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STUDY OBJECTIVES: VISITOR JOURNEY
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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

Planning cycle
Planning sources
Reasons for visiting
Other considered
destinations

Exposure to advertising
Advertising sources
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composition
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Trip

Experience

Visitor transportation
Nights stayed
Accommodations
Booking methods
Trip resources
Visitor activities
Expectations vs.
experience

Visitor spending
Included amenities
Other areas visited
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Unigueness of Maine
Highlight of trip
Recommending Maine
Satisfaction with trip
Likelihood of returning
Perceptions of Maine
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Visitor direct spending
Number of visitors

Room nights generated
Occupancy rate

Average daily room rates
Revenue per available room
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MAINE HIGHLANDS

Compared to visitors to other regions, visitors
to Maine Highlands region are more likely to:

» Consult airline websites while planning their trip
to Maine

» Consider only Maine as a destination option

» Travel from more distant parts of the country
rather than from the northeast

» Come to Maine primarily to visit friends/family
or for business

» Report that they did not recall seeing advertising
for Maine before their trip

» Travel alone
» Be 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

$1,120,941,300

in economic impact to Maine Highlands' economy,
up 5.8% from 2023
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DIRECT SPENDING

Visitors to Maine Highlands spent

$708,090,100

throughout the area in 2024 on
accommodations, transportation, groceries,
restaurants, shopping, entertainment, and
other expenses, up 8.1% from 2023
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Maine Highlands attracted

921,700

visitors in 2024, down 9.9% from 2023
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VISITORS DAYS*

All visitors to Maine Highlands spent

5,601,000

days in Maine Highlands throughout 2024,
down 10.1% 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 Maine Highlands generated

985,600

nights in Maine Highlands accommodations
throughout 2024, down 6.7% from 2023
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JOBS SUPPORTED

Visitors to Maine Highlands supported

8,800

jobs throughout the area in 2024, up 6.0%
from 2023*

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

| — R T W——
' ‘ '._1':_)"1-'}': > Ot St. .L?Im"_‘[||i:'_:|i'|

MAINE Maine Highlands
) 1

VISITMAINE.COM




WAGES GENERATED

Visitors to Maine Highlands supported

$353,663,000

in wages paid to Maine Highlands employees
in 2024, up 8.8% from 2023*

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

@ downs & st. germain
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VISITORS & JOBS

Every

105

visitors supports a new job in Maine
Highlands
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HOUSEHOLD SAVINGS

Visitors to Maine Highlands saved local
households

$1,469

in state and local faxes in 2024
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LODGING METRICS?

Occupancy Rate Average Daily Rate Revenue per Available Room
- 6.5% from 2023 + 0.8% from 2023 - 5.8% from 2023

*Lodging mefrics include all paid accommodations type like hotels, vacation rentals, B&B, etc.

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

1;‘1::,.-.}’».". 3-,;;; : ’_'q' ‘
» 4% of visitors started planning their trip a A A
month or more in advance of their frip S ey
» 55% of visitors have a booking window of less 7% Lo
than 3 months P
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TOP TRIP PLANNING SOURCES*

29% Advice from 29% Online search 23% Airline websites 21% Online travel agency
family/friends engines

*Multiple responses permitted.
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TOP REASONS FOR VISITING?
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32% Relax and unwind 22% Sightseeing/touring 19% Nature/bird
watching

*Multiple responses permitted.
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CONSIDERING MAINE AS A DESTINATION

» Nearly 4 in 5 visitors considered visiting ONLY
Maine while planning their trips (+2% points
from 2023)

» Visitors continued to be more likely to consider
visiting nearby U.S. states rather than visiting
Canadian provinces

MAINE Maine Highlands
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» 3% of visitors said a TV show or film inspired
their trip to Maine

» 27% of visitors who were inspired by a TV
show/film said it made them think about Maine
as a place to visit

MAINE Maine Highlands
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PRE-TRIP RECALL OF ADVERTISING

» Over 1in 4 visitors recalled advertising or
promotions for Maine prior to their trip (-2%
points from 2023)

» This information influenced 13% of all visitors
to visit Maine (+1% point from 2023)
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TOP SOURCES OF ADVERTISING RECALL?
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33% Internet 30% Social media

20% Magazine 19% Cable or satellite
television

*Multiple responses permitted.
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VISITOR JOURNEY: TRAVELER PROFILE

Traveler
Profile
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REGIONS OF ORIGIN

2% of visitors came from outside of the United States and Canada.

MAINE Maine Highlands @ downs & st. sermain
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TOP ORIGIN STATES & PROVINCES

o of visitors traveled from 7 U.S. states and a
Canadian province, including from other
o regions of Maine.

@ % Maine New York
0 % Florida New Jersey
> o % New Brunswick Pennsylvania
Massachusetts

MAINE Maine Highlands
) 26

VISITMAINE.COM




TOP ORIGIN MARKETS

2

6% New York City

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 13% visitors traveled with at
traveled with 2.6 people in least one person under the

their visitor party age of 18 in Thelr Travel parTy

”
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VISITOR PROFILE

» The typical Maine visitor:
» IS 48 years old'
» IS white — 90%
» IS a college graduate — 74%
» IS married/in a domestic partnership — 69%
» IS employed full-time — 60%
» Has an annual household income? of $108,000

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

» 23% of visitors were fraveling in Maine for the
first time

» Maine has high repeat and loyal visitors, as 36%
had previously traveled in Maine more than 10
times (-4% points from 2023)
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VISITOR JOURNEY : TRIP EXPERIENCE

Experience
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TRANSPORTATION

» Maine is a drive-markef for most visitors, with
79% choosing to fravel by car over plane, motor
coach/bus, or train

» Most visitors who flew to Maine arrived af
Bangor International Airport

MAINE Maine Highlands
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» 87% of visitors stayed one or more nights in
Maine on their frip

» Typical visitors stayed 6.0* nights in Maine on
their trips

-‘.:g

*Includes visitors staying overnight in paid accommodations, visiting friends & relatives, and day frippers.
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TOP ACCOMMODATIONS
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30% Hotel/motel/resort 22% Friends/family 13% Did not stay 12% Personal second
home overnight home

MAINE Maine Highlands
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TOP IN-MARKET VISITOR RESOURCES*

11% Personal social media

<
34% Navigation website/apps

15% Restaurant website/app

*Multiple responses permitted.
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TOP VISITOR ACTIVITIES®

N
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66% Food/beverage/ 45% Touring/sightseeing 41% Active outdoor 40% Shopping
culinary activities

*Multiple responses permitted.
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VISITING OTHER STATES & PROVINCES

» 4 in 5 visitors did not visit any other U.S. state
or Canadian province during their frip (+3%
points from 2023)
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TRAVELING WITHIN MAINE

» Qver 1in 3 visitors visited DownEast & Acadia in
addition to their primary destination within
Maine

» Nearly half of visitors stayed within the region
of their primary destination during their trip in
Maine, rather than traveling throughout the
state (+2% points from 2023)

MAINE Maine Highlands
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VISITOR JOURNEY : POST-TRIP EVALUATION

Post-Trip
Evaluation
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