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In 2015, Jamaica tasked Burson-
Marsteller (BM) with positioning the 
island as a premium destination to 

attract affluent UK and Ireland holidaymakers 
to fill their growing number of 4 and 5-star 
hotel properties. The destination also needed 
to grow their share-of-voice across social 
media platforms in order to stay relevant, as 
Jamaica’s digital presence was not as strong 
as some of its Caribbean competitors. As a 
result, they were not tapping into the influential 
millennial demographic who utilise social 
media for holiday inspiration and book the 
highest average number of holidays a year, 
according to ABTA’s Holiday Habits Report 
2015. BM’s strategy was also informed by the 
trend in cultural and city breaks closing in on 
the popularity of beach holidays. People want 
to do more than just lie by the seaside. With 
more holidaymakers searching for ‘cultural 
tourism’ experiences and this being a key 
concern for millennials, Jamaica needed to 
shout louder about its cool credentials to 
attract and engage with these travellers.

While Jamaica is well-known as a Caribbean 
hotspot for its beautiful beaches and lovely 
weather, relatively little was known about its 
strong heritage in style and culture, aside 
from being the birthplace of reggae and Bob 
Marley. BM devised an approach to deliver 
a multi-channel campaign that elevated 
Jamaica’s cultural heritage in style and fashion 
credentials. This approach would directly 
engage with the UK millennial audience 
(18-34 year olds) and position Jamaica as a 
premium destination. In order to do this, BM 
advised they reach a consumer audience 
outside of traditional travel media via strategic 
and authentic partnerships with fashion and 
style influencers, and the creation of style-
led assets across the editorial PR calendar 
and Jamaica’s social media channel content 
calendars. The programme was focused on 
tier one national media and style/ fashion 
media. The team was also tasked with 
increasing Jamaica’s footprint with millennials 
through community management on Jamaica’s 
Instagram, Facebook and Twitter accounts, 
including tapping into existing conversations, 
proactive inspiration content, and working 
in partnership with experiences and hotel 
partners across the country. BM set in place a 
calendar of style and culture-led media pitches 
as well as press trips tailored to consumer 
media and style influencers to continue the 
narrative throughout the year. Aware of the 
peak in bookings in January, the team pushed 
for a wave of press trip coverage to appear in 
key months. BM set up partnerships with an 
influential clothing digital retailer, a fashion TV 
show and a Jamaican style influencer to tell 
the story of the island as a destination for the 
fashion elite.

Tapping into the cultural tourism trend, 
BM found out this little known secret…for 
decades, Jamaicans have been obsessed 
with Clarks shoes. This obsession has even 

seen them featured in songs by some of the 
country’s style icons. Working in partnership 
with British DJ, Al ‘Fingers’ Newman, who was 
releasing a book and album chronicling this 
love affair, BM set out to tell this extraordinary 
story. Resulting features ran in fashion 
industry bibles including Vogue, GQ and the 
Independent on Sunday as well as smaller 
cultural, musical and style publications. 
BM’s ongoing media and influencer relations 
activities secured press trips with the Mail 
on Sunday, Fabulous magazine, and fashion 
bloggers such as Anouska. In March 2016, 
we released a media announcement and 
activated a Twitter campaign to showcase 
Jamaica’s partnership with Britain’s Next 
Top Model, a UK reality TV show which was 
partly-filmed on the island. As the show aired, 
BM ensured Jamaica stayed on top of the 
online conversation by actively engaging in 
viewers’ conversations via Jamaica’s social 
media channels. Social media engagements 
from a number of the style influencer judges 
and contestants also drove new audiences 
to Jamaica’s Twitter page. In May 2016, BM 
launched a digital, multi-channel partnership 
with Revolve, an online luxury clothing 
retailer. The forward-thinking company’s 
marketing strategy is simple – forgo traditional 
advertising and debut clothing on celebrities 
and influencers live through the influencers’ 
social channels. The Instagram-led campaign 
was activated on 9th May when Revolve 
arrived for its first international trip of the year 
to launch their swimwear line live through 

social in Jamaica. BM managed the multi-
channel partnership and ensured Jamaica was 
front and centre in social media, traditional 
media relations and website communications. 
Additionally, BM developed an ongoing 
monthly social media content calendar, 
creating aspirational stories around the island.

In the past year, without any ATL 
advertising, visitors to Jamaica increased by 
12%. Redefining the island’s cultural identity 
has helped position Jamaica in a different 
light as a more premium destination. The 
Revolve campaign resulted in five influential 
Instagrammers, including Sport Illustrated’s 
Swimwear cover model Hailey Clauson, 
Instagramming their way around Jamaica, 
sharing the aspirational lifestyle to millions of 
followers. The campaign’s highest achieving 
post received 511k likes and 2,043 positive 
comments, such as “Buying tickets” and 
“Adding this to the list.” The Britain’s Next 
Top Model campaign gave Jamaica a voice 
on Twitter, with 17k total impressions reached 
with highlights that included being retweeted 
and mentioned by the Telegraph’s former 
fashion director Hilary Alexander (297k 
followers). As a result, Jamaica’s social media 
share of voice has caught up with its main 
competitors. Jamaica’s Instagram account 
has grown from just 3k in July 2015 to nearly 
15.8k followers as of 2 August, 2016. In total, 
145 pieces of media coverage have been 
generated from August 2015 -June 2016 
reaching 2,661,959,707 impressions.  l
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