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Awareness & Relevance

Differentiating Bermuda
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Overview

ﬁ Integrated marketing, PR, social media, digital
i:l ir?ﬁf:f:s engagement and content production across key

,{:?ﬁ"i:}f’ﬁr'“’{:?ﬁ source markets.
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Marketing

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

BERMUDA | LostYet Found

From 1 April V30 June, paid media activity centered on three core
campaign areas, each with distinct objectives:

R ! AfOAUS
R | A A0A Canada
R A-OfNPartnerships

Each campaign featured tailored creative across a range of channels,
aligned with its specific goals. Q2 balanced always -on efficiency with
high -impact custom activations designed to maintain visibility and
Influence travel consideration throughout the key summer planning
period.

In addition to the campaigns above, activity ran across Facebook,
Instagram, TikTok, Reddit and Pinterest. Market -specific creative
continued to support stronger relevance, efficiency and engagement
across both the US and Canada.



Objectives & KPIs

encourage meaningful on  -site actions that support
travel planning and bookings.

CAMPAIGN OBJECTIVE PRIMARY KPIs
Increase awareness and consideration of Bermuda as
an ideal travel destination across priority US markets. . .

Always -On US Drive qualified traffic to GoToBermuda.com and CPA, Conversions, Conversion Rate,

CTR, Impressions and VCR

Always -On Canada

Increase awareness and consideration of Bermuda
across priority Canadian markets, driving qualified
traffic and meaningful engagement during the
spring and summer travel planning period.

CPA, Conversions, Conversion Rate,
CTR, Impressions and VCR

Custom Partnerships

Align Bermuda with key travel and media partners
through distinctive, high  -impact activations designed
to extend reach and engage affluent and niche travel

audiences.

Reach, Impressions, Conversions,
and Engagement

BERMUDA | LostYetFound
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Individual Campaign Qﬁ%‘%‘?ﬁ
Performance Metrics TAVLIATIVETA

A Alw On US : Maintained visibili fi lority US mark h h Displ Nati Onli ﬁ 7? ﬁ W}s
ayS -Un . aintaineda Vvisini |ty aClross 1ive prlorlty arkets t roug |Sp ay, at|Ve, niine

Video, Connected TV and partner placements. Across Q2, the campaign delivered 128.6M

impressions, 266.0K clicks and 707.6K conversions,  while remaining well below the $5 CPA Y" .:.}'"I.",r" t{.:? i":" w}v
benchmark each month. Performance strengthened as CPA -focused optimisation and geo - l"ﬁ“l "Hnl"'

targeted creative were introduced, with additional TravelZoo activity added in Boston to support a ’{:3"‘1..:"'&{:? ﬁi:iv ,H'n‘k,

priority market showing softer arrivals and reduced air capacity.

A Always -On Canada : Q2 activity centred e A yexe Ane AADZ oAAXKdQRAI R Ane R =
Canadian source markets. Together, they generated 14.6M impressions, 15.7K clicks and 44.6K
conversions, with both markets maintaining CPA below the $5 benchmark. Toronto delivered the
greatest reach and conversion volume, while Halifax stood out for stronger overall efficiency.

A One -Off Partnerships : In extended previous custom activations through targeted follow -up media
designed to re -engage qualified audiences.
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Amazon Retargeting Banners : Re-engaged consumers who had previously been exposed to ?;:l"‘a.-"'ﬁ ,u"n‘k,
=NcEB?DAyr JgteAN feeDZ kA?T AOAndWAAaAdeAs ! Qxcerr &NR A ‘H,ﬂr"
3,144 clicks and 8,623 conversions. Because it targeted a finite, pre -qualified audience, é:?ﬂm é:?rrﬂ“t.ll

performance should be evaluated separately from broader prospecting media

ﬁ’iil"“-“’&“?ﬂiﬁ
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and Canadian markets. All seven target markets finished below the $5 CPA benchmark, while
targeted partner support strengthened performance in Boston and Amazon retargeting extended é{:? ﬁﬁvﬁ ,,ﬂ"‘a,mv

the value of the earlier Whole Foods activation by re -engaging a qualified audience. "tlu.:" IItl“,r"
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Ad Creative Analysis: Facebook {TASANVETIA,
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Obijective: Site Traffic Objective: Site Traffic Objective: Leads - Enewsletter é’:? ﬁf}ﬁf&”?ﬁ{:}v ‘
Promoted Organic: Summer P ted O ic: Nat Signups
LPVs: 87,395 L;?Z:Oeeo,ao;gamc o Sign -ups: 1,102 Héf:?ﬁi:iv&?ﬁ
C/LPV: $0.17 C/LPV: $0.31 C/Sign -up: $1.10 S,:“ W “:? Y" LY
Bermuda Tourism & eee X AB\?I,-mUda STETTE e x i‘” ﬁ % é‘; ﬁ w}
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Send this to someone as a sign that Bermuda's
calling this summer &

Bermuda is calling! Subscribe to our
eNewsletter for the hottest deals, travel tips &
inspiration to plan your dream vacation.
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Bring Bermuda to Your Subscribe
BERMUDA | LostYetFound Inbox

..5ee more

‘ Bermuda Feurism & &
“p 0:00/032 ——-—--—

Little steps lead to big

gotobermuda.com See details
Summer in Bermuda | Go Learn more

To Bermuda
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Ad Creative Analysis: Instagram CINSAVETIA,
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Objective: Site Traffic Objective: Site Traffic Objective: Leads - Enewsletter i:? ﬁi‘:ivé:?ﬁi:}v g
Promoted Organic: Summer Promoted Organic: Nature Signups

LPVs: 102,982 LPVs: 18,824 Sign -ups: 77 v&:?ﬁf:ivé:?ﬁ
C/LPV: $0.15 C/LPV: $0.30 C/Sign -up: $1.00
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bermuda
Ad

bermuda
Ad

‘ pérmuda,. (Follow) Subscribe > Y:lﬂéj?ﬁt:}vi‘:‘?ﬁ
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bermuda Bermuda is calling! Subscribe to our
eNewsletter for the hottest deals, travel tips ... more
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Ad Creative Analysis: Pinterest

Objective: Site Traffic
Promoted Organic - Wellness
Outbound Clicks: 14,838

CPOC: $0.61

Learn more

Bermuda

Find Wellness in Bermuda

Sponsored

BERMUDA

Lost Yet Found

Objective: Site Traffic
Promoted Organic - Culture
Outbound Clicks: 3,949
CPOC: $0.60

Learn more e

Bermuda
The Bermuda Gombey: A...
Sponsored

Objective: Site Traffic

Where is Bermuda VFamily Carousel
Outbound Clicks: 9,883

CPOC: $0.64

Learn more 4

Bermuda

Memories that become lore
await

Sponsored
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Ad Creative

Objective: Site Traffic

Max Top Combination: One of One
CTR: 1.3%

CPC: $0.82

u/BermudaTourism - Promoted

A short flight to a place that feels authentic,
not overdone, and refreshingly easy to settle
into.

POV: You look at my location
N and I'm in the middle of
the ocean

.

Q Bermuda

gotobermuda.com Learn More

Lost Yet Found

BERMUDA

Objective: Site Traffic

Max Top Combination: Where is
Bermuda

CTR: 1.1%

CPC: $0.72

u/BermudaTourism - Promoted

When warm breezes carries a hint of tropical
spice, dinner turns into intimate connection.
It's the kind of romance you can't fake, only
surrender to in Bermuda.

POV: You look at my location N
and I'm in the middle of

:

@ Bermuda

gotobermuda.com Learn More

Analysis: Reddit

Objective: Site Traffic

Max Top Combination: Where is Bermuda
CTR: 1%

CPC: $0.74

u/BermudaTourism - Promoted

In Bermuda, the only thing on your schedule
is whatever feels good in the moment; sun,
water, quiet, intimate connections. Your to-
do list is officially done.

gotobermuda.com Buy Tickets
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Ad Creative

Objective: Site Traffic
Promoted Organic: Nature
LPVs: 22,813

C/LPV: $0.38

(0] o) llld yt;l ads to
em&hgpmi-#GTB uda
#Bermuda #Ber wdalrails

BERMUDA | LostYetFound

Analysis: TikTok

Objective: Site Traffic
Promoted Organic: Summer
LPVs: 8,010

C/LPV: $0.50

Following For You

Bermuda St % .

Sendthis to someone as a sugn that-
Bermuda's calling this summer = With
just an easy, short flight from‘the East
Coast of the US"and Canada, you..* More

Sponsored

Objective: Site Traffic
Promoted Organic: Experiences
LPVs: 7,993

C/LPV: $0.51

4 Places in Bermuda

THAT WILL LIVE IN YOUR

Bermuda HEAD RENT FREE

Save this post to add these experiences
to your hit list in Bermuda =~ ="
#GoToBermuda #Bermuda
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Display Banner

ONE

BERMUDA

@)\ e
ONE

BERMUDA

Link to assets:
Creatives
HTML5 Banners



https://drive.google.com/drive/folders/1TywthUg5MHFSqhBwSinrNCSSwpf4rnmU?usp=sharing
https://bannernow.com/showcase/kMEPr4zn#/

DOOH Static

Just Far Enough

2.5 hours to somewhere composed,
open, and easy to settle into.

W

kot § ONEoONE

a
p
F b BERMUDA

l

‘ GoToBermuda com

Well Chosen

Not crowded, not obvious. E s G i
Just the right kind of chill. - 3 2

ONE o ONE

BERMUDA

Y

>
Z

e
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T '
I -

3
) e,
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J

Link to assets
Creatives

Well Chosen

Not crowded, not obvious.
Just the right kind of chill.

ONE > ONE

BERMUDA
BERMUDA Lost Yet Found T
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Just Far Enough

2.5 hours to somewhere composed,
open, and easy to settle into.

ONE & ONE

BERMUDA

GoToBermuda.com

{TIASAVET A,

AEAVIIATAVY

AV I ATAVL AT

{IAEAVETIASAY
A A

S

: GoToBermuda com


https://drive.google.com/drive/folders/1qtpoAtdOZbFoU1IHSe_W2kSiLyzK-NNJ?usp=sharing

Meta 6 Static Creative

Link to assets:

Creatives

BERMUDA | Los

t Yet Found

Bermuda Tourism @

- X

You're accustomed 1o beaches, but what about
beaches with pink sand and refined calm?

i

gotobermuda.com
A Different Coastline
Planning a trip or vacatio...

{-;’:7 Like

mmmmm

Learn more

Bermuda Tourism @

.

Pink sand, clear water, no scene. Just a carefree
stretch of beach that actually delivers.

gotobermuda.com
A Different Coastline
Planning a trip or vacatio..

ommen

Learn more
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https://drive.google.com/drive/folders/1fx83O2wXr-NHyAMpYsMw-A1LPK5m8ptC?usp=sharing
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Meta6 Carousel Creative gﬂgﬁgﬂgﬁ
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Bermuda Tourism © sos N H""‘HZ:? ﬁi‘:iv&m?ﬁ
ST R ) AV TATAY

A Different Coa Learn more

A Different Coa Learn more A Different Coa Learn more A Different Coa Learn more

A Different Coa Learn more |

AVITIACAV]
Link to assets: Y:}'Ué:?ﬁi‘:}sv{:?ﬁ

Creatives {{:? ﬁ’{’zﬁv {‘::? ,.J‘JHH,T‘...}SV
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https://drive.google.com/drive/folders/1fx83O2wXr-NHyAMpYsMw-A1LPK5m8ptC?usp=sharing
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https://drive.google.com/drive/folders/1Am8cn8t6O57ECN1KzSwC0xn1sXCdp7Rf?usp=sharing
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https://drive.google.com/drive/folders/1b-Mh-8XdBUU2379FUNYViX-W7sYa-ZeI?usp=sharing
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Socilal Video

ONESFONE

BERMUDA

(F

A short flight to somewhere
calm, carefree, far from
the noise and hustle of the GTA.
Link to assets:

Creatives



https://drive.google.com/drive/folders/1FFYlVQ7qBdj6aYgbGwBTLjfMWjQqiPS7?usp=sharing
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Key Metrics and Analytics

April 2026 VJune 2026

A Number of articles: 19
A Total reach: 104,052,257
A Total Earned media value achiev  ed: $1,507,661

YTD

A Number of articles: 55

A Total reach: 219,346,115

A Total Earned Media Value: $4,784,939.46

Key coverage themes included:

A King Charles' visit to Bermuda

A Bermuda Tourism Authority's new CEO, Jan Hutton
A Best Beaches in Bermuda

A Diving in Bermuda

A Organised and held media meetings with 21 UK journalists and content creators to ensure Bermuda
remains front of mind

BERMUDA | LostYet Found
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Media Coverage Highlights
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Bermuda Tourism Authority Announces New Chief
Executive Officer: Jan Hutton

® 4 hours ago

What awaits the King in Bermuda, an idyllic
bastion of Britishness

From red telephone boxes to cricket and a 200-year-old naval dockyard, the archipelago delivers plenty
of vintage charm

Nigel Tisdall
\ Destination Expert
Show biography v

Published 30 April 2026 6:00am
BST

The Bermuda Tourism Authority (BTA)
has selected Jan Hutton as its next Chief

Executive Officer.

Ms. Hutton is a respected global tourism

NN
<>

L K

leader and most recently the Chief
Executive Officer of Australian Tourism
Data Warehouse (ATDW). She is a
D &5 € trusted advisor to governments,

£ Gift this article free businesses, and international

G Add us as preferred source { + § PR . o Je, o8 SRR Ol‘gﬂn].\‘ﬂtlons dl‘l\*]l]g destination
K2 SR EN, ) y :

competitiveness.

visitors from the United States.

You can tuck into bangers ‘n’
rmu a mash, shepherd’s pie and “British
° Pub Curry” at the Frog & Onion,

while local football teams have

’ o) | EmSmohmovesmota In appointing Ms. Hutton, the BTA Board recognised a people-centric
Here'sthelong and shortofit == it - - jonof destinati
Regi i Dorset, and His Majestys | transformation leader working at the intersection of destination strategy, Al

Bermuda’s dollar banknotes.

From red telephone boxes to cricket, to-a 200-year-old naval dockyard, the archipelago - = innovation, and sustainable growth. Her career spans more than two decades
delivers lashings of vintage charm. Nigel Tisdall identifies its 10 most endearing features Thelate Queen loved it
Elizabeth I1 visited Bermuda six

times during her 70-year reign, the
last being in 2009 to celebrate the |
400th anniversary of the islands’ ‘

N ———

King Clrieshasjustreturned. | Bermda Regimentand a kgun across the Middle East, Africa and Asia Pacific, her roles have included Managing
from a three-day visit to Bermuda, | salute, and his activities focused )

following on from his royal tourto | on cultural, sports and

: g o g B e T N setlement. She publicly praeed | Director within Ogilvy Group, Director at Nielsen Company, Chief Marketing
: 7~ : X S anniversary of American had set foot in Bermuda - in 1970, | its people, and a park in the capital, ’ ’
iy £3 % 28 % N independence. the 2I-year-old Prince of Wales Hamilton, bears her name. |

Lying over 600 miles east of paid an official visit that saw its |

Officer roles at Deloitte Consulting, South African Tourism, Destination Gold

, remain widespread across Bermuda

North Carolina, the oldestof our 14 | lanes lined with well-wishers.

Bnus?[;‘);;m':;Tu;r';lluriP;isalso | l(erelalrrlﬂhw;?nis?h);;nyl = It’s le&isluﬂ“\' - ‘

Soralie AT e traveller who heads for is lttle P 2 - . it A AT YATS P AT sty - c110h ae Q- CN T
prpios i cnalhan | pce s s than it was ‘ Coast, and Destination NSW. With global corporations such as Salesforce,

ks mense pride i s ks - e the 1708, when he shoms 3 ' is wi

it the U, hichrechiuckto | I’ familiar territory ihe members ooy Rarat | Barclays, BHP Group having also shaped her career, she is widely regarded as a
&hlp:oundfor\'kgli{niflfuund [ Witha Union Jack on the flag,red | iﬁ?&ﬂl&'&iﬁﬁ:ﬁi’ﬁm ’ . = A . * . . A .

o R i (e since the 2004 Frommerytravel | trusted voice for destinations navigating economic uncertainty and evolving

His Majesty was welcomed with | the feel of a children's storybook
full ceremony, including a guard of | about bygone Britain - which goes
honour mounted by the Royal down very well with its many

bikinis could not be worn more |
than 25ft from the shore. Today the |

sartorial advice from the Bermuda consumer behaviour.

Publication: The Telegraph Publication: The Sunday Telegraph Publication: BBC StoryWorks
MUU: 17,430,000 MUU: 248,288 MUU: 49,990,000
EMV: $221,817.00 EMV: $221,817.00 EMV: $292,478.19

A
L%
"
L%
A
L%
£
L
£
p¥
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Key Metrics and Analytics

April 2026 VJune 2026

A Number of articles: 129
A Total reach: 915,329,059
A Total Earned media value achiev  ed: $3,703,799.76

YTD

A Number of articles: 221

A Total reach: 1,501,550,488

A Total Earned Media Value: $6,313,869.43

Key coverage themes included:

A King Charles' visit to Bermuda

A Bermuda Tourism Authority's new CEO, Jan Hutton
A Arts in Bermuda

A Sailing in Bermuda
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Media Coverage Highlights

Y THEBEAUTY |

" ONHIS AMAZING RISE
TO TELEVISION STARDOM

Publication:  Upscale Magazine
Circulation: 187,476 copies
EMV: $60,000
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