'OUI' CAMPAIGN 2020
BASICS
The campaign will use the working title 'OUI', however this will not be formally presented as the 'umbrella' theme, which will instead use the 'We Are Tourism' logo and strap line. This will provide continuity with the prior public awareness campaign which, hopefully, many people will recall. The message that tourism (and tourists) are important links the two campaigns.

LOGO
The We Are Tourism 'fingerprint flower'.

MESSAGE PLATFORMS
There are three complementary drivers.
COMPONENT ONE: CAUTION = the negative consequences of tourism NOT returning to Seychelles in any meaningful way during the medium term future (+ 12 months).

Components 1
COMPONENT TWO: POSITIVISM = reinforcement of the socio-economic benefits of the tourism industry in Seychelles. Messages of strength through unity. 

Components 
COMPONENT THREE: REASSURANCE = information and motivational content to boost confidence in our ability as a nation to cope with all aspects of the reopening of the tourism sector, inclusive of health and safety protocols and the capacity/capability of the health system.

Put together as an acronym the above three principles give us CPR, which is exactly what the economy needs and which a revitalised tourism sector can deliver.

CONTENT

Delivery languages:

CREOLE will be most commonly used, followed by English and then French.

Most content will be created in two or three languages
The above three drivers will inform the content, which will be created across the following formats and media:

· Print Media – large format advertisements and infomercials. Features and articles. 
· Television – short high impact films, maximum 90 secs, plus some longer features at 5 mins

Negotiated longer content – eg 'Bonzour Sesel', discussion forums and similar output – SBC and TeleSesel 
· YouTube – All TV content to be uploaded to YouTube  
· Posters – Ranging from A2 to – hopefully – one or two massive displays similar to those created by Maison de People and Printec at the time of the last election.
· Banners – Road spanning high impact graphics and messages
· School Education Pack – a complete package for upper primary and secondary teachers to use in schools, state and private, and inclusive of schemes of work, lesson plans, worksheets and other audio and video resources
· Radio – a combination of short skits covering all three drivers, rapid 'plugs' by on-air presenters, and longer discussion features. Pure FM, K Radio, SBC 
· Vehicle Stickers – 'We Are Tourism' decals, self adhesive and given away to motor vehicle owners, taxi drivers etc so that they can display their support for the pro tourism message. To be distributed in Victoria and key locations on Praslin and La Digue as well as at garages, testing stations etc.
· Point of Sale/Public Access points stickers – as above, with retail outlets, banks, insurance companies, churches, police stations, community centres, government offices etc displaying high visibility support for the return of tourism. These locations can also display campaign posters.
· Lapel badges – small metal versions of the WAT logo to enable people to demonstrate personal support for the return of tourism
· Bus livery – at least two buses liveried in support of the campaign 
· Social Media – Facebook, Twitter, Instagram, WhatsApp, web links (eg to MoT, PH, STB), campaign blog etc. A constant feed of content with interaction strictly controlled by us and with no access provided for xenophobic idiots. 
CREATIVE PARTNERS
We will rapidly create a creative team which will be charged with coming up with concepts and ideas.

This team will comprise 6 people and will include representation from SHTA (MK), STB (eg GB), 2 delivery partners (eg Maven and Silkwater), SSTF and a social media manager (eg Ashley).

These ideas and concepts will then be worked up into briefs which will then be given to commissioned creatives for realisation.
CONSULTATION
The creative team will establish links with key personnel from


· Ministry of Tourism

· Public Health
in order to verify accuracy of content  - for example health protocols.
DELIVERY PARTNERS
We will  negotiate access, rates and schedules with media managers as a matter of priority.

We will negotiate 'added value' to our paid placements, for example agreed feature content in newspapers without charge.
TIMEFRAME
Four to six weeks duration, commencing with fast turnaround items (eg print media content) no later than ONE week after creative planning begins. Specific duration will depend on budget and spending priorities. 
FINANCE
SHTA will receive and manage the campaign budget, originating from the UK government's support scheme and (probably) channeled through to us by the government. SHTA will make all disbursements for creative and production work, dissemination costs etc and will maintain scrupulous and transparent accounting records. SHTA will have autonomy regarding the commissioning of creative, design and production elements, based on prior experience. With such a short time frame we will work with people we know can deliver to the required quality and to a strict deadline. However we will negotiate robustly to keep costs to a minimum as the more we can do this the longer and 'deeper' the campaign can be.
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