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Links to view

Website
https://www.visittobago.gov.tt

Launch Film
https://www.youtube.com/watch?v=NX4C2ji9svs

Industry event Canada
https://www.facebook.com/watch/?v=1607826332687966

Brand launch at WTM
https://www.facebook.com/watch/?v=550591448714347

Tourism Mission at ITB Berlin
https://www.facebook.com/watch/?v=614931352268101



Summary

A newly government appointed department,  

Tobago Tourism Agency, was initiated to promote and 

reinvigorate international tourism previously relying 

predominantly on oil revenues and local tourism from 

Trinidad. A global pitch resulted in Gravity appointed in 

May 2018.

The task was to market to and engage a 

geographically diverse sales channel, the travel 

trade over 9 countries – Canada, Denmark, Finland, 

Germany, Norway, Sweden, UK & Ireland, USA.  

Also, to ensure businesses on Tobago, engaged, 

amplified and delivered the strategy through their own 

activities. This was to ensure the customer experience 

was authentic to the promise being made to the travel 

trade and their customers.

The key to success was raising awareness and 

educating the sales channel that Tobago had a  

distinct proposition and specific market opportunity, 

supported by a willingness of the Government  

of Tobago to invest in a marketing campaign to 

stimulate demand. 

Gravity developed a 10-point plan including a brand 

proposition, exhibiting at international travel shows, 

creating a Tobago tour bus, events, education and 

training on island together with a paid, owned and 

earned communications campaign. 

This programme transformed engagement of the 

international travel trade and businesses on island – 

driving Tobago ‘arrivals’ to a record high.



...Explore the extraordinary Caribbean island.
Unspoilt, untouched, undiscovered Tobago

TobagoBeyond.com  |  #101ReasonsTobago

Press/Poster



Strategy

Gravity research showed Tobago had low awareness 

amongst the trade and traveller market – not making it 

into the top 10 for awareness amongst Caribbean 

Islands (ranked 14th). Understanding about ‘why visit’ 

and ‘what’s different’ about the island was unclear.

Content online incorrectly positioned Tobago as ‘Cheap’ 

and ‘Luxury’, at odds with each other. This was being 

driven by businesses on island telling own stories. 

Travel agents were not spending their time to understand 

and recommend Tobago holidays as travellers were not 

asking for it, making other islands easier to sell. To change 

this situation, Gravity recommended two parallel activities:  

1) Enthuse and educate the travel trade with a campaign 

identifying what type of travellers the island appeals to.

2) Enthuse and educate tourism businesses in Tobago 

to ensure the island had one voice and delivered a 

customer experience to match. 

Research amongst visitors overwhelmingly showed the 

most highly rated aspects are the unspoilt natural 

environment and lack of commercialisation.

Also scoring highly: the sheer number of experiences 

beyond the beach and friendly/vibrant people.

Mintel research highlighted long haul travellers – 

broadly described as Superboomers and DINKYs as the 

largest opportunity. An audience that require more 

than a beach but also experiences that keeps minds 

and bodies active. 

Gravity created the brand theme: Tobago – 
Unspoilt, untouched, undiscovered.

Reflecting the main reason why visitors returned to 

Tobago and what was special, different and authentic 

about Tobago. 

Specialist content was created appealing to four  

travel segments: Eco/Nature, Sea and Beach, 
Romance, Wellness and Culture helping the travel 

trade identify aspects of Tobago with traveller needs.

Travel Trade Engagement: Exhibiting at international 

travel shows was the main launch pad, including the 

World Travel Market at ExCel in London and ITB in 

Berlin, the world’s largest travel trade show.

Travel trade specialising in Caribbean destinations were 

invited to Tobago’s exhibition stand and then hosted  

at dinners.

Press events were held at the trade shows to present 

the campaign to the travel trade and media.



Taxi branding with the new brand identity to pick-up VIP 

travel trade guests was also part of focus on key targets. 

Press and online activity in key high-profile travel media 

was timed to appear during the shows.  

A programme of roadshows to augment the trade push 

followed, including Tobago’s own branded tour bus.

A new website was launched to tell full story.

Familiarisation trips to Tobago for travel agents  

and operators. 

On island engagement: All the islanders involved in 

tourism received a full briefing by Gravity and specialist 

training from the Tobago Tourism Agency. 

1) Tobago House of Assembly – Government body:

Including the Chief Secretary – Kelvin Charles and 

Secretary of Tourism, Culture and Transportation –  

Nadine Stewart Philips.

2) Tobago Tourism Agency:

Including Chairman, Dr Sherma Roberts,  

Deputy Chairman, Dr Acolla Lewis-Cameron and  

CEO Louis Lewis.

3) Tobago businesses: including: hoteliers/tour operators/

transport companies attended. Businesses were also 

invited to take part in the social media campaign –  

#101 reasons Tobago – and to get their businesses featured 

in the campaign among the great experiences on island. 

4) Education programmes:

Education and training programmes were implemented 

on how to target specific audiences i.e. Nature – Birding, 

Romance and weddings, etc. 

Government commitment – supporting the island: 

Demonstrating that the Tobago Tourism Agency were 

committed to supporting the activity with an advertising 

campaign was a key requirement. Without this, local 

businesses would not engage.



The entire process followed a robust methodology: (See below)



Objectives of the Campaign
We needed to:

• Develop a brand positioning, proposition and personality

• Enthuse and educate travel trade with a new brand initiative

• Increase brand recall amongst the travel trade

• Increase web presence with a rich content strategy telling the full brand story

• Enthuse and engage Tobagonians on island with the new branding

• Grow international arrivals by 10%. 

About the Brand
Tobago is an autonomous island within the Republic of Trinidad and Tobago. 

Tobago Tourism Agency is a new organisation with the mission of revitalising 

tourism in Tobago. Tourism had declined, with big names such as Jamaica, 

Barbados and Bahamas dominating tourism in the region – Tobago was ranked 

14th. Even Tobago’s sister island Trinidad was drowning it out, and confusing its 

distinct differences and advantages.
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Go Beyond Launch Film
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Campaign Targeting Strategy



We compared the volumes of online conversations of Tobago and Trinidad. Trinidad 

tends to dominate, but the table on the right shows the difference in Net Sentiment 

by topic, which suggests ‘Tobago’ should be the jewel in the crown – specifically for 

Beaches, Culture, Diving, Nature etc.
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Exhibition Design



Results



• All international markets have seen above target double-digit growth in arrivals in the last 8 months.  	     	

  Achieving 22%, 29% and 40% in the past 3 months respectively

• Caribbean Island with the largest online share of voice increase YoY (source Netbase)

• 200% increase YoY for positive mentions 

• 515.9m total reach (111% YoY increase)

• 252% increase in content authors – i.e. more people talking about Tobago

• Drove 97,780 visitors to Tobago website.

Results



“Authentic feel, different from other  

tourist boards.

” “The approach is spot on. The branding stands 

out for me more than any other island.”
“Especially incorporating the silhouette,  

which I have not seen before.

”
“I think the new branding is fantastic as it 

highlights how diverse Tobago is and the 

#101Reasons shows how much the island has 

so much to offer.

”

“I really do think it offers something different 

to many of the other islands.

” “We usually have to suggest Tobago as a 

destination but lately Clients are asking for 

it specifically.

”

Verbatim research comments:



Paul Rice – Off Broadway Travel (travelled to Tobago July 17)

“I have had a few clients lately who have mentioned the Caribbean and more 

specifically Tobago so I would say that the new branding is obviously working, 

it’s more colourful and is definitely catching people’s attention.

We usually have to suggest Tobago as a destination but of late clients are 

asking for it specifically.”

Michelle Starkey – Thomas Cook Travel (travelled to Tobago Nov 18)

“I think the new branding is fantastic as it highlights how diverse Tobago is and 

#101Reasons shows that the island has so much to offer.

I think that my visit will help me promote what is quite a relatively unknown 

destination.

I think the island would be perfect for eco-friendly, yoga loving holiday makers 

looking for something different like Castara Retreats but it is also perfect for 

people looking for a beach holiday that’s not commercialised.”



Juliet Fletcher – Caribtours (travelled to Tobago Nov 18)

“A few comments below regarding the new Tobago branding:

The branding is lovely, it has an authentic feel and is quite different from a 

lot of the other tourist boards, especially incorporating the profile silhouette, 

which I haven’t seen before. I saw a lovely dps in travel weekly recently with 

the bold pink colour, it definitely stood out and I liked how there was a small 

amount of copy but mainly image led, simple but effective.

 

I like the bold colours, reflecting how colourful and vibrant the island is 

The experiential and nature focus is great and really comes through in the 

branding, it’s what stands out the most.”

Rachael Quinton – Quinton Travel (travelled to Tobago Nov 18)

“I personally think that the approach is spot on, in that you focus on 

nature, the birds, the beauty. The branding stands out for me more than 

any other island. This maybe because I have been on your fam, so my 

mind is more aware of it? But I don’t think that’s the case. Having been 

lucky enough to visit Tobago I really do think it offers something different 

to many of the other islands, so you are right to market it heavily to 

increase awareness – I know I have been!”



Travel trade – Caribbean specialists.  

Superboomers – active online in travel (60% age 45-55/55% age 56-64), 

Active on social media (66% age 45-55/51% age 56-64).

DINKYs – Research and decide online (61% age 25-34/very active on 

social media (89% age 25-34).

The great undecided – over 2.7m searches on Caribbean have  

no destination. 

Tobagonians – local residents and businesses.

Channels tactics were chosen using data to ‘touch’ travel audiences 

across social, mobile, video and display channels.

Programmatic, display, paid social, paid search and retargeting. 

OOH to support attendance at key travel shows.

Print – national press and travel titles.

Organic Social.

PR, media relations and influencer campaigns.

Focused on driving business to the travel trade.

Target Audience Media, channels and 
techniques used



Website



Collateral





Launch Events and Exhibitions



The Tobagolator – The Concept

Bringing the senses of Tobago to the 
market: see • hear • touch • taste • smell

The Tobagolator gives us a perfect canvas 
to host events, UK wide, to showcase all 
that Tobago has to offer, to Trade and 
Consumers alike.

The idea is to bring the senses of Tobago 
in an experiential environment, to entice 
the audience to find out more and make 
bookings.

The design is based around the two 
well-known aspects of the island – Eco 
Adventure & Nature and Sea & Beaches. 

However, customisable elements are 
included so that the experience can be 
tailored as required to the particular event/ 
audience attending – e.g. the customisable
wall is suggested through either picture 
frames or printed canvases, and will 
extend to a full digital media wall in future 
- moving pictures and sound, to increase 
sensory experience. An immersive VR 
experience is being planned to really bring 
the island to life within the Tobagolator.

The ultimate objective of the van is to 
increase knowledge and appreciation of 
the island, and to encourage an increase in 
bookings.



The Tobagolator – The Concept



The Tobagolator – The Reality



The Tobagolator – The Reality
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Client Testimonial

“The branding has anchored Tobago’s new 

‘Go To Market Strategy’. It has given the 

destination a new fresh and modern look, built 

of its core tourism assets, and distinguishes 

itself from the competition. Since its launch in 

the marketplace we’ve created over 70 million 

new impressions in 8 months and experienced 

double-digit growth in visitor arrivals from our 

international markets, with 22, 29 and  

40 per cent in the past 3 months respectively.”



Thank you


