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what we’ll cover

today

FALL CAMPAIGN CREATIVE 

STEWARDSHIP-CENTERED BRAND

FALL PAID MEDIA STRATEGY





stewardship

principles



framework for success

changes

Goals & Objectives Change

- Visitor dispersion throughout state

- Expanding into shoulder seasons

- Diversification of audience 

- Working toward ideal visitor



Real time shifts in

marketing

Extended into Fall 

Shoulder Season

Expanded Reach 

Nationally

Broader 

Representation2022

Balanced 

Locations + 

Experiences

Alignment with 

Content Partners



PAID MEDIA APPROACH



overview
budget

Winter
20%

Fall
25%

Spring/Summer 
55%

Winter Fall Spring/Summer
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DIVERSIFIED ACROSS CHANNELS

INDEX  TV

CUSTOM 
PARTNERSHIPS

WILD POSTINGS

FB/IG  CAROUSEL  
ADSFB + IG VIDEO ADS FB/IG IMAGE ADS

ONLINE VIDEO

CTV

DISPLAY NATIVE AUDIO

BROADCAST

CONTENT 
CREATORS

SCENTED PRINT 
ADSADVERTORIAL

IN-FLIGHT

GOOGLE PAID 
SEARCH 



2023 TARGETING

PRIMARY

In-State
New England

Mid-Atlantic Region

Eastern Canada

EMERGING MARKETS

Tampa
Orlando

Miami

Atlanta
Chicago

NATIONAL  EXPANSION



targeting
audience

OVERALL APPROACH

1. Prioritize Travel Intenders Overall
2. Layer on geographic targeting:

• Heavy-up in primary markets
• Evaluate test markets
• Expand Nationally

3. Layer on behavioral attributes

• When necessary, layer in additional audience segments 
(campaign + season specific)

OVERLAYS

SPRING/SUMMER FALL WINTER

• Outdoor Enthusiasts

• Foodies

• Nature & Wildlife Enthusiasts

• Sustainability

• Parks/National Park Travelers

• Family Adventure Travelers

• Bird Watching Enthusiasts

• Sightseeing/Touring

• Small Town Shopping

• Outdoor Enthusiasts

• Foodies

• Leaf Peepers

• Family Adventure Travelers

• Sightseeing/Touring

• Small Town Shopping

• Winter Sports

• Skiing/Snowboarding

• Snowmobiling

• Winter Enthusiasts

• Foodies



BEST IN CLASS PARTNERS



FALL CAMPAIGN DIRECTION



DEVELOPED WITH THE FOLLOWING CRITERIA IN MIND

Feels associated with brand 

Taps into the five senses

Fits with image of Maine

Differentiated from other destinations

Unified look and feel

Encourages dispersion across the state

Construct that works across locations, 

activities, seasons



themes
summary of

1. Nature + Outdoors

2. Food

3. A Place to Pause

4. Charming Downtowns

Phase I 

Brand Research



insights

1. Brand positioning resonated

2. A place to pause as recurring theme

3. Visitors to Maine love the food!

4. Water features, seafood, outdoor adventure, 

relaxation/peace, and authentically hand-

made reign supreme

summary of

Phase II 

Brand Research



*NEW* MAINE OFFICE OF TOURISM COLOR PALETTE





Print Ad



Print Ad - Scented



Print Ad - Scented



Social



Social



Digital



Native Digital









milespartnership.com

Q&A


