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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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ANNUAL
SNAPSHOT

CY2024

In 2024, there was an increase in room nights (+0.8%) and visitor spending
(+1.8%)

»  The accommodation spending increase was consistent with the increase in
taxable lodging sales, buf there was stronger growth in other spending
areas such as restaurants and shopping

» Compared to the previous year, occupancy remained level at 54.0%, and there
was an increase in room nights (+0.8%) due fo slightly more visitors staying in
paid accommodations (+2.0%)

»  The share of visitors who came in Winter and Fall increased compared to 2023
(+8.0%)

»  The trip planning and booking window differ significantly across seasons as the
windows for both are much shorter in Winter compared to Summer and Fall

»  More visitors flew to Maine (+2% points)

d

»  More visitors said they would definitely recommend the region they were visifing

8201900 14 800 600 $9 233279 000 (+7% points) and more were very satisfied with their trip (+11% poinfs)
PAID TOTAL DIRECT
VISITORS VISITORS SPENDING
vs. 2023 +2.0% -3.1% +1.8%
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STRATEGIC PLAN GOALS

The 2023 Maine Office of Tourism Destination Management Plan listed a variety of measure of success.
The table below shows how these measures of success changed from 2023 to 2024.

Strategic Goal Data Point 2023 Metric 2024 Metric % Change
Increase Length of Stay Average Length of Stay 4.8 45 -6.3%
Increase Visitor Spend Spend per visitor per trip $593 $624 +5.0%
Increase Visitor Diversity Race (Non-white) 1% 12% +9.1%
Increase off-season visitation Fall and Winter visitation share 44.1% 47.6% +8.0%
Increase market share within New England* Accommodation Revenue Share in New England 12% 10% -16.7%
Increase visitor satisfaction Satisfaction Score (Very satisfied) 62% 73% +17.7%

*Source: Smith Travel Research competitive set data.

Last year the market share was based off of Travel Spending data from
US Travel Association. This data is no longer available, so the market
share metric has been updated to compare accommodation revenue.
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EXECUTIVE
SUMMARY
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TEMPERATURE
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PRECIPITATION
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VISITOR JOURNEY: IMPACT OF TOURISM

Impact of
Tourism
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ECONOMIC IMPACT*

Visitor spending generated

$15,906,115,000

In economic impact to Maine's economy,
down 2.8% from 2023

B [ b ! X
-« ASUEETTRN,

*Maine’s economic impact multiplier changed from 1.80 in 2023 t0 1.72 in 2024.
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DIRECT SPENDING*

Visitors to Maine spent

$9,233,279,000

throughout the state in 2024 on accommodations,
transportation, groceries, restaurants, shopping,
enfertainment, and other expenses, up 1.8% from
2023

*The inflation rate in 2024 was 2.9%. In 2023 it was 4.1%.

' @ downs & st. germain
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Maine attfracted

14,800,600

visitors in 2024, down 3.1% from 2023
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VISITORS DAYS*

All visitors to Maine spent

67,267,400

days in Maine throughout 2024, down 7.2%
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 Maine generated

12,360,200

nights in Maine accommodations throughout
2024, up 0.8% from 2023
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JOBS SUPPORTED

Visitors to Maine supported

115,900

jobs throughout Maine in 2024, up 0.5% from
2023*

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

. @ downs & st. germain
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WAGES SUPPORTED

Visitors to Maine supported

$5,432,711,700

in wages paid to Maine employees in 2024,
up 1.9% from 2023* =

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

Every

128

visitors supports a job in Maine
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HOUSEHOLD SAVINGS

Visitors fo Maine saved local households

$2,290

in state and local taxes in 2024
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LODGING METRICS?

Occupancy Rate Average Daily Rate Revenue per Available Room
54.0% $188.37 $101.72
No Change from 2023 - 0.4% from 2023 - 0.4% from 2023

*Lodging metrics include all paid accommodations type like hotels, vacation rentals, B&B, efc.
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VISITOR JOURNEY: PRE-VISIT
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TRIP PLANNING CYCLE

» 3% of visitors started planning their trip a
month or more in advance of their trip

» 37% of visitors have a booking window of more
than 3 months
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TOP TRIP PLANNING SOURCES*

MAlNE. THINGS TO DO WHERE TC

Wonders of Winter.

Groomed trails. Snowy mountainsides.
And blazing fireplaces to reward a
day’s adventure. Winter was made to
explore.

— ol
36% Advice from 26% Online search 21% VisitMaine.com 20% Online fravel 20% Travel
family/friends engines agency guides/brochures
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TOP REASONS FOR VISITING?

: . ! . Sy ;;ﬁ:"‘-; - k!' A - T ~ Wt s A.‘ 't«
33% Relax and unwind 33% Sightseeing and 26% Visit friends/family 20% Nature and bird
touring watching

*Multiple responses permitted.
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» 5% of visitors said a TV show or film inspired
their trip to Maine

» 35% of visitors who were inspired by a TV
show/film visiting a location of a TV show/film
was one of the activities they engaged in
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CONSIDERING MAINE AS A DESTINATION

» Nearly 2 in 3 visitors considered visiting ONLY
Maine while planning their trips (+1% point from
2023)

» Nearly 1in 5 visitors considered visiting New
Hampshire while planning their trips

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

M AI N E Maine 2024 Statewide Report
° 25

IIIIIIIIIIIIII




PRE-TRIP EXPOSURE TO ADVERTISING

» Nearly half of visitors noticed advertising or
promotions for Maine prior to their trip (-3%
points from 2023)

» This information influenced 21% of all visitors
to visit Maine (-6% points from 2023)
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TOP SOURCES OF ADVERTISING EXPOSURE*

Base: 46% of visitors who noticed advertising

g N i
47% Social media 32% Internet 22% Magazine

*Multiple responses permitted.

@ downs & st. germain
=
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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.
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TOP ORIGIN STATES & PROVINCES

‘ k ) o of visitors traveled from 8 U.S. states,
o including from other regions of Maine.

@ % Maine Florida

@ % Massachusetts Connecticut

G % New York Pennsylvania
New Hampshire New Jersey
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TOP ORIGIN MARKETS

ington DC — Baltimore?

7% 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 19% visitors traveled with at
traveled with 2.9 people in least one person under the
their visitor party age of 18 in their fravel party

= > AN
) %

MAI NE Maine 2024 Statewide Report ' ‘ downs & st germain
. 32

VISITMAINE.COM




NEW & RETURNING VISITORS

» 20% of visitors were traveling in Maine for the
first time a— -

» Maine has high repeat and loyal visitors, as 37%
had previously traveled in Maine more than 10
times
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VISITOR JOURNEY : TRIP EXPERIENCE

Trip
Experience
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TRANSPORTATION

» Maine is a drive-markef for most visitors, with
80% choosing to fravel by car over plane, motor
coach/bus, or train (-2% points from 2023)

» Most visitors who flew to Maine arrived at the
Portland International Jetport or Boston Logan
International Airport
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» 81% of visitors stayed one or more nights in
Maine on their trip (same as 2023)

» Typical visitors stayed 4.5* nights in Maine on
their trips

*Includes visitors staying overnight in paid accommodations, visiting friends & relatives, and day frippers.
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TOP ACCOMMODATIONS?

4

\

)

X
oy

U

)
&

d
’ :

19% Did not sta 18% Friends/family 11% Vacation rental 7% Personal second
Hotel/motel/resort overnight home home home

55

*Campground/RV Park (4%), B&B/Inn (4%), Wilderness camping (2%), Sporting camp/wilderness lodge (1%), Outdoor outfitter (<1%).
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TOP IN-MARKET VISITOR RESOURCES*

49% Navigation website/apps (e.g., 25% Restaurant website/app 25% Visitor information center
Google or Apple Maps, etc.)

*Multiple responses permitted.
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TOP VISITOR ACTIVITIES®

74% 56% Shopping 54% Touring/sightseeing 42% Active outdoor
Food/beverage/culinary activities

*Multiple responses permitted.

1 AN A T . c¥ FToFETI S
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VISITING OTHER STATES & PROVINCES

» Nearly 7 in 10 visitors did not visit any other
U.S. state or Canadian province during their trip

» Nearly 1in 5 visitors went to New Hampshire
during their trip fo Maine

» Visitors continued to be more likely to visit U.S.
states near Maine than they were to visit a
Canadian province during their frip

|
| |
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TRAVELING WITHIN MAINE

» Half of visitors stayed within the region of their
primary destination during their trip in Maine,
rather than fraveling throughout the state (-2%
points from 2023)

» 37% of visitors visited The Maine Beaches in
addition to their primary destination within
Maine
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VISITOR JOURNEY : POST-TRIP EVALUATION

Post-Trip
Evaluation
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RECOMMENDING MAINE & ITS REGIONS

» 97% 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 — 80%
would definitely recommend

M AI N E Maine 2024 Statewide Report
° 43

VISITMAINE.COM




LIKELIHOOD OF RETURNING TO MAINE

» 94% of visitors will refurn to Maine for a future
Visit or vacation

» 18% of visitors were highly satisfied with their
trip in Maine and will “definitely return” in the
future
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»

Maine

» Nearly
their trip fo Maine

MAINE.

VISITMAINE.COM

Maine 2024 Statewide Report

























Visitor per Job/Tax saving







.

I .ﬂl N e .




_ .




I 30N I




Iom







"|||II|
i




I
















I“I
















- ""I






















L} I
















...,IIII







II||




||||



















||||




























.












































































































































































































































































	Header
	Slide 1

	Introduction
	Slide 2: TABLE OF CONTENTS
	Slide 3: STUDY OBJECTIVES: VISITOR JOURNEY 
	Slide 4
	Slide 5: STRATEGIC PLAN GOALS

	Executive Summary
	Slide 6
	Slide 7: TEMPERATURE
	Slide 8: PRECIPITATION
	Slide 9: VISITOR JOURNEY: IMPACT OF TOURISM
	Slide 10: ECONOMIC IMPACT*
	Slide 11: DIRECT SPENDING*
	Slide 12: VISITORS*
	Slide 13: VISITORS DAYS*
	Slide 14: ROOM NIGHTS
	Slide 15: JOBS SUPPORTED
	Slide 16: WAGES SUPPORTED
	Slide 17: VISITORS SUPPORT JOBS
	Slide 18: HOUSEHOLD SAVINGS
	Slide 19: LODGING METRICS*
	Slide 20: VISITOR JOURNEY: PRE-VISIT
	Slide 21: TRIP PLANNING CYCLE
	Slide 22: TOP TRIP PLANNING SOURCES*
	Slide 23: TOP REASONS FOR VISITING*
	Slide 24: TV SHOWS & FILM
	Slide 25: CONSIDERING MAINE AS A DESTINATION
	Slide 26: PRE-TRIP EXPOSURE TO ADVERTISING
	Slide 27: TOP SOURCES OF ADVERTISING EXPOSURE*
	Slide 28: VISITOR JOURNEY: TRAVELER PROFILE
	Slide 29: Regions of origin
	Slide 30: Top origin states & provinces
	Slide 31: Top origin markets
	Slide 32: Travel parties
	Slide 33: New & returning visitors
	Slide 34: VISITOR JOURNEY : TRIP EXPERIENCE
	Slide 35: transportation
	Slide 36: Nights stayed
	Slide 37: Top accommodations*
	Slide 38: Top in-market visitor resources*
	Slide 39: Top visitor activities*
	Slide 40: Visiting other states & provinces
	Slide 41: Traveling within maine
	Slide 42: VISITOR JOURNEY : POST-TRIP EVALUATION
	Slide 43: Recommending maine & its regions
	Slide 44: Likelihood of returning to maine
	Slide 45: satisfaction
	Slide 46: overcrowding
	Slide 47: UNIQUENESS

	Detailed Findings
	Slide 48
	Slide 49: VISITOR JOURNEY: IMPACT OF TOURISM
	Slide 50: KEY PERFORMANCE INDICATORS
	Slide 51: NUMBER OF VISITORS
	Slide 52: EMPLOYMENT IMPACTS
	Slide 53: Visitor per Job/Tax savings
	Slide 54: LODGING METRICS
	Slide 55: VISITOR TYPE
	Slide 56: VISITORS BY SEASON
	Slide 57: DIRECT SPENDING BY CATEGORY
	Slide 58: DIRECT SPENDING BY VISITOR TYPE
	Slide 59: VISITOR JOURNEY: PRE-VISIT
	Slide 60: TRIP PLANNING CYCLE
	Slide 61: ONLINE TRIP PLANNING SOURCES*
	Slide 62: OTHER TRIP PLANNING SOURCES*
	Slide 63: REASONS FOR VISITING*
	Slide 64: TV SHOWS & FILM
	Slide 65: OTHER STATES & PROVINCES CONSIDERED*
	Slide 66: PRE-TRIP RECALL OF ADVERTISING*
	Slide 67: VISITOR JOURNEY: TRAVELER PROFILE
	Slide 68: VISITOR ORIGINS
	Slide 69: TOP ORIGIN STATES & PROVINCES
	Slide 70: TOP ORIGIN MARKETS
	Slide 71: TRAVEL PARTIES
	Slide 72: GENDER*
	Slide 73: AGE*
	Slide 74: RACE & ETHNICITY*
	Slide 75: EDUCATIONAL ATTAINMENT*
	Slide 76: MARITAL STATUS*
	Slide 77: EMPLOYMENT STATUS*
	Slide 78: HOUSEHOLD INCOME
	Slide 79: NEW & RETURNING VISITORS
	Slide 80: VISITOR JOURNEY : TRIP EXPERIENCE
	Slide 81: MODES OF TRANSPORTATION
	Slide 82: NIGHTS STAYED
	Slide 83: ACCOMMODATIONS
	Slide 84: BOOKING METHODS
	Slide 85: IN-MARKET VISITOR RESOURCES*
	Slide 86: VISITOR ACTIVITIES*
	Slide 87: DETAILED VISITOR ACTIVITIES*
	Slide 88: DAILY TRAVEL PARTY SPENDING
	Slide 89: TOTAL TRAVEL PARTY SPENDING
	Slide 90: LODGING AMENITIES*
	Slide 91: OTHER STATES & PROVINCES VISITED*
	Slide 92: TRAVELING WITHIN MAINE*
	Slide 93: VISITOR JOURNEY : POST-TRIP EVALUATION
	Slide 94: UNIQUENESS
	Slide 95: UNIQUENESS
	Slide 96: HIGHLIGHTS
	Slide 97: HIGHLIGHTS
	Slide 98: RECOMMENDING MAINE & ITS REGIONS
	Slide 99: LIKELIHOOD OF RETURNING TO MAINE
	Slide 100: satisfaction
	Slide 101: TRIP RATINGS
	Slide 102: Overcrowding
	Slide 103: PERCEPTIONS
	Slide 104: PERCEPTIONS

	Seasonal Comparisons
	Slide 105
	Slide 106: TRIP PLANNING CYCLE : IMPACT OF TOURISM
	Slide 107: NUMBER OF VISITORS
	Slide 108: LODGING METRICS*
	Slide 109: TRIP PLANNING CYCLE : PRE-VISIT
	Slide 110: TRIP PLANNING CYCLE
	Slide 111: ONLINE TRIP PLANNING SOURCES*
	Slide 112: OTHER TRIP PLANNING SOURCES*
	Slide 113: REASON FOR VISITING*
	Slide 114: TV SHOWS & FILM
	Slide 115: OTHER STATES/PROVINCES CONSIDERED*
	Slide 116: ADVERTISING/PROMOTIONS
	Slide 117: ADVERTISING/PROMOTIONS*
	Slide 118: TRIP PLANNING CYCLE : TRAVELER PROFILE
	Slide 119: ORIGIN REGION
	Slide 120: ORIGIN STATE/PROVINCE
	Slide 121: ORIGIN MARKET
	Slide 122: TRAVEL PARTY SIZE/COMPOSITION
	Slide 123: TRAVEL WITH CHILDREN*
	Slide 124: DEMOGRAPHIC PROFILE
	Slide 125: LIFESTYLE PROFILE
	Slide 126: Lifestyle PROFILE
	Slide 127: LIFESTYLE PROFILE
	Slide 128: NEW & RETURNING VISITORS
	Slide 129: TRIP PLANNING CYCLE : TRIP EXPERIENCE
	Slide 130: TRANSPORTATION
	Slide 131: LENGTH OF STAY
	Slide 132: ACCOMMODATIONS
	Slide 133: BOOKING
	Slide 134: IN-MARKET RESOURCES*
	Slide 135: ACTIVITIES*
	Slide 136: DETAILED VISITOR ACTIVITIES*
	Slide 137: DETAILED VISITOR ACTIVITIES CONT*
	Slide 138: DETAILED VISITOR ACTIVITIES CONT*
	Slide 139: OTHER STATES/PROVINCES VISITED*
	Slide 140: TRAVELING IN MAINE*
	Slide 141: TRIP PLANNING CYCLE : POST-TRIP EVALUATION
	Slide 142: RECOMMENDING MAINE/REGION OF TRAVEL
	Slide 143: Satisfaction
	Slide 144: RETURNING TO MAINE
	Slide 145: Trip expectations
	Slide 146: Overcrowding

	Annual Comparisons
	Slide 147
	Slide 148: VISITOR JOURNEY : PRE-VISIT
	Slide 149: TRIP PLANNING CYCLE
	Slide 150: ONLINE TRIP PLANNING SOURCES*
	Slide 151: OTHER TRIP PLANNING SOURCES*
	Slide 152: REASON FOR VISITING*
	Slide 153: TV SHOWS & FILM
	Slide 154: OTHER STATES/PROVINCES CONSIDERED*
	Slide 155: ADVERTISING/PROMOTIONS
	Slide 156: ADVERTISING/PROMOTIONS*
	Slide 157: VISITOR JOURNEY : TRAVELER PROFILE
	Slide 158: ORIGIN REGION
	Slide 159: ORIGIN STATE/PROVINCE
	Slide 160: ORIGIN MARKET
	Slide 161: TRAVEL PARTY SIZE/COMPOSITION
	Slide 162: TRAVEL WITH CHILDREN*
	Slide 163: DEMOGRAPHIC PROFILE
	Slide 164: LIFESTYLE PROFILE
	Slide 165: LIFESTYLE PROFILE
	Slide 166: LIFESTYLE PROFILE
	Slide 167: NEW & RETURNING VISITORS
	Slide 168: VISITOR JOURNEY : TRIP EXPERIENCE
	Slide 169: TRANSPORTATION
	Slide 170: LENGTH OF STAY
	Slide 171: ACCOMMODATIONS
	Slide 172: BOOKING
	Slide 173: IN-MARKET RESOURCES*
	Slide 174: ACTIVITIES*
	Slide 175: Detailed activities*
	Slide 176: Detailed activities*
	Slide 177: Detailed activities*
	Slide 178: OTHER STATES/PROVINCES VISITED*
	Slide 179: TRAVELING IN MAINE*
	Slide 180: VISITOR JOURNEY : POST-TRIP EVALUATION
	Slide 181: RECOMMENDING MAINE/REGION OF TRAVEL
	Slide 182: RETURNING TO MAINE
	Slide 183: satisfaction
	Slide 184: Trip expectations
	Slide 185: Overcrowding

	Study Methods
	Slide 186
	Slide 187: METHODOLOGY
	Slide 188: METHODOLOGY*


