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From January 1 VMarch 31, we ran four unique Paid Media

"'m({:l campaigns, each with specific objectives. The campaigns
5 é{:?ﬁ were:

R | KFOAUS
“":{:Lv‘{:’?ﬁ | K FOA Canada

H‘{:?ﬁtlv‘i:? 2 @d s AAR
%Y,}v‘{:?ﬁ{:}, R A-OfNPartnerships

i arget Audiences:
T A Marketing Target A
J&“}?ﬁf}v&”}? Execu'tlve Summary R f ENe? NAA § EAWNANGr

>e Bn N Ea:lgcwdsﬁngl

“l.:‘::},wél?ﬂv“}, -eWN&Er $ geAkR MAAt?2r dArAr

: y AW NA
"'r&':?ﬁg‘::isv High level overview of performance R NA UAANGENr A $§ §aEA¥WNA MAAL 2 dAr A

"f{:}:"u'"l for all paid media under the Brand oe?r NteAD
s i:? iy and Integrated Packages
« Each campaign ran unigue creative across various
"u.‘?,}v{:?ﬁ channels based on the campaign goals set forth. The
I o guarter balanced always -on efficiency with seasonal
é:?ﬁ?..l Z:? promotional activity and high -Impact custom activations
“mvw}sva{:?ﬁi:}s designed to expand visibility during a key spring travel
planning window. In addition to the campaigns above, we

J‘{:?ﬁ?*'ﬁv also ran on social media channels including Facebook,

l"u.r"' Instagram, TikTok, Reddit and Pinterest, with Canada

specific creative introduced in March to support market
level efficiency and engagement.
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Objectives & KPIs

CAMPAIGN OBJECTIVE
Increase awareness of Bermuda as an ideal travel
Always -On US destination in US markets. Drive traffic

to GoToBermuda.com and use content on the site

to encourage conversions /bookings.

Always -On Canada

Increase awareness and consideration for
Bermuda in priority Canadian markets, driving
gualified traffic and engagement during peak

winter travel planning season.

Pink Sale

Encourage travel intenders to book Bermuda

hotel offers during the winter promotional period
through high -reach awareness and conversion

focused tactics.

Custom Partnerships

Align Bermuda with key travel and media

partners and create unique activations to reach
high -income and niche audiences interested in
travel.
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Individual Campaign gﬂgvgﬁﬁ
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conversion activity during the winter booking window. In January alone, the campaign generated

41.1M impressions, 31.0K clicks, and 107.2K conversions. TravelZoo emalls were especially strong, and the ‘{:\:‘?ﬂ%
oennNaE& ENraAadAAaAdeA VdAN acEAAL NDgefoBring\tactics.t N OABNAJQTF Ayr Ac¥ mvﬁﬁ

A One-Off Partnerships ¥ uA TAEOtR QO?raneB AOQAdW AAde Adunnelivigiblity BuNDZ = N
a critical spring/summer planning window. These placements delivered 10.2M impressions and strong é:‘?ﬂi:‘iv&.?ﬁ
AEAVIIATAVY

measurable engagement, including 363 Grand Central QR scans, 998 Whole Foods bag QR scans,
AV IAT AV TIAT

8,710 submissions, and 1,785 email opt -ins.
{IAEAVETIATAY
RV R

A Always -On US: Kept Bermuda visible in priority U.S. markets throughout Q1 through a mix of digital
display, native, online video, connected TV, and partner placements. Across the gquarter, the campaign
delivered 21.6M impressions, 90.8K clicks, and 159.5K conversions, with performance strengthening
month over month and CTR rising from 0.15% in January to 0.69% in March.

A Always -On Canada : Maintained efficient visibility in key Canadian markets during a peak winter travel
planning period. Across Q1, the campaign delivered 11.2M impressions, 26.4K clicks, and 33.2K
conversions, while consistently outperforming benchmark on video completion and engagement
metrics.

Takeaway: A balanced Q1 approach of efficient always -on media, a high -performing winter sale
campaign, and high  -impact custom partnerships drove strong visibility, engagement, and measurable
Qe AWN&Er deAr AQaEerr =N&B?DA4&ar naedeaceda’™ CVAV AADZ >AANADZAA
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Performance by Channel

How People Found Us Online:

A Digital Ads (overall): Delivered strong visibility and engagement across Q1, generating 84.2M
Impressions, 148.3K clicks, and 302.9K conversions, helping Bermuda stay visible in priority U.S. and
Canadian markets through always -on, promotional, and custom partnership tactics.

A Facebook & Instagram:  Continued to drive the largest share of social website traffic in Q1, with Meta
producing strong landing page volume at efficient costs. Across the quarter, Facebook and
Instagram delivered roughly 265.6K landing page views from traffic campaigns, while Meta cost per
landing page view remained highly efficient, ranging from $0.29 to $0.48 depending on market and
platform.

A TikTok: Remained a strong driver of awareness and efficient site traffic, delivering roughly 13.4M
Impressions, 92.3K landing page views, and 53K+ completed video views across standard traffic efforts
In Q1. Performance consistently outpaced benchmark on cost efficiency.

A Reddit & Pinterest: Continued to provide efficient, qualified traffic and audience diversification. Reddit I"H,H';{:;? ﬂﬁ;:lw
outperformed travel benchmarks throughout the quarter, while Pinterest remained especially
effective at driving lower  -cost outbound clicks and website engagement, particularly through f:}své:?ﬁ
promoted organic Pins.

A OOH / One -Off Partnerships: High -impact custom activations in March helped expand upper -funnel é:?ﬂi’:ivé:?ﬁ
reach, contributing 10.2M impressions through one -off partnerships, including Grand Central Station s{:l"u.,u,ﬂ'é:? s{:}:ﬁuf
and Whole Foods/Amazon executions, plus measurable engagement through QR scans and email .l“nl"- .l'ﬁ",
opt -ins. Y::ﬁvé:?ﬁf;}sv{:?ﬁ

. § . § o \ S § !
Takeaway.: = NEB? DA ar e BND4A Bd! ENAOt NDZ A cAWNANEr AOQOcer r ‘?jx’{:}‘fﬁprﬂ&f
paid social driving the most meaningful engagement, while custom OOH and partnership activations l'Hur"‘ II‘&."H
expanded visibility during a critical spring travel planning window.
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Digital & OOH

THIS ISN'T
SPECTACLE
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ISland
LInfold
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BOOK NOW
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*Only includes placements with more than 1,000 impressions for most accurate representation
**Estimated impressions from proposal as we await final reporting numbers
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Facebook

Bermuda Tourism & eee X
Ad -

Unpack, breathe in, and let the calm of Bermuda
dictate the pace.

—_—
Sibling Unity You're (
; , Learn more _
Family Trips Family |
BERMUDA LostYet Found

Bermuda Tourism & eee X
Ad -

Footprints fade by shore, but the imprint on your
soul is forever.

Serene, chic,... Barefoc

Easy Escape Plan yo

Learn more

Bermuda Tourism &
Ad -

L X N J X

Bermuda is calling! Subscribe to our
eNewsletter for the hottest deals, travel tips &
inspiration to plan your dream vacation.

FORM
Upgrade your island

getaway

Subscribe
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bermuda
Ad oo Ad

Subscribe
Learn more > Hbser ?

L% New Plans? Better Destination.

CE © Qv %
bermuda Bermuda is calling! Subscribe to our
eNewsletter for the hottest deals, travel tips ... more

Traveling to Bermuda is fun, safe and simp... [ Unity
&

Ad Unpack, breathe in, and let the calm of Bermuda
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Pinterest

Obijective: Site Traffic Objective: Site Traffic

Objective: Site Traffic

Active Families Carousel Promoted Organic - Culture Promoted Organic - 7 Wonders
Outbound Clicks: 17,084 Outbound Clicks: 8,923 Outbound Clicks: 8,862
CPOC: $0.34 CPOC: $0.35 CPOC: $0.38

7 Wonders
You Need to See

A 4

BERMUDA

Learn more A
o L 7|
Bermuda Learn more 7 earn more
Memories that become lore
B Bermuda Bermuda
Sponsored The Bermuda Gombey: A.. 7 Places to Visit in Bermuda
Sponsored

Sponsored
BERMUDA | LostYet Found
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Ad Creative Analysis: Reddit {TASANVETIA,
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u/BermudaTourism - Promoted u/BermudaTourism - Promoted u/BermudaTourism - Promoted i""' I'11ul‘rrl “‘? Y" "l.l‘lFII'
It’s time to make some “remember the time” When warm breezes carries a hint of tropica| Rated E for equanimity. Some plaCGS Shout,' : 5 & H‘H‘H‘l :S 'I.rlnll'.l
memories. Bermuda has a way of turning low spice, dinner turns into intimate connection. th'ls :’t“e '°We'f V°;rhh‘l"lar t ratg. s°ftl
S : : It's the kind of romance you can’t fake, onl PIOTIES; COIN cyaIC IO, ANO B NeCOm ? E ? z ‘
key outings into the stuff of epic family lore. e gt Bermuday , only that feels personal without trying: Trade ,|"nl'|, II‘|,-I'I,,.11

urgency for ease, itinerary for intuition. Book
the escape; rare by design, warm in
P, execution. Come as you are; leave changed.
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gotobermuda.com Buy Tickets gotobermuda.com Learn More gotobermuda.com Learn More '.lllll'l.l'l‘wl‘| III'.I'I.Irr“|

BEPMUDA
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Key Takeaways Qﬂﬁvﬁﬂ
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DIGITAL

Always On US Campaign: In Q1, the Always On US campaign maintained a strong and consistent
presence among travel intenders through an integrated mix of display, native, online video,

NVETIATAYLTIAS
connected TV, and high  -performing direct placements. Across the guarter, the campaign delivered

b W4
21.6M impressions and 159.5K conversions, with performance strengthening month over month. By ﬂm é:?ﬁi;:}
March, the campaign generated 52,944 clicks, 88,454 conversions, and a 0.69% CTR. Tiki and Perion s{:}ﬂﬁﬁi‘;}v ,H'n‘H,

t:hslt;NCTépNer;ormzfi%cwg;_\\'CEr eR OAKdOtr AADZ Qe AW NEr deAr R AADZ ydt dyr &;ﬁiw}w&?ﬁiw}
V&“f&?ﬁY&WL?ﬁ
{IATAVETIATAY

Always On Canada Campaign: In Q1, the Always On Canada campaign delivered efficient
performance in priority Canadian markets, particularly during the winter travel planning period.

Across the quarter, the campaign generated 11.2M impressions, 26.4K clicks, and 33.2K conversions,
while consistently outperforming benchmark on both CTR and video completion rate.

ed At AAANFT uANA é17R At N &dAt AAAN r NEWNDZ Ar =N&EB?DAyr n«dB
awareness and conversion activity during January. The campaign generated 41.1M impressions, 31.0K

clicks, and 107.2K conversions in Q1 alone, with standout tactics including the TravelZoo Toronto

Email 2nd Send and Taxi Tops in New York City, which delivered more than 19.5M impressions. The

campaign helped sustain urgency and booking intent through the end of the winter sale window.

ﬁ’iil"“-“’&“?ﬂiﬁ
T&”ﬁ?ﬁfi‘""ﬁ?ﬁ
(TIPS AVETATAY
N N
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Key Takeaways

One Off Partnerships:

In March, One Off Partnerships played a major role in expanding upper -funnel visibility during a
critical spring and summer planning window. These activations delivered a combined 10.2M

Impressions and included several high -impact placements.  The Outfront Grand Central Station
Out of Home activation drove an estimated 5.2M impressions and 363 QR Code Scans. The

Amazon and Whole Foods activation in New York City and Boston distributed over 576,000

custom artwork bags and drove trackable conversions through a QR code, totaling 8,710
submissions and 1,785 email opt  -ins. The Carvertise Activation outside of Grand Central Station
drove an estimated 576,000 impressions through custom branded cars and eye -catching pink

under -glow lights.

SOCIAL

KPIs well surpassed benchmarks across social channels and the Always On traffic

campaign improved YoY on Meta, Pinterest, and TikTok. Facebook, Instagram, and Pinterest

were the strongest drivers of site traffic and delivered the most efficient costs per website

engagement. On Meta we also saw Improvements in the Enews lead campaign with an overall

cost per sign -up of $2.19 - a 61%improvement QoQ.  Given Pinterest's highly qualified audience,

we recommend shifting more spend toward this channel and prioritizing for future plans. On
Meta we also saw improvements in the Enews lead campaign with an overall cost per sign -up of

$2.19- a 61% improvement QoQ.

BERMUDA | LostYetFound
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Creative
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| ocal Creative Production

Carnival in Bermuda Promo 2026

BERMUDA | LostYet Found

Bermuda Wallst Artist Documentary

9 People. 9 Parishes:
Documentary

LA

{TASAVETIA
AV TIASAVE T,
(TIPS AT AN AV
NVETIASAVETIAS
AEAVETIATAY
TAVITIATAY A
(TIPS AV T ATV
AV TIATAVYETAS
(IASAVETIATAY
NVLIATAY
AV T
ETASAVETIA
AEAVETIASAVY
AV I ATAVLTIAS

{TIASAVETIASAY
A Rl




Video & Social Campaigns

Pink Sale
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Social Campaigns

Always On

THIS ISN'T SPECTACLE
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ISland Unfold

THIS ISN'T SPECTACLE

ISland Unfold
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Video Campaigns

Always On

BERMUDA | LostYetFound
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Paid Digital

Perion

Campaigns

" Here Comes the Sun.

Here Comes the Sun.
Escape to Bermuda this spring.
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PR 6 UK
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Key Metrics and Analytics

January 2026 V April 2026

A Number of articles: 37
A Total reach: 115,318,848
A Total Earned media value achiev ed: $3,283,403.27

YTD

A Number of articles: 37

A Total reach: 115,318,848

A Total Earned media value achieved: $3,283,403.27

Key coverage themes included:

A Bermuda's wellness offerings

A Bermuda's culinary and cocktail scene

A Bermuda Tourism Authority agent training platform
A Luxury on the island

A Organized and held media meetings with 57 UK journalists to ensure Bermuda remains front of mind

BERMUDA | LostYet Found
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Media Coverage Highlights

Publication : National Geographic
Traveller

MUU: 1,276,683

EMV: $292,478.19

Publication: Wanderlust Publication:  The Independent
MUU: 1,200,000 MUU: 33,090,000
EMV: $487,812.60 EMV: $252,000
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