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The Jamaica Tourist Board fell under the auspices of the Ministry of Tourism and Sport
over the review period April to October 2002. Following on General Elections in October
2002, a new Minister was appointed with portfolio responsibility for Industry and Tourism.
The Honourable Minister of Industry & Tourism subsequently appointed a new Chairman
and Board of Directors. Effective November 2002, the Board of Directors was comprised of

the persons listed on the following page.

Mrs. Fay Pickersgill’'s contract as Director of Tourism came to an end on February 28,
2003. Mr. Paul Pennicook was subsequently appointed as Director of Tourism with effect
from March 3, 2003.
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INTRODUCTION

The Jamaica Tourist Board is a statutory body which is international in scope, having
offices situated around the world. The Jamaica Tourist Board has been charged with the
mandate to market Jamaica’s Tourist industry and, in carrying out this charge, the Board
has positioned the destination as the most complete, unique and diverse warm weather
destination in the world, offering the best vacation value available.

In keeping with our mandate, the JTB has an international network of offices and other
forms of representation in key markets overseas. The objective of the JTB’s overseas
offices is to create high visibility in selected markets and to stimulate demand for the
destination. Our main markets are North America (U.S.A. and Canada) and Europe (with
the United Kingdom, Germany, lItaly, the Netherlands and France being the countries
targeted there). The work of these offices is supported and complemented by the local
offices/departments.

Organisationally, the JTB went through an extremely difficult and critical period during the
course of the year under review, as a result of which the Board of Directors sought to
undertake a comprehensive review aimed at improving its organisational structure,
operations and efficiency in the delivery of its mandate.

The process was initially spearheaded by the Permanent Secretary in the Ministry of
Industry & Tourism, focusing mainly on the local offices. However, following on a
Management Consultancy Review conducted by the Board of Directors under guidelines
established by the Government’s National Contracts Commission, the appointment of
management consultants Deloitte Touche Tohmatsu to conduct an Organisational and
Efficiency Review of the JTB was effected. The project commenced on Monday, January
27, 2003, and was expected to last for a maximum of 12 weeks, with completion scheduled
for April 30, 2003. The Review was therefore still in process at the end of the 2002/2003
period under review.

Over the years, the Board has developed some of the most creative and dynamic
programmes and activities aimed at creating significant growth and marked by achievable
targets. The strategies employed include proven methods used over time, bolstered by
innovative techniques to capture a wider and diverse market.

The events of September 11 (2001), the resulting widespread fear of terrorist attacks,
worsening economic conditions, coupled with negative reports on activities on the island, all
continued to impact Jamaica’s marketing efforts throughout 2002/2003. To counter this,
the organisation increased its effort to maintain Jamaica’s visibility in the marketplace and
stimulate demand for the destination through the precise and focused deployment of
innovative sales and marketing strategies. These were aligned with existing and
anticipated airlift, targeting appropriate demographic audiences who have both the
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available income to travel internationally as well as lifestyle interests that match with our
product.

Apart from the usual comprehensive marketing mix - familiarisation tours, service calls on
travel agencies, destination product seminars, trade shows, in-house training seminars, etc.
- there was a concerted effort to increase our hosting of events and participation in events
targeting consumers. This was done by way of increased participation in consumer shows
and promotions, festivals and cultural activities, Jamaican/Caribbean and African American
community events, etc., all of which dovetailed into and supported the advertising and
public relations campaigns. As we targeted the consumer, we were always mindful of the
importance of the travel agent for Jamaica’s tourism.

Jamaica’s 40™ Independence anniversary served as the centrepiece of the Board’s
marketing efforts throughout the summer period. This saw increased participation in
commemorative events - inclusive of church services, black tie balls, touring art exhibitions,
festivals and other cultural activities, etc., - in cities with large populations of Jamaican
residents, a media blitz, TV, radio and print interviews with Jamaican VIPs, etc. Events
were held in Washington, DC, New York, Boston, Hartford, Philadelphia, Atlanta, Miami,
Chicago, Los Angeles and Toronto, as well as in London, Birmingham and Manchester.

In Europe, the year brought a high level of uncertainty and challenges, caused by the
probable commencement of a war in the Gulf. Financial constraints meant that some of the
activities in which the Board would have liked to participate had to be put on hold.
Nevertheless, television, print and outdoor campaigns in the UK, a tactical print campaign
in ltaly and a print campaign in the Dutch market resulted in brisk business to Jamaica’s
tour operator partners.

ADVERTISING PROGRAMME

The Board’s advertising agency over this period remained Foote, Cone and Belding (FCB).
The Agency was appointed under contract in May 1990 and represents the Board in the
USA, Canada, the United Kingdom and Germany. In accordance with a mandate from the
Board of Directors, which was based on the recommendation of the Auditor General’'s
department, the agency was given verbal notice towards the end of this financial year that
the JTB would be conducting a review of the advertising contract in the upcoming months.

Jamaica’s advertising programme during the fiscal year 2003/2004 was marked by an
aggressive posture, highlighted by the launch of the new Journey creative campaign in both
television and in print. The comprehensive programme addressed all of Jamaica’s core
target audiences and extended to the United States, Canada, the United Kingdom, Italy and
the Netherlands. And Jamaica’s advertising programme was leveraged to extend available
resources through innovative co-operative advertising efforts with key strategic partners.
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Core and Special Target Segments Addressed

Among Jamaica’s core target segments, advertising efforts extended to:

. Affluent consumers with a high propensity for Caribbean travel (as measured
demographically and psychographically)

o Honeymooners

. Golf Enthusiasts

. African Americans

o Travel Agents

o Meeting & Incentive Travel Planners

. Spring Breakers (including support for “Fun in the Son” Gospel Festival)

Geography

Advertising efforts in the United States were conducted nationally on television and in
magazines with heavy-up television emphasis in Northeast markets. Additional television
exposure was also realised in Atlanta, in support of increased Air Jamaica/Delta air access.

In Canada, newspapers were used across key markets, with primary emphasis on Ontario,
with coverage in Quebec(Montreal) also included.

Activity in the United Kingdom included television, newspapers and out-of-home exposure
in the London Underground.

In Italy, both newspapers and magazines were employed, while in the Netherlands,
newspapers were the primary medium.

Creative Campaign

The Journey campaign included both television and print components, with a newly
updated version of ‘One Love’ recorded in Kingston for the campaign. TV spots were
developed for an overall Brand message, as well as a specific “cold-weather” message for
use during Winter on the Weather Channel and a Spring Break spot created for use on
MTV. In addition, co-op versions were created to promote specific travel offers, highlighting
ease of access due to increased air capacity on routes to Jamaica.

In print, executions highlighted the spirit of Jamaica’s people and culture, as well as specific
messages for Families, the Bridal/Honeymoon market, the Upscale segment, Travel Agents
and Group & Incentive Travel Planners.

Both quantitative and qualitative measurement of the effectiveness of the updated
advertising were conducted before the launch of the campaign, confirming effectiveness
and ensuring positive response in the marketplace.



Media Highlights

Special efforts in television included the Northeast Feed buy, delivering tremendous added
value by broadcasting Jamaica’s message to the whole Northeast region of the United
States at extremely advantageous rates, while securing “behind-the-gateway” coverage
and encouraging higher load factors from feeder cities on flights to Jamaica. The Northeast
Feed reached 23% of the United States population in a geographic region that delivers 52%
of Jamaica’s business and delivers 27 markets at virtually the same cost as the five
Northeast gateway markets where Jamaica would typically advertise (New York, Boston,
Philadelphia, Washington, DC, and Baltimore).

Markets included:

e Albany e Burlington
e Harrisburg e Portland, ME
e Rochester e Watertown
e Baltimore e Elmira

e Hartford e Presque Isle
e Salisbury e Wheeling
e Bangor o Erie

e Johnstown e Providence
e Springfield, MA e Wilkes Barre
e Binghamton

e New York

e Syracuse

e Boston

e Philadelphia

e Utica

e Buffalo

e  Pittsburgh

e Washington, DC

Top-tier national television networks carrying Jamaica’s message included:

e CNN e Food Network e TBS

e Headline News e MTV e HGTV
e Lifetime e Weather Channel e VH-1
e FOX News e TNT e USA
e BET

In addition, a special arrangement was negotiated with the Weather Channel to tag
Jamaica commercials with a 10-second Weather Update from Jamaica, with a “real time”
computer update of the temperature in Jamaica.



In print, the Exquisite Escapes programme in partnership with American Express
provided coverage in AMEX magazines, including Travel & Leisure, plus exposure in the
New York Times. Added value programmes with Architectural Digest, Bride’s Magazine,
and others delivered a significant expansion of media exposure for Jamaica at no additional
cost.

Efforts in the Group and Incentive category supported the JAMEX Conference in
Montego Bay, bringing to Jamaica key group planners for site inspections and first-hand
exposure to the Jamaica product.

In the UK, efforts on the London Underground delivered larger than life images of Jamaica
to this market for the first time.

Partnership / Co-op Advertising Efforts

Jamaica’s advertising programme included significant co-op activity with strategic partners,
including the national carrier, Air Jamaica, as well as Air Jamaica Vacations. Other
partners included Liberty Travel/GOGO Worldwide Vacations, Apple Vacations, Travel
Impressions/American Express Travel and Sunburst Holidays.

Jamaica’s co-op strategy requires partners to invest in retail newspaper advertising to
match the Jamaica Tourist Board’s investment on television spots that include the partners’
tag, enabling Jamaica to maintain high level of broadcast exposure and leverage the
available budget to create additional newspaper exposure.

PUBLIC RELATIONS / PROMOTIONS

Peter Martin Associates (PMA) was the Board'’s public relations agency for North America
during the period under review. The agency is based in Stamford, Connecticut, with
affiliate agencies in the South and West Coast of the United States, as well as in Canada.

In the United Kingdom, the Board was represented by Biss Lancaster Public Relations,
while in Germany, our Public Relations representative was atyoursite headed by Ms.
Claudia Dressler. Mieke Bosman Public Relations and Communicatie represented the JTB
in Holland.

The contracts for Peter Martin Associates and Biss Lancaster came to an end on

November 31 and September 30, 2002, respectively. They continued to operate on a
month-by-month basis under the same terms and conditions pending a public relations
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agency review to be conducted by the JTB’s Board of Directors during the following
financial year.

Public relations is a very essential component of the marketing mix and it is the
responsibility of the public relations agencies to build and maintain a favourable image of
the destination in the minds of the consumer by using methods to support the advertising.
They not only seek promotional opportunities for the destination but devise preventive
maintenance strategies to offset any negative images which interfere with the Board’s
marketing campaign.

The Board takes a proactive stance with its Public Relations activities and the work done
has been recognised by international organisations. With Public Relations, the Board is
able to penetrate national mainstream audiences as well as the smaller communities
overseas where our consumers live and shop.

The public relations plan for 2002/2003, with a thematic focus on Jamaica’s 40" year of
independence, was designed to create and increase positive awareness, provide year-
round media coverage, build confidence and loyalty in the Jamaica brand, enhance
Jamaica’s image, differentiate Jamaica from competing destinations, generate excitement
about the destination, and manage crises and issues as necessary.

In addition to the traditional categories of media - Print (consumer and trade), Television
(networks, syndicated, cable and local), radio (networks and local) and Internet (travel and
lifestyle sites, special interest sites and webzines) - we continued to seek out creative ways
in which to reach the consumer directly using special promotional activities. By negotiating
a presence for the destination and resort areas at such activities, we engaged consumers
on a one-on-one basis, speaking about Jamaica’s unique and positive aspects as well as
allaying fears and correcting misconceptions.

The campaign focused on reaching national audiences as well as key regional and local
audience segments. To do this, a combination of strategically targeted traditional publicity
activities, plus special promotional programmes, was utilised. Within both national and
regional categories, there was also a strong focus on key niche segments that had been
identified by research as having greatest potential to reach Jamaica’s best prospects for
repeat and incremental business.

The JTB’s P.R. audiences included, but were not limited to:
Travel trade and meetings/conventions trade

General consumer

Upscale consumer

Families

Golfers

Dive/watersports enthusiasts

African-Americans,
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Jamaica/Caribbean
Soft adventure
Nature/gardens
Singles

College students
Bridal/honeymoon, baby-boomers
Mature/seniors
History/culture
Music/entertainment,
Recreational sports
Sailing and fishing, etc.

The various P.R. messages were also prepared in a way that carefully paralleled the
segmentation of the Jamaica tourism product itself. Creative approaches to media and
promotional partners featured the distinctive aspects of the Jamaica tourism experience,
including but not limited to the six individual resort areas, villas and apartments, inns and
small hotels, EP product and all-inclusives, etc. We also focused on distinctive Jamaica
attractions - cuisine, music, fine and performing arts and other cultural essentials that
define the unique Jamaica experience.

Public relations activities were designed to promote Jamaica’s mystique; to get people
talking about and talking up Jamaica as the place to go. In order to accomplish this, a good
deal of activity was focused on the upscale consumer market, utilising newsmakers and
other influentials as spokespersons and “celebrity endorsers”. The Board worked with
Jamaican and overseas personalities, authors and other persons of accomplishment to
endorse the destination.

At the same time, an aggressive and constant ongoing traditional PR campaign ensured a
high level of broad scale and niche market coverage to keep interest in the overall Jamaica
brand strong.

In North America, the JTB organised or participated in the following events:

Radio Promotions

4 upscale Mall Promotions

13 Television Promotions

7 In-store/Retail Promotions

8 Group Press Trips (e.g. JAPEX, Calabash, Americas’ Sail, Port Antonio)
Individual Press Trips

Media Launches/Receptions

Press Releases

Advertorials

Media Interviews
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In addition, the JTB hosted more than 120 print and broadcast media from North America
during the year under review.

Among the major P.R./promotional activities were:

Jamaica 40: Media blitz included creating and sending ‘Jamaica 40 baskets - with gifts
representing each of Jamaica'’s resort areas - to top trade and consumer print and
broadcast media. Included original song and top 40 trivia sheet for commentator
coverage. Interviews were also arranged for JTB VIPs on major TV and radio stations,
including a segment on ABC-TV’s “Good Morning America” which included a
discussion on Jamaica’s 40™.

Doug Banks ABC Network Radio Remote, December 4 - 6: One of ABC Radio
Networks top talk shows targeting African Americans, with an audience of 4 million+.
On-air promotion and radio remote with 100 listener come-alongs to Jamaica. Aired in
45 markets - for more than 900 hours of broadcast time live from Jamaica, plus pre-
event 30-second and 60-second promotional spots - in Jamaica’s key markets.

Tom Joyner ABC Remote: The largest morning show in the USA targeting African
Americans, airs on 120 stations to an audience of 8 million+ daily. The on-air
promotion ran February/March 2003, culminating with a three-day live remote.

Famous Homes & Hideaways: This nationally syndicated TV show was on location in
Jamaica in early December to film a segment on plantation homes and high-end
resorts.

Global TV/Bourbon Street Grille Promotion: This was an in-store promotion at five
Bourbon Street Grille locations in Montreal, October 15 - November 30. Global TV
subsequently produced a “Postcards of Jamaica” 30-second spot which aired daily and
a segment taped at a Bourbon Street Grille Restaurant with a Jamaican chef.

B. Smith’s Restaurant: A Jamaica-themed promotion which included B. Smith
Restaurants in Manhattan, Sag Harbour and Washington, D.C.

On-air Jamaica sweepstakes promotions held throughout the year and aired on 79
top stations across North America. Spots celebrated various holidays and themes,
Jamaican events, resort areas and special amenities including golf, honeymoons,
music. Spots also promoted our promotional partners including inns, small hotels,
elegant resorts and the all-inclusives.
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Molson Beer, Canada - This major summer promotion with one of Canada’s largest
beer companies and the Toronto Star Television produced extensive print, radio and
television exposure, with opportunities continuing to the end of the year.

In UK/Europe, some of the major P.R. events in which the JTB participated were as
follows:

Cheltenham Jazz Festival - The JTB sponsored the “Jazz Jamaica All Stars Band”
at this annual international jazz event which was sold out with over 100 patrons in
attendance. The event received extensive media coverage via radio, television and
local paper and brought Jamaica’s name to the forefront of the consumer’s mind.

Chelsea Flower Show - The two exhibits supported by the JTB received a silver guild
and a silver award. Media interest was high and increased following the visit to the
exhibit by the Queen.

Caribbean Challenge Trophy (Polo) - Attendance 500, including 100 VIPs, the event
provided excellent networking and publicity opportunities.

Commonwealth Games, Manchester - This event provided media coverage for the
destination

British Bird-Watching Fair - 6,000 people attended, packaged tours were promoted
and eight new tour operators and press were targeted. Interest from the consumer and
the trade for bird watching in Jamaica continues to grow.

Channel 4 Caribbean Cricket Festival - 600 people attended. The JTB continues to
build a relationship with Channel 4, the main terrestrial broadcaster of cricket.

Jamaica received some interesting television coverage during the year. BBC'’s
“Holiday on a Shoestring” was shot in Negril in June and came across superbly while
their programmes ”I Love Jamaica” and “Returning Home” were produced in
recognition of Jamaica’s forty years of Independence.

Dutch Television National Lottery Show - This programme showed how a lottery
winner could spend some of his/her winnings in Jamaica

Reggae Sundance, The Netherlands - This event is the biggest open-air reggae
concert in the Netherlands and was co-sponsored by the JTB
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SALES PROMOTIONS

The JTB’s advertising and public relations efforts worldwide were complemented by the
work of our overseas regional offices and sales representatives who continued to maintain
close contact with our partners in the industry such as tour operators, travel agents, airlines
and cruise industry personnel. Their activities in the marketplace included trade shows,
Jamaica presentations, seminars and receptions to the industry as well as participationin a
number of consumer promotions in department stores, malls and through radio and

newspaper.

The JTB maintained marketing representation services in the following markets:

France - Sergat France (Mr. Gerard Gemin)
Italy - Brian Hammond Associates

Holland - Hans van Wamel/Color Travel Services
Japan - Bob’s Network, Inc.

Latin America - Global Marketing & Sales (Mr. Alex Pace)

MAJOR SALES ACTIVITIES included:

Destination Product Launches & Promotional Sales Blitzes

More than fifteen (15) series were convened nationwide (North America)
during the period, reaching some 5,800 travel agents in 67 cities.

In Canada, four series of in depth seminars were conducted across the
country, to educate and update the travel agents on the Jamaica product,
current events and latest developments on island. Seminars included a mini
trade show which also featured a number of our hoteliers

In the UK and Europe, there was on-going participation in the events put on
by our tour operator partners

e Familiarisation/Fly-In Programmes

The 2002 calendar year began with the effort to increase the Board’s offering of
dedicated Resort Area Familiarisation programmes, but this was hampered by the
widespread apprehension towards travelling in the wake of September 11. As the year
came to an end, however, it became clear that the fears were subsiding somewhat in
both the trade and consumer communities, but it was then difficult to secure
promotional seats for fam trips as the carriers with service to Jamaica had made
adjustments in equipment and schedule.

The JAPEX fly-in in April delivered approximately 200 North American and 8
European agents

Fall 2002 Travel Agents’ Fly-In Series - The Jamaica Tourist Board in
association with our hotel and attractions partners, and the national carrier,
15



Air Jamaica, hosted the Fall 2002 Travel Agents’ Fly-in Series. Some 300
agents were flown in from all 12 Air Jamaica gateways across the USA and
the Eastern Caribbean in three movements to Negril, October 3 — 6 (86
agents); Montego Bay, October 10 - 13 (84 agents), and Ocho Rios,
November 8 — 11 (110 agents). The series’ full working itinerary covered a 4-
day/3-night programme with the highlight being a Resort Area Presentation
& Trade Show and a fun/games day dubbed, ‘JaLympics’.

- Jamaica Travel Specialists Fam Trips - Several trips were conducted over
the period taking groups of agents from the UK, Germany and the
Netherlands to be familiarised with the Jamaican product

- Elegant Resorts Int. Fam Trip - The JTB worked closely with elegant
Resorts Int. to provide educational experiences of the elegant resort hotels;
all groups provided positive feedback.

e ASTA’s 72" World Travel Congress, Honolulu, Hawaii, November 2002 - The JTB
sponsored the coffee breaks and the continental breakfasts at the 2002 Congress
which attracted some 2,500 delegates

e Caribbean Marketplace (formerly known as CHA marketplace) 2003 - This annual
buyer-seller conference, which was held January 19 - 21 in San Juan, Puerto Rico,
attracted some 1,826 delegates, an increase over 2002. European buyers Esco-Reisen
and Kuoni, Switzerland, and HotelPlan, the Netherlands, expressed interest in returning
to Jamaica with charter programmes for winter 2003/2004.

Other Sales activities included participation in

Trade Shows

Consumer/Trade Shows & Promotions

Tour Operators and Travel Agencies Reservations Training Seminars
Consumer/Niche Market Shows

Sales Calls

Media Interviews

Jamaican Community Events

Some of the major consumer events in which the Board’s regional offices
participated included:

Northeast USA
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Tyson’s Corner Mall promotion which took place Sept 28-29 in affluent McLean VA
community and attracted over 4000 consumers each day. Reggae band provided
entertainment with prizes and giveaways.

Air Jamaica Islands In the Park, July and September, in Brooklyn and Washington, DC
Ritz-Carlton Rose Hall/JTB Evening at the Wilmington Country Club, Delaware
African American Men of Westchester Golf Promotion

Jamaica’s 40" Independence Anniversary Celebration at City Hall, New York

Continental Airlines launched daily service out of Newark to Montego Bay and Kingston on
December 12, 2002; Welcome receptions were planned for both legs of the trip.

Southern USA

Annual Barbeque Festival, Memphis, TN, May 2002. This two-day festival attracted
approximately 250,000 persons. Jamaica was asked to sponsor the 2004 event, which
will be themed as a Jerk Festival.

The Spoletto Festival in Charleston, SC, June 2002, where Jamaican artisans and craft
vendors participated. Carolina-based Jamaican restaurants and bakeries were also
present at this three-day event attended by some 10,000 consumers.

A series of visits were made in November on several colleges in Atlanta to generate
interest in the Fun in the Son Gospel Festival to be held in March 2003.

The World Amateur Handicap Championship Golf Tournament, a major consumer
event in Myrtle Beach, GA. We targeted the 10,000 consumers who were in
attendance.

DEMA, the annual dive show, which attracted some 22,000 consumers in 2002.

The Luxury Travel Show, Orlando, FL, December 2002, which targeted the high-end
market

After a two-year break, Delta Airlines resumed flying to Montego Bay from Atlanta. The
JTB organised a welcoming party for the passengers and crew on their arrival.

Midwest USA

Mayfair Mall Jamaica Jamboree, Milwaukee, Wisconsin, April 13 - 14 - 1,000
consumers and travel agents.

Wedding and Home Show, Chicago, lllinois, July 14 -400 consumers

Great Bridal Expo, Dearborn, Michigan, April 7 - 600 consumers

Our World Underwater, Chicago, lllinois, April 26 - 28. This dive show, catering to a
niche market, attracted approximately 11,500 persons

Ya Maka My Weekend Festival, Rock Island, lllinois, August 9 - 10 - 25,000 consumers
Northbrook Court Mall Promotion, Chicago, lllinois, October 4 - 6

Western USA
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JTB/TravelAge West magazine: JTB along with air Jamaica and hotel partners had a
successful two-month promotion with TravelAge West Magazine. This promotion had
two elements:

1. A six-week trivia contest in the magazine, which concluded at their annual
trade show in San Francisco, California, April 11 - 13. Over 600 travel
agents attended

2. JTB, Air Jamaica and our hotel partners hosted a successful Henry Morgan
Treasure Hunt Reggae Party for over 400 travel agents on April 12.

Prestige American Express Travel Show, Las Vegas, NV. This show is the largest
consumer travel show held in Nevada, January 11. Over 4,500 persons attended.
JTB conducted a very successful promotion with Bristol Farms, a gourmet and
specialty food retailer in Southern California, May 4, 11, 18 & 25. This eventincluded a
Jamaican chef who taught shoppers how to create some of Jamaica’s most flavourful
dishes, a one-man band providing lively reggae music and the opportunity to win a trip
to Jamaica, compliments of Air Jamaica and Grand Lido Negril.

JTB sponsored a cocktail reception at the American Airlines flagship Charities Golf
Tournament in Los Angeles, CA, September 9. Over 300 celebrities and business
executives participated.

Seattle Wedding Show, Seattle, Washington, January 4 - 5. Over 8,300 persons
attended this event which is the largest wedding show held in the Pacific Northwest
Bridal Bazaar, San Diego, CA, January 19. Over 2,000 persons attended this event.

CANADA

Consumer Shows

Travel & Leisure Shows, Toronto, Spring & Fall: 90,000 cons.
Ottawa Spring Travel Show: 5,000 cons.

Ottawa Bridal Show, January 2003: 3,500 cons.

CTO Caribbean Mall Shows, Vancouver & Edmonton: 2,000 cons.
Consumer Shows with Sears Travel, Ontario (6): 1,200 cons
JTB/Sears/ACV, Sudbury, Jamaica Week: Exposure 30,000 cons
Salon Voyages International, Montreal: 40,000 cons.

Sheldon Kagan Bridal Show, Montreal: 30,000 cons.

Maritime Marlin Vacation Travel Show, Halifax: 3,000 cons.

Jamaican Community Events

CAST/UTECH Alumni Association Awards Banquet: 225 persons
Rusea’s Old Students Association Banquet: 350 persons
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Carissuaga Caribbean Festival: 2,500 persons

Women for P.A.C.E. Annual Strawberry Tea: 250 persons

Alliance of Jamaican Alumni Associations Jamaica Day: 1,000 persons
St. George’s Old Boys Fundraising Event: 1,500 persons

Toronto Transit Commission Jamaica Day: Exposure 30,000 persons
Jamaica Day in the Park, Toronto: 1,500 persons

Jamaica Day in the Park, Montreal: 1,000 persons

Jamaica Canadian Association Annual Golf Tournament: 200 persons
Jamaica Canadian Association Independence Gala: 350 persons
Excelsior School Alumni Association Brunch: 200 persons

Caribbean Jerk Food Festival: 1,000 persons

Christmas Grand Market: 300 persons

Bob Marley Day in Toronto, February 6: 1,000 persons

In addition to the above, several Jamaica evenings were undertaken with various travel
agencies across the country, and training of reservation and sales staff of our major tour
operators, and large agencies was also conducted on an ongoing basis.

LATIN AMERICA

The appointment in April 2002 of Global Marketing & Sales, Inc. (GMS), headed by Mr.
Alex Pace, saw the relaunch of JTB’s Latin America Division which serves as the liaison
between the tour operators and the hotels. The Division’s marketing and sales initiatives
were consistent with regional needs and opportunities, and the strategy adopted was
therefore a mixture of business development and sales promotions.

The primary goal in the initial stage was to identify those markets and those tour operators
in each country that would support the strategies that the JTB Latin America division was to
implement in those areas.

Key markets were identified as follows, based on current opportunities,

1 Primary markets: Mexico, Colombia, Chile and Venezuela

"1 Secondary markets: Brazil, Peru, Panama and Costa Rica

and a list of tour operators for each market was prepared, segmented into A, B

and C suppliers.

1 A:tour operators are those organizations that have dealt with Jamaica in the
past and continue doing so

[] B: tour operators are those new operators that are will work with Jamaica
and don't have contract with different hotels, and

71 C: tour operators are those that have the potential to sell Jamaica.
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Jamaica's biggest obstacle from Latin America has been the airlift situation. JTB
worked very hard during this period to overcome this barrier. Presentations were
made to COPA Airlines, American Airlines and Aeromexico, and discussions
were ongoing with Air Jamaica and tour operators in Venezuela to begin a
possible scheduled service from Caracas to Montego Bay during 2004. An
agreement between Aeromexico and Air Jamaica was completed during this
period.

During the period under review, the Latin America division

e created and developed the "jamaicavacaciones" website. This Spanish site
was created to be an information guide on Jamaica for the trade and
consumers markets.

¢ developed a comprehensive public relations campaign throughout the region,
including press releases in Spanish, press familiarisation trips, etc.

JTB Latin America division participated in several trade shows during 2002,
including:

La Cumbre (The Summit) in Las Vegas, NV

AVAVIT, Venezuela

The First Caribbean trade show in Venezuela

Kuality Tours Trade Show in Chile

UK/EUROPE

Over the past years the Jamaica Tourist Board has followed a clear and defined
objective - to reposition Jamaica, return lost airlift to Jamaica and exploit the
assets that Jamaica has and which are lacking elsewhere in the immediate
region.

There was a high level of uncertainty throughout the European market places
this year. In the UK, Jamaica experienced a series of nasty media coverage in
the early part of the year that was perplexing, exhausting and hurtful. But good
reputation management for Jamaica over the years minimised what could have
been massive fallout.

Much time and effort was spent reaching out to the extremely strong Black
British Community who have a direct heritage link with Jamaica. These form a
vital component for us and represent the mainstay for Air Jamaica and British
Airways. As the generations expand, the links tend to weaken and the
association with Jamaica has to be maintained.
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Jamaica was able to hold onto the German market under difficult circumstances
and in spite of restricted funds. The industry was very appreciative of and
responsive to the small print campaign which was done during the year.

The Italian market remained strong and optimistic. A consistent investment in
this market by the JTB over the past year proved highly beneficial as the market
reacted positively.

Holland has proved to be a success story for Jamaica and the JTB, having gone
from a totally negative image association to a positive one, in a short space of
time. Our P.R. agency for this market - Mieke Bosman Public Relations and
Communicatie - delivered some remarkable coverage of Jamaica during the year
under review.

As a result of the JTB’s persistence and hard work, several flights from
Continental Europe were inaugurated or reinstated, including:

e Martinair resumed Amsterdam to Montego Bay service in November after a
two-year break. This route serves a purpose not only in Holland but also in
Belgium, Germany and Switzerland.

e Condor added three extra flights from Germany to Montego Bay in November
for a Seetours “Cruise and Stay” programme. The objective is to have a
twice-weekly Condor service by 2004.

e Three more flights from Italy to Montego Bay as of December, through Lauda
Air and Air Europe

The JTB’s UK and European offices participated in a number of trade shows
during the period under review, such as:

e ABTA Midland Regional Conference, September

e World Travel Market, London, November - One of the largest annual trade
events which had some 40 Jamaica participants this year. Travel partners
utilised the opportunity to network with the UK and European trade

e CMT Stuttgart, January - The JTB shared a Caribbean stand with the CTO
German Chapter and gained exposure to the more than 200,000 visitors to
this event

e CIB Maastricht, The Netherlands, January

e BIT, Milan, February

e |TB Berlin, March - This was followed by a Post-ITB Roadshow which
covered the cities of Berlin, Frankfurt and Essen in Germany, and
Amsterdam in Holland.

The Jamaica Travel Specialist Programme continued to operate in the UK and
German-speaking Europe and was launched in Holland in the autumn. Three
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familiarisation trips subsequently saw some 30 Dutch agents being
familiarised with the Jamaican product.

GROUPS & CONVENTIONS

The JTB’s Groups and Conventions Department, headed by a Manager based in
Miami, is cognisant of the growing importance of this sector as evidenced by the
fact that it is now being targeted not only by the traditional group hotels but by
the all inclusive properties as well. The JTB remained committed to a major and
sustained effort to grow the Meetings and Incentive travel market for Jamaica.
We have excellent product and facilities that cater to this segment of the industry
and the goal is to secure Jamaica’s position as the preferred Caribbean
destination for Meeting and Incentive travel.

One of the efforts to facilitate that goal was the JTB’s continued business
arrangement with the David Green Organization (DGO), a premiere meetings
and conventions representative which specialises in leading hotels and resorts
throughout the USA, Mexico and the Caribbean. DGO works closely with
corporations and associations to locate, evaluate and select properties for their
most important meetings, and provided a variety of related services to the JTB.

Activities to showcase Jamaica as a destination to key decision makers for
meetings, conventions and incentive business included:

Sales Missions
Trade missions
Fam Trips
Advertising
Public Relations

Activities completed by this department for the period under review included:
Corporate/Association/SMERF/Religious & African American Market

Over thirty-seven (37) trade shows targeting this market as well as site
inspection trips for the bridal, corporate client:

"1 Association Bridal Consultants Site Inspection for approximately 15
members, who plan destination weddings
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[ Site inspection to familiarize executives from the DGO office with the product,
April 18 - 22

1 Groups & Conventions Client Fam in October for eight (8) corporate meeting
planners from the US

1 JTB/DGO Client Fam for 12 planners with 8 guests and DGO Weekend, that
included a site inspection to showcase the island to their clients,
approximately 13 planners with 11 guests.

Major events included:
Foundation for International Meetings, Montego Bay

The 16 Board Directors of the Foundation for International Meetings (FIM) held
their Spring Meeting in Montego Bay at the Ritz-Carlton, April 6 —9,2002. The
Foundation for International Meetings is a member organization comprised of
national associations whose bylaws permit offshore meetings. Host hotels for
this group were the Ritz-Carlton Rose Hall, Wyndham Rose Hall and the Half
Moon Golf Tennis & Beach Club.

Annual Jamaica Meeting Exchange (JAMEX) 2002

The third annual event was held at the Wyndham Rose Hall, Montego Bay, June
21-26. The eventwas designed to showcase Jamaica’s meeting and incentive
product to qualified US planners of international programmes who book the
Caribbean. The programme included site inspections of area properties, trade
show and educational forum which included a Destination Presentation by the
JTB; air service and capabilities from Air Jamaica, and Information Technology
for Meetings, presented by Reggie Aggarwal, CEO/C-Vent. The trade show
was held over a 2-day period (instead of the usual one-day) due to the increased
number of planner attendees. This year’s expo attracted 30 meeting and event
planners from the United States and Canada, and approximately 15 suppliers,
representing hotels and destination management companies in Jamaica.
Several leads were generated for 2003/2004.

Incentive Travel & Motivation Expo Show (IT&ME)
The 2002 event was held at McCormick Place in Chicago, September 24 - 26.
Total registration was estimated at approximately 33,000 for both the premium

and travel shows. The JTB booth generated approximately 50 leads, which were
distributed to all participants for their follow-up and action.
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9" Annual Coyote Golf Classic Invitational

This event was held in Montego Bay at the Half Moon Golf Tennis & Beach Club,
October 10 - 13. This was the first time that the event was held outside of the
USA. Approximately 55 persons participated, representing corporate meeting
and event planners from the US. The Classic is an annual event sponsored by
Corporate Meetings and Incentives Magazine for their CVB/Tourist Board clients.
Each participating CVB/Tourist Board invites their top clients to play golf on their
team — the benefit to the destination being the exposure as the host.

Planning Meeting for The First Annual Religious Marketplace
(Programme for Faith Based Group Business, Jamaica)

Representatives from the Meetings Group (publisher of the RCMA Magazine)
and the Jamaica Tourist Board, met with suppliers in the Montego Bay and Ocho
Rios areas to present details for the First Annual Religious Marketplace
scheduled for the Renaissance Jamaica Grande, Ocho Rios, April 25 - 29, 2003.

This new programme was designed to increase market share of religious groups
to the island, and was be hosted by the JTB and supported by the Religious
Conference Management Association (RCMA, the authority on the US religious
market, whose membership is comprised of suppliers and religious meeting
planners) and the Religious Conference Manager magazine, the singular
publication for the religious meetings market in the US.

The Meetings Group in conjunction with the JTB produced a special supplement

highlighting Jamaica’s beauty, religious heritage and culture while promoting the

meeting facilities and accommodations available to cater to this market segment.
The supplement was published in February 2003 for national distribution.

EIBTM, Switzerland - Europe’s largest meetings and incentive trade fair. JTB
and industry partners sponsored the Technology Village and shared a booth.

The department also participated in the following trade shows:

"1 ANATO Trade Show, Bogota, Colombia, February 2003
1 Expo-Vacaciones Trade Show, Mexico City, Mexico, February 2003

PERFORMANCE IN THE MARKETPLACE

UNITED STATES
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For the calendar year 2002, the United States produced a total of 925,629
stopover visitors, a 1.0% increase over the previous year’s total of 916,681,
representing 73.1% market share.

There were early indications from the United Sates market that tourism recovery
would be slow and that there would be no quick return to the pre-September
2001 levels. Some improvement was seen in the unemployment level as it
dropped to almost 5% by February and the pace of job layoffs slowed.
Consumer confidence, however, remained flat, although there was some
increase in consumer spending. The adoption of heightened security measures
at airports, the continued threat of terrorists attacks and other travel safety
factors coupled with the record breaking warm winter weather conditions all
contributed to the general weakness in travel in the early months of the year.
The consumers who were willing to travel remained price-conscious and placed
a “hold” on trips overseas, unless they were heavily discounted.

Travel Attitude Studies in the United States showed that “psychological
negatives” were the major deterrent to a rebound to the broad base of
consumers. Overall, fear, the need to be close to home, and the scare of being
stranded were the main reasons given for the reluctance of Americans to travel.

As a means of stimulating this market, the Jamaica Tourist Board organised
familiarisation trips for almost four hundred travel agents to visit the main resort
areas of Montego Bay, Ocho Rios, Negril and Port Antonio. Each United States
regional office was also sent JAPEX buyer registration forms for tour operators in
the United States to ensure that there was adequate representation of the travel
trade at our main travel market show.

For the winter period of 2002, there were 306,843 stopover arrivals from the
United States, representing a decline of 12% from the 347,098 arrivals in winter
2001. The Northeast declined by 15%, the Midwest by 13% , the West by 14%
and the South by 2%.

For the summer period, stopovers from the USA numbered 618,786, an increase
of 9% over the 569,583 of summer 2001. In absolute terms, this represented
approximately 50000 more stopover visitors than in summer 2001. All four
marketing regions recorded increases. Northeast with 262,447 stopovers
increased by 9% from 241,256 in 2001 and 3% up from 255,571 in summer
2000. The Southern region with 202,709 was also 9% up from the 186,747 in
2001 as well as 5% up from the 195,275 in summer 2000. The Midwest with
103,110 was up by 9% over the 94,646 in 2001, but was still down by 9%
against the 113,869 for summer 2000. The Western region with 50,520 grew by
8% over the 46,934 in 2001 but was down by 8% against the summer
benchmark of 55,064 in 2000.

25



The increase in airseats together with the special offers or extended sale on
airseats helped to stimulate business during the summer period. Air Jamaica
extended its deadline on sale fares in the marketplace for travel up to late
November. Delta Airlines resumed daily flights from Atlanta to Montego Bay in
November with an A737 aircraft. Continental Airlines, another airline that had
also discontinued serving Jamaica, resumed daily non-stop service in mid-
December flying a 155-seat B-737 aircraft from Newark, New Jersey to Montego
Bay and then into Kingston.

Northeast USA

The Northeast region produced 394,269 visitors for Jamaica for the year 2002, a
0.4% decrease against 2001, which gave them a 42.6% U.S.A. market share.

South USA

This region produced 273,265 visitors to Jamaica for 2002, a 5.6% increase over
2001, giving them a 29.5% U.S.A. market share.

Midwest USA

Arrivals from this region totalled 188,395 visitors for 2002, a 2.2% decrease
against 2001, which gave them a 20.4% U.S.A. market share.

West Coast USA

69,700 visitors came to Jamaica from the West Coast of the U.S.A. during 2002,
a 0.7% increase over the previous year, or 7.5% of the U.S.A. market share.

CANADA

The Canadian market produced 97,413 stopovers in 2002, a decline of 12.4%
against the total of 111,158 stopovers in 2001 representing a worldwide market
share of 7.7%. There was a total of 74,731 arrivals from Ontario which was 9%
down from the 81,956 achieved in 2001. The second major province of Quebec
with 10,554 stopovers declined by 18.5% against the 12,955 achieved in 2001.

The Canadians tend to be very price sensitive. With the discounted prices that
were offered by several destinations in the Caribbean last year it is not surprising
that Jamaica did not do as well as its competitors in the Canadian market. The
Dominican Republic increased by 6% to 313,612 Canadian stopovers; St. Lucia
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increased by almost 6% to just under 13,000 stopovers; Cancun grew by some
43% to reach over 111,000 and Cuba declined marginally by under 1%, with
nearly 350,000 Canadian stopovers.

UNITED KINGDOM / EUROPE

There were 179,089 stopover arrivals, representing a decline of nearly 1% from
the total for 2001 and accounting for 14.1% of all arrivals. The performance of
the European market follows a similar pattern as in North America. The winter
performance was weak as stopovers declined by 12% to 53,604, against the
61,080 for winter 2001. In the summer period, however, there was a much-
improved performance as 125,485 stopover visitors came to Jamaica, an
increase of 5% over the 119,552 in 2001. Stopovers from Spain showed a
significant increase of 54% to reach 6,615. This level of growth is directly related
to investment in the RIU hotel in Negril.

Stopovers from the United Kingdom declined by 1% from 127,320 in 2001 to
125,859 in 2002. Germany, with a total fo 14,554 stopovers, was down by
24 .3% against 2001 and by 42% against 2000. This market continues to decline
and demand remains weak. The economic situation has worsened and
unemployment continued to rise as it reached in excess of 10% in December.
Although the available airlift through Condor last summer sold relatively well, the
outlook for this market is that improvement may not come before 2004.

The following countries showed good growth in the January to December period
over the corresponding period 2001:

e Finland e Spain 54% e Hungary 50%
14% e Belgium e Russia 17%

e Norway 13% e (Czechoslovakia
5% e France 9% 16%

o ltaly 14% e Poland

e Portugal 79%
136%

It was these countries from the Other Europe category that contributed to the
32% growth in the summer period over summer 2001. In November 2002,
Martinair resumed flying to Jamaica. In its first year, the airline will being 7,000
seats to Jamaica and in the second and third years it will supply a further 19,000
seats. The flightis currently shared with Cuba, but come year two and three the
airline will only serve Jamaica.
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LATIN AMERICA

The Latin American market declined by 20%, with 11,864 visitors against the
14,815 in 2001 and 19% down from the 14,703 in 2000. The major Latin
American providers of stopover visitors to Jamaica - Mexico, Argentina, Brazil,
Chile and Colombia - all registered declines.

The countries of this region have been badly affected by the currency crisis in
Argentina and the protracted oil strike in Venezuela.

CARIBBEAN

Caribbean traffic to Jamaica in 2002 was marginally higher than in 2001 but was
over 6% below the figure attained in 2000. Some 41,138 stopovers came to
Jamaica in 2002 as against 40,845 in 2001 and 43,971 in 2000.

The Cayman Islands, despite declining by 4% with 11,036 visitors, was the main
provider of stopover visitors from the Caribbean to Jamaica in 2002. There were
increased arrivals over 2001 from Antigua, Barbados, Bermuda, St. Lucia, Turks
& Caicos Is., Trinidad & Tobago, Curacao and the Dominican Republic.

JAPAN

The Japanese market continued to dwindle in 2002 as it declined by a further
14%, dropping from 5,446 in 2001 to 4,664, representing 0.4% market share.

JAMAICA WEBSITE

Following on a review and selection process conducted during 2001/2002,
Ministerial and Cabinet approval was received for the organisation to engage the
services of a web development firm - Motivo - to undertake the complete
redesign of the www.jamaicatravel.com website.

The intention was to take advantage of recent advances in internet technology
and its application to tourism marketing, which would make a major impact on
the marketing of the destination. The contract was awarded in March 2002 but
experienced several delays due to cash flow constraints. However, much effort
and energy were put into this project and the Vendor Extranet, the vendor
contribution and administrative tool, was launched on February 4, 2003, while
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the website itself, re-named www.visitiamaica.com, was launched on March 20,
2003.

The launch of this interactive, multi-language, well-produced and informative
website was another important initiative in the comprehensive marketing
programme for the island. The site will become a showpiece for Jamaica that will
attract thousands of potential visitors per month while giving our traditional travel
partners, both overseas and locally, new resources for accessing new business.

Intranet

Apart from the marketing site which was developed, the JTB also implemented
an intranet portal - a company-wide information delivery platform which bound
together the necessary information for all employees to perform their jobs more
effectively, with the imperative for cost containment all around.

JAMAICA

LOCAL COMMUNICATION AND MARKETING DEPARTMENT

The JTB’s Local Communications and Marketing Department is responsible for
on-island marketing and communication programmes and supports the initiatives
taken by the off-shore offices and communications agencies to advance
Jamaica’s tourism interests.

The Public Relations and Promotions Unit

The mandate of this unit is to develop and conduct appropriate public relations
and communications programmes which:

o Promote understanding and build confidence in government’s tourism
policies

o Maintain confidence in the leadership which the JTB provides the
industry

o Promote awareness and support for the initiatives taken by the JTB to

market Jamaica as a premier tourist destination
During the year under review, the department

- provided all on-island support for overseas press groups (print and
electronic), radio remotes, trade shows, international events (including
sporting activities), conferences and festivals.
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- through its media unit, maintained constant communication with the local
media to provide information on developments within the industry and
initiatives to market the destination. The unit:

o provided coverage and publicity of all on-island activities
. linked with overseas agencies to share information for publicity
purposes

The Department produced features, publications, articles and speeches as
required for all tourism officials and arranged interviews and press conferences
as needed.

The Promotions Unit ensured that international media and participants in
conferences and conventions were positively exposed to the island. Its staff
carried out routine sourcing of artisans and promotional items for JTB activities
overseas and locally.

The unit was particularly involved with organising radio remotes whereby
overseas radio stations broadcast live from Jamaica to their respective
audiences who were fed images of exciting activities in sunny Jamaica,
particularly during the winter months.

The unit also facilitated film crews and maintained contact with artistes for
staging promotional events of all types.

Public Education

The JTB'’s Public Education programmes targeted schools and communities with
the aim of ensuring that all who passed through the school system were exposed
to tourism in a structured way, thereby positioning the Board, through Jamaica’s
young citizens, to exert far-reaching influence on attitudes and actions which
affect our tourist industry.

Advances were made in the Infusion Programme designed to give all children
between ages four and fourteen exposure to tourism concepts through textbooks
designed and distributed by the JTB in collaboration with the Ministry of
Education & Culture. Nine workshops were held May/June, three in
September/October, while six regional meetings were addressed in August.

The unit continued its Annual Careers Symposia for high school students from
4™ form up across the island, which highlighted the wide range of career
opportunities available in the industry, while the National Tourism Quiz, which
was held January-March 2002 with 90 schools participating, was aired on CVM
TV in May/June.
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Other Public Education efforts included community meetings to discuss problems
and solutions at that level, as well as islandwide activities implemented to
heighten tourism awareness during one week every year incorporating World
Tourism Day.

The JTB’s Regional Offices continued to provide support at the local level to
various JTB programmes by facilitating:

Press tours

Travel agent familiarization trips

Special events and promotions

Industry liaison (with the JHTA, Craft Vendors, Resort Boards
Community Liaison (with Chambers of Commerce etc.)

Visitor relations

Resort destination marketing

Information and facilitation services at the island’s international airports
Meet the People Programme

Other activities of note on-island, in addition to those already mentioned
previously, included:

JAPEX 2002

The 13" annual event was convened at the Renaissance Jamaica Grande, Ocho
Rios, April 14 - 16 and saw the participation of 97 Buyer delegates from 65
Buyer companies, 228 Supplier delegates from 86 Supplier companies, 80
Media/Press representatives and 180 travel agents.

In the wake of 9/11, the recession, the war on terrorism, etc., the marketing
team’s effort to increase buyer delegate participation in this year's event was
critical. Apart from the usual promotion of the event during all scheduled trade
activities over the four to five months preceding JAPEX 2002, invitations
accompanied by JAPEX buyer Registration form were sent to all tour
operators/wholesalers within each region, and these were followed up with
telephone calls. The mix of operators invited included past participants,
operators who had never participated, and new operators (to the business) — a
very small category.

Invitations from the Board’s Southern USA, Latin America & The Caribbean
office were extended to both tour operators/wholesalers and travel/press writers
in Latin America. Response was very good as some nine (9) wholesalers and 28
travel/press writers came from Latin America.
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The 2002 JAPEX Travel Agents’ Familiarization saw the participation of some
180 persons, who had the opportunity to participate in the Travel Agents’ Day
programme, which included the usual visit to the JAPEX business floor.

ASTA Southern Regional Conference - The JTB sponsored this event, which
was convened at the Half Moon Hotel Conference Centre, Montego Bay, May 2 -
5. Over 325 delegates, inclusive of 195 travel agents, attended the conference
The programme included various training seminars, the General Assembly,
receptions, trade show, site inspections, familiarisation trips and presentations as
well as sponsored breakfasts, lunches and dinners. This was a coup for
Jamaica as this annual conference is usually held in the USA.

During the period April 30 — May 2, some 48 national members of the Board of
Directors of ASTA Worldwide held their meetings at the Wyndham Rose Hall.
They were hosted at functions by several hotels during this period and also
participated in the Regional Conference.

Jamaica Air Carriers’ Invitational (JACI) Golf Tournament, May 30 - June 2

This annual tournament, planned and organised by the JTB’s Los Angeles office,
showcased Jamaica as the Caribbean’s number one golf destination. Some 220
retail travel agents, meeting & corporate planners/corporate clients, participated
in this event.

9'" JAAF World Junior Championships in Athletics, July 16 - 21, National
Stadium

Jamaica was the proud host of this prestigious track meet, which was held for
the first time in the Caribbean. The JTB participated in a major programme to
sensitise Jamaicans, and Kingstonians in particular, to their role as hosts for the
event. We also assisted with overseas press, hospitality, public relations and
publicity for this event. with some 2000 athletes and coaches from 210 countries,
this was the largest athletic meet to be hosted in Jamaica.

EVENTS & SPECIAL PROJECTS

Here, the mandate was to develop and/or promote events deemed to have the
potential to add to our tourism product, activities which provided an opportunity
to give added value to the vacation experience for the visitor, generate additional
business and create exposure for the island in the marketplace. Major events
with which the JTB was involved during the course of the year under review were
as follows:
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Cariflora, Kingston, April

Calabash International Literary Festival, Treasure Beach, May
Jakes Off-Road Triathlon, St. Elizabeth

Portland Jerk Festival, June

Ocho Rios Jazz Festival, June

Americas’ Sail, June

Kumento Festival, July

Reggae Sumfest, July

Port Antonio International Marlin Tournament, October
Jamerican Film Festival, November

St. Elizabeth Homecoming, November

Reggae Marathon, Negril, December

Air Jamaica Jazz & Blues Festival, Montego Bay, January/February
Negril Fat Tyre Festival, February

Fun in the Son’ Gospel Festival, Ocho Rios, March

We continued to facilitate major network productions such as the annual
‘Superstars’ event featuring athletic greats in a weekend of made-for-television
competitive activities, and the nationally syndicated Celebrity Golf Challenge.
Both one-hour specials aired across the USA throughout the months of May and
June.

The JTB’s facilitation of international sporting activities on the island included the
Corporate Golf Championships in May, with nineteen participating countries.
This was the first time in the event’s five-year history that it was staged outside
Europe and it received worldwide coverage.

CRUISE SHIPPING

In Cruise Shipping, the JTB’s objective is to increase the number of cruise
passengers to Jamaica and their expenditure on the island. During this year, the
establishment of closer links with the Port Authority of Jamaica, to whom the
responsibility for development and maintenance of the piers had been assigned,
resulted in the reduction of the size and operations of the JTB’s Cruise Shipping
Department. Nevertheless, in conjunction with the Port Authority of Jamaica, the
Department continued to:

o maintain Jamaica’s profile in the marketplace as a desirable port of
call for cruise ships;
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o develop relationships with new cruise lines and cruise operators to
expand business to Jamaica'’s ports, while maintaining current levels

of service;
o promote the upgrading of facilities and attractions in Jamaica’s ports.
o seek to convert cruise passengers to stopovers.

To this end, regular visits were made to the overseas offices of cruise ship
companies and the Florida Caribbean Cruise Association (FCCA) to represent
Jamaica’s interests in cruise shipping.

Jamaica continues to be a preferred Port of Call and has been positioning itself
in the cruise shipping market through the joint efforts of the Port Authority of
Jamaica, which provided substantial infrastructural development, the Ministry of
Tourism in collaboration with the Jamaica Tourist Board providing worldwide
marketing and advertising under the brand “Cruise Jamaica”, and other industry
players providing the best facilities and services.

The cruise lines once again demonstrated their commitment to Jamaica as the
island benefitted from the introduction of approximately seven brand new ships,
including mega liners, and homeport ships operating on a ‘sail and stay’
programme, allowing passengers to spend one week on board and one week on
shore. Ocho Rios was also given the stamp of approval by cruise line officials as
they reported a reduction in complaints of visitor harassment by cruise
passengers.

Jamaica continued to shine with the Ocho Rios Cruise Shipping Port being
placed on the cover of the Spring/Summer issue of International Cruise & Ferry
Review, the largest distributed trade journal in the cruise shipping industry, thus
reinforcing our efforts to position the island in the tourism market worldwide.

During the 2002 calendar year, the JTB participated in the following cruise
conferences/shows, all of which contributed to the success experienced in this
sector of the industry:

J Seatrade Cruise Shipping Convention
) ASTA Cruisefest

o Cruise-a-thon

o FCCA Cruise Conference

o Seatrade Europe

AWARDS AND RECOGNITION

During the year under review, Jamaica’s advertising was awarded two Gold and
four Silver medals from Hospitality Sales & Marketing Association International
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(HSMAI), which holds the largest global advertising competition in the tourism
category, including some 1,800 entries from over 52 countries around the world.

Jamaica also ran away with the Number One spot in several categories,
including “Best all-round destination”, in Caribbean Travel & Life’s annual
readers’ poll for 2002. Most notably, the destination received the tribute of being
recognised for having the friendliest people in the Caribbean. Jamaica was also
chosen for the best luxury all-inclusive wedding resort. In addition, the island also
earned first place for its world-famous Appleton Estate rum, and accolades for its
Red Stripe Beer.

Canadian travel agents gave the JTB and the island of Jamaica high honours as
part of the 3 Annual Canadian Travel Press/Travel Courier Travel Agent
Awards, ranking them the second best tourist board in the country and the fourth
best winter destination. Canadian Travel Press and Travel Courier are tow of
Canada’s top travel trade publications.

The Jamaica Tourist Board was named a winner of Incentive magazine’s
prestigious Platinum Partner Award for 2002. Readers of the magazine
recognised the Board for excellence as an incentive industry supplier through a
special ballot which saw over 40,000 of the industry’s most qualified corporate
decision-makers selecting the best domestic or international travel suppliers in
their field - the people, products and services that helped them most in
motivating their employees and customers over the past year.

PRODUCT / LICENSING

Although Product-related matters have been separated from Marketing, the
Jamaica Tourist Board has retained the responsibility for licensing of tourism
entities, as required by the Tourist Board Act. In 2002, licences were
approved for 2,331 entities in the categories listed below:

Hotel 9
Villa 4
Guest House 1
Apartment 1
Attraction 40
Bike Rental 3
Car Rental 60
Domestic Tour 40
Watersports 106
Contract Carriage 1,839
Craft Vendors 222
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STATISTICS

INTERNATIONAL

Internationally, the year 2002 was seen as one in which tourism was expected to
recover in terms of arrivals and expenditure. Although performances worldwide
were highly uneven among regions, once again, international tourism
demonstrated great resilience in its ability to bounce back after a crisis. The
World Tourism Organization (WTO) estimated that there were 715 million
international tourist arrivals during 2002, representing an increase of 3% over the
693 million recorded in 2001. Visitor expenditure, however, lagged behind the
growth in arrivals.

A number of factors affected international travel, particularly long-haul trips
during last year. These included:

. The threat of war between the United States and Iraq
J A heightened global terror alert
o The increase in the price of crude oil to almost US$40 per barrel, the
highest since the 1991 Gulf War
. subdued and waning consumer confidence
CARIBBEAN

The Caribbean Tourism Organization estimates that stopover arrivals to the
Caribbean destinations declined by approximately 2.5% in 2002. The
performance of the Caribbean has been one of gradual recovery from the post
9/11 worldwide fall-out in tourist travel. The year began with an unusually weak
winter season with stopover arrivals some 10% below those of winter 2001. This
was followed by steadily improving performances in the summer months during
which time stopover arrivals grew by some 4% when compared with the previous
year.

Performance throughout the region was mixed. Based on the latest available
data, most countries experienced declines and these included:
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Aruba (-7.1%), Bahamas (-1.8%), Cayman Islands (-9.4%), Cuba
(-5.0%), Dominican Republic (-2.6%), Jamaica (-0.8%), St.
Maarten (-4.6%), Barbados (-1.8%), Martinique (-2.7%) and the
US Virgin Islands (-1.7%).

Some destinations, such as Antigua & Barbuda (+2.5%), Bermuda (+2.1%),
Puerto Rico (+2.1%) and St. Lucia (+1.3%) had positive results.

37



VISITOR ARRIVALS TO JAMAICA

. Total stopover arrivals of 1,266,366 declined by 0.8%

. Foreign Nationals of 1,179,083 declined by 0.7%

. Non-resident Jamaicans of 87,283 declined by 2.5%

. Cruise passengers of 865,419 increased by 3%
STOPOVERS

Jamaica’s tourist industry experienced steady recovery during 2002. This
happened against the background of a wait-and-see attitude adopted by many
travel consumers as a reaction to the downturn in the world economy and to the
threat of war in the Middle East.

For the winter period (January - April), stopover visitor arrivals to Jamaica of
420,996 were down 13% from the 484,164 stopovers of winter 2001. The first
two months of summer showed improvement in stopover arrivals as the double-
digit declines registered up to April had reached single digit in May and June and
showed a bottoming out of the declines, which had persisted for the previous
nine to ten months after September 11.

For the summer period (May - December), stopover visitor arrivals grew by 6.7%
above the total for the same period of 2001 but fell 1.8% below the comparable
figure for year 2000.

Amidst the numerous uncertainties in the global marketplace and the holding of
local General Elections in mid-October, there was no clear evidence that these
factors impacted negatively on the number of stopover visitors to Jamaica in the
second half of summer 2002.

CRUISE PASSENGERS

Cruise passenger arrivals to Jamaica in 2002 numbered 865,419, which was 3%
above the level of 840,337 recorded in 2001. Although the number of
passengers increased, the total number of cruise ship calls declined by 7%.
There were a total of 397 calls in 2002 in comparison to 426 calls in 2001.

There was considerable variation in performance between winter and summer.
Cruise arrivals totalling 323,187 were down by 14% in the winter period. For
summer, however, arrivals improved gradually and the period ended with
542,232 arrivals, representing a 16% increase over the summer of 2001.



The port of Ocho Rios continued to receive the larger share of Jamaica’s cruise
arrivals as this port accounted for 675,586 or almost 80% of the 865,419 who
arrived on the island with Montego Bay responsible for the remaining 20%” or
189,761. During 2002, the port of Port Antonio received a total of 1 cruise ship
call with 72 passengers.

There are four main factors which have characterised the cruise industry over
the past two years. These are:

o An increase in the level of discounting in order to drive the market.
. An increase in the number of younger cruise passengers
o The repositioning of ships, which has meant opportunities for some

destinations and devastation for other destinations. The Bahamas,
Key West, Yucatan and Belize have seen tremendous growth since
September 11 while other destinations in the Eastern Caribbean have
not been so fortunate.

o Holidays nearer to home, which have seen Americans cruising from
American ports and Central American and Western Caribbean
destinations.

The largest producer of passengers to Jamaica was Voyager of the Seas, of the
Royal Caribbean Cruise Line. It made a total of forty-nine cruise ship calls to
Ocho Rios and provided 169,715 cruise passengers. Carnival Cruise Line with
the Imagination, Carnival Victory, Paradise, Maasdam and Triumph cruise ships
among its fleet, contributed the majority of the 327,235 passengers brought by
the line to Ocho Rios in 2002.

Royal Caribbean line brought 325,008 passengers, on Explorer of the Seas,
Century and Voyager of the Seas to the port of Ocho Rios.

The Inspiration with 44 calls and 101,320 passengers was the main contributor
to Carnival Cruise Line’s 147,349 passengers, which that line brought to
Montego Bay.

The new ships that visited Jamaican ports in 2002 were the 2,974 passenger
mega-ship Carnival Conquest, Brilliance of the Seas, Navigator of the Seas
and Explorer of the Seas. The A’Rosa Blu and Sun Bird also served as
homeport ships at the port of Montego Bay. These are in addition to Festival
Cruises’ Mistral.
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AVERAGE LENGTH OF STAY

The average intended length of stay of foreign nationals in 2002 was 10.2 nights,
the same as in 2001. The average length of stay in hotels was 6.4 nights, which
was marginally shorter than the 6.6 nights that was recorded in 2001.

FIRST AND REPEAT VISITORS

For the year, approximately 631,900 of the 1,179,083 foreign nationals who
visited the island were first-time guests. These represented 54% of the total
foreign national arrivals.

The remaining 547,183 foreign arrivals were repeat guests. This was some 46%
of the total foreign national arrivals.

HOTEL ROOM OCCUPANCY

As would be expected, with stopover arrivals still marginally down from the 2001
level, hotel room occupancy also fell to 55.5%, from 56.3% in 2001. Total room
nights of 2,830,604 declined by 2.5% from 2,903,586 in 2001.

Hotel room occupancy rate in Ocho Rios was 58.7% compared to 55.9% in
Negril and 54.7% in Montego Bay. Hotel room occupancy rate for Montego Bay
dropped by 5 percentage points from 59.7% inn 2001 to 54.7% in 2002.
Kingston hotels achieved an overall occupancy level of 56.6%

VISITOR EXPENDITURE

Gross visitor expenditure in 2002 was estimated at US$1,209 million. Cruise
passenger expenditure totaled US$69 million while US$38 million was estimated
as the contribution of Non-Resident Jamaicans.

Foreign Nationals spent on the average US$92 per person per night while cruise
passengers spent an average of US$81 per person.

The average expenditure per person per night of stopover visitors during the
winter period declined by 9.7% to US$99, but he per-person/per-night
expenditure for summer moved to US$88, an increase of 5.3%. The average
expenditure of cruise passengers declined by 5.8% against the US$86 per
person achieved 2001
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Direct Employment in the Accommodation Sector

There was a 4% increase in the number of persons employed directly in the
accommodation sub-sector in 2002. The number in the sub-sector increased
from 29,142 in 2001 to 30,434 in 2002.

The major resorts of Montego Bay, Ocho Rios and Negril accounted for 27,130
persons or approximately 89% of the total number of persons employed directly
in the sub-sector. Although all three regions recorded increases over their 2001
figures, it was Ocho Rios which accounted for over 800 additional employees
which recorded the highest level of increase of 10%. The increase in the Ocho
Rios region was mainly attributed to the re-opening of the 285-room Beaches
Grand Sort at Ciboney and the Beaches Boscobel Hotel (formerly Boscobel
Beach Hotel), which were closed in 2001.

In Montego Bay, there were 10,122 employees in the accommodation sub-
sector, a 3% increase above the 9,809 employees it recorded in 2001. The
number of employees in Negril moved marginally by 1% to 7,566.

The average number of employees per room in 2002 was estimated at 1.25.

NEW DEVELOPMENTS

e Construction on the 360-room Sandals White House Hotel is in progress at
Parkers Bay in Westmoreland. The target date for completion is summer
2004. This property will include 54 suites and offer Sandals’ standard special
amenities such as watersports, a variety of dining options and Signature Spa.

e The 480-room RIU Il hotel in Negril, the second in this chain of hotels to be
constructed in Jamaica in the last two years, is under construction and is
scheduled to be completed by May 2004.

e Island Village Entertainment Complex, with restaurants, clothing and craft
outlets, was completed and opened in 2002.

e The world class Mega Yacht Marina in Port Antonio, which is a major
development, was completed in 2002 and facilitated Jamaica’s participation
in the prestigious Americas’ Sail regatta. Groups & Conventions - 2003/2004
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