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During Q3 of 2015, the Research & Business
Intelligence Division accomplished the following:

1. Completed a competitive analysis which looks closely at the variety of accommodations in
Bermuda vs. other destinations.

2. Completed a full analysis of Return on Investment in Bermuda’s tourism industry over the
past 30 years in Bermuda.

15-year Trend: Tourism funding, Air Arrivals and ROI
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** ROI = Visitor spending / Government funding for Tourism
* Visitor and Vacation Air Arrivals are measured at the airport during landing/immigration process
** Visitor expenditure = average per person spending (measured by the same 3rd party research vendor
since 2003) x total number of visitor arrivals
*** ROI = Visitor spending / Government funding for Tourism 3
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3. Analyzed results of a rental car survey completed by visitors to Bermuda.
4. Launched conversion research study to determine consumer barriers to booking a trip to
Bermuda after consideration.

5. Continued analysis on historical and current air service to Bermuda in comparison to hotel
inventory and occupancy. Attended World Routes Conference to explore opportunities
with new airline partners, alongside Airport and Ministry officials.

Updated database of vacation rental properties in Bermuda.

Assisted in implementation of CRM system across all divisions of the BTA and integration
with current systems.

8. Began development of online dashboard for all key metrics.

9. Continued to report monthly and quarterly on tourism KPIs (air/cruise/yacht arrivals, visitor
expenditure, visitor satisfaction, hotel performance, future projections)

10. Executed on-site customer satisfaction surveys at BTA-sponsored events

11. Continued to monitor online demand and conversion by geographic region and persona
targets

12. Continued to measure Return on Investment of marketing initiatives by geographic region

13. Continued local opinion poll to measure perception of Tourism and the BTA amongst
residents
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During Q3 of 2015, the Product & Experiences Division
accomplished the following:

1. Approved Experiences completed/launched to date - Q3

e Bermuda Triple Crown game fishing tournaments — 3-24 July
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e LIV Bermuda - 3-6 July
e City Fashion Festival - 6-12 July
e Cup Match Summer Splash - 25-29 July
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The quarter marked a total of 24 completed experiences to date. Ongoing monitoring indicates that the
product development strategy has contributed to increased visitor spending for 2015. Reports in the quarter
showed that air visitor vacationers average spend per person increased 7% through June 30, 2015. When
extrapolated the economic impact of this increase is $74.4 million for Bermuda’s tourism economy, up 5%
versus the same period a year earlier.

We also conducted Bermuda’s Best Fish Sandwich Competition in
August, in conjunction with Operations/Communications team.
This was used as the latest vehicle to highlight local food culture,
and identify locally-rated recommendations and options within
the genre for visitors. Over 40 restaurants and outlets participated.
Follow up reports indicate business increased by as much as 30%
in the two week competition period for participants.
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Work to develop the “Uncover
the Arts” programme for
Bermuda’s Arts & Culture
season experiences
(November - April) was
completed during the quarter.
Conducted in partnership with
the Department of Community
and Cultural Affairs, 18 new
cultural and culinary-focused
experiences were developed
to add to the popular existing
programme of activities, for
launch as of 1 November.
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NOVEMBER 1, 2015 - APRIL 30,
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THE INSIDER'; GUIDE TO BERMUDA'S CULTURA! EI«SURES

Departmant af Community and Cultural Affairs

S LA

Welcome

Bermuda's spectacular boauty Is the perfect
setting to expertence our isiand culture, arts
and entertainment year-round.

Tima even permits for a game of golf on almost
any day of the year!

Between the months of November to April,
explore and discover the wide range of cultural
adventures, ecoexcursions and the Island’s rich
history and architectural charm.

Some of the daily events are FREE. unless
otherwise indicated. Outdoor events are
weather dependent.

Many of the activities festured In this

programme have been arranged by the

Quardians of our culture at the Department

of Community and Cultural Affairs and the
Tourism -

PUBLIC HOLIDAYS

new

EAST END CULTURAL PASSPORT

The Town of St. George and St, David's Island are abundant
In natural and historical sites and have some of the best

‘scenic sites Bermuda has to offer. For ona low price,

Globe Hotel Museum

o
Majesties Chappell
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2. Cruise strategy

SeaTrade Europe conference — we conducted meetings and continued outreach with target cruise lines and
home port management contacts at this major cruise industry conference in September. Discussion
highlights included sessions with Viking Cruises about new Atlantic itineraries and Carnival Corporation,
about opportunities with their range of brands, e.g. Princess, Seabourn, P&O, Cunard. Discussions also took
place with Disney Cruise Line.

General Infrastructure developments — we have continued to provide input to the government and industry
on infrastructure matters. This includes North Channel improvements, consideration of port modifications at
the East End, and general upgrades to existing piers.

Updates: latest outreach results - 150 calls are confirmed for 2016 (135 in 2015), from our targeting of
premium/luxury brands

2016 projected visitor spending up 12% (510 million)

Total projected economic impact: $91 million

Holland America — back with more calls in 2015 (6) & 2016 (4)
10 calls for Carnival brand in 2016

America’s Cup — five lines planning charters/AC itineraries

©O OO0 O O
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4. Sport Highlights

RC44 Championship Regatta - confirmed to take place in Bermuda from 2" - 6t March 2016, and
representing over 1,000 room nights in an historically soft tourism period. Our operational team
includes representatives from the BTA, the Royal Bermuda Yacht Club, Bermuda Business Development
Agency and Hamilton Princess. The RC44 Championship Tour is an international sailing circuit of events
held in various locations worldwide. There are 14 teams from 10 countries that compete in the league.
For this fleet racing series teams sail high performance RC44 boats designed by globally-recognized
America’s Cup winner Russell Coutts.

Each team comprises an owner, three amateurs and four professional sailors. The professionals are all
either America’s Cup or Olympic sailors. The owners of the RC44 vessels are high-level business
executives and entrepreneurs of billionaire status, primarily from Europe and the US.

Sports Tourism - we established BTA’s new agreement with the National Sports Centre (NSC), designed
to incentivize teams to organize training and playing tournaments in Bermuda. The incentive is that the
BTA will pay for usage time at the NSC pool, field, etc. So far, ten teams have chosen Bermuda under
the new agreement, an estimated 435 visitors from the United States, Canada and Denmark.

10
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Women Golfer Strategy

e  Women in Golf Trophy - by end quarter-end, approximately 50 players were expected to travel to
Bermuda for this event in November. The tournament continues to generate results for Bermuda as
part of our strategy targeting women golfers. As reported, the event is anticipated to provide
economic impact of $165,000 in on-island spending.

e Executive Women’s Golf Association - we confirmed a new experience for women golfers in
partnership with the EWGA. The organization will conduct a golf school and related course play
experience for its members in March 2016. The EWGA has 14,000 members across the US; chapters on
the East Coast particularly will be targeted for this experience.

* Nike Golf PGA Team Championship of Canada: The inaugural Nike Golf PGA Team Championship of
Canada will be played in Bermuda at the Mid Ocean Club. This newly-created and unique
championship will feature two PGA of Canada professionals pairing up with the partner of his/her

choice, from 26-29 October 2015. The Bermuda Tourism Authority and the Fairmont Southampton
Hotel are partners of the inaugural championship.

Legacy activities — post-America’s Cup (AC) - initiated strategy to leverage AC presence by developing

sailing calendar of new and existing visitor-focused events and experiences. Strategy includes establishing
experiences in four categories: events/regattas, learn-to-sail, sports spring break (sailing) and

repositioning (winter) sailing opportunities. Therefore the calendar specifically presents either large-scale
spectator events, or individual/group participative opportunities. 11
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4. Experience Investment Programme

Round 3 of applications opened on 3 September, with a deadline for submissions of 2 October. This round
covers experiences and events primarily designed to take place from January — December 2016. Outreach

and education activities during the quarter to disseminate information to the community included a series
of lunch and learn information sessions as well as a pre-application workshop. Application evaluation and

review is in progress; we will determine approved experiences by the end of October.

b BERMUDA

HOME | NATIONAL TOURISM PLAN | NEWSROOM | ABOUTUS | ADVOCACY | EMPLOYMENT | FORMS | RESEARCH

- .

Tourism Experiences Investment

2 » Tourism Experiences ivstment

Statement of Purpose

age the  attracts
lind shores.
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Travel, Roomnights, Group & PR Dashboard

YTD 2015 % OF GOAL
KEY METRICS ACTUAL 2015 GOAL YD

Total Visitor Spending Influenced by
BTA $29,934,249 S54,497,501 55%
Total Room Nights Influenced by BTA 56,530 88,533 64%

Total Leisure Room Nights 45,024 61,973 73% Redeployed sales team to focus

Total Group Room Nights 14,012 26,560 53% on group sales In January 2015
Group Sales Leads 217 575 38%
Group Sales Calls 276 360 77%
Number of Journalists Assisted 556 95 585%
*Earned Media Generated $16,927,101 $8,500,000 199%
*Coverage in Top 100 Outlets 128 55 233%

*Average Quality Coverage Score 70% 61% 114%
14
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Digital Dashboard

YTD 2015 % OF GOAL
KEY METRICS ACTUAL 2015 GOAL YD
Total Website Visits 1,547,882 1,855,846 83%
Desktop Traffic 762,318
Mobile Traffic 475299
Tablet Traffic 310,264
Website Page Views 3,039,076 4,363,167
Time on Site 1:58
Blog Page Views 167541
Newsletter Subscribers 259451
Newsletter Open Rate 15.3% Benchmark
Consumer Inquiries 1173 Year
Internet/Email 624
Phone 549
Brochures Distributed 14961
Individual 5072

Bulk

9889
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Social Dashboard

KEY METRICS

Facebook Followers
Facebook Total Reach
Facebook Engagement
Twitter Followers
Twitter Impressions
Twitter Engagement
Instagram Followers
Instagram Engagement
YouTube Subscribers
YouTube Total Views
YouTube Minutes Watched
Pinterest Followers

Pinterest Repins

YTD 2015
ACTUAL
213,310

7,682,340
593,457

17,183
1,897,600
46,339
10,804
77,024
1,289
1,519,099
1,723,182
1,696
7,385

2015 GOAL

194,257
7,440,368
710,745
15,578
1,131,967
37,743
6,991
48,874
1,200
1,710,100
1,532,630
1,720
2,498

% OF GOAL
YTD

GoToBermuda.com

Facebook updated the way Business
Page likes are counted by removing
memorialized and voluntarily
deactivated accounts. This change
affected volume of followers for all
business page accounts.

16
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2015 YTD Sales & Marketing Snapshot

1 billion
PR impressions generated in the US

1.52 million °
youtube views 12.9 million
77K promotional impressions
instagram
engagement 554 million

paid media impressions

7.6 million ﬁ

facebook reach

1.9 million 0
twitter impressions

1.58 hillion

impressions delivered
through all channels
Jan-Sept 2015

1.54 million
visits to gotobermuda.com

$29.9 million in future visitor
spending influenced by BTA S&M

n

experien
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Events & Engagement

Rachel Roy Press Trip

Ladies European Masters Golf

SpaNNING the Globe Tours Site

Bermuda Fashion Festival Press Trip

Travel Impressions Training

Travelmole Sailing Regatta

Christine Amorose (Summer Fridays Influencer)
AAA National Training

DMAI Annual Convention

Alpha Phi Alpha Site Visit

MLT Training

Prestige Holidays Roadshow

AC World Series Racing Events

Andrew Burr / Jeff Achey, Climbing Magazine

Brian Hart Hoffman (Taste of the South, Southern Lady, Tea Time
and The Cottage Journal)

Bermuda Destination Training (Open Session for Travel Agents)
Aimee Song, Influencer

Solange Knowles & Melina Matsoukas

Mark Travel Corp Training

Travel Impressions Training

Automotive Trade Association Meeting

Brian Wolk and Claude Morais

ASAE Annual Meeting & Exposition

Virtuoso Week

Ed Salvato, ManAboutWorld Magazine (LGBT Outlet)

7/2/15
7/2/15
7/4/15
7/6/15
7/8/15
7/9/15
7/10/15
7/14/15
7/15/15
7/16/15
7/21/15
7/21/15
7/23/15
7/23/15

7/23/15

7/28/15
7/29/15
7/30/15
7/30/15
8/4/15
8/5/15
8/6/15
8/8/15
8/9/15
8/10/15

7/9/15
7/5/15
7/8/15
7/12/15
7/8/15
7/9/15
7/12/15
7/14/15
7/17/15
7/19/15
7/21/15
7/23/15
7/26/15
7/27/15

7/27/15

7/28/15
8/3/15
8/3/15
7/30/15
8/4/15
8/7/15
8/6/15
8/11/15
8/14/15
8/13/15

Bermuda
Buckinghamshire UK
Bermuda

Bermuda

Bethlehem Call Center, PA
Southampton UK
Bermuda

BTA Office

Austin, TX

Bermuda

Minot Call Center, ND
UK

Portsmouth UK
Bermuda

Bermuda

BTA Office

Bermuda

Bermuda

Milwaukee Call Center, WI
Farmingdale Call Center, NY
Nashville TN

Bermuda

Detroit Ml

Las Vegas

Bermuda

Press Trip

Booth Production

Group Sales FAM/Site Visits
Press Trip
Seminars/Training
Promotions

Press Trip-Summer Fridays
Webinar

Seminars/Training

Group Sales FAM/Site Visits
Seminars/Training

Travel Industry Sales Outreach - Tradeshow
Promotions

Press Trip

Press Trip

Webinar

Press Trip

Press Trip

Seminars/Training

Seminars/Training

Directors Meeting

Press Trip

ALHI Co-op

Travel Industry Sales Outreach - Tradeshow
Press Trip

18
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Air Canada Vacations

Eva Chen, Influencer (Head of Fashion for Instagram)
New York Magazine - The Cut - Jack Riccobono
Incentive Works

Indagare

Meeting Planner Site Visit

Family Traveller UK magazine, Jane Anderson
Connect Marketplace

AC World Series Racing Events

Margaret Swaine

TTG Luxury Luxpo

OHPsalms Site Visit

Apple Vacations Destination Wedding Fam
JetBlue Training

Travel Industry Exchange
UK Travel Agent Megafam
British Airways FAM

Mark Travel Corp Training

JetBlue Training

MLT University

Undiscovered Press Trip

ALHI Industry Advisory Council (IAC) Meeting
Prestige Holidays Roadshow

8/13/15
8/13/15
8/16/15
8/18/15
8/22/15
8/23/15
8/24/15
8/27/15
8/28/15
9/7/15

9/8/15

9/10/15
9/13/15
9/14/15

9/15/15
9/16/15
9/16/15
9/18/15

9/22/15

9/25/15
9/25/15
9/27/15
9/29/15

8/13/15
8/17/15
8/18/15
8/19/15
8/26/15
8/25/15
8/28/15
8/29/15
8/30/15
9/12/15
9/8/15

9/13/15
9/15/15
9/14/15

9/17/15
9/20/15
8/20/15
9/18/15

9/22/15

9/27/15
9/29/15
9/30/15
10/1/15

Montreal
Bermuda
Bermuda
Canada
Bermuda
Bermuda
Bermuda
Pittsburgh, PA
Gothenburg, Sweden
Bermuda
London
Bermuda

Bermuda

Orlando Call Center, FL
Coronado Springs Hotel,
Orlando, FL

Bermuda

Bermuda

Orlando Call Center, FL

Salt Lake City Call Center, UT

Minneapolis Convention
Center, MN

Bermuda
Miami, FL
UK

Res/grp/crz agt training/tradeshow

Press Trip

Press Trip

ALHI Co-op

Press Trip

Association

Press Trip

Group Tradeshow - Association Market
Promotions

Press Trip

Travel Industry Sales Outreach - Tradeshow
Travel Industry Sales Outreach - FAM/Site Visits

Travel Industry Sales Outreach - FAM/Site Visits
Seminars/Training

Travel Industry Sales Outreach - Tradeshow
Travel Industry Sales Outreach - FAM/Site Visits
Press Trip

Seminars/Training

Seminars/Training

Travel Industry Sales Outreach - Tradeshow
Press Trip

ALHI Co-op

Travel Industry Sales Outreach - Tradeshow

19
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Trade Engagement Highlights

* Personal training for more than 1,100 travel
and/or reservation agents

e 11 training sessions engaged 542 agents in
learning more about the Bermuda experience

3 tradeshows with one-on-one appointments,
engaged 572 agents

— Virtuoso Week (300+ appointments)
— Travel Industry Exchange
— MLT University
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Group Client Engagement Highlights

e Presented at the Automotive Trade Association
Executives Meeting: August 5-7 — Nashville TN

— Generated lead for 700 room nights

* Exhibited at Connect Marketplace: August 17-29 —
Pittsburg PA

— 26 personal appointments at a show attracting over 2,000 association
and sports meeting planners

e Joint calls with hotel partners in DC & Atlanta

— Generated 2 leads representing more than 600 room nights

21
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Sales Pipeline Highlights

e Spanning the Globe Site Visit
- 150 room nights confirmed Fairmont Hamilton
January 2016
e Alpha Phi Alpha Site Visit
- RFP tentative May 2018 1,500 room nights
e Meeting Planner Site Visit
- RFP tentative April 2016 160 room nights
* Opsalm Events site visit
- RFP May 2016 300 room nights
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Travelmole Regatta
July 9, UK

Sponsorship of this well-known annual &
travel trade event. Leverage partnerships = [
with tour operators and hotel partners
whilst promoting sailing link around
America’s Cup

<
Q

RaceToBermuda

* Bermuda branded boats

* Guests 5 operator partners & 3 hotel
partners

* Unique event

* Media partnership generating B2B
coverage and social media
engagement over 3 months

¢ Relationship building with leading
Bermuda tour operators
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ACWS Portsmouth
July 23-26

Relationship building
* Hospitality for 40 trade and media guests and partners

Consumer Outreach
* Interactive activation in the Fanzone included —
- TV screen featuring the Life is Bermudaful video, the America’s Cup video
and footage on whale watching and scuba diving
- Atouch screen displaying the Bermuda website
- AnInstagram style wall displaying iconic Bermuda imagery 5
- Agreen screen where consumers were invited to have their photos taken on the
Bermuda Vespa. Consumers received an emailed copy of their postcard,
a hard-copy print out and any team support messages were displayed on the
large screens around the site.
- An IPAD game inviting people to win a holiday to Bermuda with data capture.
e Co-sponsorship of the Goslings Bar
e Amplification on social channels and through 1851 marketing campaign
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ACWS Portsmouth

Pinpoint where you think our island ison
the map and e om details for th
chance to win 2| t holiday fe

¢
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SOLTHANPION

#RaceToBermuda BERMUDA
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ACWS Portsmouth T | p——

Sir Ben Ainslie interview with Tatler

Hosted media briefing with ACEA

Broadcast and print media interviews with senior BTA spokespeople

Media partnerships with The Times+ online outreach to 400k subscriber database

BEE
SOUTH TODAY

=
AHOY THERE! TATLER MEETS BEN

AINSLIE TIMES

events offers extras

BBEERADIO
SOLENT

8 Express FM
B © 937

Travel Daily D’G\TAL

T0-FACE: Bill =
FI:C"EDIO , CEO, Bgyrmuda

¥ourisr:\y Authort -
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Text to donate to the charity and be entered into a competition to win a holiday to
Bermuda

Outdoor advertising campaign, including 2 x billboard sites in Portsmouth, on the big
screens across the ACWS race village at ACWS Media coverage in local print press, radio,
online and lifestyle publications

Home page takeover on the 1851 Trust website
Wear your Bermuda Shorts social media campaign
Competition winners media presentation

Data capture

The < News

Sir Ben and his team

aren’t the only ones
heading to Bermuda

L MI)I“DNMU'O"‘ heer us on
WCMIIW
3107 Thos 1861 g Uk bemuda
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#RaceToBermuda Event M%‘:‘T
September 16
NYC

e Concepted, organized and secured nearly 200 influencers and media to
attend the event to kick off the #RacetoBermuda in NYC
* Engaged Bermudian influencers based in NYC to contribute to the
event, including Damon DeGraff
* Social media live posting and engagement throughout event,
generating:
= 400,000+ impressions (approximately 65% of all
#RaceToBermuda activity at time of report) reaching
approximately 145,000 unique users
* 51 total tweets and 31 re-tweets by a majority of users with an [V fFWDla]ty
average of 100 or more followers NYFW Diary by Stefania Pia
= 76 unique total Instagram posts with a combined 1,000+ Likes,
which made up more than 57% of the total #RaceToBermuda
posts on Instagram at time of report

HauteLiving.com — September 20,2015
#RaceToBermuda

VOGUE.It — September 20,2015
d #RaceToBermuda




BERI\/)/IUDA GoToBermuda.com

TOURISM AUTHORITY

UK Travel Agent Megafam
September
Bermuda

26 retail travel agents attended a 4-night site visit

* Multi-channel media partnership spanning more
than 6 months promoting Bermuda and the site
visit via print competitions, website takeovers,
social media engagement

* Agents selected via our tour operator partners

* TTG journalist attended to write additional follow-
up destination features

* |tinerary included hotel site visits, island
experiences and building relationships with local
partners

29
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Virgin Holidays Co-op Marketing & Brochure Launch
September- December

Opbons Your Delails Puyenent Confirmation

o Email inclusions in USA brochure launch email and THE ' You searched for holays  Mow York

monthly newsletter — 600,000 consumers Holidays n New York on 13 Nov 2015 fr 3 nights
Tlo&lvel tipg 2 Adults, 1 room

For the ultimate shop-and-fop break. Wigin Holdays

o Interstitial page promotion on New York search page e e

. Digital campaign on TripAdvisor 2.1 million impressions

o Inclusion in weddings brochure %ﬁ@@g&ﬁ%ﬁlﬁ Your search will take a few moments... H:vnm:.?mougm about visting
. PR and social support ‘ o Suh o WO g ik

s3nd beathes
J + 2hour fightfrom New York
- o Amating snorkeling and dving i crysta

Cloarturquolse waters

- - » Welcoming locats with Brissh tharm and
Island soul

'/W HOLIDAYS - 4/%9 HOLIDA _ 4/%» HOLIDAYS o Arange of adhentres on land andsea
<
s  click the page or click e back button oryou wil
lose your search

beachy iden b your
OF PARADISE

BERMUDA 30
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Q3 Overview & Highlights

® Q3 integrated media programs attained over 138 million gross impressions and 1.1 million
engagements

® Media partner programs and events with publishers such as Travel + Leisure, Afar, Conde Nast &
Robb Report

® Targeted digital buys and optimizations lead to increased media efficiencies reducing the cost per
engagement from $1.27 in Q2 to $.59 in Q3

® Created Canada specific strategy to impact fall Canadian travel to Bermuda

® Continued Summer Fridays promotional efforts including digital, offline, out-of-home, and
outreach marketing in NYC, Boston and DC

®* Increased efforts with video, native and custom units increased brand engagement more than
76% over Q2

32
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Q3 Media Highlights

Digital coverage throughout Q3 increased exposure in key

TN mar kets for summer travel

PROGRAMMATIC Efficient buying across Digilant and Rocketfuel increased site
PLATFORMS traffic

TRAVEL ENDEMIC Secured integrated campaigns with Afar, Conde Nast Traveler
PLATFORMS and Travel + Leisure & Robb Report

High impact placements + content distribution increased
CUSTOM SOLUTIONS engagement, new pre-roll video implemented for brand
awareness

33
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Summer Fridays Overview & Highlights

® Summer Fridays performance metrics snapshot:
0 19.1MM Impressions; 80K Engagements; $1.87 Cost Per Visit
e Position Bermuda as an adventurous place and a quick getaway to paradise for the summer

* Looking for those interested in culture, golf, diving, fishing, yachting, luxury travel, beach, cuisine,
summer travel, short weekend trips. Interested in things to do for the weekend, Summer Fridays
content

 Audience
0 Demographic: 25+ HHI $100k+
0 Geo-Targeted: NYC, Boston and DC

0 Competitors include destinations with similar year round weather and close proximity to target
markets; the Hamptons, Martha's vineyards, Cape Cod and Nantucket.

Goal: Cost per visit under S5

34
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Summer Fridays Campaign

PROPER
SUMMER £

00:00:00:00 B RO ST Vie™

DAYS HOURS MINUTES  SECONDS

AD 8Y FEDERATED MEDIA

THE PERFECT 72 HOURS IN BERMUDA

Your Bermuda escape may begin with a Summeflf TOBACCO
end there. In fact, you should probably think ab}' BAY

Friday off. Trust us, it's worth the vacation day. BONFIRE &
guide to the ultimate long weckend in Bermuda® BOHEMIA
Bead more = [ '

BERMUDA

¥ Fathom

i S s cnppucr @ CROESSe S Fathom Eblast Banner

You only have 12 #SummerFridays left this year. So use them wisely.
(Beach? Snorkel? Bonfire?) Bermuda is waiting. [AD]

war Yo ce

ISUMMERFRIDAYS

K544 Martini Rich Media

iy KB HO 02

.
B s e N Bermuda: The Ultimate Summer Friday Escape > LIGHTS. TRY PINKCSAND.
ITINERARIES AND TRAVEL DEALS AT Summer Fridays are all the rage, as offices empty out early for an escape to the o V NON-STOPS FROM JFK
GOTORERMUDA.COM/SUMMERFRIDAYS beach or an afternoon happy hour with friends. Want to have a truly extraordinary 1

SSUMMERFRIDAYS Summer Friday this year? Come 10 Bermuda.

BEIM.Q.%‘ GOTOBERMUDA COM
Like - Comment - Share Fa acebook POSt

Time Out Magazine NYC OOH Bus Wrap
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TOURISM AUTHORITY

#SummerFridays with Shiona Turini

fYyEPtasb|a

CO%TEUR

FASHION HEALTH MORE »

415 PM 357 PM

PHOTO PHOTO

& shionat Wade CNtraveler

Moet talked
ABOUT o

@ SHOPPABLE POST

Wake up to Louboutins with
our newsletter
SIGN UP ALREADY!

TWhat we want

RIGHT NOW

4 ® 1,250 likes
@ SHOP THE STORY v shionat Fly Girl f {21 || | spent my Summer
Friday a thousand feet over @bermuda wearing a
lace @alessandrarich cape, how bout you?

HO”’ TO DO BER‘[['DA THE ::;D“;Qar;d:\;m:l 'get!‘;\%r;;g?" # Frid :nf;:jzlz:(:sh onat killer view from #TuckersPoint.
SHIONA TURINI WA} o e i Pt sRoomhAo s
Y v v - R o
A -~ -

REMEMBER TO PACK YOUR VALENTINO. GUYS. ' ' t /ﬂ
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songofstyle o [EEES v

Almee Song [Aw-Meeh] like Mommy @ si pch at: songofstyle uska Z0H|
fe.com/2015/08/croc htmi

Stylish Influencers

Worked with NYC-based Bermudian Shiona Turini to
coordinate stylish influencers to visit Bermuda during the
#SummerFridays promotional period

5,550 posts 2.5m followers 745 following

® Designer Rachel Roy and other journalists during
Bermuda Fashion Festival

®* Aimee & Dani Song instagrammers, photographers, &
bloggers

® Solange Knowles
® Eva Chen, head of fashion partnerships, Instagram
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Brand & Promotional Campaign i i ——

Enter for 3 chance 10 wan the ultimate dream vacation off the South Caifornia coast! Save
hundreds on hotels in Faris. Boston. and New York.

Haogy Travels
Yapta - Your Amazing Persona! Travel Assistant

L e o .

 Evolve the brand messaging to communicate the
year-round opportunity and appeal of destination
through integrated, multi-channel programs, and

FATH%M |

A MESSAGE FROM OUR PARTNER

PROPER

retail promotion, such as Proper Rewards, when e T
. BERMUDA STYLE :
appropriate. i

-ﬂ—;

PROPER ISLAND HOP.
YLE.

Virtuoso, Robb Report, Travel Spike

Conde Nast Traveler, Boston Globe =:=

ey
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Virtuoso Preferred Destination PROPER
: ISLAND
: : - HOP.

Bermuda became a Virtuoso preferred destination, gaining = BERMUDA

. , . STYLE.
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,

.. . . . BERMUDA
digital and print activations: o

SCINTILLATING SCENTS

hle baay acusone

Full page 4-color ad:
 Virtuoso Life — July — Travel Dreams
e Travel Catalog — July — Spa & Adventure

NATURE'S HIDDEN GEMS
©D0t0 1 iey 7 secw s

Al g cone e

print: e Travel Catalog - October - Island Escapes i
e Virtuoso Traveler — December — 2016 Idea
Book
Training R
& Webinar — % hour live training webinar

Webinar  Virtuoso Travel Week - August

i3
U £

REST ISLAND
- 2005 —

Close to Home — June BERMUDA
Themed Active Adventures — July
Emails: Travel Planner — September - Holidays &

Beyond
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Conde Nast Traveler

ADVENTURES
FOR ALL

® 30,294 likes

jimmy_chin On location. @Bermuda &3
#bermuda famericascup

KITEBOARDING AT SUNRISE. h’"’
A FISH SANDWICH FROM ART P
o MELS, AND CLIFF SUMPING e v
§ INTHEAFTERNOON. BERMUDA (St
1S AN INCREDIELE PARADISE. [
”»
S AN EXTREME-SPORTS pho- r —-
Vographes, Jimmy Chin has visited ‘
some of the most awe-{nspiring &;M
places o the cntie planct. Ber- ! e PSS
muds is oo exeeplion, From kick —
ing p sea pray om 3 highepos atereat —— ]
and kitebs =
arvmnd the v | . =
and lamincl \ -
waters, Chin proves that e, } i :
B han s see
- hearted people, and even war o 17,506 likes
i ) spent sipping rum swizzles. A - =
aBtl, y e . jimmy_chin The good life... @Barmuda
y ‘ et pacddbe-beomnling sessinn aod - 3 #GoToBermuda @cntraveler
3 : X ¥ % perfectly chilled swizde Wt e sput Lo, -
LD-RENOWNED'ADV E PHOTOGRAPHER L4 S et

JIMMY CHIN AS HE STEPS OUT FROM BEHIND
_ THE LENS AND JUMPS INTO HIS OWN ACTION-PACKED
— ADVENTURE IN BEAUTIFUL BERMUDA.

FHOTOGRAPRE LY GAVIN NOWARTH
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GoToBermuda.com

Travel +
Leisure

September
Design Issue

. travessnzienury

il Of my godt S0 Beastit
Sermerites Berrads n At st
Sethud | was bhewved 0 hrvs See
stie 12 93 mary S ko £
ot

o792
o

s tasns

& o 10 4020y Peroce

FASHION
FAME & FUN

BERMUDA
— STYLE—

For more than four centuries, the mystique
that is Bermuda has been slowly evolving, with
each generation adding more lines to the story
Now there's a new generation of creatives, designers
and activists digging in and writing the next chapter for this
distinet island that's just a

0-minute flight from New York City.

¥ URBAN COTTAGE

The rame of the stylish Hamilton shop says
itall The shelves, tables and walls here are
filled witha retro-futurist mix of cool new
products (the urban)and timeworn, vintage
Bermuda items the cottage] It's a must-
visit for anyone who wants to see how

the iskind’s past blends seamlessly with its
present —and its the perfect place to pick
up an only-in-Bermuda souvenir or git.

TACES o7 BEAMUDA FAcHIon

ADVERTISEMENT

Bermuda is a 21-square-mile playground of proper fun— and not just during the summer
morths. When the crowds thin out and the weather's just right, it's easy to catch wind
of the island’s creative spark and friendly warmth. Bermudian Shiora Turini {nowa.
well-known fashion consultant and trave | writer based in New YorkCity] shares, "l bove
that while the iskand is ele gant and elevated, the small community gives  the perfect
wekoming charm." Here are three beautiful reasons to go now:

¥ HAPPY TRAILS

Roughly 31 miles of trails traverse Bermuda. More than half of them trace an o paved
raibway bed that runs the kngth of the island — giving you the chance to pedal strollor trot
through pathways full of Bermuda cedars, flowering free sia trees and tropically manicured
lawns that kead to konic, white-roofed dwellings.

ARCHITECTURAL »
APPRECIATION

Adistinct istand feature is the uniformity of
white lime stone roofs dotting the bndscape.
Besides being artistically impressive, the
saarcity of fresh water makes them a.
necessity in collecting min. And there's the
candy~<oloured homes, where youll fird a
bright pink building next toa mint-geen one,
et to acanary-yelow one — adding even
more to the iskand's paradisiacal pakette. b

= |

oA TN EBSCCA Hineon S CURAERIDGS + DM DETTY

@alexandmmosher ®shiorat

"It may be small but it jam-
 packedwith beauty and culture.

“Arts and culture are ineveryone
on the island — creative
expression s embedded deep | Asa visual person,  fall in love

withinthe Bermudiansoul”  : with the scenery every time

;. ]

@TABSBermuda

"I find Bermuda$ vivid colours
entrancing. You wake up inthe
morning saying, 1ve got to do

i something with these colours!

@coralcoastBDA
Desigers
Founders

Conal Coast
Chothing

| "We head straight for the open
{ greens and blues of Bermudas
| goff courses for inspiration

i and energy. Strolling the links

il o ¢ Icome home it superlush | You just want to bottle them? | certainly ticks all the boyes of
pink sand as her medium, she and incedibly vibmnt.Onany she done just that with her  © PEalthy istand ifestyle. But the
persorally handcrafts every | EMENdayyoucanexperRIKE | fachionable line of Bermuda | Dark'n Stormys@aftera grat
piece of jewelry inher boutique, | theblusst waterever sen & o, i round donit hurt etther”

Fhoto @ o Avnds Tegle Phoogohy,




BERMUDA

TOURISM AUTHORITY

GoToBermuda.com

Trave

Berm

| + Leisure

Features “Island
Insider” tips from
uda personalities

L]
pToBarmuda.com

»»
It's far
more than
an attractive
seasonal escape.
Its a 2-square-mile

destination of intrigue.
Surrounded by reefs and
centuries of shipwrecks
Contoured in iconic, pink-sand

beaches. Known for distinctly
persomalised hospitality. It's Bermuda —
where world-class spa treatments are
offered in a 500,000-year-old cave. And
where you can always tee off for a round of

i olf by Neptune-blus water.

IMMERSE YOURSELF IN

ISLAND LIFE

Onlyin Bermuda —and only a 2-hour direct flight from the East Coast.

43100 9391 Tio T

W Zpy Spead 105 32115 wa Pyl 1

9215 anary

ATV ERTISTMENT
WHERE WONDER IS AFOOT »

erset, trace the early-twentiethr century Bermuda

From St. George's to

Railway Trail = which contours the

way the peaceful hilltop

nter panoramic
atFort Scaur 'll cross Somerset Br
drawbnidge (just wide e

~ the world's smallest working

oughfora s

Bermuda cedars

g and both are deeply embedded in Bermu
Seven striking courses ¢ bndscape - from the
side cliffs of Port Raval to the secluded peninsula of Riddells
Bay. You @n play bke a dampion and be treated ke one, too
ith Golf ges that offer complimentary
, hard-to-get & nd SO% off dub rentals

« SENSORY EXPERIENCES

Head underground to a tangerine salt body glow at Gr:
Leta detanifying herbal wrap work its magicat the Coral Beach & Tennis Cub.
o f Elbow Beach's Rum
ment |
es and a full-body sarub. Pl
n hend

Espedally

artrents

your senses In the fragrances - and

Swizzle Ritual. Em ¢ Bermuda’s signature

the healing prope
indulgent bath —w

¥ ISLAND INSIDERS

ASHLEY HARRIS

JEVOR ROBERTS

Souta
Tnthusiast

“The first time Ltried scuba
ring | wasamased at how
beautifuland peaceful it was
nderwater And that day
became the begnning of an
Fmescme pumey.”

Bermudaenjoys avad
fumber of repeat vistors, but
#'5 ok just the beauty, It's the
prople. Visiting Bermuda

Fal i my favorte time of
the year to ply goif The
temperature is in the mid to
high 205, The courss ane in
et shope sodyoucan geta
round of gof In peetty quickly.
1love playing Fort Royal®

“inenersing yourslf in
Bermuda's beauty doent

through Tom Mocre's Jungie
Goto the scluded brach
o Astwood Park Or strcll
though St. Geonge's for
specal experience

immersion into acommuniy”

hims Gk Mere 0 brebmns Fremognpir, Tork

s, Peres Abdrilge Rae o T £ Cams Mok Aly

Y2000 AN V1o Fa om Ty Sl SNS E2015 s Moy T 2215 a10eY
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Departures

Features “Inside
Bermuda” from Nicole
Golden, owner of
Urban Cottage

NAVIGATE THROUGH
NEVER-ENDING ISLAND LIFE

GOLFING AT
PORT ROYAL

WHERE PROPER FUN
IS JUST A QUICK HOP AWAY.

Sermude i 3 V-square-mila play pround of subtropical bles — nd rot jut during the
smmar montha And its no mystery why good times come sk Hers, puwm
1oe off for & round of champlonship golf surcunded Zy Meptuns-biue waters. Hiks

up scanic Wil ts Fort Scaur for weeaping view s of $he Grest Scund. Ot toast 3 fum
Swixzlu o the spieit of syremér at the islandhy oldest - and mast famoes -

And getting hare is sasier than you thought -
just a2 2hour flight from the East Coast.

ST IAND
——

BERMUDS

thonce

INSIDE
BERMUDA

Bermuc) s DreaThtaking Deaches s crestaliog waters ore the
bachdrop o 3 proper island getzaay Take it from natre trendspotier

Nicole Geldon: “Whatever your pleacare—a tranquil beach bideey

xonury shopping. retred cining. fabuiows solt or yachting ~you

find 2 ir Bermuda all yeor round

20 the sxqubste Seree’ Spa

Ths fve-star heed has acishing
S, 3 pvate beach, yoos lsmn

SUBLIME SHOPPING

Abslerie. The store offers

WATERFRONT DINING wichting fashion wd wevry
The Roets. Enkoy 3 romanbc from emarging and sstablshad
Annee under the stars at ths gesianers

Hary's. The fainous restautint
<0 Hamian Haroour secas
thr istacds Anast sedfoed ind
Sgnatute cock s madh wkh
Hoery's Special Fum Bieerd

et the fragrance of wind
o and Bowers in perh
handmads from islaad Datan-
a5 GOLDEN

2 Brack

W Rarmucs

GoToBermuda.com

FUN IN THE SUN

Port Royal Go¥ Coursa, T ot
%0 crashing ooean waves st ths
gorgesus champhonshio course.
Louis Vistton America's

Cup Workd Sevies and the
35th Amarica’s Cup. o
acitoment buikss % the word's
best sakors convere b Barmuds
cn Octader H-18 20 for the
st eesnt koading to 3 dramatic
Aowdaan in 2017 when
Bermuds's magnificent Great
Soundis the dackdmg for the
Ameeka’s Cup.

ADVERTSEMENT

BERMUDA INSIDER
N\COI GOlDE

it

1 Berirets vt

BERMUDA_
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Interactive & Email Marketing Campaign

BERMUDA fwooOs

Wunderlist. Ca (WestJet)

onderlist.ca

W PROPER REWARDS. BERMUDA STYLE.

A
BERMUDA L : : ' Sy - ¢
Ry Martini Rich Media Unit #1 [ e — S N
In fact, nothing about Bermuda is ordinary. Diving down 1o shipwrocks on the reefs. e

Scooing around e sreets of 51 (iecrue < Relaxing wih a i Swizzie Saliog AKE A TRIP. AND LAND ON PINK-SAND BEACHES.

up. It's no wonder Outside
2015 Travel Awards.

i the sut. Paddeboora
t. George's quant

[a? Well, that's just a
pa

LIVE A

LIFE o Y — i
BERMUDAFUL . ’WBERM{UDA

GoToBeérmuda.com

- =
Ve

A summer Qelawoy § even clour
$Mpie 210uh - with Bamudo voo!
West,

BERMUDA ST

EXPLORE NOW
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OTA Program Overview & Highlights

® OTA performance metrics snapshot:
0 11.5MM Impressions; 26K Engagements; 11,243 Hotel Bookings
*  Maintain and expand upon partnerships with key OTAs and travel-endemic channels
* Expedia
e Orbitz
* TripAdvisor
*  Create programs that enable year-round presence with seasonally appropriate messaging
* Increases Orbitz Loyalty Program
e  First-to-market, innovative opportunities including:
0 Native content on TripAdvisor featuring golf, luxury and adventure content
0 Executed Expedia’s Custom Video Solution
0 First to market testing of new TripAdvisor Destination Sponsorship pages
0 Early adopter of new Expedia Destination page template
e Comparedto Q3 in 2014, production is flat
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OTA Programs Campaign

Sqninor| Join O

BOLAPAAVISOr e rouum e o sermucs [ DR

Bevude v Mol v Fights  Vicaton Rertes  Restarans Thinpeo 0o Best of 2015 Yow Frents § Mo v Wle s Revew

Q Bermuda Carbbean, North America

Cartoean

@ Expedia Ll

Bermudd

IXCLUSIVE SAVINGS
Jet an
axtra 15% off

weest hotel deais' )

TripAdvisor

Closer than you think!

Earn 4x

Bermuda ae -
N " Orbucks

DOTE

mEMEFAEF

53,392 reviews and opinkons FotlowBarmuia (I I N & © W (0

on Bermuda fight + hotel packages

D Laar more
EXTEND YOUR ADVENTURE IN BERMUDA \
BERMUDA o ipemmibnos seadbifig s ascoi Sty s VA Sl Siem sone et Sessendog saws v hiog. & ORBITZ REWARDS
Bermuda uniquely blends British charmand [ 1 friead has been to Bermuda s Ly Busch and Warh 5 By Erparin o By o 42 Omrges A g o v e atart acatis Gothcater
isand soud island s famous for its pink _t =
sand be: ing Horseshoe Bay Beach .
a TripAdaisor Travelers’ Choice Award winner See all friend activity

Though small, this pretty, pastel island i
packed with fun and relaxing o se0 and
do. from the popular Royal Naval Dockyard and
Becmuda Mantime Museum to golfing. dning

Explore Bermuda
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Airline Co-op Program Overview & Highlights

® Airline Co-op performance metrics snapshot:
0 40.2MM Impressions; 43K Airline Page Visits; $7.21 Cost Per Click
e Continue to promote direct flights to Bermuda with key air partners
— United
— Delta
— Westlet
— Delta Vacations
— Delta
— Air Canada
e Create custom programs to increase sales & flight lift in key markets by airline

e Pursue and vet opportunities to work with other key air partners including AA and
JetBlue
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Airline Co-op Campaign

" BERMUDA

£ Q EheNework Eimes Travel [ msconcron [ snn [P PACKAGES AVAILABLE

UNITED

£ JLTINEY TRAVEL AROUND THE TIMES
“inding the Right Credit Card, No © s Poct Faok Mgt an
vatter How Much You Travel

NYT Living News!

Yoo weeklv
Snk k
Latost trocsds

e

ADELTA

LOG IN TO MY DELTA | SIGN UP NOW

" \3

[ "

Satwty s Tabs Stak

X « I Avarian, Gay Rights Orsinance
(LLMaNE Fagrdghts Clan Betaven Tuo
Eaces of Towrwm

b gt M
oo

MY TRIPS FLIGHT STATUS CHECK IN VACATIONS

» 25 Wpured an Asans et Shios Of
Fuveny b lapen

MARAGE 4% EHTTING THO Ly AR ABrVaLS

THE FRUGAL TRAVELER @ Pecess pices

Ty proda

roion ot o [ o

TIMISVIDEO

Recrnt Columne
« A Warrs Wekcoess ks e Caucanss
ant to rack up frequent-flier malles aad lovalty points quickly and + A Coaaprkat’s Coantibent 13 ! - N 2 2 X vacations BEW_

aily” Heee's 2 primer on the best neveonters and evergreens Ttz Cacryte
- « Migh in fhe Moutains and
Mozauterior of Coargin

W s A 13 PROPER ISLAND HOP.
BERMUDA STYLE,

NONSTOP FUIGHTS FROM JFI, ATUANTA AND BOSTON. >
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Digital Marketing ROI

Engagement Performance
“ - Website Visit

mCompleted Video View

=Content Partner Enga gement

wRich Media Engagement

Impressions + Engagements

60,000,000 600,000
50,000,000 /\ 500,000 ”
Z 40000000 / \ 400,000
% 30,000,000 / + 300000
é 20000000 / L 200000 §
10,000,000 :‘ L 100000 E
o May ' June ' July ' August ' September o
Black line rep number of impressions and red bar rep number of engag

Lead Performance
200
150
100
50
0
May June July August September
neNewsletter " Brochure
Cost Per Engagement
$1.20
$1.00
$0.80
$0.60 Cost Per Engagement
$0.40 SEEN - - - -
$0.20 _ — — — —
$0.00 T T T |
May June July August September
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Total Search Traffic

e Total Search Traffic consists of Organic Search, Paid Search, Referrals from Google.com and 50% of
Direct traffic based on Industry Research*

* YTD growth of 16% for Total Search Traffic to the website
* Q3 14% growth in Total Search Traffic — more than 25,000 visits
* Analytics update to Universal & Tag Manager in Google Analytics improved Organic Search tracking

80,000
70,000
60,000
50,000
40,000

w2014

30,000 2015

20,000

10,000

In Google Analytics traffic categorized as “direct/none” the source of the visit cannot be identified. This can be due to browser security settings. Research suggests that a substantive percentage of “direct” traffic to deep pages on a site is

really organic search. http://searchengineland.com/60-direct-traffic-actually-se0-195415 As GoToBermuda.com has seen a substantive jump in direct/none traffic,, we are using the assumption that half of that traffic is really organic

search.
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Web Metrics Overview & Highlights

e For Q3, overall traffic is up 63.8%.

0 Social Media traffic up 880%, digital media up 141%, organic up 60%
* Engagement metrics are up and down

0 Pages/session down 2.7% and session duration down 24.7%

O Bounce rate, however, improved 3.11%

e 50,175 sessions landed on /summerfridays/ which is the most trafficked page
behind the homepage

gle

Analytics
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Organic Search Ranking

Steady improvement in overall SEO ranking has continued in Q3.

Total Organic Keywords Phase Il Updates
Phase | Updates 5/1/2015

2/27/15
45K 1
26K l /
27K
. y
/M/

900

E B

Feb14 Jul'14 Dec'14 May15

Keywords

M RenkedonPage 1 M RenkedonPage? [ RenkedonPage3 I Renked on Page 4 to 10

53



BER)/[UDA GoToBermuda.com

TOURISM AUTHORITY

Organic Search Ranking

Q3 SEO work included:

* Developed and published new content for Horseshoe Bay Beach and Crystal Caves

e Added canonical tags to the site so that upper and lower case variations of the site would not be seen as duplicate
content

* Created 301 redirects for outdated pages giving 404 errors, as identified in the BrightEdge Audit Report

* Created an updated xml site map and uploaded to Google Webmaster Tools

* Updated on-page elements for pages that were underperforming in rank

In September, the number of keywords the site ranks on Page 1 of Google for has improved more than 200% since
last September and 35% since January

Jan Sept MoM Change Sept Sept YoY Change
2015 2015 2015 2014

Ranked on Page 1 1,019 +35% Ranked on Page 1 1,019 +205%
Ranked on Page 2 404 531 +31% Ranked on Page 2 531 203 +162%
Ranked on Page 3 265 351 +32% Ranked on Page 3 351 149 +136%

Ranked on Pages 4-10 1,300 1,956 +50% Ranked on Pages 4-10 1,956 874 +124%
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Q3 SEM Performance

Throughout Q3, we delivered a total of 87,370 clicks, with an average CPC of $1.05, at a
CTR of 1.63%. Total spend for the quarter was $102,608.29

Month Impressions  Clicks CTR Spend CPC  Conversions
July 2,265,186 28,920 | 1.28% | $32,231.14 | § 1.11 2,403
August 1,685,767 27,732 | 1.65% | $33,317.69 | $ 1.20 3,029
September| 1,556,684 30,718 | 1.97% | $37,059.46 | S 0.83 5,415
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Website Content Development & Enhancement

Ii l: l@ll]l)\ EXPLORE | WHERETOSTAY | PLAN | DEALS BE %I[]D'\ EXPLORE | WHERETOSTAY | PLAN | DEALS

New Content Based on SEO Analysis:
* Crystal Caves

e Horseshoe Bay Beach

* Bermuda Cuisine

New Retail Promotional Content:
e Stretch Your Summer

BERMUDA

A&
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Top Google Ads & Banners

BERMUDA Beautiful Bermuda Island

Make The Best Of Paradise. Visit
Official Site For Deals & Specials!
www.GoToBermuda.com

STRETCH
—YOUR ==

SUMMER

WITH A FREE NIGHT OFFER’
FOR TRAVEL AUG 24 - NOV 25 &
- ) 3

oo

STRETCH YOUR SUMMER

WITH A FREE NIGHT OFFER*
FOR TRAVEL AUG 24 ~ NOV 25

PROPER CHILL. m
BERMUDA STYLE.
Getting To Bermuda

Best Prices On Air & Accommodation.
Find Info & Deals on Official Site!
www.GoToBermuda.com/TravelBasics

- \‘\. s *)
e o - :
PROPER REWARDS. +BERMUDA = > Bermuda Maps & Brochures
SUMMER N BERMUDA, A gy X e N Plan Your Perfect Island Vacation. BERMUDA
$150 RESORT CREDIT." Download Maps, Brochures And More! v :

www.GoToBermuda.com/BermudaMap

* At participating hotals.
Rules and rastrictions apply

BERMUDA

o - PROPER ISLAND HOP
o BERMUDA STYLE
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Travel + Leisure Stop Motion Video

Features “Bermuda
designed or made
products

P » ) 007/015

Pack Your Bags for Bermuda 53
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Afar Journeys Itineraries

AFAR SUBSCRIBE DESTINATIONS INTERESTS HOTELS JOURNEYS MAGAZINE Q Login ‘ Join AFAR
oc JUEROCOM

AFARJOURNEYS

In partr;ers‘r‘ip with Bermuda Tourism Authority

AFAR Journeys are easy-to-book custom itineraries to the world’s most fascinating destinations. These trips combine
AFAR’s commitment to experiential travel with the expertise and insider access of AFAR’s Travel Advisory Council and
other leading travel specialists. We're bringing you to Bermuda, one of our favorite islands in every season. Our trips go
beyond the beach so you can experience the island’s culture, cuisine, many activities, and much more.

Bermuda Switzerland

HERRAGR Intezested in i\FAR
ourneys:
Get Out and See d

Bermuda!

4 days
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Expedia Choose Your Own Adventure Video
http://explorebermuda.us

File Edit View History Bookmarks Tools Help lﬂ]ﬂ

u Quick Guide - Whatyou ne... X | () AFAR Journeys x / Explore Bermuda
- i & explorebermuda.us Q search * g v ‘ ﬁ 4 e E

12 Most Visited @ Getting Started B Suggested Sites ﬂ Web Slice Gallery ™ Bermuda Dashboard - ..

-/ ! B i

il s
AAAAAAAAAAAAL ”’}AAAAAAAAAAAAAAAA

IN ASSOCIATION w-‘ Expedla

oot
.“1‘

LET'S GO!

Cookies help us give a better experience”8y uising this interact
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eNewsletter Overview & Highlights

Five emails sent to database (total delivered/open rate)

0)
0)
0)
)
0)

July eNewsletter (238,198 / 17.8%)

August eNewsletter (250,400 / 14.0%)

September eNewsletter (244,464 / 16.7%)

Stretch Your Summer Promotional Email (237,013 / 16.4%)

Golf Around Promotional Email (302 [US] / 16.6%) (18,170 [UK] / 21.3%)

Open rates for the eNewsletter dipped in August, but have increased in September

Open rates for the two promo emails are stronger, with the UK having the best open rates

July eNewsletter had the highest click-to-open rate (13.5%), while the Golf Around Promo had
the lowest (1.5%)

Offers and video seem to entice a high percentage of the clicks
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eNewsletter Comparison: Q3 At-A-Glance

JULY ENEWSLETTER

Themes:
Live Bermudaful Video
Excursions for Families & Adventurers

The Louis Vuitton America’s Cup World
Series

Send Day/Time:
Friday, July 17th - 2pm ET

Subject Line: Live the Bermudaful Life
Open Rate: 17.8%
Click-to-open Rate: 13.5%

Top Clicked Link: Hero Video — Live
Bermudaful

AUGUST ENEWSLETTER

Themes:

Local Cuisine

Inexpensive Activities & Adventure Almanac
The Louis Vuitton America’s Cup World Series

Send Day/Time:
Tuesday, August 25" —3pm ET

Subject Line: Discover Distinctive Flavors &
Exciting Adventures in Bermuda

Open Rate: 14%
Click-to-open Rate: 7.2%

Top Clicked Link: Hero Content — Bermuda
Cuisine

SEPTEMBER ENEWSLETTER

Themes:

The Louis Vuitton America’s Cup World Series
Interactive Map

Stretch Your Summer Offer

Send Day/Time:
Friday, September 25t — 2pm ET

Subject Line: #RacetoBermuda This October
Open Rate: 16.7%
Click-to-open Rate: 6.7%

Top Clicked Link: Interactive Map

63



BERMUDA GoToBermuda.com

TOURISM AUTHORITY

eNewsletter Creative

JULY ENEWSLETTER AUGUST ENEWSLETTER SEPTEMBER ENEWSLETTER

BERMUDA

BERMUDA Ao Fon

BERMUDA
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Stretch Your Summer Promotional Email

BERMUDA.

* Email sent to U.S., CAN and UK databases
* Deployed: Friday, August 14t at 4:45pm ET
e Subject Line: Stretch Your Summer With a Free Night's

Stay

* Openrate: 16% (US & CAN), 20.1% (UK) G = = =
0 Open rate is significantly higher in UK ' l\\\lg\ll\\l)[\L(?{L]R' i
0 The same trend is seen in the golf promotion email IN BERMUDA

e Click-to-open rate: 7.9% (US & CAN), 7.1% (UK) _ .

e Total Unique Pageviews sourced to email: 4,715 Is}ﬂ:;:;;ﬁj:;:: :nf::u‘;m”
0 Unique Pageviews to SYS landing page: 3,446 S'”“"m

all, it's only fitting that Outside magazine named Bermuda "Best island”

in its 2015 Travel Awards.

STRETCH YOUR SUMMER
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Golf Around Promotional Email

Email sent to U.S. golf list (302 sent) and UK golf list (18,170 sent)

Deployed:

0 US: Tuesday, September 22" at 12:30pm ET

0 UK: Wednesday, September 23 at 4pm ET (9pm BST, UK)

Subject Line: Golf Around & Save Big in Bermuda

Open rate: 16.6% (US), 21.3% (UK)

0 Open rate is significantly higher in UK.

0 Thesame trend is seen in the SYS promotion email.

Click-to-open rate: 4.3% (US), 1.5% (UK)

0 The click-to-open rates are very low for promotional emails.
The offer does not seem to entice many subscribers on the list,

especially in the UK. The UK rate of 1.5% is the lowest for Q3
emails.

Total Unique Pageviews sourced to email: 120
0 Unique Pageviews to SYS landing page: 78

GoToBermuda.com

BERNID.

i ,

SEBERMUDA 1S

More golf, more perks and
more places to stay.

Golf 1 as much Bermuda’s pastime as impeccable servce ¥ its standard -
and both are deeply embedded in the island’s DNA. Allowing you to play tike
a champion and be treated L& one, too.

Especially with our Golf Around Getaway Package - offering hard-to-get tee
times, 50% off clud rentals and complimentary carts. Including
accomemodations for theee, four or five nights.

After all, this Atlantic pem & home to more polf courses per square mile
than anywhere in the world, From the oc side cliffs of Port Royal to the

secluded peninsula of Riddell's Bay, Where British charm meets island soul -
and where every round s toasted with a Dark "n Stormy®.

Gt TAWAY TODAY

Restrictions May K00ty




Promotions & PR




BERl\/)/IUDA GoToBermuda.com

TOURISM AUTHORITY

Consumer Fashion Brand ﬁ
Promotion July-October UK o
HENRI LLOYD

Partner with Henri Lloyd, the leading UK sailing brand and also official
clothing supplier of Landrover BAR. A stylish brand found across the
high streets, to reach affluent, fashionable consumers

POS

*  Window decal and in-store POS in all 12 Henri Lloyd Stores

* In-store till point POS and entry form for all 19 Henri Lloyd
concessions in House of Fraser

e Pull up banners at the America’s Cup Portsmouth (July 24-26) and
at the Clipper Round the Yacht Race (August 28-30)

()Y Henri Lioyd

We have teamed up with Bermuda Tourism and Cambridge Beaches
Resor & Spa to give you a chance to win an exclusive trip of a ifetime to
the home of the 35th America's Cup - Bermudal

Visit bitp:/Avvvew henmiioyd. com/bermuda & to enter and find all the T's &
Cs

Digital & Social:

* Promotion via Henri Lloyd and House of Frazer Facebook and
Twitter accounts

* Homepage exposure and email newsletter

Further strategic partnership being discussed

e Like ™ Comment # Share

88 peopie like this Most Relevant =

30 shares
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Consumer Promotion
Waitrose & British Airways
UK September 2015

Campaign with Waitrose Escape reaching 6
million high achieving, high earning individuals,
passionate about food, drink & travel

7 page editorial in Waitrose Escape magazine

e Full page advert in Waitrose Escape (paid for
media, paid by BA)

* Whole feature repositioned for the Waitrose
app

e Editorial competition linking to a full page

advertorial on waitrose.com

o British charm mests

and play whete
o

BERMUDA

BRITISH AIRWAYS %

ROERD

GoToBermuda.com

Win a five-night holiday to Bermuda, cour(esy of
Bermuda Tourism, British Airways and Cambridge
Beaches Resort & Spa

porwtnded

BArscn by s g e s e o e ik el
,rw'vf i hokdon pecse vl b oo e

Foomoons BERMUDA
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7 Page feature with Waitrose
Escape in conjunction with
BA, September 2015

* Hosted press trip with respected national travel writer to generate
high quality content

Asure skics, alluring waters and fresh-off-the-boat seafood
- it’ oany to see why Bermnda ji a byword for paradise

s .l iE8beocr

: —

ot mary m:«m.:,.r. HERMUDA - parvsiamonars

G i 70
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Q3 Coverage Highlights
YTD North American Coverage Snapshot

Number of Articles: 159
Impressions: 1,064,152,574
Media Cost: $16,414,272
Average Score: 68

binkywurk., he 4pa provides sader
ot snded s o1 03 bk~ AC.

i American Spa — August 5, 2015
Bermuda Spa

Shermanslravel

HAND-PICKED DEALS. EXPERT ADVICE.
Where to Go in September for Fall Colors, Uncrowded Beaches, and More

July 24, 2015 by Christine Wel

e
i,
3 <4 AU
k. V" RO T o
.
.,' n

Bermuda
As e hurricane season starts 1 ramp L in much of he Carbbean, Bermuda has beon historcaly blessed wih sunny
days and great surl. Walor condiions might be a bit choppier, because of winds blowing through the region, but it

gunorally remasns warm on this siand. Evors stil abound in Soptambar, 100, #om the Europosn-style OK Towne

Market on §
soa fishing
local restaur

% 10 Snorkel Park Beach bonfires four Smos a wook. As you catch the tad end of snoring and deop
s, donY forget thist the spirry lobstar season starts 10 ramp LD In retum, You can find fresh catch ot
of aven jon & dive with local fishermen

Hote! 1: i you're  risk-averse kind of iraveler, you can shways maks sure 1 book 8 property that's part of the Bermuds
Motol Assocation, whose mombars all offer & no-penally cancelation oy, And
Koep) an aye out for the upcoming Endless Summer sale, slated 10 launch nest week, that wil ¢ s troe hotel
nights 10 got he most out of thair rip. (We'l be updating fiis post with details 0nCe tay e rele

ShermansTravel.com —July 24, 2015
Where to go in September
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Q3 Coverage Wins

Get buzzed: The best Caribbean beers and breweries

An icy cold beer and a sunny summer aflernoon is a marriage made in vacation heaven Whether
you're a lover of lager, aficionado of ale, fan of draft poured from a cask or a keg or prefer the can
in hand, quenching your thirst with a frosty brew is a Canbbean mainstay. Add chugging the best
brews 10 your bucket list, pop open a bottie and get your beer buzz on with our six-pack of the top
suds in the tropics.

g\‘ﬂ\ﬂ wa“pamm
1 .

oy 4401
-

ASPIRE Metro — September 18, 2015
Destination Feature

Wake Up with Al on The Weather Channel — September 16, 2015
Fall Travel

The ofieen eles 0 ogers 0 sty mups €ame in saed o thtoas eunces t0 shopping Wy cuses Fheks Malorie
etter

The istand's only microbrewery, Dockyard Brewing Company in the Royal Naval Dockyards is also
the only producer of an adult beverage made on the island. Producing 550 barrels every year, five
varieties of the beer are poured in the adjacent 08 " b and at a few other spots around o
the island, The artisan ales and lagers in frosty mugs come in sizes from sixieen ounces 1o a - R B 3 : N
whopping fifty cunces (If you can’t finish it, you can buy a decorative bottie in the gift shop and the -

bartenders will pour a beer-1o-go). The pub and brawery in one of the original bulidings that the
British Navy bullt in the early 1800’s is also where the big cruise ships dock and tourists check out " s 2 THE AUDACITY
the craft market and take five on the manicured lawns. The pub is cavemous with oid stone walls '
decorated with flags from all over the world, but i's anything but Guiet with TV screens tuned to
whatever big game is on, local performer Wayne Davis playing his funky repericire of Bob Mariey
and Stevie Wonder and shoppers perusing the frog-themed souvenirs in the gift shop. Bartender
Chvis Flotcher has been pouring for eight years and hasnt lost his taste for a cold copper-colored
Somers Amber Ale; named afler Bermuda's founder Sic George Somers, Other house brews
Include ‘Whale of a Wheat' served with a slice of lemon, ‘St David's Light ' for waist-watchers;

Trunk Island Pale Ale ' with a bitter finish and the dark ale called ‘Black Anchor Porter’. Tours of the
Dbrewery are a big hit with groups of ten or more and come with a five-course dinner pairing fish and
chips and bacon-topped burgers with the five beers brewed at the Distiliery. The tour goes for
USD$75.00 per person with advance reservations recommended

v
DAVID PLOUFFE

CNN International — August 10, 2015
USAToday.com — July 6, 2015 Bermuda Premier
Bermuda Beer 72
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Q3 Individual Media Visits

®
e Jeff Achey & Andrew Burr, Climbing Magazine; July 23-27, 2015 I n d ag are

e Brian Hart Hoffman, Hoffman Media Group; July 23-27, 2015
e Ed Salvato, ManAboutWorld; August 7-13, 2015
e Bruce Lazarus, Indagare; August 22-26, 2015

¢ Janine Yu, Indagare; August 22-26, 2015
e Margaret Swaine, Freelance/Westlet; September 7-12, 2015
I Des

tination experiences for
meetings + incentives

EBONY

73

Group Press Trip

Endless Summer/Undiscovered Trip — September 2015

Secured 4 attendees:
. Marisa Spyker — Coastal Living

e Lesley Chesterman - NUVO ~N 7 ~
e Jessie Fetterling - Prevue (/( )/ \ S I /\ ]
. . . . (N A
. Danielle Pointdujour — Ebony.com / T ~°
LIVING
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Q3 Social Channel Growth Highlights

BTA has well surpassed its full-year channel growth on all channels except Pinterest, which has reached 99.1% of the
follower growth goal and expected to exceed this well before the end of the year.

* Instagram growth spiked as well, as we continued to refine and improve content on this channel.

e Facebook growth increased greatly from Q2 to Q3, most likely due to page like and sponsored post campaigns.

* YouTube subscriber growth continues to be slow due to lack of consistent new and engaging content. However,
videos have performed well natively on Facebook, as the latest videos posted are in a short format that is a best fit
for Facebook over YouTube.

Followers

0,000
0,000
0,000
0,000
0,000
0,000 —

Facebook Twitter Instagram Pinterest YouTube
Q1 4,465 1113 1133 116 722
Q2 3,608 2131 2501 60 44
Q3 53,470 2000 4111 151 38
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Q3 Social Media Engagement Highlights

Although reach for Facebook was down slightly as Facebook continue to tinker with its algorithm, engagements and
engagements per post increased on this channel as well as Twitter and Instagram. We will continue to refine and

optimize content based on advertising and audience data, as well as interest target our ad campaigns.
Paid support considerably increased the reach of BTA Pinterest activities to prospective followers, including repins

and clicks, which also led to more referral traffic to gotobermuda.com from this channel.

» Total

Engagements:

229,628
(+18.9%)

» Total Reach:
2,300,753
(-.003%)

* Engagements

per Post: 1,561

(+13.1%)

Total

Engagements:

17,581
(+36.4%)

Total
Impressions:
791,142
(+10.36%)

Engagements
per Tweet: 29
(+11.5%)

* Total

Engagements:

34,727
(+31.6%)

Engagements
per Post: 415
(+16.2%)

i O 0O

* Average Daily

Impressions:
11,327
(+383.9%)

* Average Daily

Repins: 58
(+205.3%)

* Average Daily

Clicks: 13
(+85.7%)

You

Total Video
Views: 16,766
(-81%)

Average Daily
Video Views:
182 (-81.2%)

Total

Engagements:
123 (-49.4%)
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UK PR Initiatives

* Total earned media coverage 60 articles with AVE value of $211,805

e Tatler Privilege Club special offer with ITC to 52,000 subscribers

e Hosted group press trip with national lifestyle media — Travel Weekly article now
published

e Hosted individual press trips with Hello! and Family Traveller Magazine

e Regular destination news

e Editorial special offers in conjunction with our tour operator partners ie The
Times

HE s288TIMES \

Long haul (

Bermuda Attracting Superyachts To 2017 America’s Cup

BREAKIN I
travel news|H

Overlooking a pink sand
beach, Coco Reef is a plush
resort with pools and tennis
courts. Classic Collection has
seven nights' B&B for the price of
six for departures on October 20,
which comes to £1 686pp with flights
nd transfers included (classic-
ollection.couk). See potobermuda.co.uk.

The Bareasts Taran Adorty ban tecoes -
il Parar of e 390 Avarica's O
Thos wit gelicarely booet e vy Kasam i . T— — S ace
o whrt ver e o ymars of Arerica's Cup t3cing seterkopr -\ prenan i ssmadedpreon rpebopo sgaio B - L4
B o e e 00 Tase B ¢ Aven s SACHIALN OIS AN (AAFIRTErs e D ghes e F
¥ fl wrere B feal neets of Arerca’s Cep competion - BOGIS P9 " |
WA S 8 My of 2917 et N ettt 5 Seperedt Srogroe oy il = m——— 04 o repoies
k_ S 8 Kusndational s Berute’s hertage and merrvisdarion bbb oy gt

[~ a e werkt over 22

Bermuda Tourism Authority comes on-board as America’s Cup
sponsor

» o B

parrenno - e rae ety . b
“The Beorass Tourmem AuPortys IWEng 31 8 Ssies 950 mreetng OTGRSBION wan evidert

~ 20t s oo eruta oy
Ot 06 10" Mkt My Schiler, ot commeasaicne’ of B Avercs's Oup. rraitis ayvel up & e Wagwn i o sbe s S0 of B0

Ve a0 plaased 5 won ) parteanst Wi
1 BTA e o0t 0 s 0 P
roach 8 new geseration o Favelers st

00w e lourum conamy o Bersuts

e Sl by sirsereet ikstes framient beandeg 3°€ sChvaton ace o 8
Amorca's Cup veewa 11 J018, 016 g 2017, 48 wed a3 commescial artine romomng
Bermute o U TV browdcans on NI 500 of B Arwrica's O I 2017,

IATLER

PARADISE FOUND

Our friends at Bermuda Tourism Authority
and ITC Luxury Travel have rustied up
quite the itinerary for you. Two people
can enjoy seven nights at Rosewood
Tucker's Point In a Manor House Superior
King Room from £1,365 per person
(saving up to £285 per person), Including
return flights and private transfers, This
hotel boasts incredible pinch-me-I'm-
dreaming scenery. Offer valid any time in
2016 bar peak months 25 May-6
September. Code:{TCTATLER.
itcluxurytravel.co.uk
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can iy . st Avwo - s s t - wwwnautioa®
mensile internazionale di navigazione

Italy PR Initiatives
NAUTICA ARTICLE | UN GIARDINO
e 9 pages reportage fully dedicated to the destination. ) iy LD

RADIO PROGRAM
e Two radio program dedicated to Bermuda on Radio
Kiss Kiss, a network who generated 4 million audience

every day

HOME CHISIAMO PUBBLICITA NEWSLETTER ANNUARIO WEBINAR €V

5. Fanders 50 o oo VKRN
& =5 "Le Fiandre

Nuova spa per il Grotto Bay Beach Resort di
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During Q3 of 2015, the Investment Division accomplished
the following:

The investment division continued its mandate of developing an investment environment for domestic and
international investors and operators in Bermuda. The division remains focused on working with the
Bermuda Government to introduce revised legislation to attract foreign direct investment. The outreach to
both local and international investors and operators remain a core activity and focus.

Activities and accomplishments during the quarter included:

* St George’s Development Private Act passed in the House of Parliament. Master Development Agreement and
Ground Lease Agreement are in final negotiations.

e Horseshoe Bay transportation hub redevelopment proposal approved by the Development Approvals Board.
e  Continued support to the Ministry of Public Works re the development of a national infrastructure plan.

*  Continued support to the Ministry of Home Affairs re various tourism and immigration related matters as a
consequence of the changes to the Bermuda Immigration and Protection Act 2015.

. Presented 2015 Tourism Incentives Act to Government for consideration.

e Continued attendance at investment and development conferences to raise awareness of impending changes
to Bermuda’s investment environment.
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During Q3 of 2015, the Operations Division accomplished
the following:

For the Operations Division, Q3 was focused numerous governance items, Certified Tourism Ambassadors
and Stakeholder engagement, and working with the Ministry of Tourism Development and Transport to
prepare for a Vacation Rental Property decision paper.

OPERATIONS, GENERAL
2014 Annual Report —_
Following the DMO Accreditation in Q2, the BTA’s commitment to MR e

good financial governance was further underscored by our
unqualified audit, covering the time period of 16 December, 2013 - . uomoums .,_:', ;
through 31 December 2014. Upon completed by the Auditor 85 o . 20124 Annial Report
General in July, the financial statements were included in our first =

Annual Report and released shortly thereafter. Next year it is
anticipated that a corporate overview of prior year activities will
be provided at the end of Q1, well in advance of the audited
financials which have a legislated delivery date of 30 June each
year. The entire annual report can be viewed online here.
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PATI Request

This quarter, the BTA received its first request for information under the Public Access to Information Act,
referred to as ‘PATI’. The request was for detailed compensation information for each individual BTA
employee and it was refused by the BTA’s Information Officer (10), a role held by the COO. The requester
appealed the 10’s decision to BTA’s Chairman, who is considered the Head of the Authority (BTA). The appeal
was unsuccessful. The requester now has the right to further appeal the request to the PATI Information
Commissioner. Below is an extract from the |0 decision.

The Bermuda Tourism Authority (BTA) has, as a matter of routine, made it a priority to adhere to the spirit of the legislation
through the wide release of information pertaining to the business functions and operations of our organization. Through
regular media releases, stakeholder newsletters, community outreach and our website, we have, and continue to, share, inform,
update and seek input and feedback from the general public and industry stakeholders. We consider the amount and level of
detail shared as a standard for others to follow and look forward to seeing the same done by other local organizations
entrusted with public funds.

In the spirit of PATI, the BTA has ensured we are open and transparent in all our functions, including accounting for public
expenditure (sic). The BTA has been able to attract top talent and incentivize their team while following best practice financial

models. This reflects good stewardship and accountability of public funds. It is our conclusion, therefore, that the information
that is most in the public interest is already in the public domain and is reasonably accessible to the public.

Having received permission from the requester to publish their request on the BTA website, you can view all

documentation on PATI Request 257 here.
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Parlimentary Questions

During Q3 the BTA was asked to respond to a total of nine Parliamentary questions, three for the 10
July session and six for the 17 August session. In Q2, a total of three Parliamentary questions were
asked. Due to the detailed nature of the questions, on average one to three hours is required to
respond to each.

Vacation Rental Property Submission

In response to the discussion paper on Vacation Rental Properties (VRP) submitted to Government in
Q2, support was expressed for the definition of a VRP and all other VRP recommendations made by
the BTA except regulating the 2.5% fee. We were prepared for this potential outcome: BTA’s
legislation was specifically crafted to be broad in scope, giving us the autonomy to raise and generate
revenue. Work is proceeding on tiered benefit packages for the industry, to be introduced late in Q4,
based on the services identified in the discussion paper.
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Human Resources

Employee Changes

At September 30t the BTA had 38 employees split
between the Bermuda and New York offices. There
were no new hires in Q3.

Employee Development

Team members have begun to participate in
development opportunities which were identified
during the mid- year performance review period.
Our designated management trainee completed a
three month assignment in the New York office. This
position has spent the last year completing projects
in several divisions of the organization including
Operations and Investments.

GoToBermuda.com

BTA Employee Strategic Planning Meeting

The 2015 BTA Employee Strategic Planning
Meeting was held on September 215t and 22" at
the St George’s Club. All but three employees
were in attendance. This annual meeting allows
for frank and open discussion on plans presented
for the year ahead, participation in team building
exercises and the opportunity for all employees to
drill down on solutions being applied to complex
industry problems.

BTA Employee Portal

HR continues to make enhancements to the BTA
Employee portal which allows full time staff 24/7
access to their personal information and benefits.
Priority for Q3 is the completion of the online
Performance Management form process. This will
aid in process and record keeping efficiency.
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TRAINING & STANDARDS

The National Service Standard Programme (NSSP) A monthly newsletter
for Bermuda’s CTA’s was introduced in Q3. Designed to educate and
inform CTA’s on established and new activities and attractions, the
content also highlights their peers and the businesses that have Ber‘%s
committed to the program. In addition to encouraging CTA’s to explore muda
and learn more about Bermuda, the newsletter provides ways for CTA’s
to gain their certification renewal points.

Musson
LAST ange

Malika
FOIE‘VAA:(E

Decembe, 31, 2016

blUllAlv()h Darg

The first CTA mixer, hosted by Rosa’s, was well attended. Ambassadors
were provided with a platform to mingle with their counterparts and
discuss their unigue experiences. Information on upcoming industry
events was shared, including details on the BTA’s Experience Investment
process. The next mixer scheduled is for Q4. NATIONAL

SERVICE

STANDARD
PROGRAMME

To date, 501 customer-facing front line hospitality and tourism
employees have registered to participate in the Certified Tourism
Ambassador (CTA) programme. Of that number, 409 have completed the
course since its inception in Q1 and earning the CTA designation. Courses
are not held over the summer months.

BERMIUDA, |
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ON-ISLAND COMMUNICATION

Stakeholder Engagement cut across industry in Q3, with successful efforts to highlight new and
established business across the tourism value chain.

Food Cuture

In support of the Product and Experiences team, a communications and promotions strategy was
implemented for the Best Bermuda Fish Sandwich competition. The goals was to advance the work
the team is doing in the area of food culture, an area that when properly marketed has been proven

BEHmUUH S

PRRTICIPATING RESTRURANTS
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ON-ISLAND COMMUNICATION (continued)

Beach Economy

A cross-division team was organized to conduct a review of the local beach economy. The team met
with a contingent of people working in the beach economy. The continued intelligence gather is
informing the BTA on providing guidance to government on building a more vibrant beach economy
that meets customers’ desires and creates economic opportunities for Bermudians.

wBERMUDA. .,

America’s Cup Info Session for Hospitality Industry

To ensure industry relevant information related to the Louis Vuitton America’s Cup World Series was

shared on a timely basis, the BTA coordinated a presentation session held on September 9, 2015. The

meeting was held to allow tourism industry partners to hear firsthand the event work underway

operationally, and from a sales and marketing and product and experiences perspective. All relevant

parties were involved in one way or another including AECA and ACBDA. The well attended session

garnered positive feedback. The presentations made are available on our corporate website. 87
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Statistical Reporting Changes/New Land Card

To better inform the public and industry on the improvements in statistical reporting as a result of the new
landing card, a video was produced with the help of the Research & Business Intelligence team. The new
form allows the BTA to better assess how it is performing relative to growing vacation and group travel air
arrivals.

Board of Directors: Tourism Forward

In support of the BTA Board of Directors’ goal to increase its public communications profile, a series of
columns were developed to assist in communicating organizational success is measured. The primary focus
of the content for each column covers one of these areas:

* Increase visitor demand

e Grow spending from air and cruise visitors

e Support local entrepreneurs

e Stimulate infrastructure investment

* Increase vacation and group visitor air arrivals

* To date the columns have ran as paid advertising in the Royal Gazette in August and September.
They are also mailed electronically to our stakeholder list.

To date the columns have ran as paid advertising in the Royal Gazette in August and September. They are
also mailed electronically to our stakeholder list.
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TOURISM APPRECIATION

Lunch ‘n Learn Sessions
In advance of the Tourism Experiences investment call for submissions,
the BTA hosted its second annual series of Lunch ‘n Learn sessions. The

sessions were aimed at local tourism-minded entrepreneurs to assist them

in aligning their ideas with the objectives of the Tourism Experiences investment process. The
objective of the four-session series was to help entrepreneurs create strong proposals, particularly
those who had not been through the application process before and wanted to put forward new,
unique ideas. A total of 67 individual attendees took part, many being present for multiple sessions
on different aspects of the business proposal application.

Post-session survey comments included:

*  “The Lunch &Learn has fresh ideas and the speakers for each session have been well
informed of their product and eager to share their valuable knowledge.”

* “In all of the sessions that | attended it was great to see that all attendees were respectful
and enthusiastic.”

*  “Thank you kindly, with all the knowledge | obtained it will help my future endeavours
flourish. Open-mindness and willingness were the key factors in these sessions for me.

* “l appreciated being given a chance to be there, and hope to attend others if there is room.
| think BTA is doing a splendid job.” 89
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#Lovemybermuda Phase llI

Extensive preparation for the third phase of the #lovemybermuda tourism appreciation campaign
took place throughout Q3. Utilizing input from BTA summer interns, a strategy was developed to:

* Promote non-traditional grassroots activities and experiences that Bermudians love and
show pride in.

*  Promote compelling call to action for tourism advocates, individually and collectively, to
demonstrate their love and pride for their island.

* Develop a platform for people to share what they love about Bermuda through non-
traditional grassroots activities and experiences that they participate in.

News Stories

July 28 5 4
August 29 6 15
September 12 2 6
Total 69 13 25
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The BTA’s commitment to good financial governance was underscored by our unqualified audit,
covering the time period of 16 December, 2013 through 31 December 2014. Upon signing by the
Auditor General,the financial statements were presented in Parliament and included in our first Annual
Report and released shortly thereafter. The entire annual report can be viewed online.

Income statement

Income

Guest fees to date (January — August actual, September estimate) are $2,746k against a budget of $2,962k
and $2,763k in 2014.

Direct Costs
Details of the activity for each division are given elsewhere within the report.With regard to spend
against budget, all divisions are within budget.
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Structure, General & Administration
Overall the Structure, General & Administration costs remain within budget.

Balance Sheet

Bank
The balance at the end of the quarter was $6.6m

Accounts Receivable and Accrued Income
This represents the hotel fees for September (not due until 15 October) and amounts overdue from previous

months.
Inventory relates to Transport passes and Merchandise for the Dockyard VIC.

Vendor Payables
Are all current bills.

Accruals
this includes $0.5m of liabilities yet to be invoiced and provisions, S0.7m payroll (taxes/incentives/holiday

pay)
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Financial Year End: December 31, 2015

INCOME STATEMENT
2015 YTD
Qtr 3,2015 Qtr 2,2015 Qtr 1, 2015 Total
Income 8,371,316 8,101,906 6,153,812 22,627,034
Direct costs 5,953,087 4,498,119 2,105,275 12,556,481
Direct surplus (deficit) 2,418,230 3,603,787 4,048,537 10,070,554
Structure, general & administration costs 2,141,333 2,520,888 2,162,279 6,824,501
Operating surplus (deficit) 276,896 1,082,899 1,886,258 3,246,052
Net finance costs 51,908 80,115 52,574 184,597
Net surplus (deficit) for the period 224,988 1,002,784 1,833,684 3,061,456
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INCOME STATEMENT

1. Income

Grants, subsidy & contribution income
Tourism authority fee

Visitor Information Centre

2. Direct costs:

Sales & Marketing

Product development & experience
Research & business intelligence
Operations

Investment

3. Structure, general & administration
costs, split:

Staff costs
Communications & IT
General expenses
Marketing

Premises
Professional fees
Transport

Grants / Investments
Capital expenditure

4. Finance costs:
Bank charges
Foreign exchange

2015 YTD
Qtr 3,2015 Qtr 2,2015 Qtr 1, 2015 Total

5,425,000 5,425,000 5,774,250 16,624,250
1,237,186 1,129,895 379,562 2,746,643
1,709,130 1,547,011 - 3,256,141
8,371,316 8,101,906 6,153,812 22,627,034
2,700,268 2,921,734 1,700,078 7,322,079
3,136,688 1,344,504 366,871 4,848,063
94,695 77,857 37,221 209,773
21,436 154,024 - 175,461
- - 1,105 1,105
5,953,087 4,498,119 2,105,275 12,556,481
1,500,277 1,451,970 1,499,441 4,451,688
123,910 212,179 127,743 463,832
201,784 175,450 245,774 623,008
803 492 1,843 3,138
176,560 179,156 184,490 540,207
124,218 188,705 99,079 412,002
261 1,151 399 1,811
- 320,000 - 320,000
13,519 (8,215) 3,510 8,814
2,141,333 2,520,888 2,162,279 6,824,501
9,813 10,243 6,174 26,230
42,096 69,871 46,399 158,366
51,908 80,115 52,574 184,597
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BALANCE SHEET
Sep-15 Jun-15 Mar-15
ASSETS
Current Assets
Cash & Bank 6,657,619 6,422,607 5,333,892
Accounts receivable 76,717 158,250 192,749
Inventory 328,396 678,570 -
Accrued income 395,467 667,804 320,190
Prepaid expenses 88,589 113,919 165,614
Deferred costs 3,500 5,800 19,000
7,550,287 8,046,950 6,031,444
Non-current assets 289,116 339,214 448,506
Total Assets 7,839,403 8,386,164 6,479,950
EQUITY & LIABILITIES
Equity
Accumulated surplus (deficit) 6,498,917 4,696,227 3,693,443
Liabilities
Current Liabilities
Vendor payables 163,118 1,477,341 479,363
Accruals 1,177,368 1,212,597 1,307,144
Deferred income - -
1,340,485 2,689,938 1,786,507
Long Term Liabilities - 1,000,000 1,000,000
Total Liabilities 1,340,485 3,689,938 2,786,507
Total Equity and Liabilities 7,839,403 8,386,165 6,479,950
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