Case Study

Links to view [

Revitalising Tourism

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
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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.

O
-

TobagoBeyond.com

#101ReasonsTobago

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.
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Press/Poster

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

TobagoBeyond.com | #101ReasonsTobago
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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 recoonmended 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.
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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.
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The entire process followed a robust methodology: (See below)

1 Discovery

Steps

1.

[

w
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Due Diligence

Discovery Workshop
Leadership Interviews
Online Sentiment Analysis

Market Research:

Agents and Operators - online /
phone interviews

Tourist focus groups

Brand Opportunity Workshop

Brand Opportunities

2 Development

Steps

1. Tobago Brand Positioning
2. Campaign Messaging

3. Positicning Validation Study
4.  Refined Messaging

5. Theme Line

6. Positioning Presentation

7. Messaging Matrix

3 Deployment

Steps

1. Campaign lock and feel

2. Internal Adoption and Briefing

3. BExternal Launch Plan

4. Marketing Implementation

5. Create and book advertising plan

6. Produce all collateral, including videos

for distribution on Tobago's own
websites, with travel agents and via
social media channels (instagram,
twitter, facebook, youtube, linkedin
(travel agent groups only)



Objectives of the Campaign

- 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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#101ReasonsTobago
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Go Beyond Launch Film
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Press/Poster

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

TobagoBeyond.com | #101ReasonsTobago
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Campaign Targeting Strategy

Overview — Campaign targeting strategy

CONSIDERATION

I'd love to go on holiday,
but | don’t have anything
planned at the moment.

“The Great Undecided”

o Over 2.7 million global Carlbbean Holiday
conversation in 2016 did not include a
specific igland name. That's 27.2% of all
conversations

o Multi-chanrel across all demographics,
with a specific focus on SuperBoomers
and DINKYs. .

’'m going to plan
a holiday, but 'm not sure
where to go, when to go,
or how much to spend.

Right Time, Right Place

Reach people when they are researching
destinations and packages, across all
channels (Social, News, Forums, Reviews)

* |ncrease UK Share of Voice (SOV) currently
11% (Trinidad & Tobago)

* Increase UK Share of Audience (SOA)
currently 4.6% (Trinidad & Tobago)

I'm ready to book a
holiday. I'm considering
Tobago, but | want to
make sure it's the right
decision.

Right Message

Using a data-led approach we can tailor the
customer journey by seeding the most relevant
content to the users e.g. activities, relaxation,
packages,

s Pogition Tobago in their top 3 choice set

* Communicate a clear point of difference



Campaign Targeting Strategy

Irinidad vs Tobago

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 trnidad 59"[;';‘9?
e

Beaches, Culture, Diving, Nature etc. :
9 Accommodation 88 78 -10
. Adventure Activities 91 69 -22
Topics Beach 95 57 -38
18000 Culture / Heritage 97 77 -20
16000 Diving 100 60 -40

14000
2 12000 Dlﬂ!ng 66 69 3
E 1(;)888 Hiking 84 69 -15
g 6000 Music 66 37 -28
4000 Nature 98 63 -35
2003 . . Paradise 100 59 -41
e & & & O &~ & e & People 19 54 35
& & Qgg‘ S & ¥ S < & Romance 100 45 -55
<Q
&(&“ @\V & Sailing 100 33 67
O

¥ & & Yachting 71 85 14

M Tobago [ Trinidad
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Exhibition Design

nary Caribbean island.
, undiscovered Tobago

com | #101ReasonsTobage




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.
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Verbatim research comments:

‘ ‘ ‘ The approach is spot on. The branding stands

Authentic feel, different from other out for me more than any other island. ’ ’

tourist boards. ’ ’
‘ ‘Especially incorporating the silhouette,

which | have not seen before.
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
I think the new branding is fantastic as it
highlights how diverse Tobago is and the it speaﬁcallg.’ ’
#101Reasons shows how much the island has

so much to offer. ’ ’



Té\‘mga?od Travel Trade Comment — March 2019

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

Clients are
“I have had a few clients lately who have mentioned the Caribbean and more |ate|y asking
specifically Tobago so | would say that the new branding is obviously working, for Tobago

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”

New branding is
fantastic, highlights

how diverse
Tobago is

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.

| think that my visit will help me promote what is quite a relatively unknown
destination.

| 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.”



"ngwd Travel Trade Comment — March 2019

Juliet Fletcher - Caribtours (travelled to Tobago Nov 18)

“A few comments below regarding the new Tobago branding:

The approach is

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

lot of the other tourist boards, especially incorporating the profile silhouette, The branding
which | haven’t seen before. | saw a lovely dps in travel weekly recently with stands out for me
the bold pink colour, it definitely stood out and | liked how there was a small more than any
amount of copy but mainly image led, simple but effective. other island

| 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)

- “l personally think that the approach is spot on, in that you focus on
Authentic feel - P Y PP p y

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

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

other tourist

boards lucky enough to visit Tobago | really do think it offers something different
to many of the other islands, so you are right to market it heavily to

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

increase awareness - | know | have been!”



Target Audience Media, channels and
techniques used

Travel trade - Caribbean specialists.

Superboomers - active online in travel (60% age 45-55/55% age 56-64), Channels tactics were chosen using data to ‘touch’ travel audiences
Active on social media (66% age 45-55/51% age 56-64). across social, mobile, video and display channels.
DINKYs - Research and decide online (61% age 25-34/very active on Programmatic, display, paid social, paid search and retargeting.

. . o _
social media (89% age 25-34). OOH to support attendance at key travel shows.

The great undecided - over 2.7m searches on Caribbean have . . .
Print - national press and travel titles.

no destination.

Organic Social.
Tobagonians - local residents and businesses.

PR, media relations and influencer campaigns.

Focused on driving business to the travel trade.

gravity
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Where's Tobago?

Tobaga lies sauth of the hurricane belt just off the coast
of South America, resting 22 miles (33km) northeast of
Trinidad. The tranquil Caribbean Sea laps the island’s
north coast, while the dramatic Atlantic Ocean lies on
the island's southern and westemn side.

What's the weather like?

Tobago boasts a warm, tropical marine climate with
constant cool breezes. Year-round temperatures range
from 23°C (73°F) to 32°C (89°F). The dry season runs for
the first six manths of the year, while July to December
is considered the rainy season with 200cm (40in)
average rainfall.

What's the capital?

Scarborough is Tobago's capital, though the island'’s
southwestern tip is the busiest, fastest developing area
with zll of the major facilities and amenities of the capital.

How big is the island?
Tobago has an area of 1126 sqg. miles (300 sg. km)
and a population of 60,874 (as per the 2011 census).

What time is it in Tobago?

Tobago's timezone {Atlantic Standard Time) is ene hour
ahead of Eastern Standard Time and four behind Greenwich
Mean Time. Daylight Savings Time is not cbserved.

What's the landscape like?

Tobage is an undulating mass of coral and velcanic rock.
The Main Ridge Forest Reserve is the island's hilly forest
backbone, covering over 60% of the island, while sandy
beaches and clear blue waters frame the island.

What's the currency?
The Trinidad and Tobaga Dollar, or TT Dollar, is the island's
official currency. Generally US$1 will buy you TT56.80.

What's the language?

English is spoken everywhere, with a Crecle dialect
taking elements from the island’s European colonisers,
especially the French, Dutch and British.
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Launch Events and Exhibitions

Nadine Rankin
Joint CEO, AMG Ltd

Grafton
Beach Resort/ |
Le Grand Courlan
Spa Resort




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.

The T gonden

o

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.

TebagoBeyond.com
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The Tobagolator - The Concept

Interior Design & Experience

Low-tech picture wall
or high-tech video wall

Low-tech picture wall

For the low-tech version, there are a few options including
picture frames or printed canvases available, so that the
experience can be customized depending on the nature of the

event, the people involved, and the segments being promoted.

Plant wall merging into Eco Adventure & Nature silhouette

High-tech video wall

For the high-tech version, there could be a built-in video wall,
featuring a montage of imagery specific to the type

of event and people invelved. Advantages of this are:

the ability to highly customize the space, having moving
images and sound to create a more sensory experience,

and replacing the need for the TV and enabling the full

Eco Nature & Adventure splendor of the island to be shared.

Low- tech picture wall

Wheel arches

Seating

Inside there are 3 seating areas - the bench and two whael
arches. The cushion on the bench is currently dark green.

Fridge

A fridge may be installed in the van to serve food and drinks at
certain events.

Awning

The awning is a light blue and AMG have noted this cannct
be changed.

/VR Space

VR experience

To add to the experience, we highly recommend animmersive
VR experience that can be enjoyed safely within the van.

Power Sockets

There are 4 power sockets inside the van - one in each corner.
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The Tobagolator - The Reality
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ong itineraries sail the Indian cities of

Guwahati and Jorhat, passing through tea planta-
tions, dense jungle and the Kaziranga National
Park, home to greater one-horned rhinos, pied
kingfishers, eagles, water buffalo and river dol-
phins. Best for November to April departures.

The Brahmaputra cruise departs November to
March from US$2,890 (£2,250) for seven nights
full-board on RV Indo-China Pandaw, excluding
flights and transfers. Pandaw (pandaw.com).
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Tobago Beyond

@tobagobeyond

Welcome to the Unspoilt, Untouched,

Undiscovered Caribbean island of Tobago
P

© Tobago, W.l. & tobagobeyond.com
5] Joined September 2009
1562 Following 3,677 Followers

@ Followed by Gravity Global

Tweets Tweets & replies Media Likes

-~ Tobago Beyond-20/05/2019
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Canadian market on May 02,

=

\ - \ The "Tobago Beyond" brand
== officially launched in the °

12:36
< Tweet
An island with white sandy
beaches, a lush rainforest, and
endless list of activities...who
knew crab & and goat %racing
existed!

#unspoilt #untouched
#undiscovered

Tweet your reply

© Q
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Tobago Beyond ee
3,286 Tweets

Tweets Tweets & replies Media Likes

Tobago Beyond - 20/05/2019
The "Tobago Beyond" brand was
officially launched in the
Canadian market on May 02,
2019 in an event that saw
upwards of 80 tour operators,
media personnel, and travel trade
stakeholders in Canada gathering
to experience the unveiling of the
destination brand!
#TobagoBeyond
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Tobago Beyond Retweeted e
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The lush, green Tobago stand at
H#ITBBerlin was the perfect
personification of our #unspoilt
island, and was the home base
for endless activity at the travel
convention. The perfect setting to
take # TobagoBeyond in

Tweets

!
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3,286 Tweets
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Tobago Beyond Retweeted
Edwina O'Connor-10/10/2018
Super eve celebrating beautiful
#Tobago and getting a sneak
peek at the new branding and
campaign #101reasonstobago
take me there! - did you know
they have brown, black, white
and pink sandy beaches! Not all
one beach obv & (a pleasure
@FitzwilliamDUB five star service
as always)
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There was never a dull moment at destination Tobago's stand during WTM 2018.
Stakeholder displays, destination information, and live cultural entertainment were
all part of the appeal that kept the stand buzzing with activity during the three day
event, attracting scores of visitors from the international travel trade.

Check out some highlights from our stand activity - including a peek at our branded
Lendon cab in action - and interviews with some of Tobago's representatives and
vigitars in attendance.

#TBT #TobagoBeyond #WTM2018

Tobago Tourism Agency nas
21 May at 15:30 - §
The Tobago Tourism Agency gave an update on a recent mission to

Canada, where Tobage's tourism officials launched the "Tobago Beyond"
brand, and met with key travel trade partners, including Sunwing Airlines.
TTAL CEOQ Louis Lewis revealed that the Toronto-based airline has
committed to recommence their direct service from Canada to Tobage for
the 2019/2020 winter season.

Marketing Coordinator Sheena Des Vignes noted that Agency officials
were also able to meet with influenti... See more
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Positive Tourism Outlook For Tobago

Chief Executive Officer of the Tobago Tourism
Agency, Louis Lewis, says Tobago can now expect
great things in December 2019 after engagement...
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There was never a dull moment at destination Tobago's stand during WTM 2018.
Stakeholder displays, destination information, and lhw ral entertainment were
all part of the appeal that kept the stand buzzing with activity during the three day
avent, attracting res of visitors from the international travel trade.

Check out some highlights from gur stand activity - including a peek at ocur branded
London cab in action - and intel ws with some of Tobago's reprasentatives and
visiters In attendance.

#TET #TobagoBeyond #WTM2018

Tobago Tourism Agency
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TTAL recarded & 17.7 per cent increase in international arrivals between
Janwary and March and is now focusing on achieving 25 per cent grawth
for the remainder of 2010,

[CEQ Mr. Louis Lewis] said, *That hasn't hagpened by magic, bt it really
s testimany to the fact that our strategy that we have implemented is
really showing signs of Success, We have set cursehves a very ambiticus
goal and target for this year, which is bo grow by 25 per cent for our
irernational [stay-over] arrivals, and | am happy we ane on coursa to
attain that trget™

Read mone in this articke coming out of a press conference hosted by the
Tobago Touwrism Agency on May 16, 2008,

Tobage Tourism Agency -
15 May & G

From Apeil 30th to May 3rd, 2019, representatives from the Tobage
Tourism Agency Limited and the Divisian of Tourism, Culture and
Transportation met with key media and travel trade infusencers as they
lainehed the Tobago Beyond brand in Canada and created awareness of
TTAL's "Go to Market Strategy”.

Launching the brand in the Canadian market allows the destination to
reenergize and refocus etforts in the marketplace, white develaping
relationships that will lead to collaborat... See mare
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CTO Caribbean Week New York.

#TobagoBeyond
s

Gravity London
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#Gravity branding hits the streets of #London! http://bit.ly/2QLDEST
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London cab in Tobage marketing plan
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Tobago is well represented at the Caribbean Media Marketplace during

Caribbean Media Marketplace provides representatives from CTO
member countries and private sector exhibitors the opportunity to
interact with journalists from the trade, consumer and lifestyle media.
The program is enhanced with broadcast interviews for senior tourism
officials and heads of delegations to share information on developments
and new product offerings in member destinations.

e Like Page

Caribbean Media Marketplace Happening Mow!
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HCWNY2019 Zctotourism #media #nyc #nycevents Biravel #caribbean
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Destination update: Tobago represented at the National Wedding Show in The final day of ITB Berlin was a success, with visitors of all ages from
the United Kingdom arcund the world engaging with the Tebage stand.

The destination also taok part in joint performances on the Caribbean
Tourism Organization's stand, with pannist Kersh Ramsey bringing the
warmth of the islands to Germany with his engaging performances.

@ Tobago Tourism Agency o Tobago Tourism Agency =
GMay -G 18 April - G

The "Tebago Beyoend™ brand was officially launched in the Canadian
market on May 02, 2018 in an event that saw upwards of 80 tour
operaters, media personnel, and other travel trade stakeholders in
Canada gathering to experience the unveiling of the destination brand,
Fead more in this release from the Division of Tourism, Culture and
Transportation.

iy Division of Tourism, Culture & Transportation - Tobago House of
T Aad

Check out our Facebook stories for more video clips and photas, and
dan't forget to like and follow our page for more content coming out of
the world's... See more

[Media Release] Growing romance tourism
in Tobago

Thursday April 18, 2019: The Tobagoe Tourism Agency Limited
(TTAL) is making strides to capitalize on global travel trends and
position the island as a premier romance destination through
targeted marketing initiatives.

Tobago Beyond Brand Offi
in Canada

The Tobago Beyond brand was offi

Advantage Management Graup ng The National Wedding Show at
ExCel London at ExCel London, 1l Like Page
3 Ag ondan - G

550 tie Foll s nF bt in Tocgerta. One of these initiatives by the Agency is attendance at niche specific

’ trade and consumer shows in source markets to generate viable
ther to experience the unveiling of leads from key stakeholders in the romance trave... First tim.

rids of Bo tour opel

in Canada ok at a Mational Wedding Show for a fow years. Looking good
i brand for the first time in Canada. Tobago! Tobago Tourism Agency #101ReasonsTobago
o . " . See more
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Councillor Nadine 5. o
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Telbago's presence is delinitely making an impact at ITE Berlin- the
Tobago Tourism Agency i Tobago Tourism Agency i waorld's Largast tourlsm trade fair. The island i In
29 March - G 13 March - G the official publication of the event, “FWW Daily". Tobago Tourism Agency added 11 new photos to the album ~ ***
Check our Facebook storles for ongalng updates of the Tobage Tobago Day Activities — at Shaw Park Complex

Industry Update: Tobago back at world's largest tourism and trade show Seingution st the emall 10 Decombar 2018 - G

#TobagoBeyand SITEBerdn . L .
"CEQ of the Tobago Tourism Agency Ltd., Louis Lewis, reinforced the e The Tobago Tourism Agency joined in the Tobago Cay celebrations
f . . . bt yesterday at the Shaw Park Complex, providing pertinent information
importance of the German market to the Tobago tourism industry. Lewis W L about the industry to hundreds of attendess, and mativating Tobagonians
also apprised the media of the thorough process the agency used to ( " l 1 \_,' to do their part to take #TobagoBeyond!
arrive at the new brand identity and positioning of destination Tobago." L
In case you missed it, read about the launch of the Tobago Beyond brand
at ITB Berlin last week, and stay tuned for more pictures from this
milestone event.

Check out some highlight's from our exhibit, and visit us today at Shaw
Park for towrism tidbits, engaging activities and exciting giveaways.
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[Media Release] Travel agents visit Tobago
to boost UK sales

March 29, 2019: The Tobago Tourism A
agents from the United Kingdom on a familiarization trip to Tobago
from March 17 to 24, 2019. This trip provided the Ageney with an
ideal opportunity to showease Tobago's unique and authentic
product offerings to UK front-line travel staff, giving them hands-on
experiences Lo sell the destination more effectively.
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The fam trip also ser...
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Tobago back at world's largest tourism and trade show
After being absent from ITB (Internationale Tourismus- Borse) Berlin,...

See more

Tobago Day Activities
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The Tobago Tourism Agency joined in the Tobago Day celebrations

vesterclay at the Shaw Park Complix, providing partinent indcrmation
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The Tobago Tourism Agency Ltd. is representing destination Tobago at
the World Travel Market (WTM) in London Movember 5-7, 2018,
where it s promoting the island as a destination of distinction amangst
key industry playens and tourism partners from across the warkl

The Agency is attending the event along with local tourism stakeholders
and Tabaga House of Assembly afficials in a collsborative effort to
positian the island’s brand as the framt-runners within the regional and
international travel sector.
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Mews Feature: London cab in Tobagoe marketing plan

“London is known for the famous black cab and this particular black caby
will be engaged for a six-month period by the Tobago Tourism Agency
Limited (TTAL), as part of its marketing strategy to promote Tobago in the
UK market”

#TobagoBeyond #WTM2018

THEBIG!
London cab in Tobage marketing plan
As part of the new Tobago branding strategy cur
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Barbara Lyons Excellent branding, imagery, tagline and tha
works. Now for the endrgy towards the natives on the ground -
taxi operaters, tour guides, foad handlers who are thilled and
axcited and must now be given a firm footing and fueled” for
take-off from the ground. That's where it MUST START and be
sustained. Kudos to officials who are taking this us on this
positive and exciting path.
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Check out this short video produced by the Agency featuring our new
destination imagery! Feel free to like, love, and share as we explore the
extraordinary and take Tobago beyond.

#unspoilt #untouched #undiscovered #TobagoBeyond

oY Like

Most relevant =

() comment

Like - Reply

Ewan Warrender Excellent Darrin!

& Joanne Salandy Goed job....love the fireworks at the end.
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@ Tobago Tourism Agency updated their profile picture. L1
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There was never a dull mement at destination Tobage's stand during
WTM 2018. Stakeholder displays, destination information, and live
cultural entertainment were all part of the appeal that kept the stand
buzzing with activity during the three day event, attracting scores of
visitars from the international travel trade.

Check out some highlights frem our stand activity - including a peek at
our branded London cab in action - and interviews with some of Tobaga's
representatives and visitors in attendance.
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Rhett J. McCarthy What is the ROl of our attendance at these
trade shows?
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' Charlotte Keene Very good!
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@ Tobage Tourism Agency

[MEDIA RELEASE] Tobago Tourism
Agency takes Tobago to World Travel
Market, London
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[MEDIA RELEASE] Tobago Tourism
Agency launches new Tobago brand in the
UK at WTM
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The Press Event Bran nded by media correspo..
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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 L g o ‘?{';e?ouﬁ{

the marketplace we’ve created over 70 million 4

TobagoBeyond.com

new impressions in 8 months and experienced

#101ReasonsTobago

double-digit growth in visitor arrivals from our

international markets, with 22, 29 and

40 per cent in the past 3 months respectively.

T . i T /1 T _y
Louis & A Lewis
Chief Executive Officer
Tobago Tourism Agency Led
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