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Become the premier four-season 
destination in New England 



•Increase visitors staying in paid accommodations by 325,000 

•Retain first-time visitation level at 3.1 million 

•Maintain likelihood to recommend Maine as a vacation 

destination at 92% 

•Improve consumer engagement and increase inquiry 

generation by 5% 

• Continue to monitor growth of top-of-mind awareness of 

Maine and agreement with brand attributes 

 

MARKETING & COMMUNICATION 
GOALS 



A SHARED 
VISION 
FOR THE 
FUTURE 



FIVE-YEAR STRATEGIC PLAN 
In order to meet the goals outlined in the plan 
we strive to: 
• Identify new prospects to grow visitation  
• Expand our geographic focus  
• Be forward-looking and not rear-facing  
• Be smart & innovative – industry leaders not 

followers   



INDUSTRY 
INPUT 

INVESTMENT IN INSIGHTS  
• Market Segmentation Study  
• Conversion Study  
• Geography Analysis  
• Website Usability Study  
• Ad Effectiveness Study 
• Annual Visitor Survey 



MARKET 
SEGMENTATION 
STUDY- 
Knowing Your Audience to 
Craft Your Story 



A Predictive Segment Model for Visiting Maine 

• Goal of the study is to map the universe of potential travelers to Maine 
and to understand which traveler segments provide the best targets 
based on the existing brand platform. 

Goals 

• Segments are derived by an exploration of potential travelers’ guiding life 
principles – both generally and with regard to vacations specifically. 

Approach 

• By understanding what motivates different types of travelers, and by 
measuring their spending and likelihood to visit Maine, we can determine 
the best targets for Maine visitation and how to reach them. 

Results 

9 



 
 
THE 
RESULTS  



11 

THREE HIGH PRIORITY CONSUMER 
SEGMENTS 
Have a shared set of values with the Maine brand 
Have the highest likelihood of visiting Maine 
Have the highest likelihood of spending the most money in 
Maine 
 
 
 





0 

0 

39% 

53% 

42% 0 

0 26% 

43% 

24% 

0 

0 
28% 35% 

35% 

13 

Familiarity with Maine 

Familiari
ty with 
Maine 

Intend to 
Visit 

Maine 

Past Trip 
to 

Maine 

Balanced 
Achievers 

Genuine 
Originals 

Social 
Sophisticates 



69 

73 

97 

125 
127 
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Adjusted Likelihood of Visiting Maine 

INDEX, 
where the 

overall 
average is 
set at 100 

Balanced 
Achievers 

Genuine 
Originals 

Social 
Sophisticates 



131 

120 

114 
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Lifetime Value Index (average is 100) 

Balanced 
Achievers 

Genuine 
Originals 

Social 
Sophistica… 



141 

75 

131 
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Incremental Lifetime Value Index (average is 

100) 

Balanced 
Achievers 

Genuine 
Originals 

Social 
Sophistica… 



PROFILES OF 
HIGH 
PERFORMING 
SEGMENTS 



 
“When I take vacations, I like to experience 

new things. Culture, food, people and customs 
are very important to me.”  

 
 

“Have an appreciation for US history and love 
visiting historic sites relevant to the building of 

the USA.” 
 
 

“I like to learn about the new place.  Learning is 
a big part of the vacation. I love nature, and 

beautiful surroundings make me happy.” 

















“Broadens my horizons, teaches me about 
different people, places, culture, history, 
lifestyles, cuisine, and keeps me active.”  
 
 
“Culture shock is an important element to 
growth. Learning cultural nuances and the 
history behind them is a kind of knowledge 
best acquired through travel.”  
 
 
“Having a vacation spot that is a good mix of 
tourists and locals, where the locals are 
welcoming to tourists, and provide an overall 
good impression of the area.” 

















“Being free to do as I please is important to 
me. I also want to be pampered.” 
 
 
“Relaxing in a beautiful environment. Enjoying 
modest luxury. Sharing these things with our 
family and close friends.” 
  
 
“Your choice of vacation tells people what you 
like to do in your spare time.” 

















 
 APPLYING 

THE 
RESULTS 
 



TARGET AUDIENCE & MEDIA    
• Target identified consumer groups:  Balanced 

Achievers, Genuine Originals, Social Sophisticates  
• Connect these findings with MRI (Mediamark 

Research Inc.), a software tool that allows us to 
understand these groups’ lifestyle, attitudes, 
values and media habits 

• Make media plan sections based on where and 
how these groups consume media 

• Identify potential brand partnerships based on 
lifestyle and buying patterns 

  



CUSTOMIZING CREATIVE 
MESSAGING 
• Customize messaging based 

on what we know resonates 
with and motivates each group 



2015 Annual Plan  
Insights are applied in the 2015 plan 

• Full descriptions of each consumer 
segment 

• Message maps for each segment 
• Evolution of Maine Thing campaign  
• Channel specific tactics  



 



STORY 
  TELLING  



• Storytellers can be: 
• Insiders 
• Visitors 
• Bloggers 
• Multi-media editorial features 
• Publishers & partnerships 

 









MaineQuarterly.com 
• Lobster Culture  

& Lifestyle 

• The Beer Trail  

• Fall Touring 

• Thoreau Wabanaki 
Expedition 

• Coming Soon: 
Food 

 

  

 

Electronic  
Magazine 



//localhost/lobster


MEDIA 
HIGHLIGHTS  



Broadcast 
• Comcast Cable 

o Hartford 
o Philadelphia 
o Washington, DC 
o Baltimore 

• Cablevision 
o Suburban New York 
o Charlotte, NC 

• Red Sox Radio Network 
• National Public Radio (NPR) 







Print 









Digital 



Enewsletters 



Social Media 



CUSTOMER 
ENGAGEMENT  







Thank  You ! 
Carolann.ouellette@maine.gov 


