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Summer Campaign 
Performance Overview



2024 SUMMER VISITATION DATA 

ROOM NIGHTS GENERATED

5,225,600

35,796,200
SUMMER 2024 VISITOR DAYS 

OF VISITORS NOTICED 
ADVERTISEMENTS/PROMOTIONS 

ABOUT MAINE PRIOR TO TRIP  

Over 1 in 3

5,152,155,100
DIRECT SPENDING

63.1%
OCCUPANCY RATE*

*Including all paid accommodations types 
including hotels, vacation rentals, B&B, etc.



SUMMER 2024 MEDIA TAKEAWAYS

● To date, our partnership with TripAdvisor has led to 

an ad exposed economic impact of over $4.9M- 

32x the media investment

● So far, our partnership with Sojern has lead to an 

economic impact value of $1,747,424- over 20x 

the media investment - and a ROAS of 20.81:1

● A high volume of website traffic was tied to our 

social campaigns, with a Landing Rate of 2.13%            - 

Improvement of 82% YoY



SUMMER 2024 KEY PARTNERSHIP TAKEAWAYS

● National Geographic’s Youtube Trueview post of the 

short-form video had a strong VCR of 82%- above the 

industry average of 75%

○ Expanded reach of this video through Hulu, with over 

3.9M completions, and a 97.5% View Completion Rate

● Nativo brought us 6.7K Hours spent with Maine Content 

and a 135 Content Score 

○ Exceeding all benchmarks on all units

○ 60% of people reported that they were more likely to 

visit Maine after reading the article 

● Ampersand (Cable TV) delivered over 200M added value 

impressions, valued at $90K

Nativo Custom Content

Nat Geo Video

https://www.youtube.com/watch?v=uSMEMyIIMkQ
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Fall Campaign Overview
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Summer Fall Winter

Always-on Social

Always-on SEM 

Winter SpringWinter



Targeting

OVERALL APPROACH

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

a. Heavy-up in primary markets
b. Evaluate test markets
c. National Expansion

3. Layer on behavioral attributes
a. Focus on niche segmentation where possible

4. Layer on audience information where possible
a. Families, Couples, DEI

OVERLAYS

Spring/Summer/Fall

● Mountain Bikers
● Hiking Enthusiast
● Fishers
● Outdoor Enthusiast
● Foodies
● Arts and Culture Enthusiasts
● Nature & Wildlife Enthusiasts
● Sightseeing/Touring

● Environmental and 
Sustainability

● Parks/National Park 
Travelers

● Family Adventure 
Travelers

● Bird Watching Enthusiasts
● Small Town Shopping
● Leaf Peeping (Fall Only)



Target Markets

PRIMARY

Mid-Atlantic Region
New England Region

Eastern Canada

EXPANSION MARKETS

Tampa
Orlando

Miami
            Atlanta

Chicago

LOCAL

Maine

NATIONAL 



Fall Examples - Social



Fall Examples - Social



Fall Examples - Digital



Fall Examples - Digital Video

FALL

https://docs.google.com/file/d/1S63cuRVjRXj-t3tBXI-do-s8EM7WVdEC/preview
https://docs.google.com/file/d/1iT4u-V_GKRLz8LBREVsAe1JGAIGIZG7F/preview
https://docs.google.com/file/d/1CXnIqEc74hTb3_pHiipNZbe_vs29yfTB/preview
https://docs.google.com/file/d/1cyvCGTnRjcSN-1-cn37opLR4WJXmez9c/preview
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Canadian Campaign Overview
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Brand Media

Toronto
Ottawa

ARPA Funding

Toronto
Ottawa

Fredericton
Montreal

Quebec City

Brand USA

Toronto
Ottawa

Montreal
Ontario
Quebec

New Brunswick
Newfoundland

Nova Scotia
Prince Edward Island



2024 Canadian Campaign Overview
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Winter Campaign Sneak Peek



Winter Target Markets

PRIMARY

Mid-Atlantic Region
New England Region

EXPANSION MARKETS

Tampa
Orlando

Miami
Jacksonville

LOCAL

Maine

NATIONAL 

ARPA CAMPAIGN

Toronto
Ottawa

Fredericton
Montreal

Quebec City



2024 Winter Sneak Peek 



2024 Winter Sneak Peek 
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New VisitMaine.com Sneak Peek



New VisitMaine.com  

https://docs.google.com/file/d/1sBadpHZFnWJDyFUp2jTpHPuDNcEG0ERQ/preview


Q&A



Thank You.




