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capacity and visitors. The operations, marketing, experiences, business development and

-profile activations as well as delivering on the

core functions to ensure that the organisation meets the corporate objectives by year

end.

The organisation employs the 7 strategic pillars of
guidepost for all our activities and investment.

This report breaks out our

activity under the strategic pillars that they broadly support.

the National Tourism Plan as the

cross -divisional
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Awareness & Relevance

Differentiating Bermuda

BERMUDA

Lost Yet Found

’ L M ‘\ovw

d &”?ﬁ“iﬁi‘*fﬁ?ﬁ?‘
SAVETIATAVE
IS ANV LTI AT
SAVETIATAVE
LI AVETIAT
SO TIATET
TP A LTS
SAVETIATAVE
4 i..“?ﬂflvﬁ?ﬂ?‘
SAVITIATAVE
IS AL AT
SAVETIATAVE
LTINS AVETIAT
SAVETIATAVE
EIAVETIAD
SAVETIATAVE
A AV TIALD
SV TIATAVE
A AV LT AT
SAVETIATAVE
ETIASAVETIAT
HT:BV&M?Hﬁ:}V{a
£ zi:?ﬂﬁlv&i:?ﬂ@
SAVETIATAYE
AN
SAVETIATAVE
ISV TASD
SAVETIATAVE
TSI
SN R A AN



""E:?ﬁ From July 1 VSeptember 30 (3Q24), BTA ran several unique
Paid Media campaigns and partnerships

ST
"'fé{:?ﬁ?.ivé‘.? These campaigns and partnerships included:
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A W
&?ﬁ?‘ﬁ We tailored each campaign to specific goals, using unigue content

HI'""H across different channels. Additionally, we ran custom partnerships that
stood apart from the main campaigns. To maintain consistent visibility,
we also have an ongoing SEM campaign that ensures our presence in

BERMUDA | Lost Yet Found the market, even between promotions.
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Campaign Performance (Media

Partners)

Campaign Performance Metrics

Always -On

Diqgital:

Impressions: 44,418,606

Clicks: 64,164

CTR:0.27%

VCR:79.61% (OLV); 97.78% (CTV)
Conversions: 76,533

Social:

Impressions: 8,236,247
Link Clicks: 310,084
Link CTR: 3.76%
c/LPV: $0.43

SEM:

Impressions: 696,208
Clicks: 72,983

CPC: $0.66

CTR:10.48%
Conversions (Key Events):

90,386

BERMUDA | LostYetFound

DCA
Diqital:

Impressions: 4,472,934
Clicks: 7,790
CTR:0.20%

VCR: 82.84% (OLV)
Conversions: 7,902

Social:

Impressions: 584,326
Link Clicks: 15,858
Link CTR:2.71%
c/LPV: $0.58

SEM:

Impressions: 22,209
Clicks: 1,688

CPC: $1.16
CTR:7.6%

Conversions (Key Events):

2,003

Summer Fridays

Digital:

Impressions: 6,444,094
Clicks: 8,802
CTR:0.14%
Conversions: 15,236

Social:

Impressions: 557,537
Link Clicks: 20,915
Link CTR: 3.75%
c/LPV: $0.47

SEM:

Impressions: 7,896
Clicks: 850

CPC: $1.61
CTR:10.76%

Conversions (Key Events):

1,684
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Campaign Performance (Media
Partners)

Campaign Performance Metrics

Toronto/Halifax

Diqgital:

Impressions: 23,720,738

Clicks: 30,758
CTR:0.14%

VCR:55.07% (OLV); 98.08% (CTV)
Conversions: 58,439

Social:

Impressions: 3,615,848
Link Clicks: 38,094

Link CTR: 1.05%
c/LPV: $0.47

SEM:

Impressions: 32,095

Clicks: 5,031

CPC: $1.08

CTR:15.68%

Conversions (Key Events): 5,198

BERMUDA | Los
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Endless Summer
Diqital:

Impressions: 14,700,410

Clicks: 11,360

CTR:0.14%

VCR: 78.56% (OLV); 97.33% (CTV)
Conversions: 19,257

Social:

Impressions: 1,947,960
Link Clicks: 22,706
Link CTR: 1.17%
c/LPV: $0.91

SEM.:

Impressions: 2,902

Clicks: 588

CPC: $6.98

CTR:20.26%

Conversions (Key Events): 796
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Partnerships Performance

Campaign Performance Metrics

AFAR Journeys
Impressions: 1,785,648
Clicks: 1,563
CTR:0.09%
Conversions: 3,943

DDM Paint the Town Pink
Impressions: 3,076,379
Clicks: 8,964
CTR:0.32%
Conversions. 22,131

Hearst Town & Country (G+A)
Impressions: 4,670,736
Clicks: 11,296

CTR:0.28%

VCR: 76.55% (OLV)
Conversions: 12,501

BERMUDA | LostYetFound

G&G 50 -pg Digital Issue
Impressions: 504,161
Clicks: 522

CTR:0.11%
Conversions: 1,071

DDM Big Book
Impressions: 203,652
Clicks: 269
CTR:0.13%
Conversions: 124

NBCU Olympics Streaming
Impressions: 1,732,139
Clicks: 1,257

CTR:0.08%

VCR:95.94% (CTV)
Conversions: 1,997

G&G Culinary Content
Impressions: 39,307
Clicks: 113
CTR:0.29%
Conversions: 347

Hearst Oprah Daily
Impressions: 30,453
Clicks: 56
CTR:0.16%
Conversions: 404

Carvertise
Impressions: 135,995
Clicks: 118
CTR:0.09%
Conversions: 164
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Channel Performance

Digital:

Impressions: 104,795,346
Clicks: 141,
CTR:0.19%
VCR (OLV): 73.70%
VCR (CTV): 97.43%
Conversions: 220,076

SEM:

Impressions: 761,310

673

Clicks: 81,140

CPC: $0.73

CTR:10.66%

Conversions (Key Events). 100,077
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FACEBOOK

Impressions: 14,392,675
C/Link Click: $0.57

Link CTR: 1.72%

Landing Page Views: 271,180
C/LPV: $0.77

INSTAGRAM

Impressions: 549,242
C/Link Click: $0.57

Link CTR: 4.35%

Landing Page Views: 6,959
C/LPV: $0.71
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Ad Creative Analysis: Digital

Top Digital Media Ad Units by CTR (all campaigns)

Always -On: Teads In Read Social Video Unit
Experience Enthusiasts

One -off Partnership: Hearst Town & Country :15s Pre

e Jetsetters
The platform your ads
deserve,

Reach nearly 2 billion people every month
across the world's best publishers.

The High-Quality Reach & Attention Your Ads

In the digital landscape, reach often comes at
the expense of quality. Teads has br-:}ught
together most of the world's best publishers
single pl atfarm, to deliver ma ach for
advertisers in hgh qu It].-' environments.
Reach over 1.9 billion people every month.

Control your brand safety.

Teads delivers ads in professionally-preduced

BERMUDA | LostYetFound

-roll
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Ad Creative Analysis: Digital

Top Digital Media Ad Units by Impressions (all campaigns)
Toronto/Halifax: Vistar DOOH Static

Golf paradise.
Closer than you think.

BERMUDA | BERMUDAIR
'GOTOBERMUDA.COM

Toronto/Halifax: Native Unit Toronto/Halifax: Native Unit
Toronto Halifax

Fly BermudAir Fly BermudAir
With new direct flights from Toronto, With new direct flights from Halifax,
paradise is closer than you think. paradise is closer than you think.

BERMUDA | LostYetFound
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Ad Creative

Campaign: Always On

Adventure Seekers Carousel

LPVs: 179,598
C/LPV: $0.43

Bermuda Tourism &

Sponsored -

Where you'll find wonder way under ground.

Where else,
but Bermuda.

Book your get...

BERMUDA

Learn more

Lost Yet Found

Analysis: Facebook

Campaign: Canada Campaign: Summer Fridays

Toronto - 15s video Carousel
LPVs: 10,051 LPVs: 8,287
C/LPV: $0.85 C/LPV: $0.49
X e X Ty x|

Toronto, get ready to feel that warm Bermuda

The secret to making the most of your long
breeze. Because new direct flights have landed.

weekend? Skipping traffic entirely.

Where ¢ More More
but Ber exploration. Learn more celebra
Book yc Fly from NYC ... Fly fron

https://www.gotobermuda.com...
Fly BermudAir
Direct to Bermuda

Book now
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Ad Creative Analysis: ﬁ%ﬁ&%

i )
Instagram ‘ZIE‘H'“ z:f?;fiii‘*‘l{:?ﬁ
c{:?ﬁ”(}vé:?ﬁ‘ﬁkv

Campaign: Canada Campaign: Endless Summer Campaign: DCA

Toronto - 15s video 15s Video BermudAir VShipwreck Image U&{.:?ﬁ%vé:?ﬁ
LPVs: 1,110 LPVs: 798 LPVs: 758 L o
C/LPV: $0.79 C/LPV: $0.74 C/LPV: $0.67 .l'ﬁ‘t.i:}' é:?ﬁf::&.
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paradise is closer than you think.

Book now >
Book now > o Q V N Y:lvé;w?ﬁt:}v&“?ﬁ
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bermuda Toronto, get ready to feel that warm Bermuda
breeze. Because new direct flights have landed.

R v
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Ad Creative Analysis: SEM

Top Performing Keywords All campaigns | KPI: Clicks

Top Performing Keywords Clicks
things to do in bermuda 6,868
bermuda family vacation 4,573
flights to bermuda 3,779
plan a trip to bermuda 3,426
bermuda travel 3,270
bermuda 2,360
bermuda vacation 1,683
bermuda hotels 1,629
bermuda weather 1,558
what to do in bermuda 1,330
bermuda vacation packages 1,295
family vacation ideas 1,001
map of bermuda 835
bermuda training 704
bermuda venues 700

BERMUDA | LostYetFound
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Audience Targeting Approach

A Prioritised a general Travel Intender audience while also focusing on the Luxury
Travel audience where applicable.

A Layer on geographic targeting, adjusting markets based on campaign needs
seasonal direct flights.

A Layer on demographic and behavioral attributes; adjusting according to campaign
needs. Options include, but are not limited to:

A Luxury Travelers

A Jet Setters
A Foodies

A Adventure Enthusiasts
A Group Travelers
A Family Travel

BERMUDA | Los
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Audience Analysis

Top Performing Audiences by Channel

CAMPAIGN DIGITAL SOCIAL

Adventure Seekers, Foodies,
Always On Bachelorette/Bachelor Parties, Frequent Adventure Seekers, Active Families
Traveler, Luxury Travelers

General Traveler, Traveling Fan, Travel
DCA Intenders, African American Travelers, General Travelers
Travel Booking sites

General Travel, Traveling Fan, Traveling

Summer Fridays Enthusiasts, Travel Intenders, Summer General Travelers

Travelers é:?ﬂi:‘lv é:?ﬁ

A" L%
Endless Summer TBD after campaign wraps on 10/14 Prospecting Audience ﬁs{:}' &M?ﬂi:} "
’iﬁ"‘ﬂ{j?;ﬁ“gw:?ﬁ

{IAEAVETIASAY
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*SEM is not included here as Keywords are not targeted based on audiences.



Geographic Overview

Targeting by campaign:

CAMPAIGN DIGITAL
Primary: NYC, Boston, DC, Philly, Newark, Miami, Charlotte,
Baltimore
Always On
Secondary: Los Angeles, Hartford, Atlanta, Chicago, Austin,
Dallas, San Francisco
DCA Washington DC DMA

Toronto/Halifax

Toronto & Halifax Markets

Summer Fridays

New York DMA

Endless Summer

New York and Boston DMAS

Top -performing markets by campaign

CHANNEL KP] TOP 5 MARKETS
DIGITAL Conversions New York, Washington DC, Boston, Philly, Miami
SEM Clicks New York, Boston, Philadelphia, Toronto, Washington DC
Link Clicks New York, Los Angeles, Washington DC, Boston, Philadelphia
SOCIAL ,
écl)i\é\fSt Cost per Link Austin, Los Angeles, Charlotte, San Francisco, Miami.

BERMUDA Lo
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Key Takeaways

DIGITAL

Display Media and Strategic Custom Partnerships performed extremely well with over 104.5M
Impressions, 141.5K clicks and more than 22.1M completed video views overall, meeting or exceeding
benchmarks across the board with an average Click Through Rate of 0.19%, and Video Completion
Rates of 73.70% and 97.43% for Online Video and Connected TV units, respectively. All campaigns
combined drove over 220K conversions in Q3 with the Toronto/Halifax campaign having the top 4
drivers of that conversion metric.

SEM

Overall ad performance was strong, with a 10.66% average CTR (11.34% Search, 9.98% PMax) and
$0.75 CPC ($1.03 search, $0.28 PMax), both outperforming industry benchmarks (10.03% CTR, $1.63
CPC). Top performing campaigns for CTR were Endless Summer (20.26%) and Canada (15.68%),
while the top performing campaigns for CPC were Performance Max ($0.28) and Things To Do
($0.49). Performance Max continues to be the top campaign for driving conversions ("key events"
36,726 of the 100,077 total).

SOCIAL

Our Meta results well surpassed benchmarks with a cost per land of $0.51 ($1 avg), 1.86% landing rate
and 2.7% link CTR (1% avg). Learnings and optimization lead to an improvement in the Always on
campaign with the cost per land down 1.15% QoQ. Overall, the Carousel ad format performed best

on FB while images and video performed best on I1G.

BERMUDA | LostYetFound
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Where

Alw ayS On Where Where

the spa day yvyou’ll find
you deserve wonder
Objective: e
- Establish a new campaign concept for g
Always On, commencing with summer T &
but with the ability to iterate season after 15 O\ 1l
season. =N
- "Where Else, but Bermuda" showcases
the unique activities and cultural
experiences that await travelers in

Bermuda, no matter the season.

of traveler. | Sllllken Where g{:}s\#ﬂ {:?ﬁ
- Create opportunity to test and learn, and ey unforgettable '
improve creative with each reset. lr EJSl!l €S boat days é:?ﬂf:l 4{:?;“‘\
await
Audiences: ﬁg{:},ﬂa‘{:‘?ﬂi:}},v
- Jetsetters

’iilf'“'éf?ﬁ‘ﬁv{:?ﬁ
&”?,fﬁ":z”ﬁ?ﬁfjf
W W

- Experience Enthusiasts
- Adventure Seekers
- Active Families

BERMUDA | LostYetFound
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NBC Olympics Streaming

Objective:

- During a moment in time when all eyes
were focused on the athleticism and
adrenaline of the Olympic Games,
showcase the exhilarating adventure and
activity found in Bermuda, juxtaposed
against the serenity of the island, to
create intrigue.

- Trial a new, more cinematographic
approach to videography.

s VLA,
{TIASAVET A,
AEAVIIATAVY
AV I ATAVL AT
S LIPSAVETASAY
BE% RV IRV
Watch H ere.

https://app.frame.io/reviews/29ef7324 9324 3fb-8c4376553ece8832/10dcd2928c841c594acbc9ed022a9ab



Endless Summer

Objective:

- Captivate and entice travelers to choose
Bermuda for their next getaway, and drive
travel consideration outside of peak
summer months.

- Showcase the best of Bermudain  the fall,
from the idyllic temperatures to the unique
experiences.

- Drive awareness of and engagement with
the sale.

Audiences:

- Jetsetters
- Experience Enthusiasts

BERMUDA | LostYetFound

- NDLESS SUMMER SALE
SAVE UP TO 30% OFF
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ENDLESS SUMMER SALE
SAVE UP TO 30% OFF

BOOK NOW BERMUDA
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Carvertise

Objective:

- Extend the reach of the Endless
Summer campaign, with a specific
focus on the Boston market.

- Design eye -catching car wraps that
showcase the beauty of Bermuda's pink
sand beaches and warm waters in an
unexpected format, to spark interest in
Bermuda as a destination and
awareness of the Endless Summer Sale.

Audiences:
- Boston

Consider this
BERMUDA your gelaznay car.
e ' ENDLESS SUMMER SALE G

BERMUDA | LostYet Found
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Upcoming Campaigns:

- Always On Fall (creative complete) \\'h ere

- Always On Winter
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P,
Lessons Learned & Strategic Priorities %\‘

- Implementing insights from recent
creative performance married with
gualitative learnings from focus groups. BERMUDA

- Specific considerations include:

| |
0 Strong and consistent color stories
o Simpler storytelling; scale back the
number of activities we're Incorporating
and tell one clear story
o Lean away from repetition in scripting
o Infuse more dynamic imagery and
motion

BERMUDA | LostYetFound



PR Q3 Report
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Key Metrics and Analytics

A In Q3, Bermuda was mentioned in 138 pieces of media coverage and two social media posts

A 15 placements within Top 100 Outlets, six of which were placements within Top 20 Outlets:
0 Vogue, Harper's Bazaar, National Geographic, Travel + Leisure (x3), Forbes, Cosmopolitan,
Oprah Daily, NBC10, CBS (x4), TravelPulse , etc.

A Total Potential Media Impressions: 402,033,242
A Total Media Value: $37,690,616.46

A Total Potential Social Media Reach: 75,954,694

A Total Social Value: $7,120,752.56

A Our PR team coordinated an IPT for Associated Press Wire / MSN writer Karen Kelly, resulting in
wide -spread coverage with over 100+ syndications

A We assisted over 431 journalists which includes press trip invitations, ongoing conversations with

media contacts, individual trip coordination, general pitch conversations, desk -side Invitations,

and more
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Media Coverage
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