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The thing about crisis is:  
it’s not about if but when. 



Emergency Preparedness

• Share official communications through our Visitor Centers 
and digital channels to keep the public informed.

• Coordinate with local authorities and businesses to 
provide emergency lodging for displaced residents, 
visitors, and repair crews.

• Work with regional DMO offices to determine the 
appropriate time to resume promotional marketing, 
working with officials to ensure safety and readiness. 

• Engage in continuous disaster preparedness planning, 
including local emergency planning, staff training, and 
developing crisis management plans tailored to the 
tourism sector.

Your DMO’s Behind-the-Scenes Role 
Assessing the situation, adjusting 
messaging, and coordinating with 

local businesses and regional DMOs

Emergency services lead the response.

Responsibilities

Visit Sarasota County adopted emergency preparedness as a key focus area in its FY25 scope of services. 



Seeking Stakeholder Alignment

• Directly following National Travel & Tourism Week, DMO 
leadership reviews and updates Crisis Communications Plan. All 
staff is part of the process and signs off on final plan. 

• Pro Tip: Get trusted outside eyes (consultant, partner 
task force) to assess vulnerabilities. 

• Updated plan is shared with Sarasota County Government and 
Emergency Operations Center (EOC) for feedback and approval. 

• Deploy a survey to lodging partners to assess inventory and 
point-of-contact. Establish lines of communication with EOC. 

• Throughout the year, as various crises strike, our plan is adjusted 
with key learnings and updates made to our Weather Conditions / 
Recovery Efforts webpages.

May

June - July

Continuous

Late Spring through Early Hurricane Season (May-August)

Pre-Crisis



Hurricane Debby
August 8, 2024 as Trop. Storm

Estimated Damage: $100 Million



(October 9, 2024)

Hurricane Helene
September 26, 2024

Estimated Damage:  $300 Million

Hurricane Milton
October 9, 2024 as Cat. 3

Estimated Damage:  $333-375 Million







Post-Storm Assessments
Survey and Visitor Center Outreach

Results: 10-15% of businesses expected 
extended closures due to storm damage.



Transforming “Fun” into “Support”



Campaign Goals

1. Supersede harmful regional and national perceptions of storm 
damage with accurate, positive narratives repositioning Sarasota 
as safe and open for business and visitation.

2. Restore trust among residents and rally them to be tourists in 
their hometown to sustain economic activity for reopen 
businesses, in lieu of out-of-town visitors.

3. Spearhead a unified, accessible approach to recovery used by 
residents, businesses, government, and community stakeholders 
that instill pride and confidence in Sarasota County’s vitality.

4. Strengthen trust in tourism as a driver of quality of life to ensure 
future promotional marketing campaigns to bring back visitors are 
welcome by residents and businesses alike. 



Support the 941
Campaign Essentials & How to Participate

• Landing page promoted local events and deals
and drove users to the new Neighborhood 
Navigator Pass, encouraging them to explore 
beyond the beaches.

• Any business could participate – whether they 
were in a place to welcome visitors in a few days, 
weeks, or months – by adding events/deals at 
SupportThe941.com and using the hashtag 
#SupportThe941.

This campaign was a community effort – anyone 
was welcome to use the branding and messaging. 

Post-Storm Recovery



Support the 941
Community Activations & Promotions

• Social media campaign showed through UGC that much of 
Sarasota County was open for business.

• Held two virtual Town Halls with 95+ attendees collectively, 
representing partners, residents, and, critically, elected 
officials (TDC and U.S. Congress). 

• Joined Chambers, public-private partnerships, and partners 
for “walk and talks” with local business owners.

• In total: 15+ strategic relationships uplifted 
campaign content – 8 chambers, 4 municipalities, 
and two public-private partnerships.

• Pop-up activation for Kindness Week took place Nov 11-
15 with Breeze Airways to promote Support the 941 in 
different neighborhoods throughout the county.

Post-Storm Recovery



Support the 941
Digital Marketing & PR Efforts

• 106 CrowdRiff images were submitted to VSC’s website 
and 797 Instagram posts used #SupportThe941.

• Campaign webpage generated 10,733 unique visitors
with 3,100 interactions and 8,400 views of 
#SupportThe941 content, translating to a 37.1% 
engagement rate. 

• PR efforts earned 18 stories in 9 regional 
publications/broadcasts and 1 national hit, 94% of 
which had positive or balanced sentiment, amounting to 
27,278,403 impressions. 

Post-Storm Recovery



The Comeback Coast: Florida’s West Coast Reimagined

The Plan Begins
(After Hurricane Helene – Early Fall 2024)

•Visit Sarasota County and Bradenton CVB begin discussions
•Concepting unified visitor messaging post-storm
•Goals: Clarify the coast is still here, still thriving
•Plan: Launch reassurance campaign across key markets



The Comeback Coast: Florida’s West Coast Reimagined

The Pause
(Hurricane Milton- Mid Fall 2024)

•13 days Into planning, Milton strikes
•Direct hit worsens regional impact
•Tourism at a standstill
•Campaign paused out of respect and necessity
•DMO’s regroup



The Comeback Coast: Florida’s West Coast Reimagined

The Comeback Coast is Born
(Late Fall 2024- November Launch)

•Campaign reignited, message reimagined
•Launched “Florida’s West Coast” in unison
•New angle: Not just open—but resilient
•Shared messaging through a jointly promoted website FloridasWestCoast.com
•Independent 8-week executions by each DMO tailored to their audiences and 
linked through the central URL



FloridasWestCoast.com 

Content from both DMO’s Welcoming Imagery Real-Time UGC



VSC Campaign

• Display Media that highlighted the region’s 
beautiful beaches.

• Paid Social Ads that emphasized the area’s 
natural beauty and must-do activities, from food 
to music to culture.

• Nativo article that showcased the range of 
activities available in the Sarasota Bradenton 
area, emphasizing hidden gems and local 
businesses.





The Keys Are Calling
Visit Sarasota Spring/Summer 2025 Campaign



Objectives & Tactics

● Showcase the Keys as a lively, welcoming 

destination, emphasizing the stunning scenery 

and unique experiences waiting for travelers

● Boost reach and impact by targeting travelers 

based on their locations and behaviors

● Strengthen brand awareness, showcasing 

Sarasota as a welcoming destination where 

visitors can truly feel at ease
● Leverage channels that both inspire the 

audience and lead to conversion



Audience
● Travel intenders

● Interests in Outdoors & Nature, Beaches, Foodies, 
Arts & Culture, Family, Weekend Getaways, Empty 
Nesters and Luxury

● Drive Markets: Atlanta, Tampa/St. Pete, 
Orlando/Daytona/Melbourne, Miami/Ft. Lauderdale, 
Fort Myers/Naples

● Fly Markets: Boston, New York, Chicago, 
Philadelphia, Columbus, Baltimore, Indianapolis, 
Pittsburgh, Cleveland, Detroit, Washington, D.C., 
Hartford/New Haven



Display Media Performance

● Impressions: 6,158,637

● Clicks: 4,539

● Conversions: 28,100

● Conversion Rate: 0.46%

Conversions:

- 100% Pageview

-Scroll depth of over 50%

-Time on site of 30 seconds or more

-Outbound clicks to partner pages

-2+ pageviews

-eNews Sign-Up

- Guide Request

3/13 – 5/7



Native Media Performance

● Impressions: 5,339,607
● Clicks: 7,040
● Conversions: 38,084
● Conversion Rate: 0.71%

Conversions:
- 100% Pageview
-Scroll depth of over 50%
-Time on site of 30 seconds or more
-Outbound clicks to partner pages
-2+ pageviews
-eNews Sign-Up
- Guide Request

3/13 – 5/7

Visit Sarasota’s Keys

Explore Sarasota’s many Gulf islands for unparalleled beaches, 

water sports and memories.



Online Video Media Performance
3/7 – 5/7

● Impressions: 1,750,720

● Video Completions: 1,462,114

● Video Completion Rate: 84.17%

VCR Benchmark: 75%



Social Media Performance

● Landing page views: 23,426

● Cost per LPV: $0.35

● Landing rate: 2.00%

● Click-through rate: 2.16%

2/1 – 5/7



Key Takeaways

Start early, start now. If you wait for crisis to strike to make a plan, you’re already behind.

Manage sensationalism and seize control of the narrative – or someone else will. 

Balance resident sensitivities with needs of local businesses – be that trusted voice + guide.

Leverage strategic partnerships and establish a seat at the table, pre-crisis.

Get Ahead of Hurricane Season and Establish a Culture of Crisis Readiness
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