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To achieve this, we launched the next generation of our successful
“Only Paradise Will Do” campaign with a bold new look featuring
a large graphic “ONLY” incorporated into the designs.

This signature “ONLY” immediately captures the attention of our
audiences and separates us from the “sea of sameness” in the media.
More importantly, it instantly conveys the exclusive nature of the brand
and its promise of an elevated experience.

Additionally, all of printed pieces were accompanied by a QR code which
assisted with tracking the conversion from the awareness to the
discovery phase.
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This campaign was launched in January 2023 and ran until the end of August across key markets.

The campaigns were split into 3 major phases: Winter Campaign (January - March 2023);
Spring/Summer Campaign (April - August); and an “Always on Campaign” throughout the entire
fiscal year. In addition, we ran dedicated niche campaigns for weddings, LGBTQ, dining, arts &
culture, and eco enthusiasts.

As part of the new strategy to track results and user interest more efficiently, all of our “ONLY”
print ads included a QR code tailored to each ad segment, driving users to the respective landing
pages. Here, they were able to explore more information about beaches, wedding inspiration,
outdoor activities, and other audience segments. The campaign generated over 32M+ circulation
impressions across 20 different publications through all active campaigns.

All selected publications serve as a direct and elevated source, providing reliable inspiration to
our national and international targeted audience promoting the destination’s leisure, dining,
ecological and group meetings sceneries.

Publications included:

USA Today

Garden & Gun

Conde Nast

Canadian Geographic Magazine
Flamingo Magazine

Prevue Meetings

Chicago Magazine

Connecticut Magazine
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