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During	  Q4	  of	  2014,	  the	  Research	  &	  Business	  
Intelligence	  Division	  accomplished	  the	  following:	  

1.   Refined	  projec5ons	  of	  the	  economic	  benefit	  for	  Tourism	  in	  hos5ng	  the	  America’s	  Cup	  
events	  in	  2015	  and	  2017	  
	  

2.   Assessed	  economic	  tourism	  loss	  aFributable	  to	  Hurricanes	  Fay	  &	  Gonzalo	  
	  

3.   Compe55ve	  Des5na5on	  Analysis	  completed	  and	  revised	  compe55ve	  set	  recommended	  
based	  on	  des5na5ons	  with	  similar	  hotel	  products,	  prices,	  climate,	  geographic	  source	  
markets	  and	  personas	  (demographics	  of	  people)	  traveling	  there	  
	  

4.   Began	  research	  for	  white	  paper	  on	  vaca5on	  rental	  market	  in	  Bermuda	  
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5. 	  Launched	  Online	  Visitor	  Panel	  –	  screening	  to	  date	  almost	  10,000	  former	  and	  current	  
	  visitors	  to	  Bermuda	  in	  order	  to	  u5lize	  their	  opinions	  and	  feedback	  as	  needed	  
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6.   Product	  &	  Experience	  Research: 	  	  
	  a)	  Feedback	  from	  stakeholders	  on	  Product	  &	  Experience	  Funding	  applica5on	  process	  
	  b)	  Beach	  expectaFon	  –	  research	  being	  conducted	  amongst	  visitors	  to	  Bermuda	  as	  well	  as	  target	  
	  personas	  that	  have	  not	  yet	  visited	  Bermuda	  to	  gain	  insight	  into	  visitors’	  expecta5ons	  in	  a	  public	  beach	  
	  experience. 	  	  
	  c)	  Nightlife/entertainment	  –	  research	  being	  conducted	  amongst	  visitors	  to	  Bermuda	  as	  	  well	  as	  target	  
	  personas	  that	  have	  not	  yet	  visited	  Bermuda	  to	  gain	  insight	  into	  visitors’	  expecta5ons	  in	  Bermuda’s	  
	  nightlife	  and	  entertainment	  experiences.	  
	  d)	  TransportaFon	  –	  first	  survey	  using	  the	  online	  visitor	  panel	  covering	  topics	  of	  public	  transit	  as	  well	  as	  
	  taxi	  service.	  

	  

7.   Con5nued	  to	  monitor	  online	  demand	  and	  conversion	  by	  geographic	  region	  and	  persona	  
targets	  
	  

8.   Con5nued	  to	  measure	  Return	  on	  Investment	  of	  marke5ng	  ini5a5ves	  by	  geographic	  region	  
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9.   Con5nued	  local	  opinion	  poll	  with	  more	  in-‐depth	  ques5ons	  on	  the	  tourism	  industry	  and	  
percep5ons	  of	  residents	  to	  assist	  in	  communica5ons	  strategy	  	  	  
	  

10.   Con5nued	  to	  conduct	  exit	  surveys	  with	  air	  and	  cruise	  passengers	  to	  gain	  further	  insights	  
into	  their	  experiences	  on	  island	  and	  just	  prior	  to	  their	  visit	  
	  

11.   AFended	  PhocusWright	  conference	  which	  included	  workshops	  and	  presenta5ons	  from	  the	  
likes	  of	  Trip	  Advisor,	  Expedia,	  HomeAway	  and	  many	  others.	  The	  conference	  highlighted	  the	  
importance	  of	  companies	  and	  des5na5ons	  having	  a	  significant	  presence	  in	  the	  online	  space	  
and	  using	  innova5on	  to	  differen5ate	  themselves	  from	  compe5tors.	  	  
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MONTHLY	  PERFORMANCE	  REVIEW	  
AND	  INTERAGENCY	  REPORT	  

	  	  Product	  &	  Experiences	  Division	  



GoToBermuda.com	  

1.	  	  	  Established	  and	  executed	  product	  development	  investment	  programme;	  idenFed	  new	  
tourism	  experiences	  for	  funding	  	  
	  
By	  the	  end	  of	  2014,	  two	  rounds	  of	  experience	  investment	  applica5ons	  were	  conducted.	  In	  
total,	  almost	  $2	  million	  of	  BTA	  support	  was	  provided	  to	  74	  approved	  submissions.	  $930,000	  in	  
BTA	  funding	  was	  approved	  in	  the	  first	  round;	  $813,000	  was	  confirmed	  in	  round	  two,	  which	  took	  
place	  through	  Sep/Oct	  (summary	  of	  each	  round	  is	  shown	  below).	  	  	  
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During	  Q4	  of	  2014,	  the	  Product	  &	  Experiences	  Division	  
accomplished	  the	  following:	  
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The	  majority	  of	  supported	  experiences	  target	  the	  shoulder/winter	  months,	  now	  re-‐
posi5oned	  as	  the	  peak	  season	  for	  arts,	  culture	  and	  sport,	  and	  16	  of	  the	  second	  round	  
experiences	  supported	  are	  totally	  new.	  This	  outcome	  is	  in	  line	  with	  the	  strategic	  objec5ve	  of	  
helping	  reduce	  seasonality	  in	  visitor	  arrivals.	  It	  also	  presents	  target	  visitors	  with	  new	  
experiences	  that	  are	  market-‐driven,	  another	  key	  objec5ve,	  i.e.	  focused	  on	  visitors’	  desire	  to	  
enjoy	  local	  culture	  and	  food,	  interac5ve	  ac5vi5es	  and	  interac5on	  with	  local	  residents.	  	  
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Round	  one,	  for	  implementaFon	  from	  April	  2014:	  
	  
The	  total	  number	  of	  experience	  investment	  applica5ons	  was	  135	  
	  
Total	  approved	  for	  support:	  33	  	  
	  
Sports	  –	  21	  
Arts	  and	  Culture	  –	  11	  
Natural	  Resources	  –	  1	  
	  
There	  were	  9	  approved	  for	  marke5ng	  support.	  

	  

Round	  two,	  for	  implementaFon	  from	  January-‐December	  2015:	  
	  
The	  total	  number	  of	  experience	  investment	  applica5ons	  was	  73	  
	  
Total	  approved	  for	  support:	  41	  
	  
Sports	  –	  10	  
Arts	  and	  Culture	  –	  15	  
New	  Experiences	  –	  16	  
	  
There	  were	  7	  approved	  for	  marke5ng	  support.	  
There	  were	  4	  approved	  for	  capital	  support.	  
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An	  important	  new	  step	  in	  round	  two	  was	  providing	  capital	  funding	  support	  for	  some	  
applica5ons.	  This	  facilitated	  implementa5on	  for	  new	  experiences	  that	  are	  highly-‐aligned	  with	  
BTA’s	  goals,	  which	  otherwise	  may	  not	  have	  been	  made	  available	  to	  visitors.	  
	  
Survey	  results	  of	  applicants	  from	  round	  two	  show	  that	  the	  process	  refinements	  we	  applied	  
(based	  on	  round	  one	  feedback)	  have	  been	  effec5ve.	  The	  streamlined	  web-‐based	  submission	  
tool	  for	  applicants	  increased	  efficiencies	  for	  applicants	  and	  the	  BTA,	  without	  compromising	  
detail	  of	  submissions.	  We	  introduced	  phased	  processing	  and	  applicant	  interviews	  for	  deeper	  
evalua5on	  of	  shortlisted	  submissions.	  We	  also	  conducted	  further	  outreach	  and	  educa5on	  with	  
poten5al	  applicants,	  to	  ensure	  a	  clearer	  understanding	  of	  the	  NTP	  objec5ves	  and	  BTA	  goals.	  
This	  resulted	  in	  a	  higher	  quality	  of	  applica5ons	  in	  round	  two,	  showing	  much	  greater	  alignment	  
with	  BTA’s	  objec5ves.	  	  
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2.	  	  	  Established	  process	  to	  idenFfy	  and	  deliver	  product	  enhancement	  opportuniFes	  	  

	  
The	  new	  product	  development	  strategic	  framework	  is	  now	  fully	  established.	  The	  framework	  
sets	  the	  objec5ves,	  strategy	  and	  process	  to	  iden5fy	  opportuni5es	  for	  new	  or	  enhanced	  
products	  and	  experiences.	  Process	  and	  evalua5on	  is	  based	  on	  overall	  alignment	  with	  NTP	  
objec5ves,	  and	  our	  learning	  and	  refinements	  from	  the	  2014	  experience	  investment	  
applica5ons	  process.	  Other	  inputs	  to	  help	  iden5fy	  and	  confirm	  new/enhanced	  products	  are:	  
	  
a.   Product	  inventory	  and	  gap	  analysis	  results	  (see	  below)	  
b.   New	  and	  exis5ng	  consumer	  research,	  to	  gain	  beFer	  insight	  into	  visitor	  expecta5ons	  
c.   Market	  posi5oning	  assessment,	  in	  consulta5on	  with	  the	  Sales	  &	  Marke5ng	  team	  
d.   Stakeholder	  engagement	  (public	  and	  private	  sector)	  
e.   Measurement	  and	  quality	  improvement	  –	  ongoing	  measurement	  and	  analysis	  of	  ROI	  and	  return	  on	  

experience;	  establishing	  baseline	  for	  division’s	  KPI	  metrics	  	  
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Updates	  on	  addi5onal	  product	  and	  experience	  enhancements	  iden5fied	  and	  confirmed	  for	  
development	  work	  for	  pilot	  and/or	  launch	  by	  Q2	  2015:	  	  
	  	  
a.   Bermuda	  Water	  Trails	  (new)	  –	  Created	  themed	  water	  trails	  that	  will	  provide	  visitors	  with	  an	  authen5c,	  

educa5onal	  and	  quality	  experiences	  while	  leveraging	  and	  repurposing	  Hub	  5	  (Offshore	  Bermuda)	  as	  a	  
new	  business	  opportunity.	  
	  

b.   Bermuda	  Arts	  Month	  (new)	  –	  With	  the	  extensive	  art	  and	  cultural	  experiences	  available	  on	  island,	  the	  
BTA	  will	  work	  with	  local	  partners	  to	  highlight	  and	  promote	  new	  and	  exis5ng	  local	  art	  experiences.	  Titled	  
as	  “Bermuda	  Art	  Month”,	  the	  series	  of	  unique	  experiences	  available	  during	  this	  month	  will	  kick	  off	  our	  
2015/16	  Arts	  and	  Culture	  Season	  calendar	  in	  an	  exci5ng	  new	  way.	  	  
	  

c.   School	  Sports	  Training	  (new)	  –	  This	  will	  be	  a	  signature	  joint	  partnership	  with	  the	  Na5onal	  Sports	  Centre	  
and	  designated	  sports	  focused	  tour	  operators	  with	  proven	  track	  records	  of	  delivery	  to	  market	  
Bermuda’s	  wide	  array	  of	  sports	  assets	  to	  teams	  looking	  to	  travel	  to	  a	  des5na5on	  for	  training.	  Ini5ally	  
targe5ng	  collegiate/prep	  school	  teams	  for	  spring	  training	  in	  Bermuda	  with	  new	  accommoda5on/
transport/ac5vi5es	  packages	  and	  grow	  to	  include	  year	  round	  op5ons.	  Sports	  will	  include	  lacrosse,	  field	  
hockey,	  rugby,	  soccer	  and	  swimming	  and	  will	  be	  expanded	  as	  other	  partnerships	  materialize	  (sailing,	  
rowing,	  golf)	  
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d.   Forts	  Tour	  (new)	  –	  In	  partnership	  with	  the	  Corpora5on	  of	  St.	  
George,	  the	  BTA	  has	  a	  new	  twice	  weekly	  Forts	  tour	  scheduled	  
un5l	  the	  end	  of	  Q1	  2015.	  This	  guided	  and	  interac5ve	  tour	  
describes	  some	  of	  Bermuda’s	  rich	  for5fica5on	  history	  which	  
features	  storytelling	  at	  Gates	  Fort,	  Alexandra	  BaFery	  and	  Fort	  
St.	  Catherine.	  

	  
e.   Railway	  Trail	  experience	  updates	  –	  to	  implement	  physical	  and	  

infrastructure	  upgrades,	  as	  well	  as	  excursion	  and	  service	  
opportuni5es,	  along	  the	  Railway	  Trail;	  working	  group	  
established	  to	  address	  specific	  ac5ons	  required,	  with	  
representa5ves	  from	  relevant	  government	  departments.	  	  Four	  
sub-‐groups	  have	  been	  established	  to	  focus	  on	  sustainability,	  
signage/maintenance,	  experiences,	  and	  repurposing	  of	  the	  
trails.	  	  Each	  subgroup	  has	  created	  a	  5meline	  of	  specific	  
projects	  to	  work	  towards	  with	  a	  roll-‐out	  date	  of	  new	  railway	  
experiences	  set	  for	  March	  2015.	  	  	  
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Restaurant	  Weeks	  update	  –	  To	  support	  BTA’s	  culinary	  strategy,	  this	  
year’s	  Restaurant	  Weeks	  has	  added	  new	  features	  aimed	  at	  promo5ng	  
Bermuda’s	  food	  culture	  and	  increasing	  awareness	  of	  it	  overseas	  and	  
locally	  via	  social	  media.	  The	  first	  addi5on	  has	  30	  of	  the	  44	  par5cipa5ng	  
restaurants	  –	  the	  highest	  number	  of	  total	  par5cipants	  to	  date	  -‐	  
providing	  Bermuda-‐inspired	  menus	  and	  fusions	  of	  local	  ingredients	  
incorporated	  into	  meals.	  The	  new	  People’s	  Choice	  feature	  will	  
encourage	  par5cipants	  to	  vote	  for	  their	  favorite	  Bermuda-‐inspired	  
menu	  and	  share	  their	  experience	  through	  a	  vo5ng	  process	  online.	  
Through	  the	  extended	  online	  exposure/engagement	  diners	  and	  chefs	  
will	  receive	  prizes	  via	  the	  People’s	  Choice	  Award.	  
	  

f.	  
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3.	  	  	  Create	  inventory	  of	  key	  experiences	  that	  meet	  or	  exceed	  target	  market	  expectaFons	  	  
	  
We	  have	  also	  completed	  compiling	  the	  exis5ng	  range	  of	  products	  and	  experiences	  in	  each	  hub	  
iden5fied	  in	  the	  NTP.	  The	  results	  have	  been	  used	  to:	  
	  
a.   Complete	  a	  gap	  analysis	  -‐	  overlaying	  the	  product	  inventory	  with	  BTA	  consumer	  research	  to	  help	  iden5fy	  

product	  or	  experience	  gaps	  relevant	  to	  Bermuda’s	  target	  visitor.	  This	  also	  contributes	  to	  product	  
development	  strategy	  and	  liaison	  with	  Sales	  &	  Marke5ng	  re:	  marke5ng	  poten5al.	  The	  process	  involves	  
using	  exis5ng	  and	  new	  tools,	  as	  well	  as	  commissioned	  research	  (as	  required),	  including:	  

•  Updated	  visitor	  exit	  surveys	  
•  Specific	  on-‐site	  sa5sfac5on	  surveys	  of	  visitors	  at	  BTA-‐supported	  events	  and	  experiences,	  which	  we	  ini5ated	  in	  Q2	  
•  Review	  Pro,	  to	  measure	  customer	  sa5sfac5on	  and	  aggregated/individual	  ra5ngs	  of	  a	  sample	  of	  Bermuda	  hotels	  

	  –	  which	  con5nue	  to	  score	  well	  on	  overall	  service,	  but	  lower	  on	  value	  
	  

b.   During	  Q4,	  worked	  with	  Research	  and	  Business	  Intelligence	  to	  develop	  and	  commission	  online	  visitor	  
expecta5ons	  survey	  re:	  beach	  experience	  and	  entertainment.	  The	  survey	  will	  take	  place	  through	  Jan/Feb	  
2015;	  results	  will	  provide	  market-‐driven	  data	  to	  develop	  strategy	  and	  product	  for	  Bermuda’s	  beaches	  
and	  entertainment.	  
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4.   Sports	  Tourism	  Events-‐	  Q4	  saw	  a	  number	  of	  high	  profile	  sports	  tourism	  events	  take	  place	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  

on	  island.	  They	  included:	  
	  

•  PGA	  Grand	  Slam	  of	  Golf	  	  
•  Canadian	  Accredited	  Independent	  Schools	  Boys	  Youth	  Soccer	  	  
•  Round	  The	  Sound	  Swim	  	  
•  Argo	  Group	  Gold	  Cup	  	  
•  Interna5onal	  Associa5on	  of	  Golf	  Administrators	  Conference	  	  
•  Queen	  of	  Bermuda	  Triathlon	  	  
•  Women	  in	  Golf	  tournament	  
•  World	  Rugby	  Classic	  	  
•  Bermuda	  Squash	  Challenge	  	  
•  Gosling’s	  Invita5onal	  golf	  tournament	  
•  Announcement	  of	  Bermuda	  as	  the	  America’s	  Cup	  2017	  host	  venue;	  arrival	  and	  presenta5on	  of	  the	  

Cup	  to	  the	  people	  of	  Bermuda;	  team	  visits	  and	  ini5al	  planning	  for	  reloca5on.	  

	  

These	  events	  brought	  in	  excess	  
of	  2,500	  visitors	  to	  the	  island,	  
who	  contributed	  direct	  
spending	  into	  the	  economy,	  and	  
several	  also	  aFracted	  celebrity	  
sports	  personali5es.	  The	  events	  
also	  generated	  media	  exposure	  
for	  Bermuda.	  	  
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5.   America’s	  Cup	  (AC)	  	  
Q4	  was	  the	  culmina5on	  of	  10	  months	  of	  work	  by	  the	  ACBDA	  bid	  team	  –	  in	  which	  Adam	  Barboza	  and	  
Victoria	  Isley	  represented	  the	  BTA	  -‐	  that	  resulted	  in	  Bermuda	  being	  chosen	  as	  the	  host	  venue	  of	  the	  
2017	  America’s	  Cup.	  As	  a	  result,	  Bermuda	  will	  also	  host	  an	  America’s	  Cup	  World	  Series	  event	  in	  
October	  of	  2015.	  Mee5ngs	  and	  input	  covered	  infrastructure,	  site	  plans,	  logis5cs,	  budge5ng,	  marke5ng,	  
carrying	  capacity,	  transport	  plans,	  legisla5ve	  changes,	  super-‐yacht	  policy,	  race	  course	  analysis,	  on	  
island	  hospitality,	  marke5ng	  ac5va5on,	  public	  rela5ons,	  entertainment	  op5ons,	  commercial	  leads	  and	  
economic	  benefit	  analysis.	  The	  process	  also	  included	  mul5ple	  site	  visits	  and	  mee5ngs	  with	  the	  
America’s	  Cup	  Event	  Authority	  Team	  and	  nego5a5ons	  to	  finalize	  the	  Host	  Venue	  Agreement.	  	  

	  

17	  



GoToBermuda.com	  

18	  

6.   Cruise	  Line	  Strategy	  and	  America’s	  Cup	  	  
During	  Q4	  extended	  discussions	  	  focused	  on	  opportuni5es	  around	  AC	  2017	  with	  specific	  prospec5ve	  
cruise	  line	  partners,	  i.e.	  Norwegian	  and	  recently	  acquired	  subsidiary	  Pres5ge	  Cruise	  Line	  
(incorpora5ng	  Oceania	  and	  Regent	  brands),	  and	  Royal	  Caribbean,	  with	  Azamara	  Cruises.	  These	  
discussions	  now	  include	  an	  AC	  representa5ve	  to	  explore	  three	  possible	  opportuni5es:	  ship	  charters,	  
AC-‐themed	  i5neraries	  throughout	  the	  2017	  season	  and	  sponsorship.	  Dialogue	  will	  con5nue	  through	  
Q1	  2015,	  and	  will	  also	  cover	  facilita5ng	  AC-‐specific	  visitor	  experiences.	  	  
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7. 	  Cultural	  tourism	  iniFaFve	  Hub	  1	  (St.	  George’s	  and	  St.	  David’s)	  	  
	  completed	  phase	  one	  delibera5ons	  and	  produced	  resul5ng	  cultural	  tourism	  strategic	  plan	  for	  Hub	  1.	  
	  The	  3-‐year	  plan	  provides	  direc5on,	  5melines	  and	  detailed	  ac5on	  steps	  for	  ongoing	  stakeholder	  
	  collabora5on,	  product/experience	  enhancement,	  cultural	  asset	  management	  and	  marke5ng.	  The	  
	  broad	  range	  of	  cultural	  organiza5ons	  within	  the	  Hub	  have	  embraced	  the	  plan;	  public	  mee5ngs	  to	  share	  
	  it	  with	  the	  wider	  Hub1	  community	  are	  set	  for	  the	  end	  of	  January.	  A	  steering	  commiFee	  will	  be	  set	  to	  
	  ensure	  plan	  implementa5on;	  BTA	  will	  be	  represented	  on	  that	  team.	  	  

8. 	  Visitor	  InformaFon	  Centre	  (VIC)	  strategy	  	  
	  During	  Q4	  extended	  discussions	  	  focused	  on	  opportuni5es	  around	  AC	  2017	  with	  specific	  prospec5ve	  
	  cruise	  line	  partners,	  i.e.	  Norwegian	  and	  recently	  acquired	  subsidiary	  Pres5ge	  Cruise	  Line	  (incorpora5ng	  
	  Oceania	  and	  Regent	  brands),	  and	  Royal	  Caribbean,	  with	  Azamara	  Cruises.	  These	  discussions	  now	  
	  include	  an	  AC	  representa5ve	  to	  explore	  three	  possible	  opportuni5es:	  ship	  charters,	  AC-‐themed	  
	  i5neraries	  throughout	  the	  2017	  season	  and	  sponsorship.	  Dialogue	  will	  con5nue	  through	  Q1	  2015,	  and	  
	  will	  also	  cover	  facilita5ng	  AC-‐specific	  visitor	  experiences.	  	  
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Q4	  Proper	  Fun	  Paid	  Media	  Highlights	  	  	  
Print:	  	  
•  2.3	  Million	  impressions	  	  
•  Afar,	  Travel	  &	  Leisure,	  Garden	  &	  Gun,	  Delta	  Sky,	  Dive	  News	  Network	  

OOH:	  	  
•  2.7	  million	  impressions	  
•  Giant	  3-‐panel	  board,	  inbound	  to	  ManhaFan	  from	  Long	  Island	  Expressway	  

Digital:	  	  
•  21.5	  million	  impressions	  	  
•  37,713	  clicks	  
•  CTR	  0.175%	  	  

–  Top	  performing	  sites:	  Robb	  Report,	  TravelZoo,	  Afar,	  Art	  Info	  
21	  
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Overall	  Media	  Approach	  	  
Based	  on	  a	  new	  direc5on	  to	  drive	  engagement,	  create	  an	  emo5onal	  connec5on	  and	  build	  a	  mul5-‐plasorm	  effort,	  Q4	  
efforts	  seek	  to	  create	  new	  opportuni5es	  for	  BTA.	  	  	  
	  
•  Deliver	  messaging	  to	  defined	  City	  Sophis5cates	  audience,	  using	  the	  “Proper	  Fun”	  plasorm,	  where	  possible	  

•  Move	  consumers	  through	  a	  con5nuum	  from	  dreaming	  about	  a	  vaca5on,	  to	  research/planning,	  booking,	  
experiencing	  and	  sharing.	  	  

•  From	  bucket	  list	  to	  book	  it	  list:	  	  Drive	  bookings	  via	  Bermuda	  site,	  OTAs,	  travel	  agents,	  etc.	  	  

•  Select	  partners	  that	  evoke	  an	  emo5onal	  connec5on	  with	  their	  audience	  while	  aligning	  with	  City	  Sophis5cate	  
mindset	  

•  Develop	  cross-‐plasorm	  opportuni5es	  with	  select	  vendors	  to	  drive	  custom	  crea5on	  and	  mul5-‐touch	  point	  exposure	  

•  Leverage	  all	  available	  media	  channels	  with	  each	  selected	  partner	  to	  increase	  reach	  and	  frequency	  

•  Ensure	  amplifica5on	  via	  social	  sharing	  &	  integra5on	  

•  Ensure	  reach	  to	  key	  geographies,	  including	  New	  York	  &	  Boston	  DMAs	  

•  Create	  custom	  content	  that	  BTA	  will	  own	  at	  the	  end	  of	  the	  promo5on	  (images,	  video,	  etc)	  
	  	   23	  
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AFAR	  Overview	  	  
Print:	   Nov/Dec	  issue	  –	  Full	  page	  na5onal	  run	  	  

Video:	   3x	  video	  cuts	  produced	  by	  Afar	  writers	  

Digital:	  
Sponsorship	  of	  the	  Bermuda	  Des5na5on	  Page,	  
Includes	  (3)	  pieces	  of	  custom	  content	  with	  one	  
seasonality	  refresh;	  	  Custom	  video	  highlights	  

Email:	   1x	  Wanderlust	  eblast	  to	  5,000	  opt-‐ins	  (Jan.	  15),	  
NewsleFer	  Banner,	  NewsleFer	  Partner	  Post	  

Social:	  
Four	  (4)	  Facebook	  posts	  and	  Tweets	  delivered	  
approximately	  250K	  impressions	  in	  Dec.	  

Sweep-‐
stakes	  

Sweepstakes	  in	  Dec.	  delivered	  approximately	  
123K	  impressions	  

24	  
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Click	  images	  	  
to	  link	  to	  videos	  
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Travel	  +	  Leisure	  Overview	  	  
Concept:	  	  Bermuda	  Through	  My	  Lens	  
Opportunity	  Summary:	  Travel	  +	  Leisure	  will	  hand-‐select	  two	  (2)	  high-‐profile	  Instagram	  photographers	  to	  
spend	  a	  weekend	  on	  Bermuda	  and	  compile	  photography	  and	  content	  to	  post	  on	  their	  Instagram	  feeds,	  
combined	  with	  a	  1-‐day	  takeover	  of	  T+L	  Instagram	  page.	  	  These	  digital	  components	  will	  be	  combined	  with	  
pages	  and	  spreadvertorials	  in	  upcoming	  print	  issues.	  	  	  

Print:	   Dec	  –	  Na5onal	  FP4C	  

Na<ve:	  
BTA	  Takeover	  of	  T+L	  Instagram	  page	  generated	  33K+	  likes,	  the	  most	  successful	  Instagram	  takeover	  on	  T+L	  to	  
date;	  Each	  Instagram	  photographer	  posted	  5-‐7	  images	  of	  Bermuda	  to	  their	  unique	  and	  highly	  trafficked	  Instagram	  
accounts	  

Digital:	   Custom	  billboard	  unit	  (970x250	  collapsible),	  featuring	  a	  slideshow	  of	  the	  Instagram	  images	  captured	  by	  the	  
talent,	  with	  a	  short	  descrip5on	  of	  each	  photo	  /	  travel	  recommenda5ons.	  	  	  

Email:	  
(2)	  Custom	  eblasts	  with	  i5nerary	  teasers	  for	  escape	  to	  Bermuda,	  1,500	  Travel	  Specialist	  recipients.	  1	  ran	  12/27,	  
delivering	  926	  clicks,	  10.08%	  CTR.	  Daily	  e-‐newsleFer	  sponsorships	  ran	  as	  added	  value	  12/13	  (66	  clicks,	  .18%	  CTR)	  
and	  12/17	  (203	  clicks,	  .6%	  CTR)	  	  

Social:	   Custom	  Facebook	  (602K+	  Fans)	  and	  TwiFer	  (789K+	  Followers)	  posts	  

26	  
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Mul5ple	  Channels	  with	  Inspira5onal	  Content	  

27	  
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“This	  might	  be	  my	  favorite	  picture	  
I've	  posted	  all	  year.	  It's	  from	  a	  job	  I	  

did	  for	  @travelandleisure	  with	  
@bermudatourism.	  Really	  an	  

honor.”	  @joshjohnson	  
28	  
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Print:	  
8-‐page	  digest	  insert	  with	  FP4C	  BTA	  brand	  ad,	  concept	  
highligh5ng	  3	  local	  tastemakers;	  bonus	  FP4C	  ad	  in	  
Feb/Mar	  2015	  issue	  

Video:	   2	  min	  video	  (supplied)	  on	  gardenandgunpromo.com	  
for	  8	  weeks	  	  

Digital:	   200K	  ROS	  banner	  impressions	  (December)	  

Social:	   1	  social	  media	  promo5on	  

Concept:	  	   	  A	  Local’s	  Guide	  to	  Bermuda	  	  
Opportunity	  Summary:	  Garden	  &	  Gun’s	  December/January	  
will	  feature	  an	  8-‐page	  digest	  sized	  insert	  focusing	  on	  the	  
local’s	  guide	  to	  Bermuda	  through	  the	  eyes	  of	  3	  tastemakers,	  
wriFen	  by	  Garden	  &	  Gun	  writers;	  	  photographer	  Gavin	  
Howarth	  

1	  of	  3	  spreads	  
29	  
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Delta	  Sky	  Overview	  	  
Concept:	   	   	  Des5na5on	  Profile	  
Opportunity	  Summary:	  Work	  with	  Delta	  Sky	  and	  on-‐island	  partners,	  create	  a	  special	  advertorial	  
“Des5na5on	  Sec5on”	  in	  the	  December	  issue	  

Print:	  
Two-‐page	  spread	  in	  Des5na5on	  
Profile	  Sec5on	  in	  the	  December	  
2014	  issue	  

Par<cipa<on:	  

Confirmed	  adver5sers	  include	  
Elbow	  Beach	  Resort,	  Gosling’s,	  
Rosedon,	  Ascendent,	  BuFerfield	  &	  
Vallis,	  DEMCO	  Florist,	  more	  

Size:	  
Currently	  14	  pages;	  an5cipate	  it	  
growing	  to	  20+	  pages	  based	  on	  
addi5onal	  adver5sers	  

Click	  image	  to	  link	  to	  special	  sec<on	  
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Out	  of	  Home	  
Long	  Island	  Expressway	  (LIE)	  from	  JFK	  Airport	  

Concept:	  	   	  Bermuda’s	  Accessibility	  
Opportunity	  Summary:	  Outdoor	  adver5sing	  
between	  ManhaFan	  and	  JFK	  tou5ng	  how	  close	  
Bermuda	  is	  –	  just	  a	  90	  minute	  flight	  &	  daily	  non-‐
stops	  from	  JFK	  
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Robb	  Report	  Overview	  	  
Opportunity	  Summary:	  A	  custom	  content	  spotlight	  
that	  brings	  the	  Bermuda	  experience	  to	  life,	  along	  
with	  a	  variety	  of	  high-‐impact	  traffic	  drivers	  across	  
Robb	  Report	  that	  feature	  lead	  genera5ng	  links	  to	  
encourage	  readers	  to	  pursue	  “me	  5me”	  and	  
“Proper	  Fun”	  in	  Bermuda.	  	  

Digital:	  

Content	  Spotlight	  includes	  Video,	  Slideshow,	  Lead	  
Html	  page(s)	  featuring	  Robb	  Genera5on	  and	  Links	  
Report	  content,	  advertorial,	  promo5ons,	  image	  
gallery,	  video,	  300x600	  and	  728x90	  banners,	  and	  
mul5ple	  hyperlinks;	  	  Dedicated	  and	  targeted	  
promo5on	  traffic	  drivers	  Include	  728x90,	  300x250,	  
300x100,	  Social	  Posts,	  and	  Media	  Bars;	  	  Geo-‐
Targeted	  High	  Impact	  units	  	  

Email:	   Geo-‐targeted	  email	  components	  

Click	  image	  to	  link	  to	  site	   32	  
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Google/TruView/YouTube	  Overview	  	  
Concept:	  	   	  Tastemade	  Video	  Content	  Play	  
Opportunity	  Summary:	  In	  conjunc5on	  with	  Google’s	  MCN	  (mul5-‐channel	  network),	  BTA	  worked	  with	  an	  
MCN	  partner	  to	  pen,	  produce	  and	  promote	  na5ve	  content,	  in	  the	  form	  of	  edit	  and	  video,	  through	  their	  
network	  of	  followers.	  	  Tastemade,	  with	  15	  million	  subscribers,	  is	  the	  suggested	  MCN	  as	  it	  not	  only	  has	  a	  
strong,	  authen5c	  following	  of	  foodies,	  it	  also	  aligns	  with	  heavy	  lifestyle	  and	  travel	  content	  readers.	  	  
Ul5mately,	  6	  episodes	  were	  produced	  that	  will	  be	  promoted	  via	  TrueView	  and	  can	  be	  repurposed	  for	  other	  
BTA	  marke5ng.	  	  	  

Na<ve:	   6	  custom,	  na5ve	  content	  videos	  to	  be	  promoted	  throughout	  TrueView	  network,	  along	  with	  use	  
for	  BTA	  marke5ng	  purposes	  

Video:	   BTA	  will	  acquired	  6	  video	  components	  as	  part	  of	  the	  na5ve	  content	  produced	  by	  Tastemade	  

Digital:	   Over	  33MM	  promo5onal	  banners	  impression	  to	  run	  throughout	  TrueView	  network	  as	  well	  as	  
GDN	  with	  expandable,	  lightbox	  units	  
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3	  Producers,	  6	  Videos,	  500K+	  Views	  	  

A	  few	  of	  the	  many	  responses	  to	  the	  video	  series:	  
	  
“Living	  in	  the	  Pacific	  Northwest	  it	  probably	  wouldn't	  have	  occurred	  to	  me	  to	  priori<ze	  a	  trip	  to	  Bermuda,	  but	  you've	  changed	  my	  perspec<ve!	  All	  of	  this	  
looks	  amazing!	  Bermuda	  just	  moved	  way	  up	  the	  list	  of	  places	  to	  see.	  Thanks	  for	  sharing!”	  
	  
“OMG	  I	  REALLY	  HAVE	  TO	  VISIT	  BERMUDA	  AND	  ITS	  CUISINE	  <3”	  ILY	  

Click	  images	  to	  link	  to	  videos	  
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TravelZoo	  Overview	  	  

Na<ve:	  

Custom	  featured	  Des5na5on	  Page	  plasorm;	  first	  
beta	  with	  video/photographs	  in	  carousel	  in	  top	  
image	  box;	  includes	  text/copy	  and	  customized	  
offers/deals	  

Video:	   Included	  in	  Des5na5on	  Page.	  

Digital:	  
2.4MM	  geo-‐targeted	  Des5na5on	  Flash	  emails;	  	  
5MM	  network	  traffic	  driver	  impressions;	  	  4MM	  
retarge5ng	  impressions	  	  

Social:	   1	  social	  media	  promo5on	  

Results	  to	  
Date:	  

Flight:	  Dec.	  4-‐18,	  2014	  
Total	  Reach:	  6,796,448	  impressions	  
Total	  clicks	  to	  visitbermuda.com:	  1,038	  clicks	  
Total	  video	  views:	  529	  views	  
Total	  clicks	  to	  partner	  deals:	  13,725	  clicks	  
DesFnaFon	  Flash	  open	  rate:	  14.32%	  
.	  	  	  

35	  



GoToBermuda.com	  

ArtInfo	  Overview	  	  

Concept:	  	   	  Collector	  Profile	  
Opportunity	  Summary:	  Partnership	  with	  ArtInfo	  
includes	  Art	  Basel	  Miami	  daily	  newspaper	  
integra5on/in-‐read	  video;	  	  addi5onal	  exposure	  via	  
pre-‐roll,	  custom	  photo	  gallery,	  integra5on	  of	  
Bermuda-‐inspired	  works	  &	  museum	  events,	  
display/banners	  and	  social	  
	  
•  Print	  ran	  on	  page	  27	  adjacent	  to	  

‘Conversa5ons	  with	  Collectors’	  content,	  
approximately	  40K	  distributed	  during	  
ArtBasel	  in	  Miami	  

•  Approximately	  900K	  digital	  impressions	  
were	  served	  in	  Q4,	  1,200+	  clicks,	  approx.	  
CTR	  .13%	  
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Q4	  WestJet	  &	  WestJet	  VacaFons	  Co-‐op	  	  
Campaign	  Performance*:	  
Banner	  Performance:	  	  
•  3.2	  million	  impressions	  
•  6,341	  clicks	  	  	  
•  CTR	  0.198%	  	  	  

–  Top	  performing	  sites:	  Weather	  Network,	  	  
TripAdvisor,	  Luxury	  Link	  
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Q4	  eNewsleier	  Performance:	  

Digital	  direct	  marke5ng	  included	  distribu5on	  of	  648,090	  eNewsleFers,	  with	  an	  overall	  
average	  Open	  Rate	  of	  15.7%	  and	  CTR	  of	  9.3%	  
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ObservaFons	  &	  AcFons	  	  
•  The	  “Proper	  Fun”	  digital	  campaign	  achieved	  a	  higher	  ini5al	  response	  rate	  than	  

the	  previous	  “Be”	  Campaign	  ini5al	  response	  rate.	  
•  NewsleFer	  Open	  Rates	  and	  Click	  Thru	  Rates	  decline	  going	  into	  November	  and	  

December	  –	  consistent	  with	  prior	  year	  experience.	  
•  In	  SEM,	  we	  consistently	  see	  the	  strongest	  ad	  groups	  as	  Travel	  Deals,	  General	  

Informa5on,	  and	  What	  to	  Do.	  In	  December	  there	  was	  a	  stronger	  focus	  on	  holiday	  
related	  search.	  Need	  to	  con5nue	  to	  work	  with	  Google	  to	  op5mize	  the	  campaign.	  
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40	  

Seasonal	  Content	  
•  BTA	  created	  seasonal	  sec5on	  of	  gotobermuda.com	  to	  

promote	  travel	  to	  Bermuda	  during	  the	  winter	  season.	  
•  Content	  sec5ons	  highlighted	  Bermudian	  experiences	  

including:	  
–  Arthur	  Rankin	  Rudolph	  exhibit	  at	  Masterworks	  
–  Stuffing	  stuffer	  sec5on	  highligh5ng	  Bermuda-‐made	  

products	  that	  could	  be	  ordered	  online	  
–  St.	  George’s	  Walkabout	  
–  Houses	  of	  Worship	  
–  Holiday	  Cuisine	  
–  Houses	  of	  Worship	  
–  Boxing	  Day,	  Gombeys	  &	  New	  Years	  Eve	  events	  
–  Worked	  with	  hotel	  partners	  to	  expand	  experiences	  

including	  Rosewood	  Tucker’s	  Point	  

•  Generated	  press	  coverage	  
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FILMING ON-ISLAND - AUG

PRESS ON FILMING - AUG

UK PRESS TRIP - SEPT

EPISODES AIR - OCT

SALES MISSION - OCT

TOUR OPERATOR PAX

BA CO-OP MEDIA

Integrated	  MarkeFng	  Strategy	  &	  AcFvaFon	  
X	  Factor	  UK	  
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In	  partnership	  with	  Bri5sh	  Airways	  and	  Fairmont	  
Southampton,	  BTA	  hosted	  X	  Factor	  judges	  houses	  with	  Louis	  
Walsh,	  Tulisa	  Contostavlos	  and	  the	  groups	  category	  in	  
August	  2014.	  	  	  
	  
The	  show	  aired	  in	  October	  2014.	  	  
•  Achieved	  60	  minutes	  of	  prime5me	  editorial	  TV	  coverage	  	  
•  Generated	  440	  social	  media	  men5ons	  of	  Bermuda	  and	  X	  

Factor	  during	  the	  shows	  airing	  5mes	  
•  Pre	  and	  post	  coverage	  was	  achieved	  across	  print	  and	  

online	  media	  in	  5tles	  such	  as	  London	  Evening	  Standard,	  
OK!,	  Daily	  Mirror,	  Mailonline,	  Hello!	  And	  Metro	  

•  Bermuda	  show	  achieved	  an	  overall	  reach	  of	  532,087,962	  
and	  an	  adver5sing	  equivalency	  of	  £8,417,162	  	  

•  Bri5sh	  airways	  reported	  a	  20%	  increase	  in	  enquiries	  
immediately	  following	  the	  show	  and	  a	  32%	  year	  on	  year	  
increase	  in	  room	  nights	  booked	  in	  October	  2014	  
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Opodo	  PromoFon	  –	  Germany	  
Sept	  -‐	  Nov	  	  
Concept:	   	  	  Microsite	  Content	  &	  Promo5on	  
Opportunity	  Summary:	  Work	  with	  one	  of	  the	  leading	  travel	  
websites	  in	  Germany	  to	  create	  custom	  inspira5onal	  content	  
to	  tell	  Bermuda’s	  story	  and	  drive	  bookings	  

Concept:	   Microsite	  Content	  &	  PromoFon	  

Digital:	  

2.215MM	  impressions	  served	  via	  custom	  
microsite,	  dedicated	  enewsleFer,	  	  des5na5on-‐
targe5ng	  of	  mega	  wallpaper,	  skyscrapers	  and	  
leader	  boards	  

Results:	   Produced	  30	  bookings/54	  passengers	  
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•  Worked	  coopera5vely	  with	  BHA	  to	  produce	  annual	  
Tour	  Operator	  Summit,	  suppor5ng	  with	  web	  
hos5ng,	  event	  content,	  transporta5on	  and	  sites.	  

	  

•  Hosted	  at	  Fairmont	  Southampton	  and	  supported	  
by	  BHA	  member	  partners	  for	  all	  F&B	  func5ons.	  

	  

•  22	  key	  TO’s	  and	  OTA	  product	  managers	  in	  
aFendance	  networking	  and	  ge|ng	  updated	  on	  the	  
island	  hotels	  	  including	  Canadian	  and	  NA	  airline	  
partners.	  

•  BHA	  created	  great	  event	  showcasing	  Fort	  St.	  
Catherine	  –	  bringing	  the	  des5na5on	  to	  life	  with	  
GroFo	  taking	  lead	  role.	  
hFp://www.moongateproduc5ons.com/bta-‐fort-‐
st-‐catherine-‐61014/	  

•  Shared	  BTA’s	  Marke5ng	  Strategy	  and	  Approach	  to	  
begin	  the	  conversa5ons	  for	  2015	  partnerships	  

	  

North	  American	  Tour	  Operator	  Summit	  Power	  of	  Partnership	  
Oct.	  6-‐8	  
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IMEX	  America	  –	  Oct.	  13-‐15	  

•  Conducted	  60	  appointments	  with	  
corporate	  and	  incen5ve	  mee5ng	  
planners	  

•  Generated	  6	  leads	  totaling	  6,095	  
poten5al	  room	  nights	  for	  groups	  	  

•  Coopera5ve	  partners	  aFending	  
included:	  	  Elbow	  Beach	  Resort,	  
Discover	  Bermuda	  and	  Select	  Site	  
Group	  
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UK	  Sales	  Mission	  –	  Oct.	  20-‐23	  

•  Hosted	  8	  travel	  trade	  partners	  with	  hotel	  
partners	  to	  promote	  Bermuda	  at	  an	  event	  in	  
London	  

•  Par5cipa5ng	  representa5ves	  from	  hotel	  
partners	  included:	  	  The	  Reefs,	  St.	  George’s	  
Club,	  GroFo	  Bay	  &	  Cambridge	  Beaches	  
(limited	  aFendance	  due	  to	  storm	  impact	  on-‐
island)	  

•  Individual	  sales	  calls	  to	  4	  other	  travel	  trade	  
partners	  

BA	  Holidays	  
Classic	  Collec5on	  
Cox	  &	  Kings	  
Des5nology	  
Elegant	  Resorts	  
ITC	  
Kenwood	  Travel	  
Lusso	  
Pres5ge	  Holidays	  
Purely	  Bermuda	  
Saga	  	  
Tropical	  Sky	  
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ALHI	  Site	  Visit	  &	  Partnership	  Launch	  –	  Nov.	  4-‐6	  

•  Officially	  launched	  as	  part	  of	  the	  Global	  
Luxury	  Alliance	  for	  Associated	  Luxury	  
Hotels	  Interna5onal	  (ALHI)	  to	  increase	  the	  
corporate	  and	  incen5ve	  market	  for	  
Bermuda	  

•  Hosted	  site	  visit	  for	  4	  ALHI	  representa5ves	  
for	  a	  site	  visit	  to	  introduce	  them	  to	  
Bermuda’s	  mee5ngs	  and	  incen5ve	  
product	  

•  Loca5ons	  toured	  included	  hotels	  with	  
mee5ng	  space,	  special	  event	  venues	  such	  
as	  Fort	  St.	  Catherine,	  Dockyard	  and	  
Commissioners	  House	  

•  Coordinated	  mee5ng	  with	  interested	  
hotel	  partners	  interested	  in	  the	  corporate	  
&	  incen5ve	  market	  
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America’s	  Cup	  
•  Par5cipated	  ac5vely	  in	  America’s	  Cup	  Bid	  

CommiFee	  to	  secure	  the	  35th	  America’s	  Cup	  for	  
Bermuda	  in	  2017	  

•  Secured	  hotel	  room	  block	  commitments	  and	  non-‐
gouging	  agreements	  for	  35th	  America’s	  Cup	  in	  2017	  
and	  World	  Series	  Racing	  Event	  in	  2015	  

•  Contributed	  marke5ng	  agreement	  as	  part	  of	  
proposal	  and	  host	  venue	  agreement	  

•  Designed	  bid	  proposal	  documents	  
•  Coordinated	  with	  government	  stakeholders	  and	  

ACEA	  on	  announcement	  events,	  statements,	  
releases	  	  

•  Contributed	  to	  Dec.	  2	  press	  announcement	  in	  NYC	  
•  Designed	  the	  Dec.	  3	  Royal	  GazeFe	  insert	  

announcing	  America’s	  Cup	  
•  Commissioned	  video	  tou5ng	  Bermuda	  as	  a	  sailing	  

des5na5on	  and	  home	  of	  America’s	  Cup	  (8,400	  
views	  on	  youtube	  &	  vimeo)	  

•  Coordinated	  mee5ng	  with	  ACEA	  and	  hotel	  partners	  
for	  a	  briefing	  Dec.	  4	  

TravelandLeisure.com 
Dec. 5, 2014
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ITC	  PromoFon	  –	  UK	  -‐	  Dec.	  

•  Email	  marke5ng	  co-‐op	  with	  
Rosewood	  Tucker’s	  Point,	  The	  
Reefs	  Resort	  &	  Club	  and	  
Cambridge	  Beaches	  Resort	  &	  Spa	  

•  Distributed	  to	  7,164	  UK	  
consumers	  

•  20%	  open	  rate	  
•  123	  clicks	  –	  1.7%	  click	  thru	  rate	  
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Trade Newsletter Performance
• eNewsletter targeted towards travel trade (meetings, 
incentive and agents) to showcase new developments and 
experiences on-island 

• Distribution: 5,174 

• Open Rate: 16%

• CTR: 4%

Media Newsletter Performance
• eNewsletter targeted towards media to showcase new 
developments and experiences on-island 

• Distribution: 129*

• Open Rate: 31%

• CTR:13%

*A media opt-in form is slated for the website to grow this 
database
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NYC Media Visits
Dec. 10-11, 2014

•  Turner PR secured 5* appointments 
with top-tier journalists

•  Publications include:
•  Robb Report
•  Travel + Leisure
•  DuJour
•  Skift
•  Departures 

•  As a result, confirmed coverage in the 
Travel + Leisure February issue

*Two additional appointments, including 
the Wall Street Journal, were secured but 
had last-minute scheduling conflicts. 
Those appts will be made up in Q1. 
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Upcoming Coverage Highlights

•  Triathlete Magazine Swimsuit issue
•  SAIL Magazine February issue
•  Travel + Leisure February issue 
•  Condé Nast Traveler March 2015 issue
•  Delta SKY feature in April issue on Bermuda 

Marathon
•  Condé Nast Traveler May 2015 issue
•  Endless Vacations 
•  Robb Report February issue
•  BRIDES magazine for upcoming Most Romantic 

Beaches slideshow


Q4 Coverage Snapshot

•  Number of Articles: 69
•  Impressions: 205,441,121
•  Average Score: 64

Coverage Highlights

Elle Canada – November 6, 2014
Mary Celestia

Destination Weddings & Honeymoons – 
November 6, 2014
Babymoons
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Hurricane Recovery Coverage

Travel Pulse – October 20, 2014
Hurricane Recovery

CaribJournal.com – October 21, 2014
Hurricane Recovery

Hurricane Gonzalo PR Efforts:

•  Created Hurricane Gonzalo update 

newsletter and distributed to trade and 
media contacts

•  Updated website with hurricane statements
•  Pitched recovery efforts to trade media
•  Provided recovery copy for consumer 

newsletter
•  Secured downloadable clips from top major 

broadcast coverage
•  Updated crisis plan
• Monitored media coverage of the storm and 

provided twice daily media updates 
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Upcoming Media Visits

•  Triathlete Shoot – January 12-16, 2015
•  Andrew Dobson – January 12-17, 2015
•  T’ing Off FAM – January 14-18, 2015

•  Confirmed outlets: Gear Patrol, Prevue, Golf Magazine/
Golf.com, Golf Channel

•  Cassie Shortsleeve – January 16-19, 2015 (Delta Sky)
•  Romance FAM – February 5-9, 2015

•  Confirmed outlets: Destination Weddings & Honeymoons, 
NYMag.com, Freelancer for Thrillist, Hemispheres and Esquire

Q4 Media Visits

•  Geri Bain – October 1-3, 2014 (AAA Home & Away)
•  Ultimate Bachelors FAM – October 14-18, 2014
•  Cynthia Barnes – October 23-26, 2014 (Toronto Star)
•  Proper Fun FAM – November 13-17, 2014
•  Mike Guy – November 13-16, 2014 (Maxim)
•  Terry Ward – November 19-22, 2014 (Endless Vacation)
•  Dale Dunlop – December 6-13, 2014 (Freelance)
•  Bert Archer – December 12-14, 2014 (The Globe and Mail)

Result of Bert Archer visit

Result of Proper Fun FAM
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Social Media: Q4 Highlights
As a result of focusing on quality content, Bermuda continues to see a strong growth in engagement across the board. While 
some engagement numbers have decreased slightly since Q3, engagements have still greatly increased overall since Q2. 
Community growth continues to steadily grow. Facebook saw a large growth due to an advertising campaign. 

•  Facebook	  
–  Total	  Likes:	  +29.6%	  
–  Avg.	  Engagement	  Rate:	  -‐4.5%	  

•  TwiFer	  
–  Followers:	  +5.7%	  
–  Avg.	  Engagement	  Rate:	  -‐9.2%	  

•  Instagram	  
–  Followers:	  +53.8%	  
–  Avg.	  Engagement	  Per	  Post:	  +17.2%	  

•  Pinterest	  
–  Followers:	  +8.2%	  

•  Google+	  
–  Followers:	  +8.9%	  
–  Avg.	  Engagement	  Per	  Post:	  +17.5%	  

•  YouTube	  
–  Subscribers:	  +5.4%	  
–  Total	  Views:	  -‐27.5%	  

•  Blog	  
–  Pageviews:	  +3.4%	  
–  Time	  on	  Blog:	  +17.9%	  

55	  



GoToBermuda.com	  

Investment	  Division	  
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The	  investment	  division	  con5nued	  its	  mandate	  of	  developing	  an	  investment	  environment	  for	  domes5c	  and	  
interna5onal	  investors	  and	  operators	  in	  Bermuda.	  Following	  on	  from	  the	  ac5vi5es	  in	  the	  3rd	  quarter,	  the	  4th	  
quarter	  primarily	  focused	  on	  comple5ng	  and	  finalizing	  key	  legisla5ve	  framework	  for	  submission	  to	  the	  Ministry	  
of	  Tourism	  Development	  and	  Transport	  for	  review	  and	  adop5on.	  The	  outreach	  to	  both	  local	  and	  interna5onal	  
investors	  and	  operators	  remain	  a	  core	  ac5vity	  and	  focus.	  
	  
Ac5vi5es	  during	  the	  quarter	  included:	  
1.   	  AFendance	  at	  investment	  and	  development	  conferences.	  
2.   On	  island	  mee5ngs	  with	  the	  5	  principle	  hotels	  to	  understand	  key	  challenges	  and	  opportuni5es.	  
3.   Presenta5on	  of	  proposed	  incen5ves	  for	  new	  and	  exis5ng	  developments	  to	  the	  Bermuda	  Economic	  Development	  CommiFee.	  
4.   Dra}ing	  of	  the	  Cabinet	  Decision	  Paper	  for	  the	  new	  incen5ves	  act.	  
5.   Commissioning	  a	  dra}	  report	  for	  the	  improvement	  of	  parking	  and	  transporta5on	  op5ons	  for	  Horseshoe	  Bay	  	  
6.   Comple5ng	  the	  investment	  support	  for	  the	  Pier	  6	  tented	  facility	  with	  the	  Whisield	  Group	  Ltd.	  

During	  Q4	  of	  2014,	  the	  Investment	  Division	  accomplished	  
the	  following:	  
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For	  the	  Opera5ons	  Division,	  Q4	  was	  focused	  on	  strengthening	  processes,	  comple5ng	  
documenta5on	  and	  solidifying	  standards	  and	  procedures	  in	  prepara5on	  for	  a	  number	  of	  2015	  
ini5a5ves,	  including	  our	  first	  year-‐end	  audit,	  the	  introduc5on	  of	  PATI	  and	  the	  introduc5on	  of	  
the	  Na5onal	  Service	  Standard	  Programme.	  
	  

During	  Q4	  of	  2014,	  the	  OperaFons	  Division	  accomplished	  
the	  following:	  

OPERATIONS,	  GENERAL	  	  
Crisis	  Management	  Plan	  
The	  Bermuda	  Tourism	  Authority	  Crisis	  Management	  Plan	  was	  updated	  in	  advance	  of	  two	  hurricanes	  in	  the	  
fourth	  quarter	  and	  used	  extensively	  to	  prepare	  our	  opera5ons,	  stakeholders	  and	  partners	  si|ng	  on	  the	  
Emergency	  Measures	  Organiza5on.	  	  The	  plan	  served	  the	  organiza5on	  extremely	  well	  and	  was	  further	  
tweaked	  following	  the	  storms.	  	  Stakeholders	  were	  impressed	  with	  the	  level	  of	  communica5on	  they	  and	  the	  
media	  received	  from	  the	  BTA	  in	  advance	  of,	  during	  and	  a}er	  the	  storm	  –	  par5cularly	  as	  it	  relates	  to	  
conveying	  the	  message	  that	  Bermuda	  was	  quickly	  back	  open	  for	  business	  following	  the	  storm.	  	  	  
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Human	  Resources	  	  
The	  HR	  department	  con5nued	  to	  enhance	  the	  BTA	  Employee	  Portal	  with	  relevant	  employee	  informa5on.	  
Ini5a5ves	  which	  were	  con5nued	  during	  this	  period	  included	  processes,	  standards	  and	  procedure	  around	  
Performance	  Management	  prac5ces	  and	  teambuilding	  to	  enhance	  employee	  engagement.	  	  
	  
InformaFon	  Technology	  	  
The	  BTA	  Informa5on	  Technology	  plan,	  which	  included	  BTA	  current	  and	  future	  technology	  goals,	  was	  
completed	  in	  Q4	  and.	  	  An	  IT	  Services	  RPF	  was	  posted	  on	  11/20/14	  and	  is	  currently	  in	  the	  Vendor	  Review	  
phase	  with	  vendor	  selec5on	  on	  target	  to	  be	  completed	  by	  Q1,	  2015.	  	  
Voice,	  Data	  and	  Video	  migra5on	  was	  completed	  for	  both	  Bermuda	  and	  New	  York	  BTA	  office	  loca5ons.	  The	  
New	  York	  office	  IT	  equipment	  refresh	  was	  received	  and	  deployment	  will	  be	  completed	  Q1,	  2015,	  comple5ng	  
the	  IT	  transi5on	  process	  ini5ated	  when	  the	  BTA	  commenced	  opera5ons	  in	  April,	  2014.	  	  	  
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Training	  &	  Standards	  	  
The	  BTA’s	  Na5onal	  Service	  Standard	  Programme	  (NSSP)	  was	  presented	  to	  stakeholders	  for	  input	  and	  
feedback	  throughout	  Q4	  and	  will	  be	  implemented	  in	  January,	  2015.	  	  The	  programme	  has	  received	  industry-‐
wide	  support	  from	  all	  sectors.	  Administered	  through	  the	  Bermuda	  Hospitality	  Ins5tute,	  the	  NSSP	  includes	  a	  
customized	  cer5fica5on	  program	  leading	  to	  the	  obtainment	  of	  a	  Bermuda	  Tourism	  Ambassador	  designa5on	  
for	  individuals	  who	  complete	  the	  requirements.	  	  	  Designed	  to	  be	  employer	  driven	  in	  the	  first	  year,	  it	  is	  also	  
included	  as	  a	  requirement	  for	  recipients	  of	  BTA	  funding	  through	  Product	  &	  Experiences.	  	  	  
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ON-‐ISLAND	  COMMUNICATION	  &	  STAKEHOLDER	  RELATIONS	  
Quarterly	  Media	  Briefing	  -‐	  As	  part	  of	  the	  organiza5on’s	  commitment	  to	  transparency,	  the	  BTA	  has	  
formalized	  its	  schedule	  for	  the	  release	  of	  performance	  data	  to	  our	  stakeholders	  and	  the	  public,	  and	  included	  
the	  introduc5on	  of	  a	  quarterly	  conference	  call	  with	  local	  media.	  
	  
Stakeholder	  CommunicaFons	  -‐	  The	  BTA	  reaffirmed	  our	  commitment	  to,	  and	  devised	  a	  wriFen	  plan	  for,	  
bipar5san	  communica5on	  with	  poli5cal	  stakeholders	  and	  the	  expansion	  of	  our	  nonpar5san	  communica5on	  
efforts.	  	  
Each	  step	  in	  the	  plan	  is	  based	  on	  topic	  relevancy	  and	  5ming	  and	  will	  ensure	  the	  BTA	  is	  engaged	  in	  con5nued	  
dialogue	  with	  stakeholders	  and	  representa5ves	  from	  both	  sides	  of	  the	  poli5cal	  divide	  to	  share	  informa5on	  
and	  listen	  to	  ideas	  and	  feedback	  about	  the	  direc5on	  of	  the	  industry.	  
	  

Advocacy	  InformaFon	  Online	  -‐	  Recognizing	  the	  shortage	  of	  publicly	  available	  credible	  sta5s5cal	  informa5on	  
on	  the	  Bermuda	  tourism	  economy,	  performance	  and	  other	  sta5s5cal	  data	  has	  been	  compiled	  and	  will	  be	  
posted	  on	  BTA’s	  corporate	  website.	  	  	  
The	  pos5ng	  of	  such	  informa5on	  aligns	  with	  DMO	  best	  prac5ces	  and	  the	  informa5on	  is	  scheduled	  for	  
publica5on	  early	  in	  the	  first	  Q1,	  2015	  under	  a	  new	  sec5on	  heading	  5tled	  ‘Facts	  &	  Info’.	  	  	  
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Tourism	  AppreciaFon	  -‐	  BTA’s	  On-‐Island	  Tourism	  Appreciate	  
Campaign	  con5nued	  with	  the	  introduc5on	  of	  the	  second	  
“#lovemybermuda”	  video	  added	  to	  the	  campaign.	  	  The	  
campaign,	  featuring	  both	  locals	  and	  visitors	  expressing	  what	  
they	  love	  and	  are	  able	  to	  enjoy	  in	  Bermuda,	  has	  received	  20K	  
views	  since	  the	  its	  introduc5on	  at	  the	  end	  of	  Q3.	  
The	  Instagram	  handle	  #lovemybermuda	  forms	  the	  basis	  for	  
easy	  recogni5on	  and	  is	  the	  founda5on	  of	  a	  community	  
outreach	  campaign	  developed	  to	  engage,	  encourage	  and	  call	  
to	  ac5on	  through	  social	  media	  channels	  and	  public	  events.	  	  
The	  series	  can	  be	  viewed	  on	  the	  BTA’s	  YouTube	  channel.	  
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On-‐Island	  media	  coverage	  in	  print:	  
Media	  coverage	  in	  print	  -‐	  media	  coverage	  relates	  to	  press	  releases	  and	  editorial	  generated	  the	  by	  BTA	  or	  by	  
external	  en<<es	  that	  men<on	  BTA	  integrally	  in	  the	  story.	  	  	  
In	  Q4,	  posi5ve	  men5ons	  represented	  78.2%,	  a	  1.6%	  compara5ve	  increase	  from	  the	  76.5%	  in	  total	  men5ons	  
for	  Q3,	  while	  total	  local	  print	  Media	  men5ons	  declined	  14%	  from	  Q3	  to	  Q4.	  	  Those	  deemed	  as	  not	  posi5ve	  
fell	  in	  the	  category	  of	  being	  neutral	  in	  nature,	  poli5cally	  mo5vated	  or	  incidents	  that	  occurred	  beyond	  the	  
control	  of	  BTA.”	  
	  
October	  2014:	  10	  media	  men8ons	  	  
Story	  Highlights:	  
Beau<ful	  Bermuda	  –	  Bermuda	  Beaches	  –	  RG	  
Gonzalo	  leaves	  merely	  a	  dent	  in	  Gold	  Cup	  –	  RG	  
Cruise	  ship	  passengers	  to	  rise	  in	  2015	  –	  RG	  
Gonzalo	  could	  have	  cost	  tourism	  $1m	  a	  day	  –	  RG	  
Bermuda	  showcased	  on	  Rachael	  Ray	  show	  -‐	  RG	  
NY	  perfume	  launch	  brings	  Island	  global	  exposure	  -‐	  RG	  
Premier’s	  NY	  trip	  cost	  $3,200	  -‐	  RG	  
Deloiae	  Summer	  Internship	  Program	  Completes	  –	  Bernews	  
Deloiae	  Summer	  Internship	  Program	  Completes	  -‐	  RG	  
Tourism	  funding	  applica<ons	  go	  online	  –	  RG	  
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November	  2014:	  23	  media	  men8ons	  	  
Story	  Highlights:	  
A	  vote	  of	  confidence	  in	  Bermuda	  -‐	  RG	  
Ainslie:	  Bri<sh	  Team	  prefers	  Bermuda	  for	  Cup	  -‐	  RG	  
New	  Partnership	  for	  Tourism	  Authority	  –	  RG	  
Bermuda	  to	  Hold	  World	  Series	  Event	  in	  2015	  –	  Bernews	  
Crockwell	  taxed	  by	  minibus	  operators	  –	  RG	  
Tourism	  grant	  deadline	  extended	  –	  RG	  
BTA:	  Experiences	  Investment	  date	  pushed	  back	  –	  Bernews	  
Bermuda	  to	  Feature	  on:	  House	  Hunters”	  Show	  –	  Bernews	  
Bermuda	  Tourism	  Authority	  CEO	  tells	  ExpertFlyer	  Why	  this	  Island	  in	  the	  
Atlan<c	  is	  S<ll	  the	  perfect	  Vaca<on	  Getaway	  Des<na<on	  	  
Irra<onal	  Comments	  aaacked	  –	  RG	  	  
FAhy	  hits	  back	  at	  PLP	  cri<cism	  
BTA	  Video:	  ‘The	  Bermuda	  Spirit	  of	  Resilience	  –	  Bernews	  
Historical	  Video:	  Bermuda	  in	  the	  1960s	  –	  Bernews	  
Gallery	  Closure	  blamed	  on	  lack	  of	  support	  –	  RG	  
Americas	  Cup	  racing	  could	  come	  to	  Hamilton	  –	  RG	  
Call	  all	  budding	  entrepreneurs	  –	  RG	  
BTA	  Report	  on	  Interna<onal	  Media	  Coverage	  –	  Bernews	  
New	  marke<ng	  for	  Bermuda	  tourism	  –	  RG	  
Digital	  focus	  for	  Bermuda	  Tourism	  –	  RG	  
Island	  marks	  Global	  Entrepreneurship	  week	  –	  RG	  
Hollywood	  star	  Douglas	  to	  promote	  Bermuda	  –	  RG	  
Dunkley:	  ‘Ambi<os	  agenda’	  ahead	  for	  Government	  –	  RG	  
BTA	  welcomes	  tourism	  goals	  –	  RG	  

December	  	  2014:	  22	  media	  men8ons	  	  
Story	  Highlights:	  
Three	  local	  hotels	  on	  “world’s	  Best”	  list	  –	  RG	  
America’s	  Cup:	  Hotels	  cooperate	  to	  prevent	  gouging	  –	  RG	  
Work	  on	  St.	  George’s	  hotel	  to	  begin	  next	  May	  –	  RG	  
Tall	  Ships	  coming	  to	  Bermuda	  in	  June	  2017	  –	  Today	  in	  Bermuda	  
Tourism	  Authority	  Launches	  Marke<ng	  Campaign	  with	  Bri<sh	  Airways	  –	  
Today	  in	  Bermuda	  
Tourism	  invests	  almost	  $1	  million	  in	  locals	  –	  RG	  
Construc<on	  of	  St.	  George’s	  Hotel	  to	  Begin	  in	  Mid	  2015	  –	  RG	  
26	  Page	  Bermuda	  Feature	  in	  Delta	  Sky	  Magazine	  –	  Bernews	  
117-‐Page	  Casino	  Gaming	  Act	  Tabled	  in	  House	  –	  Bernews	  
AC35:	  ‘Our	  <me	  to	  shine,	  says	  Dunkley	  –	  RG	  
Adams	  gets	  golf	  post	  at	  Fairmont	  Southampton	  –	  RG	  
America’s	  Cup:	  D-‐day	  for	  Bermuda	  –	  RG	  
Bermuda	  in	  Delta’s	  Sky	  magazine	  –	  RG	  
Bermuda’s	  December	  Social	  Media	  Rankings	  –	  Bernews	  
Clocktower	  Mall	  to	  Open	  Seven	  Days	  a	  Week	  –	  Bernews	  
Three	  Bermuda	  Resorts	  listed	  as	  “Best	  Hotels”	  -‐	  RG	  
Eight	  Hotels	  in	  BTA	  Arrears	  –	  RG	  
Almost	  all	  Hotel	  taxes	  collected	  –	  BTA	  –	  RG	  
Cup	  a	  game	  changer	  for	  Tourism	  industry	  –	  RG	  
Minister	  –	  Desarrollos	  –	  RG	  
Caymans	  balked	  at	  CCC	  airport	  deal	  –	  RG	  
BTA	  inves<ng	  $913,000	  in	  Tourism	  Experiences	  -‐	  RG	  
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Income	  statement	  
	  
Income	  	  
This	  comprises	  of	  2	  key	  elements:	  
•  Government	  Grant.	  This	  is	  received	  in	  4	  equal	  quarterly	  amounts	  of	  $5,774,250	  and	  accounted	  for	  equally	  throughout	  the	  

year.	  
•  Hotel	  Fees	  –	  these	  are	  currently	  in	  line	  with	  expecta5on.	  

Direct	  Costs	  	  
Sales	  and	  MarkeFng	  -‐	  the	  key	  areas	  of	  spend	  in	  the	  quarter	  were	  On-‐line	  media/Social	  media	  and	  
Partnership	  funding	  in	  rela5on	  the	  ‘Proper	  Fun’	  media	  strategy.	  
	  
Product	  Development	  &	  Experience	  –	  the	  major	  cost	  in	  the	  quarter	  mainly	  represent	  the	  remaining	  
payments	  due	  on	  the	  2014	  Grant	  Applica5ons.	  Costs	  associated	  with	  the	  new	  Na5onal	  Service	  Standard	  
Program,	  to	  be	  rolled	  out	  in	  the	  new-‐year,	  were	  also	  incurred	  in	  December.	  
	  

During	  Q4	  of	  2014,	  the	  Financial	  Division	  accomplished	  
the	  following:	  
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Structure,	  General	  &	  AdministraFon	  	  
	  
CommunicaFons	  –	  the	  IT	  the	  costs	  for	  the	  quarter	  include	  the	  launch	  fee	  and	  Y1	  license	  fee	  for	  the	  new	  
CRM	  system	  ‘Simpleview’.	  
	  
Premises	  –	  includes	  a	  full	  quarter	  of	  rent	  for	  the	  Bermuda	  office	  (the	  rent	  free	  period	  ended	  on	  31	  July).	  
	  
Professional	  Fees	  –	  the	  cost	  in	  the	  quarter	  relate	  to	  legal	  advice	  in	  rela5on	  to	  the	  US	  opera5on	  and	  cost	  
rela5ng	  to	  the	  IT	  migra5on	  of	  the	  New	  York	  office.	  
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Balance	  Sheet	  
Key	  points	  to	  note:	  	  
	  
Bank	  –	  the	  balance	  at	  the	  end	  of	  the	  quarter	  was	  $4.7m.	  
	  
Accounts	  Receivable	  and	  Accrued	  Income	  –	  this	  represents	  the	  hotel	  fees	  for	  December	  (not	  payable	  un5l	  
15	  January)	  and	  amounts	  overdue	  from	  previous	  months.	  
	  
Prepaid	  Expenses	  –	  mainly	  relates	  to	  rent	  payments	  in	  advance	  and	  annual	  subscrip5ons	  in	  advance.	  
	  
Vendor	  Payables	  –	  are	  all	  current	  bills.	  
	  
Accruals	  –	  this	  includes	  liabili5es	  yet	  to	  be	  invoiced,	  payroll	  costs	  and	  provisions.	  
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BERMUDA TOURISM AUTHORITY
FINANCIAL YEAR END: DECEMBER 31, 2014

INCOME STATEMENT FOR THE PERIOD

Qtr 4, 2014 Qtr 3, 2014 Qtr 2, 2014 YTD Total Y1 Budget

Income 6,364,103    6,948,163   6,967,365        20,279,631   26,493,234   
Direct costs 5,321,381    2,808,688   3,882,196        12,012,265   13,937,776   

Direct surplus (deficit) 1,042,722    4,139,475   3,085,169        8,267,366     12,555,458   

Structure, general & administration costs 2,726,195    2,255,873   2,795,050        7,777,118     12,506,584   

Operating surplus (deficit) (1,683,473)   1,883,602   290,119           490,248        48,874          

Net finance costs 115,149       73,296        57,494             245,939        43,500          

Net surplus (deficit) for the period (1,798,622)   1,810,306   232,625           244,309        5,374            
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BERMUDA TOURISM AUTHORITY
FINANCIAL YEAR END: DECEMBER 31, 2014

INCOME STATEMENT FOR THE PERIOD

Qtr 4, 2014 Qtr 3, 2014 Qtr 2, 2014 YTD Total Y1 Budget

1.  Income
Grants, subsidy & contribution income 5,774,250    5,774,250   5,774,250        17,322,750   23,097,000   
Tourism authority fee 589,853       1,173,913   1,193,115        2,956,881     3,396,234     

6,364,103    6,948,163   6,967,365        20,279,631   26,493,234   

2.  Direct costs:

Sales & marketing (local) 33,353         34,764        34,410             102,527        

Sales & marketing (overseas) 3,880,001    1,846,762   3,183,251        8,910,014     

Sales & marketing (on-island visitors) 455,653       318,526      174,383           948,562        

Product development & experience 760,153       494,832      476,960           1,731,945     

Research & business intelligence 192,220       113,804      13,192             319,216        

5,321,381    2,808,688   3,882,196        12,012,265   13,937,776   
Recon Recon Recon Recon

3. Structure, general & administration 

costs, split:
Staff costs 1,601,895    1,554,839   1,365,599        4,522,333     5,958,378     
Communications & IT 389,468       116,001      154,897           660,366        404,477        
General expenses 172,938       121,978      208,954           503,870        806,488        
Marketing (0)                 2,490          7,411               9,901            -                    
Premises 179,244       163,703      150,988           493,935        629,202        
Professional fees 379,890       293,532      679,206           1,352,628     388,039        
Transport 1,569           3,097          1,035               5,701            -                    
Grants / Investments (87)               87               225,000           225,000        4,320,000     
Capital expenditure 1,278           146             1,960               3,384            -                    

2,726,195    188,075      188,075           7,777,118     12,506,584   

4. Finance costs:

Bank charges 7,299           7,176          7,049               21,524          -                

Foreign exchange 107,850       66,120        50,445             224,415        -                

115,149       73,296        57,494             245,939        43,500          
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BERMUDA TOURISM AUTHORITY
FINANCIAL YEAR END: DECEMBER 31, 2014

BALANCE SHEET AS AT DECEMBER 31, 2014

Dec-14

ASSETS

Current Assets

Cash & Bank 4,687,741     

Accounts receivable 143,955        

Accrued income 307,967        

Prepaid expenses 95,079          

Deferred costs -                    

5,234,742     

Non-current assets 542,272        

Total Assets 5,777,014     

EQUITY & LIABILITIES

Equity

Accumulated surplus (deficit) 2,863,370     

Liabilities

Current Liabilities

Vendor payables 911,827        

Accruals 2,001,817     

Deferred income -                    

2,913,644     

Total Liabilities 2,913,644     

Total Equity and Liabilities 5,777,014     
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