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TRIP PLANNING CYCLE : IMPACT OF TOURISM
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ECONOMIC IMPACT

$888,655,700



DIRECT SPENDING

$568,830,400



VISITORS

830,300



VISITORS DAYS*

4,099,600



ROOM NIGHTS

585,800



JOBS SUPPORTED

8,790



WAGES GENERATED

$285,912,700



VISITORS & JOBS

94



HOUSEHOLD SAVINGS

$966



LODGING METRICS

54.5% $154.73 $84.33
+ 10.5% from 2021 + 16.4% from 2021 + 28.7% from 2021
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TRIP PLANNING CYCLE



TOP ONLINE TRIP PLANNING SOURCES*



TOP OTHER TRIP PLANNING SOURCES*



TOP REASONS FOR VISITING*



CONSIDERING MAINE AS A DESTINATION



PRE-TRIP EXPOSURE TO ADVERTISING



TOP SOURCES OF ADVERTISING EXPOSURE*
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REGIONS OF ORIGIN

29%

26%

19%

8%2%
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TOP ORIGIN MARKETS



TRAVEL PARTIES



DEMOGRAPHIC PROFILE



LIFESTYLE PROFILE



NEW & RETURNING VISITORS



TRIP PLANNING CYCLE : TRIP EXPERIENCE
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TRANSPORTATION



NIGHTS STAYED



TOP ACCOMMODATIONS



TOP IN-MARKET VISITOR RESOURCES*



TOP VISITOR ACTIVITIES*



TRAVEL PARTY SPENDING



VISITING OTHER STATES & PROVINCES



TRAVELING WITHIN MAINE



TRIP PLANNING CYCLE : POST-TRIP EVALUATION
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RECOMMENDING MAINE & ITS REGIONS
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KEY PERFORMANCE INDICATORS

Economic Impact 2021 2022 Δ% from ’21



EMPLOYMENT IMPACTS

Kennebec Valley Jobs 2021 2022 Δ% from ’21

Kennebec Valley Wages 2021 2022 Δ% from ’21



RETURN ON INVESTMENT

Return on Investment 2021 2022



LODGING METRICS

Lodging Metrics 2021* 2022 Δ% from ’21
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TRIP PLANNING CYCLE

Beginning of Trip Cycle

Booked Accommodations/Made Trip Decisions



ONLINE TRIP PLANNING SOURCES*



OTHER TRIP PLANNING SOURCES*



REASONS FOR VISITING*



OTHER STATES & PROVINCES CONSIDERED*



PRE-TRIP RECALL OF ADVERTISING*
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VISITOR ORIGINS



TOP ORIGIN STATES & PROVINCES

State Percent



TOP ORIGIN MARKETS

Market Percent



TRAVEL PARTIES

Travel Party Composition

Children in Travel Party*



GENDER*



AGE



RACE & ETHNICITY



EDUCATIONAL ATTAINMENT



MARITAL STATUS



EMPLOYMENT STATUS



HOUSEHOLD INCOME



NEW & RETURNING VISITORS



TRIP PLANNING CYCLE : TRIP EXPERIENCE
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MODES OF TRANSPORTATION



NIGHTS STAYED



ACCOMMODATIONS



BOOKING METHODS



IN-MARKET VISITOR RESOURCES*



VISITOR ACTIVITIES*



FOOD & BEVERAGE ACTIVITIES*



TOURING & SIGHTSEEING ACTIVITIES*



ACTIVE OUTDOOR ACTIVITIES*



SHOPPING ACTIVITIES*



WATER ACTIVITIES*



ENTERTAINMENT ACTIVITIES*



HISTORICAL & CULTURAL ACTIVITIES*



DAILY TRAVEL PARTY SPENDING

Paid Lodging Unpaid Lodging Day Trippers

Daily Spending $654 $324 $252



TOTAL TRAVEL PARTY SPENDING

Paid Lodging Unpaid Lodging Day Trippers

Trip Spending $4,128 $2,514 $252



LODGING AMENITIES*



OTHER STATES & PROVINCES VISITED*



TRAVELING WITHIN MAINE*



TRIP PLANNING CYCLE : POST-TRIP EVALUATION
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RECOMMENDING MAINE & ITS REGIONS

Likelihood of Recommending Maine

Likelihood of Recommending Region Visited
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TRIP PLANNING CYCLE

Trip Planning Cycle 2021 2022

Booking Window 2021 2022



ONLINE TRIP PLANNING SOURCES*

Online Trip Planning Sources 2021 2022



OTHER TRIP PLANNING SOURCES*

Other Trip Planning Sources 2021 2022



REASON FOR VISITING*

Reasons for Visiting 2021 2022



OTHER STATES/PROVINCES CONSIDERED*

Other States/Provinces Considered 2021 2022



ADVERTISING/PROMOTIONS

Recalled Advertising 2021 2022

Influenced by Advertising 2021 2022



ADVERTISING/PROMOTIONS*

Sources of Advertising Noticed* 2021 2022

–
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ORIGIN REGION

Region of Origin 2021 2022



ORIGIN STATE/PROVINCE

Origin States & Provinces 2021 2022



ORIGIN MARKET

Origin Markets 2021 2022



TRAVEL PARTY SIZE/COMPOSITION

Travel Party Composition 2021 2022



TRAVEL WITH CHILDREN*

Children in Travel Party 2021 2022

–

–

Gender 2021 2022



DEMOGRAPHIC PROFILE

Race/Ethnicity 2021 2022

Age 2021 2022

–

–

–

–



LIFESTYLE PROFILE

Marital Status 2021 2022

Employment Status 2021 2022



LIFESTYLE PROFILE

Household Income 2021 2022



LIFESTYLE PROFILE

Educational Attainment 2021 2022



NEW & RETURNING VISITORS

Previous Trips to Maine 2021 2022



TRIP PLANNING CYCLE : TRIP EXPERIENCE
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TRANSPORTATION

Means of Transportation 2021 2022



LENGTH OF STAY

Nights Stayed 2021 2022



ACCOMMODATIONS

Accommodations 2021 2022



BOOKING

Booking Methods 2021 2022



IN-MARKET RESOURCES*

In-Market Resources 2021 2022



ACTIVITIES*

Activities 2021 2022



FOOD & BEVERAGE ACTIVITIES*

Food & Beverage Activities 2021 2022



TOURING & SIGHTSEEING ACTIVITIES*

Touring & Sightseeing Activities 2021 2022



ACTIVE OUTDOOR ACTIVITIES*

Active Outdoor Activities 2021 2022



SHOPPING ACTIVITIES*

Shopping Activities 2021 2022

“



WATER ACTIVITIES*

Water Activities 2021 2022



ENTERTAINMENT ACTIVITIES*

Entertainment Activities 2021 2022



HISTORY/CULTURE ACTIVITIES*

History/Culture Activities 2021 2022



OTHER STATES/PROVINCES VISITED*

Other States/Provinces Visited 2021 2022



TRAVELING IN MAINE*

Maine Regions Visited 2021 2022



TRIP PLANNING CYCLE : POST-TRIP EVALUATION

Pre-Visit Traveler 
Profile

Trip 
Experience

Post-Trip 
Evaluation

Impact of 
Tourism



RECOMMENDING MAINE/REGION OF TRAVEL

Recommending Maine 2021 2022

Recommending Regions 2021 2022



SATISFACTION

Satisfaction 2021 2022



RETURNING TO MAINE

Returning to Maine 2021 2022



TRIP EXPECTATIONS

Exceeded Expectations 2021 2022



OVERCROWDING

Overcrowding 2021 2022



STUDY 
METHODS



METHODOLOGY

Visitor Tracking

Economic Impact

Multiplier



– –

KENNEBEC VALLEY
DECEMBER 2021 – NOVEMBER 2022


	Header
	Slide 1

	Introduction
	Slide 2
	Slide 3: STUDY OBJECTIVES: VISITOR JOURNEY 

	Executive Summary
	Slide 4
	Slide 5: Kennebec Valley
	Slide 6: TRIP PLANNING CYCLE : IMPACT OF TOURISM
	Slide 7: ECONOMIC IMPACT
	Slide 8: DIRECT SPENDING
	Slide 9: VISITORS
	Slide 10: VISITORS DAYS*
	Slide 11: ROOM NIGHTS
	Slide 12: JOBS SUPPORTED
	Slide 13: WAGES GENERATED
	Slide 14: VISITORS & JOBS
	Slide 15: HOUSEHOLD SAVINGS
	Slide 16: LODGING METRICS
	Slide 17: TRIP PLANNING CYCLE : PRE-VISIT
	Slide 18: TRIP PLANNING CYCLE
	Slide 19: TOP ONLINE TRIP PLANNING SOURCES*
	Slide 20: TOP OTHER TRIP PLANNING SOURCES*
	Slide 21: TOP REASONS FOR VISITING*
	Slide 22: CONSIDERING Maine AS A DESTINATION
	Slide 23: PRE-TRIP EXPOSURE TO ADVERTISING
	Slide 24: TOP SOURCES OF ADVERTISING EXPOSURE*
	Slide 25: TRIP PLANNING CYCLE : TRAVELER PROFILE
	Slide 26: REGIONS OF ORIGIN
	Slide 27: TOP ORIGIN STATES & PROVINCES
	Slide 28: TOP ORIGIN MARKETS
	Slide 29: TRAVEL PARTIES
	Slide 30: DEMOGRAPHIC PROFILE
	Slide 31: LIFESTYLE PROFILE
	Slide 32: NEW & RETURNING VISITORS
	Slide 33: TRIP PLANNING CYCLE : TRIP EXPERIENCE
	Slide 34: TRANSPORTATION
	Slide 35: NIGHTS STAYED
	Slide 36: TOP ACCOMMODATIONS
	Slide 37: TOP IN-MARKET VISITOR RESOURCES*
	Slide 38: TOP VISITOR ACTIVITIES*
	Slide 39: TRAVEL PARTY SPENDING
	Slide 40: VISITING OTHER STATES & PROVINCES
	Slide 41: TRAVELING WITHIN MAINE
	Slide 42: TRIP PLANNING CYCLE : POST-TRIP EVALUATION
	Slide 43: RECOMMENDING MAINE & ITS REGIONS
	Slide 44: LIKELIHOOD OF RETURNING TO MAINE
	Slide 45: SATISFACTION
	Slide 46: overcrowding

	Detailed Findings
	Slide 47
	Slide 48: TRIP PLANNING CYCLE : PRE-VISIT
	Slide 49: KEY PERFORMANCE INDICATORS
	Slide 50: EMPLOYMENT IMPACTS
	Slide 51: RETURN ON INVESTMENT
	Slide 52: LODGING METRICS
	Slide 53: TRIP PLANNING CYCLE : PRE-VISIT
	Slide 54: TRIP PLANNING CYCLE
	Slide 55: ONLINE TRIP PLANNING SOURCES*
	Slide 56: OTHER TRIP PLANNING SOURCES*
	Slide 57: REASONS FOR VISITING*
	Slide 58: OTHER STATES & PROVINCES CONSIDERED*
	Slide 59: PRE-TRIP RECALL OF ADVERTISING*
	Slide 60: TRIP PLANNING CYCLE : TRAVELER PROFILE
	Slide 61: VISITOR ORIGINS
	Slide 62: TOP ORIGIN STATES & PROVINCES
	Slide 63: TOP ORIGIN MARKETS
	Slide 64: TRAVEL PARTIES
	Slide 65: GENDER*
	Slide 66: AGE
	Slide 67: RACE & ETHNICITY
	Slide 68: EDUCATIONAL ATTAINMENT
	Slide 69: MARITAL STATUS
	Slide 70: EMPLOYMENT STATUS
	Slide 71: HOUSEHOLD INCOME
	Slide 72: NEW & RETURNING VISITORS
	Slide 73: TRIP PLANNING CYCLE : TRIP EXPERIENCE
	Slide 74: MODES OF TRANSPORTATION
	Slide 75: NIGHTS STAYED
	Slide 76: ACCOMMODATIONS
	Slide 77: BOOKING METHODS
	Slide 78: IN-MARKET VISITOR RESOURCES*
	Slide 79: VISITOR ACTIVITIES*
	Slide 80: FOOD & BEVERAGE ACTIVITIES*
	Slide 81: TOURING & SIGHTSEEING ACTIVITIES*
	Slide 82: ACTIVE OUTDOOR ACTIVITIES*
	Slide 83: SHOPPING ACTIVITIES*
	Slide 84: WATER ACTIVITIES*
	Slide 85: ENTERTAINMENT ACTIVITIES*
	Slide 86: HISTORICAL & CULTURAL ACTIVITIES*
	Slide 87: DAILY TRAVEL PARTY SPENDING
	Slide 88: TOTAL TRAVEL PARTY SPENDING
	Slide 89: LODGING AMENITIES*
	Slide 90: OTHER STATES & PROVINCES VISITED*
	Slide 91: TRAVELING WITHIN MAINE*
	Slide 92: TRIP PLANNING CYCLE : POST-TRIP EVALUATION
	Slide 93: RECOMMENDING Maine & ITS REGIONS
	Slide 94: LIKELIHOOD OF RETURNING TO Maine
	Slide 95: satisfaction
	Slide 96: TRIP EXPECTATIONS
	Slide 97: overcrowding

	Annual Comparisons
	Slide 98
	Slide 99: TRIP PLANNING CYCLE : PRE-VISIT
	Slide 100: TRIP PLANNING CYCLE
	Slide 101: ONLINE TRIP PLANNING SOURCES*
	Slide 102: OTHER TRIP PLANNING SOURCES*
	Slide 103: REASON FOR VISITING*
	Slide 104: OTHER STATES/PROVINCES CONSIDERED*
	Slide 105: ADVERTISING/PROMOTIONS
	Slide 106: ADVERTISING/PROMOTIONS*
	Slide 107: TRIP PLANNING CYCLE : TRAVELER PROFILE
	Slide 108: ORIGIN REGION
	Slide 109: ORIGIN STATE/PROVINCE
	Slide 110: ORIGIN MARKET
	Slide 111: TRAVEL PARTY SIZE/COMPOSITION
	Slide 112: TRAVEL WITH CHILDREN*
	Slide 113: DEMOGRAPHIC PROFILE
	Slide 114: LIFESTYLE PROFILE
	Slide 115: LIFESTYLE PROFILE
	Slide 116: LIFESTYLE PROFILE
	Slide 117: NEW & RETURNING VISITORS
	Slide 118: TRIP PLANNING CYCLE : TRIP EXPERIENCE
	Slide 119: TRANSPORTATION
	Slide 120: LENGTH OF STAY
	Slide 121: ACCOMMODATIONS
	Slide 122: BOOKING
	Slide 123: IN-MARKET RESOURCES*
	Slide 124: ACTIVITIES*
	Slide 125: FOOD & BEVERAGE ACTIVITIES*
	Slide 126: TOURING & SIGHTSEEING ACTIVITIES*
	Slide 127: ACTIVE OUTDOOR ACTIVITIES*
	Slide 128: SHOPPING ACTIVITIES*
	Slide 129: WATER ACTIVITIES*
	Slide 130: ENTERTAINMENT ACTIVITIES*
	Slide 131: HISTORY/CULTURE ACTIVITIES*
	Slide 132: OTHER STATES/PROVINCES VISITED*
	Slide 133: TRAVELING IN MAINE*
	Slide 134: TRIP PLANNING CYCLE : POST-TRIP EVALUATION
	Slide 135: RECOMMENDING Maine/REGION OF TRAVEL
	Slide 136: satisfaction
	Slide 137: RETURNING TO maine
	Slide 138: Trip expectations
	Slide 139: overcrowding

	Study Methods
	Slide 140
	Slide 141: METHODOLOGY

	Terminal Page
	Slide 142


