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2014 Marketing & Sales Snapshot

X Factor UK Judges Houses Airs in UK

Chief Sales & Marketing Officer starts X Factor UK Reaches 532 million and ad equivalency Bermuda Wins America’s Cup Bid
Introduces new partner marketing Judges Houses of nearly $13.5 million, BTA provided hotel room black
guidelines to leverage BTA investments Films on-island. North American Tour Operabor Suinmit coordination, marketing, technical
with airline, tour operator & media Torchbearers With BHA, host 22 tour operator partners. and production support throughout
Beridie partners. Host 100 _ IMEX Aineisa the bid process.
Tourism Client Event - Newport to Bermuda corpuratefmcen_hve 60 appointments, 3 BDA partners. MNew Marketing Strategy Launches
Authority Race. Host 50 travel agent clients on buyers and *OUFISM German Promotion with Opodo with integrated content partnerships.
created Spirit of Bermuda. partners on-island. UK Sales Mission

August Y September S November t December =

Air Canada Co-op .
S50 Much More Campaign American Society of Travel Agents Endless Summer Promotion
Summer Promotion Westlet Co-op Host 200 travel agents on-island Support Offer and help
Launch Campaign Campaign & produce taste of Bermuda event influence $4.1 million in
& Support Offer Estikchid with 40 partners. visitor spending during
Influence 39.3 million Mewport Boat Show winter months.
L : new Travel Trade ;
in visitor spending newletter MLT University ALHI Partnership
during summer. Canadian Sales Mission 12 media, BTA joins ALHI's Global
Bermuda Day Event - 100 travel agents, 300 consumers Luxury Alliance.

Washington, DC with 4 partnersin 3 days.
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Sales & Marketing Strategy

* Arrest decline in visitor #’s by focusing on fewer key markets

* Focus on air arrivals to impact across the entire tourism value chain
— hotels, restaurants, attractions, transportation

* Build differentiation through deeper integrated marketing and sales

 Match Bermuda’s authentic experiences with consumers’ desire

* Build year-round demand by layering group and leisure markets

* Create and aggregate new visual and inspirational marketing assets
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Need to Reverse the Message House
to Expand the Marketplace

~\

Experience, Emotion,
Personal Connection

Content & Context

Retail Offers for
Activation
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WHAT DO WE WANT TO DO?

N

G ET CITY SOPHISTICATES WHO LIKE TO
SPEND $$$ ON “ME TIME”

)

) TO FEEL THAT BERMUDA IS

TO THE PLACE FOR THEM
RIGHT NOW

J

N
SHOWING THEM WHAT

BY “PROPER FUN" IS
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Messages into Marketing & Promotion

: RETAIL OFFERS
ereeeeeees o & ACTIVATION

® BRAND &
EXPERIENCE
MARKETING
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2015 YTD Sales & Marketing Snapshot -
507.5 million
e [

A PR impressions generated in the US
1.5 million

youtube views

6.9 million
promotional impressions

416 million
paid media impressions

42.9K

instagram engagement

5 million G

facebook reach

1.21 million O
twitter impressions

981.9 million

impressions delivered
through all channels
Jan-June 2015

LEEEON 1,07 million
visits to gotobermuda.com

$18.1 million in future visitor
spending influenced by BTA S&M

A

experience
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Planning for the Travel Consumer Cycle

Stage
Strategic Planning '
& Creative =

experience

Production

In-Marketwith
Marketing

Arrival
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LEVERAGING LOCAL & INFLUENCER TALENT FOR STORYTELLING
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#SummerFridays with Shiona Turini

CLOSET BEAUTY FASHION HEALTH MORE ¥

®e000 T-Mobile = 88% [} #

=" &«
v
Most talked &l i >
4 :
ABOUT Y < 8 shionat
k &
HOME > LIVING > HOW TO DO BERMUDA THE SHIONA TURINI WAY ﬁ SHOPPABLE POST

Wake up to Louboutins with
our newsletter
SIGN UP ALREADY!
=

IT°'S THE INTERNET
EQUIVALENT OF A FRIENDSHIP
ER LET

ACEL
SIGN UP

That we want

RIGHT NOW

® 1,250 likes

@ SHOP THE STORY v shionat Fly Girl Zf Z{¥f || | spent my Summer

Friday a thousand feet over @bermuda wearing a
lace @alessandrarich cape, how bout you?
#upupandaway #gettinghigh
#dontcatchfeelingscatchflights #summerFridays
#bermuda #summersinBermuda #latergram

HOW TO DO BERMUDA THE
SHIONA TURINI WAY

REMEMBER TO PACK YOUR VALENTINO, GUYS.

GoToBermuda.com

*9000 T-Mobile & 77% ) 4

Teer  CNtraveler

® O

@ 5,859 likes

cntraveler @shionat killer view from #TuckersPoint.
#TakeMeThere #RoomWithAView #Bermuda

A Q@ a =2

11



BERMUDA R

TOURISM AUTHORITY

eeeco T-Mobile

Conde Nast Traveler —

ADVENTURES
FOR ALL

L. Kiteboarding
at Elbow Beach
and Achilles Bay

2. Swimming the
caves and caverns
of Tom Moore's
Jungle

® 30,294 likes

3. Paddle-boarding
over glassy water
and vibrunt coral

jimmy_chin On location. @Bermuda @
#bermuda #americascup

rects

4. Mountainbik-
ing through Sonth-
tands’ bunyan (rees

(14

KITEBOARDING AT SUNRISE, m%%%‘zgs
A FISH SANDWICH FROM ART | CUP

AND CLITT JUMPING e
FTERNOON. BERMUDA | o maet

4 CREDIBLE PARADISE. ampatition.

aromnd Nensuch .
_— it e o 250

7. Sportisbing for $ AN EXTREME-SPORTS pho- B
e o logmpl;ci‘, Jimmy Chin has visiled :ﬁ&?‘g,:;:‘!“’
P —— some of the muat‘ awe-inspiring oy
ing in the Rermuda places on the entire planct. Ber- Sl i

Trunely muda is no exeeplion, From kick- e
9. Torseback rid- ing up sea spray on a high-powered watereraft
i e o and kitrboa'x'ding at F',]l'yo'w Beach to zipping
Long Ray's dunes around the islands’ winding roads on a moped ~
SRR, and launching ofl towering rocks into turquoise . G °ee
ORI p waters, Chin proves that Bermuda oflers more
plemresque 2 ?
Humillon Harbor than its seclnded pink-sand beaches, warm- .
- hearted people, and even warmer afternoons ® 17,506 likes

around the islands spent sipping rum swizzles. Although, Chin
d bidden beaches adimiits wsunset paddle-boarding sessionand
"‘“ via speedboat admils, a sunscl paddic-boarding session and

il . 30 —— perfeclly chilled swizzle hil the spol oo,
FOLLOW WORLD-RE AI)VEMURE PHOTOGRAPHER FIND YOUS ADVENTURE AT GOTOBERMUDA, COM ; T
JIMMY CHIN AS HE STEPS OUT FROM BEHIND

= . =
THE LENS AND JUMPS INTO HIS OWN ACTION-PACKED

ADVENTURE IN BEAUTIFUL BERMUDA.

PHOTOGRAPHS BY GAVIN HOWARTH

jimmy_chin The good life... @Bermuda
#GoToBermuda @cntraveler

B



ACTIVATING GROUPS & EVENTS
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Redeployed Sales Effort

. Corporate/ - L :
> P : ©® Association ® Social ® Golf
Incentive
ALHI Global Luxury Alliance Training
2007 2015
Room Nights by Type Room Nights Projected by Type

Individual Individual

Leisure & Business 7 1% Leisure & Business S2%
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CHARLESTON"

WINE - FOOD

1.800.866.7827

The True Tale of
a Shipwrecked Wine

FSW'S RAY ISLE D
£ OF WINE SUBME 150 Y

FOOD&WINE

Food & Wine Magazine
August 2015

The True Tale of a Shipwrecked Wine

o -

THE WALL STREET JOURNAL.

“Bermuda: The New Destination for
Adrenaline Junkies”

William Shatner’s Brown Bag Wine Tasting on Ora.tv

June 9, 2015
Mary Celestia Shipwreck & Wine

15
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. Dine In Harlem:
Harlem Eat Up Festival Ginny’sSupperEub
Featuring Chef Marcus Samuelsson

M d y 1 5 ’ N YC Guest Chef Sean Brock

musical talent, Rakiem Walker Project
artistic talent, Rebekah Maysles

Leverage partnership with Travel + Leisure Hosted by
to host a Dine in Harlem Dinner during the . BEKI\JQUI?{\,“

Harlem Eat Up Festival to promote LT : | L
Bermuda and tie into the opening of Y ' N
Marcus’ on-island

e [ntimate dinner with 85 guests

e Generated 50 opt-ins

o (Celebrated Bermuda’s ties with NYC
and Charleston

16
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Bermuda Day Event
May 20 — Washington, DC

 Partnered with Bermuda’s Washington, DC consulate
office to produce Bermuda Day themed event

e Attracted nearly 100 guests including dignitaries,
media and meeting planners

30

Chary Srsnnd, & rnn Sazvaem ok Srnar o o Tt w33 50w Tha
Tummadn. The b 2 e, "

Wk alan Man s aras b b ah Sammar s ais Sa, n

||

e ¢ Y
. WIWRA AT TET ™. A . omees
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La Nuit en Rosé Festival
June - NYC

Participate in the world’s first Food & Wine Festival dedicated
to Rosé Wine and Rosé Champagne — to leverage the lifestyle
and interest in Rose wines with Bermuda’s blush beaches.
Integrate Bermuda into the full culinary experience & lavish
lifestyle celebration.

e Engaged with 4,000 consumers over the course of 5
events in 3 days

e Served signature Dark n Stormys and set up green screen
photo area for engagement

e Generated 540 opt-ins




PROMOTIONS & PR
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Consumer Spirits Promotion
May - July — North America

Partner with Bermuda brand Gosling’s to push the potential for North
American consumers to purchase two of Bermuda's greatest exports this
summer - tourism and Gosling's Rum.

» "Selfie Yourself to Bermuda," is a multi-platform promotion that
encourages customers to submit a picture of themselves "toasting
Bermuda-style" for a chance to win a vacation for two to the island

* Point-of-sale promotion in 750 U.S. retail stores, social integration,
digital marketing and sweepstakes components.

e 750 display case cards

* 100,000 shelf talkers in thousands of stores plus distributed
through events

150,000 "Bermuda Mini Vacation Passport" hangtags on rum
bottles touting drink recipes & travel to the island.

* Social media advertising (Goslings)

* 573 entrants; 379 opt-ins

Selhe%u Tt )
R0 IJ’ PR 4

' 'Jir ! )u‘m mrg }ar c stqle and 40U could Wi yacation for tuo,

GoToBermuda.com

Pl LS , BERMUDA

ENTER YOUR PHOTO @
WWW.GOSLINGSRUM.COM/SELFIE

NO PURCHASE NECESSARY. Dark 'n Stormy Selfie Yourself to Bermuda Contest and Sweepstakes is open only to legal residents of the 50 United States
{and DC) and Canada (excluding Quebec)who are at least 21 years old at the time of entlz Promotion starts on May 1,2015 at12:01p.m. ETand ends
e.

onJuly 31,2015 at 11:59 p.m. ET. For Official Rules visit wviw.goslingsrum.com/selfie. Void where prohibited. Sponsored by Gosling's Rum.

GOSLINGSRUM.COM WE (MAKE 1T SLOWLY, STUBBCORNLY. PLEASE ENJOT IT SLOWLY, RESPONSIBLY. 404 ABV. PRODUCT OF BERMUDA, CASTLE BRARDS, NY, NY.

20
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Consumer Fashion Brand Promotion
June - UK

Partner with Kurt Geiger, a stylish brand found across the high streets, to
reach affluent, fashionable consumers

e Total Exposure: 5.4 million impressions

e Visits to Competition Landing Page: 43,715

* Total Entries & Opt-ins: 18,900

KURT GEIGER

Point of Sale (POS) (40 stores including major airports for 4 weeks):
* A5 sized posters at till point & postcards in all purchase bags

Digital & Social:

 Homepage tile — 1 week big tile, 1 week small tile (small tile is where it has
Instagram, just getting confirmation of the big tile) http://www.kurtgeiger.com
with 800k unique visitors per month

WIN A HOLIDAY FOR
TWO TO BERMUDA

We are giving one lucky person the chance to win a holiday for two with 5 nights
at the Rosewood Tucker's Point Hotel including amazing in island experiences and

* Competition landing page generated 43,715 unique visits a Kurt Golgar hollday sdit worth up to £500!
* Featured in at least 1 e-newsletter to 1 million customers (solus & banners) TR R N e R e
* Posts on social media pages- Facebook, Twitter, Instagram — total 262k e s’ BERMUDA
e Data Capture: Generated 19,000 leads via Opt-in box to be featured within the "mm_mmwm
campaign to allow competition entrants to request more information from the 21

Bermuda and their travel partners
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PR Coverage & Momentum Coverage Highlights

With the assistance of Turner PR, the BTA
and island partners are making significant
headway in raising the profile of Bermuda
through media coverage.

YTD Coverage Snapshot

Number of Articles: 93

* Impressions: 507,430,095
Media Equivalency: 8,764,311
Average Score: 68

SPRING TRAVEL

S

Boston Globe Magazine — March 22, 2015
Cover Story - Best of Bermuda

NEW SPRING ] MOUNTAIN | TRAIL | TRAVEL | FITNESS |
GEAR BIKES | RUNNERS | TOOLS |  TECH |

Outside

Outside — March 18, 2015
Best Island 2015
Travel Awards
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Q2 Coverage Wins

SUIT UP
SWIMSUIT
STYLES FOR
EVERY BODY

Triathlete — June 2015
Swimsuit Issue & Destination Guide

MENS JOURNAL

5 The 20 Most Adventurous
¢| Beaches

Ca LTI = T I

e D D)

Thee Locwton: Adm ety Hese Park o
pulsle pack with & seaad beach and saeey
rock clifs, about two willes frcos the capital
ciy of Homilton en the orth shocs of

rish Ovoracas Tervitary in
The aTth Atlantis Gesen

Admiralty House Park

The Activity: CRSf jursing

Locals have bean Japisg 200 the poc
i ot A raliy House Bark for 26 10og as

staderte o the it seed olitte. On the grarty ledy
oo skiwe (urned (T ping Asevibadl Py ain v brsals s e thiy
Jexap 10 idesnify tloe upderwotar entrasce t 4 bidden cave that arovddes scesss bk i the
tep.

wamewoe . MensJournal.com — May 27, 2015

maminetd \MOSt Adventurous Beaches

greoni for reek ¢ ¢

USA TODAY

The 10 hottest destinations for summer 2015

Cortatiim Barka. SrisreiTrevwt com

fus W ins - —

Evary 562600 has it fleasius, but ks face It
Summel 13 the wlimete lime to 1t the road In ssarch
of smeation ks S0 FEE pear make £ most of youl

sumrser vacation. Thaae rec-hot woricwide
QRIS DT (IANTY 01 FRASONS T TR — ITINE
big bithday baehea. glodal selebraione, moredible

USAToday.com — June 25, 2015
Hottest Destinations for Summer 2015

NATIONAL
GEOGRAPHIC

Best Summer Trips 2015

Bast Sumear Trips 2015 ANl Bant Tripn

Make this a summer to remember by snowboarding In the Australlan Alps, stargazing
In a Sedona red rock canyon, or exploring a volcanic Global Geopark in South Korea
Whether you're craving adventure or relaxation, our editors' list of ten Best Summer
b plus one reader’s ¢ ffers a world of —Maryelien Kennedy
Duckett

Catch Bermuda's Cup Match Summer
Splash

Bermuda

Cup Mateh Is Bermusa's equvalent of the Super Bowl, The main event (July 29 1

National Geographic Traveler — May 20, 2015
Cup Match

and red for Somarset * And,
work of
inds will be happy 10 hel you with the finer

P TN T T T AN

THE WALL STRIET XERWL Sty Suntay, Jum 3T - 20,3015 183 Y
s e

ADVENTURE & TRAVEL

Memories Made, an

d Found, on a Moped

Sy st
Tl —
o e St
-a

‘ii
:

!
i
f

New York Times — June 21, 2015
Bermuda Family & Adventure

Try All Bermuda’s Angles

You can sl go galling. but thin crce-staid lwsd row offers high- sdrenaline ity from rock cimbing to mountai biking

g s el
e e B e
e

oot Coves 404 bas

¥ PLMSHTS 0 U s
T3 ALL AT YOUR REACH

I INFOR

Vot -
1.800.866.7827
Ny [

£t charge ot rbon STy 1y e svssted botetn

Wall Street Journal — June 29, 2015
Bermuda Adventure

3
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1K WALL STREET JOURNAL.

“Bermuda: The New Destination for
Adrenaline Junkies”

“Best Island 2015” — =
[ AUAAR IO i

NATIONAL  EEPIQINEY” FodorSiravel
GEOG RAPHICTM “Top 10 Hottest places to go “Top 15 Best Beach Getaways

for 2015”

“Best Summer Trips 2015” this Summer 2015”



NEW CONTENT DEVELOPMENT
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Scuba Diver Life Partnership

asr Victoria
Partnered with Scuba Diver Life and on-
island partners to create a 4-minute Scuba Diving Bermuda
. . . More Videos by Scuba Diver Life Previous - Next
storytelling video touting the fabulous
diving experience in Bermuda.

Early Results:

e 111K viewsin 1 week

e 313 shares

o 681 likes

e 50+ inquiries to join dive trip in 2016

0:1173:58

26


https://www.facebook.com/ScubaDiverLife/videos/898488296879581/
https://www.facebook.com/ScubaDiverLife/videos/898488296879581/

BERMUDA

GoToBermuda.com
TOURISM AUTHORITY

Whale Watching Video

Worked with on-island videographers and
partners to create a 4-minute storytelling video
touting the fabulous whale watching experience
in Bermuda to promote shoulder season
visitation to the island.

27
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Life Bermudaful Video & TV Buy

Worked with on-island videographer to
create a 90-minute video telling the story
of “Life Bermudaful.” The video captures
the sights and sounds of the island.

The video became the backbone to create
a 30-second spot that ultimately aired on
network morning TV in NYC the last 2
weeks of June.

What does it mean to live life Bermudaful? To start, its an extraordinary feeling you only encounter on the
, island of Bermuda. It means stunning Neptune-blue waters. Pink-sand beaches. Bonfire nights at Tobacco Bay.
It sa ISO been re pU rposed to create an Cycling the Raitway Trail. Unreal oceanside golfing. And a sense of pure island adventure, surrounded by reefs
interactive ad unit. and centuries of shipwrecks. Watch the video >

28
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Interactive & Email Marketing

LIVE A

LB

BPERMUDA

EXPLORE NOW

>

CLAP. DRUM ROLL. CRASH.
POWERFULLY COLORFUL AND
ENTERTAINING. THE BEATS OF
THEIR DRUMS, RICOCHETING OFF

A LIVING SYMBOL OF BERMUDA'S

BERMUDAFUL
FOLKLIFE AND ARTISTIC TRADITIONS.

BERMUDA -
e ~ . 2 ~ CATCH EVENING PERFORMANCES AT

EXPLORE NOW | o i N < \RBC TS IN HAMILTON OR GOMBEY
Q

TOWN WALLS, THE GOMBEYS ARE

CLICK TO HEAR
BERMUDA IN

HIGH-DEF

CLICK TO HEAR
BERMUDA IN

HIGH-DEF

http://consol e.flite.com/ad/ 2491 e4c3-64ce-4464-h664-b0d79446c053

Semuoa Is walling for you

FATH%*M

A MESSAGE FROM OUR PARTNER

o f,’f:‘
PROPER L A
 SUMMER Al r
@) HOT SPOTS ;
" BERMUDA STYLE

4 DAYS UNTIL SUMMER FRIDAY.

BERNUDA

30


http://console.flite.com/ad/2491e4c3-64ce-4464-b664-b0d79446c053

BERMUDA ADVENTURE ALMANAC

GoToBermuda.com BERMUDA BY THE SEASON

' AVERAGE AIR AND WATER TEMPERATURE (°F) |

JUN NOV

CLIFF JUMPING ROCK CLIMBING
Jumping off rocks Deep water soloing

@ SNORKELING & HELMET DIVING
=B\  KAYAKING, STAND-UP PADDLEBOARDING, JET SKIING, PARASAILING & FLYBOARDING
ﬂs SAILING

) SPINY LOBSTER SEASON
Lobste > with |

REEF & SHORE FISHING
M Spearfish — catch & cook with locals
BIRD WATCHING WHALE
Rare Cahow WATCHING
HORSEBACK RIDING &

6 GLOW WORM CRUISES
Once a month, 2 to 3 nights after the full moon

= DEEP SEA FISHING
Wahoo, yellowfin tuna, marlin in season June/July
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Targeting by Persona — Data Driven Marketing Segments

Experience Seekers
- 36-50 years old

- Double income, no kids
. HHI $200K+, high disposable

income

- 6+ trips per year _
- Immersive travel experiences
- Looks at reviews and

recommendations from
experts and friends

- Desired experience: Leisure,
Culture, me time

Dream Tripper
51-65 years old

- HHI @ $150k +

- Couples traveling together,
sometimes with friends
Lots of planning, includes tour
and package options

. 8+ trips per year, 2 vacations / 6
etaways including visiting
amily
Not highly engaged in social
media, loyal to associations
Desired experience: leisure,
culture, storytelling

Go For It Families

36-50 years old

HHI @ $200k +

Kids are older and can engage at
the parents’ level

Mom makes decisions

7+ trips per year, 2 vacations / 5
getaways

Lots of travel centered on
activities

Unique experiences, higher end,
creating memories matters most
Desired experience: Leisure,
culture, adventure, excitement

Adventure Seekers

25-35 years old

- Moving up in their career

- No family or very young family
- HHI @ 100K+

- Millennials with disposable

income

- 6+ trips per year, 2-3 trips

around authentic experiences

- Active on social media, spends

time and money on interests

- Desired experience: Culture,

adventure, motivation

GoToBermuda.com
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2015 YTD Sales & Marketing Snapshot
e

© rymd \

e 981.9 million

impressions delivered
o through all channels
Jan-June 2015
in future visitor

\ ‘ spending influenced by BTA S&M




