocols in place to protect the man’s wife (who works in a hotel) as well as everyone else.
· This one reinforces the regulations regarding tourists and reassures the listener that our health protocols are effective.
5. The Burger
· This is the first of two skits where a couple are talking and the woman is better informed than the man.
· They are in a restaurant and the man is keen to enjoy his favourite food – a burger.
· He proclaims himself to be a ‘Seychelles Rupees man’ and claims that tourists shouldn’t come back to Seychelles whilst COVID-19 is around.
· The woman educates him – no tourists – no burgers, and the skit fades out as she begins to talk about his fries.
· The main message is that of the Hypermarket TV film – that 80% of our food (including beef and potatoes) is imported. Food security and tourism go together.
6. Television
· Again, a couple – this time watching TV.
· The messages concern the testing and immigration protocols.
· The woman refers to ‘facts’ whereas the man is initially talking from a position of being uninformed and biased. 
· Her last statement reinforces her gender supremacy in a light-hearted manner.

In General:
All of the resources can be used as a starting point for class debate and discussion.
Some of them are mentioned specifically in activity sheets.
During the remaining three weeks of the campaign more resources will be broadcast. These can be sent to you by email by SHTA. 
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