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:Saludos!

Growing the Island’s visitor economy has been Discover Puerto Rico’s mission since we opened our doors in
2018. Our Island has faced many challenges in recent years, yet our tourism industry has led the economic
resurgence of Puerto Rico. Through it all, your DMO has remained steadfast in our commitment to putting the
transformative power of travel to work for the people of Puerto Rico, as we promote our Island to the world
and deliver growth and prosperity to our local residents and partners. Today, our industry is enjoying record
performance, with increased demand, yield, brand strength and, most notably, more people employed in our
industry than ever before. But we cannot rest upon our past success if we intend to lead our industry and our

Island to even better days ahead.

Travel has changed forever — both locally and worldwide. This provides a unique opportunity to reimagine our
tourism industry and how it can enhance the future of our Island and its residents. Today, travelers want — more
than anything — to reconnect with the world outside their home. Consumers are looking for more meaningful
travel experiences — not just relaxation and luxury, but cultural encounters that broaden their horizons and
create unique, unforgettable experiences. Our Island is perfectly positioned to capitalize upon these new
realities. As we look to the future, Puerto Rico is well positioned to solidify its stature in the global visitor
economy. Discover Puerto Rico’s Strategic Marketing Business Plan provides a sound, strategic foundation

to dojust that.

In 2024-2025, we aim to build upon our past success to reach new levels of performance, both for our
organization and our industry. We will help grow the Island’s economy through tourism and seek out innovative
means to positively impact local businesses, particularly those that have yet to fully recover. We will elevate
Puerto Rico's status as the premier leisure, business and events destination in the Caribbean. We will expand
our local outreach and optimize our level of engagement with local communities and partners. And we will
strengthen the destination brand and grow interest in travel to Puerto Rico to record heights as we inspire the

world to Live Boricua.
This Strategic Marketing Business Plan lays the foundation for yet another amazing success story, encompassing:

A situational analysis and competitive assessment for both the leisure and meeting sectors to contextualize

the state of Puerto Rico’s visitor economy today.

Details of marketing, sales and promotional strategies planned to accelerate tourism growth and position

the Island’s tourism industry for future success.

A brand perception update detailing the need for a stronger destination identity to communicate Puerto

Rico's unique visitor experience and differentiators.

Updated analysis evaluating Puerto Rico tourism from the most recent Oxford Economics Tourism

Impact Study.

An overview of the market trends and changing consumer motivations that are reshaping the global

visitor economy.



The strategic framework implemented to elevate DPR's group and leisure sales strategy.

Elements of comprehensive research and analysis that provide a necessary foundation for all decision-

making and strategic planning.
Plans and strategies implemented to fuel continued growth in travel throughout our Island.

On a macro level, the Strategic Marketing Business Plan provides key takeaways related to the primary
trends reshaping the modern travel marketplace. Those trends explore what is influencing both supply and
demand in leisure travel and meetings and conventions. We've also included an examination of various trends

emerging in our industry.

By understanding what motivates changing consumer behaviors and expectations, and innovatively

differentiating our Island with passion and practical leadership, Puerto Rico’s tourism and hospitality leaders

will be better prepared to craft a clear vision for directing tourism and economic development moving forward.

iAdelante!

R

BRAD DEAN
Chief Executive Officer
Discover Puerto Rico
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SECTION B
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The Future of Puerto Rico

It's been six years since Discover Puerto Rico (DPR) launched on July 1, 2018. In that short period of time,
much has been accomplished. Our Island’s tourism industry has enjoyed unprecedented demand, record
employment and robust revenue growth. We've also seen significant enhancements to product and
experiences throughout the entire Island. Few, if any, destinations in the U.S. or Caribbean have enjoyed this
level of progress in recent years. In fact, it's only made possible by the resiliency of the people of Puerto Rico,

the entrepreneurial spirit of local business owners and the vibrancy of our Island’s tourism industry.

Our goal for 2024-2025 is to grow the Island’s economy through tourism and drive visitor-powered employment
and revenue to new records - this includes surpassing pre-COVID-19 visitation numbers, increasing ADR and

attracting a more “conscientious traveler.”

We also intend to enhance the strength of the Island’s tourism brand through impactful, innovative applications
of the Live Boricua strategic brand positioning, seeking to elevate Puerto Rico beyond its identity as a travel

destination to a lifestyle consideration.
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Vision, Mission, Values &
Strategic Objectives

Discover Puerto Rico exists to promote, protect and improve Puerto Rico and its economy. In April 2018, prior to
the opening and staffing of the new DMO, the board of directors established strategic priorities based upon the

organization’s vision, mission and values.

VISION:

Become a transformational, results-oriented and innovative destination marketing organization (DMO),

powering sustainable economic growth.

MISSION:

Bring prosperity to Puerto Rico by collaboratively positioning our diverse and unique Island as a premier

destination for leisure, business and events.

ORGANIZATIONAL VALUES:

Inclusive: We are firmly committed to inclusivity in our work and our marketing. We respect all people from
all walks of life, and believe that diversity is essential for the success of our organization, our industry, our

Island and our society.

« Agile: We are quick to respond to the needs of our stakeholders and customers, and to changes in our

industry and Island.

«  Collaborative: We work closely with public and private sector partners at the local, regional and national

levels to identify commmon objectives and achieve progress, together.
« Innovative: We seek continuous improvement in all we do, both individually and collectively.

+ Results Oriented: We seek to positively impact our Island, local businesses and the quality of life of our
Island’s residents.

« Transparent: We seek to provide our community and stakeholders with easy access to relevant information
to evaluate our resource allocation, strategies research, results, procedures and decision-making. Our
industry portal, DiscoverPuertoRico.com/industry, includes 2,184 documents, including contracts, RFPs,
meeting minutes, financial statements, budgets, research, analysis and presentations.

+ Learning & Leading: We are commmitted to ongoing education and training to enable us to achieve our
strategic objectives and lead our industry.

+ Honesty, Integrity & Professionalism: We are professionals serving professionals, and we seek to earn

others’ respect.

«  Winning: We are success-oriented and never stop striving to help Puerto Rico succeed.



STRATEGIC OBJECTIVES:

Economic Growth: Discover Puerto Rico positively impacts the economy of Puerto Rico by increasing the

number of visitors, as well as their length of stay, average daily spend and visitation throughout the destination.

We measure our success by monitoring key industry metrics, such as:
Tourism Contribution to Island GDP
Tourism Contribution to Island Tax Base
Lodging Tax Collections
Tourism Employment
We also measure our success by monitoring key organizational metrics, such as:
Economic Impact of Advertising
Economic Impact of MICE Sales Contracted
Advertising Impact on Length of Stay
Advertising Impact on Travel Bookings

Brand Health: Discover Puerto Rico enhances and protects the brand health of Puerto Rico through highly

effective marketing targeting key consumer segments, as well as generating positive earned media coverage.

This is measured using several industry-standard metrics, such as likelihood of travel and destination familiarity.

Organizational Excellence: Discover Puerto Rico operates at a high level of efficiency and effectiveness. This
can be measured by comparing resource allocation (to similar organizations), industry best practices, industry

engagement and industry accreditation.

*83% of the baseline budget (87% of the budget with additional funding) is dedicated to marketing,

sales and communications.
Administration and overhead costs are far below industry averages.
Full accreditation by Destinations International

Represented on key boards and committees, including U.S. Travel Association, Destinations International,
U.S. Travel and Tourism Advisory Board, Meeting Planners International, Society of Human Resources
Managers, Brand USA.

* Includes an allocation of direct and indirect marketing, promotion and selling expenses.

11
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DMO Responsibilities
& Services

Establish and implement a strategic sales and marketing plan to expand Puerto Rico’s visitor economy.

Maintain a healthy balance between institutional independence and collaboration with government

agencies, including, but not limited to, the Puerto Rico Tourism Company (PRTC).
Maintain adequate sales representation, through DMO staff and/or contract services, in select markets.
Promote select events and activities to grow the visitor economy and attract meaningful publicity.

Inform private sector partners about the DMO’s plans and metrics of the DMO, as well as trends and

opportunities that directly or indirectly impact private sector partners.
Attract, develop and retain a talented team of professionals.
Maintain DMO industry accreditation.

Maintain a Strategic Advisory Board and Client Advisory Board to enhance the DMO's strategic vision and

identify opportunities to grow the visitor economy.
Acquire consumer-centric research and essential analytics to ensure a sound, effective marketing strategy.

Maintain hecessary committees and/or task forces to optimize industry engagement and address needs

and opportunities of the DMO and the tourism industry.

Maintain a reasonable level of transparency to ensure that stakeholders, including the private sector, media,

government and citizens of Puerto Rico, are well-informed of the DMO’s activities and plans.

Prepare and/or publish essential documents, including an annual budget, audited financial statements, a

strategic business plan, and all reports designed to ensure public accountability of the DMO.
Develop, implement and promote marketing and sales opportunities for private sector partners.
Maintain an adequate system of internal controls that ensure the appropriate checks and balances.
Establish industry-standard policies and procedures to ensure efficient, effective operations.

Develop and maintain an effective program of sales and marketing programs and services designed to
attract private sector promotional investments that qualify for matching funds if these legislated funds are
made available by PRTC.

Implement industry-standard methods for acquiring and managing media assets for promoting tourism.

Develop and implement a comprehensive publicity plan to secure positive earned media.



Develop and implement a strategic sales program designed to attract meetings, conventions and events.
Manage a system of services for professional planners that enhance their experience in Puerto Rico.

Develop and implement a strategic leisure sales program designed to complement the core campaign of

leisure travel promotion and publicity.

Maintain a customer relationship management (CRM) system to support and enhance the DMO's sales and

marketing programs.

Maintain a crisis commmunications plan designed to protect the destination brand from adverse impact of

events, actions or activities that may arise.

Manage a reliable system of technology, data and information to enhance the DMO operation and position

the DMO to achieve its strategic objectives.

Maintain an adequate level of funds in the DMO bank accounts to ensure continuity of operations.
Hire an external accounting firm to deliver an independent audit.

Maintain adequate guidelines for brand definition, brand position and all creative assets.

Develop, acquire and manage creative content and media assets using Industry standard methods.

Meet the reporting requirements set forth in Act 17 and the Agreement for Destination Marketing Services

(between the DMO and the Puerto Rico Tourismm Company).
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Economic Impact Analysis

The travel sector is an integral part of Puerto Rico’'s economy. Visitors generate significant economic benefits for
households, businesses and the government, representing a critical driver of Puerto Rico’s future. Total direct
business sales attributable to tourism are forecasted to be $9.8 billion in the calendar year 2023, a 13.2% increase

from the previous year’s record.

2023 marked the third consecutive record year for Puerto Rico's tourism, which continues to be made possible
primarily by a visitor base consisting mainly of domestic mainland consumers who can take advantage of
easy access, a welcoming destination, and desired weather. The significant increase in marketing resources to

promote the Island with federal funds has delivered record-breaking visitation and visitor spending in 2023.

With increases in nonresident overnight visitation (+13.8%) and cruise visitors (+18%), Tourism Economics
forecasts that visitation will reach over 10.8 million, an increase of 13% from the prior year. Of these visitors,
6.7 million were from nonresident visitors, with internal tourism contributing 4.1 million visitors. Though
nonresident visitors make up 61.9% of the visitor counts, they contribute 63.2% of visitor spending, given that

their average trip spending is higher.

TOTAL VISITORS & SPENDING TO PUERTO RICO
(thousands of visits and $ millions) CY 2019 - 2023f

2019 2020 2021 2022 2023f
Total visitors (000s) 8,303 4,873 8,109 9,579 10,823
Non-resident visitors 5,434 2,901 4723 5887 6,698
Resident visitors 2,869 1972 3,386 3,692 4126
Total visitor spending ($ millions) $6,437 $3,982 $7,398 $8,654 $9,800
Non-resident visitor spending $4,128 $2,429 $4,582 $5,447 $6,198
Resident visitor spending $2,309 $1,553 $2,816 $3,207 $3,602

Source: Tourism Economics

*This is based on the forecast provided in January 2024.



The Bureau of Labor Statistics estimates that through March 2024, 98,300 jobs were supported by the Leisure

and Hospitality sector, making it the fourth largest employment sector in Puerto Rico.

Compared to 2019, employment has grown significantly, adding more than 21 thousand jobs. This growth far

outpaces other employment sectors.

EMPLOYMENT BY SECTOR
February 2024, Puerto Rico

Jobs Jobs Gained/Lost vs. 2019 % Change vs. Previous Year
Total Nonfarm 958.2K 86.7K 3.0% .
Government 203.8K 13K 23% I}
Professional and Business Services 140.3K 17.8K 0.6% I
Retail Trade 133.9K 8.5K 42% -
Leisure and Hospitality 98.3K 213K 96% |
Health Care and Social Assistance 92.2K 8.8K 3.4% .
Manufacturing 84.3K 10.3K 26% Il
Construction 353% 9.4K 60% R
Wholesale Trade 319K 20K 15% |
Finance and Insurance 31.8K 21K 0.0% |
Transporation and Warehousing 20.2K 29K 4.1% -
Other Services 191K 13K 21% |}
Information 137K -2.8K

Mining and Logging 0.6eK 0K 0.0%

Source: Bureau of Labor Statistics

Most of the total employment in the Leisure & Hospitality sector is in the San Juan Metro area, but growth
is observed throughout the Island. The Bureau of Labor Statistics reports that Aguadilla has observed a 55%
increase when compared to 2019, Ponce has increased 27% compared to pre-pandemic levels, and San Juan has

experienced a 23% increase.

LEISURE AND HOSPITALITY JOBS IN PUERTO RICO
Jobs Levels, % Change YOV, % Change vs. 2019

Jobs YOY vs. 2019

Statewide 98.3K 10% 28%

San Juan-Carolina-Caguas, PR 70.0K 10% 23%
Ponce, PR 7.5K 4% 27%
Aguadilla-Isabela, PR 6.4K 7% 55%

10%

Mayaguez, PR 34K 3%

Source: Bureau of Labor Statistics
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Situational Analysis

Building on the recovery post-pandemic, both visitor volume and spending set records for the year, according
to forecasts from Tourism Economics. Its January 2024 forecast estimates that visitor spending in Puerto Rico

increased 13% over 2022, with total visitors also increasing by 13%.

Tourism Economics has issued a modest forecast for 2024, with visitor spending increasing nearly $250 million

over 2023, or 3%. It also anticipates moderate growth for the U.S. domestic market.

PUERTO RICO BASELINE VISITATION AND SPENDING FORECAST
Visitors to and Spending in Puerto Rico, % change YOV

85.8% Visitors B spending
66.4%
21.6% 18.1%
13.2%
18.8% 17.0% 13'0%3 6 -
B 10%°77 2% 27% 2.0%2.6% 1.8% 2.5%
-38.1%
-41.3%
2019 2020 2021 2022 2023 2024 2025 2026 2027

Source: Tourism Economics

The slowdown in growth anticipated in 2024 is primarily attributed to a decline in excursionists. Though the
cruise industry has seen an increase in activity in the six months ending March 2024 (+4% vs. same period last
year), scheduling changes in San Juan cruise port departures for two ships, Voyager of the Seas and Norwegian
Epic, are expected to have a negative impact on excursionists in 2024. This segment will continue to lag pre-

pandemic levels beyond 2027, according to the recent Tourismn Economics’ forecast.

PUERTO RICO BASELINE VISITOR FORECAST BY VISITOR TYPE
Non-Resident Visitation to Puerto Rico, % change YOY

18.4% . Non-Resident Hotel Guests . Other Excursionists
13.8% 13.2% Visitors (total) Overnight
o (] . 0
11.4%
(o) 0,
0.2% 1.29%2:0% 2.0%7.29, 1.9%3°6A 1.9%1 0% 1.9%3'2A) 1.5% 7 90, 1:8%1.6%
B« BN S BN el BN e B
-5.1%
2023 2024 2025 2026 2027

Source: Tourism Economics



Puerto Rico's tourism has historically been primarily U.S. mainland visitors, who make up more than 90%
of overall nonresident visitation. International markets began to open post-pandemic as COVID-19 testing
requirements were lifted midyear in 2022. As a result, in 2023 there were 57% more international arrivals into

Puerto Rico than in 2022, surpassing 2019 levels.

More international and U.S. mainland visitors combined for a record number of nonresident air passengers, at

3.8 million (+22%). Resident travelers also increased significantly to nearly 2.5 million passengers, up 13%.

YEARLY ARRIVALS

San Juan, Aguadilla and Ponce

80% 6M
60% '_'\-\._./-\.\-\././._.\.\. 5M
40% 4M
20% 3M
2M
™

0 0

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023
& % Visitors M us Visitor M international Visitor Residents

Source: Airline Data, Inc

Another record area in 2023 were lodging bookings, increasing 11% versus the previous year. Independent
rentals continue to outpace hotels, with growth in both supply and demand. Rentals grew 17% year over year

(YoY) while hotel demand increased by 7% over 2022.

With record visitation and higher rates, total lodging revenue for calendar year 2023 was over $1.8 billion, a 14.5%

increase YoY. This marks the third consecutive year that lodging revenues have surpassed $1 billion.

Hotel supply in Puerto Rico experienced little growth and with increased demand during 2023, the average
daily rate for hotels was $286, an increase of 5% year over year, while revenue per available room (RevPAR) at
$209, increased 11%. Independent rentals once again hit a calendar year high in 2023, with supply increasing
20.5% and, with solid demand growth, independent rental average daily rates were flat compared to the prior
year, at $232 (-1.1%). As RevPAR considers both occupancy and rate, it declined 3.7% YoY, driven primarily by the

increase in supply and flat rates.

23
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BOOKED LISTINGS CALENDAR YEAR

6,934,502
6,248,793

6M 5,534,442

4,682,747 39% 42%

4,123,013 38%
29%

4,439,961 4327,0016  “531,023
- 13%

4M 19%

2,919,821

2M 44%

(o]

2015 2016 2017 2018 2019 2020 2021 2022 2023

Hore! . 4,326,297 4,032,335 3,927,872 3,330,946 3,325,303 1,639,638 3,418,533 3787666 4,044,790

Demand

Indp Rental 13,664 294,681 603,151 792,067 1,357,444 1,280,183 2,115,909 2,461,127 2,889,712

Demand

Source: STR & AirDNA

LODGING REVENUE CALENDAR YEAR
$2B
$1,861,805,745

$1,625,364,246

$1.5B 37%
$1,299,467,465

36%

$954,329,073
$1B
$840,004,914 $781.923,621 $839,550,299 $805,728,514
§% 13% 18%
$566,460,839
$500M
98%
94%
87%
$0 2015 206 2017 2018 2019 2020 2021 2022 2023 2015 2016 2017 2018 2019 2020 2021 2022 2023
vl $82372M  $734.86M  $73007M  $66422M  $70614M  $32058M  $832.89M $1.038 $1168
nap Renta $1629M  $4707M  $109.48M $14151M  $24819M  $24588M  $466.58M $59132  $696.86M

Source: STR & AirDNA

As is typically the case, Puerto Rico saw its largest percentage of visitors during the months of June, July and August,

driven by summer vacations and diaspora visitors who travel to visit family and friends.

The top origins for visitors during 2023 were New York and Orlando/Daytona Beach/Melbourne.



2023 MONTHLY VISITOR ARRIVAL DISTRIBUTION

. Average of Duration

Count of Trip ID

Average of Duration
Count of Trip ID

2023 Qtr1 2023 Qtr1 2023 Qtr1 2023 Qtr 2 2023 Qtr 2 2023 Qtr 2 2023 Qtr 3 2023 Qtr3 2023 Qtr 3 2023Qtr4 2023Qtr4 2023 Qtr 4
January February March April May June July August September October November December

Visitor End Month

Source: Apollo Geolocation — Future Partners

This year, 2024, is off to a strong start, with many tourism metrics once again reaching record levels. Through the first
quarter, total lodging revenues have increased 18% to $605.1 million over the same period a year ago. Year-over-year
demand has increased by 6% for hotels and 31% for rentals. The increase is partially due to the shift in Easter holiday/
Holy Week to late March in 2024. The average daily rates for hotels are 6% higher than in 2023, while rental rates are
flat (-0.7%).

BOOKED LISTINGS YEAR TO DATE
(March 2024)

2,010,148
2M
1,738,949

1,463,592
S 45%

1,195,428 186,873 1172,946 119,902 1,213,627 1182,275 40%
1,055,314

7% 16%

16% 29%

36%

2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

oo M es22 100100 101318 936414 862694 761188 631433 866499 104677 110676

Rental

Demand 32,199 85,870 159.765 183,488 350,933 421,087 423,881 597,093 692,171 903,384

Source: STR & AirDNA
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2M

™

Rental
Revenue

Hotel
Revenue

YEAR-TO-DATE LODGING REVENUE
(As of March 2024)

$605,132,001

$513,022,419

$409,300,607
S 35%
$271,717,006 $267,954,888  $241,648,995 $246,987,677 $284,445,809 $255,905,706 33%

o, $228,369,257
2% 5% % 35%

2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

$4,586,302 $14,326960 $27,466,094 $33,590,310 $65592,733 $78,270,774 $86,839,970 $141,906,289 $168,787,667 $218,926,800

. $267130,794 $253,627,928 $214,182,901 $213,397,367 $218,853,076 $177,634,932 $141,529,287 $267,394,318 $344,234,752 $386,205,174

Source: STR & AirDNA

Puerto Rico's rates remained relatively comparable to the Caribbean average. However, toward the end of 2022,

the Caribbean’s average rates began to distance themselves from Puerto Rico’'s ADR, a trend that continues

to be observed.

In March 2024, the most recent reporting month for competitive data from STR, the Caribbean average hotel rate

was $455, 19% higher than Puerto Rico's rate.

$500
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$400
$350
$300
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$200
$150
$100
$50
$0

JAN-21
FEB-21

HOTEL AVERAGE RATES

(Puerto Rico vs Caribbean)

$455

$381
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Source: STR & AirDNA



And while consumers are generally feeling more optimistic about their finances, and with concerns about a
recession diminishing, many consumers cite high costs as the most persistent barrier to travel. In April's edition of
The State of the American Traveler, Future Partners states that “travel being too expensive has been increasing as a
deterrent over the past three months.” However, there continues to be a “sustained enthusiasm as travelers remain

optimistic about their future finances and travel expectations.”

Nearly half of travelers feel that a year from now, their finances will be better off (47.8%), and over 8 in 10 express
excitements about leisure travel in the next 12 months (86.6%). This drives many (59.2%) to prioritize spending on
travel in the next three months as we head into the summer season, a number not seen since summer 2022. The
excitement, optimism toward finances and prioritization of travel, coupled with inflation, likely pushes “expected

travel budgets to jump sharply” to a post-pandemic high of $4,887.

Traveler sentiment along with booking pace for hotels and rentals throughout the third quarter point to another

strong tourism year in 2024.

FISCAL YTD REQUESTED GROUP ROOM NIGHT

LEAD PRODUCTION BY FISCAL YEAR
(July — March)

1,000,000 808,087 898,766

688,991

800,000

600,000 439,765

410,230

320,257
400,000

200,000

0 2018-2019 2019-2020 2020-2021 2021-2022 2022-2023 2023-2024

Source: Simpleview

As RFPs for specific meeting dates increase and booking windows continually change, we are carefully monitoring
which geographic and business sectors appear to be most active in both the short and long term. Future pace and

customer-generated pace reports will allow us to gain a deeper understanding of critical-need periods.

ADR growth in season and the number of events booked into shoulder and low season dates will be a good gauge
of the Island'’s progress. Pace reports play an important role in need period and longer term planning. Ultimately,
national sales directors will be measured against goals that were established to meet and exceed numbers both

pre-COVID-19 and pre-Hurricane Maria.

21
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GROUP LEAD PRODUCTION
July 2023 - March 2024

Izr:/ternational Canada
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Source: Simpleview

FUTURE GROUP SALES PIPELINE GROWING

The future sales pipeline represents the potential impact of all open, qualified leads in terms of potential
room nights not yet contracted. Discover Puerto Rico inherited a relatively slim pipeline of 150k rooms in
July 2018. By July 2019, the pipeline had surged by 111% to 335k rooms. Although the pandemic caused a 25%
decline, our proactive engagement through relentless road shows, trade show coverage, site inspections and
familiarization (FAM) tours enabled us to outpace the recovery speed of the U.S. mainland. By July 2023, the
pipeline reached a record high of 682k rooms. We are on track to surpass this record in the 2024-2025 fiscal

year, continuing to drive growth and visibility for Puerto Rico as a leading destination in the events industry.

GROUP SALES PIPELINE AS OF APRIL 2024

$571.3M ECONOMIC IMPACT
REQUESTED ROOM NIGHTS

800,000

682,546 678,886

700,000

600,000 549,776

500,000
385,937

400,000

300,000 252,552
200,000

100,000

JULY 2018 JULY 2019 JULY 2020 JULY 2021  JULY 2022 JULY 2023  APRIL 2024

Source: Simpleview



LEISURE SALES INCREASING

Discover Puerto Rico overhauled the previous leisure sales strategy, which was inefficient, ineffective
and costly. With considerably fewer staff and promotions, we are focused on enhancing results with key
providers, elevating the prominence of the destination in emerging/established channels, and growing the

base of advisers booking Puerto Rico.

The new strategy, of course, coincided with many unanticipated challenges, such as earthquakes and
the global pandemic. Nevertheless, the base of leisure sales in Puerto Rico has shown considerable
improvement as we emerge from the pandemic, with the sales volume in the most recent six-month

period +114% above the same period last year.

The monthly leisure sales have been continuously growing, thanks to our assertive co-op campaign
strategy and increased presence in multiple feeder markets. The sales team has been agile, nimble and
opportunistic in seeking opportunities amid a very challenging environment as all destinations have re-

opened and are competing for the same business.

PERFORMANCE TREND BY MONTH (FISCAL YEAR 2022-2023)
AVERAGE MONTHLY SALES
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$4,500,000.00 $4,232,961.00
$4,000,000.00 $3,773,283.17
$3,500,000.00
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$2,500,000.00
$2,000,000.00 $1,756,149.67
$1,500,000.00
$1,000,000.00
$500,000.00
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$4,465,105.00

$2,580,149.67

$808,940.33
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Source: TravelClick



FISCAL YEAR 2023-2024 BY MONTH
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Strategic Resource
Allocation

When the new DMO of Puerto Rico was created by law in March 2017, the primary focus and public discussion
was on governance, structure, roles and responsibilities. The funding model was a secondary consideration
defined in the latter stages of the legislative process and limited to two sources of funds: a defined dollar
amount from the lodging tax collections and a matching grant that offers a 1:1 match on private sector

contributions. While this was a bold step forward, it leaves several challenges yet to be addressed:

Discover Puerto Rico has achieved impressive results, showcasing a strong return on investment and
remarkable efficiency compared to other DMOs. This success has driven a significant increase in tourism-
related tax revenue, particularly lodging taxes, contributing substantially to the local economy. However, despite
this growth, the DMO'’s funding model has not evolved accordingly, relying heavily on one-time funds and

annual budget solutions. This financial instability hinders long-term planning and strategic development.

Compounding the funding challenge is the looming expiration of the DMQO's contract, set to end in June 2028.
As the DMO continues to market and attract business beyond this date, this contractual uncertainty creates
potential risks and undermines confidence in future commitments. The data shows that a significant portion
of leads and expected revenue extends beyond the current contract period, highlighting the need for prompt

action to avoid disruption and maintain momentum.

Given these challenges, the DMO's key priorities are clear: first, establish a sustainable and competitive funding
model that reflects the organization's growth and supports ongoing success; second, secure an early renewal of
the contract to ensure continuity and stability. Addressing these priorities will be crucial for the DMO's ability to

maintain its positive impact on tourism and contribute to the region’s economic prosperity.

DISCOVER PUERTO RICO *+ STRATEGIC /MARKETING BUSINESS




SYNERGY & EFFICIENCY

DISCOVER PUERTO RICO DISCOVER PUERTO RICO DMOS BUDGET RANGE ALL DMOS
FY24-25 BUDGET FY24-25 BUDGET $20M-$30M** BUDGET RANGES™
(BASELINE)* (WITH ADDITIONAL FUNDING)*
3% 2% 8% %
14%—| - %7 - | |

32%—| 35%—|

60% 54%
87%

General & Administative Expenses Payroll & Related Expenses W sales, Marketing & Promotion

* Discover Puerto Rico estimates include local and federal funds

** Based on the Destinations International platform for Destination Organization Performance Reporting (2019 data)

The above chart demonstrates that Discover Puerto Rico maintains a lean operating budget compared to other
DMOs. Yet, this comparison does not fully explain the level of efficiency achieved by Discover Puerto Rico, as most
staff positions are marketing, sales or public relations. When allocating payroll and administrative expenses by
function, 98% of the funds were invested in direct marketing, sales and promotional expenses, whereas only 2%
were allocated to administrative support, as shown in Discover Puerto Rico’s most recent financial audit report.

It's important to note that Act 17 allows the DMO to allocate up to 50% of its budget on salaries, overheads and

operating costs, so Discover Puerto Rico is allocating less than half of what is legally permissible to these expenses.

2%—|
FY22-23
ALLOCATION OF EXPENSES BY FUNCTION

GCeneral & Administative Expenses

[ | Sales, Marketing & Promotion

98%

Source: Discover Puerto Rico’s Audited Financial Statements for FY2022-2023.

Third, Discover Puerto Rico has worked closely with the Puerto Rico Central Government to acquire federal

funds (e.g., CDBG-DR, CARES, ARP) to propel our efforts to increase tourism and the results have been stellar.

To maintain past progress and be competitive in the domestic and key international markets, Discover Puerto

Rico must maintain an annual budgeted investment in tourism promotion of $65M-$75M.
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Brand Perception Analysis

In addition to year-over-year gains in brand qualities, there is a more positive view of Puerto Rico as a vacation

destination, particularly in markets where Discover Puerto Rico has invested.

The Live Boricua campaign’s success in increasing familiarity and perception of Puerto Rico as a destination

has transformed the Island’s competitive position. After three years of investment, those who are aware of

the campaign now rate Puerto Rico as favorably as Aruba and Costa Rica, and higher than Mexico and the

Dominican Republic.

IMPACT OF PAID MEDIA ON DESTINATION PERCEPTION - BY SMARI

Caribbean

Miami/Fort Lauderdale

38% 72%
36% 58%

Aruba 33% 53%
Costa Rico 33% 53%
Puerto Rico - Aware 34% 53%
Mexico 30% 48% . Excellent
Puerto Rico - Overall 32% 46% Very Good
Puerto Rico - Unaware 29% 40%
Dominican Republic 26% 38%
Colombia ‘ 17% 25% ‘ ‘ ‘ ‘ ‘ |
o 10% 20% 30% 40% 50% 60% 70% 80%

With the launch of Live Boricua in 2022, these metrics saw significant improvements versus previous years and

have been able to remain stable for the past two years, with core markets leading the way.
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CHANGE IN PUERTO RICO KPIS

46% 46%
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15% 40, 177 7%
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YEAR-OVER-YEAR KPIS - CORE MARKETS

49% 0%
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44% ;=0
399, 40% 43% 185 42% 29%
’ 35%
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22%
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Strategic Marketing & Research Insights, LLC (SMARI) shows that the Live Boricua campaign has reached nearly
28 million domestic households and 3.3 million international households, driving over 828,000 ad-influenced

trips and nearly $2.7 billion in visitor spending since its launch in May 2022.

Destination marketing campaigns are measured on the incremental lift that they provide, with an

understanding that there would be a base level of visitation, even without any paid marketing investment.

According to SMARI research as of December 2023/January 2024, 14% of households who were unaware of
the Live Boricua campaign intended to visit Puerto Rico within the next 12 months, while 29% of those who
remembered the campaign intended to visit, representing a 15-point increase in the key performance indicator

of likelihood to visit.

Similarly, familiarity with Puerto Rico as a travel destination and perception of the destination has increased by

18 and 13 points, respectively.
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PAID MEDIA IMPACT ON KEY PERFORMANCE INDICATORS

70%

60%

53%
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Source: SMARInsights, LLC

SAN JUAN

OLD SAN JUAN,

38 DISCOVER PUERTO RICO ¢« STRATEGIC MARKETING BUSINESS PLAN




SECTION |

Marketing
Plan



40

Marketing Plan

The strategies and tactics referenced herein represent the strategic direction of Discover Puerto Rico’s
marketing program, which is designed to establish a long-term brand position; improve brand health and
brand equity; spur economic growth through tourism; and utilize industry standard DMO best practices.
Discover Puerto Rico is committed to marketing and promoting the entire Island as a tourist destination
through strategies and tactics that produce measurable success for Puerto Rico. This will optimize the
economic results and ensure that Discover Puerto Rico's advertising and sales benefits are equally available to

private sector partners.

This DMQO'’s marketing plan provides an integrated, comprehensive marketing and communications approach,
leveraging Puerto Rico's key appeals to drive increased visitation and improve overall perception of the brand.
The strategies and tactics recommmended encompass key opportunities for Puerto Rico’s tourism industry,

providing actionable tactics designed to deliver the highest level of success, including:
Unified messaging and brand identity;

Digital advertising targeting key consumer segments, including online banner ads, search text ads, online

video ads, social media ads, travel partner promotion, over-the-top-TV, and content distribution;
Broadcast advertising targeting key consumer segments;

Collaborative marketing efforts with strategic partners;

Customized promotion in key niche markets;

A strategic publicity campaign targeting key influencers and media, generating a measurable return on

investment.

Select out-of-home (OOH) opportunities as budgets allow.

STRATEGIC MESSAGING

For the last several years, Puerto Rico has prioritized economic recovery and navigated the realities of weather
events and the COVID-19 pandemic. Although demanding, this provided the DMO with an opportunity to
reset and rethink how travel can reinvigorate the Island’s economy, with a brand campaign that would elevate

awareness, change consideration and drive visitation.

This approach to redefining and repositioning Puerto Rico’'s brand message was a research-driven, results-
focused process that began with an extensive “discovery” phase to help inform the development of the Live
Boricua campaign that continues today through a never-ending process of evaluation — examining and refining

the brand messaging based on market feedback and results.

Live Boricua, the latest campaign from Discover Puerto Rico, highlights Puerto Rico’'s warm and welcoming
culture, illustrating to travelers not only what makes Puerto Rico different, but also how visitors and locals

share similarities: a desire for authentic, meaningful, memorable experiences every day. This campaign has



increased awareness and consideration by positioning a visit to Puerto Rico as more than what Puerto Rico has,
but who Puerto Rico is, and making connecting with local culture a top driver of visitation. As Discover Puerto
Rico's repositioning of the Island’s brand continues to take root with the campaign, the DMO'’s marketing

and messaging approach highlights every corner of the Island and exposes consumers to Puerto Rican
products and experiences that go beyond the beaches and metro area, while providing strong continuity and
differentiation. This expansion of our tourism offering, both in product and experientially, centered around
culturally immersive travel, is key to enhancing brand perception and cementing what makes us different from

our competition.

The next phase of Live Boricua, Live Boricua 3.0, launched in March 2024, builds on the initial campaign’s
success. Live Boricua 3.0 utilizes a storytelling technique featuring locals speaking directly to prospective visitors
with warmth and pride about their home. The campaign evolution is designed to be used in rotation, with
multiple 3.0 stories running simultaneously with Live Boricua 2.0 spots, giving visitors a deeper understanding
and appreciation of the cultural experiences in Puerto Rico across nature/beach, gastronomy, music/dance and

outdoor adventure.

DISCOVERPUERTORICO.COM

Discover Puerto Rico continues to lead with its innovative destination website, which has been recently
enhanced to meet the evolving needs of today's travelers. Featuring a sleek, contemporary design and

an adaptive user interface, this digital platform stands as a premier informational and inspirational hub. It
effectively caters not only to potential tourists interested in exploring the Island's rich cultural and natural
landscapes, but also to professionals in the meetings, incentives, conferences and exhibitions (MICE) industry.
With ongoing updates and new features, the website ensures an engaging and seamless experience for all

users, emphasizing Puerto Rico's commitment to blending tradition with modernity in its tourism offerings.

In 2023, Discover Puerto Rico further expanded its outreach by developing specialized content hubs tailored to
unique travel niches. These hubs include Accessibility, Cruise, Family Travel, Sustainability, Sports, Weddings,
and more, each designed to provide targeted information and resources to meet diverse traveler groups’

specific needs and interests.

Complementing these hubs, our award-winning newsletter program plays a crucial role in engaging with
potential visitors. With monthly deployments, we delivered highly relevant content to a dedicated subscriber
base of nearly 140,000. Each newsletter is thoughtfully curated to resonate with specific interests, ensuring that
every recipient finds value in our updates. This strategic approach keeps our audience informed and inspired
about travel opportunities in Puerto Rico and significantly enhances the reach and impact of our niche content,

fostering a stronger connection between the Island and its prospective visitors.

The calendar year 2023 showcased overall positive trends in user growth and engagement, with modest
increases in some areas, but significant leaps in partner referrals. Year-over-year page views increased by 11.75%,
organic users by 0.67%, and average session duration by 4.1%. Partner referrals experienced a robust growth

of 62.79%.

Amid changes in Google's search results pages in 2023, such as the inclusion of Al-driven features and trip-

planning tools for certain keywords, DiscoverPuertoRico.com saw notable growth in organic search activity. The
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website achieved a 49.64% increase in the number of organic keywords ranking on page one compared to 2022.
This improvement translated into over 5 million total organic clicks and a total organic search value of more

than $7.65 million, with an average cost per click for organic traffic at $1.53.

In late 2023, Discover Puerto Rico began collaborating with a new tourism-focused marketing agency to
enhance performance by leveraging advanced marketing technologies. Initiatives included updates to the
Industry Portal, technical SEO and content optimizations to better align the website's content with consumer
interests. Introducing a new email template and continued support for leisure and niche topic emails have
helped boost engagement with our owned audiences and drive further interactions across our website and
social channels. Close coordination with internal teams and external agencies has also enhanced our analytical

capabilities and strategic planning.

Looking ahead to the upcoming fiscal year, Discover Puerto Rico aims to maintain its role as a thought leader
in the tourism industry. The website will undergo enhancements to deepen potential visitors’ engagement
and guide them more intuitively through the site, incorporating Al technologies, an interactive map, shareable
bookmarking capabilities, and social media integrations. Additionally, a new availability calendar will be
introduced to display real-time hotel booking options aimed at driving sustainable travel by increasing off-

season visitation and distributing tourists more evenly across the Island.

ARTIFICIAL INTELLIGENCE

In today’s digital landscape, artificial intelligence (Al) presents significant opportunities to enhance business
operations and refine content strategies. Discover Puerto Rico utilizes OpenAl tools, not for direct content
creation, but to bolster our content quality and increase team efficiencies. These advanced tools streamline
and expedite routine editing tasks and other processes, allowing our team to concentrate on producing high-
quality, engaging content. This strategic application of Al optimizes our workflows and ensures the accuracy

and relevance of our output, significantly boosting our overall productivity and the effectiveness of our content.

Looking ahead, Discover Puerto Rico is exploring the integration of Large Language Models (LLMs) into our
website. Our goal is to leverage these powerful Al tools to serve accurate content in response to user queries
and significantly enhance the user experience. By incorporating LLMs, we aim to provide personalized content
that can dynamically adjust to user preferences and behaviors, influencing and enriching the travel journey. This
forward-thinking approach promises to transform how we interact with visitors, making every digital encounter

more helpful, engaging and tailored to individual travel needs.

DISCOVER PUERTO RIGO WEBSITE TRAFFIC AND ENGAGEMENT

The calendar year 2023 saw overall positive trends compared to the previous calendar year: modest in user

growth and engagement, but significant in partner referrals:
20,540,331 Pageviews (up 12% from CY2022)
4,074,731 Organic users (up 1% from CY2022)
727,299 Partner referrals (up 63% from CY2022)

2 minutes and 49 second average session duration on-site (up 4% from CY 2022)



ORGANIC TRAFFIGTO OUR CHANNELS

In a year when Google was actively playing with the user experience on search results pages (with Al and trip-
planning experiences showing up for some terms), DiscoverPuertoRico.com saw substantial growth in organic

search activity.

Website increased in the total number of organic keywords it ranks for on page one, ending the year with
13,842 — up 50% from 2022.

Website ended the year with 5.7M total organic sessions.

Visibility and engagement on the Google Search Engine Results page improved in 2023, with total organic

clicks of just over 5 million.

Organic Search Value totaled over $7.65 million, with an average cost per click of organic traffic at $1.53.

Sources: GA4, UA, BrightEdge, GSC and Wordstream

DISCOVER PUERTO RICO SOCIAL MEDIA CHANNELS

In 2023, Discover Puerto Rico maintained the focus of its owned leisure social media channels on short-form
video content as the predominant strategic approach. This method consistently yielded positive outcomes
across key performance indicators such as the growth of net new fans, the engagement rate by reach, and the

organic referrals to the website.
Facebook - final fan count: 1,050,902
Instagram - final follower count: 234,647
TikTok — final follower count: 28,905

LinkedIn - final follower count: 32,346

PAID MEDIA STRATEGY

Through 2023, two funding sources were in place to reach mature markets (Core) and new emerging markets
(ARP). In both cases, a full-funnel media campaign was deployed to increase awareness of the Island and the
Live Boricua campaign and “pull” consumers through to visitation. Effective December 2023, many of the ARP
campaign efforts targeting new emerging markets were completed. However, some will extend until the end
of 2024.

Starting in January 2024, paid media efforts are now planned and executed holistically, drawing stronger
connectivity between traditional and digital media. Headed into FY2024-2025, the media strategy will continue
to increase awareness and interest in the Live Boricua campaign, as well as leverage content to add dimension
to the experiences travelers can gain while on the Island. Using a combination of both owned channels (e.g,,
social), as well as partnering with trusted brands to lend their own voice and validation to the appeal of Puerto
Rico, will continue to showcase why travelers should visit. While a greater emphasis will support these branding

and educational elements, additional digital efforts targeting travel intenders will round out the media
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touchpoints. An important and notable shift starting January 2024, and one that will continue into FY2024-2025,
is a focus on gaining incremental visitors instead of using paid media budgets to reach those who are already
showing interest in visiting the Island. In addition to the general consumer efforts, paid media will continue to

support market segments such as LGBTQ+ travelers and the MICE market.

We have been closely monitoring economic and other headwinds and will remain flexible and adapt as
changing market conditions occur. As we have since the start of the DMO, paid media will continue to build on

learnings and optimizations from the recent fiscal year's activations that will include things such as:

Continued development of the “Conscientious Traveler” target audience.
Focused communications to support brand dimensions such as nature, gastronomy and music.
Ongoing testing — new partners, new tactics, data offerings, etc.

Optimization of target markets based on airline seat capacity, among other factors.

Geographic Markets: New York; Philadelphia; Dallas-Fort Worth; Chicago; Atlanta; Washington, D.C.; Boston;

Baltimore; Houston; Hartford; Harrisburg-Lancaster; Miami/Fort Lauderdale; Providence; Springfield

*ARP funds will be invested through December 2024.

EARNED MEDIA STRATEGY

Discover Puerto Rico executes a robust commmunications strategy that elevates the Island to the critical
mainland audience. While final performance figures are being tabulated for the totality of FY2023-2024, it has
been a strong year as of March 2024, with earned media coverage garnering 21 billion total impressions, a 10.4%
YoV increase, and $406.3 million in earned media value, a 23.4% YoY increase. This momentum was driven by a
strategy to underscore Puerto Rico’s unique culture and accessibility from the U.S. mainland via Live Boricua
and No Passport, No Problem campaigns by way of ongoing media outreach, signature events in emerging
markets, partnerships with local tourism stakeholders to promote happenings on the Island, and a concerted

effort to promote the DMO'’s successes and insights in business and trade press.

Looking ahead to the new fiscal year, our earned media strategy will consider the following opportunities:

Lifestyle Strategy: Beyond Puerto Rico's current positioning in the travel space, we will tap into what makes
the Island a unique cultural experience as we develop our strategy to position Puerto Rico as a lifestyle

brand. This will increase consumer connectivity to and affinity of the Island.

Consumers' Desire to Experience Local Culture: Puerto Rico’s unique value proposition lies in its singular
culture and natural wonders. Continuing to promote the third iteration of the Live Boricua campaign will be
central to our media relations’ efforts as this is the underpinning for answering the question of “Why should
| visit Puerto Rico?”

On-lIsland, Promoting Tourism as an Engine for Prosperity: We will continue to keep local sentiment at
the forefront of our efforts to ensure that we consistently deliver on our mission to bring prosperity to the
people of Puerto Rico. All of our activations and earned media efforts are created with an eye on local pride

and protecting the work of our tourism sector.

Excellence in Thought Leadership: We will build on our robust plan to tout Discover Puerto Rico's “first
of their kind" ideas with strategic leadership at the helm. Our strategy will be informed by our landscape

knowledge and competitive insights to ensure differentiation.



ACHIEVEMENTS & ACCOLADES

Our deliberate strategies resulted in a significant impact. We developed creative strategies to keep the Island

prominent in travelers’ minds to consider us as their go-to destination.

PUERTO RICO MADETOP DESTINATION LISTS FOR 2023 AND 2024

We achieved remarkable accolades such as:
« Condé Nast Traveler — Our Edit of the Top Destinations to Visit in the World
« Condé Nast Traveler San Juan as one of 10 heritage cities in the Caribbean
« The Telegraph The 10 Best Caribbean Holidays For This Seasons Winter Sun
« The Times Online The Best Crowd-Free Caribbean Islands
« Escapism The best Volunteerism trips around the world for 2024
« Salon Privé The Best Valentine's Day Getaways
+  Group Leisure and Travel Where You Should Travel in 2024 Based On Your Star Sign
«  Fuscia - Cinco planes para disfrutar de manera confortable lo mejor del Caribe
«  Forbes - Los mejores lugares para viajar en Estados Unidos en 2023
« Smart Travel - Las 10 empresas de viajes y hosteleria mas innovadoras de 2023
« Expreso - Seis nuevos restaurantes para saborear Puerto Rico
. Travel Lemming 50 Best Places to Travel in 2023
« TravelPulse Best Small Towns to Visit in Latin America in 2023
«  TripAdvisor Popular Destinations - Caribbean
« Conde Nast Traveler The Most Colorful Places in the World
«  Glamour 25 Best Romantic Weekend Getaways for Couples
« Travel + Leisure The 18 Cheapest Places to Travel in 2023
« Good Housekeeping 20 Best Cheap Places to Travel in 2023
« Travel + Leisure 29 Best Tropical Vacations Around the World
« Lonely Planet 8 Great Weekend Getaways for Couples in the USA
«  Thrillist These Are the Top 2023 Spring Break Destinations

« Travel Off Path These Are the Top 5 LGBTQ+ Destination According to a New Study
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CountrylLiving 41 Best Spring Break Destinations for Families

Travel + Leisure 17 of the Most Beautiful Caribbean Islands

Travel + Leisure 17 of the Best Beach Resorts for Families

TravelAwaits Top 7 Cultural Destinations to Visit in the Americas This Summer
Caribbean National Weekly Top 3 Most Visited Caribbean Islands

Travel + Leisure 20 Best New Affordable Luxury Hotels

TravelAwaits 15 Warm U.S. Destinations To Visit In April (2023)

Buzzfeed The Ultimate List of Underrated Travel Destinations: 42 Must-Visits for 2023
Travel + Leisure 25 Best Mother-Daughter Trips Around the World

Forbes The Best Places to Travel in the US in 2023, According to Experts
TravelPulse 10 Must-Visit UNESCO World Heritage Sites in the Caribbean
Travel Noire The Most Beautiful Places in the World

Outside The 36 Best Places to Visit in the US for Adventure

Travel Off Path These 5 US Beaches Were Just Named the Best in the World
Travel Off Path Top 3 Destinations To Visit Right Now According To Expedia
Forbes The Best Places to Travel in the US in 2023, according to experts

The Expedition 13 Best Family Beach Resorts

Travel + Leisure The Best Family-Friendly Beach Resorts in the Caribbean

SmarterTravel 5 Mind-Blowingly Beautiful Bioluminescent Beaches and Bays to Add

to your Bucket List

Outside The 36 Best Places to Visit in the U.S. for Adventure

TimeOut The Best Pride Parades and Festivals in the U.S. to Celebrate LGBTQ Rights
Travel Off Path These 5 U.S. Beaches Were Just Named the Best in the World
Reader’s Digest 26 Great Last-Minute Places to go for Memorial Day Weekend
Fodor’s 15 of the Most LGBTQ+ Friendly Destinations in the World

Today's Parents 8 Best Family Resorts in Puerto Rico 2023

Travel Awaits Top 10 Summer Vacation Destinations Around the World

CNT 25 Best Places to Go Snorkeling in the World



BestLife 8 Most Thrilling Waterfalls in the U.S. That Will Make Your Jaw Drop

The Points Guy 4 Best Places to Travel Without a Passport from the US

The Points Guy 12 Best Budget Beach Destinations in the US

xoNecole Cet Your Passport Ready, These are the Top 5 Black Girl-Friendly Places for Solo Travel
Cosmopolitan The Best Girls Trip for All Your Group Getaway Needs

Real Simple Most Affordable Places for a Beach Vacation Around the World

Travel + Leisure Travel + Leisure Readers’' 5 Favorite Puerto Rico Resorts of 2023

Travel + Leisure Travel + Leisure Readers’ 25 Favorite Islands in the Caribbean, Bermuda and

Bahamas

Washington Post 7 Less-Expensive Summer Beach Vacations

AFAR 10 Favorite Puerto Rico Finds from Locals in Our United Voices by AFAR Program
Travel Age West 16 of the Best Restaurants in San Juan, Puerto Rico

House Beautiful 38 of the Prettiest American Beach Towns that Look Like Europe

Travel Off Path - Top 10 International Destinations Gaining Popularity Amid Rising Travel Costs
Parade 50 of the Best Girlfriend Getaways Around the World that are Serious #Goals

Conde Nast Traveler 4 Best Places to Travel Without a Passport that Feel a World Away
Cosmopolitan 40 of the Best Girls' Trip Destinations in the U.S. to Book RTF Now

Conde Nast Traveler The Best Cities in the World: 2023 Readers’ Choice Awards

Travel off Path Top 7 Cheapest Warm Weather Getaways for Americans to Fly to This Winter
Parade The 15 Best Travel Destinations for December, According to a Travel Agent

Outside The World's Top 10 Tropical Adventures

Travel + Leisure 25 Most Beautiful Places in the Caribbean - From Emerald-colored sinkholes to

Private Islands
USA Today The 10 Most Beautiful Caribbean Beaches in 2024 (and where to stay near each)
Travel Off Path These are the top 5 most trendy Caribbean Islands to visit right now

Travel Off Path These are the 10 most popular destinations for American travelers heading
into 2024

And our most recent accolades for 2024, thus far can be seen below:

Escapism The best Volunteerism trips around the world for 2024
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The Times Online The Best Caribbean Small- Ship Cruises

Condé Nast Traveller The Best Holiday Destinations in March

Drift Travel 10 Best Spring Break Destinations for Families

Travel Off Path 10 Reasons to Visit Puerto Rico this Winter

The Travel 10 Reasons San Juan Is an Amazing Winter Destination

The Vancouver Sun Dishing Up Platefuls of Puerto Rican Delight

The Travel 10 Super Romantic Puerto Rico Hotels To Book This V-Day

Hola! Viajes - Puerto Rico: resplandor en la oscuridad

Pulzo - Razones que tienen los jovenes para viajar a Puerto Rico; mucho mas que playa, sol y salsa
Condé Nast Traveler - Isla Culebra, ¢el Ultimo paraiso virgen?

El Pais - Cuatro maravillosas islas del Caribe para disfrutar de una luna de miel de ensuefio
National Geographic - Los planes que hacen de Puerto Rico el mejor destino de luna de miel
The Points Guy The 5 Best Destinations You Can Visit on A Norwegian Cruise Line Ship
Condé Nast Traveler The Best Caribbean Islands to Visit in 2024

USA Today 10Best 10 restaurants in the Caribbean that you don’t want to miss

USA Today 10Best 10 amazing Caribbean golf courses you need to play

Family Vacationist 10 Tropical Destinations You Can Visit Without a US Passport

USA Today 10 Tropical Destinations You Can Visit Without a US Passport

Traveling Lifestyle These Are The 4 Cheapest Caribbean Islands To Visit In 2024

Traveling Lifestyle These Are The TOP 10 Spring Break Destinations For 2024, According to Travel
Experts

Travel off Path These Are The Top 7 Islands To Visit In The Caribbean For 2024

The Points Guy The 5 best destinations you can visit on a Windstar Cruises ship
TravelPulse Advisors Share Their Top Picks for Under-the-Radar Caribbean Destinations
TravelPulse Affordable Caribbean Islands Offering Travelers the Most Bang for Their Buck
Travel + Leisure Celebrating Equality: 15 Wholesome Pride Events In 2024 That Preach ‘Love Is Love'
Insider Monkey 20 Best Caribbean Islands to Visit for Families

Insider Monkey 21 Best Luxury Resorts in the Caribbean for Adults



Traveling Lifestyle 7 Incredible Hidden Gems In The Caribbean To Visit In 2024

Forbes The 12 Best Spring Break Destinations For Families

Good Housekeeping 20 Unique Bachelorette Party Destinations Around the World
AFAR Want to Work from Anywhere? Here Are 9 Places We Can Personally Recommend
The Tech Edvocate The Best Caribbean Islands to Visit in 2024

Huffpost 20 Underrated Destinations for Solo Female Travel

Outside The 23 Best Places to Travel in 2024

Travel Noire The Most Gay-Friendly Cities in The Caribbean

Travel off Path These Are the 5 Most Popular Destinations in The Caribbean Right Now
The Tech Edvocate THE BEST CARIBBEAN DESTINATIONS FOR NIGHTLIFE

Outside 5 Fun, Affordable Alternatives to Pricey Bucket-List Destinations

The Tech Edvocate Best Caribbean Escapes: Top 10 Travel Destinations for U.S. Travelers
Insider Monkey 15 Cheapest Latin American Countries to Visit in 2024

The Points Guy The buzziest summer travel destinations for 2024, according to Google

The New York Post These Are the Top 20 Travel Destinations for Summer 2024, According to
Google Flight Searches

Travel off Path These Are The 6 Fastest Growing Destinations In The Caribbean Right Now
From Frugal to Free 12 Bold Adventures to Inspire Your Next Journey

AFAR These Are the Best Cruises for Solo Travelers

365 Atlanta Traveler Top 10 Cruise Destinations for 2024

Brobible These Are The Top 20 Summer Travel Destinations This Year If You're Curious How Basic

You Are At Planning Trips

The Healthy Voyager Top Spring Break Destinations for Adults and Families

Travel off Path These Are The Top 5 International Destinations For American Travelers Right Now
TravelPulse 13 Beautiful Golf Courses Around the World

Food&Wine 15 Top Bars in the US, According to the Experts

Forbes 8 Eco-Friendly Destinations To Celebrate Earth Month, April 2024

Traveling Lifestyle These Are The 20 Most Trending Summer Travel Destinations, According to
Google Flights
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« BRIDES 8 Bachelorette Party Destinations That Are Trending in 2024

« AFAR 23 Incredible Road Trips in the U.S.

«  PureWow 30 Awesome and Unique Bachelorette Party Destinations

«  ABC News Google reveals top destinations for summer 2024

« Good Morning America Google reveals top destinations for summer vacation 2024

+  Wealth of Geeks 10 Best Caribbean Islands to Visit

«  Newsbreak Google reveals top destinations for summer vacation 2024

« GoBankingRates 8 Beach Vacation Destinations the Middle Class Can Actually Afford
« GayCities 9 Beautiful LGBTQ+ Friendly Caribbean Islands to Visit ASAP

«  Women'’s Health The 30 Most Magical Island Getaways in the United States

« National Geographic 10 unmissable LGBTQ+ events in Latin America

+ Global Viewpoint 12 Best Places to Travel Without a Passport from the US

« Travel off Path 10 Fastest Growing U.S. Summer Destinations Revealed in New Expedia Report

. PureWow The 16 Top Affordable All-Inclusive Resorts in Mexico, Caribbean and the U.S. in 2024,
Vetted by a Travel Editor

In fiscal year 2023-2024, we were in hundreds of top-tier media outlets, ranging from business, hard news, MICE
and trade, to lifestyle publications. The Island was featured in domestic publications such as: Cosmopolitan,
Fast Company, Forbes, Glamour, National Geographic Traveler, The Washington Post and AFAR, among

many others.

Dispersion Strategy — We continue to focus on dispersion, driving visitors beyond the San Juan metro area, and
showcasing other regions and municipalities. As a result, 43% of our earned media coverage through May 2023
featured regions outside the metro area. During this fiscal year, we hosted media to explore all regions of the
Island, extending beyond the metro area encouraging visitors to experience all 78 municipalities. This strategy
further allows us to generate awareness for these regions and municipalities, as well as support our local

businesses and partners.

NEWS ENGINE

Our approach to earned media relations is agile and far-reaching. Through our news engine, we provide a
pipeline of information to a wide array of media — these include travel, culinary and art/design publications;
national newspapers and broadcasters; and industry publications. Our news engine will focus on telling stories
that are exclusively Puerto Rico - stories that highlight the people, experiences, culture and natural wonders

that can only be found in Puerto Rico.
Key themes for our news engine efforts in FY2024-2025 will include:

Spotlight the “Encantos” of Puerto Rico: Promote different aspects of the Island including gastronomy,



music, sports, art, culture and the natural wonders available throughout the Island, guided by Discover

Puerto Rico's new lifestyle strategy.

Leverage Newsjacking Moments: Maximize timely news, niche categories, cultural moments, seasonal
holidays and trends for pitching opportunities.

Capitalize on Trends: Tap into emerging trends like “solo traveler” and “sustainable travel” to highlight

places and experiences that make Puerto Rico the perfect destination for these types of travelers.

Elevate Underrepresented Communities: Spotlight Puerto Rico's unique musical and culinary traditions,
while also shining a light on tourism leaders and entrepreneurs from underrepresented communities will
be an integral part of our media outreach. We have seen great success in promoting these experiences
and personalities on press FAM trips, and these person-led stories are the best testament to Puerto Rico’s
appeal.

Capitalize on Numerous Tourism Wins: Promote record numbers of travelers, increased airlift, hotel

development and openings, as well as large-scale events.

INFLUENGER MARKETING

To help reach potential visitors to the Island via social media, Discover Puerto Rico engages credible third-
party influencers to drive a call to action to book a trip. While final performance figures are being tabulated
for the totality of FY2023-2024, it has been a strong year in influencer marketing for the DMO. As of March
2024, influencers who visited the Island in partnership with Discover Puerto Rico drove 727,900 impressions,
contributing to an influencer engagement rate of 5.82% (out-performing industry average of 2%). Top-

performing social content focused on adventure and culinary offerings across the Island.

Plans to continue reaching our target audience through social media influencers across key platforms in the
new fiscal year will be developed based on final performance figures and analysis of the campaign. As the DMO
looks ahead, there is also opportunity to introduce innovation and new partnership principles by leveraging
influencers to drive purchase to key retailers across the Island or incentivize influencers through an affiliate

marketing model.

GOLF

Continue to promote Puerto Rico's golf narrative by highlighting the 18 state-of-the-art golf courses at 14

properties through earned media, an increased digital presence and golf-specific media press trips.

ISSUES & CRISIS MANAGEMENT

No destination is immune to tragedy. As part of our strategic account management and earned media strategy,
we maintain a robust issues playbook that covers a variety of scenarios, including natural disasters, public health

emergencies, crime, infrastructure issues and government issues among other scenarios.

ACTIVATIONS & PROMOTIONS

In FY2024-2025, we will host several large-scale events on the Island, including Travel Blog Exchange (TBEX)
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North America 2024 in July. Beyond this, we will celebrate the 70th anniversary of National Pifia Colada Day in
partnership with popular gourmet ice cream brand, Van Leeuwen. Discover Puerto Rico will be the first DMO
to create a custom flavor that includes Don Q Rum. In addition to the flavor's availability in the New York Tri-
state Area, we will engage editors and MICE key opinion leaders to drive coverage as a result of celebrating the
partnership and anniversary. We are continuing to explore partnerships with local brands and personalities to

spotlight Puerto Rico’s culture in the field of fashion, gastronomy and sports.

ONGOING AREAS OF FOCUSED OPPORTUNITY

Beyond the core target markets used to develop the proposed marketing plan, the use of branded, consumer-
centric messaging will reach and influence consumers beyond the traditional base of travelers. Opportunities
exist to develop or expand niche markets that will expand the visitor economy and potentially attract new

audiences to the Island. These include:

Arts & Culture: As it relates to music, the DMO and its agency partners will explore how to connect tourism
messages to the current zeitgeist around Puerto Rican music and its artists. The main point to uncover is
the broader, crossover appeal of Puerto Rican music as a motivator for travel, and the on-Island experiences

that allow travelers to connect with these traditions.

Gastronomy/F&B: The farm-to-table movement is strong in Puerto Rico, with a new generation of chefs and
mixologists taking pride in their heritage by introducing endemic varieties of fruits and vegetables in dishes
and cocktails while also honoring traditional agricultural practices. These are experiences that are available

to visitors and provide rich storytelling opportunities.

LGBTQ+: The lesbian, gay, bisexual, transgender, questioning (plus) (LGBTQ+) market segment is a primary,
high-opportunity customer base for Puerto Rico. With marriage equality, gender identity protections and
anti-discrimination laws in place, Puerto Rico can grow its presence in this market. Puerto Rico is the most
LGBTQ+ friendly destination in the Caribbean and LGBTQ+ audiences are more interested in visiting Puerto
Rico than the general population of traveling consumers. Current industry research shows that travel
decision-makers in this audience closely align with the travel environment and travel products that Puerto

Rico offers.

Luxury: We will continue promoting Puerto Rico’s luxury tourism product. Our Sunshine to Spare program
allowed us to spotlight local creative talent and even execute an activation at New York Fashion Week,
signaling that Puerto Rico is ready to welcome affluent travelers. In this new fiscal, we will look for new

partnerships that allow us to talk about the destination in this context.

Diaspora: Much attention is paid to the 10 million U.S. mainland residents of Puerto Rican descent, many
of whom maintain close ties to the Island and visit frequently. However, the overall Hispanic population
exceeds 60 million. Third-party research suggests that this group of travelers could find Puerto Rico

of interest because of their Hispanic heritage and Puerto Rico's history. The media strategies used to
reach Puerto Ricans living in the U.S. mainland can easily overlap with Hispanic travelers, providing huge

synergies and tremendous upside.

Family: When looking at visitor demographics, potential visitors often have children in the household.

Puerto Rico is a strong option for multigenerational family travel. Delicious food, a wealth of history,



incredible beaches, El Yunque National Forest, and three of the world’'s most beautiful bioluminescent bays

make this Island a paradise for every generation.

Medical Tourism: Medical tourism, including dental tourism, may present a unique opportunity for Puerto
Rico. This emerging industry segment has the potential to deliver a completely new audience to the Island,
exposing them to Puerto Rico's tourism product, thus establishing interest in future visitation. With a
talented workforce, advanced infrastructure, generous tax incentives and low-cost medical care, our Island
could become the health care powerhouse of the Caribbean. Puerto Rico’s health care specialties range
from cardiology and cosmetic surgery to neurosurgery and dental services, among others. There are several

reasons why Puerto Rico is uniquely positioned to capitalize on growth in medical tourism.

All hospitals in Puerto Rico are certified by the Joint Commission, which is the same level of
accreditation as hospitals within the United States. Puerto Rico is the only place outside of the U.S. that
offers this same standard of quality care.

In 2019, PRISA Group, in collaboration with Johns Hopkins Medicine International, announced a $107
million investment and the groundbreaking of Dorado Beach Health, a new, state-of-the-art hospital
facility that will raise the standard of care on the Island and maximize its potential as a medical tourism

hub for the region.

Puerto Rico has a tradition of delivering the most advanced health care in the region. Facilities in Puerto
Rico have had many notable “firsts” in the Caribbean, including the first to perform a heart transplant;
first to acquire the da Vinci Advanced Robotic System; first to perform kidney and liver transplants; and
first to perform neuro-endovascular surgical procedures.

Puerto Rico's health care providers can deliver care to patients in fluent English or Spanish. This

provides opportunities for a broader potential audience, geographically.
Costs for medical and dental services are up to 40% lower than in the United States.

Competition in medical tourism is steep, as only a few top-tier destinations in the world compete in this
space. Discover Puerto Rico has been diligent in its approach, initially weaving medical tourism into the
overall wellness travel strategy. Our approach is to be thoughtful and practical, weighing the advantages and

disadvantages we maintain as compared to destinations leading in medical tourism.

Sports & Outdoor Recreation: A growing number of travelers see sports activities and/or outdoor recreation
activities as part of their planned travel experience. Puerto Rico can compete in this niche. As this is
enhanced by natural assets, climate and recreational facilities, combined with unique experiences, Puerto
Rico can expand its base of sports and recreation travelers.

Adventure Travel: Directly related to sports and outdoor recreation, adventure travel involves exploration
and discovery with a degree of risk. This can include a wide variety of experiences, such as mountain
climbing, bungee jumping, zip-lining, scuba diving, mountain biking and rock-climbing, etc.

Student Travel: Puerto Rico provides unique educational and cultural enrichment opportunities that
can fuel student travel to the Island. The Island is well-positioned to attract students looking for historical,
cultural and educational experiences, as well as fulfilling the opportunity to engage in meaningful
missionary or volunteerism activities. Puerto Rico has been named one of the Top 10 North American
Student Travel Destinations by the Student Youth Travel Association (SYTA).
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This methodical, data-driven approach will ensure Puerto Rico builds a strategy that positions the Island for
long-term growth in the appropriate markets.

Examination of Opportunities & Operational Realities: Conduct a big-picture analysis of the major trends
impacting these niche markets to make certain that the final plan is future-focused juxtaposed against the
budget, staff and resource realities that ensure the plan is realistically achievable.

Mission & Objectives: Defined, measurable objectives for new or expanded niche markets to create a

baseline for future performance to aid in optimization and ensure accountability.

Pr