




BUILDING BRIDGES
Leveraging influencers on/off island
to tell Bermuda’s stories



2015 YTD Sales & Marketing Snapshot

554 million 
paid media impressions

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

1 billion 
PR impressions generated in the US

1.54 million
visits to gotobermuda.com

12.9 million 
promotional impressions

7.6 million
Facebook reach

1.9 million
twitter impressions

77K
Instagram 

engagement 

1.52 million
YouTube views

1.6 BILLION
IMPRESSIONS

JAN - SEPT



Outside – April 2015

BEST ISLAND 2015



Triathlete – June 2015

Swimsuit Issue & Destination Guide

Climbing Magazine – November 2015

The Bermuda Short



New York Times – June 21, 2015

Bermuda Family & Adventure

Wall Street Journal – June 29, 2015

Bermuda Adventure





Charleston Wine+Food Festival (March)
Bermuda Day (May – DC)
Harlem Eat Up Festival (May – NYC)
La Nuit en Rosé Festival (June – NYC)
ACWS Portsmouth (July – UK)
Race to Bermuda (September – NYC)
Rum Sail with Robb Report (October – NYC)
Toronto Life Most Influential (November)
New York Mag Taste (November – NYC)

TARGETED LIFESTYLE 

EVENT ACTIVATIONS



CONDÉ NAST TRAVELER



DEPARTURES Features “Inside Bermuda”
from Nicole Golden,

owner of Urban Cottage



TRAVEL +LEISURE Features “Island  Insider”
Tips from Bermudian

personalities 



TRAVEL + LEISURE  STOP MOTION VIDEO

Features Bermuda
designed or made 

products



TRAVEL + LEISURE SOCIAL



GARDEN & GUN EXPERIENCE WEEKEND

Negotiated an integrated social, 

print, digital and event activation. 

Working with the Garden & Gun 

team to create an intimate and 

spectacular weekend to generate 

travel to Bermuda during the 

shoulder season. 



DISCOVER BERMUDA WITH GARDEN & GUN



EXPEDIA 

CHOOSE YOUR 

ADVENTURE VIDEO







#LOVEMYBERMUDA

VIDEO SERIES



BUILDING ON THE STORY



WHERE YOU GO
SAYS A LOT
ABOUT YOU.



WHAT MAKES
YOUR DESTINATION
UNIQUE?



WE HAVE 
THE FRIENDLIEST PEOPLE.



PEOPLE 
DON’T 
REALIZE 
HOW 
MUCH 
THERE IS TO 
SEE & DO 
HERE.



WE’VE GOT
THE BEST 
RESTAURANTS.



WE’VE GOT 
THE BEST 
SHOPPING.



OUR NATURAL BEAUTY
IS STUNNING.



WE  HAVE SO MUCH 
CULTURE & HISTORY.



WE  HAVE SOMETHING 
FOR EVERYONE.



IF NO TWO
DESTINATIONS
ARE ALIKE,



WHY DO
THEY ALL LOOK 
THE SAME?























From wheels and tires and four doors,
big engines, leather seats, satellite radio,
heated steering wheel, GPS navigation, 
and everything in between,
we’ve got it all.



The ultimate driving machine.



To build a brand,
you have to start by listening.



What We Heard

• “We are not a part of the conversation.”

• “No one thinks about us.”

• “We are not like the rest.”

• “We’re never going to be cheap and 
we can’t compete on volume.”

• “It’s going to cost you to get here and 
cost you to be here.”

• “We’re different in a good way.”

• “Monte Carlo of the Atlantic.”

• “Contact with Bermudians is 
important. We know all the locals 
so we strike up conversations with     
tourists. Next thing you know, 
we’re having dinner or having them 
on our boat.”

• “We can’t be all things to all people.”



Associated with Bermuda

• Somewhere in the Caribbean

• Bermuda Triangle

• Bermuda Shorts

• Stuffy 

• Conservative

• Expensive

• Tennis/golf type of crowd

• Old School

• Pink Sand



Traveler Insights





Desired Vacation Attributes

• Beautiful Scenery

• Time to Unwind

• New Places

• Safety

• Ease of Access

SOURCE: MMGY Global Portrait of American Travelers
Data subset of travelers over $50k HHI and interested in visiting the Caribbean and Bermuda in the next 2 years.



Beach Experience

SOURCE: MMGY Global Portrait of American Travelers
Data subset of travelers over $50k HHI and interested in visiting the Caribbean and Bermuda in the next 2 years.

6#



Taking Vacations to:

• Getaway

• Relax

• Explore

• Experience Culture

• Experience Cuisine

SOURCE: MMGY Global Portrait of American Travelers
Data subset of travelers over $50k HHI and interested in visiting the Caribbean and Bermuda in the next 2 years.



Key Insights



Insight #1

Bermuda’s value proposition is unclear.



“I don’t know anything about 
Bermudians or their culture.”

– NYC Focus Group



“A lot of the media I found on Bermuda 
portrayed the island more like a party/
spring break destination, rather than a 

relaxing tropical getaway.”

– Previous Visitor Survey Reply



Insight #2

Bermuda isn’t in the Caribbean. 
The reasons to visit are unique to Bermuda.



“Bermuda is largely a mystery
to potential travelers with commonly

expressed beliefs either incorrect or outdated.”

– Focus Group Findings



“Last time I heard about it
was in a Beach Boys song.”

– Boston Focus Group



“I love Bermuda for all of that 
and it’s old world charm and that is why

I return. If it becomes a copy cat Caribbean 
island…it will be moved off my vacation list.”

– Comment on Royal Gazette



“We are not like the rest.
We are different. In a good way.”

– Stakeholder Quote



Insight #3

Proximity doesn’t matter
as much as we’d like to think it does.



“Bermuda’s nearby location lessened
its panache to seasoned travelers who take

pride in visiting places far from home.”
– Focus Group Findings



“I think that troubled cities often tragically 

misinterpret what’s coolest about themselves. 

They scramble for cure-alls, something that will 

“attract business,” always one convention center, 

one pedestrian mall or restaurant district away 

from revival. They miss their biggest, best and 

probably most marketable asset: their unique 

and slightly off-center character. 

ANTHONY BOURDAIN



Few people go to New Orleans because it’s a 

“normal” city  or a “perfect” or “safe” one. They go 

because it’s crazy, border line dysfunctional, 

permissive, shabby, alcoholic and bat shit crazy and 

because it looks like nowhere else. 

ANTHONY BOURDAIN



Be yourself.
EVERYONE ELSE
IS ALREADY TAKEN.



To the thrill seekers, explorers, romantics and originals 
among us: Bermuda is set apart by its location and 
way of life; it’s where people, cultures and a certain 

mystique swirl together, connecting you 
to a place far from your everyday life.



Connect Emotionally

Set Bermuda apart from the other Caribbean islands

Be true to Bermudians

Leverage Bermuda’s mystique

Change the conversation



Sun & Sand

Somewhere in the Caribbean

Old & Stuffy

A place I’ve heard about, but isn’t for me.

A year-round destination tied to 
its attitude rather than its assets.

An island set apart by its locations
and way of life. 

Out there is full of adventure and mystique.
You never know what’s going to happen next.

A place that I’m drawn to.
It’s where I belong.

FROM TO



Bermudians

Travelers

Meetings & Events

“I just want to relax”

Positions Bermudians as the keepers and 
curators of this lifestyle only made possible 

by the mix of cultures and people.

Gives them an attitude and personality
to associate with Bermuda.

Positions Bermuda as an island 
destination that stands out from the others 

by not focusing on its assets.

Translates in to a place
where they can unplug and get away.

BRAND ALIGNMENT



For those looking to get out there, 
Bermuda connects you to an amazing mix 
of people, cultures and a certain mystique. 

This is where you belong.





Thank You


