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STUDY OBJECTIVES: VISITOR JOURNEY

This report presents information about visitors to Maine from December 2023 to November 2024.
In the report, we follow the visitors in their journeys from pre-trip planning to the impact of their expenditures in the state.
Along the way, we examine profiles of visitors, their experiences in our destination, and how they evaluate experiences in
Maine.

Traveler Trip

Profile Experience

o Planning cycle o Visitor origin o Visitor transportation o Uniqueness of Maine o Visitor direct spending
o Planning sources o Travel party o Nights stayed o Highlight of trip o Number of visitors
0 Reasons for visiting composition 0 Accommodations 0 Recommending Maine 0 Room nights generated
o Other considered o Visitor demographics 0 Booking methods o Safisfaction with trip o Occupancy rate
destinations 0 Previous visits o Trip resources 0 Likelihood of returning 0 Average daily room rates
0 Exposure to advertising o Visitor activities 0 Perceptions of Maine 0 Revenue per available room
0 Advertising sources 0 Expectations vs.
experience
o Visitor spending
0 Included amenities

0 Ofher areas visited
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EXECUTIVE
SUMMARY

MAINE.

VISITMAINE.COM



DOWNEAST & ACADIA

Compared to visitors to other regions, visitors
to DownEast & Acadia are more likely to:

» Have a long planning and booking window

» Come to Maine from other parts of the country
outside of New England

» Stay five or more nights during their visit

» Stay in paid accommodations

» Be first-time visitors

» Primarily visit Maine to go sightseeing and touring

» Participate in active outdoor activities during their
trip

» Definitely recommend the region to friends/relatives
» Report that they were very satisfied with their trip
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VISITOR JOURNEY: IMPACT OF TOURISM

Impact of
Tourism
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ECONOMIC IMPACT

Visitor spending generated

$1,813,960,200

in economic impact to DownEast & Acadia’s
economy, up 3.3% from 2023
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DIRECT SPENDING

Visitors to DownEast & Acadia spent

$1,277,674,200

throughout the area in 2024 on accommodations,
transportation, groceries, restaurants, shopping,
enftertainment, and other expenses, up 5.5% from
2023
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DownEast & Acadia atfracted

1,892,300

visitors in 2024, down 7.1% from 2023

*There were fewer visitors staying in second homes or with friends/relatives in 2024 resulfing in fewer visitors overall.
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VISITORS DAYS*

All visitors to DownEast & Acadia spent

2,219,200

days in DownEast & Acadia throughout 2024,
down 12.2% from 2023

*Visitor days is the total number of days spent by visitors in the state of Maine. This includes overnight visitors and day trippers.
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Visitors to DownEast & Acadia generated

1,965,400

nights in DownEast & Acadia accommodations
throughout 2024, down 3.2% from 2023
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JOBS SUPPORTED

Visitors to DownEast & Acadia supported

13,800

jobs throughout the area in 2024, up
3.8% from 2023~

*2023 figure has been updated due to revised IMPLAN models.
downs & st. germain
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WAGES GENERATED

Visitors to DownEast & Acadia supported

$615,964,100

in wages paid to DownEast & Acadia
employees in 2024, up 6.0% from 2023*

*2023 figure has been updated due to revised IMPLAN models.
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HOUSEHOLD SAVINGS

Visitors to DownEast & Acadia saved local
households

$4,453

in state and local faxes in 2024
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LODGING METRICS?

Occupancy Rate Average Daily Rate Revenue per Available Room
55.7 /o 5184.98 5102.95
-1.1% from 2023 - 3.8% from 2023 -4.9% from 2023

*Lodging metrics include all paid accommodations type like hotels, vacation rentals, B&B, efc.

Sources: Key Data & STR.
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VISITOR JOURNEY: PRE-VISIT
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TRIP PLANNING CYCLE

» 62% of visitors have a booking window of less
than 4 months
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TOP TRIP PLANNING SOURCES*

35% Online search 31% Advice from 26% Online travel 22% Airbnb 21% Hotel websites
engines friends/family agency

*Multiple responses permitted.
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TOP REASONS FOR VISITING?

54% Sightseeing and ftouring 43% Relaxing and unwinding

onses permitted.
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CONSIDERING MAINE AS A DESTINATION

» Nearly 2 in 3 visitors considered visiting ONLY
Maine while planning their trips (+5% points
from 2023)

» Nearly 1in 6 visitors considered visiting
Massachusetts or New Hampshire while
planning their trips
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» 3% of visitors said a TV show or film inspired
their trip to Maine (-3% points from 2023)

» 29% of visitors who were inspired by a TV show
or film said it made them think about Maine as
a place to visit
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PRE-TRIP RECALL OF ADVERTISING

» Over 1in 3 visitors recalled advertising or
promotions for Maine prior to their trip (+1%
point from 2023)

» This information influenced 22% of all visitors
to visit Maine (+5% points from 2023)
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TOP SOURCES OF ADVERTISING RECALL?

Base: 35% of visitors who recalled advertising

—

49% Internet 31% Social Media

*Multiple responses permitted.
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VISITOR JOURNEY: TRAVELER PROFILE

Traveler
Profile

IIIIIIIIIIIIII



REGIONS OF ORIGIN

2% of visitors came from outside of the United States and Canada.
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TOP ORIGIN STATES & PROVINCES

*A o of visitors traveled from 7 U.S. states,
o including from other regions of Maine.

Q % Massachusetts Pennsylvania
o % New York Connecticut
0 % Maine Florida

New Jersey
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TOP ORIGIN MARKETS

10% New York City' 5% Boston 3% Washington, DC - Baltimore? 3% Philadelphia

TIncludes some markets in New Jersey, Pennsylvania, and Connecticut.
2Includes some markets in Maryland, Virginia, and West Virginia.
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TRAVEL PARTIES

The typical Maine visitor
traveled with 3.0 people in
their travel party
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13% of visitors traveled with at
least one person under the
age of 18 in their fravel party
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VISITOR PROFILE

» The typical Maine visitor:
» IS 48 years old'
» IS white — 89%
» IS a college graduate — 81%
» IS married/in a domestic partnership — 78%
» IS employed full-time — 60%
» Has an annual household income? of $105,200

"Median age.
2 Median household income.
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NEW & RETURNING VISITORS

T—— -
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» 34% of visitors were traveling in Maine for the b L’#"
first fime (-1% point from 2023) L W -
“s | . E_ L .

» Maine has high repeat and loyal visitors, as 25%
had previously traveled in Maine more than 10
times
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VISITOR JOURNEY : TRIP EXPERIENCE

Experience
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TRANSPORTATION

» Maine is a drive-markef for most visitors, with
66% choosing to fravel by car over plane, motor
coach/bus, or train

» Most visitors who flew to Maine arrived at
Bangor International Airport or Portland
International Jetport
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» Like last year, 87% of visitors stayed one or
more nights in Maine on their trip

» Typical visitors stayed 5.0" nights in Maine on
their trips
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TOP ACCOMMODATIONS

43%
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Hotfel/motel/resort
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13% Friends/family home
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TOP IN-MARKET VISITOR RESOURCES*

55% Navigation website/apps 28% Visitor information centers
(i.e., Google or Apple Maps, etc.)

*Multiple responses permitted.
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TOP VISITOR ACTIVITIES®

73% 64% Touring/sightseeing 60% Active outdoor 58% Shopping
Food/beverage/culinary activities

*Multiple responses permitted.
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VISITING OTHER STATES & PROVINCES

. W

» Over 3 in 5 visitors did not visit any other U.S.
state or Canadian province during their trip

» Nearly 1in 5 visitors went to Massachusetts or
New Hampshire during their trip to Maine
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TRAVELING WITHIN MAINE

» Over 3 in 10 visitors stayed within the region of
their primary destination during their frip in
Maine, rather than traveling throughout the
state (-8% points from 2023)
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VISITOR JOURNEY : POST-TRIP EVALUATION

Post-Trip
Evaluation
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RECOMMENDING MAINE & ITS REGIONS

» 98% of visitors would recommend that their
friends and family choose Maine as their
destination for a future visit or vacation

» 97% of visitors would recommend that their
friends and family visit the specific region of
Maine that they traveled to on their trip — 91%
would definitely recommend (+5% points from
2023)
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points from 2023)
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