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Seek life balance
• Have a positive attitude and elevated

interest in almost everything
• Self-described rule followers who take

a traditional approach to life
• Have a family orientation and like to assist

others and give back to the community 
• Are free spirits with a deep level

of curiosity about most things

Strive for higher status
• Feel achieving a higher social status is important
• Always try to look their very best; believe you can

tell a lot about a person by the way they dress
• Strive to be a member of popular groups
• Tell their friends about their vacations and like

that people come to them for travel advice

Are creative and in tune with nature
• Actively involved in creating art or music
• Freely express themselves
• Feel being in tune with nature is important

and makes them shed their worries
• Make an effort to live a very green,

environmentally friendly lifestyle

Drawn to competition and trailblazing
• Seek adventure and risk
• Are always the first person they know to try new things
• Are daredevils who take physical risks

• Canadians: 19% Index: 112
• Business: 3.8	business	trips

in the past year Index: 115
• Business: 50% have extended

business trip Index: 139
• Millennials: 24% Index: 120

Vacation Priorities On vacation, they check off their “must see and do” list • Like sophisticated, urban/city
experiences, nightlife & entertainment, and also enjoy things and places off the beaten path, nature, and cultural activities • 
Want to vacation in a place where they have the space and time to reflect on what’s important in life—to change their state of mind, 
step back from problems, be in the moment, and listen to their inner voice • See vacations as an antidote to being self-absorbed 
• Tend to be big spenders on vacation—shopping for local hand-made one-of-a-kind items—but are careful to avoid excess

Guiding Life Principles

Message Receptivity (top 2% out of 7)

Demos & Media

Other Info

Connection to Maine  (100 is average)

Exploration/
Discovery/Learning

Creativity/
Imagination

Self-Expression/
Free Spirit

Inner Compass/
Self-Reliant

Being the Best/
Passion

Nature/ 
Outdoors

89% 48% 64% 76% 74% 62%
Culture/ 
History/Arts

Authentic/
Genuine/Sincere

Unspoiled/ 
Simplicity

Reflection/
Introspection

Offbeat/Quirky Adventure

50% 64% 65% 64% 53% 56%

Belong to fraternal orders, 
school/college boards • 
71% married • 50% have 
children • Ave. HH size:  
3.1	• Ethnically diverse 
• Ave. age:  42	years
• Ave. HHI:  $117,495
• Heavy:  Magazines,
Radio, TV Prime, Outdoor 
• Medium:  TV Daytime,
Newspaper • Light: Internet

17%

2%

60%38%

1-2 3-5 6-7

Adjusted Likelihood to Visit Index: 127

Past trip to Maine 
Index: 80

Lifetime value Incremental value 

Have been to  
Maine repeatedly 

24%

131 141

12%

46%	would	recommend	ME



Engagement and ability to create direct relationships

The best knowledge is acquired through travel. We 
feel like we’ve given our children a new perspective 

on life, we’ve learned something new and made it our 
own. We feel invigorated and renewed.

Advice – because we love to travel, people often 
times come to us for advice. We love it when 

we can share something with them they would 
never have thought about doing.  

Now that you have experienced Maine for yourself, 
what’s your Maine Thing? What is it about Maine that 

makes it so special? We want to hear your story.  

User-generated content through social channels 

You really should spend some time in Maine. It 
wraps its arms around you, and allows you to learn 
and grow in a way that really fulfills and recharges 

you, helps puts priorities back in order.

Mindset

Motivating Trigger

Desired Response

Message

Influence Sources

KPI's

TRIP

REMEMBER &
REMINISCE

PLAN &
ARRANGE

BALANCED
ACHIEVERS

DREAM & DISCOVER

TRIP

Conversion studies, annual visitor study, and industry feedback 

In Maine we can be the best version of our family. 
Original and one-of-a-kind.

Originality—Maine is all about self-reliance, forging your 
own path, and being one-of-a-kind. Its cultures and tradi-

tions are steeped in the everyday and are easy to experience.  
We can make connections and do something we’ve never 

done before. It’s earthy, authentic, and unlike anywhere 
else. Its spirit is borne of earth, air and sea. It’s been about 
sustainability long before being “green” was fashionable.

There is something special about Maine. It’s palpable.  
It’s got a mystique all its own. It is something wholly

unto itself, unlike anywhere else.   

Maine tourism businesses & industry partners, Mainers, 
Maine Magazine, Downeast, Regional Visitor Guides  

Maine really feeds our need to experience new cultures 
and traditions. We’ve learned something new about 

our family through the experience of being here.

Mindset

Motivating Trigger

Desired Response

Message

Influence Sources

KPI's

Demand for Maine as a vacation destination, inquiry generation     

Where would the kids like to go? What new experiences and cultures do 
we want them to experience? Where haven’t we been that’s educational 
but fun for the whole family that we can afford?

Maine has a mystique about it you can’t quite put your finger on. 
An authentic place that welcomes you with open arms, indulges 
your curiosity and introduces you to one-of-a-kind people and 
experiences. Mainers head where life takes them, because the
interesting stuff happens outside the margins.  

Maine is for our family, it’s on my list.

Friends, family, community/social network, 
mainstream media, TV, bloggers, press

Mindset

Motivating Trigger

Desired Response

Message

Influence Sources

KPI's

Engagement with vehicles listed above 

We’ve narrowed our options down to one destination and have 
committed time and money to it. We’re excited and full of anticipation, 
are solidifying lobster cruises, historic sites, arts & cultural activities, 
nature walks, fairs & festivals, towns and “must see” experiences.

Intimacy/Authenticity – wow there are a variety of ways in 
which we can fully immerse ourselves in the local culture 
and have fun.

Maine is a place where a little side trip rewards you with something 
special. It will be easy to find many opportunities in urban centers and 
quaint towns and villages to immerse ourselves in the natural beauty 
and traditions of the area. 

Visitmaine.com, Maine Thing Quarterly, Maine Invites You, 
e-newsletter, social channels, mainstream media

We’ve booked our trip. As a result of what we’ve 
researched, we’ll probably need one more day to fully 
experience the place and its people.

Mindset

Motivating Trigger

Desired Response

Message

Influence Sources

KPI's

DREAM & DISCOVER

PLAN & ARRANGE

REMEMBER & REMINISCE

Curiosity – a need to find something authentic and real that’s 
educational, will make them more well-rounded people/
better parents, that exposes them to new people, experiences, 
traditions, is fun for the whole family. We want to do some-
thing that’s considered “special, a must see and do”. We want 
something to tell our friends about. 
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Genuine Originals

Brand Index: HIGH

Enjoy exploring/Are drawn to adventure and risk 
• Want to learn about and explore new things
• Try things they are not completely comfortable with
• Seek adventure and risk
• Actively engaged in seeking out a

wide breadth of experiences

Are creative and independent
• Are actively involved in creating art or music
• March to the beat of their own drum
• Consider themselves to be free spirits

Are very focused on nature
• Feel it is important to be in tune with nature
• Nature helps them shed worries and cares
• Believe it is important to help preserve

the environment/nature
• Make an effort to live a very green,

environmentally friendly, sustainable lifestyle

Self-actualization 
• Say there is still a lot that they want to learn
• Consider themselves creative problem-solvers
• Describe themselves as creative and imaginative
• They tend to defy convention and have limited interest

in social status, appearances, and following the rules
• Being genuine and authentic themselves is paramount

and they look for and appreciate this quality in others
• Are broad-minded and very curious about

anything that is quirky, offbeat or novel

Vacation Priorities On vacation, they exemplify freedom of thought/action and follow their inner compass to do their
own thing • They pursue outdoor recreation and make it a priority to explore nature and observe wildlife—it helps them shed their 
worries and cares—time spent in tune with nature rejuvenates their soul • Are interested in art, history, and  cultural activities • 
They try new vacation destinations; they don’t take cookie-cutter vacations • The destinations they choose reflect who they are— 
they are not driven by luxury, popularity or urban sophistication • They desire authentic trips with exposure to unique local people, 
cultures and experiences • Are open-minded travelers who like to adventure off the beaten path and immerse themselves deeply

Message Receptivity (top 2% out of 7)

Connection to Maine  (100 is average)

Exploration/
Discovery/Learning

Creativity/
Imagination

Self-Expression/
Free Spirit

Inner Compass/
Self-Reliant

Being the Best/
Passion

Nature/ 
Outdoors

78% 34% 49% 60% 55% 53%
Culture/ 
History/Arts

Authentic/
Genuine/Sincere

Unspoiled/ 
Simplicity

Reflection/
Introspection

Offbeat/Quirky Adventure

31% 49% 56% 41% 51% 53%

23%

3%

55%42%

1-2 3-5 6-7

Guiding Life Principles

Demos & Media

Other Info
• Canadians: 18%	 Index: 106
• Business: 3.5	business	trips

in the past year Index: 106
• Business: 39% have extended

business trip Index: 108
• Millennials: 18% Index: 90

Belong to school/college 
boards • Least likely to 
be married:	69% • 38% 
have children • Smallest 
households:  2.5	• Ave. 
age:  46	years • Ave. 
HHI:  $130,627	• Heavy:  
Internet, Magazines • 
Medium: TV Primetime, 
Newspaper • Light:  
Outdoor, Radio (esp. NPR)

Adjusted Likelihood to Visit Index: 125

Past trip to Maine 
Index: 143

Lifetime value Incremental value 

Have been to  
Maine repeatedly 

43%

120 75

18%

45%	would	recommend	ME



Engagement and ability to create direct relationships

The best knowledge is acquired through travel.  
I feel like I’ve broadened my horizons, learned
something new. I’m invigorated and renewed.

Advice – because I travel to a lot of off-the-beaten-
path locations, people often times come to me for 

advice or counsel on traveling.

Now that you have experienced Maine for yourself, 
what’s your Maine Thing? What is it about Maine that 

makes it so special? We want to hear your story.  

User-generated content through social channels 

You really should spend some time in Maine. 
It wraps its arms around you, and allows you to be
yourself in a way that really fulfills and recharges 

you, helps puts priorities back in order.

Mindset

Motivating Trigger

Desired Response

Message

Influence Sources

KPI's

TRIP

REMEMBER &
REMINISCE

PLAN &
ARRANGE

GENUINE
ORIGINALS

DREAM & DISCOVER

TRIP

Conversion studies, annual visitor study, and industry feedback 

In Maine I can really be my true self. Original and one-of-a-kind.

Originality—Maine is all about self-reliance, 
pragmatism, and understated values. It’s quirky and 

quaint. I can be myself here. It’s earthy, authentic, 
and unlike anywhere else. Its spirit is borne of earth,
air and sea. It’s been about sustainability long before 

being “green” was fashionable.  

There is something special about Maine. It’s palpable. 
It’s got a mystique all its own. It is something wholly

unto itself, unlike anywhere else.   

Maine tourism businesses & industry partners, Mainers, 
Maine Magazine, Downeast, Regional Visitor Guides  

Maine really feeds my need to be one-of-a-kind, to 
be special, and original. I’ve learned something new
about myself through the experience of being here.

Mindset

Motivating Trigger

Desired Response

Message

Influence Sources

KPI's

Demand for Maine as a vacation destination, inquiry generation   

I need to get away, be off the grid. Broaden my horizons. Gain a new 
perspective on the world. Meet new people and get a sense for their 
culture and perspectives up close and personal. Even better if it’s 
somewhere I can be in a natural, majestic and inspiring environment.

Maine has a mystique about it you can’t quite put your finger on. 
An authentic place where you can be your true self, indulge your 
curiosity and meet people who follow their own inner compass.
Mainers head where life takes them because the interesting stuff 
happens outside the margins.  

Maine is for me, it’s on my list.

Close friends and family, locals with category 
knowledge, bloggers or others considered experts but 
not mainstream media, NPR, digital outlets, not TV

Mindset

Motivating Trigger

Desired Response

Message

Influence Sources

KPI's

Engagement with vehicles listed above 

I’ve narrowed my options down to one destination and have committed time 
and money to it. I’m excited and full of anticipation, am solidifying which 
exact outfitters, hikes, local events, towns and “must see” experiences.

Intimacy/Authenticity – wow there are a variety of ways in 
which I can fully immerse myself in the local culture.

Maine is a place where a little side trip rewards you with something 
special. It will be easy to find many opportunities to immerse myself 
in the natural beauty and culture of the area.

Visitmaine.com, Maine Thing Quarterly, Maine Invites You, 
e-newsletter, social channels and non-mainstream media

I’ve booked my trip. As a result of what I’ve researched, I’ll 
probably need one more day to fully experience the place and 
its people.

Mindset

Motivating Trigger

Desired Response

Message

Influence Sources

KPI's

DREAM & DISCOVER

PLAN & ARRANGE

REMEMBER & REMINISCE

Curiosity – a need to find something authentic and 
real that’s personally fulfilling and enriching.
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Social Sophisticates

Brand Index: MODERATE

Believe appearance matters and are 
driven by status—money is not a concern
• Believe achieving a higher social status is

important—climbing the social ladder is important
• Say being a leader in their field is important
• Always want to look their very best and believe you

can tell a lot about a person by the way they dress

Think about their place in the world; 
focused on family & community; 
also want to have fun
• Have a traditional orientation to family; connected

to how they wish to be perceived in the community
• Work hard to find a balance in life
• Often plan things to make others happy
• Believe it is important to enjoy

themselves and have fun

Try to self-actualize
• They believe it’s important for them to be the best

in those areas of life they’re passionate about
• Are self-reliant and believe in

choosing their own goals

Vacation Priorities Are interested in luxury, flawless service, keeping up appearances, and having fun • Make
it a priority to travel every year and are passionate about it • Believe their choice of vacation destination reflects who they 
are, so they look for trendy vacation spots • Prefer romantic, popular destinations with a “faraway” feeling and excellent 
accommodations to escape daily distractions • On vacation they want to shed responsibilities, take mental health breaks, and 
let their defenses down • Want to find some serenity and change their state of mind, but are not interested in mental/spiritual 
rejuvenation • Are not particularly curious about cultural activities, exploration, or adventure • Are not careful about money

Message Receptivity (top 2% out of 7)

Connection to Maine  (100 is average)

Exploration/
Discovery/Learning

Creativity/
Imagination

Self-Expression/
Free Spirit

Inner Compass/
Self-Reliant

Being the Best/
Passion

Nature/ 
Outdoors

78% 26% 46% 58% 63% 45%
Culture/ 
History/Arts

Authentic/
Genuine/Sincere

Unspoiled/ 
Simplicity

Reflection/
Introspection

Offbeat/Quirky Adventure

25% 44% 51% 42% 35% 30%

23%

5%

47%48%

1-2 3-5 6-7

Guiding Life Principles

Demos & Media

Other Info
• Canadians: 18% Index: 106
• Business: 3.2	business	trips

in the past year Index: 97
• Business: 36% have extended

business trip Index: 100
• Millennials: 23% Index: 115

Belong to country clubs, 
civic clubs, charitable 
orgs. • 70% are married 
• 44% have children •
Ave. HH size:	2.8	• Ave. 
age: 43	years • Ave. 
HHI: $132,724	• Heavy:  
Newspaper • Medium: 
Radio, Internet, TV, 
Magazine • Light: Outdoor

Adjusted Likelihood to Visit Index: 97

Past trip to Maine 
Index: 87

Lifetime value Incremental value 

Have been to  
Maine repeatedly 

26%

114 131

10%

28%	would	recommend	ME



Engagement and ability to create direct relationships

We had a one-of-a-kind experience in a place 
with a mystique you just can’t put your finger on. 

Can’t wait to tell friends about it.

Advice – because we love to travel, people often 
times come to us for advice. We love it when 

we can share something with them they would 
never have thought about doing.  

Now that you have experienced Maine for yourself, 
what’s your Maine Thing? What is it about Maine that 

makes it so special? We want to hear your story.  

You really should spend some time in Maine. It’s 
such a one-of-a-kind experience. You’ll adore the 

quaint towns and villages and feel like you’ve really 
gotten away to a special place. 

User-generated content through social channels

Mindset

Motivating Trigger

Desired Response

Message

Influence Sources

KPI's

TRIP

REMEMBER &
REMINISCE

PLAN &
ARRANGE

SOCIAL 
SOPHISTICATES

DREAM & DISCOVER

TRIP

Conversion studies, annual visitor study, and industry feedback 

In Maine we can indulge ourselves in one-of-a-kind experiences.   

Originality—Maine is all about forging your own path, 
and being one-of-a-kind. Its faraway feeling makes you

feel like you’ve really gotten away to a special place.
It’s an unexpected mix of urban sophistication 

and small town charm. It’s a hidden gem.

There’s something about Maine. It’s palpable. It’s 
got a mystique all its own. It’s something wholly 

unto itself, unlike anywhere else. 

Maine really feeds our need to be special, and have a 
mental health break—shed responsibilities and keep 

things simple. We’ve immersed ourselves in stunning 
natural beauty and one-of-a-kind experiences that 

aren’t available to everyone.  

Maine tourism businesses & industry 
partners, Mainers, Maine Magazine, 
Downeast, Regional Visitor Guides  

Mindset

Motivating Trigger

Desired Response

Message

Influence Sources

KPI's

Demand for Maine as a vacation destination, inquiry generation  

Where should we go this year that would make our friends 
green with envy? It has to be somewhere we can feel special.

Maine has a mystique about it you can’t quite put your finger on. A 
special, exclusive place that welcomes you with open arms, indulges 
your senses and introduces you to one-of-a-kind service, people 
and experiences. Mainers head where life takes them, because the 
interesting stuff is hidden away in special moments and encounters.  

Maine has a faraway, exclusive mystique 
about it. It’s on trend right now.

Celebrities, gossip, high-end publications and media 
outlets, social circles, experts/opinion leaders

Mindset

Motivating Trigger

Desired Response

Message

Influence Sources

KPI's

Engagement with vehicles listed above 

We’ve narrowed our options down to one destination and have committed 
time and money to it. We’re excited and full of anticipation, are solidifying 
the best hotels, spa services, trendiest restaurants, beaches, quaint villages 
and towns.

Service/Luxury – I want to indulge myself in a luxury retreat 
and soak up the exclusivity of being in such an uncrowded, 
beautiful and special place.

Maine is a hidden treasure. It’s a place where you can indulge yourself in 
one-of-a-kind experiences that don’t come along every day. Here we’ll be 
able to find sophisticated experiences in an exclusive environment.  

Maine is more sophisticated than I thought. There were 
plenty of high-end/boutique hotels to choose from, and 
I’m really excited about the culinary options.  

Visitmaine.com, Maine Thing Quarterly, Maine Invites You, 
e-newsletter, social channels, mainstream media

Mindset

Motivating Trigger

Desired Response

Message

Influence Sources

KPI's

DREAM & DISCOVER

PLAN & ARRANGE

REMEMBER & REMINISCE

Status – it’s important that I stay on trend. I want to feel 
special, catered to, pampered. When I’m on vacation I want 
to feel indulged. It needs to be in a place that’s got some 
cache to it, that will make my friends jealous. My choice of 
destination shows others what I like to do in my spare time.


