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Agenda
● Preparedness
● Thomas Fire Overview
● Response 
● Recovery
● Key Takeaways
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Preparedness
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Preparedness
Crisis Communications Plan

● Sought resources from other 
destinations 

● Looked at leading resources 
and publications from crisis 
management organizations

● Shared draft with partners for 
feedback (City, Sheriff’s Office 
of Emergency Services, 
Chamber of Commerce, 
Fairgrounds, Port District, 
Downtown, California State 
Parks, & Channel Islands 
National Park) 
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Preparedness
Crisis Communications Plan

● Plan consists of scenario 
plans, action plans, 
assessment guidelines, & 
templates

● Presented to Board of 
Directors with healthy 
discussion and unanimous 
support

● Met with the City of Ventura 
to discuss implementation
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Preparedness
Crisis Communications Plan

Protocol

● Set procedures for 
information verification, 
clearance, and approval, and 
coordinating with 
stakeholders

Roles and Responsibilities

● Identified a Crisis 
Management Team & a 
Tourism Response and 
Recovery Group
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Preparedness
Crisis Communications Plan

Contact Lists

● Made extensive contact lists 
of stakeholders, media, & key 
audiences

Triggers

● Provided diagnosis tools
● Identified possible blind spots

Scenario Planning

● Built out message maps
● Conducted simulations
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Preparedness
Communications Tools

Communications Tools 

● Tips on dealing with the 
media, interview guidelines, 
potential spokespeople, 
background materials, Q&A

● Templates: media inquiry log, 
media statement, urgent 
information request, advisory 
notice/update, tourism 
industry debrief 
questionnaire, crisis message 
map
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Thomas Fire Overview
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Thomas Fire Overview

● Small brush fire started at 
6:30 pm 20 miles from 
Ventura

● Wind gusts reaching 60 miles 
per hour brought the fire to 
Ventura in 3 hours

● 27,000 people evacuated in 
one hour 

● Visit Ventura began a crisis 
assessment and ongoing 
monitoring
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Response
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Response

● Immediately enacted social media 
crisis strategy; stop regular posts, 
positive & transparent posts, 
unifying hashtags, grateful & 
community posts, engage all 
comments, let users vent, 
disseminate accurate information, 
dispel rumours, guide travelers

● Shared guidelines with partners
● Reached 4 million Facebook users 

in December (1.1 million 
engagements)
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Response
Consumer Strategy

Organizational positioning, 
including integrated marketing 
communications, brand identity 
and risk management.
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Response

Website

● Created a landing page: 
visitventuraca.com/thomasfire 
with updates regarding: special 
hotel rates for evacuees from 
surrounding towns; where to 
find current updates; what is 
open; ways to help 

● Shared with community 
partners, consumers, social 
channels 

● 6,335 page views in December 
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Response
Consumer Strategy

Social Media

● +1359 increase in followers
● Facebook reach: 4,206,563
● Instagram reach: 415,013
● Twitter reach: 189,000
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Response

Blog

● Here’s the Latest on Two 
Trees: 12/23, 67k+ reach 

● An update on your favorite 
spots in Ventura: 12/20, 20k+ 
reach

● 20 Good things that 
happened in Ventura since 
the Thomas Fire: 12/16, 57k+ 
reach

● This is what Ventura looks like 
right now: 12/11, 41k+ reach 
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Email Marketing

● 45k+ recipients
● Thomas Fire: The best ways 

to help: 12/08, 12.4%
● Thomas Fire: Even more ways 

to help: 12/13, 11.6%
● 20 good things that happened 

in Ventura since the Thomas 
Fire: 12/16, 9.1% An update 
on your favorite spots in 
Ventura: 12/20, 7.5%
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Response

Visitor Center

● “The fire does not in any way 
seemed to have dimmed [visitors] 
enthusiasm for the charms of 
Ventura. If anything, there is a 
deeper sympathy” 

● Ventura City Fire T-shirts:  100% of 
proceeds for Ribbons of Life Breast 
Cancer Foundation 

● #VenturaStrong t-shirts: 25% of 
proceeds for Ventura Botanical 
Gardens & Serra Cross Foundation
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Response
Media Strategy

● Over 2.4 million news articles 
mention the Thomas Fire

● Over 55,000 mention Ventura 
specifically

● National and international 
● Print and radio
● Joint statement published 

with VCLA
● 2 media pitches: The best 

ways to help, 20 good things 
that happened in Ventura

● 8 media inquiries related to 
the fire’s impact on tourism
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Response

● Thomas Fire: Ways To Help 
PR: Sent 12/08 | 948 
Recipients | Open Rate 24.3%

● 20 Good Things PR: Sent 
12/16 | 2,456 Recipients | 
Open Rate 16.7%

● Ventura Post-Fire Update - 
Meeting Planners & Travel 
Trade: Sent 12/21 | 3,182 
Recipients | Open Rate 16.4%
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Response

Partner Updates

● 2k+ recipients
● Crisis Messaging: 12/06, 29.5%
● Open for Business Messaging: 

12/08, 24.6% 
● Business Questionnaire: 12/11, 

24.3%
● Partner Update: 12/13, 18.7%
● A Toolkit Just For You: 12/15, 

20.3%
● Partner Update: 12/21, 18.7%
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Response

● Created a toolkit for 
community partners: 
visitventuraca.com/toolkit

● Shared the Crisis 
Communication Plan, 
downloadable and printable 
#VenturaStrong Posters, 
‘Thank you for being here’ 
signs, social media guidelines, 
images for social media, 
FAQs, resources, latest 
communications 
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Recovery
Resolution

● Recovery Checklist, Restoring 
Consumer Confidence, 
Recovery Options

● #DowntownVenturaStrong 
Thomas Fire Raffle

● World Central Kitchen
● Thomas Fire Benefit Concert
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Recovery
Evaluation

● Scheduled a debrief to 
capture lessons learned and 
opportunities for 
improvement

● Made revisions to the Crisis 
Communications Plan based 
on lessons learned
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Key Takeaways
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Key Takeaways
Tactical and Strategic

● Cannot underestimate the 
value of being prepared 
(having a crisis 
communications plan with 
templates and crisis 
messaging)

● An immediate and consistent 
unified message is the most 
effective way to communicate

● The right response will be 
different for each community
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Marlyss Auster
President and CEO

marlyss@visitventuraca.com
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Questions?

Cheryl Bagby
VP Sales and Marketing

cheryl@visitventuraca.com 

Fiorella Calderoni 
Communications Manager

fiorella@visitventuraca.com  
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