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Differentiating Bermuda

Awareness & Relevance 



3

Overview 

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

I n t e g r a t e d  m a r k e t i n g ,  P R ,  s o c i a l  m e d i a ,  d i g i t a l  
e n g a g e m e n t  a n d  c o n t e n t  p r o d u c t i o n  a c r o s s  k e y  
s o u r c e  m a r k e t s .
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Marketing 
Executive Summary

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

From 1 April Ṿ30 June, paid media activity centered on three core 
campaign areas, each with distinct objectives:

Ṝ !ȺʭǍʳɾ-On US
Ṝ !ȺʭǍʳɾ-On Canada
Ṝ ÃɅǸ-Off Partnerships

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.
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Object ives & KPIs

CAMPAIGN OBJECTIVE PRIMARY KPIs

Always -On US

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

Drive qualified traffic to GoToBermuda.com and 
encourage meaningful on -site actions that support 

travel planning and bookings.

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
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Individual Campaign 
Performance Metr ics
Å Always -On US : Maintained visibility across five priority US markets through Display, Native, Online 

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 
benchmark each month. Performance strengthened as CPA -focused optimisation and geo -
targeted creative were introduced, with additional TravelZoo activity added in Boston to support a 
priority market showing softer arrivals and reduced air capacity.

Å Always -On Canada : Q2 activity centred ɐɅ ÿɐɶɐɅʌɐ ǍɅǱ oǍȺȡȒǍʲṞ ʌʭɐ ɐȒ =ǸɶɃʔǱǍẏɾ ɾʌɶɐɅȓǸɾʌ 
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.

Å One -Off Partnerships : In extended previous custom activations through targeted follow -up media 
designed to re -engage qualified audiences. 

Takeaway: è᷾ậɾ ɃɐɶǸ ǪɐɅǪǸɅʌɶǍʌǸǱ ɃǍɶȶǸʌ ɾʌɶǍʌǸȓʳṹ ɾțȡȒʌ ʌɐʭǍɶǱɾ >æ!-based optimisation and 
rollout of geo -ʌǍɶȓǸʌǸǱ ǪɶǸǍʌȡʬǸ țǸȺɳǸǱ ȡɃɳɶɐʬǸ ǪɐɅʬǸɶɾȡɐɅ ǸȒȒȡǪȡǸɅǪʳ ǍǪɶɐɾɾ =ǸɶɃʔǱǍậɾ ɳɶȡɐɶȡʌʳ Ćñ 
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 
the value of the earlier Whole Foods activation by re -engaging a qualified audience.

Amazon Retargeting Banners : Re-engaged consumers who had previously been exposed to 
=ǸɶɃʔǱǍẏɾ ğțɐȺǸ fɐɐǱɾ ǩǍȓ ǍǪʌȡʬǍʌȡɐɅṣ !Ǫɶɐɾɾ èᶰṞ ʌțǸ ɳȺǍǪǸɃǸɅʌ ǱǸȺȡʬǸɶǸǱ ᶯᶮṣᶶ¶ ȡɃɳɶǸɾɾȡɐɅɾṞ 
3,144 clicks and 8,623 conversions. Because it targeted a finite, pre -qualified audience, 
performance should be evaluated separately from broader prospecting media
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Ad Creative Analysis: Facebook
Objective: Site Traffic
Promoted Organic: Summer
LPVs: 87,395
C/LPV: $0.17

Objective: Site Traffic
Promoted Organic: Nature
LPVs: 60,605
C/LPV: $0.31

Objective: Leads - Enewsletter
Signups
Sign -ups: 1,102
C/Sign -up: $1.10
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Ad Creative Analysis: Instagram
Objective: Site Traffic
Promoted Organic: Summer
LPVs: 102,982
C/LPV: $0.15

Objective: Site Traffic
Promoted Organic: Nature
LPVs: 18,824
C/LPV: $0.30

Objective: Leads - Enewsletter
Signups
Sign -ups: 77
C/Sign -up: $1.00
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Ad Creative Analysis: Pinterest
Objective: Site Traffic
Promoted Organic - Wellness
Outbound Clicks: 14,838
CPOC: $0.61

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

Objective: Site Traffic
Where is Bermuda ṾFamily Carousel
Outbound Clicks: 9,883
CPOC: $0.64
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Ad Creative Analysis: Reddi t
Objective: Site Traffic
Max Top Combination: One of One
CTR: 1.3%
CPC: $0.82

Objective: Site Traffic
Max Top Combination: Where is 
Bermuda

CTR: 1.1%
CPC: $0.72

Objective: Site Traffic
Max Top Combination: Where is Bermuda

CTR: 1%
CPC: $0.74
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Ad Creative Analysis: TikTok
Objective: Site Traffic
Promoted Organic: Nature
LPVs: 22,813
C/LPV: $0.38

Objective: Site Traffic
Promoted Organic: Summer
LPVs: 8,010
C/LPV: $0.50

Objective: Site Traffic
Promoted Organic: Experiences
LPVs: 7,993
C/LPV: $0.51
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Creative
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Display Banner

Link to assets:
Creatives
HTML5 Banners

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

Link to assets :
Creatives

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

Link to assets: 
Creatives

https://drive.google.com/drive/folders/1fx83O2wXr-NHyAMpYsMw-A1LPK5m8ptC?usp=sharing
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MetaϐCarousel Creative

Link to assets: 
Creatives

https://drive.google.com/drive/folders/1fx83O2wXr-NHyAMpYsMw-A1LPK5m8ptC?usp=sharing
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Native

Link to assets: 
Creatives

https://drive.google.com/drive/folders/1Am8cn8t6O57ECN1KzSwC0xn1sXCdp7Rf?usp=sharing
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Reddit

Link to assets: 
Creatives

https://drive.google.com/drive/folders/1b-Mh-8XdBUU2379FUNYViX-W7sYa-ZeI?usp=sharing
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Social  Video

Link to assets: 
Creatives

https://drive.google.com/drive/folders/1FFYlVQ7qBdj6aYgbGwBTLjfMWjQqiPS7?usp=sharing
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PR ϐUK 
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April 2026 ṾJune 2026

ÅNumber of articles: 19
ÅTotal reach: 104,052,257
ÅTotal Earned media value achiev ed: $1,507,661

YTD
ÅNumber of articles: 55
ÅTotal reach: 219,346,115
ÅTotal Earned Media Value: $4,784,939.46

Key coverage themes included: 
ÅKing Charles' visit to Bermuda
ÅBermuda Tourism Authority's new CEO, Jan Hutton
ÅBest Beaches in Bermuda
ÅDiving in Bermuda

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

Key Metrics and Analytics 
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Media Coverage Highlights  

Publication: The Telegraph
MUU: 17,430,000
EMV: $221,817.00

Publication: The Sunday Telegraph
MUU: 248,288
EMV: $221,817.00

Publication: BBC StoryWorks
MUU: 49,990,000
EMV: $292,478.19

17,4
30,0

00
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PR ϐUS 
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April 2026 ṾJune 2026

ÅNumber of articles: 129
ÅTotal reach: 915,329,059
ÅTotal Earned media value achiev ed: $3,703,799.76

YTD
ÅNumber of articles: 221
ÅTotal reach: 1,501,550,488
ÅTotal Earned Media Value: $6,313,869.43

Key coverage themes included: 
ÅKing Charles' visit to Bermuda
ÅBermuda Tourism Authority's new CEO, Jan Hutton
ÅArts in Bermuda
ÅSailing in Bermuda

Key Metrics and Analytics 
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Media Coverage Highlights  

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

17,4
30,0

00


