





Sales & Markeling

BERMUDA



Travel, Room Nights, Group & PR Dashhoard

KEY METRICS

YTD 2018 YTD 2019

Total Visitor Spending Influenced by BTA $91,678,556 $85,764,340

Total Room Nights Influenced by BTA
Group Business Sales Leads

Group Business Sales Calls

Sports Tourism Sales Leads

Sports Tourism Sales Calls

Number of Journalists Assisted

*Earned Media Generated

*Coverage in Top 100 US Outlets
*Average Quality Coverage Score

PR Impressions Generated

139,567 118,173
471 380
502 296

83
41
5,616 3,224
$7,446,061 $8,600,174
92 75
82% 69%

1,194,601,236 1,019,443,114

% A YOY (YTD)

-6%
-15%
-19%
-41%

#DIV/0!
#DIV/0!
-43%

15%
-18%
-15%
-15%

% A18
PLAN GOAL ACTUAL to
2019 19 PLAN
GOAL
$94,099,066 3%
142,357 2%
418 4%
400 116%
53 152%
90 543%
1,900 -72%
$7,669,443 3%
90 -2%

82%
1,230,439,273

2%
3%

% OF PLAN
GOAL YTD

91%
83%
91%
74%
157%
46%
170%
12%
83%
85%
83%



Digital Dashboard

KEY METRICS

Total Website Visits
Desktop Traffic

Mobile Traffic

Tablet Traffic

Website Page Views
Time on Site
Newsletter Subscribers
Newsletter Open Rate

YTD 2018

2,802,796
966,168
1,105,616
259,050
6,832,918
2:1
259,609
15%

YTD 2019

3,283,815
968,126
1,474,377
238,774
7,083,860
1:50
229,850
22%

% AYOY
(YTD)

17%
0%
33%
-8%
4%
-16%
-1%
50%

% A18
PLAN GOAL ACTUAL to % OF PLAN
2019 19 PLAN GOAL YTD
GOAL
3,223,215 15% 102%
8,199,502 20% 86%
2:15 3% 81%
245,000 -6% 94%

16% 10% 136%



Social Dashboard

KEY METRICS

Facebook Followers (month gained/YTD
total)
Facebook Total Reach
Facebook Engagement
(likes/comments/shares)
Twitter Followers (month gained/YTD total)
Twitter Impressions
Twitter Engagement
Instagram Followers (month gained/YTD
total)
Instagram Engagement
YouTube Subscribers (month gained/YTD
total)
YouTube Total Views
YouTube Minutes Watched

YTD 2018

357,414
14,789,653

3,075,538

27,859
4,317,628
209,795

58,074
2,459,093
2,234

1,701,788
1,400,055

YTD 2019

360,714
12,630,227
5,891,984

29,839
15,457,779
344,890

75,079
4,023,822
2,420

658,669
1,129,112

% AYOY
(YTD)

1%
-15%
92%

7%
258%
64%

29%
64%
8%

-61%
-19%

PLAN GOAL
2019

364,562
16,000,000
3,300,000

28,695
4,447,157
216,089

72,593
3,073,866
2,569

1,752,842
1,428,056

% A18
ACTUAL to
19 PLAN
GOAL

2%
8%
7%

3%
3%
3%

25%
25%
15%

3%
2%

% OF PLAN
GOAL YTD

99%
79%
179%

104%
348%
160%

103%
131%
94%

38%
79%



2019 Y'ID Marketing Snapshot

658.6k

Youtube views

1.02 billion

PR Impressions Generated

4.02 million

Instagram
engagement

756.9 million

Paid Media Impressions

12.6 million
Facebook Reach 6

2.3 billion %elamh 3,284,000

Impressions delivered
through all channels
Oct - Dec 2019

R Visits to gotobermuda.com
15.5 million 9

Twitter
Impressions .
$85.8 million in future visitor

spending influenced by BTA S&M

experience



Paid Media &
Integrated Partnerships

BERMUDA



Impressions

Engagements

Cost per
Engagement



548,947 IMPRESSIONS
0.05% CTR
316 PAGE VISITS






Garden & Gun



Garden & Gun



Garden & Gun



Print



547,123 IMPRESSIONS
1.82% CTR
874 PAGE VISITS



1,055,235 IMPRESSIONS
0.14% CTR
858 PAGE VISITS



32,106 IMPRESSIONS
2.33% CTR
1,421 PAGE VISITS



Print



Town & Country Bridal Brunch - Oct. 28

Town & Country held its second annual Bridal Brunch at The Plaza, hosting over seventy brides and their friends and family for an
exquisite event. The elegant celebration held in the Edwardian Room, featured a formal three-course brunch and conversation on
modern wedding etiquette, offering brides insider insight to create the celebration of their dreams. Moderated by T&C’s Style and

Interiors Writer, Olivia Martin, the panel featured renowned wedding industry talents Bronson Van Wyck, Van Wyck & Van Wyck, Myka
Meier, Beaumont Etiquette, Laura Kosann, The New Potato and Bryan Rafanelli, Rafanelli Events.

27 wedding planners attended



PGA ‘Tour
Bermuda Championship

BERMUDA






Alexandra O’Laughlin’s Tracvel Diaries

Using NBC's amplification and targeting capabilities across Golf
Channel Facebook, Bermuda was able to get tourism content and
messaging in front of an affluent and engaged travel centric

audience.

Total Impressions Total Video
Views

Click Through Rate 45%
(beat GOLF benchmark by 1.3x)

32%
Engagement Rate
(beat GOLF benchmark by 63%)

()
Video View Rate 32%
(beat GOLF benchmark by 17%)

w N




Pro-Am Foursomes

« Team 1 - Howard University
— Dr. Wayne Frederick, President
— Otis Richardson, student
— Dr. Ewart Brown, former Premier
— Butch Graves, President & CEO, Black Enterprise
« Team 2 - Meeting Planner
— Mark Hontas, Pinnacle Event Solutions
— Jim Abbate, McDonald’s Operator
— Phil Barnett, BTA Board member
— Scott Barnett
« Team 3 - Meeting Planner
— Rick Dunaj, Dunaj Agency (3rd party planner)
— Dodo Dunaj
— Alexandra O’Laughlin, Golf Channel Contributor
— Austen Gravestock, Mid Ocean Golf Club



Toronto Market Blits

BERMUDA



Toronto Market Blitz — Nov. 18-20

Strategy

Create Bermuda brand engagements in key feeder Meetings @

markets for Media, Meeting & Event Planners and

top Travel Trade Executives that inspire them to L
choose Bermuda (export Bermuda) Tralnlngs
Orchestrate experiential events in which partners PR desk sides: 7
can participate and engage with clients + media in Trade training: 5 w/45 agents
key markets MICE: 6

Sports: 5

Attendance

Total # of RSVPs: 122

Total media in attendance: 56

Total trade in attendance: 16

Total # in attendance: 72

Total # of Bermuda Blitz coverage: 4



Online



Online



Online



Travel Trade Engagement

BERMUDA



Direct Sales Activily

Conducted 8 Sales Calls. 40 agents visited

Tabletop Trade Show and lunch. 30 agents
attended

Tabletop Trade Show and Dinner presentation.
105 agents attended



Direct Sales Activily

10 agents participated in the training

Conducted a Virtuoso/Luxury Agent Fam Trip
3 agents participated

Conducted a 30-minute webinar
33 agents attended



Websile Performance

BERMUDA



Website Metrics

Metrics 2018
Sessions 2,845,268
Pageviews 6,810,240
Avg. Page/Session* 2.42
Bounce Rate* 56.46
Avg. Time on Site* 2:06
Goal Completions* 641,579

2019

YoY % Change

3,292,527 16%
7,138,557 5%
2.15 -11%
63.38 12%
1:46 -15%
533,464 -17%

All data is from YTD. For * items, this is taken from .com. Goal completions reflect the Booking Widget,
Hotel Inquiry, Time on Site, Brochure Order, Enews Signup and Brochure Download goals



Website Conversion Goals

Q4 2019 (Oct. — Dec.) Total Site Traffic and Goals

Conversion Goal Completion
« Time on Site Over 3:00 - 62,191 - 61% decrease vs Q4 2018
. Hotel Inquiry - 9,016 - 17% decrease vs Q4 2018
+ Booking Widget Clicks (Removed from site prior to Q1 2019) - O - 100% decrease vs Q4 2018
. Brochure Downloads - 6,766 - 22% decrease vs Q4 2018
. Brochure Orders - 888 - 55% decrease vs Q4 2018
+ eNews Registration - 1,093 - 67% decrease vs Q4 2018

23% fewer YOY combined site sessions (visits) compared to Q4 2018
30% fewer YOY combined page views compared to Q4 2018
17% of all sessions completed a conversion goal in Q4 2019 (.com)



Websile Partner Referrals

Q4 2019 (Oct. — Dec.) Total Site Traffic and Goals

Total Partner Referrals - 36,008

. Profile referrals - 30,006
. Deal referrals - 3,254
. Event referrals - 2,828

Total Partner Pageviews - 169,941

. Profiles - 122,457
. Deals - 22,423
. Events - 25,061

21% Click-through rate to Partners



SEM Performance

«  Q419, SEM campaigns saw a decrease on cost per conversions YoY; dropping from
$3.84 (Q4-"18) to $2.87, allowing us to see 9.5k+ more conversions than the same
period last year.

«  Our CTR improved throughout the quarter, climbing a total of 5.74%, and improving
YoY by 0.45%

+ Total spend for the quarter was $117,412 with 40,776 total conversions (up 31% YoY).



PR & Promotions

BERMUDA



Uniled States Coverage Highlights

YTD Coverage Snhapshot
o Number of Articles: 234
o PR Impressions: 1,057,104,210
o Earned Media: $4,972,704
o Average Quality Score: 75

Coastal Living— Dec. 1 — Destination Highlights




Uniled States Coverage Highlights

This Year's Most Instagrammable
Destinations

Bermuda

Travéler
Top 5in the Caribbean & the Atlantic
The Best Islands in the World: 2019 Readers'

Choice Awards

American Way — Oct.1—
Destination Highlights

Departures Online — Oct. 1— Destination
Highlights

Condé Nast Traveler Online — Oct. 7— Destination
Highlights




Uniled States Coverage Highlights

The Best Things To
Do In Bermuda

The pink sand beaches of Bermuda are the kind of thing that
vacation daydreams are made of—but they're far from the
only remarkable thing about this island off the East coast of
the United States. Bermuda's natural wonders and cultural
attractions will keep you busy for your entire vacation —and

your next one.

Here are some of the top things to do on your Bermuda

vacation.

FORTUNE

It usually happens about two hours into the ride—when you're sitting on the
Hampton Jitney, accompanied by what feels like the rest of Manhattan, stuck ina
swell of traffic as you inch closer to the coast. That distinct feeling hits: There has to
be an easier way to do a weekend at the beach. With a little more planning and a

passport, there is.

A British island territory with miles of soft sand beaches and clear blue water,
Bermuda offers a mix of adventure (scuba diving around vibrant reefs and famous
hip ks) and ion (rum cocktails and the ioned beach With
direct flights that take under two hours from East Coast cities like New York, Boston,
and Philadelphia, you can get there faster than it takes to get to Montauk (or the
Cape, or the Jersey Shore) on a summer Friday, which makes spending just a few days

on the idyllic island easily possible.

marie daire
8 Winter Destinations to
Book Right Now

Goodbye winter blues!

4

Bermuda
Just a short flight from the east coast, Bermuda is known for its pink sand beaches and

brilliant turquoise waters. Stay at The Loren, a seaside resort that prides itself on
incorporating green practices in their day-to-day, like conserving rain water and a zero-
waste approach to dining. Relax by the pool, book a Bermuda Pink massage at the new
Sisley spa, and eat crispy fish tacos paired with an umbrella drink at the Beach Club.

Forbes Online — Oct. 3—
Destination Feature

Fortune Online — Oct. 13 — Destination Feature

Marie Claire Online — Nov. 19— Destination
Highlights




Uniled States Coverage Highlights

TRAVEL+}
LEISURE o

The Best Places to Travel in The Best Whale Watching
January Destinations Around the World

Experience Bermuda Off The
Beaten Path

Bermuda’s world famous pink-hued beaches and picturesque candy-colored
houses make this sub-tropical island a sought-after destination. The

cobblestone streets of the UNESCO World Heritage Site of St. George’s,

bustling city of Hamilton, magical cave systems and shipwrecks are well
worth exploring on this gorgeous British Overseas Territory. However, the
fish-hook shaped island spanning 22 miles, has several delightful surprises
for visitors. It's one of the best spots in the North Atlantic to view migrating
humpback whales in the spring, the surrounding islets host the second rarest
sea bird in the world and its hidden coves and nature reserves provide respite

from the crowds

Forbes Online — Dec. 26— Destination

Travel + Leisure Online — Dec. 9— Destination Departures Online — Nov. 25 — Whale Watching oot
eature

Highlights




Bermuda is an Atlantic Paradise

YOU'VE SEEN THE SHORTS AND HEARD
MYSTICAL STORIES ABOUT THE

TRIANGLE, but maybe you still get
Bermuda confused with Barbuda, Bahamas
or Barbados. It happens.

Unlike the other islands that start with a
“B,” the oldest British colony in the world
isn’t in the Caribbean. It's in the North
Atlantic, a short flight from New York, and
it's a unique place worth putting on your
travel list.

Houstoniamag.com
Oct. 30




Bermuda Set for New PGA Tour Event

The island of Bermuda has long been one of the wider region’s greatest
golf destinations.

But for all of its golfing heritage and acclaim, it's never held an annual PGA
Tour event — until now.

This week will see the first-ever Bermuda Championship, a full-fledged
PGA Tour event at Bermuda'’s Port Royal Golf Club from Oct. 31-Nowv. 3.
The field will include a mix of longtime PGA veteran names like Fred Funk
and up-and-comers like Lanto Griffin, who took home his first-ever PGA
Tour victory at the Houston Open earlier this month.

Port Royal, which was designed by Robert Trent Jones, Sr in 1970, recently
underwent a nearly $14.5 million renovation.

The tournament is the latest in what has become a burgeoning sports
tourism industry in Bermuda, as tourism officials look to diversify the
destination into a true year-round getaway.

That was most notable with the 2017 hosting of the America’s Cup
yachting race.

Bermuda Championship

Set up itinerary for Golf Channel Influencer, Alexandra O’Laughlin and acted as
director/producer for her four video diaries on Facebook, Instagram and Twitter:

Collaborated with the PGA TOUR’s Entertainment video content team
(PGATE)for the week of the Bermuda Championship shooting content to
promote the Bermuda Championship on .com, social and other channels.

Caribbean Journal



https://www.facebook.com/GolfChannel/videos/586237908783127/
https://www.facebook.com/GolfChannel/videos/578353429565545/
https://www.facebook.com/GolfChannel/videos/433080740618712/
https://www.facebook.com/GolfChannel/videos/449907005654990/

PR & Promotions

CANADA

BERMUDA



Impressions Media Ad Value




Online



Print



Online


https://www.winnipegfreepress.com/travel/like-the-island-itself-bermuda-shorts-come-with-history-and-an-array-of-colour-562428282.html

Online



Online

» Edmonton Sun

» Canada.com

¢ Toronto Sun

¢« Vancouver Sun

« Ottawa Sun

» Edmonton Journal
* Regina Leader Post
« Canoe.com



https://edmontonsun.com/travel/international/bring-back-your-bounce-at-bermudas-fairmont-southampton/wcm/5aa919d3-056a-4ef0-9211-bdd2114ca6ec
https://o.canada.com/travel/international/bring-back-your-bounce-at-bermudas-fairmont-southampton/wcm/7e6bcdab-ab23-4451-b0b5-48c738febbc2
https://torontosun.com/travel/international/bring-back-your-bounce-at-bermudas-fairmont-southampton
https://vancouversun.com/travel/international/bring-back-your-bounce-at-bermudas-fairmont-southampton/wcm/7e6bcdab-ab23-4451-b0b5-48c738febbc2
https://ottawasun.com/travel/international/bring-back-your-bounce-at-bermudas-fairmont-southampton/wcm/7e6bcdab-ab23-4451-b0b5-48c738febbc2
https://edmontonjournal.com/travel/international/bring-back-your-bounce-at-bermudas-fairmont-southampton/wcm/7e6bcdab-ab23-4451-b0b5-48c738febbc2
https://leaderpost.com/travel/international/bring-back-your-bounce-at-bermudas-fairmont-southampton/wcm/7e6bcdab-ab23-4451-b0b5-48c738febbc2
https://canoe.com/travel/international/bring-back-your-bounce-at-bermudas-fairmont-southampton/wcm/7e6bcdab-ab23-4451-b0b5-48c738febbc2

Online



Print and Digital



Online



Online



Online



Online



Print (Cover Story)



Online



Online



Digital



Social Media

BERMUDA



Qy Top-Performing Posts

Engagements: 337
Retweets: 54
Likes: 274

Reached Users: 91,484
Reactions: 8,516

Post Clicks: 1,817

Likes: 10,751
Comments: 126

While we saw adrop in results assummer messaging wound down and “warm winter” activities took over. There was large interest in
scenes of holiday activities in Bermuda. Across all channels, the juxtaposition of traditional Christmas scenes with stunning sunny
landscapes (such as with FB above) did well, as did the nighttime scenes of eventsin St. George’s and other events featuring holiday
lights. On Facebook and Twitter, some food messaging performed well, while this wasn’t the case for Instagram.



Paid Social Creative Fxamples

Triathlon Bermuda PGA Bermuda
2019/20 Holiday Tour Weddings



94 BRAND
RESULTS

High level overview of performance for all
paid media under the Brand and Integrated
Packages campaigns

147.3 MM Impressions

1.9 MM Engagements

$0.42 Cost-Per-Engagement
3,364 Arrivals recorded by

Arrivalist

Top performers for driving web
traffic in Q4: Sojern, TripAdvisor,
Digilant, Expedia, and Experian




Business Intelligence
& Technology



Continued management of consumer database and integration with email marketing
Ongoing tracking of exposures to arrivals of digital media
Ongoing measurement of KPls, including room nights and visitor spend influenced in monthly scorecard

Awareness & Perception study completed in major source markets for Bermuda: US focus and nurture
cities and Toronto to gauge sentiment among target segments



Corporate Communications
& Slralegy



Communications
Support

Corporate Communications & Strategy
supported all divisions across channels,
underscoring BTA achievements,
promoting NTP wins, educating
stakeholders on news and events, and
weighing into media coverage with BTA
comment on key industry issues.
Deliverables included press releases,
speeches for the CEO at BTA-
sponsored events, social-media posts,
photos of BTA staff and events, TV,
print & digital interviews, e-blasts,
public commentary, and media liaison.
At year-end, we issued a special e-blast
& press release of annual tourism
market highlights, Top-10 Tourism
Highlights 2019; celebrating 2019 wins
by both the BTA and our stakeholders.



Communications Support com

Press releases
+ A total of 28 BTA corporate/local press releases were distributed this quarter to local stakeholders,

some dovetailing with destination releases sent to external audiences via Sales & Marketing. All
corporate release can be found on the BTA website.

Social media
* Launched a BTA corporate Instagram channel (@BTAlnsights) with images illustrating our identity as a
high-achieving DMO: activities and news of our team & stakeholders, plus industry events and

campaigns.

» Updated all four BTA corporate channels (Facebook, Twitter, LinkedIn, Instagram) with fresh logos/art
to differentiate from our consumer channels; increased growth and engagement



Greener

Growing Bermuda by being pink,
blue & greener



Corporale Communications
& Stralegy




Bermuda Climate Risk Forum

Corporate Comms & Strategy led a successful effort—
working with PGA TOUR, Bruno Events, Bermuda
Institute for Ocean Sciences and (BIOS), Whitfield
Events, and corporate stakeholders—to create a high-
profile thought-leadership summit around the
Bermuda Championship. The aims were to heighten
the spotlight on Bermuda during the golf event; create
a philanthropic legacy for the Championship; increase
attendance and corporate support; progress the BTA's
Greener goals; and elevate the BTA's position as a
leader in Bermuda’s environmental strategy.

The resulting inaugural Bermuda Climate Risk Forum
launched October 30, with Michael Bloomberg and
Premier David Burt as keynote speakers. A total of 150
delegates attended the half-day event at Hamilton
Princess, bringing together science, government and
industry to highlight policy and pathways to a cleaner
environment. It will become an annual feature of the
PGA TOUR week (October 27, 2020), benefitting BIOS,
with which BTA will work to develop more visitor-
focused tours and initiatives.



Infrastructure

Enabling Frictionless Experiences



Business Inlelligence
& Technology



Air Service Development

Continued work to develop an air service development
strategy alongside the Bermuda Airport Authority and
other stakeholders. A deep dive into air service was held at
last October’s annual Tourism Summit. Final strategy to be
launched Q1 2020.



Operations



Purple Tuesday

On November 12, Bermuda recognised Purple Tuesday, an international
call to action to celebrate the spending power of disabled people and
their families.

It's a milestone awareness moment for an issue that is relevant 365 days
a year. Purple Tuesday started in the UK, but now has the attention of
other countries that share the same goals. The aim of Purple Tuesday is
to make customer-facing businesses more aware of opportunities and
challenges and inspire them to make practical changes to improve the
disabled customer experience.

As accessibility is considered an infrastructure issue critical to meeting
objectives in Bermuda’s National Tourism Plan, the BTA has focused on
raising public awareness to widen the discussion and provide a call to
action. A video campaign focused on local accessibility champions,
themselves disabled, was developed in collaboration with CITV. The
campaign began an open-ended run in November.



Local Involvement

Growing with & through people



Sales & Markeling




The Long View — Oct. 10

Attendees were invited to join local and international influencers in a full day of
informative sessions, active breakouts, and networking opportunities exploring
all facets of Bermuda’s tourism industry.

. 250+ Attendees
. Featured Guest Speakers:

— Adam Sacks, founder and
president of Tourism Economics

— Bermudians Abroad:

- Daren Bascome, branding
executive

« Clare O’'Connor, journalist
* Richard Tucker, hotelier



General Sessions

National Tourism Plan Year One: Implementation & 2020 Outlook
- Updates on accomplishments and strategic goals, including success indicators and a first look at priority-setting for
2020.
Stakeholder Recognitions
- Enhancing Bermuda’s tourism product through quality customer service delivery and visitor engagement.

The Year Ahead

- A practical and tactical look at the year ahead including promotional opportunities, experiences and events, and
ongoing focus on improvement in service levels.

Hotel Outlook

- Representatives from several of Bermuda’s newest hotel projects are on deck to showcase the facilities and
amenities that will help expand the island’s offerings.

Airline Outlook

- An insider view of the new Bermuda airport to debut in the summer of 2020. International firm Ailevon Pacific
Aviation Consulting (APAC) shares the realities of air service development, the current landscape for Bermuda and
the components of a long-term sustainable strategy. Followed by a panel discussion including APAC, BTA,
Bermuda Airport Authority and Skyport.

Bring it Home

- Bermudians return home to share their diverse experiences abroad, including insights on the evolution of

placemaking and hotel spaces, content development and storytelling and what applications there may be back in
Bermuda.



Deep Dive Workshops

LOCAL INVOLVEMENT

SUPERYACHTS: A Mega Opportunity?

. Bermuda passed landmark legislation this summer paving the way for a new sector of superyacht
charters. What opportunities do the incentives offer these mega-vessels? What else does our
ecosystem need to become a bonafide cruising destination? And what could high-net-worth
markets deliver to our economy and entrepreneurs?

Frictionless Travel

. Open discussion about achievable solutions to make our hotels, restaurants and attractions more
accessible to differently-abled travellers and families with young children.

Teams & Groups

. Learn how the BTA’s sales strategies are generating group business from conferences and meetings
to sports events and training camps. Team leaders will share how we can work together to win in
this important market for the island.

Bravo for BRAVO!

. Members of the Bermuda Rental Association of Vacation-Home Owners (BRAVO) discuss the
group’s objectives and invite vacation rental owners, managers and affiliates to register and share
ideas on increasing the tourism experience for our vacation rental guests.



Corporate Communications

& Slralegy




Stralegy & Slakeholders

Corporate Comms & Strategy has been an active participant in liaison meetings with stakeholder groups to share tourism
market news, raise awareness of issues, and help shape national messaging on topics affecting the island when
necessary. These included work the Bermuda Communications Group, a monthly collaboration of comms professionals
across agencies and organisations, including government’s Dept of Comms, ABIC, ABIR, BILTIR, BBA, BDA, BMA, Chamber
of Commerce, Government House and the US Consulate.

BTA also supported a variety of tourism-industry stakeholders

in developing strategic goals that align with the National Tourism
Plan, including assisting the nascent Bermuda Rental Association
of Vacation Owners (BRAVO) to conduct a soft launch at our 2019
Tourism Summit and follow-up PR, paving the way to its first
membership meeting.

Corporate Comms is also working to strengthen bonds with
Bermuda’s corporate sector and explore synergies to benefit

the NTP. Examples include inviting corporate groups to
contribute to our airlift strategy research; and linking Bruno
Events with financial-services contacts to help build sponsorship
for the inaugural PGA TOUR: Bermuda Championship. We also
substantially built the number of c-suite contacts in our BTA
database, a robust asset for ongoing outreach and
awareness-raising.



2019-20 Clipper Round The World Race

Working closely with community
groups and the Clipper Race
recruitment team, Corporate
Comms & Strategy helped select
two Bermudian “ambassador crew”
of nine applicants for the epic
40,000-nautical-mile sailing event,
for which BTA is a Host Port and
Team Partner. Duo Matthew
Stephens, 28, and Chanara Smith-
Rookes, 20, successfully completed
four weeks of rigorous training in
the UK in December and will sail
aboard GoToBermuda on the race’s
Legs 7 and 8, respectively. We
garnered positive local media
coverage of them and will continue
to follow their journeys this year for
local audiences.



Experience




Experience Investment
Programme

Nine entrepreneurs and event producers were
approved in the Experience Investment
Programme this quarter. Most home-grown
tourism ideas submitted are set to take place in
the first six months of 2020.

In additional to the nine, another five participants
have deferred decisions pending approvals or
verification of information. Fourteen approved
and deferred applicants represent up to $210,000
in funding support. Funds are distributed to
entrepreneurs and event producers once they
agree on contract terms with the BTA.
Performance milestones must be met before full
investment is released.



Experience Investment Programme con

In all, 26 applications were received in a submission process that began in September and was extended to October
10 due to Hurricane Humberto.

o Art of Resistance-curated tours of City of Hamilton artwork highlighting African-Bermudian history
o Festival of Performing Arts—annual winter showcase of international performing artists

o Future Leaders—learning experiences for visiting educational and research institutions promoting cultural
immersion, education, eco-volunteering and community projects

o Harbour Nights—weekly street festival of late-night shopping, entertainment and art in Hamilton
o Made in Bermuda Nights—weekly series of outdoor summer concerts featuring local musicians

o Pan African Music Festival-festival of musicians from South Africa matched with local performers
o Rum Punch Brunch-a brunch and day-party food experience held at cultural sites and parks

o X20 Adventures-—inflatable waterpark located in the island’s West End

o Yoga en Blanc—wellness retreats especially geared to African-American travellers

Note: A local engagement video was created to explain the benefits of the Tourism Experiences Investment Process.



Speed Networking

Entrepreneurs, investors and other tourism industry
stakeholders were invited to a “speed networking” event.
It received a lot of positive feedback for its proactive
approach to put entrepreneurs and government decision-
makers in the same room for fast and meaningful talks. A
total of 17 partners and 30 entrepreneurs registered. The
objective was to have key decision-makers provide
guidelines on how start-ups can navigate regulatory
mazes to get their hospitality ideas off the ground.



Inspire Bermuda

As part of our sponsorship with the Bermuda Economic
Development Corporation (BEDC) Entrepreneurship
Month, we further engaged the entrepreneurship-
minded Driven Society from New York City to host a
private networking event with Experience Investment
Programme recipients and applicants. Driven Society
hosted an empowerment day at Fairmont
Southampton, offering workshops, talks, and a
networking reception. Fairmont Southampton was a
helpful sponsor of this idea.



Business Inlelligence

& Technology




BTAConnect

The stakeholder portal to all things tourism that
was launched in late 2018, continued to be an
area of focus:

o Ongoing stakeholder workshops,
presentations and training

o Large spike in logins and updates
after outreach at annual Tourism
Summit last fall

o BTAConnect sponsored and
participated in speed-networking
event coordinated by Experience
team



Survey

Local survey fielded to gather feedback on National Tourism Plan initiatives and measure resident support for
tourism development, one of six major success indicators of NTP. Support increased from benchmark of 61% in
2018 to 68% in 2019.



Operations



Tourism & Hospitality Workforce
Readiness Initiatives | NewTourismFobs.com

In a first step to address the workforce gap identified in PwC’s
Hospitality Needs Assessment report, BTA worked with the Department
of Workforce Development (DWD) to develop a database of
Bermudians interested in tourism jobs and training opportunities.
Launched November 1, a DWD-managed survey accessible via
NewTourismJobs.com was promoted in a BTA campaign that included
call-to-action advertisements across multiple platforms: online web
banners, bus backs, bus terminal screens, and video screens in retail
outlets and government offices.

The goal is to harness public interest in tourism jobs and training
opportunities on the horizon as new hotel properties come online.
Respondents visit NewTourismJobs.com to register contact details and
receive specific industry information. Managed by DWD, the database is
intended to convey information from all industry stakeholders,
including employers and educational institutions.

Within 60 days of launch, the database had registered 349 people, all of
whom received information on Q4 industry initiatives.



Restaurant Fobs Initiative: “Learn to Earn”

After numerous meetings, a plan to advance a restaurant waiter/server initiative gained the support of industry
partners and government. The Restaurant Readiness Programme was introduced as a public-private partnership at a
press conference November 20 by Minister of Labour, Community & Sports, Lovita Foggo, and Minister of Transport &
Tourism, Zane DeSilva.

The three-month programme consists of four weeks of certification-based training at the Bermuda College and an
offsite training facility, followed by eight weeks of paid on-the-job training. The latter is unique, offering each
participant the opportunity to spend two weeks working for each of the four restaurant group partners.

Public information sessions developed to inform and educate those interested in the restaurant industry
(employment data, contribution to GDP, food production and pricing, work environments) were held in December. A
radio and social-media campaign helped drive attendance, and invitations were also extended to anyone registered
in the NewTourismJobs.com database.

By all accounts, both December sessions provided relevant information to a receptive audience who wanted to learn
more about the programme. Following each session, attendees were given the opportunity to apply ‘on the spot’ for a
place in the first cohort, scheduled to start January 20 at the Bermuda College. While eight was determined as a solid
number of participants for the pilot, at year end, a full cohort of a dozen was anticipated to start.



Restaurant fobs Initiative:
“Learn (o Earn’con

The programme is funded by the DWD,
the Tomas Tabor Memorial Fund, and
each of the four restaurant group
partners participating in the initial pilot.
It is anticipated at the end of their
rotation, all participants will be offered
fulltime employment.



National Service Standards Certification Programme

Four new businesses earned National Service Standards Certification (NSSC) in Q4, bringing the overall total of
certified businesses to 27:

Sail Bermuda
Hog Penny Restaurant
Strykz Bowling Lounge

Bermuda Visitor Services Centres
(Hamilton, Dockyard, St George’s)

Rosedon Hotel, a NSSC business, was
one of three properties recognised

with a fire-safety award for consistently
passing fire inspections. The award

was presented by BTA Chief Operating Y DG o ATa N
Officer Karla Lacey in a ceremony at
the Hamilton Fire Department. BERMUDA

TOURISM AUTHORITY

X

NATIONAL SERVICE




Certified Tourism Ambassadors

At the end of Q2, a total of 860 residents held Certified Tourism Ambassador (CTA) designations. Of those, 75 percent
were required to renew their certification by the end of January 2020.

In recognition of World Tourism Day October 4, Chief Operating Officer Karla Lacey unveiled a bench in St George’s
Town Square dedicated to the late Phillip Anderson. A CTA, he was a life-long tourism promoter and tireless
ambassador for the old town. The BTA was honoured to provide the bench in his memory.



C1A Appreciation Week

(October 7-11) offered activities to expand awareness and ability to align a range of experiences with Bermuda’s target
visitor segments: Adventure Seeker, Experience Enthusiast, Active Families, Jetsetter. Activities included a Bermuda
Transport Museum Tour pitched for Experience Enthusiasts; an Active Family-focused Wild Island Farm Tour; and an Ana
Luna Sunset Cruise for the Adventure Seeker and Jetsetter.

CTA appreciation activities concluded at the BTA’s Annual Tourism Summit October 16, when Dennie O’Conner received
his International CTA of the Year Award before a full house of industry stakeholders.



Hospitality Skills = Life Skills Programme

Launched in 2012, the Hospitality Skills =
Life Skills (HS=LS) programme was
developed to demonstrate the life-long
impact of being hospitable, while raising
awareness of the numerous job and career
opportunities in the tourism industry.
Following a 2019 refresh incorporating input
from students, educators and volunteers,
HS=LS was reintroduced to its target
audience of students ages eight to 12. The
programme is facilitated in school
classrooms by industry volunteers and
delivered to students in the islands primary
(P4 and P6) and middle schools (M2).




Hospitality Skills = Life Skills Programme con

The programme’s primary objectives are to:

o Deliver practical, age-appropriate
lessons for incorporating daily acts of
hospitality

o Highlight the impact on the local
community of Bermuda’s tourism
and hospitality sector

o Provide an opportunity for students
to engage directly with industry
professionals to learn about tourism
and hospitality career opportunities

Throughout Q4, BTA focused on volunteer
recruitment and school registration; by end of
year, three schools had completed the
application to introduce the programme to six
classes, with a collective total of an estimated
100 students by Ql, 2020.



Innovation

Think like a visitor



Experience




Cultural Tourism

October brought the launch of a new
collection of events and experiences that were
on-strategy with the National Tourism Plan’s
ambitions around culture and heritage. Most
ideas were born in an NTP cultural tourism
working group. From that output, the
Experience Team created a calendar to make
strategic executions easy for stakeholders to
follow and consumers to find. The team also
held a series of information sessions with
concierges, VSC ambassadors, and other
general stakeholders, including a press event
with the Department of Community & Cultural
Affairs.



Cultural Tourism con

While many of the events and experiences were completely new—either inspired or created by the Experience
Team-a sizeable portion were existing experiences that received additional marketing value as a result of the
destination-wide focus on culture. Here’s a focus on some of the more remarkable executions:

Sally Bassett Dramatisation | Four theatrical performances of the
African Diaspora-related Sally Bassett performance at the Cabinet
Office park turned in big numbers over time, particularly the final
date. Some visitors also attended over the performance run, but
mostly locals took advantage of this opportunity. While the
dramatisation was free, a guided bus tour preceded the
performance. Momentum picked up over time due to word of
mouth, with an extra bus added for the final night when hundreds
of people crowded the venue. Satisfaction survey results

o 100% of respondents strongly agreed/agreed the tour allowed them
to engage with Bermuda’s black heritage and culture

o 92% were very satisfied/satisfied with the experience
o 92% would recommend the tour to a family member or friend
o 100% would like to see BTA do more experiences like this in future

o 54% would purchase the tour again in future



Cultural Tourism con

Government House Tour | Destination Services & Experience Team worked closely on this new offering set for one
day with the assistance of Government House. There were 23 guests (more than 50% visitors), over two tours at 10
am and 1:30 pm. Guests expressed thanks to us for hosting a tour of neighbourhoods and to Governor Rankin for
opening the property to the public. Goal is to request additional dates with Government House for 2020. Satisfaction
survey results:

o 100% of respondents strongly
agreed/agreed the tour allowed them
to engage with Bermuda's heritage and
culture

o 100% were very satisfied with the
experience

o 100% would recommend the tour to a
family member or friend

o 83% would purchase the tour again in
the future



Cultural Tourism con

Discover Days | October’s Cultural Tourism launch was the rollout of Discover Days, another output of the working
group. Discover Days were defined as Fridays, Saturdays and Sundays—when the tourism industry invites visitors to
get lost in Bermuda'’s culture by geography: Hamilton (Fridays), St George’s/St David’s (Saturdays), and Dockyard
(Sundays).

On a monthly basis, the Experience Team
works with stakeholders to produce a list of
cultural events and experiences aligned with
Discover Days. The list is shared with VSC
ambassadors to promote to the front lines.
Also monthly, a newly created web page
rolls up Discover Day information for
consumers. On a quarterly basis, the
Experience Team hits the road to meet in
person with concierges.




Cultural Tourism con

Taste of Bermuda | A partnership with
the City of Hamilton event presented an
opportunity for bringing alive one of
Bermuda’s rich cultural sites, as detailed
in the National Tourism Plan. At Barr’s
Bay Park, the site of the “We Arrive”
monument, the BTA held an October
picnic in partnership with Eettafel and
Discovery Wines. Eettafel is an
Experience Investment Programme
recipient, and partnering with that
business to scale up for groups is part of
the agreement. The event sold out with
48 attendees; a good humber were
visitors. The menu focused on local
harvest to assist storytelling about
Bermuda as a year-round destination.



Operations




Bermuda Visitor Services Centres

Following the close of 2019’s cruise season, all contractors
finished services with BVSCs in December. From December
to March, the Dockyard Gazebo reverts to its winter
schedule, opening exclusively on weekends and/or when a
cruise ship is in port; the St George’s VSC on Duke of York
Street is open Monday-Saturday, with extended hours when
a ship is in port; and the Hamilton VSC, Front Street, is open
seven days a week. Birdcage, its rooftop beverage and

snacks provider, wrapped operations December 31, and will
reopen April 1, 2020.

A ‘Hello Bermudaful’ tote was added to BVSC retail
merchandise and is available at all locations.



Bermuda Visitor Services Centres cont

BVSC Manager Jakai Franks attended the international Visitor Services Summit in Kansas City, joining 150 others
representing VSCs, VICs and CVBs from around the world.

Information and data shared by Destination International, the governing accreditation body for Destination

Marketing Organisations such as the BTA indicated Bermuda’s VSCs were on par with global best practices, due to
factors including:

o National Service Standards Certification—all Bermuda’s VSCs earned this certification in Q4; those in the US
are rolling out similar certifications for tourism/hospitality industries

o ADA-Each of Bermuda’s VSCs meet international standards for handicap accessibility

o Males on the Frontline—47 percent of our frontline ambassadors are male, an industry average that all
DMOs are looking to increase

o Differentiating VSCs—The Birdcage atop Hamilton’s VSC was singled out for praise as a supporting visitor
service, along with VSC booking kiosks that stay on after hours. Additional praise was given to curation of
merchandise that doesn’t compete with local retailers

o Paperless & Email-listed building—Our VSCs email rather than print receipts, and collect email addresses of
all visitors who connect to the free WiFi offered at each location



Business Inlelligence
& Technology




Completed an assessment of current IT infrastructure and systems, to develop improvement and training plan

Rollout of Microsoft Teams across the organisation to improve collaboration

Development of dashboards in Simpleview CRM continued, to automate sales and marketing activity into one
easy-to-use interactive dashboard



Teams & Groups

Growing through Groups
(MICE, Sports, Etc)



Sales & Markeling




Teams

Sports Tourism



Direct Sales Activily

Approximately 1000 sailing decision makers were in
attendance to showcase Bermuda as a sailing
events and meetings destination

Conducted 40+ pre-arranged meetings with
potential business contacts

Represented Bermuda on panel at Women’s Long-Distance Running
Symposium



Groups



Direct Sales Activily

GA - B2B Marketplace & Networking Reception - 75 attendees
Charlotte, NC Marketplace & Networking Reception - 47 attendees

3 organizational client site visits - all confirmed definite business for Bermuda

138 meeting planners attended

125 meeting planners attended



Direct Sales Activily

1:1 meetings with 40 + Meeting planners
and decision makers within the 4 cities

Networking & Lunch Presentation to 45 planners
Sales calls to 3 prospects

345 attendees



Business Inlelligence
& Technology



o PGA TOUR: Bermuda
Championship—worked with
KPMG to ensure all information
was gathered for impact report
post-event, including media
valuation. Report will be competed
in Q12020

o Bl & Tech team participated in
Experience application process
reviews to provide guidance on
KPlIs and ROI in decision-making

o Ongoing training for sales team on
Simpleview CRM system for lead
and activity tracking, plus
economic impact calculations.



Year-Round

Embracing Seasonality



Sales & Markeling



Seasonal Guides

BERMUDA



Fall Seasonal Guide 15,000 print

circulation




Year-Round Content

BERMUDA



Consumer eNewsletters

As of Apr. 15t, the newsletter has been designed and deployed using Act-On, an email program that is a part of the Simpleview
Platform. The switch to Act-on required the creation of a new email which is in the process of being recognized as a safe sender with
email providers. Once completed, deliverability and improved rates should increase.

Features:
Holiday Guide
Accessible Bermuda
Affordable Fun

Open Rate:
40.22%*

Click-to-open Rate:
9.08%

Top Clicked Link:

Holiday Hub
(* Test Month)

Features:
Island Adventures
Beyond the Beach
Bermudiana Beach

Open Rate:
35.7%*

Click-to-open Rate:

8.35%

Top Clicked Link:

Bermudiana Beach
(* Test Month)

Features:
Winter Hub
New Year Events
Travel Guides

Open Rate:
1.4%

Click-to-open Rate:
7.3%

Top Clicked Link:
Electric Cars
Winter Hub



Winter Hub & African Diaspora Arlicle

Refreshed our immersive seasonal hub for winter to engage visitors in
seasonal experiences.

Created new article paying tribute to Black history and heritage in Bermuda



S&EM-eNewsletters

BERMUDA



Experience



Holiday Season

The BTA became an official partner of the
MarketPlace Christmas Parade Dec 1, the same
weekend as American Thanksgiving. Tickets sold
well, but to locals almost exclusively. However, it
was a quality experience. With more time to market
next year, plus ideal positioning of our Hamilton
Visitor Services Centre, the Experience Team is
likely to partner with MarketPlace again.



Financials




Report for period to 31 December 2019















Internal Support



Experience

Assistant Director of Experience
Development Tashae Thompson was
elected “Most Inspirational Leader” in her
Dale Carnegie leadership development
programme in New York City.

Leonard Williams and Evan Watkins both
successfully completed the very rigorous
Smartsheet Product Certification.

The National Tourism Plan
was hamed a finalist at the
City Nation Place Awards, an
industry competition that
highlights the year’s best
destination strategies from
around the world. Costa Rica
ultimately won the top prize.



Business Intelligence & Technology

BI&T continued to:

1. Monitor and provide analysis on:
a. Air service to Bermuda:

i. Monthly reports on capacity, load factors and route performance
ii. Existing and potential new routes
iii. Future schedules for projections and use by staff, partners, stakeholders

b. Future demand projections
c. Local perception of BTA and tourism industry to assist with stakeholder and public outreach strategies

2. Report monthly and quarterly on:
a. Tourism Key Performance Indicators, including air, cruise, yacht arrivals, air service, visitor expenditure,
visitor satisfaction, hotel performance, future projections
b. Corporate objective status to staff and BTA Board of Directors

3. Provide support and training on all technology and systems used by BTA

4. PIPA (Personal Information Protection Act)-BI&T Division continued comprehensive review of all processes
affected once PIPA is in force. Detailed documentation of all processes and data have been completed and will be

updated as policies and procedures are refined to ensure PIPA compliance. Website privacy procedures are now
under review for update



