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Become the premier four-season 

destination in New England 



  
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.  



Leisure Travel 

TRAVEL 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. 

Competing globally 

68% of Americans plan to travel outside the US 

“Diverse aware” 

Cultural differences 

 



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. 

Convenience 

Empowered consumer wants more choices 

 



Trip Planning 

Information overload on the Web 

Difficult to sift content to find authentic suggestions  

and advice 

Shift in DMO’s role 

People getting information from friends & networks 

Technology 

Mobile devices/Small Screens – smartphones, iPads/tablets 

Easy to log on while traveling 

 



•Aging society 

•Having children later in life 

•Families with fewer children 

•Wider range of household types 

•Greater ethnic diversity 

•Rural depopulation 

 

DEMOGRAPHIC CHANGES 

 



DM 

 



 



STRATEGIES  
MARKETING 

•   Rejuvenate/refresh the Maine brand 

     to make it relevant and contemporary. 

 

•  Convert aspiration to visitation among 

    first time visitors. 

 

• Use research and date analytics to focus on those 

  

   markets that have the  highest propensity to deliver 

new    

    visitors staying in paid accommodations. 

 

•  Employ a clear two-pronged approach: 

    ACQUISITION – entice first time visitors 

    RETENTION – give past visitors a reason to return 



• Rejuvenate/refresh the Maine brand 

 to make it relevant and contemporary. 

 

• Convert aspiration to visitation among 

 first time visitors. 

 

• Use research and data analytics to focus on those 

 markets that have the highest propensity to deliver 

 new visitors staying in paid accommodations. 

 

• Employ a clear two-pronged approach: 

 ACQUISITION – entice first time visitors 

 RETENTION – give past visitors a reason to return 



CREATE BRAND 
CRAVING A state of being more valuable than the 

“things” – activities, vistas, sites, food, etc. 

 

Maine needs to become an antidote for 

something missing in consumers’ lives 
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Maine needs to become an antidote for 

something missing in consumers’ lives 



• What is the Maine attitude? 

• What does the Maine experience feel like? 

• What personal values (core human values) 

burn more brightly in Maine and in a Maine 

vacation experience? 

• What is the authentic sense of place that 

Maine delivers? 

• Where does the Maine brand intersect with 

or reflect vacationer’s sense of self/their 

personal identities? 





 





THE REAL THING. 
FROM REAL PEOPLE. 
GIVING REAL ADVICE. 



 





 



 









Insert chart for Integration across vacation 
planning lifecycle in paid, earned and owned 
media channels 



 



 



Market Selection for 
Repeat Visitors 

Repeat Canada Markets: 
• Quebec 
• New Brunswick  
 & Maritimes 



Market Selection for 
First-Time Visitors 





INTEGRATED APPROACH 
TO MARKETING 
• 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 

 

 

 



ALL NEW 
VisitMaine.com 



Enhance user experience & content 

Improve design & functionality 

Apply new technology 













 



 



 
 

 

Carolann Ouellette 
Carolann.Ouellette@maine.gov 

  
 

 
Where original people perfectly 

complement the beauty of this place. 
Explore and discover what the Maine 
Thing is all about. So be inspired. Be 

adventurous. Be yourself. Discover your 
Maine Thing. 


