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STUDY OBJECTIVES: VISITOR JOURNEY

This report presents information about visitors to Maine Beaches from December 2021 to November 2022.
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
Beaches.

Traveler Trip PostTrip

Profile Experience Evaluation

0 Planning cycle o0 Visitor origin 0 Visitor transportation 0 Unigueness of Maine 0 Economic impact of tourism
o Planning sources o Travel party composition o Nights stayed o Highlight of trip o Visitor direct spending
0 Reasons for visiting o Visitor demographics 0 Accommodations 0 Recommending Maine 0  Number of visitors
o Other considered 0 Previous visits 0 Booking methods 0 Satisfaction with trip 0 Room nights generated
destinations o Trip resources 0 Likelihood of returning 0 |obs supported by tourism
0 Exposure to advertising 0 Visitor activities o0 Perceptions of Maine o Wages generated by tourism
0 Advertising sources 0 Expectations vs. o State & local taxes generated
experience 0 Occupancy rate
o \Visitor spending 0 Average daily room rates
0 Included amenities 0 Revenue per available room

o Other areas visited
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MAINE BEACHES

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

»

»

»

»

»

»

»

»

Use VisitMaine.com to plan their trip

Visit Maine to relax and unwind or go to the beach
See ads on cable or satellite television

Be loyal visitors (visited 11+ times)

Book their trip through an online travel agency
Engage in touring/sightseeing while in Maine
Definitely recommend the region

Return to Maine
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TRIP PLANNING CYCLE : IMPACT OF TOURI

Impact of
Tourism
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ECONOMIC IMPACT

Visitor spending generated

in economic impact to Maine Beaches'
economy, up +16.5% from 2021
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DIRECT SPENDING

Visitors to Maine Beaches spent

$2,706,455,4

throughout the county in 2022 on
accommodations, transportation, groceries,

restaurants, shopping, entertainment, and
other expenses, up +16.6% from 2021
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Maine Beaches attracted

4,784,20

visitors in 2022, down 3.4% from 2021
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Visitors to Maine Beaches spent

2925600 fhpiprs
Ok Lo

nights in Maine Beaches accommodations

throughout 2022, up 8.9% from 2021
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JOBS SUPPORTED

Visitors to Maine Beaches supported the
creation of

42,100

jobs throughout the county in 2022,
up 15.0% from 2021
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WAGES GENERATED

Visitors to Maine Beaches supported

$1.,472,139.50C

in wages paid to Maine Beaches employees in

2022, up 17.7% from 2021
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VISITORS & JOBS

Every

114

visitors supports a new job in Maine Beaches
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HOUSEHOLD SAVINGS

Visitors to Maine Beaches saved local
households

$3,865

in state and local taxes in 2022
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LODGING METRICS

Occupancy Rate Average Daily Rate Revenue per Available Room
+ 13.4% from 2021 + 6.6% from 2021 + 20.9% from 2021
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TRIP PLANNING CYCLE

» 63% of visitors started planning
their trip less than 3 months in
advance of their trip

» 67% of visitors had a booking
window of less than 3 months
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TOP ONLINE TRIP PLANNING SOURCES*

75% visitors used one or more online resources to help them plan their trip in Maine Beaches

21% TripAdyvisor

19% Online travel agency

|

38% Online search engines 21% Hotel websites
*Multiple responses permitted.
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TOP OTHER TRIP PLANNING SOURCES*

- MA}NE'S OFPIC%L TRAVEL ¥ ENTURE GUIDE

INVITES YOU

17% Called Maine Offié of Tourism

*Multiple responses permitted.
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TOP REASONS FOR VISITING*

50% Sightseeing/touring 46% Relax and unwind 34% Beaches

*Multiple responses permitted.
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CONSIDERING MAINE BEACHES AS A DESTI

» 68% (-2% points from 2021) of visitors
did not consider visiting any U.S. state or
Canadian province instead of Maine
Beaches while planning their trip

» As other destinations and international
borders opened for visitation, potential
visitors now have many more destination
options to choose from
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PREITRIP EXPOSURE TO ADVERTISING

» 37% of visitors noticed advertisements,
travel stories, or promotions about Maine

prior to their trip to Maine Beaches
(+3% points from 2021) b

» This information influenced 16% of all
visitors to visit Maine

Maine
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TOP SOURCES OF ADVERTISING EXPOSURE
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33% Social media 28% Internet 23% Cable or satellite TV

*Multiple responses permitted.
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TRIP PLANNING CYCLE : TRAVELER PROFIL

Traveler
Profile
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REGIONS OF ORIGIN

International travel is rebounding as international visitation increased +8% from 2021

-~

8% of visitors came from outside of the United States.
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TOP ORIGIN STATES & PROVINCES

O of visitors traveled from 10 U.S. states or
onodlon provinces, including from other
eglons of Maine.

% Massachusetts % Quebec
@ % New Hampshire a % New Jersey
@ % New York a % Vermont

9 % Maine G % Florida

a % Connecticut g % Pennsylvania
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TOP ORIGIN MARKETS

12% Boston 7% New York City' 3% Augusta

Includes some markets in New Jersey, Pennsylvania, and Connecticut.
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TRAVEL PARTIES

The typical Maine Beaches 19% of visitors traveled with at
visitor traveled with 2.6 people least one person under the age

in their visitor party of 18 in their travel party
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DEMOGRAPHIC PROFILE

» The typical Maine Beaches visitor:
ls 49 years old!
Female? - 52%
ls white - 90%

"Median age.
2 Of visitors interviewed.
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LIFESTYLE PROFILE

» The typical Maine Beaches visitor:
» s a college graduate - 81%
» |s married/in a domestic partnership - 81%
» |s employed full-time - 64%

» Has an annual household income! of

$96,300

"Median household income.
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NEW & RETURNING VISITORS

» 19% of visitors to Maine
Beaches were traveling in

Maine for the first time

» A42% of visitors to Maine
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