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INTRODUCTION

Introduction

The Maine Office of Tourism (MOT), in collaboration with the Maine
Department of Economic & Community Development, the Maine
Tourism Industry Association, and Miles Partnership, has embarked on
a comprehensive initiative to address workforce challenges in Maine’s
tourism and hospitality sector. This project, funded through Federal
ARPA funds, aims to develop a data-driven campaign to support the
recruitment and reftention of workers. The research draws on insights
from past Maine workforce initiatives as well as national and
infernational studies to ensure an informed and impactful approach.
This secondary research includes recent studies by the Travel and
Tourism Research Association (TTRA) and the World Travel and Tourism
Council (WTTC).

This is the 4t component of the comprehensive Workforce study which
focuses on the perceptions and interests of potential workers in the
tourism/hospitality industry.
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METHODOLOGY

Study Objectives

Use the workforce campaign developed from the results of
the first 3 studies, fo understand perceptions of the industry,
motivators and deterrents, and interest in working in the
industry pre and post viewing the ad campaign.

Method:

»  An online survey with 430 potential employees was
conducted using panel providers.

» Primary targeting was for people who currently work in
the tourism/hospitality industry and reside in the
following states:

»  Connecticut, Massachusetts, New Hampshire, Rhode Island,

Vermont, Delaware, New Jersey, New York, Pennsylvania,
West Virginia, Virginia, California, Colorado, and Oregon.

» Respondents who do not currently work in the
tourism/hospitality industry but are considering a
change in industry profession were included as well.
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KEY
TAKEAWAYS
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THE CAMPAIGN MOVED THE
NEEDLE, BUT CONDITIONS STILL
MATTER

The campaign was moderately successful in shifting interest and
perception. Interest in working in Maine's tourism/hospitality industry
Increased from 63% pre-campaign to 70% post-campaign, with
nearly half (48%) of respondents expressing some willingness to
relocate for a job, an increase of 6% points after seeing the campaign.

However, the decision to uproot one’s life and move to another state,
whether across the country or from a nearby region, is a significant
emotional, logistical, and financial commitment. It requires not only
inspiration, but also reassurance of stability and support. This was
reflected in the study results.

Implication:

The creative messaging is effective at piquing interest, particularly
among those unfamiliar with the state, but interest alone is not action.
The campaign can generate leads, but conversion will depend on
Maine’s ability to address the real conditions these potential
workers would face: availability of affordable housing, competitive
compensation, and year-round employment. These must be baked into
any broader workforce strategy.

Maine must not only tell a compelling story, it must also offer a clear
path forward with tangible resources that reduce the friction of making
a major life change.
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THE MOST PERSUADABLE AUDIENCES
ARE THOSE WITHOUT PRIOR
CONNECTIONS TO MAINE

Respondents who had never lived in Maine but had visited
demonstrated the greatest post-campaign interest, while
those who never visited or lived in Maine had the greatest
increase in interest after viewing the campaign.

Those unfamiliar with Maine’s communities or workforce
realities found the messaging aspirational, and in some cases
transformative. Conversely, those who previously lived in
Maine were more resistant to influence, likely due to deeper
familiarity with the structural barriers the campaign does not
(and cannot) fully resolve.

Implication:

The campaign resonates most with out-of-state workers
with a moderate-to-high openness to relocation and
lifestyle change. Future messaging should continue to
romanticize Maine’s natural beauty and work-life balance, but
pair that with practical information: relocation support, cost
of living expectations, housing availability, and community
integration.
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INTEREST IS NOT LIMITED BY ‘
INDUSTRY EXPERIENCE BUT
AWARENESS IS

Nearly one-quarter of respondents had never worked in
tourism/hospitality, yet they were equally interested in
pursuing those jobs in Maine compared to those with prior
industry experience. However, across all groups, a lack of
knowledge about career options was consistently flagged as
a barrier (26%).

Implication:

There is recruitment opportunity among those who have
interest in changing careers. People who may be
disillusioned with their current jobs or seeking lifestyle change
but don't know what tourism/hospitality work enfails. The
campaign should showcase a diversity of roles, front-line
service, operations, management, seasonal vs. year-round, to
educate and inspire entry into the industry.
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BARRIERS ARE STRUCTURAL,
NOT JUST PERCEPTUAL

Respondents cited a range of deterrents: seasonal instability (29%),
not knowing what careers exist in the field (26%), lack of benefits
(23%), housing affordability (22%), and the perception of lower pay
compared to other industries (22%) were the top concerns,
echoing what was heard from Maine residents, current employees,
and businesses. Notably, no single barrier dominated, indicating a
multifaceted hesitance rather than solely a perception
problem.

Implication:

This reinforces a critical insight from the broader study: the
workforce challenge is not a branding problem alone. The
narrative and perception work is very useful, and the campaign
provides a suitable vehicle for inspiration and curiosity. However,
It must be paired with other efforts to reduce barriers. For
potential recruits, this means clearly communicating what
supports exist (or are being developed) to ensure stable,
sustainable employment in Maine’s hospitality sector.

This would directly address the fop concerns and position Maine
BO'TIéUSTI'?‘S a beautiful place to live, but a feasible one to work and
vild a life.
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REGIONAL VARIABILITY OFFERS
TARGETING OPPORTUNITIES

Mid-Atlantic respondents responded most positively to the
campaign, showing both stronger perceptions of the industry
and greater willingness to relocate.

The perceptions of the industry and willingness to relocate
improved for Western respondents, but their interest in
working in Maine stayed the same.

New Englanders were slightly more cautious, likely due to
closer familiarity with the real estate market and labor
conditions.

Those who had visited Maine but never lived there were most
responsive to the campaign and showed the strongest post-
campaign interest.

Implication:

Campaign deployment should prioritize geographies with
high lifestyle migration potential, those who are looking for
a change and view Maine as aspirational rather than familiar.
Messaging in New England could pivot to career growth and
economic opportunity, while messaging farther away could
focus on quality of life, adventure, and community charm.
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MOTIVATORS ARE CONSISTENT
AND ACTIONABLE

Respondents ranked affordable housing, competitive pay,
and work-life balance as the most important motivators for
considering a tourism/hospitality job in Maine. These
motivators were consistent across demographics and
geographies, and even more pronounced among those are
may consider relocating depending on these conditions.

Implication:

To convert interest into action, the campaign must align with
a resources for available support. These could include:

» Housing navigation assistance

» Information on benefits or shared-service employer
models

»  Job boards that focus on year-round employment
continuity

Marketing can spark interest, but recruitment and retention
will depend on the infrastructure that meets these
expectations.
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COMPARISONS OF AGE AND
FAMILIES WITH CHILDREN

Respondents between the ages of 25-54 were the most
likely to already consider relocating to Maine and showed
strong baseline interest in working in the industry. In
particular, those aged 35-54 had the highest levels of
interest in tourism/hospitality jobs in Maine.

However, the greatest campaign-driven increases were seen
among younger audiences.

Respondents with children were much more likely to express
interest in a tourism/hospitality job in Maine and greater
willingness to relocate, both before and after campaign
exposure.

These individuals likely prioritize stability, quality of life, and
long-term opportunity, all features the campaign addressed.

Interestingly, however, those without children showed the
greatest relative increase in interest after viewing the
campaign. This suggests the campaign successfully appealed
to more mobile, flexible, or lifestyle-motivated workers.
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COMPARATIVE THEMES
ACROSS ALL FOUR STUDIES

Insight Across Studies Implication

Housing & Cost of Living

Seasonality & Instability

Benefits &
Compensation

Perception of the
Industry

Relocation &
Assimilation

Workforce Conduit Role
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All audiences, employers, workers,
residents, and potential workers, cited
affordable housing as a critical issue.

Seen as a major barrier by all
audiences; even potential recruits
perceive the risk of instability.

Lack of benefits is consistently cited;
potential workers compare hospitality

to public-sector jobs with full benefits.

While misperceptions exist, structural
conditions remain a barrier.

Residents are skeptical of outsiders
assimilating easily; potential workers

want help with community integration.

Employers seek help finding workers;
workers want year-round continuity;
potfential employees need help
navigafing the system.

Recruitment campaigns must be in
tandem with information on resources
to support concerns about housing and
job stability.

Messaging should address this directly,
offering examples of year-round
pathways or job transitions.

MOT could explore shared benefit
programs or position tourism as a
lifestyle+income opportunity.

The campaign was successful at
piquing the interest of potential
workers, but they still had questions
about practical barriers for entry.

A welcome/assimilation program
would make Maine more livable for
new recruits and boost retention.

MOT could act as a conduit, not just
promoter, helping connect workers to
jobs and services.
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STRATEGIC RECOMMENDATIONS
FOR CAMPAIGN ALIGNMENT

1. Address Multi-Factor Barriers

Maine must not only tell a compelling story; it must also provide a clear
path forward with tangible resources that ease the friction of making a
major life change, such as pay, housing, job stability, and benefits. At the
same time, no single issue is the root cause, success requires addressing
these factors together.

2. Continue to Showcase Real People and Places
Stories from real workers and the beauty of Maine were the most
compelling. Expand on this by highlighting diverse roles, regions, and
career paths.
3. Support Relocation Pathways
With nearly half willing to move for a job, MOT should explore relocation
support programs, assimilation initiatives, and year-round job connectors.
4. Clarify Career Pathways

Many respondents, particularly those unfamiliar with Maine, do not know
what career options exist. Visibility into industry roles, growth paths, and
employer expectations is essential.
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DETAILED
FINDINGS
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INDUSTRY CHANGE ASPIRATIONS*

» Almost half of all respondents are actively
looking to change job industries Yes, actively looking

» Over 2 in 5 respondents currently working in
the tourism industry are actively looking to

cha nge industries Yes, considering but not actively looking

» This highlights the importance of retention and
showcasing the available career paths in the
industry

» However, over 1in 4 are not considering a
change in industry at this time

44%

26%

No, not considering a change af this fime  NA**

» 34% of all respondents are considering -
changing industries

14%

@Working in fourism  ® Not working in fourism  ® Everyone

*Are you currently considering a change in your industry?
**Option 3 (“No, not considering a change at this fime”) was a

disqualifier for respondents outside the tourism industry, as . Jowns & st cermair
their lack of interest in switching into fourism meant their data aowns & st. germain
vemanecom - was not included for this study. Augul?ZOZS i




TOURISM INDUSTRY FAMILIARITY

Have you ever worked in the tourism or hospitality industry?

Yes, currently _ c49, » 54% of respondents currently work in the

tourism industry, while 22% have worked in the

Yes, in the past _ 22% past

Do you have friends or family who work in the tourism/hospitality industry?

Yes 57%
» 57% of participants have friends or family _
members who work in the tourism and _
. . . No 38%
hospitality industry

Not sure .5%
MAINE. .

VISITMAINE.COM August 2025

downs & st. germait




MAINE TOURISM FAMILIARITY

Have you ever visited or lived in Maine?

Ve o ovioud ued in o ) » 49% of respondents have visited Maine
esreviously ved i wane. [ before, while 13% have also previously lived

. | | in the state
Yes, visited Maine but never lived there _ 49%

| U . N o
No, never visited or fived in Maine _ 38% » 38% have never visited or lived in the state

How familiar are you with the tourism and hospitality industry in Maine?

» 49% of respondents are not at all familiar or Not ot all famil
slightly familiar with the tourism and oratal famiar
hospitality industry in Maine Slightly familiar

22%

27%
Modestly familiar

» 30% are very or extremely familiar with the Very familiar
tourism and hospitality industry in the state

21%

16%

Extremely familiar 14%
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INTEREST IN WORKING IN MAINE*

» Around 63% are somewhat or extremely
interested in working in tfourism and hospitality  1- exiremely uninterested
in Maine

10%

2 - Somewhat uninferested 9%

» 19% are extremely or somewhat uninterested

18%

» Those with the following attributes showed the 3 - Neutral
highest baseline interest in working in tourism
and hospitality in Maine:
» Ages 25-54, particularly 35-54 4 - Somewhat inferested
» Have children
HHI S75K-S100K

Associates degree or higher, particularly those 5 - Extremely inferested
with a graduate or professional degree

36%

N

NA

4

27%

4

MAI NE *How inferested are you in working in the tourism or hospitality downs & st. germain
e industry in Maine? 18 .
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RELOCATION CONSIDERATIONS

» 42% would consider relocating _

Maybe, depending on conditions _ 33%
»
No* 25%

Both — | am flexible 16%

Part-time/seasonal job

Would not consider relocating
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