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Industry Partners Presentation



THE
PROB-
LEM
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COVID-19 has 
impacted people’s 
travel mindset.
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Travel Trends

Insights

• Widespread stress drives 
need for mental retreats

• Virtual lifestyle extends 
typical travel window

• Safe escapes are in less 
crowded places



THE
CHAL-
LENGE

4

Building a campaign that 
entices, builds confidence 
and encourages bookings.
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Consumer Mindset
Motivation



THE
STRAT-
EGY

6

Position Maine as the idyllic 
oasis to Winter your way.
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Emotional Connection
Strategy
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The Plan

Increase awareness, consumer 
engagement and visitation with a 
multi-channel plan that runs 
November through March
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Travel to Maine

Active Bookers

Retail focus
All markets

OTA partnerships 
and Retargeting

Intent to Travel

In-State and Out-
of-State Markets

Focus on travel 
intent indicators

Awareness

Out-of-State 
Markets

Focus on MOT 
Segments and key 

demographics
Audience Targeting 
Strategy

Reaching prospective visitors with 
media tactics, audience targeting 
and messaging strategies at 
various touchpoints throughout the 
consumer journey.



Winter 2020 Details

Nov - Mar

Digital
• Display Ads
• Video Ads
• Connected TV
• Native Ads
• Streaming Audio

55.5mm impressions

Branding & Retargeting

ME + Unrestricted

Nov - Mar

Booking 
• Expedia
• Hotels.com
• TravelZoo

9.6mm Impressions

Jan Push

National

Nov - Mar

Paid Search
• Test 
Responsive Ads
• VT and NH 
Conquesting

Ongoing

National

Jan - Mar

Regional Magazines
• Connecticut 
• Yankee
• New Hampshire

4.6mm impressions

7 Insertions

Unrestricted States

Jan - Mar

Experiential
• Influencers
• Social
• Website
• PR play
• Partnership

Curate Itineraries

ME + Unrestricted

Nov - Mar

Social
• Facebook
• Instagram

Drive
• Web traffic
• Conversions
• Bookings

ME + Unrestricted
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Click thru = VM.com Homepage

Prospecting Banner Ad (V1)

https://visitmaine.com/


Click thru = Winter in Maine Landing Page

Prospecting Banner Ad (V2)

https://visitmaine.com/winter-in-maine


Click thru = Winter in Maine Landing Page

Prospecting Banner Ad (V3)

https://visitmaine.com/winter-in-maine


Click thru = Guidebook Landing PageClick thru = E-Newsletter Sign Up Page Click thru = Expedia Maine Customized Booking Page

Retargeting Banner Ads

https://www.mainetravelguidebook.com/landing?_ga=2.95855640.544847817.1600735989-1147595523.1596148355
https://visitmaine.com/newsletter-opt-in
https://www.expedia.com/lp/ms-dmo-exp-us-pittsburgh


Homepage Refresh





Click thru = Winter in Maine Landing Page + other relevant pages

Paid Social

https://visitmaine.com/winter-in-maine
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• Target Travel Intenders nationally

• Ability to inspire and drive 
reservations simultaneously among 
loyal deal seekers

• Program runs 12/1/2020 through 
3/31/2021

Retail Strategy









28Showcase rich storytelling of Maine 
winter adventures through strategic 
partnerships with a focus on content 
capture in an authentic and relevant 
way to encourage bookings

Integrated Content
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Idyllic winter activities and stunning scenery 

are just a few of the breathtaking reasons to 

visit Maine’s lodges and resorts. Partnering 

with a local influencer, we’ll tour standout 

winter lodging and create seasonal itineraries 

focused on the resort and the incredible 

experiences just outside your hotel’s door.

Winter Escapes

Integrated Content



THANK YOU


