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Emergency Communications Plan
Plan Overview

In the event of an emergency, Manatee County will call a special meeting at the Emergency 

Operations Center (EOC) to assess the situation with county departments in attendance. At this time 

the BACVB staff will be assigned EOC roles and duties during the extent of the event. It will be the 

BACVB staff members’ jobs to inform marketing vendors about their EOC roles, CVB and Convention 

Center hours and role transitions and any pertinent information related to upcoming communications 

between the BACVB staff and its marketing vendors.

Though the BACVB staff will assume EOC roles and duties, it is imperative that the team also continue 

to keep their destination marketing responsibilities top of mind to ensure the most positive outcome 

during and following the emergency. 

As a reminder, the BACVB’s main tourism marketing roles in a crisis are: 

1. To communicate relevant information received from the County to tourism-related industry 

partners, visitors and potential visitors

2. To develop and deliver appropriate messaging with contracted agencies (public relations, 

marketing, web) to inform and/or counteract public perception issues

3. To restore and/or encourage tourism to the County post emergency event

Because BACVB staff’s new EOC roles might delay or interfere with outward communications to 

marketing vendors, each agency member will plan to adhere strictly to the following plan (securing 

BACVB direction where indicated) unless otherwise directed.

The following plan – which outlines pre and post-event action items – is divided into: 

 ■ General Actions

 ■ In-Region Communications / Actions

 ■ External Communications / Actions

 

Target audiences for all communications are:

IN-REGION COMMUNICATIONS / ACTIONS – TARGET AUDIENCES

 ■ Industry Partners

 ■ Current Visitors

EXTERNAL COMMUNICATIONS / ACTIONS – TARGET AUDIENCES

 ■ All future and potential visitors

 — Leisure 

 — Meetings and Sports

Table of Contents



                                                        Bradenton Area Convention & Visitors Bureau · Emergency Communications Plan  2

Emergency Communications Plan
The following document contains two sections:

 ■ An Internal Emergency Guide and day-by-day task list for the BACVB and all Marketing vendors on 
pages 3-26.

 ■ An External Communications Plan for the reference of the BACVB and all tourism industry members 
on pages 27-56.
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Internal Emergency Guide: Cone of Uncertainty
Whenever possible, as it approaches, an emergency will be assessed. During the period of time between 
when the potential emergency is identified and the event itself, the BACVB and all marketing vendors will 
convene to discuss strategy for upcoming marketing initiatives, including events, ads, social posts, media 
FAMs and pitching, website, etc. based on forecast. Once the determination is made to either halt or 
continue, the overall plan will be reviewed as a team to determine potential timeline and to ensure roles and 
responsibilities are clear.

At this time, all creative and PR devices previously created for use during an emergency will be presented 
and strategy for each will be discussed based on possible scenarios.

At the first report of a potential threat to the destination:

The BACVB Executive Director, Communications Director or ESF18 Business 
Recovery assigned staff will:

GENERAL
1. Schedule meeting/calls with all vendors (Aqua, Netweave, Fahlgren, Intercept FL, Jeremy Piper)

IN-REGION COMMUNICATIONS / ACTIONS

1. Issue pre-approved initial industry email* explaining that the CVB is monitoring the situation, 
directing partners to County’s Emergency Planning Site MyManatee.org. 
* from Elliott’s email address

EXTERNAL COMMUNICATIONS / ACTIONS

1. Notify all marketing partners to either continue, pause or cancel any efforts based on forecast.

BACVB Public Relations Department will: 

GENERAL
1. Provide ongoing updates from the EOC to all vendors

 
EXTERNAL COMMUNICATIONS / ACTIONS

1. If directed, upload new creative elements and prepare pre-approved weather/alert banner(s) for 
website.
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Internal Emergency Guide: Cone of Uncertainty
NetWeave (Social Media Marketing Partner) will:

GENERAL
1. Upon notification from BACVB Public Relations Department, pause or cancel any scheduled posts 

and ads or events and advertisements.

IN-REGION COMMUNICATIONS / ACTIONS

1. Monitor for posts and reply accordingly, enforcing the destination is not under an immediate threat, 
doing so in private messages when possible with preapproved responses.

EXTERNAL COMMUNICATIONS / ACTIONS

1. Upon notification from BACVB Public Relations Department, update cover photo image to 
(previously-approved) neutral image and monitor for any questions or concerns posted on social 
sites.

2. Designate BACVB staff member to handle/be involved.

 
Aqua PR Team will:

GENERAL
1. Upon notification of the BACVB Executive Director or Communications Director, pause or cancel all 

public relations efforts not related to the event.

2. Provide suggested talking points / reactive statements for media.

 
Aqua Creative / Media Team will:

GENERAL
1. Upon notification of the BACVB Executive Director, pause or cancel any placed digital media not 

related to the event.*

 
EXTERNAL COMMUNICATIONS / ACTIONS

1. Ensure Falhgren and NetWeave are in possession of most up-to-date creative elements for use 
following the event on website and on social accounts.

*Canceling paid media will be subject to media vendor policies and cancelation terms and conditions.
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Internal Emergency Guide: Pre-Event
If Manatee County IS NOT evacuated, but evacuees are being sent to the County:

The BACVB Executive Director, Communications Director or  
ESF18 Business Recovery assigned staff will:

GENERAL
1. Notify Intercept of Florida (or another Fulfillment / Contact Center) to begin hotel call around to 

determine number of available vacancies and whether hotels accept pets in an emergency.

a. Include County Chambers on list to ensure information each has gathered is also incorporated  
 into reports.

2. Provide Intercept of Florida operators with status information to use in answering incoming calls  
to CVB.

3. A toll-free Crisis Information & Accommodations Hotline has been created for visitors and properties 
to call to share updates and get information from the County, see page 41.

 
IN-REGION COMMUNICATIONS / ACTIONS

1. Issue email bulletin to all local industry partners, with information about CVB hours and role 
transitions and staff’s EOC roles, directing them to the EOC communications channels for more 
information about the event.

EXTERNAL COMMUNICATIONS / ACTIONS

1. Notify Aqua to pause or cancel any placed digital media and public relations efforts.

2. Initiate distribution of Group / Meeting email to specific Group contacts in databases, as appropriate, 
contacting Destination Sales Manager

3. Notify Netweave to pause any scheduled social posts, ads and events
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Internal Emergency Guide: Pre-Event
If Manatee County IS NOT evacuated, but evacuees are being sent to the County: 

Intercept of Florida (or another Fulfillment / Contact Center) will:

GENERAL
1. Upon notification from the BACVB Executive Director or Communications Director, begin hotel 

call around to determine:

a. One-Week Prior (if possible)

i. Current Availability

ii. Room Rate Range

iii. Generator (Y / N)

iv. Handicap Accessibility

v. Pet Friendly

b. 48 Hours Prior, to all accommodation partners, twice daily:

i. Current Availability

ii. Room Rate Range

iii. Closure / Evacuation Status

iv. Transportation Concerns

c. Call County Chambers daily and ensure information each has gathered is also incorporated  
 into reports.

2. Compile data from initial calls and share on-going updates with CVB staff and marketing vendors.
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Internal Emergency Guide: Pre-Event
If Manatee County IS NOT evacuated, but evacuees are being sent to the County: 

BACVB Public Relations Department will: 

GENERAL
1. Provide on-going updates from the EOC to all marketing vendors.

IN-REGION COMMUNICATIONS / ACTIONS

1. Notify NetWeave to share or re-tweet from Manatee County social media sites to the destination 
Facebook site.

a. Targeting followers in region ONLY.

2. Notify Fahlgren and NetWeave of local canceled events for social and website calendars. 

3. Notify Fahlgren to activate emergency section of the website (for local partner’s reference and use 
ONLY) and make appropriate updates.

a. Information will include:

i. EOC / Manatee County updates

ii. Hotel vacancies / shelters

iii. Hotel or Information hotline

EXTERNAL COMMUNICATIONS / ACTIONS

1. Contact previously contracted photographer / videographer to discuss timing for post-event service 
taking photos of destination to aid in accurate reporting.
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Internal Emergency Guide: Pre-Event
If Manatee County IS NOT evacuated, but evacuees are being sent to the County: 

Fahlgren (Destination Website Partner) will:

GENERAL
1. Upon receipt of affected event list, cancel / clear events from website calendar.

IN-REGION COMMUNICATIONS / ACTIONS

1. Upon notification from the BACVB Public Relations Department, activate emergency section of the 
website (for local partner’s reference and use ONLY) and make appropriate updates.

a. Information will include:

i. EOC / Manatee County updates

ii. Hotel vacancies / shelters

iii. Hotel or Information hotline
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Internal Emergency Guide: Pre-Event
If Manatee County IS NOT evacuated, but evacuees are being sent to the County: 

NetWeave (Social Media Marketing Partner) will:

GENERAL
1. Upon notification from BACVB Public Relations Department, pause or cancel any scheduled posts, 

events and ads.*

2. Unlink Twitter from Facebook Account to ensure posts only run on Facebook.

IN-REGION COMMUNICATIONS / ACTIONS

1. Monitor for posts and reply accordingly, enforcing the destination is not under an immediate threat.

EXTERNAL COMMUNICATIONS / ACTIONS

1. Upon notification from BACVB Public Relations Department, update cover photo image to 
(previously-approved) neutral image and monitor for any questions or concerns posted on  
social sites

Aqua PR Team will:

GENERAL
1. Upon notification of the BACVB Executive Director or Communications Director, pause or cancel all 

public relations efforts not related to the event.*

2. Monitor news for updates related to evacuation orders / emergency and identify any false or 
deceiving information being presented related to the Bradenton Area, compiling top-line findings.

EXTERNAL COMMUNICATIONS / ACTIONS

1. Contact PR vendors (NAPS, PR Newswire and SMT Provider MediaLink to activate and discuss 
post-event options).

*Canceling paid media will be subject to media vendor policies and cancelation terms and conditions.
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Internal Emergency Guide: Pre-Event
If Manatee County IS NOT evacuated, but evacuees are being sent to the County: 

Aqua Creative / Media Team will:

GENERAL
1. Upon notification of the BACVB Executive Director, pause or cancel any placed digital media not 

related to the event.*

EXTERNAL COMMUNICATIONS / ACTIONS

1. Ensure Fahlgren and NetWeave are in possession of most up-to-date creative elements for use 
following the event on website and on social accounts.

*Canceling paid media will be subject to media vendor policies and cancelation terms and conditions.
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Internal Emergency Guide: Pre-Event
If Manatee County Receives Evacuation Orders:

BACVB Executive Director, Communications Director or  
ESF18 Business Recovery assigned staff will:

GENERAL
1. Notify Intercept of Florida (or another Fulfillment / Contact Center) to begin hotel call around to 

determine number of available vacancies at all Manatee County hotels outside the evacuation zone, 
and whether hotels accept pets in an emergency.

a. Include County Chambers on list to ensure information each has gathered is also incorporated  
 into reports.

2. Provide Intercept of Florida operators with status information to use in answering incoming calls  
to the BACVB.

a. A toll-free Crisis Information & Accommodations Hotline has been created for visitors and   
 properties to call to share updates and get information from the County, see page 41.

IN-REGION COMMUNICATIONS / ACTIONS

1. Issue email bulletin to all local industry partners, with information about CVB hours and role 
transitions and staff’s EOC roles, directing them to Manatee County’s website and social pages for 
more information.

EXTERNAL COMMUNICATIONS / ACTIONS

1. Notify Aqua to pause or cancel any placed digital media and public relations efforts.

2. Initiate distribution of Group / Meeting email to specific Group contacts in databases, as appropriate, 
contacting Destination Sales Manager

3. Notify Netweave to pause any scheduled social posts, ads and events
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Internal Emergency Guide: Pre-Event
If Manatee County Receives Evacuation Orders: 

Intercept of Florida (or another Fulfillment / Contact Center) will:

GENERAL
1. Upon notification from the BACVB Executive Director or Communications Director, begin hotel call 

around to determine:

a. One-Week Prior, if possible:

i. Current Availability

ii. Room Rate Range

iii. Generator (Y / N)

iv. Handicap Accessibility

v. Pet Friendly

b. 48 Hours Prior, to in-land accommodation partners, twice daily:

i. Current Availability

ii. Room Rate Range

iii. Closure/Evacuation Status

iv. Transportation Concerns

c. Call County Chambers daily and ensure information each has gathered is also incorporated 
 into reports.

2. Compile data from initial calls and share on-going updates with CVB staff and marketing vendors.
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Internal Emergency Guide: Pre-Event
If Manatee County Receives Evacuation Orders:

BACVB Public Relations Department will:

GENERAL
1. Provide on-going updates from the EOC to all marketing vendors.

IN-REGION COMMUNICATIONS / ACTIONS

1. Notify NetWeave to share or re-tweet from Manatee County social media sites to the destination 
Facebook site.

a. Targeting followers in region ONLY. 

2. Notify Fahlgren and NetWeave of local canceled events for social and website calendars. 

3. Notify Fahlgren to activate emergency section of the website (for local partner’s reference and use 
ONLY) and make appropriate updates.

b. Information will include:

i. EOC / Manatee County updates

ii. Hotel vacancies / shelters

iii. Hotel or Information hotline

EXTERNAL COMMUNICATIONS / ACTIONS

1. Contact Aqua PR Team to discuss completion of press release to pertinent national media covering 
the event (including cable news, networks, Weather Channel, etc.).

2. Notify Netweave to update cover photo image to (previously-approved) neutral image and monitor 
for any questions or concerns posted on social sites.

3. Contact previously contracted photographer / videographer to discuss timing for post-event service 
taking photos of destination to aid in accurate reporting.

4. Instruct Fahlgren to update website homepage image to neutral, pre-approved shot, if necessary.
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Internal Emergency Guide: Pre-Event
If Manatee County Receives Evacuation Orders:

Fahlgren (Destination Website Partner) will:

GENERAL
1. Upon receipt of affected event list, cancel/clear events from website calendar.

IN-REGION COMMUNICATIONS / ACTIONS

1. Upon notification from the BACVB Public Relations Department, activate emergency section of the 
website (for local partner’s reference and use ONLY) and make appropriate updates.

b. Information will include:

i. EOC / Manatee County updates

ii. Hotel vacancies / shelters

iii. Hotel or Information hotline

EXTERNAL COMMUNICATIONS / ACTIONS

1. Upon notification from BACVB PR Team, update website homepage to neutral, pre-approved shot.

NetWeave (Social Media Marketing Partner) will:

GENERAL
1. Upon notification from BACVB Public Relations Department, pause or cancel any scheduled posts 

and ads.

2. Unlink Twitter from Facebook Account to ensure posts only run on Facebook so that they can be 
geo-targeted.

IN-REGION COMMUNICATIONS / ACTIONS

1. Monitor for posts and reply accordingly, directing all in-destination followers to the Manatee County 
social pages for more information.

EXTERNAL COMMUNICATIONS / ACTIONS

1. Upon notification from BACVB Public Relations Department, update cover photo image to 
(previously-approved) neutral image and monitor for any questions or concerns posted on  
social sites.
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Internal Emergency Guide: Pre-Event
If Manatee County Receives Evacuation Orders: 

Aqua PR Team will:

GENERAL
1. Upon notification of the BACVB Executive Director or Communications Director, pause or cancel any 

public relations efforts not related to the event.

2. Monitor all news for updates related to evacuation orders / emergency and identify any false or 
deceiving information being presented related to the Bradenton Area, compiling top-line findings.

EXTERNAL COMMUNICATIONS / ACTIONS

1. Contact PR vendors (NAPS and SMT Provider, PR Newsire to activate and discuss post-event 
options).

Aqua Creative / Media Team will:

GENERAL
1. Upon notification of the BACVB Executive Director, pause or cancel any placed digital media not 

related to the event.*

EXTERNAL COMMUNICATIONS / ACTIONS

1. Ensure Fahlgren and Netweave are in possession of most up-to-date creative elements for use 
following the event on website and on social accounts.

*Canceling paid media will be subject to media vendor policies and cancelation terms and conditions.
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Internal Emergency Guide: During Event
During the course of any emergency, all the Bradenton Area’s external destination marketing efforts will 
be paused until all details are in, the severity of the emergency can be ascertained, and an overall strategy 
can be determined. However, to ensure marketing vendors are prepared to launch into action immediately 
following the passing of any threat, it is imperative that information about the emergency continue to be 
funneled through the BACVB team. As such, the following duties must be met. Should communications 
be halted due to power outages or other technical difficulties, information should be gathered and shared 
immediately upon reconnecting.

BACVB Executive Director or Communications Director will:

GENERAL
1. Notify team of office status and any special assignments.

BACVB Public Relations Department will:

GENERAL
1. Collect up-to-date information from the following, sharing with all marketing vendors on an  

ongoing basis:

a. EOC

b. Industry Partners

c. Intercept of Florida Data

2. Discuss post-event media relations strategy with Aqua PR based on severity of event.
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Internal Emergency Guide: During Event
NetWeave (Social Media Marketing Partner) will:

GENERAL
1. Monitor for any questions or concerns posted on social sites and direct followers to the appropriate 

place for information.

Aqua PR Team will:

GENERAL
1. Monitor all news for updates related to emergency and identify any false or deceiving information 

being presented related to the Bradenton Area, compiling top-line findings.

2. Update templated press release as updates are received.
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Internal Emergency Guide: ASAP Post Event
BACVB Executive Director or Communications Director will:

GENERAL
1. Compile information from all ESF18 Business Recovery assigned staff who have surveyed area 

resorts, hotels and attractions to determine what is open, closed, undamaged, damaged, etc.

2. Contact BACVB staff to put appropriate response plans into action.

3. Notify Intercept of Florida (or another Fulfillment / Contact Center) to begin hotel call around to begin 
damage assessment.

IN-REGION COMMUNICATIONS / ACTIONS

1. Disseminate email bulletin to industry partners with any pertinent updates from the EOC / Manatee 
County.

2. Disseminate email bulletin to industry partners requesting they share any positive post-event images.

EXTERNAL COMMUNICATIONS / ACTIONS

1. Determine whether professional video shoot is needed for B-Roll to be used in upcoming marketing 
efforts or provided to the media (e.g. to show the destination is unaffected, clarify current condition, 
etc.)

2. Determine whether a Satellite Media Tour is warranted. 
a. If yes, initial contact is made by Aqua.

3. Discuss and select appropriate hashtag for industry use on social media and share with BACVB  
PR Team.
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Internal Emergency Guide: ASAP Post Event
Intercept of Florida (or another Fulfillment / Contact Center) will:

GENERAL
1. Upon notification from the BACVB Executive Director or Communications Director, begin hotel call 

around to determine:

a. Access to power

b. Known damage

c. Open to public

d. Availability

2. Compile data from initial calls and share with BACVB Communications Director 
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Internal Emergency Guide: ASAP Post Event
BACVB Public Relations Department will:

GENERAL
1. Compile all data from Intercept of Florida and share with marketing vendors.

2. When declared safe to do so, canvas the county to conduct a first-hand assessment and take 
photos of the destination to clarify current condition and share findings with all marketing vendors.

EXTERNAL COMMUNICATIONS / ACTIONS

1. Aid in finalizing post event news release with accurate and up-to-date status including estimate of 
when destination will have power, when airports (TIA and SRQ) are open, general assessment of 
damage and estimate as to when local industry will return to normal.

a. Distribution via PR Newswire through Aqua PR.

2. Contact previously contracted photographer / videographer to discuss exact needs and timing for 
post-event service taking photos of destination to aid in accurate reporting.

3. Instruct Fahlgren to update emergency section on website with up-to-the-minute information or 
remove and replace with Hit / Miss Pages.

4. Determine if a NAPS self-written, accurate news story should be distributed for placement in national 
publications.

5. Discuss need for Satellite Media Tour with Aqua.

6. Assign content uploads to NetWeave including photos, videos, industry hashtag, etc. to social sites 
such as Instagram, YouTube, Flikr, etc.

7. Decide if Social ads are to be activated and alert NetWeave.

8. Instruct NetWeave to update cover photo, if appropriate.
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Internal Emergency Guide: ASAP Post Event
Fahlgren (Destination Website Partner) will:

IN-REGION COMMUNICATIONS / ACTIONS

1. If notified by the BACVB Public Relations Department, to make appropriate updates to the 
BradentonGulfIslands.com emergency section, new Information will include:

a. Pre-approved images / messaging

b. Hotel vacancies / shelters

c. Hotel or Information hotline

d. List current conditions of area businesses

EXTERNAL COMMUNICATIONS / ACTIONS

1. If notified by the BACVB Public Relations Department, remove the emergency page and replace with 
appropriate previously created Hit / Miss pages.
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Internal Emergency Guide: ASAP Post Event
NetWeave (Social Media Marketing Partner) will:

GENERAL
1. Refer to BACVB Social Strategy Doc.

2. Monitor for any questions or concerns posted on social sites and direct followers to the appropriate 
place for information.

3. Monitor for industry hashtag use and images shared by partners, which can be repurposed / shared.

IN-REGION COMMUNICATIONS / ACTIONS

1. Utilizing Facebook only, edit and post only previously-approved posts that emphasize either 
destination will be up and running soon or that destination was missed, including:

a. Instructions for industry partners needing assistance

i. Targeting local followers ONLY

b. Instructions for displaced visitors

i. Targeting local followers ONLY

EXTERNAL COMMUNICATIONS / ACTIONS

1. If destination is “Missed”, on Facebook and Twitter post previously-approved posts expressing 
support for other destinations, but also reporting Bradenton Area was missed.

a. Since these posts can and should run on both Twitter and Facebook to audiences outside of  
 the region, Netweave will be sure to approach the BACVB PR Team and Aqua for approval   
 before posting. However, accounts will not be relinked until BACVB gives the go-ahead.

2. Upon receipt from the BACVB Public Relations Department, upload photos, video, etc. to social 
sites such as Instagram, YouTube, Flikr, etc.

3. Upon notification from the BACVB Public Relations Department, activate social platform ads. 

4. Upon receiving direction from the BACVB PR Team, update cover photo, if appropriate.
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Internal Emergency Guide: ASAP Post Event
Aqua PR Team will:

GENERAL
1. Compile all updates received from the BACVB PR Department

2. Continue to monitor all news for updates related to emergency and identify any false or deceiving 
information being presented related to the Bradenton Area, compiling top-line findings.

EXTERNAL COMMUNICATIONS / ACTIONS

1. Upon notification from the BACVB Executive Director, arrange professional video shoot for B-roll 
to be used in upcoming marketing efforts or provided to the media (e.g., to show the destination is 
unaffected, clarify current condition, etc.)

2. Upon notification from the BACVB Public Relations Department, make arrangements for a Satellite 
Media Tour.

3. Upon notification and receipt of information from the BACVB Public Relations Department, update 
the previously drafted post-event PR Newswire release with accurate and up-to-date status and 
distribute.

4. Upon notification from the BACVB Public Relations Department, finalize and authorize the distribution 
of a NAPS self-written, accurate news story.

5. Provide NetWeave with on-going direction for all post-event social strategy.

Aqua Creative / Media Team will:

EXTERNAL COMMUNICATIONS / ACTIONS

1. Review post-event marketing plan

2. Initiate planning session regarding media plan with Executive Director
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Internal Emergency Guide
First Few Days Following: Post Event
Executive Director will:

GENERAL 
1. Take part in media planning / budget planning session with marketing vendors.

BACVB Public Relations Department will:

GENERAL
1. Continue to gather updated information from Intercept of Florida and industry partners and share 

with all marketing vendors.

2. Issue ongoing situation updates and projections for safe travel and positive vacation experience to 
all marketing vendors.

3. Compile and share photo / video library for marketing vendors’ use.

EXTERNAL COMMUNICATIONS / ACTIONS

1. Share all available information (press releases, ads, photos) with Travel agents in the United 
Kingdom, Germany and others. 

2. Initiate distribution of Groups Email to specific contacts, as appropriate, enlisting help of Group 
Sales Manager.

3. Notify Fahlgren to update and distribute Leisure Enewsletter with “Hit” or “Miss” messaging.

4. Provide ongoing approval of all Facebook and Twitter posts, audiences / targets based on 
messaging.
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Internal Emergency Guide
First Few Days Following: Post Event
Fahlgren will:

EXTERNAL COMMUNICATIONS / ACTIONS

1. Upon notification from the BACVB PR team, update and launch leisure Enewsletter with appropriate 
messaging.

NetWeave (Social Media Marketing Partner) will:

GENERAL
1. Continue to refer to BACVB Social Strategy Doc.

2. Continue to monitor for any questions or concerns posted on social sites and direct followers to the 
appropriate place for information.

3. Post available photos and video confirming positive state of destination.

4. Obtain approval of all Twitter / Facebook posts and audience / targets prior to posting.

Aqua PR Team will:

GENERAL
1. Continue to monitor news for updates related to emergency sharing post-event press release, as 

appropriate.

2. Arrange requested media interviews based on post-event outreach.

EXTERNAL COMMUNICATIONS / ACTIONS

1. Continue to coordinate photo / B-roll shoots and SMT, if scheduled.

2. Monitor for pickup of Newswire press release and NAPS article.
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Internal Emergency Guide
Within a Week: Post Event
BACVB Executive Director / Communications Director will:

1. Assume normal role / function

BACVB Public Relations Department will:

1. Assume normal role / function

Fahlgren (Destination Website Partner) will:

1. Remove the emergency page and replace with appropriate previously created Hit / Miss pages, if not 
already completed.

2. Restore website homepage to original image

3. Assume normal role / function

NetWeave (Social Media Marketing Partner) will:

1. Assume normal role / function

 Aqua PR Team will:

1. Monitor for pickup of Newswire press release and NAPS article

2. Assume normal role / function

Aqua Creative / Media Team will:

1. Launch Paid Media Campaign (See Page 25)
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Introduction
This document is a strategic communications plan to help minimize the negative impact on tourism that may 
result from damage to the Bradenton Area or the perception of damage to the Bradenton Area caused by an 
emergency situation.

Marketing Goal
To make prospective leisure and group visitors aware that The Bradenton Area is a pristine and relaxing 
vacation destination awaiting their visit. 

Situation Analysis
An actual or perceived emergency situation can produce a significant amount of negative media coverage 
about hurricanes, potential hurricanes, or other emergency situations such as wildfires or red tide. Often the 
media fails to distinguish between destinations that have had near misses versus actual damage. As a result 
of this negative media hype, both domestic and international travelers could possibly assume that all of 
Florida has been impacted by a storm or emergency.

Targets
 ■ Markets listed are top Feeder Markets identified during the year the plan was finalized. In the event 

of an emergency, selected markets should mirror those being targeted during that fiscal year.

1. Tampa/St. Petersburg

2. New York

3. Chicago

4. Pittsburgh

5. Orlando

6. Boston

7. Philadelphia

8. Atlanta

9. Indianapolis

10. Detroit

11. Cleveland

12. Cincinnati

External Communications Plan - Overview
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 ■ International markets include:

1. United Kingdom

2. Central Europe

3. Canada 

 ■ Demographics: Adults 25-64 years of age. The market includes couples and families. 

 ■ Campaign Timing: 

 — Public Relations and social media efforts will begin immediately.

 — The media schedule will begin when the team deems it is appropriate and would continue for 
a minimum of one week, after which the current plan will be evaluated to determine additional 
media and PR efforts.  

Budget 
At the first sign of an emergency, the BACVB will provide an exact breakdown of available funds for all 
marketing vendors.

External Communications Plan - Overview
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The following strategies should be implemented (on a case by case basis) for each of the aforementioned 
scenarios.

Leisure: 
 ■ Emails: A timely message regarding the emergency would be emailed to the entire BACVB leisure 

database. The email would also promote the Bradenton Area brand and allow prospects to hyperlink 
directly to the BradentonGulfIslands.com website. These emails would also be available for Manatee 
County hoteliers and attractions to forward to their databases.

 ■ Online / Outside Manatee County: Ads would run on third party websites in the 12 geographic 
targeted areas. Any online advertising currently running could be updated to reflect the emergency 
messaging. Additional ads could be placed in major markets east of the Mississippi on Weather.com 
and CNN.com. 

 ■ Broadcast: Depending upon the timing of the campaign, existing television buys might be converted 
to reflect the “emergency” TV commercial. Radio buys will also be considered.

 ■ Social Networks: NetWeave will publish TV spots through the social media outlets utilizing 
Facebook, Twitter, and YouTube. Videos to be available to all marketing vendors on CleanPix and 
YouTube, but whenever possible, the video files will be uploaded to Facebook directly:

Facebook:

•  Video Ratio: 9:16 to 16:9

•  Recommended Resolution:  
    Upload the highest resolution video              
    available that meets file size and  
    ratio limits.

•  Video File Size: 4GB Max

•  Video Length Maximum: 240 Minutes

•   Video Captions: Optional but 
recommended

•  MP4 or MOV format recommended.

 ■ International: Travel agents in the United Kingdom, Germany, and others. Utilize international reps to 
distribute information to media and travel trade.

Group:
Communication to Group targets will have two primary objectives: 1. To assure and retain pending or 
existing group business, and 2. To assure future group business.

In the event of any of the aforementioned scenarios, BACVB staff responsible for Group sales (meetings, 
events, sports, etc.) will make appropriate contact with pending or existing contacts, informing them of 
conditions, and where appropriate, clarifying perceptions and assuring that the destination can still host 
their event. If deemed necessary, BACVB staff will personally visit those who had expressed interest in the 
destination, to assure those contacts that the destination can be trusted to host their event.

External Communications Plan  
Media Strategies
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Creative/Production Execution
The following explains the process, procedures, and responsibilities for creative / production elements 
that will be executed as a response to an emergency situation or in response to misperception concerning 
emergencies elsewhere.

In case of an event: 

The following procedures will be initiated by David Di Maggio or Britt Chapman, contacting Kim Oliphant, 
with Megan Brewster and Thom Hart serving as their backup. (See contact information at back of 
document). Backup files for all elements mentioned below will be housed in the offices and personal 
residences of Kim Oliphant, Dave DiMaggio and Britt Chapman. A duplicate will also be made available to 
the BACVB and its remaining marketing vendors.

The following procedures will be enacted, listed by medium:

Television: 

Generic emergency spots addressing the event have been produced. Dave DiMaggio will see that a 
previously identified studio or a more inland backup studio traffics the spot appropriately. In the case of an 
event, the existing Manatee TV schedule may be converted to run the generic Emergency spot or extended 
to include spots in addition to existing ones.

Netweave and Falghren are also in possession of the spots for posting on social sites and the website.

Emails:

Enewsletters appropriate to either emergency scenario (hit or miss) and for Leisure markets should be 
produced. The BACVB PR Team will traffic correct version to Fahlgren to initiate mass distribution. 

A series of previously drafted / designed emails to local industry partners from the BACVB Executive 
Director can be updated and distributed prior to and following the event, with information from the EOC and 
instructions to help industry partners.

Web Ads:

Web ads should be pre-produced for either emergency scenario. Kim Oliphant will traffic to appropriate 
media outlets. 

External Communications Plan  
Media Strategies
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Bradenton Area Emergency Web Page:  

Upon notification from BACVB team, an emergency page (for use only by industry partners) will be posted on 
BradentonGulfIslands.com under the URL: http://www.BradentonGulfIslands.com/Emergency

Following the emergency, this page will be replaced by one of two pages.

In the case of the “Missed Us” message, Fahlgren will only need to update the page, change the body copy 
and attach the “Missed Us” video message sent from the studio and attach post-event photos from BACVB 
PR.

In the case of the “Hit Us” message, Fahlgren will need to update the page, change the body copy and 
attach the “Hit Us” video message sent from the studio.

Public Relations:

The BACVB and Aqua public relations teams will go into action before an emergency event, working to 
obtain and disseminate information about hotel vacancies and conditions in our area for potential evacuees 
before and after the event. The BACVB PR team will give the go-ahead to activate the online Emergency 
Section and begin working with Intercept of Florida, Aqua, Netweave, Fahlgren, and area hotels to ensure 
important information is reported in the media, on the BACVB website and on social media. Once the crisis 
has passed, immediate action is taken to obtain a clean and accurate accounting of the condition on the 
Bradenton Area. 

The BACVB might also utilize the services of a national news wire service such as PR Newswire to quickly 
disseminate news about conditions in the area. The BACVB also issues personal news alerts to many regular 
media contacts locally, statewide, nationally and internationally. The BACVB also provides regular updates to 
media through VISIT FLORIDA’s PR offices in the USA, Germany, and England. 

Press Releases:

Aqua PR should have on hand two templated press releases, to be updated as appropriate and distributed 
both prior to and following the emergency:

 ■ One “All Clear” National release

 ■ One “Hit” National release

Media Lists:

Aqua should have on hand both a regional media list and national media list for use during emergency.

External Communications Plan  
Media Strategies

Table of Contents



                                                        Bradenton Area Convention & Visitors Bureau · Emergency Communications Plan  32

Paid Services:

Several paid news distribution services are an important part of the emergency marketing communications 
plan. They are: 

 ■ Satellite Media Tour - Comtel Productions - Comtel provides extraordinary service for any and all 
television, film, and digital media needs and is a national Satellite Media Tour provider. Leveraging its 
strong PBS network of studios and production facilities around the country, Comtel delivers national 
audiences and millions of impressions. Satellite media tours are an important tool to utilize either in 
the event of a major storm impact where details on recovery need to be clarified, or a close brush 
with disaster that requires more details to be broadcast beyond the din of national media “doom 
and gloom” messaging. Comtel producers work hand in hand with the BACVB to prepare video 
B-roll and background information and put together a panel of interview subjects. Once a date and 
time are established for the actual satellite uplink Comtel books all interviews with local and national 
broadcast programs across major national news outlets. The interviews and accompanying video tell 
the story of what the actual conditions are in the Bradenton Area.  

 600 Word Article with Image 
 http://www.comtelinc.com/ 
  
 

Contact: Scott Michaeloff 
scott.michaeloff@comtelinc.com 
cell: (516) 816-5152  |  office: (305) 424-4170

 Satellite Media Tour Cost: $30,000

 ■ NAPS - Paid editorial placement service. NAPS (North American Precis Syndicate) provides 
guaranteed placement of stories in hundreds of print publications in the U.S. from major through 
small market, including neighborhood weeklies. The purpose of this service is to expand the reach 
of information beyond what is possible through news release dissemination. This allows the BACVB 
to distribute news about actual conditions in the area to help dispel misinformation and hype created 
by broad national media coverage that eliminates specific details about our area.  

 600 Word Article with Image 
 http://www.napsnet.com/ 
 5-7 day turnaround

Contact: Randi Locke 
rlocke@napsnet.com 
(561) 629-4367

 NAPS Cost: $6,000

External Communications Plan  
Media Strategies

Table of Contents



                                                        Bradenton Area Convention & Visitors Bureau · Emergency Communications Plan  33

External Communications Plan  
Media Strategies
Paid Services (continued): 

 ■ PR Newswire - PR Newswire, a Cision company, is the premier global provider of multimedia 
platforms and distribution that engage key audiences. Through PR Newswire’s distribution service, 
the BACVB can distribute a press release to its network of more than 4,500 U.S. websites (including 
popular sites such as Yahoo! Finance, MarketWatch and Business Journals), more than 170 
countries, nearly 3,000 newsrooms, more than 37,000 active monthly users / journalists.  
 
800-word Press Release, with photo or video + Times Square placement 
https://www.prnewswire.com/

 $195 annual membership fee (with card on file for auto-pay, membership cancellation allowed at any  
 time) OR $249 one-time pay as you go membership fee (without card on file for auto-pay).

 Contact: (800) 776-8090 
   
 PR Newswire Cost: $3,000 

 ■ Photographer / Videographer / Drone - It is recommended that the BACVB contract on an annual 
basis with a local photographer with access to a drone to ensure the CVB capture its own images / 
video following an emergency so that all marketing vendors can have access to up-to-date images 
to visually report on the status of the destination. 
 
Cost:

 — Local: $3,000 / Day

 — Out-of-town: $6,000 / Day
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Partner Communication Plan
In the case of an adverse weather situation or other emergency event, our industry partners will be asked to 
play a vital role. It is important for partners to be familiar with the plan and know their role well in advance. 

We ask that each of our partners designate a staff member to interface with the BACVB office and be our 
emergency contact. We will need phone numbers, cell numbers, email addresses, and any other contact 
information that we can use in an emergency. To update contact information with the BACVB, please call 
(941) 729-9177.

Once an emergency is declared by Manatee County, the following will happen:

1. The BACVB will activate the Emergency Section of the website BradentonGulfIslands.com for 
partner use only offering the latest information on availability of accommodations, shelter locations, 
and evacuation plans. 

2. Intercept of Florida will call all accommodations to get information on available rooms, filled rooms, 
and rates. 

3. BACVB staff will occupy their designated space at the Emergency Operations Center (EOC) to keep 
the industry and the EOC staff up-to-date on the current tourism industry situation. 

4. The BACVB will initiate their Emergency Communications Plan as outlined in this document. 

5. The BACVB will initiate their Emergency Operations Plan that outlines the sequence of events to 
maintain our operations during an emergency situation.

To assist with preparing for an emergency, the BACVB has made the following informational video available:

https://www.youtube.com/watch?v=2COa5PtgdB8 

The BACVB and all of its marketing vendors will also schedule bi-annual emergency drills during which 3-5 
top partners will be included.
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Partner Communication Plan
Emergency Marketing Devices 

Creative Execution:

Two creative directions have been prepared for quick implementation after the emergency event has 
occurred. In the first scenario the messaging reflects an unaffected Bradenton Area and the second provides 
notice of complete recovery. 

“Miss”: Unaffected Bradenton Area:

 ■ E-newsletter Message:

 — Leisure

 ■ Broadcast and Online:

 — TV / Pre-Roll Video Script 

 — Radio / Digital Radio Script

 ■ Web Banners:

 — 160x600

 — 300x250

 — 728x90

 ■ Mobile Banners:

 — 300x50

 — 320x50

 ■ Website

 — Leisure Page

 ■ BACVB Emergency Social Media Strategy Document

 ■ Industry Emails from Executive Director

 ■ National Press Releases

 ■ NAPS Editorial 

All of the above items have been created and are available to all marketing vendors here  
http://welcometoaqua.com/bacvb_archive/crisis_plan.php
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Partner Communication Plan
Emergency Marketing Devices 

Creative Execution: (continued)

“Hit”: Recovery Completed:

 ■ E-newsletter Message:

 — Leisure

 ■ Broadcast and Online:

 — TV / Pre-Roll Video Script 

 — Radio / Digital Radio Script

 ■ Web Banners:

 — 160x600

 — 300x250

 — 728x90

 ■ Mobile Banners:

 — 300x50

 — 320x50

 ■ Website

 — Leisure Page

 ■ BACVB Emergency Social Media Strategy Document

 ■ Industry Emails from Executive Director

 ■ National Press Releases

 ■ NAPS Editorial 

All of the above items have been created and are available to all marketing vendors here  
http://welcometoaqua.com/bacvb_archive/crisis_plan.php
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Key Contacts
Bradenton Area CVB Emergency Team

Primary Contact – BACVB Communications Director, Kelly Clark 
If local communications are not disrupted, Kelly Clark is the primary contact for all public relations efforts and 
media management and distribution to local, national, and international media. 
Cell: (941) 720-0761    Email: Kelly.Clark@bacvb.com 

Secondary Contact – BACVB Communications Coordinator, Emily Knight 
If local communications are not disrupted, but Kelly Clark cannot be reached, Emily Knight is the secondary 
contact for public relations efforts and media management and distribution to local, national, and 
international media. 
Cell: (941) 468-4156    Email: Emily.Knight@bacvb.com

Offsite Contact – Aqua Public Relations Managing Director, Britt Chapman 
If local communications are not disrupted, but Kelly Clark and Emily Knight cannot be reached, Britt 
Chapman is the next contact for public relations efforts and media management and distribution to local, 
national, and international media. 
Cell: (727) 483-0707    Email: Brittany@WelcometoAqua.com 

Offsite Secondary Contact – Aqua Public Relations Director, Megan Brewster 
If local communications are not disrupted, but Kelly Clark and Emily Knight, and Britt Chapman cannot 
be reached, Megan Brewster is the next contact for public relations efforts and media management and 
distribution to local, national and international media. 
Cell: (617) 285-0771    Email: Megan@WelcometoAqua.com

United Kingdom Contact – Gosh PR Account Manager, Hannah Mulvey 
Hannah Mulvey is the primary contact for all public relations efforts and media management and distribution 
to the United Kingdom Media. 
Cell: 011-44-20-7871-2915    Email: hannah@goshpr.co.uk
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Key Contacts
Bradenton Area CVB Staff Directory
Elliott Falcione, Executive Director   
Elliott.Falcione@bacvb.com  
Office: (941) 729-9177 Ext. 3940; Cell: 941-705-1287

Monica Luff, Executive Assistant & Film Liaison    
Monica.Luff@bacvb.com  
Office: (941) 742-4044; Home / Cell: (941) 730-3973

Eva Galler, Chief Financial Officer  
Eva.Galler@mymanatee.org  
Office: (941) 729-9177 Ext. 3948; Cell: (305) 282-0482 

Melinda McGann, Fiscal Specialist  
Melinda.McGann@mymanatee.org  
Office: (941) 729-9177 Ext. 3943; Home: (941) 758-8801

Michelle Stewart, Marketing Manager  
Michelle.Stewart@bacvb.com   
Office: (941) 742-4057; Home: (941) 746-2946; Cell: (941) 773-8856

Kelly Clark, Communications Director  
Kelly.Clark@bacvb.com   
Office: (941) 742-4046; Home: (941) 896-6372; Cell: (941) 720-0761

Emily Knight, Digital Communications Coordinator   
Emily.Knight@bacvb.com   
Office: (941) 729-9177 Ext. 3953; Cell: (941) 468-4156

Anna Pohl, General Manager 
Anna.Pohl@bacvb.com  
Office: (941) 729-9177 Ext. 3986; Cell: (813) 416-2442

Anastasia Taylor, Travel Trade & PR Coordinator 
Anastasia.Taylor@bacvb.com 
Office: (941) 729-9177 Ext. 3975; Cell: (941) 685-9078
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Key Contacts

Aimee Blenker, Cultural Marketing Specialist and Sales Executive  
ESF18 Business Recovery 
Aimee.Blenker@bacvb.com   
Office: (941) 742-4060; Cell: (941) 915-8209

Sean Walter, BACVB Manager / Sports Commissioner / Film Commissioner  
Sean.Walter@bacvb.com   
Office: (941) 742-4051; Home: (941) 918-1942; Cell: (941) 468-0374

Vanessa Zigich, Destination Sales Manager 
Vanessa.Zigich@bacvb.com 
Office: (941) 742-4062 Cell: (941) 932-5531 

David Di Maggio  
DaveD@WelcometoAqua.com   
Cell: (727) 687-4670

Kim Oliphant  
Kim@WelcometoAqua.com   
Cell: (727) 215-2800

Courtney Babic 
Courtney@WelcometoAqua.com 
Cell: (630) 967-8055

Britt Chapman 
Brittany@WelcometoAqua.com   
Cell: (727) 483-0707

Megan Brewster 
Megan@WelcometoAqua.com   
Cell: (617) 285-0771

Thom Hart  
Thom@WelcometoAqua.com   
Cell: (727) 480-4802

Katie Varano  
Katie@WelcometoAqua.com   
Cell: (717) 586-1233

Tricia Pressley 
Tricia@WelcometoAqua.com   
Cell: (813) 230-9345

Aqua Marketing & Communications, Inc. Emergency Team Contact Info
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Key Contacts

NetWeave Social Networking Emergency Team

Primary Contact – Senior Community Manager, Taylor Blews
If local communications are not disrupted, Taylor Blews is the primary contact for social media consultation, 
management and distribution. 
Cell: (941) 720-9120    Email: taylor@netweaveonline.com 

Secondary Contact – President & CEO, Kevin McNulty
If local communications are not disrupted, but Taylor Blews cannot be reached, the secondary contact for 
social media consultation, management and distribution is Kevin McNulty. 
Cell: (941) 737-8575    Email: kevin@netweaveonline.com  
Personal Email (if NetWeave Email is down): kevmcnulty@gmail.com

Offsite Primary Contact – Community Manager, Erin McNulty
If local communications are disrupted, NetWeave’s contingency is to operate from outside of the local area 
from their Miami office if available. Therefore, if needed, your contact becomes Erin McNulty. 
Cell: (941) 962-5897    Email: Erin@netweaveonline.com  

Offsite Secondary Contact - Community Manager, Rich Snell

If local communications are disrupted, and statewide communications are also disrupted, or if Alison Poole 
should not be available for any reason, NetWeave will operate from their Vermont office using Rich Snell as 
the emergency contact. 
Cell: (513) 280-2581    Email: rich@netweaveonline.com  
*Rich is located in Ohio
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Key Contacts

Gosh PR (International Marketing & Public Relations in the UK)
Dru Bryan 
Dru@goshpr.co.uk 
Main: 011-44-207-367-6745    Cell: 011-44-793-0336-722

Fahlgren (Website Management Services)
Amy Dawson 
amy.dawson@fahlgren.com 
Main: (614) 383-1500 
Direct: (614) 383-1525 
Cell: (614) 565-6005

ITI Marketing (Digital & Social Web Services)
Franci Edgerly 
franci@iti-marketing.com 
Tel: 912-267-1558 
Cell: 912-996-0044

Hotel Hotline: 1-800-449-3790

Crawford Group (Inland Production Studio for Broadcast), Lake Mary
Chad:   (407) 416-8360 
Amanda:  (407) 310-3447

Thread (Tampa-based Production Studio for Broadcast), Tampa
Phone:  (727) 743-3306

Intercept of Florida (Fulfillment Services - Crisis Hotline)
(239) 225-1010 
Crisis Information & Accommodations Hotline: 1-800-449-3790
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BACVB Emergency Social Media Strategy
Overview
The following document outlines the Bradenton Area Convention and Visitors Bureau’s social media strategy 
following an emergency and contains only approved tasks, messaging and additional strategies to be 
implemented beginning immediately after a threat has been identified.

Prior to Emergency - Cone of Uncertainty: 
At first sign of an emergency, the BACVB’s Social Media Marketing agency will:

 ■ Take part in marketing vendor meeting to determine strategy from BACVB’s Director of 
Communications, either halt or continue posting and review overall plan.

 — Discuss if / when to suspend equity messaging and / or pause ads

 ■ Change the destination’s Facebook Cover Photo to a previously approved, neutral image. (Approved 
images are available at http://welcometoaqua.com/bacvb_archive/crisis_plan.php)

 — Change header photo on Twitter to pre-approved, neutral image. (Approved images are 
available at http://welcometoaqua.com/bacvb_archive/crisis_plan.php)

 — Update last Instagram image to appropriate, non-beach related image.

 ■ Download all emergency creative (digital ads, TV spots, approved social media images) for use 
following the emergency from the BACVB Emergency Communications Plan Hard Drive (also 
available at http://welcometoaqua.com/bacvb_archive/crisis_plan.php)

 ■ Address relevant posts / questions privately, connect with Sports Commission or BACVB Events 
Manager for updates on event cancellations. Options for leisure and events follow:

 — We appreciate your concern. It is too early to speculate on the impact (Storm Name) will have 
on the Bradenton Area. At present, no watches, warnings or advisories have been issued 
but our Emergency Management team is actively monitoring all reports. At this time, the 
destination is (within the five-day cone of uncertainty / insert latest update). As we do anytime 
there is a storm approaching the state, we encourage those with questions about conditions 
to watch the news and check the National Weather Service for the latest updates.

 — We appreciate your concern. As a county government facility, we have no authority to cancel 
an event unless we are directed by emergency services and / or the governor to evacuate 
the area. We will make every effort to inform the event organizer (or “the public” if a public 
event) when an emergency evacuation does occur, and an event is unable to take place. If 
you have further questions or concerns, please reach out to us directly. Thank you for your 
understanding.
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BACVB Emergency Social Media Strategy
During the Emergency:  
Once forecasts predict the destination will be affected (e.g., Hurricane Warning or State of Emergency), the 
BACVB’s Social Media Marketing agency will:

 ■ The team will not respond or engage with fans and will not post unless directed.

 ■ Delete any pre-scheduled posts that fall on, before, during, or after event date. 

 ■ Pause ALL ads on Facebook, Instagram, Twitter, and any platforms that apply if not listed here.

 ■ Disconnect any ads from publishing from Visit Bradenton Gulf Islands’ Facebook Page to Instagram.

 ■ Confirm all Facebook accounts are not connected and publishing on Twitter to ensure the 
appropriate geographical audiences can be strictly targeted on Facebook following the emergency.

 — If deemed necessary during an emergency, Facebook posts will target ONLY followers in the 
region and will direct fans to Manatee County Emergency Management social pages.

 ■ Reactively direct inquiring Facebook followers (through replies only) to the appropriate pages for 
relevant information pertaining to the emergency (e.g., Manatee County social pages and sites).

 — Refer all questions to approved sites, news outlets, etc. as determined by the Bradenton CVB 
and Aqua.

 — Any inquiries received on Twitter accounts should be addressed in a Private Message 
whenever possible.

 ❏ If a question is posed by a user on Twitter who does not follow the Visit Bradenton  
 account, they will be directed to Facebook Page to avoid public tweets. 

 ■ Refer to the Crisis Communication Plan Pre-Event, During, and Post Event. 
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BACVB Emergency Social Media Strategy
Immediately Following the Emergency:
All communications listed in the following document will not resume / be initiated until the severity of the 
emergency can be ascertained, and the “go-ahead” has been received from the BACVB Communications 
team. After the threat has passed and the team has surveyed the area, the BACVB Communications 
team will instruct the Social Media Marketing Agency to follow one of two courses of action, based upon 
whether or not the destination was “hit” or “missed.” All posts should still be approved by the BACVB 
Communications team and Aqua.

Goal:  
Following any emergency, regardless of whether or not the Bradenton Area was “hit” or “missed” the main 
goal of the destination’s social media pages is: To prove and/or reinforce that the emergency has passed, 
and the destination is already ready (or preparing) for future visitors.

This goal will be attained through:

 ■ Sharing of positive reports on the status of the destination 

 ■ Answering all posts inquiring about the status of the destination, properties, landmarks, etc.

 ■ Ongoing posting of approved photos and video showing the destination post-emergency

To achieve this goal, emphasis will be placed on communications strategies reaching those outside of 
the region. However, since assistance must also be provided to Bradenton Area industry partners and 
displaced visitors, the following plan is separated into two sections for both “hit”  and “miss” scenarios, and 
corresponds to the overall Emergency Communications Plan:

 ■ In-Region Communications

 ■ External Communications 
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BACVB Emergency Social Media Strategy
Strategy if the Bradenton Area was “Hit”:
 
In-Region Communications

Messaging:

 ■ The BACVB is doing all it can to assist its industry partners and displaced visitors

 ■ Damage assessment is underway

 ■ Together, the destination will get back on its feet and the BACVB will help in any way it can

 ■ Industry partners should keep the BACVB informed about the status of their businesses / 
organizations 

 
Targets:

 ■ Followers also residing in the affected zone ONLY

 ■ Industry partners

 
Platforms:

 ■ Facebook ONLY

 
Hashtags:

 ■ #BradentonBandsTogether

 ■ #BradentonAreaNow

 ■ #BradentonAreaBackSoon

 ■ #BradentonAreaRebuilds
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BACVB Emergency Social Media Strategy
Strategy if the Bradenton Area was “Hit”:
 
In-Region Communications (continued)

Sample Posts:

 ■ “The clouds have parted and our road to recovery starts now. Thank you for helping to see the 
Bradenton Area through the worst of the storm. We will be back even stronger than before.”

 ■ The Bradenton Area Convention and Visitors Bureau has resumed its normal function, with its goal 
now to be an assessment of the destination’s accommodations, attractions and restaurants. Please 
stay tuned for on-going updates and please share your own with EMAIL. We will recover together.”

 ■ “Though the storm has passed, the Bradenton Area Convention and Visitors Bureau remains 
committed to ensuring the safety and well-being of all its current and prospective visitors. Please 
continue to follow (https://www.facebook.com/manatee.county.fl/) for more updates and be careful 
out there. We will recover together and be back better than ever.” 

 ■ “As we all work together to restore the Bradenton Area, The BACVB is prepared to assist residents 
and our partners in any way that it can. If your business sustained damage, please visit Florida’s 
Virtual Business Emergency Operations Center (Link). We know the strength of our residents and 
businesses and together we will have the Bradenton Area back on its feet soon.” 

 ■ “It was truly amazing to watch our community come together to focus on the safety of those living in 
and visiting the Bradenton Area this past week. There is no doubt that our community will continue 
to come together as we now work to make the Bradenton Area better than it has ever been.”

 ■ Share Visit Florida posts about recovery efforts and instructions.

 
Creative:

 ■ Pre-Approved images available at http://welcometoaqua.com/bacvb_archive/crisis_plan.php

Based on the severity of the damage these can and should be edited to ensure we are being as sensitive as possible 
re: other impacted destinations, loss of life, etc. The language and format of the posts are intended as an example and 
should never be used as is without a thorough BACVB / Aqua review.
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BACVB Emergency Social Media Strategy
Strategy if the Bradenton Area was “Hit”:
 
External Communications

Messaging:

 ■ The storm / event did reach the shores of the Bradenton Area but recovery efforts are already 
underway

 ■ The Bradenton Area appreciates the support it has seen from those who love to vacation here

 ■ The destination will be ready in time for your next vacation

 ■ Please keep the entire Sunshine State in your thoughts and consider a visit soon

 
Targets:

 ■ All followers, especially top Feeder Markets identified in the overall BACVB Emergency 
Communications Plan

 
Platforms:

 ■ Facebook

 ■ Instagram

 
Hashtags:

 ■ #BradentonAreaBandsTogether

 ■ #BradentonAreaNow

 ■ #BradentonAreaBackSoon
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BACVB Emergency Social Media Strategy
Strategy if the Bradenton Area was “Hit”:
 
External Communications (continued)

Sample Posts:

 ■ “The sun is shining again and we are working around the clock to restore the Bradenton Area to the 
vacation destination of your dreams. Thank you all for your thoughts during these past few days.”

 ■ “It’s times like these that we are reminded just how loved our destination is. The Bradenton Area 
is grateful for all of the thoughts and support we have received and we plan to welcome each and 
every one of you again soon.”

 ■ “Thank you all for your kind words and thoughts over the past few days. We are working to get the 
Bradenton Area cleaned up and ready for your next visit. Stay tuned for updates and please continue 
to keep Florida in your thoughts.” 

Creative Elements:

 ■ TV Spots

 ■ B-Roll / Photography

 ■ Positive Partner images

 ■ Pre-approved images available at http://welcometoaqua.com/bacvb_archive/crisis_plan.php

Based on the severity of the damage these can and should be edited to ensure we are being as sensitive as possible 
re: other impacted destinations, loss of life, etc. The language and format of the posts are intended as an example and 
should never be used as is without a thorough BACVB / Aqua review.
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BACVB Emergency Social Media Strategy
Strategy if the Bradenton Area was “Missed”:
 
In-Region Communications

Messaging:

 ■ The BACVB is doing all it can to assist displaced visitors

 ■ Partners can help spread the word that no damage was sustained

 ■ We are counting our blessings and other, less-fortunate destinations are in our thoughts

 
Targets:

 ■ Followers also residing in the affected zone ONLY

 ■ Industry partners

 
Platforms:

 ■ Facebook ONLY

 
Hashtags:

 ■ #BradentonLovesFL

 ■ #BradentonAreaBeautiful
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BACVB Emergency Social Media Strategy
Strategy if the Bradenton Area was “Missed”:
 
In-Region Communications (continued)

Sample Posts:

 ■ “Now that the sun is shining again, we are working to respond to our followers’ questions and 
address concerns about their favorite destination following the storm. Please continue to share posts 
and images with our team at EMAIL or using the Hashtag. The Bradenton Area is ready to greet 
visitors with open arms, so let’s spread the word!”

 ■ “We are thankful to have been missed by the storm and are accepting displaced visitors from other 
counties that were not as fortunate. If you or anyone you know is looking for a place to go, please 
visit (link) for information about vacancies in the Bradenton Area or call (Intercept of FL’s).”

 
Creative:

 ■ Pre-Approved images available at http://welcometoaqua.com/bacvb_archive/crisis_plan.php

 ■ B-Roll / Photography

Based on the severity of the damage these can and should be edited to ensure we are being as sensitive as possible 
re: other impacted destinations, loss of life, etc. The language and format of the posts are intended as an example and 
should never be used as is without a thorough BACVB / Aqua review.
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BACVB Emergency Social Media Strategy
Strategy if the Bradenton Area was “Missed”:
 
External Communications

Messaging:

 ■ The Bradenton Area appreciates the support it has seen from those who love to vacation here

 ■ The destination is open for business

 ■ Please keep the entire Sunshine State in your thoughts and consider a visit soon

 
Targets:

 ■ All followers, especially top Feeder Markets identified in the overall BACVB Emergency 
Communications Plan

 
Platforms:

 ■ Facebook

 ■ Instagram

 ■ Twitter

 
Hashtags:

 ■ #BradentonLovesFL

 ■ #BradentonAreaBeautiful
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BACVB Emergency Social Media Strategy
Strategy if the Bradenton Area was “Missed”:
 
External Communications (continued)

Sample Posts * (italics = optional messaging if other destinations in state or south were “hit”)

 ■ “The Bradenton Area recently had an unexpected guest. But, thankfully, if you took a look around, 
you would never know it. We hope you’ll come see for yourself and that you’ll continue to show love 
and support for (any affected area).”

 ■ “We are beyond happy to report that Storm never checked in to the Bradenton Area and we are 
ready to welcome you with open arms. We will continue to count our blessings and stand by other 
destinations that were not as fortunate.”

 ■ “It’s times like these that we are reminded just how loved our destination is. The Bradenton Area is 
grateful for all of your thoughts and thankful to be able to report that we are ready to welcome you 
back for a visit. Let’s all lend our support to destinations that were not as fortunate.”

 ■ “Now that the coast is clear, the Bradenton Area is ready to welcome you back to the beach 
destination you’ve been dreaming about. Storm left no footprints in the sand, so come make your 
own and please keep our neighbors to the (north/south/east/west) in your thoughts.”

 ■ “Storm never checked in, so now is the time to come check us out and experience the Florida you 
dream of: pristine island beaches, delicious dining, delightful shops, galleries, and museums; plus 
exciting outdoor adventure. Plan your vacation today and continue to keep the entire state in your 
thoughts as many destinations work to return better than ever.”  

Creative Elements:

 ■ TV Spots

 ■ B-roll / Photography

 ■ Pre-approved images available at http://welcometoaqua.com/bacvb_archive/crisis_plan.php

Based on the severity of the damage these can and should be edited to ensure we are being as sensitive as possible 
re: other impacted destinations, loss of life, etc. The language and format of the posts are intended as an example and 
should never be used as is without a thorough BACVB / Aqua review.
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