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During	  Q3	  of	  2015,	  the	  Research	  &	  Business	  
Intelligence	  Division	  accomplished	  the	  following:	  

1.   Completed	  a	  compe44ve	  analysis	  which	  looks	  closely	  at	  the	  variety	  of	  accommoda4ons	  in	  
Bermuda	  vs.	  other	  des4na4ons.	  

2.   Completed	  a	  full	  analysis	  of	  Return	  on	  Investment	  in	  Bermuda’s	  tourism	  industry	  over	  the	  
past	  30	  years	  in	  Bermuda.	  
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3.	  	  	  	  	  Analyzed	  results	  of	  a	  rental	  car	  survey	  completed	  by	  visitors	  to	  Bermuda.	  	  
4.	  	  	  	  	  Launched	  conversion	  research	  study	  to	  determine	  consumer	  barriers	  to	  booking	  a	  trip	  to	  	  	  	  	  	  	  	  	  	  	  
	  	  	  	  	  	  	  	  Bermuda	  aIer	  considera4on.	  
5.	  	  	  	  	  Con4nued	  analysis	  on	  historical	  and	  current	  air	  service	  to	  Bermuda	  in	  comparison	  to	  hotel	  	  
	  	  	  	  	  	  	  	  	  inventory	  and	  occupancy.	  AKended	  World	  Routes	  Conference	  to	  explore	  opportuni4es	  	  
	  	  	  	  	  	  	  	  	  with	  new	  airline	  partners,	  alongside	  Airport	  and	  Ministry	  officials.	  	  
6.	  	  	  	  Updated	  database	  of	  vaca4on	  rental	  proper4es	  in	  Bermuda.	  
7.	  	  	  	  Assisted	  in	  implementa4on	  of	  CRM	  system	  across	  all	  divisions	  of	  the	  BTA	  and	  integra4on	  	  	  	  	  
	  	  	  	  	  	  	  with	  current	  systems.	  	  
8.	  	  	  	  Began	  development	  of	  online	  dashboard	  for	  all	  key	  metrics.	  
9.   Con4nued	  to	  report	  monthly	  and	  quarterly	  on	  tourism	  KPIs	  (air/cruise/yacht	  arrivals,	  visitor	  	  	  	  	  	  	  	  	  	  	  	  	  

expenditure,	  visitor	  sa4sfac4on,	  hotel	  performance,	  future	  projec4ons)	  
10.	  	  Executed	  on-‐site	  customer	  sa4sfac4on	  surveys	  at	  BTA-‐sponsored	  events	  
11.   Con4nued	  to	  monitor	  online	  demand	  and	  conversion	  by	  geographic	  region	  and	  persona	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  

targets	  
12.	  	  Con4nued	  to	  measure	  Return	  on	  Investment	  of	  marke4ng	  ini4a4ves	  by	  geographic	  region	  
13.	  	  Con4nued	  local	  opinion	  poll	  to	  measure	  percep4on	  of	  Tourism	  and	  the	  BTA	  amongst	  	  
	  	  	  	  	  	  	  	  residents	  	  
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1.   Approved	  Experiences	  completed/launched	  to	  date	  –	  Q3	  
•   Bermuda	  Triple	  Crown	  game	  fishing	  tournaments	  –	  3-‐24	  July	  	  
	  
	  
	  

•   LIV	  Bermuda	  -‐	  3-‐6	  July	  
•   City	  Fashion	  Fes4val	  	  -‐	  	  6-‐12	  July	  
•   Cup	  Match	  Summer	  Splash	  	  -‐	  	  25-‐29	  July	  
	  

	  

During	  Q3	  of	  2015,	  the	  Product	  &	  Experiences	  Division	  
accomplished	  the	  following:	  

6	  
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The	  quarter	  marked	  a	  total	  of	  24	  completed	  experiences	  to	  date.	  Ongoing	  monitoring	  indicates	  that	  the	  
product	  development	  strategy	  has	  contributed	  to	  increased	  visitor	  spending	  for	  2015.	  Reports	  in	  the	  quarter	  
showed	  that	  air	  visitor	  vaca4oners	  average	  spend	  per	  person	  increased	  7%	  through	  June	  30,	  2015.	  When	  
extrapolated	  the	  economic	  impact	  of	  this	  increase	  is	  $74.4	  million	  for	  Bermuda’s	  tourism	  economy,	  up	  5%	  
versus	  the	  same	  period	  a	  year	  earlier.	  	  
	  
We	  also	  conducted	  Bermuda’s	  Best	  Fish	  Sandwich	  Compe44on	  in	  	  
August,	  in	  conjunc4on	  with	  Opera4ons/Communica4ons	  team.	  	  
This	  was	  used	  as	  the	  latest	  vehicle	  to	  highlight	  local	  food	  culture,	  	  
and	  iden4fy	  locally-‐rated	  recommenda4ons	  and	  op4ons	  within	  	  
the	  genre	  for	  visitors.	  Over	  40	  restaurants	  and	  outlets	  par4cipated.	  	  
Follow	  up	  reports	  indicate	  business	  increased	  by	  as	  much	  as	  30%	  	  
in	  the	  two	  week	  compe44on	  period	  for	  par4cipants.	  	  
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Work	  to	  develop	  the	  “Uncover	  
the	  Arts”	  programme	  for	  
Bermuda’s	  Arts	  &	  Culture	  
season	  experiences	  
(November	  -‐	  April)	  was	  
completed	  during	  the	  quarter.	  
Conducted	  in	  partnership	  with	  
the	  Department	  of	  Community	  
and	  Cultural	  Affairs,	  18	  new	  
cultural	  and	  culinary-‐focused	  
experiences	  were	  developed	  
to	  add	  to	  the	  popular	  exis4ng	  
programme	  of	  ac4vi4es,	  for	  
launch	  as	  of	  1	  November.	  
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2.   Cruise	  strategy	  	  
	  
SeaTrade	  Europe	  conference	  –	  we	  conducted	  mee4ngs	  and	  con4nued	  outreach	  with	  target	  cruise	  lines	  and	  
home	  port	  management	  contacts	  at	  this	  major	  cruise	  industry	  conference	  in	  September.	  Discussion	  
highlights	  included	  sessions	  with	  Viking	  Cruises	  about	  new	  Atlan4c	  i4neraries	  and	  Carnival	  Corpora1on,	  
about	  opportuni4es	  with	  their	  range	  of	  brands,	  e.g.	  Princess,	  Seabourn,	  P&O,	  Cunard.	  Discussions	  also	  took	  
place	  with	  Disney	  Cruise	  Line.	  	  	  
	  
General	  Infrastructure	  developments	  –	  we	  have	  con4nued	  to	  provide	  input	  to	  the	  government	  and	  industry	  
on	  infrastructure	  maKers.	  This	  includes	  North	  Channel	  improvements,	  considera4on	  of	  port	  modifica4ons	  at	  
the	  East	  End,	  and	  general	  upgrades	  to	  exis4ng	  piers.	  	  
	  
Updates:	  latest	  outreach	  results	  -‐	  150	  calls	  are	  confirmed	  for	  2016	  (135	  in	  2015),	  	  from	  our	  targe4ng	  of	  
premium/luxury	  brands	  
	  

o   2016	  projected	  visitor	  spending	  up	  12%	  ($10	  million)	  
o   Total	  projected	  economic	  impact:	  $91	  million	  
o   Holland	  America	  –	  back	  with	  more	  calls	  in	  2015	  (6)	  &	  2016	  (4)	  
o   10	  calls	  for	  Carnival	  brand	  in	  2016	  
o   America’s	  Cup	  –	  five	  lines	  planning	  charters/AC	  i4neraries	  	  
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4.   Sport	  Highlights	  
	  
RC44	  Championship	  Rega[a	  -‐	  confirmed	  to	  take	  place	  in	  Bermuda	  from	  2nd	  -‐	  6th	  March	  2016,	  and	  
represen4ng	  over	  1,000	  room	  nights	  in	  an	  historically	  soI	  tourism	  period.	  Our	  opera4onal	  team	  
includes	  representa4ves	  from	  the	  BTA,	  the	  Royal	  Bermuda	  Yacht	  Club,	  Bermuda	  Business	  Development	  
Agency	  and	  Hamilton	  Princess.	  The	  RC44	  Championship	  Tour	  is	  an	  interna4onal	  sailing	  circuit	  of	  events	  
held	  in	  various	  loca4ons	  worldwide.	  There	  are	  14	  teams	  from	  10	  countries	  that	  compete	  in	  the	  league.	  
For	  this	  fleet	  racing	  series	  teams	  sail	  high	  performance	  RC44	  boats	  designed	  by	  globally-‐recognized	  
America’s	  Cup	  winner	  Russell	  CouKs.	  	  
	  
Each	  team	  comprises	  an	  owner,	  three	  amateurs	  and	  four	  professional	  sailors.	  The	  professionals	  are	  all	  
either	  America’s	  Cup	  or	  Olympic	  sailors.	  The	  owners	  of	  the	  RC44	  vessels	  are	  high-‐level	  business	  
execu4ves	  and	  entrepreneurs	  of	  billionaire	  status,	  primarily	  from	  Europe	  and	  the	  US.	  
	  
Sports	  Tourism	  -‐	  we	  established	  BTA’s	  new	  agreement	  with	  the	  Na4onal	  Sports	  Centre	  (NSC),	  designed	  
to	  incen4vize	  teams	  to	  organize	  training	  and	  playing	  tournaments	  in	  Bermuda.	  The	  incen4ve	  is	  that	  the	  
BTA	  will	  pay	  for	  usage	  4me	  at	  the	  NSC	  pool,	  field,	  etc.	  So	  far,	  ten	  teams	  have	  chosen	  Bermuda	  under	  
the	  new	  agreement,	  an	  es4mated	  435	  visitors	  from	  the	  United	  States,	  Canada	  and	  Denmark.	  	  
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Women	  Golfer	  Strategy	  
	  
•   Women	  in	  Golf	  Trophy	  -‐	  by	  end	  quarter-‐end,	  approximately	  50	  players	  were	  expected	  to	  travel	  to	  

Bermuda	  for	  this	  event	  in	  November.	  The	  tournament	  con4nues	  to	  generate	  results	  for	  Bermuda	  as	  
part	  of	  our	  strategy	  targe4ng	  women	  golfers.	  As	  reported,	  the	  event	  is	  an4cipated	  to	  provide	  
economic	  impact	  of	  $165,000	  in	  on-‐island	  spending.	  	  

•   Execu4ve	  Women’s	  Golf	  Associa4on	  -‐	  we	  confirmed	  a	  new	  experience	  for	  women	  golfers	  in	  
partnership	  with	  the	  EWGA.	  The	  organiza4on	  will	  conduct	  a	  golf	  school	  and	  related	  course	  play	  
experience	  for	  its	  members	  in	  March	  2016.	  The	  EWGA	  has	  14,000	  members	  across	  the	  US;	  chapters	  on	  
the	  East	  Coast	  par4cularly	  will	  be	  targeted	  for	  this	  experience.	  	  

•   Nike	  Golf	  PGA	  Team	  Championship	  of	  Canada:	  The	  inaugural	  Nike	  Golf	  PGA	  Team	  Championship	  of	  
Canada	  will	  be	  played	  in	  Bermuda	  at	  the	  Mid	  Ocean	  Club.	  This	  newly-‐created	  and	  unique	  
championship	  will	  feature	  two	  PGA	  of	  Canada	  professionals	  pairing	  up	  with	  the	  partner	  of	  his/her	  
choice,	  from	  26-‐29	  October	  2015.	  The	  Bermuda	  Tourism	  Authority	  and	  the	  Fairmont	  Southampton	  
Hotel	  are	  partners	  of	  the	  inaugural	  championship.	  

Legacy	  ac\vi\es	  –	  post-‐America’s	  Cup	  (AC)	  -‐	  ini4ated	  strategy	  to	  leverage	  AC	  presence	  by	  developing	  
sailing	  calendar	  of	  new	  and	  exis4ng	  visitor-‐focused	  events	  and	  experiences.	  Strategy	  includes	  establishing	  
experiences	  in	  four	  categories:	  events/regaAas,	  learn-‐to-‐sail,	  sports	  spring	  break	  (sailing)	  and	  
reposi1oning	  (winter)	  sailing	  opportuni1es.	  Therefore	  the	  calendar	  specifically	  presents	  either	  large-‐scale	  
spectator	  events,	  or	  individual/group	  par4cipa4ve	  opportuni4es.	  	  	  
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4. 	  Experience	  Investment	  Programme	  	  
	  

Round	  3	  of	  applica4ons	  opened	  on	  3	  September,	  with	  a	  deadline	  for	  submissions	  of	  2	  October.	  This	  round	  
covers	  experiences	  and	  events	  primarily	  designed	  to	  take	  place	  from	  January	  –	  December	  2016.	  Outreach	  
and	  educa4on	  ac4vi4es	  during	  the	  quarter	  to	  disseminate	  informa4on	  to	  the	  community	  included	  a	  series	  
of	  lunch	  and	  learn	  informa4on	  sessions	  as	  well	  as	  a	  pre-‐applica4on	  workshop.	  Applica4on	  evalua4on	  and	  
review	  is	  in	  progress;	  we	  will	  determine	  approved	  experiences	  by	  the	  end	  of	  October.	  
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Sales	  &	  Marke\ng	  Division	  
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Travel,	  Roomnights,	  Group	  &	  PR	  Dashboard	  

KEY	  METRICS	   YTD	  2015	  
ACTUAL	   2015	  GOAL	   %	  OF	  GOAL	  

YTD	  
Total	  Visitor	  Spending	  Influenced	  by	  
BTA	   	  $29,934,249	  	  $54,497,501	  	   55%	  
Total	  Room	  Nights	  Influenced	  by	  BTA	   56,530	   88,533	   64%	  
	  	  	  	  Total	  Leisure	  Room	  Nights	   45,024	   61,973	   73%	  
	  	  	  	  Total	  Group	  Room	  Nights	   14,012	   26,560	   53%	  
Group	  Sales	  Leads	   217	   575	   38%	  
Group	  Sales	  Calls	   276	   360	   77%	  
Number	  of	  Journalists	  Assisted	   556	   95	   585%	  
*Earned	  Media	  Generated	   $16,927,101	   $8,500,000	   199%	  
*Coverage	  in	  Top	  100	  Outlets	   128	   55	   233%	  
*Average	  Quality	  Coverage	  Score	   70%	   61%	   114%	  

Redeployed	  sales	  team	  to	  focus	  	  
on	  group	  sales	  in	  January	  2015	  

14	  
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Digital	  Dashboard	  
KEY	  METRICS	   YTD	  2015	  

ACTUAL	   2015	  GOAL	   %	  OF	  GOAL	  
YTD	  

Total	  Website	  Visits	   1,547,882	   1,855,846	   83%	  
Desktop	  Traffic	   762,318	   	  	   	  	  
Mobile	  Traffic	   475299	   	  	   	  	  
Tablet	  Traffic	   310,264	   	  	   	  	  
Website	  Page	  Views	   3,039,076	   4,363,167	   70%	  
Time	  on	  Site	   1:58	   	  	   	  	  
Blog	  Page	  Views	   167541	   	  	   	  	  
NewsleKer	  Subscribers	   259451	   	  	   	  	  
NewsleKer	  Open	  Rate	   15.3%	   	  	   	  	  
Consumer	  Inquiries	   1173	   	  	   	  	  
	  	  	  	  	  Internet/Email	   624	   	  	   	  	  

	  	  	  	  	  Phone	   549	   	  	   	  	  
Brochures	  Distributed	   14961	   	  	   	  	  
	  	  	  	  	  Individual	   5072	   	  	   	  	  
	  	  	  	  	  Bulk	   9889	   	  	   	  	  

Benchmark	  
Year	  

15	  
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Social	  Dashboard	  
KEY	  METRICS	   YTD	  2015	  

ACTUAL	   2015	  GOAL	   %	  OF	  GOAL	  
YTD	  

Facebook	  Followers	  	   213,310	   194,257	   138%	  
Facebook	  Total	  Reach	   7,682,340	   7,440,368	   103%	  
Facebook	  Engagement	   593,457	   710,745	   83%	  
TwiKer	  Followers	   17,183	   15,578	   179%	  
TwiKer	  Impressions	   1,897,600	   1,131,967	   168%	  
TwiKer	  Engagement	   46,339	   37,743	   123%	  
Instagram	  Followers	   10,804	   6,991	   223%	  
Instagram	  Engagement	   77,024	   48,874	   158%	  
YouTube	  Subscribers	   1,289	   1,200	   112%	  
YouTube	  Total	  Views	   1,519,099	   1,710,100	   89%	  
YouTube	  Minutes	  Watched	   1,723,182	   1,532,630	   112%	  
Pinterest	  Followers	   1,696	   1,720	   93%	  
Pinterest	  Repins	   7,385	   2,498	   296%	  

Facebook	  updated	  the	  way	  Business	  
Page	  likes	  are	  counted	  by	  removing	  
memorialized	  and	  voluntarily	  
deac4vated	  accounts.	  This	  change	  
affected	  volume	  of	  followers	  for	  all	  
business	  page	  accounts.	  

16	  
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554	  million	  	  
paid	  media	  impressions	  

$29.9	  million	  in	  future	  visitor	  
	  spending	  influenced	  by	  BTA	  S&M	  

1	  billion	  	  
PR	  impressions	  generated	  in	  the	  US	  

1.54	  million	  
visits	  to	  gotobermuda.com	  

7.6	  million	  
facebook	  reach	  

1.9	  million	  
twiKer	  impressions	  

77K	  
instagram	  

engagement	  	  

2015	  YTD	  Sales	  &	  Marke\ng	  Snapshot	  

1.52	  million	  
youtube	  views	  

1.58	  billion	  	  
impressions	  delivered	  	  
through	  all	  channels	  

Jan-‐Sept	  2015	  

12.9	  million	  	  
promo4onal	  impressions	  

17	  
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Events	  &	  Engagement	  
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Rachel	  Roy	  Press	  Trip	   7/2/15	   7/9/15	   Bermuda	   Press	  Trip	  
Ladies	  European	  Masters	  Golf	   7/2/15	   7/5/15	   Buckinghamshire	  UK	   Booth	  Produc4on	  
SpaNNING	  the	  Globe	  Tours	  Site	   7/4/15	   7/8/15	   Bermuda	   Group	  Sales	  FAM/Site	  Visits	  
Bermuda	  Fashion	  Fes4val	  Press	  Trip	   7/6/15	   7/12/15	   Bermuda	   Press	  Trip	  
Travel	  Impressions	  Training	   7/8/15	   7/8/15	   Bethlehem	  Call	  Center,	  PA	   Seminars/Training	  
Travelmole	  Sailing	  RegaKa	   7/9/15	   7/9/15	   Southampton	  UK	   Promo4ons	  
Chris4ne	  Amorose	  (Summer	  Fridays	  Influencer)	   7/10/15	   7/12/15	   Bermuda	   Press	  Trip-‐Summer	  Fridays	  
AAA	  Na4onal	  Training	   7/14/15	   7/14/15	   BTA	  Office	   Webinar	  
DMAI	  Annual	  Conven4on	   7/15/15	   7/17/15	   Aus4n,	  TX	   Seminars/Training	  
Alpha	  Phi	  Alpha	  Site	  Visit	   7/16/15	   7/19/15	   Bermuda	   Group	  Sales	  FAM/Site	  Visits	  
MLT	  Training	   7/21/15	   7/21/15	   Minot	  Call	  Center,	  ND	   Seminars/Training	  
Pres4ge	  Holidays	  Roadshow	   7/21/15	   7/23/15	   UK	   Travel	  Industry	  Sales	  Outreach	  -‐	  Tradeshow	  
AC	  World	  Series	  Racing	  Events	   7/23/15	   7/26/15	   Portsmouth	  UK	   Promo4ons	  
Andrew	  Burr	  /	  Jeff	  Achey,	  Climbing	  Magazine	   7/23/15	   7/27/15	   Bermuda	   Press	  Trip	  
Brian	  Hart	  Hoffman	  (Taste	  of	  the	  South,	  Southern	  Lady,	  Tea	  Time	  
and	  The	  CoKage	  Journal)	   7/23/15	   7/27/15	   Bermuda	   Press	  Trip	  

Bermuda	  Des4na4on	  Training	  (Open	  Session	  for	  Travel	  Agents)	   7/28/15	   7/28/15	   BTA	  Office	   Webinar	  
Aimee	  Song,	  Influencer	   7/29/15	   8/3/15	   Bermuda	   Press	  Trip	  
Solange	  Knowles	  &	  Melina	  Matsoukas	   7/30/15	   8/3/15	   Bermuda	   Press	  Trip	  
Mark	  Travel	  Corp	  Training	   7/30/15	   7/30/15	   Milwaukee	  Call	  Center,	  WI	   Seminars/Training	  
Travel	  Impressions	  Training	   8/4/15	   8/4/15	   Farmingdale	  Call	  Center,	  NY	   Seminars/Training	  
Automo4ve	  Trade	  Associa4on	  Mee4ng	   8/5/15	   8/7/15	   Nashville	  TN	   Directors	  Mee4ng	  
Brian	  Wolk	  and	  Claude	  Morais	   8/6/15	   8/6/15	   Bermuda	   Press	  Trip	  
ASAE	  Annual	  Mee4ng	  &	  Exposi4on	   8/8/15	   8/11/15	   Detroit	  MI	   ALHI	  Co-‐op	  
Virtuoso	  Week	   8/9/15	   8/14/15	   Las	  Vegas	   Travel	  Industry	  Sales	  Outreach	  -‐	  Tradeshow	  
Ed	  Salvato,	  ManAboutWorld	  Magazine	  (LGBT	  Outlet)	   8/10/15	   8/13/15	   Bermuda	   Press	  Trip	  
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Air	  Canada	  Vaca4ons	   8/13/15	   8/13/15	   Montreal	   Res/grp/crz	  agt	  training/tradeshow	  
Eva	  Chen,	  Influencer	  (Head	  of	  Fashion	  for	  Instagram)	   8/13/15	   8/17/15	   Bermuda	   Press	  Trip	  
New	  York	  Magazine	  -‐	  The	  Cut	  -‐	  Jack	  Riccobono	   8/16/15	   8/18/15	   Bermuda	   Press	  Trip	  
Incen4ve	  Works	   8/18/15	   8/19/15	   Canada	   ALHI	  Co-‐op	  
Indagare	   8/22/15	   8/26/15	   Bermuda	   Press	  Trip	  
Mee4ng	  Planner	  Site	  Visit	   8/23/15	   8/25/15	   Bermuda	   Associa4on	  
Family	  Traveller	  UK	  magazine,	  Jane	  Anderson	   8/24/15	   8/28/15	   Bermuda	   Press	  Trip	  
Connect	  Marketplace	   8/27/15	   8/29/15	   PiKsburgh,	  PA	   Group	  Tradeshow	  -‐	  Associa4on	  Market	  
AC	  World	  Series	  Racing	  Events	   8/28/15	   8/30/15	   Gothenburg,	  Sweden	   Promo4ons	  
Margaret	  Swaine	   9/7/15	   9/12/15	   Bermuda	   Press	  Trip	  
TTG	  Luxury	  Luxpo	   9/8/15	   9/8/15	   London	   Travel	  Industry	  Sales	  Outreach	  -‐	  Tradeshow	  
OHPsalms	  Site	  Visit	   9/10/15	   9/13/15	   Bermuda	   Travel	  Industry	  Sales	  Outreach	  -‐	  FAM/Site	  Visits	  
Apple	  Vaca4ons	  Des4na4on	  Wedding	  Fam	   9/13/15	   9/15/15	   Bermuda	   Travel	  Industry	  Sales	  Outreach	  -‐	  FAM/Site	  Visits	  
JetBlue	  Training	   9/14/15	   9/14/15	   Orlando	  Call	  Center,	  FL	   Seminars/Training	  

Travel	  Industry	  Exchange	   9/15/15	   9/17/15	  
Coronado	  Springs	  Hotel,	  
Orlando,	  FL	   Travel	  Industry	  Sales	  Outreach	  -‐	  Tradeshow	  

UK	  Travel	  Agent	  Megafam	   9/16/15	   9/20/15	   Bermuda	   Travel	  Industry	  Sales	  Outreach	  -‐	  FAM/Site	  Visits	  
Bri4sh	  Airways	  FAM	   9/16/15	   8/20/15	   Bermuda	   Press	  Trip	  
Mark	  Travel	  Corp	  Training	   9/18/15	   9/18/15	   Orlando	  Call	  Center,	  FL	   Seminars/Training	  

JetBlue	  Training	   9/22/15	   9/22/15	   Salt	  Lake	  City	  Call	  Center,	  UT	   Seminars/Training	  

MLT	  University	   9/25/15	   9/27/15	  
Minneapolis	  Conven4on	  
Center,	  MN	   Travel	  Industry	  Sales	  Outreach	  -‐	  Tradeshow	  

Undiscovered	  Press	  Trip	   9/25/15	   9/29/15	   Bermuda	   Press	  Trip	  
ALHI	  Industry	  Advisory	  Council	  (IAC)	  Mee4ng	   9/27/15	   9/30/15	   Miami,	  FL	   ALHI	  Co-‐op	  
Pres4ge	  Holidays	  Roadshow	   9/29/15	   10/1/15	   UK	   Travel	  Industry	  Sales	  Outreach	  -‐	  Tradeshow	  
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Trade	  Engagement	  Highlights	  

•   Personal	  training	  for	  more	  than	  1,100	  travel	  
and/or	  reserva4on	  agents	  

•   11	  training	  sessions	  engaged	  542	  agents	  in	  
learning	  more	  about	  the	  Bermuda	  experience	  

	  
•   3	  tradeshows	  with	  one-‐on-‐one	  appointments,	  

engaged	  572	  agents	  
–   Virtuoso	  Week	  (300+	  appointments)	  
–   Travel	  Industry	  Exchange	  	  
–   MLT	  University	  
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Group	  Client	  Engagement	  Highlights	  	  

•   Presented	  at	  the	  Automo4ve	  Trade	  Associa4on	  
Execu4ves	  Mee4ng:	  	  August	  5-‐7	  –	  Nashville	  TN	  

–   Generated	  lead	  for	  700	  room	  nights	  

•   Exhibited	  at	  Connect	  Marketplace:	  	  August	  17-‐29	  –	  
PiKsburg	  PA	  

–   26	  personal	  appointments	  at	  a	  show	  aKrac4ng	  over	  2,000	  associa4on	  
and	  sports	  mee4ng	  planners	  

•   Joint	  calls	  with	  hotel	  partners	  in	  DC	  &	  Atlanta	  
–   Generated	  2	  leads	  represen4ng	  more	  than	  600	  room	  nights	  	  

21	  
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Sales	  Pipeline	  Highlights	  
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•   Spanning	  the	  Globe	  Site	  Visit	  
-‐	  150	  room	  nights	  confirmed	  Fairmont	  Hamilton	  
January	  2016	  

•   Alpha	  Phi	  Alpha	  Site	  Visit	  
-‐   RFP	  tenta4ve	  May	  2018	  1,500	  room	  nights	  

•   Mee4ng	  Planner	  Site	  Visit	  	  
-‐   RFP	  tenta4ve	  April	  2016	  160	  room	  nights	  

•   Opsalm	  Events	  site	  visit	  
-‐	  RFP	  May	  2016	  300	  room	  nights	  
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Travelmole	  Rega[a	  
July	  9,	  UK	  

23	  

Sponsorship	  of	  this	  well-‐known	  annual	  
travel	  trade	  event.	  Leverage	  partnerships	  
with	  tour	  operators	  and	  hotel	  partners	  
whilst	  promo4ng	  sailing	  link	  around	  
America’s	  Cup	  
	  
•  Bermuda	  branded	  boats	  
•  Guests	  5	  operator	  partners	  &	  3	  hotel	  

partners	  
•  Unique	  event	  
•  Media	  partnership	  genera4ng	  B2B	  

coverage	  and	  social	  media	  
engagement	  over	  3	  months	  

•  Rela4onship	  building	  with	  leading	  
Bermuda	  tour	  operators	  
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ACWS	  Portsmouth	  	  
July	  23-‐26	  

Rela\onship	  building	  
•   Hospitality	  for	  40	  trade	  and	  media	  guests	  and	  partners	  
	  
Consumer	  Outreach	  
•   Interac4ve	  ac4va4on	  in	  the	  Fanzone	  included	  –	  

	  -‐ 	  TV	  screen	  featuring	  the	  Life	  is	  Bermudaful	  video,	  the	  America’s	  Cup	  video	  	  
	   	  and	  footage	  on	  whale	  watching	  and	  scuba	  diving	  
	  -‐ 	  A	  touch	  screen	  displaying	  the	  Bermuda	  website	  
	  -‐ 	  An	  Instagram	  style	  wall	  displaying	  iconic	  Bermuda	  imagery	  
	  -‐ 	  A	  green	  screen	  where	  consumers	  were	  invited	  to	  have	  their	  photos	  taken	  on	  the	  	  
	   	  Bermuda	  Vespa.	  	  Consumers	  received	  an	  emailed	  copy	  of	  their	  postcard,	  	  
	   	  a	  hard-‐copy	  print	  out	  and	  any	  team	  support	  messages	  were	  displayed	  on	  the	  	  
	   	  large	  screens	  around	  the	  site.	  
	  -‐ 	  An	  IPAD	  game	  invi4ng	  people	  to	  win	  a	  holiday	  to	  Bermuda	  with	  data	  capture.	  

•   Co-‐sponsorship	  of	  the	  Goslings	  Bar	  
•   Amplifica4on	  on	  social	  channels	  and	  through	  1851	  marke4ng	  campaign	  
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ACWS	  Portsmouth	  

25	  



GoToBermuda.com	  

ACWS	  Portsmouth	  	  
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Media	  Outreach	  
•   Sir	  Ben	  Ainslie	  interview	  with	  Tatler	  	  
•   Hosted	  media	  briefing	  with	  ACEA	  
•   Broadcast	  and	  print	  media	  interviews	  with	  senior	  BTA	  spokespeople	  
•   Media	  partnerships	  with	  The	  Times+	  online	  outreach	  to	  400k	  subscriber	  database	  
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ACWS	  Portsmouth	  -‐	  1851	  Trust	  Promo\on	  
	  
	  
•   Text	  to	  donate	  to	  the	  charity	  and	  be	  entered	  into	  a	  compe44on	  to	  win	  a	  holiday	  to	  

Bermuda	  
•   Outdoor	  adver4sing	  campaign,	  including	  	  2	  x	  billboard	  sites	  in	  Portsmouth,	  on	  the	  big	  

screens	  across	  the	  ACWS	  race	  village	  at	  ACWS	  Media	  coverage	  in	  local	  print	  press,	  radio,	  
online	  and	  lifestyle	  publica4ons	  	  

•   Home	  page	  takeover	  on	  the	  1851	  Trust	  website	  
•   Wear	  your	  Bermuda	  Shorts	  social	  media	  campaign	  
•   Compe44on	  winners	  media	  presenta4on	  
•   Data	  capture	  
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HauteLiving.com	  –	  September	  20,2015	  
#RaceToBermuda	  

VOGUE.It	  –	  September	  20,2015	  
#RaceToBermuda	  

#RaceToBermuda	  Event	  
September	  16	  
NYC	  
•  Concepted,	  organized	  and	  secured	  	  nearly	  200	  influencers	  and	  media	  to	  

aKend	  the	  event	  to	  kick	  off	  the	  #RacetoBermuda	  in	  NYC	  
•  Engaged	  Bermudian	  influencers	  based	  in	  NYC	  to	  contribute	  to	  the	  

event,	  including	  Damon	  DeGraff	  	  
•  Social	  media	  live	  pos4ng	  and	  engagement	  throughout	  event,	  

genera4ng:	  
!  400,000+	  impressions	  (approximately	  65%	  of	  all	  

#RaceToBermuda	  ac4vity	  at	  4me	  of	  report)	  reaching	  
approximately	  145,000	  unique	  users	  

!  51	  total	  tweets	  and	  31	  re-‐tweets	  by	  a	  majority	  of	  users	  with	  an	  
average	  of	  100	  or	  more	  followers	  

!  76	  unique	  total	  Instagram	  posts	  with	  a	  combined	  1,000+	  Likes,	  
which	  made	  up	  more	  than	  57%	  of	  the	  total	  #RaceToBermuda	  
posts	  on	  Instagram	  at	  4me	  of	  report	  
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UK	  Travel	  Agent	  Megafam	  
September	  
Bermuda	  

29	  

26	  retail	  travel	  agents	  aKended	  a	  4-‐night	  site	  visit	  
•  Mul4-‐channel	  media	  partnership	  spanning	  more	  

than	  6	  months	  promo4ng	  Bermuda	  and	  the	  site	  
visit	  via	  print	  compe44ons,	  website	  takeovers,	  
social	  media	  engagement	  

•  Agents	  selected	  via	  our	  tour	  operator	  partners	  
•  TTG	  journalist	  aKended	  to	  write	  addi4onal	  follow-‐

up	  des4na4on	  features	  	  
•  I4nerary	  included	  hotel	  site	  visits,	  island	  

experiences	  and	  building	  rela4onships	  with	  local	  
partners	  
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Virgin	  Holidays	  Co-‐op	  Marke\ng	  &	  Brochure	  Launch	  
September-‐	  December	  
	  
•   Email	  inclusions	  in	  USA	  brochure	  launch	  email	  and	  

monthly	  newsleKer	  –	  600,000	  consumers	  
•   Digital	  campaign	  on	  TripAdvisor	  2.1	  million	  impressions	  
•   Inters44al	  page	  promo4on	  on	  New	  York	  search	  page	  
•   Inclusion	  in	  weddings	  brochure	  
•   PR	  and	  social	  support	  
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MONTHLY	  PERFORMANCE	  REVIEW	  
AND	  INTERAGENCY	  REPORT	  

	  	  Paid	  Media	  &	  Partner	  Marke\ng	  
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Q3	  Overview	  &	  Highlights	  

•   Q3	  integrated	  media	  programs	  aKained	  over	  138	  million	  gross	  impressions	  and	  1.1	  million	  
engagements	  

•   Media	  partner	  programs	  and	  events	  with	  publishers	  such	  as	  Travel	  +	  Leisure,	  Afar,	  Conde	  Nast	  &	  
Robb	  Report	  

•   Targeted	  digital	  buys	  and	  op4miza4ons	  lead	  to	  increased	  media	  efficiencies	  reducing	  the	  cost	  per	  
engagement	  from	  $1.27	  in	  Q2	  to	  $.59	  in	  Q3	  

•   Created	  Canada	  specific	  strategy	  to	  impact	  fall	  Canadian	  travel	  to	  Bermuda	  
•   Con4nued	  Summer	  Fridays	  promo4onal	  efforts	  including	  digital,	  offline,	  out-‐of-‐home,	  and	  

outreach	  marke4ng	  in	  NYC,	  Boston	  and	  DC	  
•   Increased	  efforts	  with	  video,	  na4ve	  and	  custom	  units	  increased	  brand	  engagement	  more	  than	  

76%	  over	  Q2	  
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TIMING Digital coverage throughout Q3  increased exposure in key 
markets for summer travel  

PROGRAMMATIC 
PLATFORMS 

Efficient buying across Digilant and Rocketfuel increased site 
traffic 

TRAVEL ENDEMIC 
PLATFORMS 

Secured integrated campaigns with Afar, Conde Nast Traveler 
and Travel + Leisure & Robb Report 

CUSTOM SOLUTIONS 
High impact placements + content distribution increased 
engagement, new pre-roll video implemented for brand 
awareness 

Q3	  Media	  Highlights	  
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Summer	  Fridays	  Overview	  &	  Highlights	  

•   Summer	  Fridays	  performance	  metrics	  snapshot:	  
o   19.1MM	  Impressions;	  80K	  Engagements;	  $1.87	  Cost	  Per	  Visit	  

•   Posi4on	  Bermuda	  as	  an	  adventurous	  place	  and	  a	  quick	  getaway	  to	  paradise	  for	  the	  summer	  
•   Looking	  for	  those	  interested	  in	  culture,	  golf,	  diving,	  fishing,	  yach4ng,	  luxury	  travel,	  beach,	  cuisine,	  

summer	  travel,	  short	  weekend	  trips.	  Interested	  in	  things	  to	  do	  for	  the	  weekend,	  Summer	  Fridays	  
content	  

•   Audience	  
o   Demographic:	  25+	  HHI	  $100k+	  
o   Geo-‐Targeted:	  NYC,	  Boston	  and	  DC	  
o   Compe4tors	  include	  des4na4ons	  with	  similar	  year	  round	  weather	  and	  close	  proximity	  to	  target	  

markets;	  the	  Hamptons,	  Martha's	  vineyards,	  Cape	  Cod	  and	  Nantucket.	  
•   Goal:	  Cost	  per	  visit	  under	  $5	  
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Summer	  Fridays	  Campaign	  

Time	  Out	  Magazine	  

Federated	  Na4ve	  Ads	  

Fathom	  Facebook	  Post	  

Mar4ni	  Rich	  Media	  

Fathom	  Eblast	  Banner	  

NYC	  OOH	  Bus	  Wrap	  
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#SummerFridays	  with	  Shiona	  Turini	  
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Stylish	  Influencers	  
Worked	  with	  NYC-‐based	  Bermudian	  Shiona	  Turini	  to	  
coordinate	  stylish	  influencers	  to	  visit	  Bermuda	  during	  the	  
#SummerFridays	  promo4onal	  period	  
•   Designer	  Rachel	  Roy	  and	  other	  journalists	  during	  

Bermuda	  Fashion	  Fes4val	  
•   Aimee	  &	  Dani	  Song	  instagrammers,	  photographers,	  &	  

bloggers	  
•   Solange	  Knowles	  
•   Eva	  Chen,	  head	  of	  fashion	  partnerships,	  	  Instagram	  
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Brand	  &	  Promo\onal	  Campaign	  

•   Evolve	  the	  brand	  messaging	  to	  communicate	  the	  
year-‐round	  opportunity	  and	  appeal	  of	  des4na4on	  
through	  integrated,	  mul4-‐channel	  programs,	  and	  
retail	  promo4on,	  such	  as	  Proper	  Rewards,	  when	  
appropriate.	  

	   McClatchy	  Newspapers	  

Conde	  Nast	  Traveler	  
Virtuoso,	  Robb	  Report,	  	  
Conde	  Nast	  Traveler,	  Boston	  Globe	  

Travel	  Spike	  
Fathom	  
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Virtuoso	  Preferred	  Des\na\on	  

Print:	  

Full	  page	  4-‐color	  ad:	  
•   Virtuoso	  Life	  –	  July	  –	  Travel	  Dreams	  
•   Travel	  Catalog	  –	  July	  –	  Spa	  &	  Adventure	  
•   Travel	  Catalog	  	  -‐	  October	  -‐	  Island	  Escapes	  	  
•   Virtuoso	  Traveler	  –	  December	  –	  2016	  Idea	  

Book	  
Training	  
&	  
Webinar
:	  

Webinar	  –	  ½	  hour	  live	  training	  webinar	  
Virtuoso	  Travel	  Week	  -‐	  August	  

Themed	  
Emails:	  

Close	  to	  Home	  –	  June	  
Ac4ve	  Adventures	  –	  July	  	  
Travel	  Planner	  –	  September	  -‐	  Holidays	  &	  
Beyond	  

Bermuda	  became	  a	  Virtuoso	  preferred	  des4na4on,	  gaining	  
access	  to	  the	  travel	  industry’s	  leading	  luxury	  network,	  
spanning	  over	  26	  countries	  and	  9,000	  travel	  advisors.	  The	  
integrated	  partnership	  spans	  events,	  networking,	  training,	  
digital	  and	  print	  ac4va4ons:	  
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Conde	  Nast	  Traveler	  
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Travel	  +	  
Leisure	  
September	  
Design	  Issue	  
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Travel	  +	  Leisure	  
	  

Features	  “Island	  
Insider”	  4ps	  from	  

Bermuda	  personali4es	  
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Departures	  
	  
	  

Features	  “Inside	  
Bermuda”	  from	  Nicole	  

Golden,	  owner	  of	  	  
Urban	  CoKage	  
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Interac\ve	  &	  Email	  Marke\ng	  Campaign	  

Mar4ni	  Rich	  Media	  Unit	  #1	  

Wunderlist.	  Ca	  (WestJet)	  

Mar4ni	  Rich	  Media	  Unit	  #2	  

Dunhill	  Travel	  Deals	  
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OTA	  Program	  Overview	  &	  Highlights	  
•   OTA	  performance	  metrics	  snapshot:	  

o   11.5MM	  Impressions;	  26K	  Engagements;	  11,243	  Hotel	  Bookings	  
•   Maintain	  and	  expand	  upon	  partnerships	  with	  key	  OTAs	  and	  travel-‐endemic	  channels	  

•   Expedia	  
•   Orbitz	  
•   TripAdvisor	  

•   Create	  programs	  that	  enable	  year-‐round	  presence	  with	  seasonally	  appropriate	  messaging	  
•   Increases	  Orbitz	  Loyalty	  Program	  
•   First-‐to-‐market,	  innova4ve	  opportuni4es	  including:	  	  

o   Na4ve	  content	  on	  TripAdvisor	  featuring	  golf,	  luxury	  and	  adventure	  content	  
o   Executed	  Expedia’s	  Custom	  Video	  Solu4on	  
o   First	  to	  market	  tes4ng	  of	  new	  TripAdvisor	  Des4na4on	  Sponsorship	  pages	  
o   Early	  adopter	  of	  new	  Expedia	  Des4na4on	  page	  template	  	  

•   Compared	  to	  Q3	  in	  2014,	  produc4on	  is	  flat	  
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OTA	  Programs	  Campaign	  
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Airline	  Co-‐op	  Program	  Overview	  &	  Highlights	  
•   Airline	  Co-‐op	  performance	  metrics	  snapshot:	  

o   40.2MM	  Impressions;	  43K	  Airline	  Page	  Visits;	  $7.21	  Cost	  Per	  Click	  
•   Con4nue	  to	  promote	  direct	  flights	  to	  Bermuda	  with	  key	  air	  partners	  	  

–   United	  
–   Delta	  
–   WestJet	  
–   Delta	  Vaca4ons	  
–   Delta	  
–   Air	  Canada	  

•   Create	  custom	  programs	  to	  increase	  sales	  &	  flight	  liI	  in	  key	  markets	  by	  airline	  
•   Pursue	  and	  vet	  opportuni4es	  to	  work	  with	  other	  key	  air	  partners	  including	  AA	  and	  

JetBlue	  
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Airline	  Co-‐op	  Campaign	  
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Digital	  Marke\ng	  ROI	  
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MONTHLY	  PERFORMANCE	  REVIEW	  
AND	  INTERAGENCY	  REPORT	  

	  	  Website,	  SEM,	  SEO,	  Google	  Analy\cs	  
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Total	  Search	  Traffic	  
•   Total	  Search	  Traffic	  consists	  of	  Organic	  Search,	  Paid	  Search,	  Referrals	  from	  Google.com	  and	  50%	  of	  

Direct	  traffic	  based	  on	  Industry	  Research*	  
•   YTD	  growth	  of	  16%	  for	  Total	  Search	  Traffic	  to	  the	  website	  
•   Q3	  14%	  growth	  in	  Total	  Search	  Traffic	  –	  more	  than	  25,000	  visits	  
•   Analy4cs	  update	  to	  Universal	  &	  Tag	  Manager	  in	  Google	  Analy4cs	  improved	  Organic	  Search	  tracking	  

In	  Google	  Analy4cs	  traffic	  categorized	  as	  “direct/none”	  the	  source	  of	  the	  visit	  cannot	  be	  iden4fied.	  This	  can	  be	  due	  to	  browser	  security	  se|ngs.	  Research	  suggests	  that	  a	  substan4ve	  percentage	  of	  “direct”	  traffic	  to	  deep	  pages	  on	  a	  site	  is	  
really	  organic	  search.	  hKp://searchengineland.com/60-‐direct-‐traffic-‐actually-‐seo-‐195415	  	  As	  GoToBermuda.com	  has	  seen	  a	  substan4ve	  jump	  in	  direct/none	  traffic	  ,	  we	  are	  using	  the	  assump4on	  that	  half	  of	  that	  traffic	  is	  really	  organic	  
search.	  
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•   For	  Q3,	  overall	  traffic	  is	  up	  63.8%.	  
o   Social	  Media	  traffic	  up	  880%,	  digital	  media	  up	  141%,	  organic	  up	  60%	  

•   Engagement	  metrics	  are	  up	  and	  down	  
o   Pages/session	  down	  2.7%	  and	  session	  dura4on	  down	  24.7%	  
o   Bounce	  rate,	  however,	  improved	  3.11%	  

•   50,175	  sessions	  landed	  on	  /summerfridays/	  which	  is	  the	  most	  trafficked	  page	  
behind	  the	  homepage	  

Web	  Metrics	  Overview	  &	  Highlights	  
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Organic	  Search	  Ranking	  

Phase	  I	  Updates	  
2/27/15	  

Phase	  II	  Updates	  
5/1/2015	  

Steady	  improvement	  in	  overall	  SEO	  ranking	  has	  con4nued	  in	  Q3.	  
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Organic	  Search	  Ranking	  

Jan	  
	  2015	  

Sept	  
2015	  

MoM	  Change	  

Ranked	  on	  Page	  1	   755	   1,019	   +35%	  

Ranked	  on	  Page	  2	   404	   531	   +31%	  

Ranked	  on	  Page	  3	   265	   351	   +32%	  

Ranked	  on	  Pages	  4-‐10	   1,300	   1,956	   +50%	  

Sept	  
2015	  

Sept	  
2014	  

YoY	  Change	  

Ranked	  on	  Page	  1	   1,019	   334	   +205%	  

Ranked	  on	  Page	  2	   531	   203	   +162%	  

Ranked	  on	  Page	  3	   351	   149	   +136%	  

Ranked	  on	  Pages	  4-‐10	   1,956	   874	   +124%	  

Q3	  SEO	  work	  included:	  
•   Developed	  and	  published	  new	  content	  for	  Horseshoe	  Bay	  Beach	  and	  Crystal	  Caves	  
•   Added	  canonical	  tags	  to	  the	  site	  so	  that	  upper	  and	  lower	  case	  varia4ons	  of	  the	  site	  would	  not	  be	  seen	  as	  duplicate	  

content	  
•   Created	  301	  redirects	  for	  outdated	  pages	  giving	  404	  errors,	  as	  iden4fied	  in	  the	  BrightEdge	  Audit	  Report	  
•   Created	  an	  updated	  xml	  site	  map	  and	  uploaded	  to	  Google	  Webmaster	  Tools	  
•   Updated	  on-‐page	  elements	  for	  pages	  that	  were	  underperforming	  in	  rank	  

	  
In	  September,	  the	  number	  of	  keywords	  the	  site	  ranks	  on	  Page	  1	  of	  Google	  for	  has	  improved	  more	  than	  200%	  since	  
last	  September	  and	  35%	  since	  January	  
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Q3	  SEM	  Performance	  	  

Throughout	  Q3,	  we	  delivered	  a	  total	  of	  87,370	  clicks,	  with	  an	  average	  CPC	  of	  $1.05,	  at	  a	  
CTR	  of	  1.63%.	  Total	  spend	  for	  the	  quarter	  was	  $102,608.29	  

55	  



GoToBermuda.com	  

Website	  Content	  Development	  &	  Enhancement	  

56	  

New	  Content	  Based	  on	  SEO	  Analysis:	  	  
•   Crystal	  Caves	  
•   Horseshoe	  Bay	  Beach	  
•   Bermuda	  Cuisine	  

New	  Retail	  Promo\onal	  Content:	  
•   Stretch	  Your	  Summer	  
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Top	  Google	  Ads	  &	  Banners	  
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Travel	  +	  Leisure	  Stop	  Mo\on	  Video	  

Features	  “Bermuda	  
designed	  or	  made	  

products	  
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Afar	  Journeys	  I\neraries	  
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Expedia	  Choose	  Your	  Own	  Adventure	  Video	  	  
hKp://explorebermuda.us	  
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MONTHLY	  PERFORMANCE	  REVIEW	  
AND	  INTERAGENCY	  REPORT	  

	  	  eNewsle[er	  Performance	  &	  Insights	  
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•   Five	  emails	  sent	  to	  	  database	  (total	  delivered/open	  rate)	  
o   July	  eNewsleKer	  (238,198	  /	  17.8%)	  
o   August	  eNewsleKer	  (250,400	  /	  14.0%)	  
o   September	  eNewsleKer	  (244,464	  /	  16.7%)	  
o   Stretch	  Your	  Summer	  Promo4onal	  Email	  (237,013	  /	  16.4%)	  
o   Golf	  Around	  Promo4onal	  Email	  (302	  [US]	  /	  16.6%)	  	  (18,170	  [UK]	  /	  21.3%)	  

•   Open	  rates	  for	  the	  eNewsleKer	  dipped	  in	  August,	  but	  have	  increased	  in	  September	  
•   Open	  rates	  for	  the	  two	  promo	  emails	  are	  stronger,	  with	  the	  UK	  having	  the	  best	  open	  rates	  
•   July	  eNewsleKer	  had	  the	  highest	  click-‐to-‐open	  rate	  (13.5%),	  while	  the	  Golf	  Around	  Promo	  had	  

the	  lowest	  (1.5%)	  
•   Offers	  and	  video	  seem	  to	  en4ce	  a	  high	  percentage	  of	  the	  clicks	  

 

eNewsle[er	  Overview	  &	  Highlights	  
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eNewsle[er	  Comparison:	  Q3	  At-‐A-‐Glance	  
	  JULY	  ENEWSLETTER	  
Themes:	  	  
Live	  Bermudaful	  Video	  
Excursions	  for	  Families	  &	  Adventurers	  
The	  Louis	  VuiKon	  America’s	  Cup	  World	  
Series	  
	  
Send	  Day/Time:	  
Friday,	  July	  17th	  –	  2pm	  ET	  
	  
Subject	  Line:	  Live	  the	  Bermudaful	  Life	  
	  
Open	  Rate:	  17.8%	  
	  
Click-‐to-‐open	  Rate:	  13.5%	  
	  
Top	  Clicked	  Link:	  Hero	  Video	  –	  Live	  
Bermudaful	  

 

AUGUST	  ENEWSLETTER	  
Themes:	  	  
Local	  Cuisine	  
Inexpensive	  Ac4vi4es	  &	  Adventure	  Almanac	  
The	  Louis	  VuiKon	  America’s	  Cup	  World	  Series	  
	  
Send	  Day/Time:	  
Tuesday,	  August	  25th	  –	  3pm	  ET	  
	  
Subject	  Line:	  Discover	  Dis4nc4ve	  Flavors	  &	  
Exci4ng	  Adventures	  in	  Bermuda	  
	  
Open	  Rate:	  14%	  
	  
Click-‐to-‐open	  Rate:	  7.2%	  
	  
Top	  Clicked	  Link:	  Hero	  Content	  –	  Bermuda	  
Cuisine	  	  

 

SEPTEMBER	  ENEWSLETTER	  
Themes:	  	  
The	  Louis	  VuiKon	  America’s	  Cup	  World	  Series	  
Interac4ve	  Map	  
Stretch	  Your	  Summer	  Offer	  
	  
Send	  Day/Time:	  
Friday,	  September	  25th	  –	  2pm	  ET	  
	  
Subject	  Line:	  #RacetoBermuda	  This	  October	  
	  
Open	  Rate:	  16.7%	  
	  
Click-‐to-‐open	  Rate:	  6.7%	  
	  
Top	  Clicked	  Link:	  Interac4ve	  Map	  

 
63	  



GoToBermuda.com	  

eNewsle[er	  Crea\ve	  
JULY	  ENEWSLETTER	  

 

AUGUST	  ENEWSLETTER	   SEPTEMBER	  ENEWSLETTER	  
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Stretch	  Your	  Summer	  Promo\onal	  Email	  
	  •   Email	  sent	  to	  U.S.,	  CAN	  and	  UK	  databases	  
•   Deployed:	  Friday,	  August	  14th	  at	  4:45pm	  ET	  
•   Subject	  Line:	  Stretch	  Your	  Summer	  With	  a	  Free	  Night's	  

Stay	  
•   Open	  rate:	  16%	  (US	  &	  CAN),	  20.1%	  (UK)	  

o   Open	  rate	  is	  significantly	  higher	  in	  UK	  	  
o   The	  same	  trend	  is	  seen	  in	  the	  golf	  promo4on	  email	  

•   Click-‐to-‐open	  rate:	  7.9%	  (US	  &	  CAN),	  7.1%	  (UK)	  
•   Total	  Unique	  Pageviews	  sourced	  to	  email:	  4,715	  

o   Unique	  Pageviews	  to	  SYS	  landing	  page:	  3,446	  	  
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Golf	  Around	  Promo\onal	  Email	  
	  •   Email	  sent	  to	  U.S.	  golf	  list	  (302	  sent)	  and	  UK	  golf	  list	  (18,170	  sent)	  

•   Deployed:	  	  
o   US:	  Tuesday,	  September	  22nd	  at	  12:30pm	  ET	  
o   UK:	  Wednesday,	  September	  23rd	  at	  4pm	  ET	  (9pm	  BST,	  UK)	  

•   Subject	  Line:	  Golf	  Around	  &	  Save	  Big	  in	  Bermuda	  
•   Open	  rate:	  16.6%	  (US),	  21.3%	  (UK)	  

o   Open	  rate	  is	  significantly	  higher	  in	  UK.	  	  
o   The	  same	  trend	  is	  seen	  in	  the	  SYS	  promo4on	  email.	  

•   Click-‐to-‐open	  rate:	  4.3%	  (US),	  1.5%	  (UK)	  
o   The	  click-‐to-‐open	  rates	  are	  very	  low	  for	  promo4onal	  emails.	  

The	  offer	  does	  not	  seem	  to	  en4ce	  many	  subscribers	  on	  the	  list,	  
especially	  in	  the	  UK.	  The	  UK	  rate	  of	  1.5%	  is	  the	  lowest	  for	  Q3	  
emails.	  	  

•   Total	  Unique	  Pageviews	  sourced	  to	  email:	  120	  
o   Unique	  Pageviews	  to	  SYS	  landing	  page:	  78	  
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Consumer	  Fashion	  Brand	  
Promo\on	  July-‐October	  UK	  

68	  

	  
Partner	  with	  Henri	  Lloyd,	  the	  leading	  UK	  sailing	  brand	  and	  also	  official	  
clothing	  supplier	  of	  Landrover	  BAR.	  	  A	  stylish	  brand	  found	  across	  the	  
high	  streets,	  to	  reach	  affluent,	  fashionable	  consumers	  
	  
POS	  	  
•   Window	  decal	  and	  in-‐store	  POS	  in	  all	  12	  Henri	  Lloyd	  Stores	  
•   In-‐store	  4ll	  point	  POS	  and	  entry	  form	  for	  all	  19	  Henri	  Lloyd	  

concessions	  in	  House	  of	  Fraser	  
•   Pull	  up	  banners	  at	  the	  America’s	  Cup	  Portsmouth	  (July	  24-‐26)	  and	  

at	  the	  Clipper	  Round	  the	  Yacht	  Race	  (August	  28-‐30)	  
	  	  
Digital	  &	  Social:	  	  
•  Promo4on	  via	  Henri	  Lloyd	  and	  House	  of	  Frazer	  Facebook	  and	  
TwiKer	  accounts	  

•  Homepage	  exposure	  and	  email	  newsleKer	  
	  
Further	  strategic	  partnership	  being	  discussed	  
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Consumer	  Promo\on	  	  
Waitrose	  &	  Bri\sh	  Airways	  	  
UK	  September	  2015	  
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Campaign	  with	  Waitrose	  Escape	  reaching	  6	  
million	  high	  achieving,	  high	  earning	  individuals,	  
passionate	  about	  food,	  drink	  &	  travel	  	  
	  
•   7	  page	  editorial	  in	  Waitrose	  Escape	  magazine	  
•   Full	  page	  advert	  in	  Waitrose	  Escape	  (paid	  for	  
media,	  paid	  by	  BA)	  

•   Whole	  feature	  reposi4oned	  for	  the	  Waitrose	  
app	  

•   Editorial	  compe44on	  linking	  to	  a	  full	  page	  
advertorial	  on	  waitrose.com	  
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7	  Page	  feature	  with	  Waitrose	  
Escape	  in	  conjunc\on	  with	  
BA,	  September	  2015	  
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•   Hosted	  press	  trip	  with	  respected	  na4onal	  travel	  writer	  to	  generate	  
high	  quality	  content	  
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YTD	  North	  American	  Coverage	  Snapshot	  
 
•  Number	  of	  Ar4cles:	  159	  
•  Impressions:	  1,064,152,574	  
•  Media	  Cost:	  $16,414,272	  
•  Average	  Score:	  68	  

Q3	  Coverage	  Highlights	  

ShermansTravel.com	  –	  July	  24,	  2015	  
Where	  to	  go	  in	  September	  

American	  Spa	  –	  August	  5,	  2015	  
Bermuda	  Spa	  

DuJour – September 1, 2015 
Destination Feature 
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Wake Up with Al on The Weather Channel – September 16, 2015 
Fall Travel 

USAToday.com – July 6, 2015 
Bermuda Beer 

CNN International – August 10, 2015 
Bermuda Premier 	  	  	  	  

ASPIRE Metro – September 18, 2015 
Destination Feature 

Q3 Coverage Wins 
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Group	  Press	  Trip	  
Endless	  Summer/Undiscovered	  Trip	  –	  September	  2015	  
	  
Secured	  4	  aKendees:	  
•  Marisa	  Spyker	  –	  Coastal	  Living	  
•  Lesley	  Chesterman	  -‐	  NUVO	  
•  Jessie	  FeKerling	  -‐	  Prevue	  
•  Danielle	  Pointdujour	  –	  Ebony.com	  

	  
	  

Q3	  Individual	  Media	  Visits	  
	  
•  Jeff	  Achey	  &	  Andrew	  Burr,	  Climbing	  Magazine;	  July	  23-‐27,	  2015	  
•  Brian	  Hart	  Hoffman,	  Hoffman	  Media	  Group;	  July	  23-‐27,	  2015	  
•  Ed	  Salvato,	  ManAboutWorld;	  August	  7-‐13,	  2015	  
•  Bruce	  Lazarus,	  Indagare;	  August	  22-‐26,	  2015	  
•  Janine	  Yu,	  Indagare;	  August	  22-‐26,	  2015	  
•  Margaret	  Swaine,	  Freelance/WestJet;	  September	  7-‐12,	  2015	  
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Facebook Twitter Instagram Pinterest YouTube 

Q1 4,465 1113 1133 116 722 
Q2 3,608 2131 2501 60 44 
Q3 53,470 2000 4111 151 38 
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Q3	  Social	  Channel	  Growth	  Highlights	  
•   BTA	  has	  well	  surpassed	  its	  full-‐year	  channel	  growth	  on	  all	  channels	  except	  Pinterest,	  which	  has	  reached	  99.1%	  of	  the	  

follower	  growth	  goal	  and	  expected	  to	  exceed	  this	  well	  before	  the	  end	  of	  the	  year.	  	  
•   Instagram	  growth	  spiked	  as	  well,	  as	  we	  con4nued	  to	  refine	  and	  improve	  content	  on	  this	  channel.	  	  
•   Facebook	  growth	  increased	  greatly	  from	  Q2	  to	  Q3,	  most	  likely	  due	  to	  page	  like	  and	  sponsored	  post	  campaigns.	  	  
•   YouTube	  subscriber	  growth	  con4nues	  to	  be	  slow	  due	  to	  lack	  of	  consistent	  new	  and	  engaging	  content.	  However,	  

videos	  have	  performed	  well	  na4vely	  on	  Facebook,	  as	  the	  latest	  videos	  posted	  are	  in	  a	  short	  format	  that	  is	  a	  best	  fit	  
for	  Facebook	  over	  YouTube.	  	  
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Q3	  Social	  Media	  Engagement	  Highlights	  
•   Although	  reach	  for	  Facebook	  was	  down	  slightly	  as	  Facebook	  con4nue	  to	  4nker	  with	  its	  algorithm,	  engagements	  and	  

engagements	  per	  post	  increased	  on	  this	  channel	  as	  well	  as	  TwiKer	  and	  Instagram.	  We	  will	  con4nue	  to	  refine	  and	  
op4mize	  content	  based	  on	  adver4sing	  and	  audience	  data,	  as	  well	  as	  interest	  target	  our	  ad	  campaigns.	  	  

•   Paid	  support	  considerably	  increased	  the	  reach	  of	  BTA	  Pinterest	  ac4vi4es	  to	  prospec4ve	  followers,	  including	  repins	  
and	  clicks,	  which	  also	  led	  to	  more	  referral	  traffic	  to	  gotobermuda.com	  from	  this	  channel.	  	  

•   Total 
Engagements: 
229,628 

    (+18.9%) 
 
•   Total Reach: 

2,300,753          
(-.003%) 

 
•   Engagements 

per Post: 1,561  
(+13.1%) 

	  
	  
	  	  

•   Total 
Engagements: 
17,581  
(+36.4%) 
 

•   Total 
Impressions: 
791,142  
(+10.36%) 

 
•   Engagements 

per Tweet: 29 
(+11.5%) 

	  
	  
	  	  

•   Total 
Engagements: 
34,727  
(+31.6%) 
 

•   Engagements 
per Post: 415 
(+16.2%) 

	  
	  
	  	  

•   Average Daily 
Impressions: 
11,327 
(+383.9%) 
 

•   Average Daily 
Repins: 58 
(+205.3%) 

 
•   Average Daily 

Clicks: 13 
(+85.7%) 

	  
	  
	  	  

•   Total Video 
Views: 16,766  
(-81%) 

 
•   Average Daily 

Video Views: 
182 (-81.2%) 
 

•   Total 
Engagements: 
123  (-49.4%) 
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UK	  PR	  Ini4a4ves	  
•   Total	  earned	  media	  coverage	  60	  ar4cles	  with	  AVE	  value	  of	  $211,805	  
•   Tatler	  Privilege	  Club	  special	  offer	  with	  ITC	  	  to	  52,000	  subscribers	  
•   Hosted	  group	  press	  trip	  with	  na4onal	  lifestyle	  media	  –	  Travel	  Weekly	  ar4cle	  now	  

published	  
•   Hosted	  individual	  press	  trips	  with	  Hello!	  and	  Family	  Traveller	  Magazine	  
•   Regular	  des4na4on	  news	  	  
•   Editorial	  special	  offers	  in	  conjunc4on	  with	  our	  tour	  operator	  partners	  ie	  The	  

Times	  
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Italy	  PR	  Ini\a\ves	  

NAUTICA	  ARTICLE	  
•   9	  pages	  reportage	  fully	  dedicated	  to	  the	  des4na4on.	  	  

RADIO	  PROGRAM	  	  
•   Two	  radio	  program	  dedicated	  to	  Bermuda	  on	  Radio	  

Kiss	  Kiss,	  a	  network	  who	  generated	  4	  million	  audience	  
every	  day	  
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Investment	  Division	  
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Ac\vi\es	  and	  accomplishments	  during	  the	  quarter	  included:	  	  
•   St	  George’s	  Development	  Private	  Act	  passed	  in	  the	  House	  of	  Parliament.	  Master	  Development	  Agreement	  and	  

Ground	  Lease	  Agreement	  are	  in	  final	  nego4a4ons.	  
•   Horseshoe	  Bay	  transporta4on	  hub	  redevelopment	  proposal	  approved	  by	  the	  Development	  Approvals	  Board.	  	  	  
•   Con4nued	  support	  to	  the	  Ministry	  of	  Public	  Works	  re	  the	  development	  of	  a	  na4onal	  infrastructure	  plan.	  
•   Con4nued	  support	  to	  the	  Ministry	  of	  Home	  Affairs	  re	  various	  tourism	  and	  immigra4on	  related	  maKers	  as	  a	  

consequence	  of	  the	  changes	  to	  the	  Bermuda	  Immigra4on	  and	  Protec4on	  Act	  2015.	  
•   Presented	  2015	  Tourism	  Incen4ves	  Act	  to	  Government	  for	  considera4on.	  
•   Con4nued	  aKendance	  at	  investment	  and	  development	  conferences	  to	  raise	  awareness	  of	  impending	  changes	  

to	  Bermuda’s	  investment	  environment.	  

During	  Q3	  of	  2015,	  the	  Investment	  Division	  accomplished	  
the	  following:	  

The	  investment	  division	  con4nued	  its	  mandate	  of	  developing	  an	  investment	  environment	  for	  domes4c	  and	  
interna4onal	  investors	  and	  operators	  in	  Bermuda.	  The	  division	  remains	  focused	  on	  working	  with	  the	  
Bermuda	  Government	  to	  introduce	  revised	  legisla4on	  to	  aKract	  foreign	  direct	  investment.	  The	  outreach	  to	  
both	  local	  and	  interna4onal	  investors	  and	  operators	  remain	  a	  core	  ac4vity	  and	  focus.	  	  
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Opera\ons	  Division	  
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For	  the	  Opera4ons	  Division,	  Q3	  was	  focused	  numerous	  governance	  items,	  Cer4fied	  Tourism	  Ambassadors	  
and	  Stakeholder	  engagement,	  and	  working	  with	  the	  Ministry	  of	  Tourism	  Development	  and	  Transport	  to	  
prepare	  for	  a	  Vaca4on	  Rental	  Property	  decision	  paper.	  	  	  

During	  Q3	  of	  2015,	  the	  Opera\ons	  Division	  accomplished	  
the	  following:	  

OPERATIONS,	  GENERAL	  
	  
2014	  Annual	  Report	  
Following	  the	  DMO	  Accredita4on	  in	  Q2,	  the	  BTA’s	  commitment	  to	  
good	  financial	  governance	  was	  further	  underscored	  by	  our	  
unqualified	  audit,	  covering	  the	  4me	  period	  of	  16	  December,	  2013	  
through	  31	  December	  2014.	  Upon	  completed	  by	  the	  Auditor	  
General	  in	  July,	  the	  financial	  statements	  were	  included	  in	  our	  first	  
Annual	  Report	  and	  released	  shortly	  thereaIer.	  Next	  year	  it	  is	  
an4cipated	  that	  a	  corporate	  overview	  of	  prior	  year	  ac4vi4es	  will	  
be	  provided	  at	  the	  end	  of	  Q1,	  well	  in	  advance	  of	  the	  audited	  
financials	  which	  have	  a	  legislated	  delivery	  date	  of	  30	  June	  each	  
year.	  The	  en4re	  annual	  report	  can	  be	  viewed	  online	  here.	  	  	  
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PATI	  Request	  
This	  quarter,	  the	  BTA	  received	  its	  first	  request	  for	  informa4on	  under	  the	  Public	  Access	  to	  Informa4on	  Act,	  
referred	  to	  as	  ‘PATI’.	  The	  request	  was	  for	  detailed	  compensa4on	  informa4on	  for	  each	  individual	  BTA	  
employee	  and	  it	  was	  refused	  by	  the	  BTA’s	  Informa4on	  Officer	  (IO),	  a	  role	  held	  by	  the	  COO.	  The	  requester	  
appealed	  the	  IO’s	  decision	  to	  BTA’s	  Chairman,	  who	  is	  considered	  the	  Head	  of	  the	  Authority	  (BTA).	  The	  appeal	  
was	  unsuccessful.	  The	  requester	  now	  has	  the	  right	  to	  further	  appeal	  the	  request	  to	  the	  PATI	  Informa4on	  
Commissioner.	  Below	  is	  an	  extract	  from	  the	  IO	  decision.	  	  	  
	  
The	  Bermuda	  Tourism	  Authority	  (BTA)	  has,	  as	  a	  maAer	  of	  rou1ne,	  made	  it	  a	  priority	  to	  adhere	  to	  the	  spirit	  of	  the	  legisla1on	  
through	  the	  wide	  release	  of	  informa1on	  pertaining	  to	  the	  business	  func1ons	  and	  opera1ons	  of	  our	  organiza1on.	  Through	  
regular	  media	  releases,	  stakeholder	  newsleAers,	  community	  outreach	  and	  our	  website,	  we	  have,	  and	  con1nue	  to,	  share,	  inform,	  
update	  and	  seek	  input	  and	  feedback	  from	  the	  general	  public	  and	  industry	  stakeholders.	  We	  consider	  the	  amount	  and	  level	  of	  
detail	  shared	  as	  a	  standard	  for	  others	  to	  follow	  and	  look	  forward	  to	  seeing	  the	  same	  done	  by	  other	  local	  organiza1ons	  
entrusted	  with	  public	  funds.	  
In	  the	  spirit	  of	  PATI,	  the	  BTA	  has	  ensured	  we	  are	  open	  and	  transparent	  in	  all	  our	  func1ons,	  including	  accoun1ng	  for	  public	  
expenditure	  (sic).	  The	  BTA	  has	  been	  able	  to	  aAract	  top	  talent	  and	  incen1vize	  their	  team	  while	  following	  best	  prac1ce	  financial	  
models.	  This	  reflects	  good	  stewardship	  and	  accountability	  of	  public	  funds.	  It	  is	  our	  conclusion,	  therefore,	  that	  the	  informa1on	  
that	  is	  most	  in	  the	  public	  interest	  is	  already	  in	  the	  public	  domain	  and	  is	  reasonably	  accessible	  to	  the	  public.	  

	  
Having	  received	  permission	  from	  the	  requester	  to	  publish	  their	  request	  on	  the	  BTA	  website,	  you	  can	  view	  all	  
documenta4on	  on	  PATI	  Request	  257	  here.	  	  	  
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Parlimentary	  Ques\ons	  
During	  Q3	  the	  BTA	  was	  asked	  to	  respond	  to	  a	  total	  of	  nine	  Parliamentary	  ques4ons,	  three	  for	  the	  10	  
July	  session	  and	  six	  for	  the	  17	  August	  session.	  In	  Q2,	  a	  total	  of	  three	  Parliamentary	  ques4ons	  were	  
asked.	  Due	  to	  the	  detailed	  nature	  of	  the	  ques4ons,	  on	  average	  one	  to	  three	  hours	  is	  required	  to	  
respond	  to	  each.	  
	  

	  
	  
	  
	  
	  
Vaca\on	  Rental	  Property	  Submission	  
In	  response	  to	  the	  discussion	  paper	  on	  Vaca4on	  Rental	  Proper4es	  (VRP)	  submiKed	  to	  Government	  in	  
Q2,	  support	  was	  expressed	  for	  the	  defini4on	  of	  a	  VRP	  and	  all	  other	  VRP	  recommenda4ons	  made	  by	  
the	  BTA	  except	  regula4ng	  the	  2.5%	  fee.	  We	  were	  prepared	  for	  this	  poten4al	  outcome:	  BTA’s	  
legisla4on	  was	  specifically	  craIed	  to	  be	  broad	  in	  scope,	  giving	  us	  the	  autonomy	  to	  raise	  and	  generate	  
revenue.	  	  Work	  is	  proceeding	  on	  4ered	  benefit	  packages	  for	  the	  industry,	  to	  be	  introduced	  late	  in	  Q4,	  
based	  on	  the	  services	  iden4fied	  in	  the	  discussion	  paper.	  
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Human	  Resources	  	  
	  
Employee	  Changes	  
At	  September	  30th	  the	  BTA	  had	  38	  employees	  split	  
between	  the	  Bermuda	  and	  New	  York	  offices.	  There	  
were	  no	  new	  hires	  in	  Q3.	  	  	  	  
	  
Employee	  Development	  
Team	  members	  have	  begun	  to	  par4cipate	  in	  
development	  opportuni4es	  which	  were	  iden4fied	  
during	  the	  mid-‐	  year	  performance	  review	  period.	  
Our	  designated	  management	  trainee	  completed	  a	  
three	  month	  assignment	  in	  the	  New	  York	  office.	  This	  
posi4on	  has	  spent	  the	  last	  year	  comple4ng	  projects	  
in	  several	  divisions	  of	  the	  organiza4on	  including	  
Opera4ons	  and	  Investments.	  	  	  

BTA	  Employee	  Strategic	  Planning	  Mee\ng	  
The	  2015	  BTA	  Employee	  Strategic	  Planning	  
Mee4ng	  was	  held	  on	  September	  21st	  and	  22nd	  at	  
the	  St	  George’s	  Club.	  All	  but	  three	  employees	  
were	  in	  aKendance.	  This	  annual	  mee4ng	  allows	  
for	  frank	  and	  open	  discussion	  on	  plans	  presented	  
for	  the	  year	  ahead,	  par4cipa4on	  in	  team	  building	  
exercises	  and	  the	  opportunity	  for	  all	  employees	  to	  
drill	  down	  on	  solu4ons	  being	  applied	  to	  complex	  
industry	  problems.	  	  
	  
BTA	  Employee	  Portal	  
HR	  con4nues	  to	  make	  enhancements	  to	  the	  BTA	  
Employee	  portal	  which	  allows	  full	  4me	  staff	  24/7	  
access	  to	  their	  personal	  informa4on	  and	  benefits.	  
Priority	  for	  Q3	  is	  the	  comple4on	  of	  the	  online	  
Performance	  Management	  form	  process.	  This	  will	  
aid	  in	  process	  and	  record	  keeping	  efficiency.	  	  
	   84	  
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TRAINING	  &	  STANDARDS	  
	  
The	  Na\onal	  Service	  Standard	  Programme	  (NSSP)	  A	  monthly	  newsleKer	  
for	  Bermuda’s	  CTA’s	  was	  introduced	  in	  Q3.	  	  Designed	  to	  educate	  and	  
inform	  CTA’s	  on	  established	  and	  new	  ac4vi4es	  and	  aKrac4ons,	  the	  
content	  also	  highlights	  their	  peers	  and	  the	  businesses	  that	  have	  
commiKed	  to	  the	  program.	  	  In	  addi4on	  to	  encouraging	  CTA’s	  	  to	  explore	  
and	  learn	  more	  about	  Bermuda,	  the	  newsleKer	  provides	  ways	  for	  CTA’s	  
to	  gain	  their	  cer4fica4on	  renewal	  points.	  	  
	  	  
The	  first	  CTA	  mixer,	  hosted	  by	  Rosa’s,	  was	  well	  aKended.	  Ambassadors	  
were	  provided	  with	  a	  pla�orm	  to	  mingle	  with	  their	  counterparts	  and	  
discuss	  their	  unique	  experiences.	  Informa4on	  on	  upcoming	  industry	  
events	  was	  shared,	  including	  details	  on	  the	  BTA’s	  Experience	  Investment	  
process.	  The	  next	  mixer	  scheduled	  is	  for	  Q4.	  
	  
To	  date,	  501	  customer-‐facing	  front	  line	  hospitality	  and	  tourism	  
employees	  have	  registered	  to	  par4cipate	  in	  the	  Cer4fied	  Tourism	  
Ambassador	  (CTA)	  programme.	  Of	  that	  number,	  409	  have	  completed	  the	  
course	  since	  its	  incep4on	  in	  Q1	  and	  earning	  the	  CTA	  designa4on.	  Courses	  
are	  not	  held	  over	  the	  summer	  months.	  	  	  
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ON-‐ISLAND	  COMMUNICATION	  
	  
Stakeholder	  Engagement	  cut	  across	  industry	  in	  Q3,	  with	  successful	  efforts	  to	  highlight	  new	  and	  
established	  business	  across	  the	  tourism	  value	  chain.	  	  	  
	  
Food	  Cuture	  
In	  support	  of	  the	  Product	  and	  Experiences	  team,	  a	  communica4ons	  and	  promo4ons	  strategy	  was	  
implemented	  for	  the	  Best	  Bermuda	  Fish	  Sandwich	  compe44on.	  The	  goals	  was	  to	  advance	  the	  work	  
the	  team	  is	  doing	  in	  the	  area	  of	  food	  culture,	  an	  area	  that	  when	  properly	  marketed	  has	  been	  proven	  
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ON-‐ISLAND	  COMMUNICATION	  (con\nued)	  
Beach	  Economy	  	  
A	  cross-‐division	  team	  was	  organized	  to	  conduct	  a	  review	  of	  the	  local	  beach	  economy.	  The	  team	  met	  
with	  a	  con4ngent	  of	  people	  working	  in	  the	  beach	  economy.	  The	  con4nued	  intelligence	  gather	  is	  
informing	  the	  BTA	  on	  providing	  guidance	  to	  government	  on	  building	  a	  more	  vibrant	  beach	  economy	  
that	  meets	  customers’	  desires	  and	  creates	  economic	  opportuni4es	  for	  Bermudians.	  
	  
	  
	  
	  
	  
	  
	  
America’s	  Cup	  Info	  Session	  for	  Hospitality	  Industry	  
To	  ensure	  industry	  relevant	  informa4on	  related	  to	  the	  Louis	  VuiKon	  America’s	  Cup	  World	  Series	  was	  
shared	  on	  a	  4mely	  basis,	  the	  BTA	  coordinated	  a	  presenta4on	  session	  held	  on	  September	  9,	  2015.	  The	  
mee4ng	  was	  held	  to	  allow	  tourism	  industry	  partners	  to	  hear	  firsthand	  the	  event	  work	  underway	  
opera4onally,	  and	  from	  a	  sales	  and	  marke4ng	  and	  product	  and	  experiences	  perspec4ve.	  All	  relevant	  
par4es	  were	  involved	  in	  one	  way	  or	  another	  including	  AECA	  and	  ACBDA.	  The	  well	  aKended	  session	  
garnered	  posi4ve	  feedback.	  The	  presenta4ons	  made	  are	  available	  on	  our	  corporate	  website.	  
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Sta\s\cal	  Repor\ng	  Changes/New	  Land	  Card	  
To	  beKer	  inform	  the	  public	  and	  industry	  on	  the	  improvements	  in	  sta4s4cal	  repor4ng	  as	  a	  result	  of	  the	  new	  
landing	  card,	  a	  video	  was	  produced	  with	  the	  help	  of	  the	  Research	  &	  Business	  Intelligence	  team.	  The	  new	  
form	  allows	  the	  BTA	  to	  beKer	  assess	  how	  it	  is	  performing	  rela4ve	  to	  growing	  vaca4on	  and	  group	  travel	  air	  
arrivals.	  	  
	  
Board	  of	  Directors:	  Tourism	  Forward	  
In	  support	  of	  the	  BTA	  Board	  of	  Directors’	  goal	  to	  increase	  its	  public	  communica4ons	  profile,	  a	  series	  of	  
columns	  were	  developed	  to	  assist	  in	  communica4ng	  organiza4onal	  success	  is	  measured.	  The	  primary	  focus	  
of	  the	  content	  for	  each	  column	  covers	  one	  of	  these	  areas:	  

•   Increase	  visitor	  demand	  
•   Grow	  spending	  from	  air	  and	  cruise	  visitors	  
•   Support	  local	  entrepreneurs	  
•   S4mulate	  infrastructure	  investment	  
•   Increase	  vaca4on	  and	  group	  visitor	  air	  arrivals	  
•   To	  date	  the	  columns	  have	  ran	  as	  paid	  adver4sing	  in	  the	  Royal	  GazeKe	  in	  August	  and	  September.	  	  

They	  are	  also	  mailed	  electronically	  to	  our	  stakeholder	  list.	  
To	  date	  the	  columns	  have	  ran	  as	  paid	  adver4sing	  in	  the	  Royal	  GazeKe	  in	  August	  and	  September.	  They	  are	  
also	  mailed	  electronically	  to	  our	  stakeholder	  list.	  
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TOURISM	  APPRECIATION	  	  
	  
Lunch	  ‘n	  Learn	  Sessions	  	  
In	  advance	  of	  the	  Tourism	  Experiences	  investment	  call	  for	  submissions,	  	  
the	  BTA	  hosted	  its	  second	  annual	  series	  of	  Lunch	  ‘n	  Learn	  sessions.	  The	  	  
sessions	  were	  aimed	  at	  local	  tourism-‐minded	  entrepreneurs	  to	  assist	  them	  	  
in	  aligning	  their	  ideas	  with	  the	  objec4ves	  of	  the	  Tourism	  Experiences	  investment	  process.	  The	  
objec4ve	  of	  the	  four-‐session	  series	  was	  to	  help	  entrepreneurs	  create	  strong	  proposals,	  par4cularly	  
those	  who	  had	  not	  been	  through	  the	  applica4on	  process	  before	  and	  wanted	  to	  put	  forward	  new,	  
unique	  ideas.	  	  A	  total	  of	  67	  individual	  aKendees	  took	  part,	  many	  being	  present	  for	  mul4ple	  sessions	  
on	  different	  aspects	  of	  the	  business	  proposal	  applica4on.	  	  
Post-‐session	  survey	  comments	  included:	  

•   “The	  Lunch	  &Learn	  has	  fresh	  ideas	  and	  the	  speakers	  for	  each	  session	  have	  been	  well	  
informed	  of	  their	  product	  and	  eager	  to	  share	  their	  valuable	  knowledge.”	  

•   “In	  all	  of	  the	  sessions	  that	  I	  aKended	  it	  was	  great	  to	  see	  that	  all	  aKendees	  were	  respec�ul	  
and	  enthusias4c.”	  

•   “Thank	  you	  kindly,	  with	  all	  the	  knowledge	  I	  obtained	  it	  will	  help	  my	  future	  endeavours	  
flourish.	  Open-‐mindness	  and	  willingness	  were	  the	  key	  factors	  in	  these	  sessions	  for	  me.	  

•   “I	  appreciated	  being	  given	  a	  chance	  to	  be	  there,	  and	  hope	  to	  aKend	  others	  if	  there	  is	  room.	  
I	  think	  BTA	  is	  doing	  a	  splendid	  job.”	  	  
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#Lovemybermuda	  Phase	  III	  
Extensive	  prepara4on	  for	  the	  third	  phase	  of	  the	  #lovemybermuda	  tourism	  apprecia4on	  campaign	  
took	  place	  throughout	  Q3.	  U4lizing	  input	  from	  BTA	  summer	  interns,	  a	  strategy	  was	  developed	  to:	  	  

•   Promote	  non-‐tradi4onal	  grassroots	  ac4vi4es	  and	  experiences	  that	  Bermudians	  love	  and	  
show	  pride	  in.	  

•   Promote	  compelling	  call	  to	  ac4on	  for	  tourism	  advocates,	  individually	  and	  collec4vely,	  to	  
demonstrate	  their	  love	  and	  pride	  for	  their	  island.	  

•   Develop	  a	  pla�orm	  for	  people	  to	  share	  what	  they	  love	  about	  Bermuda	  through	  non-‐
tradi4onal	  grassroots	  ac4vi4es	  and	  experiences	  that	  they	  par4cipate	  in.	  

News	  Stories	  
	  

Month	   Posi\ve	   Nega\ve	   Neutral	  

July	   28	   5	   4	  

August	   29	   6	   15	  

September	  	   12	   2	   6	  

Total	   69	   13	   25	  
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Income	  statement	  
	  

Income	  	  
Guest	  fees	  to	  date	  (January	  –	  August	  actual,	  September	  es4mate)	  are	  $2,746k	  against	  a	  budget	  of	  $2,962k	  
and	  $2,763k	  in	  2014.	  

Direct	  Costs	  	  
Details	  of	  the	  ac4vity	  for	  each	  division	  are	  given	  elsewhere	  within	  the	  report.With	  regard	  to	  spend	  
against	  budget,	  all	  divisions	  are	  within	  budget.	  

The	  BTA’s	  commitment	  to	  good	  financial	  governance	  was	  underscored	  by	  our	  unqualified	  audit,	  
covering	  the	  4me	  period	  of	  16	  December,	  2013	  through	  31	  December	  2014.	  Upon	  signing	  by	  the	  
Auditor	  General,the	  financial	  statements	  were	  presented	  in	  Parliament	  and	  included	  in	  our	  first	  Annual	  
Report	  and	  released	  shortly	  thereaIer.	  The	  en4re	  annual	  report	  can	  be	  viewed	  online.	  
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Structure,	  General	  &	  Administra\on	  	  
Overall	  the	  Structure,	  General	  &	  Administra4on	  costs	  remain	  within	  budget.	  

93	  

Balance	  Sheet	  	  
	  
Bank	  	  
The	  balance	  at	  the	  end	  of	  the	  quarter	  was	  $6.6m	  
	  
Accounts	  Receivable	  and	  Accrued	  Income	  	  
This	  represents	  the	  hotel	  fees	  for	  September	  (not	  due	  un4l	  15	  October)	  and	  amounts	  overdue	  from	  previous	  
months.	  
Inventory	  relates	  to	  Transport	  passes	  and	  Merchandise	  for	  the	  Dockyard	  VIC.	  
	  
Vendor	  Payables	  	  
Are	  all	  current	  bills.	  
	  
Accruals	  	  
this	  includes	  $0.5m	  of	  liabili4es	  yet	  to	  be	  invoiced	  and	  provisions,	  $0.7m	  payroll	  (taxes/incen4ves/holiday	  
pay)	  
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BERMUDA TOURISM AUTHORITY
FINANCIAL YEAR END: DECEMBER 31, 2015

INCOME STATEMENT

Qtr 3, 2015 Qtr 2, 2015 Qtr 1, 2015
2015 YTD

Total

Income 8,371,316 8,101,906 6,153,812 22,627,034
Direct costs 5,953,087 4,498,119 2,105,275 12,556,481

Direct surplus (deficit) 2,418,230 3,603,787 4,048,537 10,070,554

Structure, general & administration costs 2,141,333 2,520,888 2,162,279 6,824,501

Operating surplus (deficit) 276,896 1,082,899 1,886,258 3,246,052

Net finance costs 51,908 80,115 52,574 184,597

Net surplus (deficit) for the period 224,988 1,002,784 1,833,684 3,061,456

94	  

Financial	  Year	  End:	  December	  31,	  2015	  
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BERMUDA TOURISM AUTHORITY
FINANCIAL YEAR END: DECEMBER 31, 2015

INCOME STATEMENT

Qtr 3, 2015 Qtr 2, 2015 Qtr 1, 2015
2015 YTD

Total

1. Income
Grants, subsidy & contribution income 5,425,000 5,425,000 5,774,250 16,624,250
Tourism authority fee 1,237,186 1,129,895 379,562 2,746,643
Visitor Information Centre 1,709,130 1,547,011 - 3,256,141

8,371,316 8,101,906 6,153,812 22,627,034

2. Direct costs:

Sales & Marketing 2,700,268 2,921,734 1,700,078 7,322,079

Product development & experience 3,136,688 1,344,504 366,871 4,848,063

Research & business intelligence 94,695 77,857 37,221 209,773

Operations 21,436 154,024 - 175,461

Investment - - 1,105 1,105

5,953,087 4,498,119 2,105,275 12,556,481
Recon Recon Recon Recon

3. Structure, general & administration

costs, split:
Staff costs 1,500,277 1,451,970 1,499,441 4,451,688
Communications & IT 123,910 212,179 127,743 463,832
General expenses 201,784 175,450 245,774 623,008
Marketing 803 492 1,843 3,138
Premises 176,560 179,156 184,490 540,207
Professional fees 124,218 188,705 99,079 412,002
Transport 261 1,151 399 1,811
Grants / Investments - 320,000 - 320,000
Capital expenditure 13,519 (8,215) 3,510 8,814

2,141,333 2,520,888 2,162,279 6,824,501

4. Finance costs:

Bank charges 9,813 10,243 6,174 26,230

Foreign exchange 42,096 69,871 46,399 158,366

51,908 80,115 52,574 184,597
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BERMUDA TOURISM AUTHORITY
FINANCIAL YEAR END: DECEMBER 31, 2015

BALANCE SHEET

Sep-15 Jun-15 Mar-15

ASSETS

Current Assets

Cash & Bank 6,657,619 6,422,607 5,333,892

Accounts receivable 76,717 158,250 192,749

Inventory 328,396 678,570 -

Accrued income 395,467 667,804 320,190

Prepaid expenses 88,589 113,919 165,614

Deferred costs 3,500 5,800 19,000

7,550,287 8,046,950 6,031,444

Non-current assets 289,116 339,214 448,506

Total Assets 7,839,403 8,386,164 6,479,950

EQUITY & LIABILITIES

Equity

Accumulated surplus (deficit) 6,498,917 4,696,227 3,693,443

Liabilities

Current Liabilities

Vendor payables 163,118 1,477,341 479,363

Accruals 1,177,368 1,212,597 1,307,144

Deferred income - -

1,340,485 2,689,938 1,786,507

Long Term Liabilities - 1,000,000 1,000,000

Total Liabilities 1,340,485 3,689,938 2,786,507

Total Equity and Liabilities 7,839,403 8,386,165 6,479,950


