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2026 Campaign Approach + Strategy



DMP Reset & Strategy

Spring Campaign

Summer Sneak Peek

Forged by Nature Brand

Ways to Engage

AGENDA



It all started 
5 years ago. . .  

• In 2021, MOT partnered with Coraggio Group 
on a strategic Destination Management Plan

• Initial work uncovered a need to make a shift 
in the mission of the Maine Office of Tourism



• ge Title Header

Together with Maine Tourism 
industry stakeholders and 
residents, the Office of Tourism 
established benchmarks that 
support destination stewardship.

BALANCE

• Industry’s growth

• Residential quality of life

• Qualities that have always drawn 
visitors to Maine

Destination Management Plan



Strategic Imperatives



A Shift in Mission Requires a Shift in Marketing

Extended into Fall 

+ Winter Shoulder 

Seasons



Prioritizing Values-Aligned Travelers



Reworked 
Measures of 
Success



• Downs & St. Germain Research
• Tourism Economics Symphony
• Zartico
• STR
• Air DnA
• Future Partners State of the 

American Traveler 
• Longwoods
• Looker Studio Reporting
• Media Performance
• Other Intel (trends, tech, etc.)

Data Informed Strategy



2025 Data + Results - Impact of Visitation

Source: Downs & St. Germain: Maine 2025 Statewide Report



2025 Data + Results - Why it Matters to Communities

Source: Downs & St. Germain: Maine 2025 Statewide Report



Spring Campaign
Maine Office of Tourism



• Historically lumped “Spring” and 
“Summer” into one campaign

• Obvious differences between the 
visitor experience (March - August)
• Temperature
• Precipitation

• Businesses/activities available 

• Lowest occupancy of the 
“Spring/Summer” season

Why Focus on Spring?



• Distinct product offering in Maine that 
spans March - May

• Need to define the stories and 
experiences of Maine Spring

• Understand audience alignment

• Go to market and test

• Spring Campaign Launched March 1

Opportunity to Tell Maine’s Spring Story



• Dedicated Spring eNewsletter

• Created content on VisitMaine.com  
highlighting:
• Spring Skiing
• Fishing 
• Birding
• Cultural Events
• Art Museums
• Food Festivals 
• Seasonal Restaurant Openings

• https://visitmaine.com/seasons-in-maine/spring-in-
maine/

Opportunity to Tell Maine’s Spring Story
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Opportunity to Tell Maine’s Spring Story - Social



Opportunity to Tell Maine’s Spring Story - Digital



Opportunity to Tell Maine’s Spring Story - Print



Always On Strategy Spanning Four Seasons
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Always-on SEM + Social

Winter

Spring



On Deck for Summer
Maine Office of Tourism



Awareness1

Consideration2

Response3

Paid Media Goals + Objectives



Meeting Travelers on their Journey
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Online Video/CTV
Audio/Podcasts
Out of Home
Content 
Partnerships 
Activations
Meta Video- FB/IG

Direct Travel Sites/Data
Paid Search
Meta Traffic - FB/IG

Organic FB/IG
eNewsletters
Website
Vacation Guide

Display/Native
Custom Formats/Rich 
Media
Owned Content 
Distribution



1. Educate through impactful and inclusive 
storytelling that captures the multi-faceted 
cultural identity of Maine.

2. Celebrate and preserve the authentic 
character of Maine by showcasing local 
makers, artists, farmers, chefs, etc. 

3. Balance promotion across regions, seasons 
and experiences.

4. Encourage sustainable and responsible 
practices and behaviors that help to safeguard 
Maine’s natural assets.

Communication Objectives



2026 Target Audiences
Overall Approach

1. Prioritize Travel Intenders overall
2. Layer on geographic targeting:

a) Heavy-up in primary markets (New England, Mid-
Atlantic, Eastern Canada)

b) Extend Reach in Expansion Markets
c) Local Marketing (In-State) when relevant
d) National Expansion where applicable

3. Layer on interest/behavioral attributes:
a) Focus on niche areas of interest where possible 

SEASONAL OVERLAYS

• Foodies
• Environmental/Sustainability
• Parks/National Park Travelers
• Sightseeing/Touring
• Family Adventure Travelers 
• Beaches
• Small Town Enthusiasts
• Small Town Shopping
• Road Trippers
• Festival Goers
• Wellness Enthusiasts 

• Arts and Culture Enthusiasts 
o Museum/Theater Lovers/Visual 

Arts Enthusiasts
• Outdoor Enthusiast

o Mountain & Gravel Bikers
o Hiking Enthusiasts
o Fishers
o Nature & Wildlife Enthusiasts 

(Bird Watchers)
o Water based outdoor activities 

(boating, kayaking, paddle 
boarding, etc.)





How We Reach Markets

Connected TV Online Video Print Display & Native

OOOH & 
Experiential

Content 
Partnerships

Paid Search/SEM Paid Social



Summer Content Partnerships 

• Aspen Food & Wine 
Festival Activation

• Custom Travel & 
Leisure Articles 

• Social Video Series

• (2) Custom Videos 

• Bookable Itinerary 

• Travel Bazaar Feature

• Custom Video & Photo 
Shoot

• Social First Vertical 
Video

• Custom Article

• Maine Travel Guide

• Gear Testing 

• Outside Days 
Activation 

• LOFM Video Series 2.0

• Print Spreads



Summer Content Partnerships 

• Afar Journeys Itinerary 
with Mindtrip AI 
integration 

• Custom Print Content 

• 2 Maine soundscapes

• 2 mindful Maine 
moments 

• 1 Maine-focused sleep 
story

• Culinary Canvas Article

• Seasonal Native Article 
Skins 

• Custom email 
deployments

• (2) Full Page 
Advertorial Print Ads



Aspen Food & Wine Classic Outside Days

Activating the Maine Brand - Summer 2026



Bountiful eNews



Bountiful eNews





● Saturday, April 11: First Maine Home 
Game

● Leverage storytelling opportunities and 
relevance to rising interest in soccer 
culture leading up to World Cup 2026

● Continue to find opportunities to tap into 
new audiences and markets through 
Hearts of Pine x Maine Office of 
Tourism brand collaborations thru 2026

Lean into Hearts of Pine Marketing Partnership





TM

Forged by Nature Lens

Officially 
Registered  + 
Trademarked 
in 2025



Creation of an Authentic Brand Story

Screen Shot 2026-03-23 at 4.36.35 PM.png

https://vimeo.com/1078542646?fl=pl&fe=sh


Ways to Engage

MOT Partners Industry Website

• Sign-up for Industry Newsletters
• Research Reports & Plans
• Business & Event Listings
• Grant Programs
• Campaign Highlights
• PR Partners Program
• Stakeholder Updates & Webinars

Events
• Maine Tourism Conference
• Maine Outdoor Economy Summit



Come Join us!



THANK YOU.
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