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Differentiating Bermuda

Awareness & Relevance 
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Overview

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

Integrated marketing, PR, social media, digital engagement 

and content production across key source markets.
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Marketing 
Executive Summary

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

From January 1 ṾMarch 31, we ran four unique Paid Media 
campaigns, each with specific objectives. The campaigns 
were:
Ṝ !ȺʭǍʳɾ-On US
Ṝ !ȺʭǍʳɾ-On Canada
Ṝ æȡɅȶ ñǍȺǸ
Ṝ ÃɅǸ-Off Partnerships

Target Audiences:

Ṝ fɶǸɵʔǸɅʌ ÿɶǍʬǸȺǸɶɾ
Ṝ >ɐɃɳǸʌȡʌȡʬǸ Conquesting
Ṝ gɐȺȒ ¬ɐʬǸɶɾ ṩ gɐȺȒ MɅʌțʔɾȡǍɾʌɾ
Ṝ fǍɃȡȺʳ ÿɶǍʬǸȺ
Ṝ ÿɶǍʬǸȺ uɅʌǸɶǸɾʌ ṩ ÿɶǍʬǸȺ MɅʌțʔɾȡǍɾʌɾ
Ṝ !ȒȒȺʔǸɅʌ oɐʔɾǸțɐȺǱɾ

Each campaign ran unique creative across various 
channels based on the campaign goals set forth. The 
quarter balanced always -on efficiency with seasonal 
promotional activity and high -impact custom activations 
designed to expand visibility during a key spring travel 
planning window. In addition to the campaigns above, we 
also ran on social media channels including Facebook, 
Instagram, TikTok, Reddit and Pinterest, with Canada -
specific creative introduced in March to support market -
level efficiency and engagement. 



5

5

Object ives & KPIs

CAMPAIGN OBJECTIVE

Always -On US

Increase awareness of Bermuda as an ideal travel 
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 
qualified 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 
Performance Metr ics

Campaign Performance ṾHighlights:

Å 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 quarter, 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. 

Å 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. 

Å Pink Sale ṝ ñǸɶʬǸǱ Ǎɾ ʌțǸ ɵʔǍɶʌǸɶẏɾ ɳɶȡɃǍɶʳ ɳɶɐɃɐʌȡɐɅǍȺ ɳʔɾț ȡɅ ¦ǍɅʔǍɶʳṞ ǱɶȡʬȡɅȓ ɾʌɶɐɅȓ ǍʭǍɶǸɅǸɾɾ ǍɅǱ 
conversion activity during the winter booking window. In January alone, the campaign generated 
41.1M impressions, 31.0K clicks, and 107.2K conversions. TravelZoo emails were especially strong, and the 
oɐɳɳǸɶ EǸɾʌȡɅǍʌȡɐɅ ÿȡȺǸ ɶǍɅȶǸǱ ǍɃɐɅȓ ʌțǸ ǪǍɃɳǍȡȓɅẏɾ ʌɐɳ-performing tactics. 

Å One -Off Partnerships ṝ uɅ ¶ǍɶǪțṞ ǪʔɾʌɐɃ ǍǪʌȡʬǍʌȡɐɅɾ ǸʲɳǍɅǱǸǱ =ǸɶɃʔǱǍẏɾ ʔɳɳǸɶ-funnel visibility during 
a critical spring/summer planning window. These placements delivered 10.2M impressions and strong 
measurable engagement, including 363 Grand Central QR scans, 998 Whole Foods bag QR scans, 
8,710 submissions, and 1,785 email opt -ins. 

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 
ǪɐɅʬǸɶɾȡɐɅɾ ǍǪɶɐɾɾ =ǸɶɃʔǱǍậɾ ɳɶȡɐɶȡʌʳ ĆṾñṾ ǍɅǱ >ǍɅǍǱȡǍɅ ɃǍɶȶǸʌɾṾ 
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Channel  Performance 
Performance by Channel

How People Found Us Online:

Å 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.

Å 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. 

Å 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. 

Å Reddit & Pinterest: Continued to provide efficient, qualified traffic and audience diversification. Reddit 
outperformed travel benchmarks throughout the quarter, while Pinterest remained especially 
effective at driving lower -cost outbound clicks and website engagement, particularly through 
promoted organic Pins. 

Å OOH / One -Off Partnerships: High -impact custom activations in March helped expand upper -funnel 
reach, contributing 10.2M impressions through one -off partnerships, including Grand Central Station 
and Whole Foods/Amazon executions, plus measurable engagement through QR scans and email 
opt -ins.

Takeaway: =ǸɶɃʔǱǍậɾ è᷊ ɃǸǱȡǍ Ƀȡʲ ɶǸǍǪțǸǱ ʌɶǍʬǸȺǸɶɾ ǍǪɶɐɾɾ ɃʔȺʌȡɳȺǸ ǪțǍɅɅǸȺɾṹ ʭȡʌț ǱȡȓȡʌǍȺ ǍǱɾ ǍɅǱ 
paid social driving the most meaningful engagement, while custom OOH and partnership activations 
expanded visibility during a critical spring travel planning window. 
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Digital  & OOH

*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
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Instagram
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Pinterest
Objective: Site Traffic
Active Families Carousel
Outbound Clicks: 17,084
CPOC: $0.34

Objective: Site Traffic
Promoted Organic - Culture
Outbound Clicks: 8,923
CPOC: $0.35

Objective: Site Traffic
Promoted Organic - 7 Wonders
Outbound Clicks: 8,862
CPOC: $0.38
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Ad Creative Analysis: Reddi t
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Key Takeaways 
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, 
connected TV, and high -performing direct placements. Across the quarter, the campaign delivered 
21.6M impressions and 159.5K conversions, with performance strengthening month over month. By 
March, the campaign generated 52,944 clicks, 88,454 conversions, and a 0.69% CTR. Tiki and Perion 
ʭǸɶǸ ȶǸʳ ǱɶȡʬǸɶɾ ɐȒ ǪȺȡǪȶɾ ǍɅǱ ǪɐɅʬǸɶɾȡɐɅɾṞ ǍɅǱ ÿȡȶȡẏɾ MɅʬɐʳ !u >țǍʌǩɐʌ ɳȺǍǪǸɃǸɅʌɾ ɶǍɅȶǸǱ ǍɃɐɅȓ 
the top CTR performers in Q1. 

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. 

æȡɅȶ ñǍȺǸṝ uɅ èᶯṞ ʌțǸ æȡɅȶ ñǍȺǸ ɾǸɶʬǸǱ Ǎɾ =ǸɶɃʔǱǍẏɾ ɳɶȡɃǍɶʳ ʭȡɅʌǸɶ ɳɶɐɃɐʌȡɐɅǍȺ ɳʔɾțṞ ǱɶȡʬȡɅȓ ɾʌɶɐɅȓ 
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.
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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.
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Creative
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9 People. 9 Parishes: 

Documentary

Local Creative Production

Carnival in Bermuda Promo 2026 Bermuda Walls τArtist Documentary

SailGP: In-Broadcast B-Roll Update

Bermuda Triangle Collegiate Golf
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Video & Social Campaigns
P i n k  S a l e
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Social Campaigns
A l w a y s  O n
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Video Campaigns
A l w a y s  O n
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Paid Digital Campaigns
P er i o n
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PR ϐUK 
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January 2026 ṾApril 2026

ÅNumber of articles: 37
ÅTotal reach: 115,318,848
ÅTotal Earned media value achiev ed: $3,283,403.27

YTD
ÅNumber of articles: 37
ÅTotal reach: 115,318,848
ÅTotal Earned media value achieved: $3,283,403.27

Key coverage themes included: 
ÅBermuda's wellness offerings
ÅBermuda's culinary and cocktail scene
ÅBermuda Tourism Authority agent training platform
ÅLuxury on the island

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

Key Metrics and Analytics 
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Media Coverage Highlights  

Publication : National Geographic 
Traveller
MUU: 1,276,683
EMV: $292,478.19

Publication: Wanderlust
MUU: 1,200,000
EMV: $487,812.60

Publication: The Independent
MUU: 33,090,000
EMV: $252,000


