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WELCOME
Thank you for celebrating 40 years with Visit Portland

October 21, 1982
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AU D I O
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SPONSORS
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SPONSORS
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WORKSHOP SPEAKERS
ROGER BEAUDOIN


RESTAURANT ROCKSTARS
JOHN PAGLIO


FLYTE NEW MEDIA
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C T M  M E D I A  G R O U P 


F L Y T E  N E W  M E D I A  


H E A D L I G H T  A U D I O  V I S U A L 


H O S P I TA L I T Y M A I N E 


H ü G A  H E AT 


H U M A N  I N T E R E S T 


K N A C K  F A C T O R Y 


M A I N E  T O U R I S M  A S S O C I AT I O N 


N I M L O K  M A I N E  

N O R T H E A S T  C H A R T E R  &  T O U R  C O . 


O N E  S T O P  E V E N T  R E N TA L S 


P L A N E T  B O TA N I C A L S 


P O R T L A N D  S C H O O N E R  C O . 


S E R E N I T Y M E 


S P +  C O R P O R AT I O N 


W E L L N E S S  C O N N E C T I O N  O F  M A I N E  


Y A N K E E  P U B L I S H I N G  



WE WORK FOR YOU
Visit Portland represents 355 partner businesses.  



VISIT PORTLAND STAFF
T E A MPlus 15 Part-time Visitor Information Center staff and 30 volunteers! 

LYNN AMY KIRSTIE KATE

CAROLINE RICHARD ABBY BRIGITTA



ANALYZING OUR BENEFITS



2022 - REFLECTION
The following is a result of Visit Portland’s marketing e!orts for the year 2022

MEETINGS MARKETING  

Developed mainemeetings.com  
17,270 users  
Viewed 26,548 pages 
NY, PA, IL, MA, VA, NJ, CA, FL, CT    

Created meeting-focused content  
7 articles and 1 video 
 
Sent 4 newsletters through 
Northstar 10,600 planners  
21% open rate 

Sent 9 additional newsletters to 
Visit Portland’s database 
5,400 planners  
21% open rate

Assisted media and travel writers  
Over 50 requests, resulting in over 40 stories

Curated a 3-day FAM tour promoting the art, 
culture, and diversity
5 media professionals  
Estimated influencer reach: 130.8K 

Hosted 3 Travel Writer itineraries, resulting 
in articles for Travel + Leisure, Fodor’s, and a 
blog on Work For Your Beer.  
 
Host the launch of 2x bestselling author, 
Daniel Seddiqui’s, latest national tour for 
his corresponding book,  “Piecing Together 
America” 

Conducted a 3-region FAM Tour  
7 days, featuring 10 partners

PUBLIC RELATIONS | FAM TOURS

Featured guest on RM World Travel radio show with a 
reach of 1 million+ (weekly) via 510+ a!liated network 
stations

u

u

u

u

Targeted Facebook ads  
2 million impressions  
17,775 clicks 

Google Ads  
3.3 million impressions  
11,000 clicks  

LinkedIn sponsored posts 
targeting planners 
610,284 impressions  
3,311 clicks 
 
Attended Destination East  
42 planners 
21 one-on-one appointments  

Maine Meetings campaign: Year 2 of a 3-year campaign.

Conference leads and direct referrals delivered to partner businesses.   205

PARTNERSHIP
355 Partners 

Developed steps towards enhancing partnership engagement  
Created 1 new benefit brochure 
Featuring 44 benefits
3 new partnership tiers
Resulting in 77 new partners

INFORMATION CENTERS 
22 volunteers, providing  
3,900 hours, servicing over  
246,000 visitors at 5 locations

CRUISE SHIPS 
99 vessels serviced
165,000 passengers

VISITOR  
INFORMATION

MOTORCOACHES
5,567 motorcoach passengers from 
141 coaches

RADIO  Worked with Townsquare Media, producing 5 Public Service 
Announcements from 5 partner businesses about the importance 
of tourism that aired on 3 stations for 2 weeks

Photo Credit:  Bucketlist Journey / Annette White

u

u

u

u

u

u

u

u

u
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COLLATERAL
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2022

GREATER PORTLAND VISITATION



2021 2022 % from 2021
Visitors to Greater 

Portland 2.46 Million 2.54 Million 3.3%

Direct Spending $1.16 Billion $1.37 Billion 17.8%

Total Economic Impact $2.05 Billion $2.41 Billion 17.6%

Job Generation 19,100 23,400 22.5%

Total Impact on Wages $765 Million $948 Million 23.9%

SAVES GREATER PORTLAND HOUSEHOLDS $1,807 IN TAXES 

GREATER PORTLAND:  2022 VISITATION15.3 MILLION

- 1.5%

www.MOTPartners.com

SOURCE:  DOWNS & ST. GERMAIN | MAINE OFFICE OF TOURISM

http://www.motpartners.com


www.yourdomain.com

66% OF VISITORS TRAVELED FROM 8 U.S . STATES 
 
MA (18%), ME (11%), NY (9%), CT (7%), NH (7%) 
NJ (6%), FL (4%), PA (4%)

 
 

•    38% from New England states 

•    24% from Mid-Atlantic states 

•    11% from Maine

•    9% from Southeast States

•    7% from the Midwest

•    4% from the West

•    3% Southwest 

•    3% Canada

•    1% International 


11%

9%

4%

7%

18%

6%

7%

6%

SOURCE:  DOWNS & ST. GERMAIN | MAINE OFFICE OF TOURISM

73% FROM 2 REGIONS AND MAINE



VISITOR ACTIVITIES

Food/Beverage/Culinary

Shopping

Touring/Sightseeing

Outdoor Activities

Entertainment/Attractions

History/Culture

Water Activities

Other

75%

59%

51%

34%

31%

22%

20%

10%
SOURCE:  DOWNS & ST. GERMAIN | MAINE OFFICE OF TOURISM



VISITOR DEMOGRAPHICS 

 
 

•    25% of visitors traveled to Greater Portland for the first time 


•    79% of visitors drove


•    87% of visitors traveled with no children 


•    Typical visitor traveled with 2.4 people in their party  


•    Stayed an average of 4.6 nights in Greater Portland


•    Median age is 50 years old


SOURCE:  DOWNS & ST. GERMAIN | MAINE OFFICE OF TOURISM



VISITOR SATISFACTION 

 
 

•    97%  would recommend Greater Portland to a friend


•    84% will return for a future visit  


•    98%  were satisfied with their trip to Greater Portland


HOWEVER,  

•    25% said that customer service did not meet expectations 


•    16% said the restaurants and value for their money did not 

meet expectations

 

SOURCE:  DOWNS & ST. GERMAIN | MAINE OFFICE OF TOURISM
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LOOKING FORWARD



www.yourdomain.com

6 MONTH BOOKING TRENDS 

2022 2022 2022 2022 2022 20222023 2023 2023 2023 2023 2023

MAY JUNE JULY AUGUST SEPTEMBER OCTOBER

13%

5%

0%

7%

6.4%

10%

Overall Total Future Room Night Stays are up 4.8% From Last Year

STATE STATS*:  62% visitors have a booking window of less than 2 months

* SOURCE:  DOWNS & ST. GERMAIN | MAINE OFFICE OF TOURISM
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LOOKING BACK

HEAVY FOCUS ON DIGITAL



NEW 

WEBSITE


+

63


NEW

BLOGS



DIGITAL + SOCIAL MEDIA CAMPAIGNS

Social: 

Reach: 800 K

Impressions: 2.6 Million

Clicks: over 50K

Google Ads: 

Impressions: 7.6 Million

Clicks: over 80K
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720,000 
M I L L I O N  U N I Q U E  V I S I T O R S 


1 3 . 5 %  O V E R  2 0 2 1

2.4     


 

 M I L L I O N  P A G E  V I E W S 

F L A T  O V E R  2 0 2 1

VISITPORTLAND.COM :  2022 VISITATION

MA

NY

ME

PA

FL

VA

NH

CT

GA

IL


33% growth since 2019


7,50046,40061,700

Across All Platforms: 117,000 followers

1,500

http://VISITPORTLAND.COM
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FOCUS ON MEETINGS



MAINE MEETINGS CAMPAIGN

MAINEMEETINGS.COM

WEBSITE

17,270 Users


26,548 Page Views

FACEBOOK

1.9 Million Impressions


17,720 clicks

GOOGLE ADS

3.3 Million Impressions


11,000 clicks

LINKEDIN

600,000 Impressions


3,300 clicks

NEWSLETTERS 
21% Open Rate


(Benchmark: 15%)


http://MAINEMEETINGS.COM


ECONOMIC IMPACT  
OF MEETINGS + SPORTS
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CHANGING THE NARRATIVE



White

Asian

Black

Hispanic

Indigenous

Other

84%

5%

4%

3%

<1%

4%

VISITOR DEMOGRAPHICS 

SOURCE:  DOWNS & ST. GERMAIN | MAINE OFFICE OF TOURISM



WOMEN IN TRAVEL SUMMIT - MAY 2019



Focus on storytelling  

•   Pete the Lobsterman  

•   The Secrets of Casco Bay  

•   World of Flavor  

•   Cultural Rhythm   

•   Behind the Plate  


Storytelling with a focus on diversity, 
art/culture 


•   Food and Art 

•   Community of Artists

•   Art Scene 

•   Greater Portland Arts

•   Lifestyle 

YEAR ONE - SUMMER OF 2019 YEAR TWO - SUMMER OF 2021



8 LONG-FORM IMMERSIVE VIDEOS



MULTI-CULTURAL FAM TOUR 



Artistic videos, put together with a series of images

 Designed to target the younger demographic and a more diverse audience   

Art, Eats, + Adventure:  Same sex female couple

Romantic Escape:  Caucasian middle-aged couple

Nightlife Exploration: Caucasian young couple

Winter Family Getaway:  Bi-racial family with young children


WINTER TOWNS

Cape + SoPo:  Same sex male couple

Gorham:  Young, mixed-race couple

Scarborough: Mixed-race young family

Freeport:  Black / Hispanic couple




8 VIDEO SHORTS
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IT WILL TAKE ALL OF US



ERIN OVALLE
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BEACON AWARD

Presented to the partner who is an icon in the Greater Portland region, 
achieved through continuing passion, excellence, and consistency.  This 
business is a shining example of Greater Portland’s unique character, 

and is recognized and anticipated by visitors and locals alike. 



HARRASEEKET INN 
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HOSPITALITY + TOURISM 

EXCELLENCE

Presented to a business whose values, efforts, and achievements best 
represent to visitors the authentic nature of the Greater Portland region.  

This business has contributed in numerous ways to our region’s reputation 
by providing creative thinking, world-class products and services, and 
exemplary customer service, which enhance our destination’s appeal 

among visitors as well as those who work and live here.



BITE INTO MAINE 
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PARTNER OF THE YEAR

FOR COMMITMENT TO COMMUNITY

Presented to a partner business that significantly enhances 
the region and serves our community through its brand, 

values, products, and programs. 



www.yourdomain.com
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TOWNSQUARE MEDIA
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MEET IN MAINE  
AWARD

Presented to a local person or organization who efforts 
produced the convention with the largest economic impact.



GOVERNOR JANET MILLS 
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NEXT UP: 

YOUR REGIONAL ECONOMIC 
DEVELOPMENT DIRECTORS
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OUR REGIONAL 

ECONOMIC DEVELOPMENT 

DIRECTORS

P O W E R F U L

M O T I V A T E DD R I V E N

C O M M I T T E DC O L L A B O R A T I V E

D E T E R M I N E D E N E R G E T I C
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QUESTIONS? 



THANK YOU! 


