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Become the premier four-season 

destination in New England 



OBJECTIVES More people 

Staying in hotels longer 

Spending more money 



• Increase lodging in paid 

accommodations by 2%. 

 

• Increase tourism-related trips 

by 3%. 

 

• Increase percentage of first-

time overnight visitors to 

16.5%.  

 

• Improve consumer 

engagement by 3%. 

 

• Increase the inquiry database 

by 5%. 

 

• Establish a benchmark for 

measuring brand awareness.     



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 



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 



PERCEPTIONS 
  

+                                  VALUES      
 

+                   EXPERIENCES /  
RELATIONSHIPS   

Between  Current/Potential Customers & Maine 

 
THE MAINE BRAND 

 



• 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? 







IMPORTANT DIMENSIONS  
OF ORIGINALITY 





MAINE’S BRAND PARADIGM 





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















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





ALL NEW 
VisitMaine.com 



Enhance user experience & content 

Improve design & functionality 

Apply new technology 



Simplify navigation 

Improve content  {more experiential and emotive} 

Multiple paths to content 

Alignment with key vacation planning stages 

Content based on user preference 

Increased exposure to partners outside of listings 

Better mobile experience 

 

Enhance user experience & content 



Editorial / magazine layout style cues 

Contemporary design elements 

Display content in ‘snack-able’ structure  

Evolve trip planner functionality  

Imagery and typography to help tell the story 

Adaptive design for multi-screen and multi-device consumption 

 

Improve design and functionality 



New content management system 

Improved search integration  

Advanced mapping functionality  

New development techniques  

Apply new technologies 















ORIGIN 
MARKETS 

PRIORITIZING 



Look for Markets that Combine: 

 
• A HIGHER THAN AVERAGE VISITOR PROPENSITY 

Defined as the number of overnight visitors to Maine as 

compared to the underlying size of the market (per DPA 

Overnight Visitor Stats) 

 

• A HIGHER THAN AVERAGE MEDIA REACH 

A comparative measure of media efficiency based on the 

size of the market and the Nielsen Cost-per-point (CPP) 



Market Selection for FIRST-TIME Visitors 

Primary Target Markets 
• MID-ATLANTIC MARKETS 

– New York 

– New Jersey 

– Pennsylvania 

•  CANADA 

   • Ontario  

  •  New Brunswick 

 



Market Selection for REPEAT Visitors 

Primary Target Markets 
• NEW ENGLAND MARKETS 

– Massachusetts 

– Connecticut 

– Rhode Island 

– New Hampshire 

– Vermont 

–  Maine 

•  CANADA 

 



SPECIAL 
INTEREST 

TARGETING BY 
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Special interest segments to be 

targeted through paid media 

•  Hiking/Climbing 

•  Cycling 

•  Paddling 

•  Wildlife Watching 

•  Outdoor Adventure 

•  Culinary 

•  Cultural Tourism 

•  Winter Sports 

*Special interests chosen based on 

those that are greatest amount of 

overnight visitation 



PAID MEDIA  
• Emphasis on New England and Mid-Atlantic 

states 
• National Coverage for Niche Markets 
• Combination of:  

•  Online 
•  Transit 
•  Magazines 
•  Newspapers 
•  Radio  

 





 

For Distribution Today 

 2013 Annual Marketing Plan  

 2012 Tourism Fact Sheet  




