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Who we are: 
 
The Maine Beaches Association (MBA) is a coalition of Chambers of Commerce and regional tourism industry 
stakeholders representing York County, Maine.  Current Chambers of Commerce who make up the MBA 
include: 
 

 Greater York Region Chamber of Commerce 
 Ogunquit Chamber of Commerce 
 Wells Chamber of Commerce 
 Kennebunk/Kennebunkport/Arundel Chamber of Commerce 
 Biddeford + Saco Chamber of Commerce 
 Old Orchard Beach Chamber of Commerce 
 Sanford Economic Growth Council (serves in place of the Sanford/Springvale Chamber of Commerce) 

 

What we do: 
 
In the current climate of stretched resources and competing entities, the MBA focuses on how tourism partners 
can work smarter (not harder!) by working together.  Collectively, our projects lend far more bang for their 
buck, reducing costs for participation (as compared to other like projects) and improving presentation of the 
region to potential visitors and travel professionals. 
 
The mission of the MBA is to promote southern Maine as a premier, 4-season vacation destination.  The MBA is 
the recognized regional organization by the Maine Office of Tourism (MOT) to steward grant funding through 
the Maine Tourism Marketing Partnership Program (MTMPP), which is a dedicated pool of legislated funding 
(drawn from tourism tax revenues) for the purposes of marketing tourism in regions around the state.  With 
input from the regional tourism industry, the MBA crafts and carries out marketing projects that support the 
mission of the organization through collaborative efforts, while leveraging existing resources. 
 

 



 
 
 

 

 

 

 

 

 

 

 

 

 

Strengths and Assets: 
 
The Maine Beaches region has much to offer 
visitors to the area and is the number one 
region for tourism in Maine.  Based on 
research (both internal and external) more 
than 94% of visitors rank their Maine Beaches 
vacation as “Excellent” or “Very Good” and 
more than 96% indicate they will “Definitely” 
or “Very Likely” return.  The basis for these 
rankings include: 
 

 Beautiful environment (pristine 
beaches, scenic, clean) 

 Family friendly 
 Proximity to Boston and Portland 
 Diversity of offerings (lodging, dining, 

activities) 
 Friendly 
 Safe 
 Accessible by train (Amtrak 

Downeaster-3 stations) 
 

Visitor Perception  
 
Prospective, and sometimes even return visitors, hold 
perceptions regarding the Maine Beaches region that 
potentially affect travel behaviors related to the 
stated goals of this marketing plan.  These held beliefs 
include: 
 

 There is nothing “open” during the shoulder 
seasons 

 Maine beaches are “rocky” 
 A trip to the region is expensive 
 There is little differentiation with Cape Cod 
 There is little nightlife in the region 
 Other than beaches, there is a lack of things 

to do 
 

Challenges: 
 
While the Maine Beaches continues to maintain its place as the number one region in Maine for tourism, several 
challenges and opportunities have been identified for the MBA to consider and address in our marketing 
strategies.    
 

Infrastructure Challenges 
 
The region, often times with MBA members in 
leadership or significant contributory positions, 
has done a great deal to identify and address 
infrastructure challenges affecting tourism in 
the area.  Despite that work, several challenges 
remain.  They include: 
 

 Traffic congestion 
 A lack of public transportation (train 

connector, year round and a seasonal 
system that isn’t easy to navigate) 

 Parking 
 

Goals: 
 
 Increase shoulder season visitation by 2-5% 
 Increase number of first time visitors by 2-5% 
 Increase length of stay during peak travel 
season to 6 days 
 Increase % of visitors between the ages of 18-
35 by 3-5% 

 



 
Marketing:  The Message 
 
In order to reinforce positive perceptions and dispel those that are negative, the MBA will work consistently to employ 
campaigns that resonate with both return and prospective visitors.   

              

        

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Unpack the Kid In You:  This current 
campaign, launched during the summer of 
2013, was developed to capitalize on 
values and feelings travel to the area 
inspired in visitors.  These key emotions 
included a sense of nostalgia and a return 
to childhood.  Key messaging elements 
have reflected “play at any age” and have 
been designed to inspire adults to find the 
kid inside themselves.   
 

We’re Closer Than You Think:  As identified 
in both the strengths and challenges for the 
region, our location in an important key to 
attracting new and retaining prior visitors.  
Developing campaign materials that 
highlight our proximity to major markets 
(Boston Metro, Connecticut, New York and 
Montreal) and contrasting them with the 
distance and travel time to Cape Cod will be 
major keys to success in this message. 
 
 

We’re Not Just A Summer Fling:  In order 
to promote shoulder season travel, it will 
be important to communicate to 
prospective and returning visitors that the 
region has a great deal to offer any time of 
year.  This will include highlighting beach 
activities during the shoulder seasons (i.e. 
birding and maple sugaring in spring, 
hiking and biking during the fall, cross 
country skiing and shopping in winter).  
Additionally, this message will include the 
increased affordability by visiting during 
the shoulder seasons (many lodging rates 
drop significantly during these months) 
and the accessibility of accommodations, 
dining and activities (i.e. not everything is 
closed between Labor Day and Memorial 
Day). 
 

Lighthouses, Lobsters & Long Sandy 
Beaches:  While the region has so much to 
offer, these tenets continue to be our 
strongest and most plentiful assets.  For 
return visitors, this is clearly understood, 
but to the prospective visitor, introducing 
and reinforcing these key offerings is a 
clear, concise and easily identified tag line. 
 

We’ve Got It All:  Messaging the assets of 
the region in addition to beaches and those 
traditionally identified by consumers will be 
important for expanding the market and 
targeting in particular the 19-35 year old 
visitor.  This will include recreation and 
adventure opportunities, foodie events and 
trips (including microbrews and vineyard 
tours), entertainment and promoting the 
nightlife.  There may be an opportunity here 
to partner with the Portland region as well 
by encouraging staying in the beaches and 
spending some time playing in Portland. 
 

In addition to the key messages described above, the MBA will work with tourism stakeholders to capitalize on 
emerging trends and to continually develop and refine campaigns that resonate with potential and return visitors 
to the area. 
 
 



Marketing:  The Means 
Digital 
 

       
               
               
               
               
               
               
               
               
               
               
               
               
               
               
               
               
               
               
               
               
               
               
                

Website: The MBA will vigorously 
promote our website, 
www.MaineBeachesAssociation
.com to prospective and return 
visitors.  In conjunction, the 
MBA will continue to improve 
the function and flow of the 
website by regularly updating 
content; incorporating engaging 
images and video; improving 
search capabilities; linking with 
regional and local resources 
(i.e. Chambers of Commerce, 
Amtrak Downeaster, 
VisitMaine.com); and providing 
mechanisms for visitor 
feedback through online 
surveys and invitations. 

 
 
 

Social Media: The MBA currently maintains a 
robust Facebook page with more 
than 11,500 engaged followers.  
The page is used to promote the 
region year round and frequents 
posts include local information, 
events, trivia,  contests, photos 
and news. 

  
In addition to Facebook, the MBA 
will begin integrating other social 
media platforms including Twitter, 
Pinterest, Four Square and You 
Tube (of which we currently have 
and are populating the latter). 

 

Video: The MBA is currently in the process 
of developing a host of 2-3 minute 
professionally produced videos that 
highlight the area and its assets.  
These videos will be rolled out over 
the spring and summer of 2014.  
Additionally, the MBA retains rights 
to all footage associated with the 
fully developed videos and will 
utilize it for the development of 
future videos.  Videos will be 
available via our You Tube channel 
as well as linked to the MBA 
website. 

 

http://www.mainebeachesassociation.com/
http://www.mainebeachesassociation.com/


               

               

               

               

               

               

               

               

               

               

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Marketing:  The Means 
Paid Advertising 
 

Online: Reflecting the migration to digital tools 
for trip research and planning, the MBA 
will put a primary focus on applying 
advertising resources to online 
opportunities.  These include key word 
pay-per-click programs, retargeting ad 
campaigns, paid social media 
promotions and rich media banner ads. 

 
Print: While emphasis and priority will be 

given to online paid advertising, the 
MBA may opt from time to time to 
place paid advertising in print media.  
Because of the limited resources for 
paid advertising, in order for a print 
media opportunity to be considered, it 
must be no less than ½ page in size, 
distribution must be targeted to one of 
our high priority geographic markets 
(Boston Metro, Connecticut, New York, 
Montreal), circulation must be robust 
and the print ad must include a 
complimentary web based component.  
Using this stringent criteria, we can 
insure that when print advertising is 
placed, it is done in the most effective 
and efficient way possible. 

 

Marketing:  The Means 
Regional Collateral 
 

Maine Beaches  
Visitor Guide: The MBA will continue to produce and 

distribute our primary lure piece, the 
Maine Beaches Visitor Guide, on an 
annual basis.  The guide will include an 
overview of the area, local-specific 
information, calendars of events, 
travel information, highlights of the 
diverse offerings, information on local 
resources for trip planning and very 
limited paid advertising (the only paid 
advertising included in the magazine is 
a section derived from the region’s ad 
buy in Maine Invites You and the back 
cover).   Approximately 50,000 
magazines will be produced annually 
and distribution outlets will include 
inquiry response, travel and trade 
shows, brochure distribution programs 
in key geographic markets and visitor 
centers around the region and the 
Northeast. 

 
Other: From time to time and on an as 

needed basis, the MBA will produce 
and distribute brochures and rack 
cards designed to meet a specific 
need.  An example might be the 
development of a bi-lingual rack card 
that could be utilized while attending a 
trade show in a foreign market.   

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Marketing:  The Means 
Public Relations 
 

 Develop and maintain a list of highly desirable 
media outlets 

 Continually develop potential story ideas and 
materials for PR purposes 

 Work closely with the Maine Office of 
Tourism’s PR firm to develop and pitch story 
ideas 

 Maintain a section for Media on the MBA 
website (including story ideas, images and 
contact information) 

 Respond quickly to all media interest and, 
when appropriate, assist with organizing 
media visits to the region 

 

Marketing:  The Means 
Leisure Travel Sales 
 

 Attend high traffic consumer travel shows in 
key geographic markets 

 Provide industry partners with value-add 
opportunities to participate 

 Conduct sales missions in key geographic 
markets 

 Stay connected to the Motor Coach Network 
to provide them with information on large 
group travel to the area 

 Provide the Maine Office of Tourism with 
information and materials to be shared with 
international and domestic markets 

 

Marketing:  The Means 
Research & Analytics 
 

 Conduct regular and periodic consumer 
research to indentify emerging trends and 
evaluate effectiveness of employed 
marketing strategies 

 Continually review research and data 
provided to the region from the Maine 
Office of Tourism to compare and contrast 
with local consumer research 

 Utilize data to develop and implement 
marketing messages and strategies that 
reflect consumer perceptions and opinions 

 Regularly convene and poll regional 
tourism stakeholders to gauge the health 
of the sector, to gain insights and input to 
marketing strategies and to further 
promote collaborative initiatives 

 

Marketing:  The Means 
Leadership & Collaboration 
 

 Regularly convene, partner and 
communicate with tourism stakeholders 
around the region and state regarding 
collaborative and cooperative marketing 
opportunities 

 Work with community leaders to identify 
and address infrastructure challenges 

 Act as a regional conduit for the Maine 
Office of Tourism and other state 
agencies working on issues pertaining to 
tourism in the area 

 Collect, analyze and share data on 
consumer, marketing and emerging 
trends 

 


