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During	  Q2	  of	  2015,	  the	  Research	  &	  Business	  
Intelligence	  Division	  accomplished	  the	  following:	  

1.   Full	  implementa6on	  of	  new	  visitor	  arrivals	  card	  and	  repor6ng	  
which	  will	  provide	  the	  BTA	  with	  more	  detailed	  informa6on	  on	  
purpose	  of	  visit,	  first	  6me	  vs.	  repeat,	  type	  of	  accommoda6on	  and	  
America’s	  Cup-‐related	  visita6on.	  	  
	  

2.   Completed	  the	  transi6on	  of	  air	  exit	  surveys	  to	  online	  methodology.	  	  
Visitors	  providing	  email	  addresses	  on	  arrival	  cards	  and	  through	  
other	  methods	  are	  being	  contacted	  within	  a	  few	  weeks	  of	  their	  
return	  home	  to	  complete	  an	  exit	  survey.	  Online	  methodology	  
allows	  the	  BTA	  to	  collect	  more	  data	  in	  a	  confiden6al	  environment	  
for	  visitors,	  already	  neJng	  more	  par6cipa6ng	  respondents.	  	  
During	  Q2,	  2,700	  visitors	  completed	  the	  online	  exit	  surveys	  vs.	  660	  
during	  Q2	  of	  2014	  and	  previous	  years.	  
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3. 	  Specific	  Research	  Ini6a6ves	  

a.   Qualita6ve	  research	  (focus	  groups)	  were	  conducted	  amongst	  target	  personas	  and	  previous	  
visitors	  to	  Bermuda	  in	  the	  key	  source	  markets	  of	  New	  York	  and	  Boston.	  	  Topics	  covered	  
included:	  percep6ons/awareness	  of	  Bermuda,	  barriers	  to	  travel	  to	  Bermuda,	  as	  well	  as	  
opinions	  on	  desired	  nightlife/entertainment	  and	  beach	  op6ons.	  

b.   Completed	  analysis	  on	  historical	  and	  current	  air	  service	  to	  Bermuda	  –	  capacity	  and	  load	  
factors,	  in	  order	  to	  assist	  BTA’s	  and	  the	  Government’s	  effort	  in	  maintaining	  and	  increasing	  air	  
service.	  

c.   BTA’s	  proprietary	  panel	  of	  over	  8,000	  Bermuda	  visitors	  was	  used	  to	  conduct	  research	  on	  the	  
topic	  of	  rental	  cars,	  on	  behalf	  of	  TCD.	  

d.   Conducted	  analysis	  on	  Bermuda’s	  golf	  visitors.	  2014	  exit	  survey	  results	  were	  filtered	  down	  to	  
those	  who	  played	  golf	  during	  their	  stay	  and	  key	  differences	  iden6fied	  between	  golfing	  
visitors	  vs.	  all	  visitors.	  
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4.   First	  phase	  of	  recruitment	  strategy	  for	  cruise	  and	  yacht	  visitors	  for	  Bermuda’s	  Visitor	  Panel	  was	  
launched.	  Visitor	  Informa6on	  Centers	  and	  HM	  Customs	  will	  be	  encouraging	  visitors	  to	  complete	  an	  
email	  capture	  card	  to	  win	  a	  free	  trip	  back	  to	  Bermuda.	  In	  Phase	  2,	  these	  visitors	  will	  be	  emailed	  and	  
complete	  an	  online	  survey	  to	  join	  the	  panel.	  Yacht	  visitors	  will	  be	  asked	  to	  provide	  expenditure	  figures,	  
as	  there	  is	  currently	  no	  data	  collected	  to	  accurately	  measure	  the	  economic	  impact	  of	  these	  visitors	  to	  
Bermuda.	  

5.   Re-‐calibra6on	  conducted	  for	  2015	  revised	  Tourism	  forecast,	  which	  will	  be	  completed	  and	  released	  
during	  Q3.	  

6.   Con6nued	  to	  report	  monthly	  and	  quarterly	  on	  tourism	  KPIs	  (air/cruise/yacht	  arrivals,	  hotel	  performance,	  
future	  projec6ons)	  

7.   Con6nued	  to	  monitor	  online	  demand	  and	  conversion	  by	  geographic	  region	  and	  persona	  targets	  

8.   Con6nued	  to	  measure	  Return	  on	  Investment	  of	  marke6ng	  ini6a6ves	  by	  geographic	  region	  

9.   Con6nued	  local	  opinion	  poll	  to	  measure	  percep6on	  of	  Tourism	  and	  the	  BTA	  amongst	  residents	  	  
	  

	  

5	  



GoToBermuda.com	  

MONTHLY	  PERFORMANCE	  REVIEW	  
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1.   Experiences	  completed/launched	  to	  date	  –	  Q2	  
•   KiteFest	  -‐	  April	  3	  
•   Bermuda	  Open	  Volleyball-‐	  April	  10	  -‐	  12	  
•   Kify	  Michael	  Invita6onal	  Golf	  Tournament	  -‐	  April	  20	  -‐	  24	  	  
•   Bermuda	  Interna6onal	  Town	  Crier	  Compe66on	  -‐	  April	  21	  -‐	  26	  
•   Bermuda	  Arts	  &	  Crahs	  Fair	  -‐	  May	  6,	  13,	  20,	  27	  
•   Bermuda	  Na6onal	  Swimming	  Championship	  -‐	  May	  28	  -‐	  31	  
•   Bermuda	  Heroes	  Weekend	  -‐	  June	  12	  -‐	  15	  
•   Bermuda	  Fly-‐fishing	  Invita6onal	  -‐	  June	  23	  -‐	  27	  
•   Marion	  to	  Bermuda	  Yacht	  Race	  (Signature	  Experience)	  -‐	  June	  19	  -‐	  27	  
•   Blue	  Sky	  Flights	  -‐	  June	  29	  	  

	  
	  

During	  Q2	  of	  2015,	  the	  Product	  &	  Experiences	  Division	  
accomplished	  the	  following:	  

7	  
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One	  new	  experience	  was	  launched	  -‐	  
Blue	  Sky	  Flights	  -‐	  allowing	  visitors	  to	  see	  
sensa6onal	  views	  of	  the	  island	  during	  aerial	  
tours.	  This	  experience	  targets	  those	  adventure	  
seeking	  travellers	  looking	  for	  a	  thrilling	  way	  to	  
see	  the	  island,	  while	  building	  on	  Bermuda’s	  
overall	  tour	  offerings.	  	  
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Bermuda’s	  first	  carnival	  event,	  Bermuda	  Heroes	  
Weekend	  (BHW	  2015),	  was	  a	  great	  success.	  Visitors	  
and	  locals	  came	  together	  for	  the	  event	  in	  a	  safe	  
environment	  to	  experience	  a	  variety	  of	  social	  and	  
cultural	  features	  of	  the	  island.	  The	  strategy	  to	  
incorporate	  one	  of	  our	  biggest	  assets,	  the	  water,	  into	  
the	  weekend	  successfully	  differen6ated	  Bermuda	  
from	  other	  des6na6ons	  hos6ng	  carnival-‐type	  events.	  
The	  coverage	  BHW	  2015	  achieved	  provided	  
tremendous	  exposure	  for	  Bermuda	  interna6onally	  
among	  a	  new	  audience,	  par6cularly	  via	  social	  media	  
channels.	  	  
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The	  Bermuda	  Interna6onal	  Town	  Crier	  Compe66on	  
saw	  25	  Town	  Criers	  on-‐island	  from	  the	  UK	  and	  
Canada.	  Accompanied	  by	  their	  spouses,	  friends	  and	  
family,	  the	  Criers	  entertained	  overseas	  visitors	  and	  
locals	  while	  compe6ng	  for	  the	  illustrious	  Town	  Crier	  
champion	  6tle.	  	  
	  
The	  Marion	  to	  Bermuda	  yacht	  race	  celebrated	  its	  
20th	  anniversary	  and	  brought	  45	  boats	  to	  Bermuda,	  
an	  increase	  of	  35%	  on	  the	  2013	  event,	  and	  over	  330	  
skippers	  and	  crew.	  This	  event	  has	  now	  been	  
elevated	  to	  a	  Signature	  Experience,	  as	  the	  
organizers	  con6nue	  to	  provide	  significant	  return	  on	  
investment	  (ROI),	  including	  in	  terms	  of	  the	  quality	  
of	  visi6ng	  par6cipants	  and	  ongoing	  addi6on	  of	  
features	  targe6ng	  a	  new	  genera6on	  of	  sailors	  for	  
long-‐term	  sustainability.	  
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2. 	  Golf	  strategy	  	  
	  Dates	  for	  the	  world’s	  oldest	  pro-‐am	  golf	  tournament,	  Bermuda	  Goodwill,	  were	  confirmed	  during	  the	  
	  quarter.	  Scheduled	  to	  take	  place	  December	  5	  –	  11	  2015,	  this	  event	  will	  con6nue	  to	  drive	  demand	  
	  under	  our	  golf	  strategy	  within	  a	  key	  period	  of	  the	  year.	  It	  is	  an6cipated	  the	  event	  will	  afract	  
	  approximately	  80	  par6cipa6ng	  teams	  of	  four	  from	  the	  US,	  Canada	  and	  Europe.	  

	  
3. 	  New	  Offerings	  in	  Hub	  1	  (St.	  George’s	  and	  St.	  David’s)	  	  

	  During	  Q2,	  approvals	  to	  enhance	  visitors’	  experiences	  in	  Hub	  1took	  place.	  As	  a	  result,	  four	  new	  BTA-‐
	  supported	  experiences	  are	  adding	  to	  the	  ac6vity	  in	  Hub	  1:	  

	  
a.   Haunted	  History,	  a	  walking	  tour	  in	  ye	  olde	  ghost	  town	  –	  which	  has	  since	  increased	  frequency	  to	  

two	  nights	  per	  week,	  based	  on	  posi6ve	  customer	  response	  and	  demand	  
b.   The	  Gunpowder	  plot	  re-‐enactment	  (240th	  anniversary)	  
c.   General	  Assembly	  Re-‐enactments	  
d.   Baking	  with	  Sweet	  Saak	  

	  
	  In	  addi6on,	  the	  BTA’s	  support	  of	  a	  new,	  hop-‐on/hop-‐off	  “beach	  bus”	  transporta6on	  service	  will	  now	  
	  allow	  visitors	  to	  have	  easier	  access	  to	  the	  many	  rich	  cultural	  and	  beach	  assets	  in	  St.	  David’s.	  	  

	  
	  The	  Hub	  1	  Steering	  Commifee,	  in	  conjunc6on	  with	  Hub	  1	  cultural	  partners,	  also	  started	  work	  on	  
	  developing	  a	  cultural	  passport.	  This	  passport	  will	  allow	  visitors	  to	  access	  mul6ple	  cultural	  sites	  in	  Hub	  1	  
	  for	  one	  set	  price.	  	  
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4.   Bermuda	  Arts	  &	  Cra_s	  Fair	  -‐	  NEW	  
As	  a	  pre-‐event	  to	  Harbour	  Nights,	  local	  vendors	  with	  the	  support	  of	  the	  BTA	  and	  the	  Corpora6on	  of	  
Hamilton,	  organized	  the	  Bermuda	  Arts	  &	  Crah	  Fair	  for	  visitors	  and	  locals	  during	  the	  month	  of	  May.	  A	  
total	  of	  18	  local	  vendors	  were	  able	  to	  showcase	  and	  sell	  homegrown	  merchandise	  early	  in	  the	  season.	  
As	  visitors	  look	  to	  immerse	  themselves	  in	  Bermuda	  culture,	  this	  event	  allowed	  guests	  to	  mix	  and	  mingle	  
with	  locals,	  purchase	  locally-‐made	  products	  and	  experience	  some	  of	  Bermuda’s	  rich	  cultural	  tradi6ons.	  
	  

5.   Sizzling	  Summer	  Programme	  
Eight	  new	  experiences	  were	  added	  to	  this	  year’s	  Sizzling	  Summer	  programme.	  These	  include:	  
a.   Hydrobike	  Bermuda,	  Daniel’s	  Head	  Beach	  Park	  
b.   Bonfires	  on	  the	  Beach,	  Snorkel	  Park	  Beach	  
c.   Haunted	  History,	  a	  walking	  tour	  in	  ye	  olde	  ghost	  town,	  King’s	  Square	  
d.   St.	  Gorgeous	  Sundays,	  Tobacco	  Bay	  
e.   St.	  David’s	  Beach	  Bus	  
f.   Blue	  Sky	  flights,	  St.	  David’s	  Island	  
g.   Authen6c	  Bermudian	  In-‐home	  dining	  experience	  
h.   Gunpowder	  Plot	  Re-‐enactment	  

Running	  from	  May	  -‐	  October,	  the	  Sizzling	  Summer	  programme	  showcases	  on-‐island	  experiences	  from	  East	  to	  West	  to	  drive	  
visitor	  spending	  and	  their	  exposure	  to	  various	  ac6vi6es.	  The	  new	  “must	  do”	  sec6on	  in	  the	  revised	  Sizzling	  Summer	  brochure	  
has	  proven	  to	  be	  a	  hit	  among	  visitors	  as	  they	  look	  to	  maximize	  their	  experience	  of	  the	  wide	  ranging	  cultural	  events	  and	  
ac6vi6es	  available	  on-‐island.	  
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6.   Cruise	  ship	  strategy	  developments	  	  
	  

	  America’s	  Cup	  (AC)	  -‐	  BTA	  has	  ini6ated	  contact	  with	  a	  variety	  of	  US	  and	  European	  cruise	  lines	  to	  discuss	  
	  poten6al	  par6cipa6on	  in	  AC.	  Currently,	  four	  cruise	  lines	  are	  planning	  charters	  or	  AC	  i6neraries:	  1	  UK-‐
	  based,	  3	  from	  the	  US.	  We	  con6nue	  to	  conduct	  outreach	  and	  have	  sessions	  with	  cruise	  line	  partners	  	  to	  
	  appropriately	  maximize	  the	  number	  of	  regular	  and	  occasional	  calls	  to	  Bermuda.	  	  

	  
	  Industry	  Outreach	  Results	  -‐	  The	  Bermuda	  tourism	  economy	  will	  benefit	  from	  a	  projected	  10%	  increase	  in	  
	  cruise	  visitors	  in	  2016,	  bringing	  in	  a	  total	  projected	  economic	  impact	  for	  the	  country	  of	  $91	  million.	  
	  The	  BTA’s	  outreach	  ini6a6ves	  over	  the	  past	  year	  have	  contributed	  to	  these	  projec6ons.	  	  

	  
	  We	  strategically	  targeted	  the	  premium/luxury	  cruise	  brands	  over	  many	  months	  and	  this	  work	  has	  resulted	  
	  in	  15	  addi6onal	  occasional	  calls	  in	  2016,	  a	  43%	  increase.	  The	  preliminary	  2016	  Cruise	  Ship	  Schedule	  
	  confirms	  150	  cruise	  calls.	  This	  includes	  50	  occasional	  calls	  by	  high	  end	  cruise	  brands	  up	  from	  35	  this	  
	  year.	  In	  2015,	  there	  are	  135	  scheduled	  cruise	  calls.	  Approximately	  407,000	  cruise	  visitors	  are	  
	  an6cipated	  for	  2016,	  compared	  to	  370,000	  for	  2015.	  In	  2014,	  there	  were	  356,000	  cruise	  visitor	  
	  arrivals.	  
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Sales	  &	  Markecng	  Division	  
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416	  million	  	  
paid	  media	  impressions	  

$18.1	  million	  in	  future	  visitor	  
	  spending	  influenced	  by	  BTA	  S&M	  

507.5	  million	  	  
PR	  impressions	  generated	  in	  the	  US	  

1.07	  million	  
visits	  to	  gotobermuda.com	  

5	  million	  
facebook	  reach	  

1.21	  million	  
twifer	  impressions	  

42.9K	  
instagram	  

engagement	  	  

2015	  YTD	  Sales	  &	  Markecng	  Snapshot	  

1.5	  million	  
youtube	  views	  

981.9	  million	  	  
impressions	  delivered	  	  
through	  all	  channels	  

Jan-‐June	  2015	  

6.9	  million	  	  
promo6onal	  impressions	  
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Travel,	  Roomnights,	  Group	  &	  PR	  Dashboard	  

KEY	  METRICS	   YTD	  2015	  
ACTUAL	   2015	  GOAL	   %	  OF	  GOAL	  YTD	  

Total	  Visitor	  Spending	  Influenced	  by	  BTA	   	  $18,136,879	  	   $54,497,501	  	   33%	  

Total	  Room	  Nights	  Influenced	  by	  BTA	   36,454	   88,533	   41%	  

	  	  	  	  Total	  Leisure	  Room	  Nights	   32,821	   61,973	   53%	  

	  	  	  	  Total	  Group	  Room	  Nights	   6,140	   26,560	   23%	  
Group	  Sales	  Leads	   158	   575	   27%	  
Group	  Sales	  Calls	   181	   360	   50%	  
Number	  of	  Journalists	  Assisted	   172	   95	   181%	  
*Earned	  Media	  Generated	   $9,073,037	   $8,500,000	   107%	  
*Coverage	  in	  Top	  100	  Outlets	   67	   55	   122%	  

*Average	  Quality	  Coverage	  Score	   70%	   61%	   115%	  

15	  

Redeployed	  sales	  team	  to	  focus	  	  
on	  group	  sales	  in	  January	  2015	  
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Digital	  Dashboard	  
KEY	  METRICS	   YTD	  2015	  

ACTUAL	   2015	  GOAL	   %	  OF	  GOAL	  
YTD	  

Total	  Website	  Visits	   1,070,898	   	  1,855,846	   58%	  
	  	  Desktop	  Traffic	   526,027	   	  	   	  	  
	  	  Mobile	  Traffic	   304908	   	  	   	  	  
	  	  Tablet	  Traffic	   239,962	   	  	   	  	  
Website	  Page	  Views	   2,306,370	   4,363,167	   53%	  
Time	  on	  Site	   2:03	   	  	   	  	  
Blog	  Page	  Views	   55243	   	  	   	  	  
Newslefer	  Subscribers	   257437	   	  	   	  	  
Newslefer	  Open	  Rate	   14.9%	   	  	   	  	  
Consumer	  Inquiries	   870	   	  	   	  	  
	  	  	  	  	  Internet/Email	   468	   	  	   	  	  

	  	  	  	  	  Phone	   402	   	  	   	  	  
Brochures	  Distributed	   12569	   	  	   	  	  
	  	  	  	  	  Individual	   3680	   	  	   	  	  
	  	  	  	  	  Bulk	   8889	   	  	   	  	  
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Benchmark	  
Year	  
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Social	  Dashboard	  

KEY	  METRICS	   YTD	  2015	  
ACTUAL	   2015	  GOAL	   %	  OF	  GOAL	  YTD	  

Facebook	  Followers	  	   156,783	   194,257	   81%	  

Facebook	  Total	  Reach	   5,053,372	   7,440,368	   68%	  

Facebook	  Engagement	   375,802	   710,745	   53%	  

Twifer	  Followers	   16,554	   15,578	   148%	  

Twifer	  Impressions	   1,214,050	   1,131,967	   107%	  

Twifer	  Engagement	   28,562	   37,743	   76%	  

Instagram	  Followers	   7,518	   6,991	   117%	  

Instagram	  Engagement	   42,895	   48,874	   88%	  

YouTube	  Subscribers	   1,252	   1,200	   107%	  

YouTube	  Total	  Views	   1,502,193	   1,710,100	   88%	  

YouTube	  Minutes	  Watched	   1,681,658	   1,532,630	   110%	  

Pinterest	  Followers	   1,552	   1,720	   51%	  

Pinterest	  Repins	   1,769	   2,498	   71%	  
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Facebook	  updated	  the	  way	  Business	  Page	  
likes	  are	  counted	  by	  removing	  memorialized	  
and	  voluntarily	  deac6vated	  accounts.	  This	  
change	  affected	  volume	  of	  followers	  for	  all	  
business	  page	  accounts.	  
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Events	  &	  Engagement	  

18	  

Event	  Name Start	  Date End	  Date Loca6on Type 
Jayme	  Lamm 04/08/15 04/12/15 Bermuda Press	  Trip 
ASAE	  Spring6me	   04/09/15 04/09/15 Washington,	  DC Group	  Sales	  Tradeshow	  with	  Grofo	  Bay	  

and	  Elbow	  Beach	  Resort 
Lola	  Brown 04/14/15 04/17/15 Bermuda Press	  Trip 
Ignite 04/15/15 04/15/15 Canada Group	  Sales	  Tradeshow	  with	  Grofo	  Bay 
Adventure	  Press	  Trip	  (Brifany	  Jones	  Cooper,	  Chris	  Bun6ng,	  
Dennis	  Ryan,	  Cameron	  Mar6ndell) 

04/15/15 04/19/15 Bermuda Press	  Trip 

NAUTICA	  Magazine 04/23/15 04/29/15 Bermuda Press	  Trip 
Elegant	  Resorts	  Tour	  Operator 04/24/15 04/28/15 Bermuda UK	  Tour	  Operator	  &	  Press	  Trip 

Mee6ng	  Planner	  Site	  Visit	  (ALHI) 04/25/15 04/28/15 Group	  Sales	  FAM/Site	  Visits 

RIMS	  Conference 04/26/15 04/30/15 New	  Orleans Tradeshow	  	  partnership	  with	  Bermuda	  
Business	  Development	  Agency 

DuJour	  Photo	  Scou6ng	  (Efa	  Meyer) 04/30/15 05/03/15 Bermuda Press	  Trip 
Ray	  Isle,	  Food	  &	  Wine 05/01/15 05/05/15 Bermuda Press	  Trip 
ALHI	  Showcase	  Series 05/06/15 05/07/15 Milwaukee,	  WI	  &	  Chicago,	  IL Groups	  Sales	  Tradeshow	  &	  Sales	  Calls 

Harlem	  Eat	  Up	  Dinner	  Sponsor 05/15/15 05/15/15 NYC Promo6ons 
Kif	  Doucefe,	  Men's	  Journal 05/18/15 05/21/15 Bermuda Press	  Trip 
ALHI	  Northeast	  Roadshow 05/19/15 05/21/15 Philadelphia,	  New	  Jersey,	  

Connec6cut 
Groups	  Sales	  Tradeshow	  &	  Sales	  Calls 

Bermuda	  Day	  Event 05/20/15 05/20/15 Washington,	  DC Promo6ons 
Expedia's	  Caribbean	  Week 05/26/15 05/26/15 Springfield	  Call	  Center,	  MO Travel	  Industry	  Sales	  Outreach	  -‐	  

Tradeshow 
American	  Airlines	  Vaca6ons	  Training 05/28/15 05/28/15 Tulsa	  Call	  Center,	  OK Seminars/Training 
NCL	  Seminar	  At	  Sea	  &	  Fam	  Trip 05/31/15 06/06/15 NCL	  Breakaway/	  Bermuda Seminars/Training	  for	  80	  agents 

Monroe	  Country	  Club	  (Golf) 06/05/15 06/05/15 Rochester	  NY Golf	  Promo6ons 
Bri6sh	  Airways	  Open	  Day 06/05/15 06/06/15 Heathrow	  Airport Consumer	  Tradeshow 
Hayes	  &	  Jarvis	  Press	  Trip 06/05/15 06/09/15 Bermuda UK	  Tour	  Operator	  &	  Press	  Trip 

George	  McCluney,	  Global	  Traveler 06/02/15 06/04/15 Bermuda Press	  Trip 
Kim	  MacKinnon,	  Forbes	  Travel	  Guide,	  AAA	  Horizons 06/07/15 06/10/15 Bermuda Press	  Trip 



GoToBermuda.com	  

Engage!15 06/08/15 06/11/15 Punta	  Nizuc,	  Mexico Travel	  Industry	  Sales	  Outreach	  -‐	  Weddings	  
Tradeshow 

Kimberley	  Killebrew,	  The	  Daring	  Gourmet 06/08/15 06/12/15 Bermuda Press	  Trip 
Travel	  Impressions	  Training	  for	  California	  E-‐Commerce	   06/09/15 06/09/15 BTA	  Office Webinar 

Charles	  Bethea	  /	  Maria	  Lioy,	  Wall	  Street	  Journal 06/10/15 06/15/15 Bermuda Press	  Trip 

Peggy	  Lohus,	  Virtuoso	  Life 06/11/15 06/14/15 Bermuda Press	  Trip 
Miracles	  Founda6on 06/11/15 06/11/15 Boston Golf	  Promo6ons 
Collaborate	  Marketplace 06/11/15 06/13/15 Orlando,	  FL Corporate	  Market	  Tradeshow 

Oakville	  Side	  Walk	  Sale 06/12/15 06/12/15 Oakville,	  Canada Consumer	  Event 
Chanel	  Brown,	  blogger 06/12/15 06/16/15 Bermuda Press	  Trip 
Adam	  Skolnick,	  Organic	  Life	  Magazine 06/15/15 06/19/15 Bermuda Press	  Trip 
Nadine	  Baggof,	  UK	  Hello	  Magazine 06/15/15 06/21/15 Bermuda Press	  Trip-‐UK 
Chaney	  Kwak,	  Freelance	  (Na6onal	  Geographic) 06/15/15 06/19/15 Bermuda Press	  Trip 

AAA	  Mid-‐Atlan6c	  Des6na6on	  Training 06/16/15 06/16/15 BTA	  Office Webinar 
Travel	  Marketplace 06/16/15 06/17/15 Toronto,	  Canada Tradeshow/Roundtables 
James	  Henderson,	  Waitrose	  Escape 06/17/15 06/21/15 Bermuda Press	  Trip-‐UK 
Rhapsody	  Visit	  (Joshua	  David	  Stein,	  Shane	  McCauley) 06/19/15 06/23/15 Bermuda Press	  Trip 

Jus6n	  Livingston	  &	  Serena	  Goh	  (Summer	  Fridays	  Influencers) 06/19/15 06/21/15 Bermuda Press	  Trip-‐Summer	  Fridays 

Chris6ne	  Valhouli,	  freelancer	  for	  amNEWYORK,	  Fodor’s	  Travel,	  Q	  by	  
Equinox	  Blog,	  SpaFinder.com 

06/19/15 06/21/15 Bermuda Press	  Trip 

ALHI	  Showcase	  -‐	  New	  York 06/24/15 06/24/15 New	  York,	  NY ALHI	  Co-‐op 
AAA	  Mid-‐Atlan6c	  Cruise	  Fam 06/24/15 06/24/15 Celebrity	  Summit/	  Bermuda Fam	  &	  Training	  for	  30	  travel	  agents 

IMN	  Execu6ve	  Retreat 06/24/15 06/28/15 Bermuda Group	  Sales	  FAM/Site	  Visits 

ALHI	  Showcase	  -‐	  Boston 06/25/15 06/25/15 Boston,	  MA ALHI	  Co-‐op 
La	  Nuit	  en	  Rose	  Wine	  Fes6val 06/25/15 06/27/15 New	  York,	  NY Consumer	  Promo6on 
Melanie	  Reffes;	  USAToday.com 06/28/15 07/01/15 Bermuda Press	  Trip 
Lindsey	  Calla	  (Summer	  Fridays	  Influencer) 06/26/15 06/29/15 Bermuda Press	  Trip-‐Summer	  Fridays 
Global	  Travel	  Market 06/28/15 06/30/15 Wes6n	  Diplomat,	  Hollywood,	  FL Travel	  Industry	  Sales	  Outreach	  -‐	  Tradeshow 

Shiona	  Turini	  /	  Summer	  Fridays	  Influencer 06/30/15 07/05/15 Bermuda Press	  Trip 19	  

Events	  &	  Engagement	  
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Trade	  Engagement	  Highlights	  
•   9	  training	  sessions	  engaged	  615	  agents	  in	  learning	  
more	  about	  the	  Bermuda	  experience	  

•   3	  new	  tour	  operators	  adding	  Bermuda	  to	  their	  
porxolio,	  increasing	  distribu6on	  in	  the	  UK	  
–   Hayes	  &	  Jarvis	  (beginning	  2015)	  
–   Thomas	  Cook	  (beginning	  2016)	  
–   Virgin	  Holidays	  (beginning	  2016)	  

20	  
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Harlem	  Eat	  Up	  Fescval	  
May	  15,	  NYC	  
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Leverage	  partnership	  with	  Travel	  +	  
Leisure	  to	  host	  a	  Dine	  in	  Harlem	  Dinner	  
during	  the	  Harlem	  Eat	  Up	  Fes6val	  to	  
promote	  Bermuda	  and	  6e	  into	  the	  
opening	  of	  Marcus’	  on-‐island	  
	  
•  In6mate	  dinner	  with	  85	  guests	  
•  Generated	  50	  opt-‐ins	  
•  Celebrated	  Bermuda’s	  6es	  with	  NYC	  

and	  Charleston	  
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Bermuda	  Day	  Event	  
May	  20	  –	  Washington,	  DC	  
•   Partnered	  with	  Bermuda’s	  Washington,	  DC	  

consulate	  office	  to	  produce	  Bermuda	  Day	  themed	  
event	  

•   Afracted	  nearly	  100	  guests	  including	  dignitaries,	  
media	  and	  mee6ng	  planners	  

22	  
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La	  Nuit	  en	  Rosé	  Fescval	  
June	  -‐	  NYC	  

23	  

Par6cipate	  in	  the	  world’s	  first	  Food	  &	  Wine	  Fes6val	  
dedicated	  to	  Rosé	  Wine	  and	  Rosé	  Champagne	  –	  to	  leverage	  
the	  lifestyle	  and	  interest	  in	  Rose	  wines	  with	  Bermuda’s	  
blush	  beaches.	  Integrate	  Bermuda	  into	  the	  full	  culinary	  
experience	  &	  lavish	  lifestyle	  celebra6on.	  
	  
•  Engaged	  with	  4,000	  consumers	  over	  the	  course	  of	  5	  

events	  in	  3	  days	  
•  Served	  signature	  Dark	  n	  Stormys	  and	  set	  up	  green	  

screen	  photo	  area	  for	  engagement	  
•  Generated	  540	  opt-‐ins	  
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MONTHLY	  PERFORMANCE	  REVIEW	  
AND	  INTERAGENCY	  REPORT	  

	  	  Paid	  Media	  &	  Partner	  Markecng	  
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Q2	  OVERVIEW	  &	  HIGHLIGHTS	  

•   Q2	  integrated	  media	  programs	  afained	  over	  100	  million	  gross	  impressions.	  

•   Media	  partner	  programs	  and	  events	  with	  publishers	  such	  as	  Travel	  +	  Leisure,	  Garden	  &	  Gun,	  and	  Conde	  Nast	  
Traveler.	  

	  
•   Digital	  adver6sing	  efforts	  have	  driven	  increased	  performance	  metrics	  across	  the	  board	  with	  regard	  to	  adver6sing	  

and	  website	  engagement.	  
	  
•   Summer	  Friday	  promo6onal	  efforts	  including	  digital,	  offline,	  out-‐of-‐home,	  and	  outreach	  marke6ng	  in	  NYC,	  Boston	  

and	  D.C.	  

•   Con6nued	  and	  expanded	  upon	  programs	  within	  important	  travel	  endemic	  channels.	  

•   Evolve	  the	  brand	  messaging	  to	  communicate	  the	  year-‐round	  opportunity	  and	  appeal	  of	  the	  island	  of	  Bermuda.	  

•   U6lize	  a	  story-‐centric,	  content	  driven	  approach	  to	  all	  marke6ng	  efforts.	  
	  

•   Obtain	  efficient	  and	  high-‐impact	  coverage	  within	  key	  travel	  media,	  including	  Conde	  Nast	  Traveler,	  Travel	  +	  Leisure	  
and	  Trip	  Advisor.	  
	  

•   Create	  integrated,	  mul6-‐channel	  programs	  with	  top	  publishers	  that	  reach	  Bermuda’s	  affluent	  and	  aspira6onal	  
audience	  targets	  to	  con6nue	  to	  drive	  awareness	  of	  and	  engagement	  with	  the	  brand.	  

 
25	  
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Summer	  Fridays	  Integrated	  Promocon	  

26	  

Objec6ves:	  
•  Maximize	  travel	  to	  BDA	  during	  the	  summer	  season	  
•  Tie	  into	  lifestyle	  and	  culture	  of	  target	  personas	  in	  major	  feeder	  

markets	  for	  Bermuda	  (NYC,	  Boston,	  DC)	  
•  Link	  into	  the	  an6cipa6on	  of	  Summer	  Fridays,	  Summer	  Getaways	  
•  Create	  a	  desire	  and	  intrigue	  for	  consumers	  to	  consider	  Bermuda	  
•  Promote	  the	  proximity	  of	  Bermuda	  to	  these	  major	  feeder	  markets	  

with	  direct	  service	  

Time	  Out	  	  
New	  York	  

#7	  Bus	  	  
Hamptons	  Bus	  
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Summer	  Fridays	  Elevator	  Advercsing	  -‐	  (2,572	  office	  buildings)	  
May-‐June	  -‐	  NY/NJ/CT	  

27	  
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Summer	  Fridays	  OOH	  –	  Light	  Projeccon	  Touts	  Proximity	  &	  
Engagement	  May	  20-‐21	  -‐	  NYC	  &	  Boston	  	  

28	  
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Summer	  Fridays	  OOH	  –	  Bus	  Advercsing	  	  	  
NYC	  &	  #7	  Bus	  &	  Hamptons	  Route	  –	  June-‐July	  

29	  
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Summer	  Friday	  Kits	  
Hand	  delivered	  to:	  
Afar	  
CBS	  Morning	  Show	  
Condé	  Nast	  Traveler	  
Good	  Morning	  America	  	  
Kathy	  Lee	  &	  Hoda	  -‐	  Today	  Show	  
Live	  with	  Kelly	  &	  Michael	  	  
Refinery29	  
Thrillist	  
Travel	  +	  Leisure	  
UrbanDaddy	  
NY1	  
Time	  Out	  New	  York	  
Town	  &	  Country	  
New	  York	  Mag	  
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Summer	  Fridays:	  Sparking	  Conversacons	  &	  
Fans	  

31	  



GoToBermuda.com	  

#SummerFridays	  Influencer	  Trips	  
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#SummerFridays	  Influencer	  Trips	  Overview	  

Overview	   Total	  Posts	   Total	  Engagement	  

Twifer	   46	   690	  

Facebook	   19	   1,507	  

Instagram	   25	   62,644	  

Pinterest	   13	   154	  

Blog	   5	   n/a	  

Vimeo	   1	   344	  

Total:	   109	  posts	   65,339	  engagements	  
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#SummerFridays	  in	  BTA	  Social	  Channels	  
	  
Campaign	  carried	  across	  BTA’s	  channels,	  serving	  as	  a	  
backbone	  for	  our	  summer	  social	  media	  engagement	  efforts	  
through	  original	  content,	  influencer	  ac6vity,	  and	  the	  
adapta6on	  of	  adver6sing	  crea6ve.	  To-‐date,	  there	  have	  been:	  
•   39	  organic	  and	  paid	  posts,	  re-‐posts	  replies	  
•   165,000+	  es6mated	  impressions	  
•   4,000+	  total	  engagements	  
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Interac6ve	  &	  Email	  Marke6ng	  
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Content	  Markecng	  
Crea6ng	  An6cipa6on	  &	  Plugging	  Proximity	  	  
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The	  New	  Yorker	  
June	  Summer	  Reading	  Issue	  
	   •   Custom	  regional	  insert	  
•   Newyorker.com	  

•   Animated	  billboard	  
•   Culture	  channel	  rota6on	  package	  
•   Tablet	  and	  mobile	  	  

•   Social	  media	  program	  integra6on	  
•   Email	  marke6ng	  to	  15,000	  	  

Custom	  Regional	  Insert	  

Social	  Engagement	  
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Proper	  Rewards	  Retail	  Print	  +	  Digital	  
McClatchy/Experience	  Bermuda	  

38	  

Print:	  

Quarter	  page	  4-‐color	  ads	  in	  May	  3&17	  travel	  
sec6ons:	  
•   Charlofe	  Observer	  
•   Miami	  Herald	  
•   Fort	  Worth	  Star	  Telegram	  
•   Raleigh	  News	  &	  Observer	  

Digital:	   300x250	  ad	  units	  on	  newspaper	  websites	  (see	  
above)	  during	  month	  of	  May	  

Adver6sing	  credit	  from	  BHA	  and	  Experience	  
Bermuda	  

BTA	  worked	  with	  the	  BHA	  and	  Experience	  Bermuda	  to	  implement	  a	  
print	  and	  digital	  campaign	  to	  promote	  hotel’s	  “Proper	  Rewards”	  resort	  
credit.	  	  
	  
The	  $250,000	  media	  credit	  was	  deployed	  in	  markets	  where	  McClatchy	  
newspapers	  are	  published,	  that	  had	  the	  highest	  concentra6on	  of	  
arrivals	  to	  Bermuda.	  	  
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Garden	  &	  Gun	  Experience	  Weekend	  
Driving	  Experience	  &	  Travel	  in	  November	  

39	  

Nego6ated	  an	  integrated	  
social,	  print,	  digital	  and	  event	  
ac6va6on.	  	  
	  
Working	  with	  the	  Garden	  &	  
Gun	  team	  to	  create	  an	  
in6mate	  and	  spectacular	  
weekend	  to	  generate	  travel	  to	  
Bermuda	  during	  the	  shoulder	  
season.	  	  
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Virtuoso	  Preferred	  Descnacon	  

Print:	  

Full	  page	  4-‐color	  ad:	  
•   Virtuoso	  Life	  –	  July	  –	  Travel	  Dreams	  
•   Travel	  Catalog	  –	  July	  –	  Spa	  &	  Adventure	  
•   Travel	  Catalog	  	  -‐	  October	  -‐	  Island	  Escapes	  	  
•   Virtuoso	  Traveler	  –	  December	  –	  2016	  Idea	  

Book	  
Training	  
&	  
Webinar
:	  

Webinar	  –	  ½	  hour	  live	  training	  webinar	  
Virtuoso	  Travel	  Week	  -‐	  August	  

Themed	  
Emails:	  

Close	  to	  Home	  –	  June	  
Ac6ve	  Adventures	  –	  July	  	  
Travel	  Planner	  –	  September	  -‐	  Holidays	  &	  
Beyond	  

Bermuda	  became	  a	  Virtuoso	  preferred	  des6na6on,	  gaining	  
access	  to	  the	  travel	  industry’s	  leading	  luxury	  network,	  
spanning	  over	  26	  countries	  and	  9,000	  travel	  advisors.	  The	  
integrated	  partnership	  spans	  events,	  networking,	  training,	  
digital	  and	  print	  ac6va6ons:	  
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Execucve	  Golfer	  
Integrated	  sales	  and	  marke6ng	  partnership	  with	  Execu6ve	  Golfer	  
includes	  print,	  airline	  interac6ve	  and	  lead	  genera6on	  opportuni6es.	  	  
•   Lead	  Genera6on	  

•   363	  private	  clubs	  contacted	  
•   59	  hold	  member	  ou6ngs/expressed	  an	  interest	  in	  Bermuda	  

•   American	  Airlines	  In-‐flight	  in	  May	  	  
•   Interac6ve	  directory	  on	  402	  aircrah	  and	  a	  total	  6,022	  flights	  	  
•   Open	  rate	  of	  6.13%	  of	  passengers;	  average	  engagement	  6me	  of	  

18	  minutes	  	  
•   16,470	  passengers	  read	  the	  edi6on	  during	  the	  30	  day	  period	  

41	  
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Airline	  Cooperacve	  Markecng	  

•   Con6nued	  to	  promote	  direct	  flights	  to	  Bermuda	  with	  key	  
airline	  partners	  	  

•   United	  
•   Delta	  
•   Westjet	  

•   Incorporate	  promo6onal	  messaging	  that	  drives	  interested	  
consumers	  to	  booking	  path	  

•   Partner	  with	  air	  service	  providers	  to	  create	  custom	  
Bermuda	  	  website	  content	  to	  enhance	  engagement	  and	  
conversion	  

•   Pursue	  and	  vet	  opportuni6es	  future	  opportuni6es	  to	  work	  
with	  other	  key	  air	  partners	  including	  Air	  Canada,	  AA	  and	  
JetBlue	  
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United	  Airlines	  Co-‐op	  
NY/NJ	  -‐	  April	  2015	  
Work	  coopera6vely	  with	  United	  Airlines	  to	  relaunch	  
the	  non-‐stop	  service	  to	  BDA	  from	  Newark	  	  
•   Print	  –	  Time	  Out	  +	  Newark	  Ledger	  
•   Digital	  Programma6c	  	  
•   Paid	  Search	  	  

43	  
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Delta	  Airlines	  Co-‐Op	  

44	  

Work	  coopera6vely	  with	  Delta	  Airlines	  to	  
drive	  air	  arrivals	  to	  Bermuda	  
•   14	  million	  impressions	  
•   Delta	  audience	  targe6ng	  
•   Delta	  audience	  email	  marke6ng	  
•   Delta.com	  homepage	  takeover	  
•   Inflight	  Interac6ve	  banner	  (see	  next	  

slide)	  
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Delta	  In-‐flight	  Seat	  Backs	  (Video)	  

45	  

•   290-‐300	  aircrah	  (domes6c	  +	  
int’l	  routes)	  for	  the	  month	  
of	  June	  

•   10	  million	  impressions	  
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Expedia	  Co-‐op	  Campaign	  
UK	  –	  May	  2015	  

46	  

Partner	  with	  Expedia	  in	  the	  UK	  to	  leverage	  its	  
Beach	  Sale	  to	  promote	  travel	  to	  Bermuda	  and	  a	  
strong	  call	  to	  ac6on	  
•   Digital	  LD6	  Screens	  –	  Out	  of	  home	  
•   Travel	  Supermarket	  digital	  adver6sing	  

•   1	  million	  +	  impressions	  
•   2,400	  clicks	  
•   .23%	  CTR	  conversion	  

•   Digital	  Video	  adver6sing	  
•   12,955	  views	  
•   .99%	  engagement	  
•   2.5%	  CTR	  conversion	  
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Facebook	  Advercsing	  Insights	  

•   Added website retargeting campaign 
•   All ads contained “Limited Time” CTA to drive urgency 
•   Tested multi-image ad versus single image ad for 

Philadelphia ad set (see screensot) 
•   Results of multi image test was $0.43 CPC versus average 

$0.77 CPC of other DMA ad sets 
•   Have implemented multi image ads for all ad sets in July 
•   Splitting messaging between Proper Rewards and Summer 

Fridays in July 

•     78,890 Clicks  

•     2,053,417 Reach 

•     7,026,169 Impressions 
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MONTHLY	  PERFORMANCE	  REVIEW	  
AND	  INTERAGENCY	  REPORT	  

	  	  New	  Content	  Development	  



GoToBermuda.com	  

49	  

Scuba	  Diver	  Life	  Partnership	  

Partnered	  with	  Scuba	  Diver	  Life	  
and	  on-‐island	  partners	  to	  create	  
a	  4-‐minute	  storytelling	  video	  
tou6ng	  the	  fabulous	  diving	  
experience	  in	  Bermuda.	  	  
	  
Early	  Results:	  
•  111K	  views	  in	  1	  week	  
•  313	  shares	  
•  681	  likes	  
•  50+	  inquiries	  to	  join	  dive	  trip	  

in	  2016	  
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Whale	  Watching	  Video	  

Worked	  with	  on-‐island	  
videographers	  and	  partners	  to	  
create	  a	  4-‐minute	  storytelling	  
video	  tou6ng	  the	  fabulous	  
whale	  watching	  experience	  in	  
Bermuda	  to	  promote	  shoulder	  
season	  visita6on	  to	  the	  island.	  	  
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Life	  Bermudaful	  Video	  &	  TV	  Buy	  

51	  

Worked	  with	  on-‐island	  videographer	  to	  
create	  a	  90-‐minute	  video	  telling	  the	  story	  
of	  “Life	  Bermudaful.”	  The	  video	  captures	  
the	  sights	  and	  sounds	  of	  the	  island.	  	  
	  
The	  video	  became	  the	  backbone	  to	  create	  
a	  30-‐second	  spot	  that	  ul6mately	  aired	  on	  
network	  morning	  TV	  in	  NYC	  the	  last	  2	  
weeks	  of	  June.	  	  	  
	  
It’s	  also	  been	  repurposed	  to	  create	  an	  
interac6ve	  ad	  unit.	  	  
	  



GoToBermuda.com	  

Created	  a	  custom	  graphic	  to	  
showcase	  the	  many	  island	  
experiences	  and	  ac6vi6es	  by	  
season	  to	  be	  used	  in	  mul6ple	  
channels:	  
•   Website	  
•   Social	  
•   Training	  	  
•   Collateral	  

Bermuda	  Year-‐Round	  
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MONTHLY	  PERFORMANCE	  REVIEW	  
AND	  INTERAGENCY	  REPORT	  

	  	  Website,	  SEM,	  SEO,	  Google	  Analyccs	  
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Total	  Search	  Traffic	  
•   Total	  Search	  Traffic	  consists	  of	  Organic	  Search,	  Paid	  Search,	  Referrals	  from	  Google.com	  and	  

50%	  of	  Direct	  traffic	  based	  on	  Industry	  Research*	  
•   YTD	  total	  growth	  of	  17%	  for	  Search	  Traffic	  to	  the	  website	  

In	  Google	  Analy6cs	  traffic	  categorized	  as	  “direct/none”	  the	  source	  of	  the	  visit	  cannot	  be	  iden6fied.	  This	  can	  be	  due	  to	  browser	  security	  seJngs.	  Research	  suggests	  that	  a	  substan6ve	  percentage	  of	  
“direct”	  traffic	  to	  deep	  pages	  on	  a	  site	  is	  really	  organic	  search.	  hfp://searchengineland.com/60-‐direct-‐traffic-‐actually-‐seo-‐195415	  	  As	  GoToBermuda.com	  has	  seen	  a	  substan6ve	  jump	  in	  direct/
none	  traffic	  ,	  we	  are	  using	  the	  assump6on	  that	  half	  of	  that	  traffic	  is	  really	  organic	  search.	   54	  
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•   Engagement	  metrics	  have	  all	  improved	  dras6cally	  

•   Bounce	  rate	  down	  8.31%	  (74.34%	  vs.	  81.07%)	  
•   Pages	  per	  session	  up	  2.90%	  (1.47	  vs.	  1.43)	  
•   Average	  session	  dura6on	  up	  81.18%	  (0:51	  vs.	  0:42)	  

•   Goal	  conversion	  rate	  has	  also	  improved	  drama6cally	  

•   2015:	  4.40%	  
•   2014:	  2.31%	  

	  

Web	  Metrics	  Q2	  
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Organic	  Search	  Ranking	  

Phase	  I	  Updates	  
2/27/15	  

Phase	  II	  Update	  
5/1/2015	  

Overall	  SEO	  ranking	  has	  shown	  steady	  improvement	  beginning	  in	  January.	  	  
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Organic	  Search	  Ranking	  

Jan	  
	  2015	  

May	  
2015	  

MoM	  Change	  

Ranked	  on	  Page	  1	   755	   929	   +23%	  

Ranked	  on	  Page	  2	   404	   475	   +18%	  

Ranked	  on	  Page	  3	   265	   300	   +13%	  

Ranked	  on	  Pages	  4-‐10	   1,300	   1,507	   +16%	  

May	  
2015	  

May	  
2014	  

YoY	  Change	  

Ranked	  on	  Page	  1	   929	   314	   +196%	  

Ranked	  on	  Page	  2	   475	   148	   +221%	  

Ranked	  on	  Page	  3	   300	   132	   +127%	  

Ranked	  on	  Pages	  4-‐10	   1,507	   613	   +146%	  

Both	  the	  updates	  made	  in	  Phase	  I	  and	  Phase	  II	  have	  mad	  posi6ve	  impacts	  on	  the	  
quan6ty	  of	  keywords	  the	  site	  ranks	  for,	  par6cularly	  on	  Page	  1.	  
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Q2	  SEM	  Performance	  	  

Throughout	  Q2,	  we	  delivered	  a	  total	  of	  90,213	  clicks,	  with	  an	  average	  CPC	  
of	  $1.10,	  at	  a	  CTR	  of	  0.86%.	  Total	  spend	  for	  the	  quarter	  was	  $98,807.	  

•   Bounce	  rate	  has	  improved	  over	  the	  months	  
from	  54%	  down	  to	  43%	  

•   CTR	  has	  grown	  2.5x	  throughout	  the	  quarter	  

•   Display	  industry	  average	  CTR	  is	  0.08%	  
•   Search	  campaigns	  do	  not	  have	  an	  overall	  average;	  

Miles	  aims	  to	  deliver	  a	  2-‐3%	  CTR	  	  
•   Non-‐brand	  keywords	  average	  cost	  is	  $3-‐$5	  
•   Brand	  keywords	  average	  cost	  is	  $1-‐$2	   58	  
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Website	  Development	  &	  Enhancement	  

59	  

New	  Content	  
•   Fashion	  Fes6val	  
•   Summer	  Fridays	  
•   Groups	  RFP	  Page	  
•   Island	  Insiders	  Update	  
•   Cup	  Match	  Page	  
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MONTHLY	  PERFORMANCE	  REVIEW	  
AND	  INTERAGENCY	  REPORT	  

	  	  Promocons	  &	  PR	  



GoToBermuda.com	  

Consumer	  Spirits	  Promocon	  
May	  -‐	  July	  –	  North	  America	  	  

61	  

Partner	  with	  Bermuda	  brand	  Gosling’s	  to	  push	  the	  poten6al	  for	  
North	  American	  consumers	  to	  purchase	  two	  of	  Bermuda's	  
greatest	  exports	  this	  summer	  -‐	  tourism	  and	  Gosling's	  Rum.	  	  	  
	  
•   "Selfie	  Yourself	  to	  Bermuda,"	  is	  a	  mul6-‐plaxorm	  promo6on	  

that	  encourages	  customers	  to	  submit	  a	  picture	  of	  themselves	  
"toas6ng	  Bermuda-‐style"	  for	  a	  chance	  to	  win	  a	  vaca6on	  for	  
two	  to	  the	  island	  

•   Point-‐of-‐sale	  promo6on	  in	  750	  U.S.	  retail	  stores,	  social	  
integra6on,	  digital	  marke6ng	  and	  sweepstakes	  components.	  	  	  

•   750	  display	  case	  cards	  
•   100,000	  shelf	  talkers	  in	  thousands	  of	  stores	  plus	  

distributed	  through	  events	  
•   150,000	  "Bermuda	  Mini	  Vaca6on	  Passport"	  hangtags	  on	  

rum	  bofles	  tou6ng	  drink	  recipes	  &	  travel	  to	  the	  island.	  
•   Social	  media	  adver6sing	  (Goslings)	  	  
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Consumer	  Fashion	  Brand	  Promocon	  
June	  -‐	  UK	  
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Partner	  with	  Kurt	  Geiger,	  a	  stylish	  brand	  found	  across	  the	  high	  streets,	  to	  
reach	  affluent,	  fashionable	  consumers	  
•   Total	  Exposure:	  	  5.4	  million	  impressions	  
•   Visits	  to	  Compe66on	  Landing	  Page:	  	  43,715	  
•   Total	  Entries	  &	  Opt-‐ins:	  	  18,900	  
	  
Point	  of	  Sale	  (POS)	  (40	  stores	  including	  major	  airports	  for	  4	  weeks):	  
•  A5	  sized	  posters	  at	  6ll	  point	  &	  postcards	  in	  all	  purchase	  bags	  
	  	  
Digital	  &	  Social:	  	  
•  Homepage	  6le	  –	  1	  week	  big	  6le,	  1	  week	  small	  6le	  (small	  6le	  is	  where	  it	  has	  

Instagram,	  just	  geJng	  confirma6on	  of	  the	  big	  6le)	  	  hfp://www.kurtgeiger.com	  
with	  800k	  unique	  visitors	  per	  month	  

•  Compe66on	  landing	  page	  generated	  43,715	  unique	  visits	  
•  Featured	  in	  at	  least	  1	  e-‐newslefer	  to	  1	  million	  customers	  (solus	  &	  banners)	  
•  Posts	  on	  social	  media	  pages-‐	  Facebook,	  Twifer,	  Instagram	  –	  total	  262k	  
•  	  Data	  Capture:	  	  Generated	  19,000	  leads	  via	  Opt-‐in	  box	  to	  be	  featured	  within	  the	  

campaign	  to	  allow	  compe66on	  entrants	  to	  request	  more	  informa6on	  from	  the	  
Bermuda	  and	  their	  travel	  partners	  
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Consumer	  Fashion	  Promocon	  
June	  –	  UK	  
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Partner	  with	  Stylist,	  a	  popular	  women’s	  lifestyle	  magazine	  and	  Bermuda’s	  
own	  TABs	  brand	  to	  reach	  affluent,	  fashionable	  consumers.	  	  
•   Compe66on	  was	  promoted	  via	  website	  with	  1	  million	  monthly	  unique	  

users	  and	  40,000	  newslefer	  subscribers	  and	  Facebook	  	  
•   Generated	  3,665	  entries,	  outperforming	  industry	  standard	  of	  2,000	  

entries	  for	  similar	  size	  prize	  packages	  
•   Bounce	  Rate:	  16%	  and	  conversion	  (compe66on	  page	  visits:	  entries):	  96%	  
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Upcoming	  Coverage	  Highlights	  
	  
•   Food	  &	  Wine	  –	  September	  2015	  (Mary	  Celes6a	  Feature)	  	  
•   Robb	  Report	  –	  September	  2015	  (America’s	  Cup)	  
•   Des6na6on	  Weddings	  &	  Honeymoons	  –	  September/October	  2015	  (Weddings	  &	  

Des6na6on	  Feature)	  
•   Global	  Traveler	  Magazine	  –	  September	  2015	  (Des6na6on	  Feature)	  	  
•   Aspire	  Metro	  –	  Fall	  2015	  (Bermuda	  Design	  Guide)	  	  
•   DuJour	  –	  Fall	  2015	  (Americas	  Cup	  &	  Des6na6on	  Photoshoot)	  
•   Rhapsody	  Magazine	  –	  TBD	  (Family)	  
•   Virtuoso	  Life	  –	  TBD	  (Des6na6on	  feature)	  	  	  
•   Climbing	  Magazine	  –	  TBD	  (Photoshoot	  &	  Des6na6on	  Feature)	  	  
•   MORE	  Magazine	  –	  TBD	  (Kimberly	  Webb	  Bermuda	  Feature)	  
•   NYTimes	  In	  Transit	  –	  TBD	  (Bermuda	  Perfumery)	  	  
•   Successful	  Mee6ngs	  –	  TBD	  (Social	  Responsibility	  in	  Bermuda)	  	  
•   Organic	  Life	  –	  TBD	  (Des6na6on	  Feature)	  	  
 

YTD	  Coverage	  Snapshot	  
	  

•   Number	  of	  ArAcles:	  93	  
•   Impressions:	  507,430,095	  
•   Media	  Equivalency:	  $8,764,311	  
•   Average	  Score:	  68	  

Q2 Coverage Highlights 

William Shatner’s Brown Bag Wine Tasting on Ora.tv  – June 9, 2015 
Mary Celestia Shipwreck &  Wine 

WashingtonPost.com – April 10, 2015 
Proper Rewards  

Private Clubs – (Mobile) June 9, 2015 
Destination Update 
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Q2	  Coverage	  Wins	  

65	  New York Times – June 21, 2015 
Bermuda Family & Adventure 

Wall Street Journal – June 29, 2015 
Bermuda Adventure 

Triathlete – June 2015 
Swimsuit Issue & Destination Guide 

National Geographic Traveler – May 20, 
2015 
Cup Match 

MensJournal.com – May 27, 2015 
Most Adventurous Beaches 

USAToday.com – June 25, 2015 
Hottest Destinations for Summer 2015 
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Media	  Generated	  from	  Press	  Trips	  
Adventure	  Press	  Trip	  –	  April	  2015	  
 
Secured	  4	  afendees:	  

•   Brifany	  Jones-‐Cooper,	  Yahoo!	  Travel	  
•   Chris	  Bun6ng,	  New	  York	  Post	  
•   Dennis	  Ryan,	  AskMen.com	  
•   Cameron	  Mar6ndell,	  Freelance	  (Outside,	  NaAonal	  

Geographic,	  Men’s	  Health)	  

 
 

AskMen.com – May 6, 2015 
72 Hours in Bermuda 

AskMen.com – April 24, 2015 
Town Crier & Destination 

Yahoo! Travel – April 23, 2015 
Destination 
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Q2	  Individual	  Media	  Visits	  
	  
•   Jayme	  Lamm,	  Man	  Cave	  Daily;	  April	  8-‐12,	  2015	  
•   Lola	  Brown,	  Ensemble	  Vaca6ons;	  April	  13-‐16,	  2015	  
•   Chris6ne	  Wynne,	  Plant	  City	  Dining	  &	  Entertainment	  Guide	  –	  April	  

14-‐16,	  2015	  
•   Ray	  Isle,	  Food	  &	  Wine;	  May	  1-‐5,	  2015	  
•   Kif	  Douchefe,	  Men’s	  Journal;	  May	  18-‐21	  
•   Charles	  Bethea,	  Wall	  Street	  Journal;	  June	  6-‐11	  
•   Peggy	  Lohus,	  Virtuoso	  Life;	  June	  11-‐14	  
•   Chaney	  Kwak,	  Na6onal	  Geographic;	  June	  15-‐19	  
•   Adam	  Skolnick,	  Organic	  Life;	  June	  15-‐19	  
•   Chris6na	  Valhouli,	  Freelance;	  June	  19-‐21	  
•   Joshua	  David	  Stein	  &	  Photographer,	  Rhapsody;	  June	  19-‐23	  
•   Melanie	  Reffes,	  USAToday.com;	  June	  28-‐July	  1	  	  

Resulting Coverage Highlights 
 

Upcoming	  Media	  Visits	  
	  
•   Climbing	  Magazine;	  July	  23-‐27	  	  
•   Brian	  Hart	  Hoffman,	  Hoffman	  Media	  Group;	  July	  23-‐27	  
•   Margaret	  Swaine,	  Freelance;	  September	  7-‐12	  
•   Lon	  Wahlberg,	  New	  England	  Runner;	  January	  15-‐19	   Wall Street Journal – June 29, 2015 

Bermuda Adventure 

Ray Isle on Ora.tv  – June 9, 2015 
Mary Celestia Shipwreck &  Wine 

Man Cave Daily – May 5, 2015 
Bermuda Golf Classic 
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Trade	  Newsleoer	  Performance	  
•	  eNewslefer	  targeted	  towards	  travel	  trade	  
(mee6ngs,	  incen6ve	  and	  agents)	  to	  showcase	  new	  
developments	  and	  experiences	  on-‐island	  	  
	  
•	  Distribucon:	  4,999	  
	  
•	  Open	  Rate:	  16.8%	  
	  
•	  CTR:	  6.6%	  

Media	  Newsleoer	  Performance	  
•	  eNewslefer	  targeted	  towards	  media	  to	  showcase	  
new	  developments	  and	  experiences	  on-‐island	  	  
	  
•	  Distribucon:	  161	  
	  
•	  Open	  Rate:	  24.8%	  
	  
•	  CTR:	  12.8%	  
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Coverage	  Highlights	  	  
UK	  Earned	  Media	  Coverage	  

March Recap 
Total Number of Articles: 6 
Media Value:£10,196 / $15,852  
Articles in Top 50:  3 
Journalists Assisted: 77 

BAR 
press  
conferenc
e	  
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Facebook Twitter Instagram Pinterest YouTube 

Q1 4,465 1113 1133 116 722 
Q2 3,608 2131 2501 60 44 
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Q2	  Social	  Channel	  Growth	  Highlights	  
•   Twifer	  and	  Instagram	  experienced	  the	  greatest	  follower	  growth	  in	  Q2	  and	  largest	  jump	  to-‐date,	  allowing	  the	  BTA	  to	  

surpass	  its	  full-‐year	  channel	  growth	  targets	  of	  15%	  and	  80%,	  respec6vely.	  	  
•   Following	  a	  second,	  heavy	  “audience	  cleanse”	  to	  remove	  inac6ve	  users	  on	  April	  22,	  Facebook	  growth	  –	  with	  the	  help	  

of	  paid	  adver6sing	  –	  recovered	  to	  stay	  on	  pace	  with	  Q1	  growth	  and	  overall	  targets.	  Paid	  likes	  represented	  
approximately	  80%	  of	  average	  likes	  during	  Q2.	  	  

•   YouTube	  subscriber	  growth	  has	  slowed	  considerably	  following	  the	  Q1	  Tastemade/Google	  Ad	  buy.	  	  
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Q2	  Social	  Media	  Engagement	  Highlights	  
•   The	  big	  story	  this	  quarter	  con6nues	  to	  be	  @Bermuda	  on	  Instagram,	  where	  total	  engagements	  and	  engagements	  per	  

posts	  were	  up	  sharply	  over	  the	  previous	  quarter.	  This	  can	  be	  afributed	  to	  fewer,	  more	  high	  quality	  posts,	  as	  well	  as	  
a	  diversity	  of	  content	  types	  (i.e.,	  photos,	  videos	  and	  mo6on	  graphics)	  and	  influencer	  regrams.	  	  

•   Paid	  support	  considerably	  increased	  the	  reach	  of	  BTA	  Facebook	  and	  Twifer	  ac6vi6es	  to	  prospec6ve	  followers.	  As	  a	  
result,	  however,	  total	  and	  per-‐post	  engagements	  were	  flat	  or	  down	  for	  the	  period.	  

•   Total 
Engagements: 
193,145  
(+7.5%) 
 

•   Total Reach: 
3,157,170  
(+72%) 

 
•   Engagements 

per Post: 1,380  
(-4.0%) 

	  
	  
	  	  

•   Total 
Engagements: 
12,888  (-18%) 
 

•   Total 
Impressions: 
716,887  
(+44%) 

 
•   Engagements 

per Tweet: 26 
(-36.5%) 

	  
	  
	  	  

•   Total 
Engagements: 
26,393  (+60%) 
 

•   Engagements 
per Post: 357 
(+116.0%) 

	  
	  
	  	  

•   Average Daily 
Impressions: 
2,341 (-3%) 
 

•   Average Daily 
Repins: 19 
(-55.5%) 

 
•   Average Daily 

Clicks: 7 (+17%) 
	  
	  
	  	  

•   Total Video 
Views: 88,152  
(-94%) 

 
•   Average Daily 

Video Views: 
968 (-94%) 
 

•   Total 
Engagements: 
243  (-78%) 
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Investment	  Division	  
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The	  investment	  division	  con6nued	  its	  mandate	  of	  developing	  an	  investment	  environment	  for	  domes6c	  and	  
interna6onal	  investors	  and	  operators	  in	  Bermuda.	  The	  division	  remains	  focused	  on	  working	  with	  the	  Bermuda	  
Government	  to	  introduce	  revised	  legisla6on	  to	  afract	  foreign	  direct	  investment.	  The	  outreach	  to	  both	  local	  and	  
interna6onal	  investors	  and	  operators	  remain	  a	  core	  ac6vity	  and	  focus.	  	  
	  
Ac6vi6es	  during	  the	  quarter	  included:	  

1.   Con6nued	  afendance	  at	  investment	  and	  development	  conferences	  to	  raise	  awareness	  of	  impending	  
changes	  to	  Bermuda’s	  investment	  environment.	  	  

2.   Mee6ngs	  con6nued	  to	  be	  held	  with	  the	  St	  George’s	  investment	  group.	  	  
3.   Revised	  incen6ves	  decision	  paper	  presented	  to	  the	  Bermuda	  Government	  for	  review	  and	  approval.	  
4.   Proposed	  Concierge	  Service	  memorandum	  of	  understanding	  with	  key	  government	  departments	  had	  

been	  agreed	  and	  signed.	  
5.   Formal	  approval	  from	  Ministry	  of	  Public	  Works	  re	  Horseshoe	  Bay	  redevelopment	  proposal	  received	  

and	  infrastructure	  development	  plan	  commissioned.	  	  

During	  Q2	  of	  2015,	  the	  Investment	  Division	  accomplished	  
the	  following:	  
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For	  the	  Opera6ons	  Division,	  Q2	  was	  focused	  on	  delivering	  the	  discussion	  paper	  on	  Vaca6on	  
Rental	  Proper6es,	  comple6ng	  the	  BTA’s	  first	  year-‐end	  audit,	  and	  obtaining	  DMAI	  Accredita6on.	  	  

During	  Q2	  of	  2015,	  the	  Operacons	  Division	  accomplished	  
the	  following:	  

OPERATIONS,	  GENERAL	  
Vacacon	  Rental	  Properces	  	  
The	  discussion	  paper	  on	  Vaca6on	  Rental	  Proper6es	  (VRP)	  was	  submifed	  to	  the	  Ministry	  of	  Tourism	  Development	  
and	  Transport	  in	  April,	  2015.	  The	  BTA	  undertook	  the	  review	  of	  the	  VRP	  market	  in	  rela6on	  to	  the	  island’s	  
challenges	  and	  opportuni6es	  as	  iden6fied	  in	  the	  NTP,	  seeking	  to	  align	  the	  sector	  with	  the	  NTP’s	  eight	  strategic	  
objec6ves.	  	  
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Vacacon	  Rental	  Properces	  (concnued)	  
Following	  widespread	  consulta6on	  with	  VRP	  stakeholders	  and	  input	  from	  the	  general	  public,	  the	  discussion	  
paper	  documented	  the	  results	  of	  the	  review	  and	  proposed	  a	  framework	  by	  which	  the	  VRP	  market	  will	  play	  a	  
clearly	  defined	  and	  integral	  part	  in	  mee6ng	  five	  of	  those	  objec6ves:	  	  	  

•   Build	  unique	  and	  create	  compe66ve	  posi6oning	  
•   Increase	  visitor	  spending	  
•   Improve	  quality	  throughout	  the	  Tourism	  Value	  Chain	  
•   Build	  pride	  and	  create	  jobs	  
•   Create	  economic	  and	  social	  sustainability	  	  	  

The	  review	  also	  presented	  the	  path	  to	  mee6ng	  BTA’s	  overall	  objec6ves:	  	  
•   Developing	  a	  ‘light-‐touch’	  regulatory	  framework	  specific	  to	  VRP	  in	  Bermuda	  that	  enables	  visitors	  

choosing	  a	  VRP	  for	  their	  on-‐Island	  stay	  to	  do	  so	  with	  confidence.	  
•   Ensuring	  Bermuda’s	  VRP	  sector	  posi6vely	  reflects	  on	  the	  overall	  product	  and	  experience	  that	  

Bermuda	  markets	  and	  provides	  to	  our	  visitors.	  	  
•   Crea6ng	  a	  voluntary	  registry	  of	  Bermuda’s	  VRPs	  to	  market	  and	  promote	  alongside	  tradi6onal	  guest	  

accommoda6ons.	  	  
•   The	  paper	  will	  be	  finalized	  as	  decision	  paper	  for	  tabling	  when	  Parliament	  reconvenes	  in	  fall,	  2015.	  	  	  
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DMAI	  Accreditacon	  
The	  Board	  of	  Directors	  for	  the	  Des6na6on	  Marke6ng	  Accredita6on	  Program	  (DMAP)	  completed	  the	  
review	  of	  The	  Bermuda’	  Tourism	  Authority’s	  applica6on	  for	  accredita6on	  in	  the	  cycle	  ending	  June	  
1stand	  approved	  the	  accredita6on	  of	  Bermuda	  Tourism	  Authority.	  The	  BTA	  was	  awarded	  with	  the	  
(DMAP)	  seal	  by	  Des6na6on	  Marke6ng	  Associa6on	  Interna6onal	  (DMAI),	  in	  recogni6on	  of	  our	  
commitment	  to	  industry	  excellence	  and	  mee6ng	  the	  industry	  standard	  for	  performance	  and	  
accountability	  of	  des6na6on	  marke6ng	  organiza6on's	  (DMO)	  around	  the	  world.	  This	  accredita6on	  
decision	  indicates	  that	  Bermuda	  Tourism	  Authority	  has	  sa6sfied	  the	  rigorous	  standards	  set	  forth	  by	  the	  
professional	  des6na6on	  marke6ng	  community.	  	  
	  
Since	  its	  incep6on	  in	  January	  2007,	  the	  accredita6on	  program	  requires	  a	  DMO	  to	  successfully	  comply	  
with	  a	  mul6tude	  of	  mandatory	  and	  voluntary	  standards	  that	  span	  a	  variety	  of	  performance	  areas	  to	  
gain	  this	  momentous	  achievement.	  The	  standards	  cover	  nearly	  all	  aspects	  related	  to	  the	  management	  
and	  marke6ng	  of	  a	  DMO's	  including	  governance,	  finance,	  human	  resources,	  sales,	  communica6ons,	  
des6na6on	  development	  and	  research.	  
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Human	  Resources	  	  
The	  Board	  of	  Directors	  for	  the	  Des6na6on	  Marke6ng	  Accredita6on	  Program	  (DMAP)	  completed	  the	  
review	  of	  The	  Bermuda’	  Tourism	  Authority’s	  applica6on	  for	  accredita6on	  in	  the	  cycle	  ending	  June	  
1stand	  approved	  the	  accredita6on	  of	  Bermuda	  Tourism	  Authority.	  The	  BTA	  was	  awarded	  with	  the	  
(DMAP)	  seal	  by	  Des6na6on	  Marke6ng	  Associa6on	  Interna6onal	  (DMAI),	  in	  recogni6on	  of	  our	  
commitment	  to	  industry	  excellence	  and	  mee6ng	  the	  industry	  standard	  for	  performance	  and	  
accountability	  of	  des6na6on	  marke6ng	  organiza6on's	  (DMO)	  around	  the	  world.	  This	  accredita6on	  
decision	  indicates	  that	  Bermuda	  Tourism	  Authority	  has	  sa6sfied	  the	  rigorous	  standards	  set	  forth	  by	  the	  
professional	  des6na6on	  marke6ng	  community.	  	  
	  
Since	  its	  incep6on	  in	  January	  2007,	  the	  accredita6on	  program	  requires	  a	  DMO	  to	  successfully	  comply	  
with	  a	  mul6tude	  of	  mandatory	  and	  voluntary	  standards	  that	  span	  a	  variety	  of	  performance	  areas	  to	  
gain	  this	  momentous	  achievement.	  The	  standards	  cover	  nearly	  all	  aspects	  related	  to	  the	  management	  
and	  marke6ng	  of	  a	  DMO's	  including	  governance,	  finance,	  human	  resources,	  sales,	  communica6ons,	  
des6na6on	  development	  and	  research.	  
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TRAINING	  &	  STANDARDS	  
	  
The	  Na6onal	  Service	  Standard	  Programme	  (NSSP)	  At	  end	  of	  Q2,	  400	  persons	  had	  
obtained	  their	  Cer6fied	  Tourism	  Ambassador	  (CTA)	  designa6on	  through	  the	  BTA’s	  
Na6onal	  Service	  Standards	  Programme.	  	  An	  incen6ve	  program	  for	  CTA’s	  was	  
introduced	  to	  help	  ambassadors	  experience	  Bermuda	  and	  to	  subsequently	  
recommend	  ac6vi6es,	  products	  and	  experiences	  to	  our	  island	  visitors.	  The	  Bermuda	  
Tourism	  Ambassador’	  ID	  card	  was	  developed	  and	  distributed	  to	  CTA’s	  to	  enable	  
them	  to	  receive	  incen6ves	  island-‐wide.	  
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ON-‐ISLAND	  COMMUNICATION	  
	  
Media	  Appearances	  
CEO	  Bill	  Hanbury,	  along	  with	  the	  COO	  and	  Chief	  Product	  and	  Experiences	  Officer	  appeared	  on	  the	  
Let’s	  Talk	  program	  with	  Gary	  Moreno.	  The	  salary	  disclosure	  in	  Q1	  paved	  the	  way	  for	  an	  open	  dialogue	  
with	  the	  public	  and	  a	  moderator	  on	  this	  live	  public	  affairs	  television	  programme,	  and	  resulted	  in	  
posi6ve	  feedback	  from	  stakeholders	  and	  the	  general	  public.	  
In	  line	  with	  BTA’s	  commitment	  to	  transparency,	  the	  Director	  of	  Stakeholder	  and	  Public	  Rela6ons	  was	  
a	  guest	  on	  the	  Sherri	  Simmons	  radio	  program	  (Magic	  102.7	  FM)	  and	  answered	  ques6ons	  live	  on	  air	  
that	  came	  in	  from	  the	  public	  via	  phone	  and	  email.	  	  He	  also	  wrote	  a	  first	  person	  opinion	  piece	  for	  
Bernews	  that	  provided	  a	  new	  way	  for	  highligh6ng	  the	  BTA’s	  efforts	  to	  reimagine	  its	  image	  to	  a	  next	  
genera6on	  of	  traveler.	  
	  	  
Stakeholder	  Engagement	  
A	  produc6ve	  stakeholder	  mee6ng	  was	  held	  with	  Bermuda	  Industrial	  Union	  leadership,	  following	  
which	  the	  BTA	  made	  several	  presenta6ons	  to	  transport	  workers	  to	  share	  the	  results	  of	  our	  transport	  
survey.	  
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Stakeholder	  Engagement	  (concnued)	  
A	  stakeholder	  engagement	  mee6ng	  was	  held	  to	  allow	  tourism	  industry	  partners	  to	  hear	  firsthand	  the	  
work	  underway	  for	  the	  event	  opera6onally,	  and	  from	  a	  sales	  and	  marke6ng	  and	  product	  and	  
experiences	  perspec6ve.	  All	  relevant	  par6es	  were	  involved	  in	  one	  way	  or	  another	  including	  AECA	  and	  
ACBDA.	  The	  event	  was	  well	  afended	  and	  the	  feedback	  was	  posi6ve.	  The	  presenta6ons	  made	  are	  all	  
available	  on	  our	  corporate	  website.	  
In	  partnership	  with	  Keep	  Bermuda	  Beau6ful,	  the	  BTA	  team,	  assisted	  by	  CTA’s,	  took	  part	  in	  clean-‐up	  
efforts	  that	  posi6vely	  impacted	  public	  beaches	  at	  Clearwater,	  Warwick	  Long	  Bay,	  Mangrove	  Bay	  and	  
Elbow	  Beach.	  	  
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Tourism	  appreciacon	  
BTA	  underwrote	  the	  adver6sing	  and	  promo6onal	  ac6vi6es	  associated	  with	  Hospitality	  Month	  in	  April.	  	  These	  
included	  the	  following:	  

•   BTA	  hosted	  a	  recep6on	  recognizing	  Cer6fied	  Tourism	  Ambassadors	  [CTA’s],	  ‘Hospitality	  Skills	  =	  Life	  
Skills’	  school	  volunteers,	  S.T.A.R.T.	  students	  and	  ‘Hospitality	  Heroes.’	  More	  than	  150	  persons	  in	  
afendance.	  

•   Launched	  #LovemyBermuda,	  phase	  two,	  a	  radio	  campaign	  featuring	  tourism	  industry	  ambassadors.	  	  
Spots	  ran	  throughout	  Q2.	  	  

•   Facilitated	  2nd	  annual	  Lunch	  &	  Learn	  Sessions	  in	  the	  lead-‐up	  to	  the	  Product	  &	  Experience	  grant	  
submissions.	  These	  sessions	  are	  designed	  to	  prepare	  interested	  par6es	  for	  the	  next	  round	  of	  
funding	  applica6ons.	  	  

	  
In	  support	  of	  Sales	  &	  Marke6ng,	  a	  Group	  Sales	  Paper	  was	  produced	  to	  help	  educate	  stakeholders	  on	  the	  
process	  and	  importance	  of	  the	  group	  travel	  segment.	  This	  effort	  expounded	  on	  the	  how’s	  and	  why’s	  group	  
business,	  including	  the	  length	  of	  6me	  to	  close	  and	  its	  impact	  on	  pace	  reports.	  This	  paper	  is	  founda6onal	  to	  
the	  expected	  Q3	  launch	  of	  a	  ‘Bring	  It	  Home’	  campaign	  aimed	  at	  local	  residents.	  
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News	  Stories	  
	  
Month	   Posicve	   Negacve	   Neutral	  
April	   26	   4	   16	  

May	   29	   6	   11	  

June	   26	   5	   6	  

Total	   81	   15	   33	  

-‐	  Notes:	  Posi6ve	  and	  neutral	  news	  stories	  con6nue	  to	  outweigh	  nega6ve	  news	  stories	  in	  the	  
monitoring	  process	  by	  a	  wide	  margin.	  	  Most	  nega6ve	  stories	  are	  the	  result	  of	  comments	  from	  
Opposi6on	  Legislators.	  However,	  nega6ve	  repor6ng	  also	  resulted	  from	  the	  figures	  the	  BTA	  reported	  
on	  first	  quarter	  industry	  performance.	  	  
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Income	  statement	  
Income	  	  
This	  is	  the	  first	  quarter	  of	  the	  2015/6	  Government	  grant	  which	  is	  $350k	  per	  quarter	  below	  the	  prior	  year.	  
Guest	  fees	  to	  date	  (January	  –	  May	  actual,	  June	  es6mate)	  are	  $1,509k	  compared	  to	  $1,589k	  in	  2014.	  
	  
The	  Dockyard	  Visitor	  Informa6on	  Centre	  commenced	  opera6on	  in	  April	  with	  the	  major	  source	  of	  revenue	  
coming	  via	  the	  sale	  of	  transporta6on	  passes.	  
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Direct	  Costs	  	  
	  
Sales	  and	  Markecng	  	  	  
Details	  of	  the	  ac6vity	  in	  the	  period	  can	  be	  found	  in	  the	  sales	  and	  marke6ng	  sec6on.	  
	  
Product	  Development	  &	  Experience	  
Payments	  against	  the	  2015	  Grant	  awards	  con6nue.	  In	  addi6on,	  the	  costs	  rela6ng	  to	  the	  Dockyard	  VIC,	  which	  
commenced	  opera6ons	  in	  April	  are	  now	  included.	  
	  
Operacons	  
The	  quarter	  saw	  both	  the	  Hospitality	  Month	  and	  the	  con6nua6on	  of	  the	  Na6onal	  Standards	  Training	  
program.	  

Structure,	  General	  &	  Administracon	  	  
The	  The	  Structure,	  General	  and	  Administra6on	  costs	  are	  within	  budget.	  The	  annual	  grant	  to	  the	  Bermuda	  
Hospitality	  Ins6tute	  was	  paid	  in	  the	  quarter.	  
	  
	  



GoToBermuda.com	  

Balance	  Sheet	  	  
Bank	  	  
The	  balance	  at	  the	  end	  of	  the	  quarter	  was	  $6.4m,	  bolstered	  by	  the	  income	  from	  the	  Dockyard	  VIC.	  
Costs	  associated	  with	  this	  revenue	  will	  be	  paid	  in	  July.	  
	  
Accounts	  Receivable	  and	  Accrued	  Income	  	  
This	  this	  represents	  the	  hotel	  fees	  for	  June	  (not	  due	  un6l	  15	  July)	  and	  any	  amounts	  overdue	  from	  previous	  
months.	  The	  balance	  of	  $180k	  Loan	  to	  the	  Whixield	  was	  repaid	  on	  30	  April	  2015.	  
	  
Prepaid	  Expenses	  	  
Mainly	  relates	  to	  rent	  payments	  in	  advance	  and	  annual	  subscrip6ons	  in	  advance.	  Vendor	  payables	  –	  are	  all	  
current	  bills.	  
	  
Vendor	  Payables	  	  
Are	  all	  current	  bills.	  
	  
Accruals	  	  
This	  includes	  $0.4m	  of	  liabili6es	  yet	  to	  be	  invoiced,	  $0.5m	  payroll	  (taxes/incen6ves/holiday	  pay)	  and	  $0.3m	  
of	  provisions.	  	  
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BERMUDA TOURISM AUTHORITY
FINANCIAL YEAR END: DECEMBER 31, 2015

INCOME STATEMENT FOR THE PERIOD

Qtr 2, 2015 Qtr 1, 2015 2015 YTD Total

Income 8,101,906 6,153,812 14,255,718
Direct costs 4,498,119 2,105,275 6,603,394

Direct surplus 3,603,787 4,048,537 7,652,324

Structure, general & administration costs 2,520,888 2,162,279 4,683,168

Operating surplus 1,082,899 1,886,258 2,969,156

Net finance costs 80,115 52,574 132,688

Net surplus for the period 1,002,784 1,833,684 2,836,468
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BERMUDA TOURISM AUTHORITY
FINANCIAL YEAR END: DECEMBER 31, 2015

INCOME STATEMENT FOR THE PERIOD

Qtr 2, 2015 Qtr 1, 2015 2015 YTD Total

1. Income
Grants, subsidy & contribution income 5,425,000 5,774,250 11,199,250
Tourism authority fee 1,129,895 379,562 1,509,457
Visitor Information Centre 1,547,011 - 1,547,011

8,101,906 6,153,812 14,255,718

2. Direct costs:

Sales & Marketing 2,921,734 1,700,078 4,621,812

Product development & experience 1,344,504 366,871 1,711,375

Research & business intelligence 77,857 37,221 115,078

Operations 154,024 - 154,024

Investment - 1,105 1,105

4,498,119 2,105,275 6,603,394
Recon Recon Recon

3. Structure, general & administration

costs, split:
Staff costs 1,451,970 1,499,441 2,951,411
Communications & IT 212,179 127,743 339,922
General expenses 175,450 245,774 421,224
Marketing 492 1,843 2,335
Premises 179,156 184,490 363,647
Professional fees 188,705 99,079 287,784
Transport 1,151 399 1,550
Grants / Investments 320,000 - 320,000
Capital expenditure (8,215) 3,510 (4,705)

2,520,888 2,162,279 4,683,168

4. Finance costs:

Bank charges 10,243 6,174 16,418

Foreign exchange 69,871 46,399 116,270

80,115 52,574 132,688
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BERMUDA TOURISM AUTHORITY
FINANCIAL YEAR END: DECEMBER 31, 2015

BALANCE SHEET AS AT JUNE 30, 2015

Jun-15 Mar-15

ASSETS

Current Assets

Cash & Bank 6,422,607 5,333,892

Accounts receivable 158,250 192,749

Inventory 678,570 -

Accrued income 667,804 320,190

Prepaid expenses 113,919 165,614

Deferred costs 5,800 19,000

8,046,950 6,031,444

Non-current assets 339,214 448,506

Total Assets 8,386,165 6,479,950

EQUITY & LIABILITIES

Equity

Accumulated surplus (deficit) 4,696,227 3,693,443

Liabilities

Current Liabilities

Vendor payables 1,477,341 479,363

Accruals 1,212,597 1,307,144

Deferred income - -

2,689,938 1,786,507

Long Term Liabilities 1,000,000 1,000,000

Total Liabilities 3,689,938 2,786,507

Total Equity and Liabilities 8,386,165 6,479,950 90	  


