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Brand, Marketing & Visitors

From your perspective, how can we — Maine’s tourism industry — further

our goals for Brand, Marketing and Visitors over the next two years?
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rotecting our Culture and Places

From your perspective, how can we — Maine’s tourism industry — protect

our state’s culture and places over the next two years?
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What are the pressing needs?
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What does this look like in action?
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xperience and Infrastructure
Investment

From your perspective, how can we — Maine’s tourism industry — improve

and elevate our experiences and infrastructure over the next two years?
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What does this look like in action?
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Collaboration and Partnership

From your perspective, how can we — Maine’s tourism industry — further collaboration
and partnership across the industry over the next two years?
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What are the pressing needs? What does this look like In action?
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