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With its stunning landscapes, welcoming communities  and 

unparalleled outdoor activities, Maine has something to offer 

everyone. However, historically the state hasn’t been seen as  a 

destination of choice for many underrepresented aud iences. The 
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through a nontraditional media campaign that let in fluencers tell the 

state’s story to a wide, diverse audience.

OUR STORY

OUR STORY OBJECTIVES STRATEGIES & TACTICS RESULTS



The Inclusive Creator Program had several core 

objectives, including:

•  To shift perceptions of Maine  among historically 

excluded travel audiences.

•  To uplift local businesses , empowering Maine’s 

community partners to benefit from increased 

visibility and alignment with right-fit influencers . 

•  To spotlight inclusive experiences  through 

authentic, creator-led storytelling.

•  To encourage long-term connections  between 

content creators and their audiences by fostering 

repeat visits, sustained storytelling, and 

authentic word-of-mouth advocacy.
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To present Maine as a welcoming destination 

for travelers of all backgrounds, we selected 

a roster of different creators. While all of 

these content creators focused on travel, their 

audiences spanned a wide range of different 

groups, including Black and African American, 

Hispanic, Asian, Multiracial, European and 
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In 2025, our creators were:

•  Green Book Global (@greenbookglobal on 

Instagram), who focuses on Black and African 

American travelers, inclusivity and safety.

•  Corners of Boston (@cornersofboston on 

Instagram), whose areas of expertise include 

weekend getaways and cuisine.

GREEN BOOK GLOBAL CORNERS OF BOSTON
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•  Gabi and Shanna Meit-Sciara 
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of exciting events who bring an 

international audience.

•  Marwa Oswan  (@thecitylists on 

Instagram), who highlights Arab-

owned businesses and culture.

•  Mike Myerscough-Harris  

(@expiredfilmclub on Instagram), 

a UK-based sports and lifestyle 

marketer with a particular interest  

in Portland’s new Hearts of Pine 

major-league soccer club.
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Each creator partnered with local businesses, 

cultural organizations, and guides to produce 

authentic, community rooted content, including 

short-form videos, photo stories, and Instagram 

Highlights.

Unlike traditional influencer campaigns, the 

Inclusive Creator Program prioritized relationship-

building and values alignment. Creators were 
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places to stay, BIPOC and culturally rooted 

businesses, and local nonprofits across Maine.
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Each creator had a unique way of engaging with 

the community. One spotlighted Arab owned 

restaurants in Portland, prompting comments like 

“I didn’t know Maine had this kind of food, adding 

it to my list!” Another joined Black Travel Maine 

a nonprofit-led Juneteenth walk and shopping 

experience supporting Black owned businesses. 

Another captured content at a local soccer match 

hosted by Hearts of Pine, a community-based 

team championing inclusivity in sports.

This content was amplified through MOT’s 

channels and reshared by featured businesses 

and community partners, generating authentic 

visibility and long-term impact.
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Here are just a few highlights of our 2025  

digital media results:

•  2M  impressions

•  ���������¡  engagements

•  An average engagement rate  
of 7.8% across platforms like 
Instagram and TikTok

These posts were saved and/or shared at a 

2.7x higher rate  than MOT’s average content 

benchmarks, showing that users found ongoing 

value in the content produced by these creators. 

Viewer comments show how these posts sparked 

conversations about Maine’s inclusive nature.
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However, the program saw more than digital media re sults. Featured businesses 

reported increased foot traffic and visibility, whi le community testimonials 

highlighted the program’s impact in showcasing Main e as inclusive and welcoming. 

 

Ultimately, the campaign showed that authentic, sto ry-driven social content can 

have a tremendous impact, reaching diverse audience s and showing them that they, 

too, belong in a destination. 
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