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AWARENESS ṜGREENER ṜINFRASTRUCTURE ṜLOCAL INVOLVEMENT ṜINNOVATION ṜÿM!¶ñ ọ géÃĆæñ ṜYEAR- ROUND Ṝ

October  ϐDecember  2024
uɅ ʌțǸ Ȓɐʔɶʌț ɵʔǍɶʌǸɶṞ =ǸɶɃʔǱǍẏɾ ʌɐʔɶȡɾɃ ɾǸǪʌɐɶ ǪɐɅʌȡɅʔǸǱ ʌɐ ɃǍȶǸ ȡɅǪɶǸɃǸɅʌǍȺ ȓǍȡɅɾ ȡɅ 
the critical non -summer months. 

The operations, marketing, experiences, business development and sales teams executed 
a number of  high -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 the National Tourism Plan as the 
guidepost for all our activities and investment. This report breaks out our cross -divisional 
activity under the strategic pillars that they broadly support.
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Differentiating Bermuda

Awareness & Relevance 
Oct 1ς2 | Newport Beach, CA
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Media

AWARENESS ṜGREENER ṜINFRASTRUCTURE ṜLOCAL INVOLVEMENT ṜINNOVATION ṜÿM!¶ñ ọ géÃĆæñ ṜYEAR- ROUND Ṝ
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Marketing 
Executive Summary

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

From October 1 -Decomber 31, we ran nine unique Paid 
Media campaigns and partnerships, each with specific 
object. The campaigns and partnerships were:

Å Always -On (Digital, Social SEM) - Includes ClickTripz

Å Toronto/Halifax Campaign ṾIncludes Hopper

Å Endless Summer

Å Cyber Sale

Å Pink Sale

Å Garden & Gun

Å DDM

Å Hearst

Å AFAR

Each campaign ran unique creative on various 
channels, based on the campaign objectives set forth. 
We also ran one -off custom partnerships not directly 
tied to campaigns.

In addition to the campaign above, we also have a 
Brand SEM campaign running at all times to ensure we 
always have an evergreen presence in market, even 
when we are between specific promotional campaigns.
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Object ives & KPIs

CAMPAIGN OBJECTIVE PRIMARY KPIs

Always On

Increase awareness of Bermuda as an 
ideal travel destination. Drive traffic to the 
GoToBermuda.com and use content on the 

site to encourage conversion/booking.

CTR, Impressions, VCR, 
Pageviews, and Engagement

Endless Summer

Boost awareness of the sale and encourage 
ǸɅȓǍȓǸɃǸɅʌ ʭȡʌț =ǸɶɃʔǱǍẏɾ ǪǍɃɳǍȡȓɅ 

landing page to provide visitors with 
information on how to plan and book their 

trips to Bermuda.

CTR, VCR, LPV, Pageviews, and 
Engagement

Cyber Sale Promote the Bermuda deals with eager Black 
Friday & Cyber Monday shoppers.

CTR, VCR, LPV, Pageviews, and Engagement

CTR, VCR, LPV, Pageviews, and 
Engagement

Pink Sale Increase awareness of Bermuda and drive 
hotel and airline bookings.

Engagement Rate, Bookings, 
CTR, Reach

Toronto/Halifax
Boost awareness of Bermuda in Toronto and 

Halifax while driving airline and hotel 
bookings to the destination.

Engagement Rate, Bookings, 
CTR, Reach
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Campaign Performance (Media 
Partners)

Always -On
Digital:
Impressions: 9,643,555
Clicks: 58,248
CTR: .54%
VCR OLV*: 78.69%
VCR CTV*: 98.28%
Conversions: 43,668

Social:
Impressions: 1,169,670
Link Clicks: 34,225
Link CTR: 2.93%
c/LPV: $0.51

SEM:
Impressions: 520,295
Clicks: 42,015
CPC: $0.47
CTR:8.08%
Conversions: 110,050

Pink Sale
Digital :
Impressions: 5,782,378
Clicks: 3,721
CTR: .09%
VCR OLV: 77.24%
VCR CTV: 98.82%
Conversions: 16,456

Social:
Impressions: 1,970,562
Link Clicks: 28,824
Link CTR: 1.46%
c/LPV: $0.84

SEM:
Impressions: 20,761
Clicks: 2,503
CPC: $0.99
CTR:12.06%
Conversions: 11,856

Cyber Sale
Digital:
Impressions: 9,599,643
Clicks: 4,972
CTR: .05%
VCR OLV: 81.32%
VCR CTV:98.93%
Conversions: 12,078

Social:
Impressions: 2,656,985
Link Clicks: 47,925
Link CTR: 1.8%
c/LPV: $0.93

* Majority of metrics only from October due to campaign being paused

Campaign Performance Metrics
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Campaign Performance (Media 
Partners)

Toronto/Halifax
Digital:
Impressions: 4,298,965
Clicks: 4,063
CTR: .08%
VCR OLV*: 56.74%
VCR CTV*: 98.24%
Conversions*: 6,492

Custom Partnerships
Impressions: 4,314,769
Clicks: 5,565
CTR: .19%
Conversions: 12,732

* Majority of metrics only from October due to campaign being paused

Campaign Performance Metrics
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Channel  Performance 

Digital
Impressions*: 39,007,981
Clicks: 80,131
CTR: .32%
VCR: 74.92%
Conversions: 99,221

OOH
Impressions: 5,834,587

Å Includes OOH

Performance by Channel

SEM
Total Impressions: 571,514
Total Clicks: 46,220
CPC: $0.56
CTR: 8.09%
Conversions: 125,746

FACEBOOK
Impressions: 6,030,836
Link Clicks: 111, 848
C/Link Clink: $0.54
Link CTR: 1.85%
Landing Page Views: 76,461
C/LPV: $0.79

INSTAGRAM
Impressions: 405,069
Link Clicks: 6,262
C/Link Clink: $0.72
Link CTR: 1.55%
Landing Page Views: 4,964
C/LPV: $0.91
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Ad Creative Analysis: Digital  

Vendor: ClickTripz
Campaign: Always On
Tactic: Destination Conquest Targeting
Clicks: 34,277
CTR: 19.54%

Vendor: ClickTripz
Campaign: Always On
Tactic: Destination Conquest Targeting
Added Value
Clicks: 3,376
CTR: 19.60%

Vendor: AdGenuity
Campaign: Always On
Tactic: Native Video 
Clicks: 9,245
CTR: 2.01%

Å Includes OOH

Top Digital Media Ad Units by CTR (all campaign)*
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Ad Creative Analysis: Digital  

Vendor: AdGenuity
Campaign: Cyber Sale
Tactic: Native 
Impressions: 2,968,381

Vendor: Vistar through AdGenuity
Campaign: Endless Summer
Tactic: DOOH
Impressions: 2,472,369

Vendor: AdGenuity
Campaign: Cyber Sale
Tactic: Disp
Clicks: 9,245
CTR: 2.01%

Top Digital Media Ad Units by Impressions (all campaign)*
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Ad Creative Analysis: Facebook
Top Social Media Ad Units:
All campaigns
KPIS: LPVS

Campaign: Always On
Ad: Experience Enthusiast
LPVs: 15,069
C/LPV: $0.55

Campaign: Always On
Ad: Adventure Seekers
LPVs: 6,961
C/LPV: $0.42

Campaign: Pink Sale
Ad: Beach Image
LPVs: 10,991
C/LPV: $0.80
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Ad Creative Analysis: Instagram
Top Social Media Ad Units:
All campaigns
KPIS: LPVS

Campaign: Pink Sale
Ad: Beach image
LPVs: 2,909
C/LPV: $0.83

Campaign: Pink Sale
Ad: 15s video
LPVs: 1,177
C/LPV: $0.81

Campaign: Endless Summer
Ad: 15s video
LPVs: 329
C/LPV: $1.38
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Ad Creative Analysis: SEM
Top Performing Keywords | All campaigns | KPI: Clicks

Top Performing Keywords Clicks

flights to bermuda 2,666

bermuda family vacation 2,493

plan a trip to bermuda 2,139

bermuda weather 1,872

things to do in bermuda 1,512

bermuda hotel deals 1,260

bermuda vacation packages 1,001

bermuda family vacation 866

bermuda travel deals 630

bermuda 601

bermuda travel 591

map of bermuda 415

where to stay in bermuda 361

bermuda vacation 276

what to do in bermuda 260
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Audience Targeting Approach
Overall Targeting Approach

Prioritize a general Travel Intender audience while also focusing on the luxury travel 
audience where applicable. 

Layer on Geographic targeting: Adjusting markets accordingly based on campaign 
needs and seasonal direct flights 

Layer on demographic and behavioral attributes: Adjusting attributes accordingly 
based on campaign needs, options include, but are not limited to: 
Å Luxury Travelers
Å Jet Setters
Å Foodies
Å Adventure Enthusiasts
Å Group Travelers
Å Family Travel
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Audience Analysis
Top Performing Audiences by Campaign

CAMPAIGN DIGITAL SOCIAL

Always On General Travelers Adventure Seekers, General 
Travelers

Pink Sale Frequent Travelers General Travelers

Cyber Sale Summer Travelers Retargeting

Endless Summer All Travel General Travelers

Toronto/Halifax Travel Enthusiast General Travelers
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Geographic Overview
Targeting by Campaign:

CAMPAIGN DIGITAL

Always On/Cyber Sale
/Pink Sale

Primary: New York City, Boston, Washington D.C., Philadelphia, 
Newark, Miami, Charlotte, Baltimore, Toronto

Secondary: Austin, Dallas, Chicago, Los Angeles, Hartford, Atlanta, 
San Francisco

Endless Summer New York and Boston DMA's

Toronto/Halifax Toronto/Halifax
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Geographic Analysis
Top Performing Geos by Channel:

CHANNEL KPI TOP 5 MARKETS

DIGITAL

Impressions NYC, Boston, Philadelphia, 
Orlando, Chicago

Conversions NYC, Boston, Philadelphia, 
Washington D.C., Charlotte

SEM

Clicks NYC, Boston, Toronto, 
Philadelphia, & Washington D.C.

Conversions NYC, Boston, Philadelphia, 
Toronto, & Washington D.C.

SOCIAL

Link Clicks NYC, Canada, Los Angeles, 
Boston, Philadelphia

Lowest Cost per Link Click Austin, Los Angeles, Dallas, San 
Francisco, Charlotte
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Geographic Recommendations 

At this time, there are no specific recommendations to make any adjustments or 

changes. The top markets driving both impressions and conversions have remained 

similar across digital, social, and SEM . These markets have been identified as 

particularly effective for targeting, as they consistently show a high propensity for 

travel to Bermuda. This data reflects a strategic approach to reaching audiences who 

are most likely to be interested in visiting the destination, further emphasizing the 

success of the current targeting efforts in attracting potential travelers.
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Key Takeaways
DIGITAL
With Always -On being turned off at the end of October, we saw a dip across all metrics for 
November and December. This will increase significantly as we ramp up in January and have a 
steady presence for the Always -On.

SEM
Major budget changes (down to $7500/month in November) have led to MoM and YoY 
decreases in some KPIs. We also saw changes to campaign structure as well as pausing other 
campaigns.

Despite these budget shifts, Search campaigns saw an overall CTR of 10.68% (above 10.03% 
average) and CPC of $0.95 (below $1.63 average). We also saw SEM drive 125,746 key events in 
Q4, which is a 25.65% increase from Q3, illustrating that our campaign restructure worked to 
drive more conversions despite a decrease in budget.

SOCIAL
Results outperformed travel averages across KPIs with a cost per land of $0.79 (below $1 
average) and 1.8% link CTR (above 1% average). The Always On campaign continued to deliver 
the strongest results. On Facebook, Carousel ads performed best, while on Instagram image ads 
performed best.
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Creative
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Always On Winter

Objective:
- Iterate on the existing Always On 

campaign concept to reflect seasonal 
winter activities, visuals, and calls to 
action. 

Audiences:
- Jetsetters
- Experience Enthusiasts
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Pink Sale

Objective:
- Captivate and entice travelers to choose 

Bermuda for their next getaway by 
featuring all things pink ṽbeautiful sand 
beaches, tranquil skies, and pickleball 
courts. 

- Leverage both the color pink and a simple, 
yet clever play on words to drive 
excitement and sale recognition.

Audiences:
- Jetsetters
- Adventure Seekers
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Cyber Sale

Objective:
- Generate consumer awareness and 

excitement for the sale to encourage 
purchases during a key seasonal 
shopping period.

- Leverage last year's (2023) assets for 
continuity. 
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PR Q4 Report
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Media Coverage
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Media Coverage Highlights
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Press Releases

ÅTen Spectacular Days of Deals: Bermuda Cyber Sale Offering Up to 35% Off and Free Night Stays
o Objective: Promote Bermuda's annual Cyber Sale, highlighting the participating properties 

as well as seasonal on -island attractions and programming 
o Audience: Drafted and distributed the release to trade, travel and lifestyle outlets

ÅBermuda Spreads Holiday Cheer with the Pink Sale ṾSave Up to 40% on Stays and Enjoy Free 
Night Offers!
o Objective: Announce the return of Bermuda's annual Pink Sale to instill a sense of urgency 

for on -island bookings for the new year 
o Audience: Drafted and distributed the release to trade, travel and lifestyle outlets

ÅBermuda Restaurant Weeks 2025 
o Objective: Highlight Bermuda's annual Restaurant Weeks programming and on -island 

events to promote attendance 
o Audience: Kicked off a draft to have on -hand for potential international pitching or for BTA's 

use with on -island media; press release was not distributed
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Events and Campaigns
ÅDerris' Holiday Press Preview (October 2024)

o BR presented and executed an opportunity for Bermuda to showcase the island's offerings at a holiday client event; while 
alongside other lifestyle and consumer brands, Bermuda was the sole destination client

o BR represented on behalf of the BTA and liaised with 150+ media and creator attendees, conducting follow -ups after the event
o BTA extended a vacation raffle giveaway to one lucky attendee; BR led winner selection and coordinated next steps

Å IMEX America (10.8 - 10.9)
Å BR secured media meetings for Tracy Berkeley while she attended IMEX America including: Skift Meetings, Andrea Doyle; 

Prevue Meetings and Incentives, Laurel Herman; TravelPulse , Maura Lee -Byrne; and freelance writer Marlene Goldman (San 
Francisco Chronicle, Corporate & Incentive Travel) 

ÅFt. Lauderdale Desksides (10.30 - 10.31)
Å BR invited media to meet with Jamari Douglas while he was in Ft. Lauderdale for the Boast Show and arranged deskside 

meetings with freelance writers Matt Meltzer (Conde Nast Traveler, Thrillist, Matador Network) and Lahoma Scarlette (Matador 
Network, The Miami Times)

ÅBoston's Flight Survey (Fall/Winter 2024)
o BR coordinated an omnibus survey, crafting targeted questions to gauge the travel mindset of Boston residents; results were 

pitched to in -market lifestyle and news contacts 
o

Å 25 Reasons To Visit Bermuda in 2025 (Winter 2024/2025)
o Created a PR strategy aimed at leveraging 25 unique reasons to visit Bermuda in order to place the destination within 

roundups of where to travel in the new year
o BR brainstormed and drafted top 25 reasons and pitched to select lifestyle and travel media 

Å Blade x Bermuda Summer Fridays (December ṾEarly 2025)
o BR introduced and held preliminary brand partnership discussion with Blade and the BTA
o Following the call BTA developed campaign idea tied to Summer Fridays; BR proving ongoing counsel and support 
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On- Island Engagement
We liaised with on -island partners for the below media opportunities during Q4

Å TIME World's Greatest Places 2025: Connected with The Bermuda Underwater Exploration Institute to inform messaging for the submission; BTA 
ultimately submitted an alternative angle for consideration 

Å Davidrose Studio: Connected with Davidrose owners to learn more about their business and incorporate their creations into ongoing 
pitching; also arranged on -island media interview opportunities with Art Month FAM trip attendees and Jane Stevenson from the To ronto Sun 

ÅMaggie Parker, Katie Couric Media IPT: Arranged Maggie's stay at Cambridge Beaches for upcoming coverage on how to babymoon in Bermuda

Å Jonathan Soroff , Boston Magazine IPT: Arranged Jonathan's full IPT including his stay at Cambridge Beaches as well as meals and activities at 
Blu, Sense Spa, Mama Mia, Bermuda Gombey Festival, Sunken Harbor Club, Shoreline, The Parlour , Crystal Caves and 1609 for upcoming 
coverage in February's Weddings Issue and the Traveler section of the May issue

Å Jane Stevenson, Toronto Sun IPT: Arranged Jane's full IPT including her stay at The St. Regis as well as meals and activities at Munchies by the 
Sea, The Waterlot , The Botanist, BUEI, The Flower Bar, BLT Steak NY, Achilles, Lina, Davidrose, Little Venice and Eight & Vine for upcoming 
coverage on how to spend a winter escape to Bermuda 

Å Moira McCarthy, Boston Herald IPT: Arranged Moira's full IPT including her stay at Hamilton Princess as well as meals and activities at The Swizzle 
Inn, Crystal Caves, The Loren, The Mid Ocean Club, Harbourfront , Butterfield Official Pro -Am, Port Royal Golf Course, Longtail Club, Intrepid and 
Blu, resulting in feature coverage on Bermuda's golf experiences and why to visit the island during shoulder season

ÅWinston Ross, The Daily Beast IPT: Arranged Winston's stay at Azura as well as meals and activities at SURF Bermuda, Gibbs Hill Lighthouse, 
Railway Trail, Fort Scaur, Woody's, National Museum, Blu, Hamilton City Hall, The Swizzle Inn, Crystal Caves, Apres Ski, Intrepid, St. George's tour 
with Kristin White and Gosling's, and Mamma Mia's for upcoming coverage on a guide to Bermuda through the eyes of a local 

Å Art Month Group FAM Trip: Arranged media attendees from Essence, Observer and Black Enterprise to stay at Hamilton Princess while on -
island, as well as meals and activities at The Loren, Masterworks, Bermuda National Gallery, Hamilton tour with Kristin White , Bacardi 
Headquarters, Clarabell's, Temptations, Mama Angies , Wild Herbs N Plants Foraging Tour with Doreen Williams, Harbourfront , and Crystal Caves 
resulting in coverage surrounding Bermuda's rich Black history, artistic culture and Art Month programming
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Crisis Management

ÅHurricane Kirk (10.3 - 10.6)
o Monitored and compiled recaps of coverage on the storm 2 -3x daily

ÅHurricane Milton (10.9 - 10.10)
o Monitored and compiled recaps of coverage on the storm 2x daily

ÅHorseshoe Bay Incident (10.19)
o Monitored and shared recap of brief coverage around the tragic incident involving man from 

New York

ÅTropical Storm Oscar (10.21)
o Monitored and shared brief media mention of Bermuda in relation to storm category 

downgrade
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Paid PR Initiatives

Å CityPickle x Bermuda in Dilworth Park, Philadelphia (9.9 Ṿ10.13)
o Worked with CityPickle's PR team to amplify the BTA's sponsorship, supplying CityPickle with key message for 

inclusion in media interviews and social posts 
o Monitored for coverage of the sponsorship and provided BTA with coverage metrics following the partnership
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Press Trips
ÅArt Month Press Trip 

o Purpose of Trip: Drive awareness of Bermuda's annual Art Month programming and other on -island 
cultural activities suited for fall travel and beyond

o Destinations Visited: Hamilton Princess & Beach Club, The Loren, Masterworks, Bermuda National 
Gallery, Hamilton with Kristin White, Bacardi Headquarters, Clarabell's, Temptations, Mama Angie's, 
Wild Herbs N Plants Foraging Tour with Doreen Williams, Harbourfront , and Crystal Caves

o Resulting Coverage: Feature coverage from Essence, Observer, and Black Enterprise on Bermuda's 
history, culture and Art Month programming

Å Katie Couric Media IPT
o Purpose of Trip: Position Bermuda as an ideal babymoon destination
o Destinations Visited: Cambridge Beaches, etc. 
o Resulting Coverage: Inclusion in a Katie Couric digital roundup on best beach getaways from the U.S.
o Expected Coverage: Katie Couric digital feature on how to babymoon in Bermuda

Å Boston Magazine IPT
o Purpose of Trip: Refresh Boston Magazine's guide to Bermuda with new attractions and places to 

explore, geared towards cooler -weather visits
o Destinations Visited: Cambridge Beaches, Blu, Sense Spa, Mama Mia, Bermuda Gombey Festival, 

Sunken Harbor Club, Shoreline, The Parlour , Crystal Caves and 1609
o Expected Coverage: Upcoming coverage in Boston Magazine's February Weddings Issue and the 

Traveler section of the May issue 



34

34

Å Toronto Sun, IPT
o Purpose of Trip: Familiarize journalist with Bermuda's newest attractions and things to do on island during the 

winter months
o Destinations Visited: The St. Regis, Munchies by the Sea, The Waterlot , The Botanist, BUEI, The Flower Bar, BLT 

Steak NY, Achilles, Lina, Mama Mia's, Davidrose, Little Venice and Eight & Vine
o Expected Coverage: Digital and print feature in the Toronto Sun on how to spend a winter escape to Bermuda 

Å Boston Herald, IPT 
o Purpose of Trip: Showcase the best that Bermuda has to offer during the cooler months from dining to golf and 

beyond, tied to the Butterfield Bermuda Championship
o Destinations Visited: Hamilton Princess, The Swizzle Inn, Crystal Caves, The Loren, The Mid Ocean Club, 

Harbourfront , Butterfield Official Pro -Am, Port Royal Golf Course, Longtail Club, Intrepid and Blu
o Resulting Coverage: Boston Herald digital feature on Bermuda's top attractions for a winter escape

Å The Daily Beast IPT
o Purpose of Trip: A hyper -local introduction to the island with insight and recommendations from experts
o Destinations Visited: Azura, SURF Bermuda, Gibbs Hill Lighthouse, Railway trail, Fort Scaur, Woody's, National 

Museum, Blu, Hamilton City Hall, The Swizzle Inn, Crystal Caves, Apres Ski, Intrepid, St. George's tour with Kristin 
White, Mamma Mia's, etc.

o Expected Coverage: Daily Beast digital guide to Bermuda through the eyes of a local 

o

o

Press Trips (Continued)
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Press Pitches
Å Endless Summer Sale: BR continued pitching promotional deal to national lifestyle, travel and trade media 

Å Spend Your Last PTO Days of the Year in Bermuda: BR shared trip inspiration for using final PTO days of 2024 in Bermuda
o Results: Essence included Bermuda in a story on the best long weekend getaways to use PTO

Å Dark 'n Stormy Recipe: Tied to Netflix's "The Perfect Couple," which featured a cameo of the Dark 'n Stormy, BR pitched 
beverage and entertainment writers a story on the date night cocktail, including the history behind the drink

Å Cyber Sale: BR pitched the details of the sale to national lifestyle, travel and trade media
o Results: Thrillist and Fodor's Travel covered the sale

Å Wicked in Bermuda: BR tapped into the pop culture moment and Wicked -mania by sharing how Wizard of Oz creator William 
Wallace Denslow was inspired by the island
o Results: NerdWallet published an article featuring Bermuda, which syndicated to 150+ publications

Å 25 Reasons to Visit Bermuda: BR finalized the list of 25 reasons to visit Bermuda in 2025 and shared with national and regional 
lifestyle and travel reporters including all previous IPT/group trip attendees, Derris event attendees, and other ongoing med ia 
conversations
o Results: NerdWallet highlighted Bermuda in a Winter destinations story; TravelPulse included in a story on vacations to book 

in 2025; The Points Guy, The Washington Post, Forbes and others confirmed they are keeping in mind for future stories

Å Pink Sale: BR pitched promotional deal with national and trade media
o Results: Secret NYC, Travel Noire, and Travel + Leisure featured the sale. T+L's article was syndicated to Yahoo! and MSN

Å Many Moons of Bermuda: BR pitched different "moons" to celebrate in Bermuda, including buddy -moons, me -moons, 
honeymoons, babymoons, and more; messaging also highlighted Bermuda's moongates
o Results: Forbes plans to include Bermuda in an upcoming story about safe destinations for me -mooners
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Additional Media Conversations

Å Sourcebook : fact checked Hamilton's history for an upcoming book on the best places to walk in the world; 
coverage expected to run in fall 2026

Å Daily Mail : met with Alice to discuss new developments in Bermuda and brainstorm potential future story angles

Å San Antonio Magazine : pitched Bermuda's wellness opportunities for her story on places to visit and recharge; 
Bermuda was ultimately not included in coverage

Å AFAR : shared whale watching and water activities for his "Where to Go in March" article; Bermuda was ultimately 
not included in coverage

Å USA Today: shared Bermuda details for consideration in Sarah's upcoming summer travel stories

Å PBS Bare Feet,: continued conversations for upcoming filming opportunities

Å Global Traveler : shared destination trends and responses from Jamari Douglas for her story on 2025 travel; coverage 
expected to run in the publication's February Issue

Å Southern Boating Magazine : shared imagery and general island news for his story on cruising locations; coverage 
expected to run in February

Å Expedia : shared general island updates for a story on where to travel in 2025; coverage expected to run in January
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UK Activations
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PR ϐUK 
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October - December

ÅNumber of articles: 22
ÅTotal reach: 67,024,904
ÅTotal Earned media value achieved: $995,858

YTD

ÅNumber of articles: 76
ÅTotal reach: 227,309,041
ÅTotal Earned Media Value: $2,217,299

Key coverage themes included: 
ÅWhere's hot in November 
ÅBermuda's ties to Britain
ÅWTM 
ÅBermuda as a Quiet Luxury Destination 
ÅBest places to visit in March 
ÅSt George's as a city escape

Å MMGY Hills Balfour organised and held 43 media meetings with UK journalists to ensure Bermuda 
remains front of mind, including 15 meetings at WTM 

Key Metrics and Analytics 
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Media Coverage Highlights  

Publication: Conde Nast Traveller
MUU: 16,000,000
EMV: $26,000

Publication: BOAT International 
Circulation: 9,000
EMV: $309,402
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Media Coverage Highlights  

Publication: Daily Mail
Circulation: 682,071
EMV: $193,196

Publication: Breaking Travel News 
MUU: 230,300
EMV: $3,000

Publication: The Week
MUU: 1,510,000
EMV: $54,130
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Press Pitches

Themed pitches in Q4 in line with the media landscape and trends included:

Å 'The Beat of Bermuda' highlighting the International Gombey Festival, aligned to experiential 
travel 

ÅAdventure offerings in Bermuda and Cambridge Beaches , Hilton in a round -up of Sunny 
Escapes for World Mental Health Day on 10th October'

ÅThe festive season in Bermuda 
ÅBucket list destinations for 2025
ÅBermuda as a top diving destination
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Press Trips

October group press trip, 10 -15 October 2024

ÅTheme: wellness in Bermuda
ÅHost properties : Rosewood Bermuda and Cambridge Beaches
Å Ian Sturgess, Reach (MUU and Circulation: 48,000,000) (EMV: $640,129)
ÅğɐɃǸɅẏɾ oǸǍȺʌț ṵ¶ĆĆṝ ᶯᶱṞᶰᶮᶮṞᶮᶮᶮṶ ṵM¶Ğṝ ẵᶳᶲṞᶯᶱᶮṶ
ÅThe Week (MUU: 1,510,000) (EMV: $63,536) - coverage published

ÅEstimated total Earned Media Value: $656,748

The Telegraph (5-15th October)

ÅHosted freelance travel writer , in Bermuda to review 10 hotels across the island for individual 
features in The Telegraph
ÅEstimated total Earned Media Value: $2,238,268 (x10 reviews)
ÅEstimated total reach: 264,800,000 (x10 reviews)
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Won several HSMAI Adrian Awards for the BTA x jetBlue activation , including:
ÅSilver in the Integrated Campaign - Experiential Marketing category
ÅSilver in the "Best of Category."
ÅBronze Adrian Award - Business to Consumer category

Wanderlust Good to Go List 2025
Å=ǸɶɃʔǱǍ ɅǍɃǸǱ Ǎɾ ɐɅǸ ɐȒ ᶰᶳ ǱǸɾʌȡɅǍʌȡɐɅɾ ȡɅ ğǍɅǱǸɶȺʔɾʌẏɾ ẎgɐɐǱ ÿɐ gɐẏ Ⱥȡɾʌ Ȓɐɶ ᶰᶮᶰᶳ - only 25 

destinations were selected out of 800 

Awards and Accolades 


