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MARKET SHARE & HOTEL METRIC COMPARISONS

Hotel Metrics** Maine New England Δ% from NE
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KEY PERFORMANCE INDICATORS

KPIs 2022 2023 Δ% from ’22
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Visitation1 Maine Residents
Out-of-State 
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Total



LODGING METRICS

39.7% $154.60 $61.39
+ 1.0% from 2022 - 8.9% from 2022 - 8.0% from 2022
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TRAVEL PARTIES
Travel Party Composition

Children in Travel Party*
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