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Maine Office of Tourism 
•   State Agency 
  A division of the Maine Department of 
Economic  & Community Development 
 
  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 
 

  Established within the Office of Tourism 
 
  The Director of the Film Office is responsible 
for undertaking a program of film promotion 
 
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 Marketing  
Promotion Fund 

• FY 2013 Budget = $9.6 Million 

– Research 

– Operations 

– Marketing Program 

– Visitor Centers 
 

• 10% allocation  

– 8 Tourism Regions 

– 2 Special Events 



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 

 

 

 



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;  

 





• Bring more visitors into the state – encourage 
deeper excursions  

 

• Have more visitors stay in paid accommodations 
 

• Have visitors spend more money – longer stays 

Objectives 





• 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 – Entice first-time visitors 

 
RETENTION – Give past visitors a reason to return 







Market Selection for 
Repeat Visitors 



Market Selection for 
First-Time Visitors 























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



Print Advertising 



Out of Home & Transit Posters 



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 & Differentiate:  
Strategies for Success 

January 30-31 
Samoset Resort 

www.mainetourismconference.com  

http://www.mainetourismconference.com/
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Thank You! 


