
GoToBermuda.com

MARKETING & SALES BRIEFING
AUGUST 14, 2015



GoToBermuda.com

2014 Marketing & Sales Snapshot



GoToBermuda.com

3

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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Experience, Emotion, 
Personal Connection

Content & Context

Retail Offers for 
Activation

Need to Reverse the Message House 
to Expand the Marketplace
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WHAT DO WE WANT TO DO?

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

TO FEEL THAT BERMUDA IS 
THE PLACE FOR THEM 
RIGHT NOW

SHOWING THEM WHAT 
“PROPER FUN” IS
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BRAND & 
EXPERIENCE 
MARKETING

RETAIL OFFERS 
& ACTIVATION

80%

20%

Messages into Marketing & Promotion
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416 million 
paid media impressions

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

507.5 million 
PR impressions generated in the US

1.07 million
visits to gotobermuda.com

5 million
facebook reach

1.21 million
twitter impressions

42.9K
instagram engagement 

2015 YTD Sales & Marketing Snapshot

1.5 million
youtube views

981.9 million 
impressions delivered 
through all channels

Jan-June 2015

6.9 million 
promotional impressions
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Planning for the Travel Consumer Cycle

Strategic Planning 

& Creative 

Production
In-Market with 

Marketing

Stage 2

Stage 3

Stage 4

Stage 5

Select Destination

Hotel Search

Arrival

21 days

87 days

56 days

Stage 1

120 days

nc
dream research book experience

share
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How do we want to make them feel?
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MONTHLY PERFORMANCE REVIEW
AND INTERAGENCY REPORT

LEVERAGING LOCAL & INFLUENCER TALENT FOR STORYTELLING
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#SummerFridays with Shiona Turini
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Conde Nast Traveler
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MONTHLY PERFORMANCE REVIEW
AND INTERAGENCY REPORT

ACTIVATING GROUPS & EVENTS
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Redeployed Sales Effort

Corporate/
Incentive

Association Social Golf 

TrainingALHI Global Luxury Alliance
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“Bermuda:  The New Destination for 
Adrenaline Junkies”

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

June 9, 2015
Mary Celestia Shipwreck &  Wine

Food & Wine Magazine
August 2015

The True Tale of a Shipwrecked Wine
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Harlem Eat Up Festival
May 15, NYC
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Leverage partnership with Travel + Leisure 

to host a Dine in Harlem Dinner during the 

Harlem Eat Up Festival to promote 

Bermuda and tie into the opening of 

Marcus’ on-island

 Intimate dinner with 85 guests

 Generated 50 opt-ins

 Celebrated Bermuda’s ties with NYC 

and Charleston
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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

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

17
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La Nuit en Rosé Festival
June - NYC
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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.

 Engaged with 4,000 consumers over the course of 5 

events in 3 days

 Served signature Dark n Stormys and set up green screen 

photo area for engagement

 Generated 540 opt-ins
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MONTHLY PERFORMANCE REVIEW
AND INTERAGENCY REPORTPROMOTIONS & PR
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Consumer Spirits Promotion
May - July – North America 
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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. 
• 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
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Consumer Fashion Brand Promotion
June - UK
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Partner with Kurt Geiger, a stylish brand found across the high streets, to 
reach affluent, fashionable consumers
• Total Exposure:  5.4 million impressions
• Visits to Competition Landing Page:  43,715
• Total Entries & Opt-ins:  18,900

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

• Competition landing page generated 43,715 unique visits

• Featured in at least 1 e-newsletter to 1 million customers (solus & banners)

• Posts on social media pages- Facebook, Twitter, Instagram – total 262k

• Data Capture:  Generated 19,000 leads via Opt-in box to be featured within the 

campaign to allow competition entrants to request more information from the 

Bermuda and their travel partners
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Coverage Highlights

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

Outside – March 18, 2015
Best Island 2015
Travel Awards

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

PR Coverage & Momentum

YTD Coverage Snapshot

• Number of Articles: 93
• Impressions: 507,430,095
• Media Equivalency: $8,764,311
• Average Score: 68
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Q2 Coverage Wins

23New York Times – June 21, 2015
Bermuda Family & Adventure

Wall Street Journal – June 29, 2015
Bermuda Adventure

Triathlete – June 2015
Swimsuit Issue & Destination Guide

National Geographic Traveler – May 20, 2015
Cup MatchMensJournal.com – May 27, 2015

Most Adventurous Beaches

USAToday.com – June 25, 2015
Hottest Destinations for Summer 2015
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“Best Island 2015” 

“Top 15 Best Beach Getaways 
for 2015”

“Best Summer Trips 2015”

“Top 10 Hottest places to go 

this Summer 2015”

“Bermuda:  The New Destination for 
Adrenaline Junkies”



GoToBermuda.com

MONTHLY PERFORMANCE REVIEW
AND INTERAGENCY REPORT

NEW CONTENT DEVELOPMENT
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Scuba Diver Life Partnership

Partnered with Scuba Diver Life and on-

island partners to create a 4-minute 

storytelling video touting the fabulous 

diving experience in Bermuda. 

Early Results:

 111K views in 1 week

 313 shares

 681 likes

 50+ inquiries to join dive trip in 2016

https://www.facebook.com/ScubaDiverLife/videos/898488296879581/
https://www.facebook.com/ScubaDiverLife/videos/898488296879581/
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Whale Watching Video
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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. 
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Life Bermudaful Video & TV Buy
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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.  

It’s also been repurposed to create an 

interactive ad unit. 
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Interactive & Email Marketing
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http://console.flite.com/ad/2491e4c3-64ce-4464-b664-b0d79446c053

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

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

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 

getaways including visiting 
family

• 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
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Search 
for Bermuda Hotels

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

Organic Search
for Bermuda Vacations

1.07 million
visits to gotobermuda.com

5 million
facebook reach

1.21 million
twitter impressions

42.9K
instagram engagement 

2015 YTD Sales & Marketing Snapshot

1.5 million
youtube views

981.9 million 
impressions delivered 
through all channels

Jan-June 2015


