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BTA Purpose – Why are we here?

1. Promote Bermuda globally as a world-class 
destination for leisure and group travel

2. Create jobs and opportunities for Bermudians 

3.Generate economic activity for Bermuda by 
encouraging investment that will stimulate further 
tourism industry growth 



Experience Investment Process 
Why are you here? 

Create new, enhanced and authentic experiences

Bring more visitors to the island 

Better satisfy visitors that are already in Bermuda

THE BTA IS LOOKING TO:
• Support visitor-focused experiences that elevate Bermuda's offerings
• Increase diversity and volume of experiences
• Educate and align products offered by partners
• Enhance on-island experiences for target visitors
• Increase experience offerings during November – April 
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Experience Development

• Execution and delivery around the product

• Perceived as great value for money

• Personalized, connects with the visitor

• Unique, differentiates Bermuda

• Things that create memories

Product

§ Hotels

§ Restaurants

§ Beaches

§ Infrastructure

What’s the Difference?



Why Are You Here?
ARE YOU FILLING A NEED FOR OUR TARGET VISITOR SEGMENTS?

HAVE YOU IDENTIFIED A WAY TO DO THINGS BETTER?

HAVE YOU IDENTIFIED A NEW EXPERIENCE OR SERVICE THAT ISN’T ON THE MARKET 
YET?
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High Notes on the Harbour: 
Proposal: To create a community atmosphere in the ole’ Towne, while showcasing homegrown artists in an innovative way.

WHAT WE LIKED:
• New experience that displayed Bermuda’s rich 

culture in dynamic new way

• Enhanced visitors on-island experience

• Entertainment delivered in a unique way

• Transformed Bermuda’s most known asset into a 
new offering

• Enhanced visitors al fresco dining experience

WHAT COULD HAVE BEEN BETTER: 
• Multiple performances weekly

• Incorporating entertainment on alternative dates



Hidden Gems: 
Proposal: Expand all-inclusive eco-tour offering by purchasing an additional vehicle

WHAT WE LIKED:
• Desire to expand and service additional visitors

• Unique eco-tour offering that occurs year-round

• Enhanced visitors on-island experience

• The benefit of the increased exposure, through 
marketing support, to expand client base

• Online booking option

WHAT COULD HAVE BEEN BETTER: 
• Utilizing funds for a capital expense fell out of the 

approved criteria

• Adding a NEW tour offering to compliment the all-
inclusive eco-tours



Bermuda Heroes Weekend: 
Proposal: To create Bermuda’s first four-day carnival event featuring overseas and local revellers immersing in 
Bermuda’s unique culture

WHAT WE LIKED:
• Exposed Bermuda to a younger demographic

• New experience highlighting Bermuda’s rich culture 
(water raft-up)

• Attracts visitors to the island

• Created opportunities for local entrepreneurs and 
stakeholders

• Provided overseas media exposure

• Repeat visitation to the island

• Online booking option

WHAT COULD HAVE BEEN BETTER: 
• Having BHW take place during a different time of year to 

address seasonality challenges



Eettafel:
Proposal: To expand Bermuda’s sole full-service luxury picnic experience. 

WHAT WE LIKED:
• Highlights a Bermudian food experience

• Thought outside the confines of the typical 
restaurant product; food service with ‘no walls’

• Repurposing of natural assets

WHAT COULD HAVE BEEN BETTER: 
• Limited in scope, a niche enterprise

• Limited in initial marketing reach  (Instagram only)
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Year ROUND: developing the right product

24

FAMILY FUN AND 
BONDING GETAWAY ADULT/COUPLES 

RETREAT SEEKING EXPERIENCE

WINTER JAN, FEB, MAR

SPRING APR, MAY

SUMMER JUN, JUL, AUG

FALL SEP, OCT, NOV, DEC

IDEAL POSSIBLE UNLIKELY

WINTER/ SPRING 
BREAK

DIFFERENT EXPERIENCES 
PER SEASON





Visitor Statistics
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2019 2020 2021 Jan-Jun

$500k+

$300-$500k

$250-$300k

$200-$250k

$150-$200k

$100-$150k

$50-$100k

Less than
$50k

Average

2019 = $214.7k

2020 = $242.1k

2021 = $242.3k
Jan-Jun

24% over 
$250k

Leisure Air Visitors– Household Income
30% over 

$250k
32% over 

$250k



Leisure Visitor Arrivals 
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Air Vacation & Leisure Purpose of Visit = Vacation, Destination Wedding, Sporting Event, Concert/Festival/Carnival or America’s Cup Spectator/Vacation.  
Source: Immigration Landing Cards

VACATION & LEISURE

80%

BUSINESS

8%

VISITING FRIENDS 

& RELATIVES

11%

OTHER

1%

Total Air Visitors – Purpose of Visit

2017 2018 2019 2020
2021 

Jan - Jul

Vacation/ Leisure 182,439 203,697 191,417 25,704 26,891

Business 48,089 46,644 47,285 9,367 2,521

Visiting Friends & Family 34,774 29,014 27,751 6,266 3,711

Other 4,274 2,532 3,025 734 355

TOTAL 269,576 281,887 269,478 42,071 33,478



Visitor Spending 
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Due to the on-going COVID-19 Pandemic, our hotel occupancy numbers have been hit hard. January and February started off with a 
normal trend however, lock down went into play. At the start of June, we a pickup.

 -

 5,000
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January February March April May June July August September October November December

2016 Air Arrivals 2017 Air Arrivals 2018 Air Arrivals 2019 Air Arrivals 2020 Air Arrivals 2021 Air Arrivals

Bermuda is Seasonal
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Market Gaps



Gaps in Bermuda’s Product and Experience, 2021

A gap analysis measures the difference between the importance of an attribute and the visitors’ 
satisfaction with that same attribute

• (IMPORTANCE - SATISFACTION = GAP)

The remaining %’ages are all less than 30%

Air Visitors
Shoulder Season
Nov 1 – Mar 15, 2021



2022 Investment Priorities



Priorities for Investment
- Experiences from June – December that attract 

visitors

- Repurposing on-island venues to create local 
authentic experiences/transforming unique assets

- Showcasing Bermuda's history and culture in a 
unique and innovative way

- Incorporation of live entertainment into the 
Bermuda experience

- Weekly food experiences

- Luxury Bermuda experiences



Idea Starters
• Transforming a Bermuda Fort into a tasting 

experience with live entertainment

• Immersive Railway Trail tour/experience

• Meet, Greet and Paint with local artist

• Weekly Fish Fry & Swizzle
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Sample Milestone Payment Schedule
Reporting Period Completion Date Activities and evidence required (but not limited to) 

showing activities are achieved

Report due Date Progress Payment 

Amount ($)

1 Immediately with signed 

contract

• Completed ‘New Business’ form provided by BTA 
for creation of a BTAConnect account

• Written confirmation of new activities/ offerings 
for 2019

• Confirmation that CTA certification has been 
maintained

• Confirmation of a TripAdvisor profile and/or 
online presence promoting the Project

Immediately with 

signed contract

$X

2

April 30, 2022 • Status report including weekly visitor statistics to 
date and the implementation of new 
activities/offerings

May 15, 2022 $X

3

June 30, 2022

• Submitted post experience Report inclusive of 
financial reports, weekly visitor statistics, income 
and expense reports with supporting 
documentation, customer satisfaction reports 
with supporting documents. (Failure to provide 
this report by October 30 will result in forfeit of 
the final payment).

July 15, 2022

$X

Total $X



What does an Application Need to Include
1. Evidence that the experience is distinctive, showing a link 
to one of our target experience segments 

2. A viable business/marketing plan including an explanation 
of how you will:

a) Increase visitor length of stay and/or spend

b) Attract international visitors travelling for a 
specific event (if applicable) 

c) Align with target visitor expectations or fill an 
identified product gap

d) Sustain the experience, subsequent to BTA 
funding

3. Multiple sources of funding, beyond BTA

4. Letters of support
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Key Things Your Business Plan Should Include

Executive Summary
Clear and compelling mission statement, objectives, financial overview, keys to success
Problem/Solution/Opportunity Focus 
§ Why now?
Overview of Market with Key Research
§ Support your story with key research
§ SWOT Analysis
Management 
•Who will be leading your business?
• Include bios, background information etc.
Financials 
•Make your business plan has realistic income and expense numbers
• Show other sources of investments (i.e. savings, personal loan, private investor, 
additional grants, consumer loan)
Marketing Plan
• How will people find out about your product

If you need further assistance with your business plan, 
the Bermuda Economic Development Corporation 
provide excellent services to support small business 
entrepreneurs. 

Contact 292-5570 or email info@bedc.bm

mailto:info@bedc.bm
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Accessibility Awareness: 
All Access Pass to Service Excellence

Using relevant information and best practice 
strategies, this training seeks to enhance an 
individual’s level of awareness and inspire 
confidence to deliver an elevated level of 
customer service and create memorable 

experiences for all 
Residents and visitors. 
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Social Media Basic Concepts
§ What type of business is your company?

§ Who is your target audience?

§ What are you trying to achieve using social 
media?
§ Awareness
§ Revenue
§ Inspiration

People buy from 
who they trust

Quality vs 
Quantity

Build customer 
awareness

Provide quality 
consumer 
experience 
throughout 

entire 
engagement
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TripAdvisor:



Manage Your Business Reputation



Online Bookability
VISITOR ACCESSIBILITY TO EXPERIENCES
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Airbnb Experiences
• Activities designed and led by 

inspiring locals

• Beyond typical tours or classes; 
immersing guests in each host's 
unique world

• An opportunity for anyone to share 
their hobbies, skills, or expertise 
without needing an extra room

www.airbnb.com/host/experiences

http://www.airbnb.com/host/experiences


BUSINESS & MARKETING PLAN
Put time and effort into your business and marketing plan. We 
strongly recommend visiting BEDC for feedback and assistance.

RESEARCH

BOOKING OPTION

Use accurate and reliable research to 
support your proposal  

[Consumers] want their tours and activities on-demand…people 
have less and less patience. If they can’t book it easily right now, 
while they’re in the mood, they might not book it at all. 

(Megatrends Defining Travel, 2017)

Helpful Advice
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