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Maine	  Office	  of	  Tourism	  
• 	  	  	  State	  Agency	  

Ø 	  	  A	  division	  of	  the	  Maine	  Department	  of	  
Economic	  	  &	  Community	  Development	  
	  
Ø 	  	  Established	  to	  administer	  a	  program	  to	  
support	  and	  expand	  the	  tourism	  industry	  and	  
promote	  the	  state	  as	  a	  tourist	  destination.	  	  

	  



Maine	  Film	  Office	  
• 	  	  	  State	  Office	  
	  

Ø 	  	  Established	  within	  the	  Office	  of	  Tourism	  
	  
Ø 	  	  The	  Director	  of	  the	  Film	  Office	  is	  responsible	  
for	  undertaking	  a	  program	  of	  film	  promotion	  
	  
Ø New	  Director	  –	  Karen	  Carberry-‐Warhola	  

	  



Maine	  Office	  of	  Tourism	  
•  Funded	  by:	  

–  Dedicated	  Special	  Revenue	  Account	  funded	  by	  5%	  of	  
the	  7%	  sales	  tax	  collected	  on	  meals	  and	  lodging;	  

	  

–  Remaining	  95%	  of	  meals	  &	  lodging	  tax	  collected	  goes	  
to	  the	  General	  Fund	  supporting	  state	  and	  local	  
services	  

	  



Tourism	  Marke4ng	  	  
Promo4on	  Fund	  

•  FY	  2013	  Budget	  =	  $9.4	  Million	  
–  Research	  
–  Operations	  
–  Marketing	  Program	  
–  Visitor	  Centers	  

	  

•  10%	  allocation	  	  
–  8	  Tourism	  Regions	  
–  2	  Special	  Events	  



Integrated	  Approach	  to	  Marke4ng	  
•  Paid	  Media	  

–  Print	  
–  Radio	  
–  Online	  
–  Mobile	  
–  Out	  of	  Home/Transit	  

•  Public	  &	  Media	  Relations	  
–  Fam	  trips	  
–  Media	  outreach	  	  

•  Email	  
–  Targeted	  –	  special	  interest	  
–  Season	  reminders	  

•  Social	  Media	  
–  Facebook	  
–  Twitter	  
–  You	  Tube	  
–  Foursquare	  
–  Pinterest	  

•  Fulfillment	  
•  International	  Marketing	  

–  Trade	  &	  Media	  

•  US	  &	  Canada	  Travel	  Trade	  
&	  Consumer	  Shows	  

	




RESEARCH	   
DRIVEN	  	  

Demographic	  –	  Visitors	  &	  Prospects	  

Psychographic	  -‐	  Prospects	  



Visitor	  Research	  
•  The	  specific	  objectives	  of	  the	  program	  are:	  

–  To	  identify	  Maine’s	  share	  of	  the	  travel	  market;	  
–  To	  quantify	  the	  number	  of	  visitors	  who	  come	  to	  
Maine;	  

–  To	  estimate	  the	  amount	  of	  spending	  devoted	  to	  
tourism	  in	  Maine;	  

–  To	  profile	  the	  Maine	  traveler	  –	  including	  where	  they	  
come	  from,	  who	  they	  travel	  with,	  where	  they	  go	  in	  the	  
state	  and	  what	  they	  do;	  	  



The	  Convenience	  Culture	  –	  	  
	


•  Rise	  of	  the	  empowered	  consumer	  who	  wants	  more	  choice	  	  

•  Changing	  work	  patterns	  –	  more	  flexible	  leisure	  time	  

•  Seek	  intangible	  products	  such	  as	  experiences,	  often	  gained	  
through	  leisure	  and	  recreation.	  

	  

•  A	  re-‐tuning	  to	  nature,	  where	  people	  feel	  a	  desire	  to	  become	  
reconnected	  to	  the	  natural	  world	  from	  which	  they	  feel	  
disconnected	  by	  modern	  lifestyles. 	


Marke4ng	  Outlook	  -‐	  Trends	




Marke4ng	  Outlook	  -‐	  Trends	  
•  Strong	  spend	  by	  the	  younger	  generation	  –	  Gen	  Y	  and	  X	  are	  

spending	  on	  luxury	  –	  but	  want	  good	  value.	  

•  Value	  continues	  to	  be	  king	  –	  even	  the	  affluent	  are	  focused	  on	  
good	  value.	  

•  Evoke	  emotional	  connections	  	  

•  “Diverse	  aware”	  –	  dual	  pronged	  strategy	  for	  over	  and	  under	  50.	  

•  Gadgets	  –	  iPad	  users	  have	  increased	  by	  59%	  between	  Feb	  &	  
Sept	  2011.	  	  44%	  plan	  on	  using	  mobile	  device	  as	  travel	  resource.*	  

	   	   	   	   	  *From	  Trip	  Advisor	  National	  Travel	  Trends	  2012	  

	  



Marke4ng	  Outlook	  -‐	  Trends	  
•  Caution	  –	  Curation	  –	  Contentment	  

• Caution	  –	  Consumers	  are	  vigilant.	  Want	  vacation	  
that	  is	  risk	  free.	  

• Curation	  –	  Circles	  of	  intimacy	  –	  manage	  
information	  and	  relationships.	  	  

• Contentment	  –	  Spontaneity	  and	  fun	  snatched	  
away.	  Well-‐being	  and	  meaning	  will	  define	  context	  
of	  happiness.	  





•  Bring	  more	  visitors	  into	  and	  through	  all	  regions	  
of	  the	  state	  –	  deeper	  excursions	  

	  

•  Have	  more	  visitors	  stay	  in	  paid	  accommodations	  
	  

•  Have	  visitors	  spend	  more	  money	  –	  longer	  stays	  

Objec4ves	  





•  Rejuvenate/refresh	  Maine	  tourism	  brand	  to	  
make	  it	  more	  contemporary	  	  

	  

•  Convert	  aspiration	  to	  visitation.	  
	  

•  Use	  research	  and	  data	  analytics	  to	  focus	  on	  
markets	  with	  highest	  propensity	  to	  deliver	  
new	  visitors	  

	  

•  Increase	  development	  of	  mutually	  beneficial	  
collaborative	  partnerships	  

Strategies	  



Employ	  a	  clear	  two-‐pronged	  
approach	  

	

ACQUISITION	  –	  En4ce	  first-‐4me	  visitors	  
	  
RETENTION	  –	  Give	  past	  visitors	  a	  reason	  to	  return	  







Market	  Selec4on	  for	  
Repeat	  Visitors	  



Market	  Selec4on	  for	  
First-‐Time	  Visitors	  























Meet	  Some	  of	  the	  
Insiders	  







Online	  Banner	  Ads	  
BostonGlobe.com,	  Yankee,	  Down	  East,	  Backpacker,	  NY	  Times	  



Online	  Media	  
Trip	  Advisor	  Sponsorship	  

The Sponsorship includes: 
" 10 MOT-Supplied Photos & 2 Videos 
" Links to MOT Website and email address 
" MIY (and/or other collateral) brochure link 
" Promo module (up to 5 links/partners) 
" Events module (up to 5 links/partners) 
" Banner ads 
" Map Exposure 



Out	  of	  Home	  &	  Transit	  Posters	  



Newspaper	  Strip	  Ads	  



•  April-‐September,	  one	  :30	  spot	  per	  game	  (:20	  
branding	  message	  +	  :10	  event)	  

•  In	  game	  bonus:	  live	  in-‐game	  read	  of	  featured	  
event	  

•  70	  stations	  on	  the	  network	  and	  a	  spot	  in	  162	  
games,	  11,000	  spots	  running	  during	  the	  regular	  
season	  

•  Network	  is	  very	  strong	  in	  our	  	  retention	  markets	  
•  Provides	  strong	  coverage	  within	  Maine	  	  

The	  Red	  Sox	  Radio	  Network	  



Public	  &	  Media	  Rela4ons	  
•  Media	  Outreach	  and	  Publicity	  -‐	  Penetrates	  markets	  

outside	  the	  scope	  of	  paid	  advertising	  

–  The	  media	  is	  a	  credible	  third	  party	  endorsement	  

–  Special	  interest	  targets	  
–  Media	  familiarization	  tours	  

–  Editorial	  support	  
–  Social	  Media	  

–  Industry	  Workshops	  



Public	  &	  Media	  Rela4ons	  
•  Millions	  of	  dollars	  worth	  of	  editorial	  coverage	  

each	  year	  
	  
•  Industry	  participation	  

–  PR	  Partners	  Program	  



Social	  Media	  
•  Focus	  is	  on:	  

–  Interaction	  
–  Engagement	  
–  Relationships	  

•  How	  we	  do	  it:	  
–  Pose	  questions	  
–  Ask	  for	  opinions	  
–  Invite	  participation	  
–  Respond	  



Social	  Media	  
•  Facebook	  

–  Ability	  to	  interact	  and	  connect	  	  with	  more	  than	  54,000	  fans	  
daily	  

•  Twitter	  
–  13,000+	  followers	  

•  Foursquare	  
•  Trip	  Advisor	  
•  You	  Tube	  
•  Pinterest	  



Fulfillment	  
•  Official	  State	  Travel	  Planner	  -‐	  Maine	  Invites	  You	  	  

–  “Order	  your	  free	  Travel	  Planner”	  is	  the	  call	  to	  action	  
on	  www.visitmaine.com	  and	  in	  all	  email	  blasts.	  

–  Distributed	  at	  consumer	  and	  trade	  travel	  shows	  
–  MOT	  distributes	  185,000+	  Maine	  Invites	  You	  	  	  	  	  	  	  	  	  	  	  	  	  
and	  	  Highway	  Maps	  annually.	  

–  Maine	  Tourism	  Association	  publishes	  the	  	  	  	  	  	  	  	  	  
guidebook,	  under	  contract	  to	  MOT,	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  &	  
&	  distributes	  an	  additional	  115,000	  copies.	  

	  



	  
Consumer	  Travel	  Shows	  2013	  

•  Sept	  –	  Eastern	  States	  Exposition	  
•  November	  -‐	  Boston	  Globe	  Ski	  Show	  
•  Jan	  –	  NY	  Times	  Travel	  Show;	  Philly	  Inquirer	  Show	  
•  Feb	  –	  Boston	  Globe;	  Toronto	  Outdoor	  

Adventure;	  Montreal	  Hunt,	  Fish,	  Camp	  
•  March	  –	  Washington	  DC	  Adventure	  Travel	  Show;	  

Ottawa	  Travel	  Show	  



Consumer	  Travel	  Shows	  
•  NEW	  Show	  Schedule	  	  
•  NEW	  Booth	  Design	  
•  NEW	  Regional	  Co-‐op	  Staffing	  Program	  
•  NEW	  Maine	  Street	  –	  Book	  a	  Booth	  and	  Co-‐locate	  

with	  MOT!	  	  
•  NEW	  Show	  Specials	  Co-‐op	  Program	  	  
•  NEW	  Stage	  Takeover	  @	  Boston	  Globe	  Travel	  

Show	  -‐	  Saturday,	  February	  9	  
	  



Travel	  Trade	  Shows	  
•  American	  Bus	  Association	  (ABA) 
Marketplace	  	


•  National	  Tour	  Association	  (NTA)Travel	  
Exchange	  

•  Ontario	  Motorcoach	  Association	  (OMCA)	  
Annual	  Marketplace	  



Leads:	  	  
	  	  	  	  	  	  A	  list	  of	  tour	  operators	  generated	  by	  the	  Office	  of	  

Tourism	  each	  year	  after	  attending	  major	  group	  tour	  	  	  
industry	  sales	  events.	  	  

	  
Email	  groups@visitmaine.com	  	  to	  request	  the	  current	  
Motorcoach	  leads.	  	  

Motorcoach	  



Maine	  Motorcoach	  Network	  
	  
	  

Mission	  	  
“To	  increase	  the	  revenue	  to	  Maine	  businesses	  

through	  Motorcoach	  travel.”	  	  
	  
	  
Email	  mainetours@gmail.com	  for	  membership	  
application.	  	  

	




Interna4onal	  Marke4ng	  
•  International	  travelers	  account	  for	  only	  4%	  of	  total	  

travelers,	  they	  represent	  19%	  of	  total	  travel-‐related	  
spending.	  

•  By	  2016,	  89	  million	  international	  travelers	  are	  expected	  
to	  visit	  the	  US	  –	  a	  49%	  increase	  over	  2010.	  

	  
•  Book	  early,	  few	  cancellations,	  longer	  stays,	  spend	  more,	  

travel	  mid-‐week/during	  off-‐peak	  periods	  
	  
•  Typically	  4-‐6	  weeks	  vacation	  per	  year	  



Interna4onal	  Marke4ng	  
•  Discover	  New	  England	  	  
	  	  	  	  	  Consortium	  of	  the	  six	  New	  England	  States	  

–  In-‐country	  representation	  
–  Media	  &	  Trade	  relations	  

•  DNE	  Summit	  2013	  –	  Stowe,	  VT	  
	  	  	  	  	  	  Tap	  into	  the	  international	  market	  focused	  on	  New	  England	  

–  Pre-‐scheduled	  8-‐minute	  meetings	  	  
–  Four	  Marketplace	  Sessions	  	  
–  Workshops	  
–  Contracting	  Opportunities	  
	  

www.discovernewengland.org	  



Interna4onal	  Marke4ng	  
•  Primary	  Target	  Markets	  

•  UK,	  Germany&	  Japan	  -‐	  DNE	  
•  France	  –	  ME,	  NH	  &	  VT	  
•  Italy	  –	  ME,	  MA,	  NH	  &	  VT	  
	  

•  BrandUSA	  Partnerships	  
	  

•  Sales	  Missions	  
•  UK	  
•  Germany	  
•  France	  
	  

•  Trade	  Shows	  
•  World	  Travel	  Market	  –	  
UK	  

•  TTG	  &	  Showcase-‐	  Italy	  
•  ITB	  –	  Germany	  
•  JATA	  –	  Japan	  
•  IPW–	  US	  Travel	  
Association	  



Industry	  Partnerships	  
•  Tourism	  Region	  Marketing	  Organizations	  
• Maine	  Woods	  Consortium	  	  	  
•  Cultural	  &	  Heritage	  Tourism	  Groups	  
• Motorcoach	  Network	  
• Maine	  Hospitality	  &	  Tourism	  Alliance	  
•  Sports	  Commission	  
•  State	  Agencies	  -‐	  ACF,	  IF&W,	  DOT,	  Arts	  



Tourism	  Regions	  
	  

•  The	  Maine	  Beaches	  
•  Greater	  Portland	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  

&	  Casco	  Bay	  
•  Mid-‐Coast	  
•  Maine’s	  Lakes	  &	  Mountains	  
•  Kennebec	  &	  Moose	  River	  

Valleys	  
•  DownEast	  &	  Acadia	  
•  The	  Maine	  Highlands-‐

Bangor,	  Katahdin,	  Moosehead	  
Lake	  

•  Aroostook	  
	  



Maine	  Tourism	  Marke4ng	  
Partnership	  Program	  (MTMPP)	  

	  

•  Annual	  application	  for	  marketing	  grants	  
• Guidelines	  for	  the	  program	  focus	  on	  marketing	  and	  
are	  reviewed	  annually.	  

	  

• Monthly	  meetings	  with	  grant	  managers	  &	  
regional	  representatives	  



Nature-‐Based	  Tourism	  Ini4a4ve	  
•  Development	  of	  sustainable,	  nature-‐based	  

tourism	  to	  attract	  new	  visitors	  Maine’s	  rural	  areas	  
	  

– Resource	  assessment	  
–  Local	  action	  &	  collaboration	  
–  Itinerary	  development	  
–  Interpretive	  plan	  &	  thematic	  framework	  
–  Training	  
	  
	  From	  Fermata	  Strategic	  Plan	  for	  Implementing	  Maine	  Nature	  
	  Tourism	  Initiative	  



Cultural	  Heritage	  Tourism	  Ini4a4ves	  
•  Arts	  &	  Artisans	  

•  ArtWalks	  
•  Maine	  Fiber	  Arts	  
•  MainePerforms!	  

•  Maritime	  
•  Maritime	  Maine	  

•  Maine	  Downtown	  
Center	  

•  Historical	  Marker	  
Program	  

•  Maine	  Historic	  
Preservation	  

•  Franco	  American	  
•  World	  Acadian	  
Congress	  2014	  

•  Kennebec	  Chaudiere	  
Heritage	  Corridor	  

•  Maine’s	  Historic	  Bold	  
Coast	  

•  Scenic	  Byways	  
•  DOT	  	  
•  Local	  Corridor	  Groups	  

•  Two	  Nation	  Vacation	  
•  New	  Brunswick	  
partnership	  

	  

	  

	  



How	  to	  Connect	  
On	  Visitmaine.com	  

•  Get	  Listed	  
–  Join	  almost	  5000	  other	  Maine	  organizations	  and	  
businesses	  listed	  on	  the	  site.	  	  

•  Post	  Events	  
–  Add	  to	  Maine’s	  comprehensive	  online	  calendar.	  

•  Offer	  Deals	  
–  Submit	  value-‐added	  offers	  to	  potential	  visitors.	  	  



How	  to	  Connect	  	  
On	  MOTPartners.com	  

•  Edit	  your	  listings	  and	  events	  
•  Study	  industry	  research	  
•  Access	  past	  MOT	  presentations	  
•  Link	  to	  Welcome	  ME	  (FREE	  online	  customer	  

service	  training)	  
•  Learn	  about	  MOT	  advertising	  and	  PR	  

programs	  



MOT	  	  Workshops	  and	  Presentations	  
	  

•  MOT	  “On	  the	  Road”	  Presentation–	  MOT	  Team	  
•  Packaging:	  Tips	  &	  Techniques	  to	  Put	  in	  Your	  
Marketing	  Toolbox	  -‐	  Margaret	  

•  Working	  with	  the	  Motorcoach	  Industry	  -‐	  Margaret	  
•  Working	  with	  the	  International	  Market	  -‐	  Carolann	  
•  VisitMaine.com	  101	  -‐	  Margaret	  	  
•  PR	  or	  Social	  Media	  –	  NMC	  	  
•  Tap	  Into	  Maine	  Tourism	  –	  Margaret	  
•  Putting	  It	  Together:	  How	  to	  Build	  Itineraries	  &	  
Packages-‐	  Margaret	  



Innovate	  &	  Differen7ate:	  	  
Strategies	  for	  Success	  

January	  30-‐31	  
Samoset	  Resort	  

www.mainetourismconference.com	  	  



MAINE	  	  
OFFICE	  OF	  TOURISM	  

	  
	  
	  

Thank	  You!	  


