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Baseline Visitor Statistics 
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Length of Stay in Maine 
  On average, overnight visitors to Maine stayed for 3-4 nights.  Leisure travelers, and 

those visiting during the summer months, stayed in Maine a bit longer.   
  Overnight visitors from Canada and those visiting from outside of New England also 

stay significantly more nights on average than visitors from Maine or other parts of 
New England. 
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Day Visitor Travel Logistics 



2.52 
2.65 

2.49 

1.64 

2.40 
2.56bc 

2.38c 

1.96 

0.00 

0.50 

1.00 

1.50 

2.00 

2.50 

3.00 
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4.00 

Total Leisure [a] VFR [b] Business [c] 

2011 (n=1780) 2012 (n=1520) 

 

 

  

  

22% 

23% 

26% 

2% 

17% 

18%c 

19%c 

12% 

Total 

Leisure [a] 

VFR [b] 

Business 
[c] 



23% 

15% 

3% 

2% 

2% 

1% 

1% 

1% 

1% 

77% 

Any Visitor Center 
(NET) 

Kittery 

Yarmouth 

Hampden North 

West Gardiner* 

Houlton 

Calais 

Hampden South 

Fryeburg 

None of the above 

Visitor Centers Stopped into by Total Travelers** 

Net 2012 (n=1520) 

 

 

  

  

 

 

 



76% 

42% 

26% 

18% 

16% 

12% 

9% 

7% 

6% 

3% 

3% 

 Use the bathrooms  

 Take a break from driving 

 Get local attraction information 

 Get local information from the staff at 
the Visitor Center 

 Use the vending area 

 Get directions 

 Walk your pet 

 Use the picnic area 

 Get local lodging information 

 Other 

None of the above 

Reasons for Visitor Center Usage 

NET 2012 (n=343) 

 

  

  



 

 

  

  

40% 

24% 

11% 

8% 

6% 

2% 

40% 

24% 

12% 

6% 

7% 

2% 

39% 

24% 

11% 

8% 

5% 

2% 

40% 

22% 

9% 

15%ab 

5% 

2% 

Any research (NET) 

Used mobile device 

Picked up materials on local attractions 

Brought laptop to research area 

Visited local tourism info center 

Other 

NET 2012 (n=1520) 

Leisure (n=803) [a] 

VFR (n=441) [b] 

Business (n=276) [c] 

 



23% 

14% 

12% 

11% 

10% 

10% 

7% 

6% 

6% 

Close to home 

 Day trip 

 Didn't have time / hadn't 
planned on it 

 Didn't need to / didn't want to 

 Other, home obligations  

 Had to work / no time off  

 Money  

 I live here  

 Other 

NET 2012 
(n=1520) 

 

  

  



The Maine Day Visitor Experience 



 

 

  

  



 

  

  

 

 

 
 



40% 

33% 

14% 

7% 

2% 

2% 

1% 

<1% 

Massachusetts 

Maine 

New Hampshire 

New Brunswick 

Quebec 

Vermont 

Rhode Island 

Nova Scotia 

NET 2012 (n=1520) 

  

 

 

  

  

44%c 

24% 

12%bc 

42%c 

38%a 

1% 

25% 

54%ab 

2% 

Massachusetts 

Maine 

New Brunswick 

By Trip Type 
Leisure (n=803) [a] VFR (n=441) [b] Business (n=276) [c] 

  



Residence of Maine Day Visitors 
•  The increase in the proportion of visitation from Massachusetts is largely driven 

by an increase in the share of Summer day visitation from that state. Likewise, 
the drop for in-state day travel appears to be driven by the Summer and Fall 
seasons.  In-state day visitation during the Winter season remains strong. 

•  Two-thirds of first-time day visitors are from Massachusetts, as compared to 38% 
of repeat visitors.  This out-of-state drive market provides a broad base for future 
repeat visitation to Maine. 
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NET 2012 (n=1520) 

  



 

  

  

33% 

17% 

13% 

8% 

9% 

9% 

7% 

4% 

1% 

Maine Beaches Region [Southern 
Maine Coast] 

Greater Portland & Casco Bay 

Mid-Coast 

The Maine Highlands 

Downeast & Acadia 

Maine Lakes & Mountains 

Kennebec & Moose River Valley 

Aroostook County 

Other 

NET 2012 (n=1520) 

42%bc 

4% 

29%c 

9%a 

17% 

11%a 

Maine Beaches Region 
[Southern Maine Coast] 

Kennebec & Moose River 
Valley 

By Trip Type 

Leisure (n=803) [a] 

VFR (n=441) [b] 

Business (n=276) [c] 

2% 

<7%> 

First Time Visitors (n=67) 

Repeat Visitors (n=1453) 

Kennebec & Moose River Valley 



 

  

  

 



 

  



 
 

  

•  Seasonal variations in trip purpose can be seen in shopping, relaxing, touring/
sightseeing, and enjoying nature. 

Day Q3.  What was the primary purpose of your most recent leisure trip in Maine?  

 

  



 

 

  

76% 

9% 8% 
5% 3% 1% 

9% 

General visit 
to see friends 

or family 

Holiday visit Wedding Family reunion Funeral Class reunion Other VFR 

Primary Purpose of VFR Day Trips 

Total 2012 (n=536) 



 

  

  



 

52% 

35% 

32% 

30% 

26% 

24% 

23% 

21% 

12% 

8% 

7% 

7% 

7% 

7% 

6% 

Shopping (NET) 

Outdoor Activities (NET) 

 Enjoying the ocean views 

 Resting, relaxing, unwinding 

 Visiting family and friends 

 Driving for pleasure 

 Sightseeing 

 Searching for local cuisine or dining hot 
spots 

 Enjoying the mountain views 

 Visiting historic sites/museums 

 Exploring State and National Parks 

 Wildlife viewing/bird watching 

 Viewing fall colors 

 Attending fairs or festivals 

 Nightlife/evening entertainment 

NET 2012 (n=1520) 

  

  



 

 

  

  

52% 

28% 

23% 

15% 

10% 

61%bc 

32%bc 

26%b 

18%b 
15%bc 

39% 

23% 

18% 

11% 

6% 

44% 

23% 22% 

14% 

7% 

 Shopping (NET)   Outlet shopping   General shopping at malls, 
downtown 

  Shopping for gifts or souvenirs   Shopping for antiques, arts, 
crafts 

NET 2012 (n=1520) 

Leisure (n=803) [a] 

VFR (n=441) [b] 

Business (n=276) [c] 



 

  

  

35% 

17% 

17% 

8% 

4% 

3% 

3% 

34%c 

18%c 

15% 

9% 

3% 

2% 

2% 

42%ac 

18%c 

22%ac 

9% 

6%a 

6%ac 

4%a 

27% 

11% 

13% 

6% 

6% 

1% 

4% 

 Outdoor Activities (NET) 

  Going to the beach 

  All Water Activities (NET) 

  Hiking or climbing 

  Pool swimming  indoor or 
outdoor  

  Biking/mountain biking 

  Golfing 

 
 

NET 2012 (n=1520) 

Leisure (n=803) [a] 

VFR (n=441) [b] 

Business (n=276) [c] 
1% 

1% 

1% 

1% 

1% 

1% 

2% 

2% 

3% 

3% 

10% 

15% 

17% 

    Surfing 

    Ice fishing 

   Ocean fishing 

    Water skiing/jet skiing 

   Sailing 

    White water rafting 

    Motor boating 

    Canoeing  

    Lake, stream, or river 
fishing 

   Kayaking 

    Outdoor swimming  lake, 
ocean, river 

   Fresh Water Activities (NET) 

  All Water Activities (NET) 

Water Activities 

NET 2012 
(n=1520) 



 

14% 14% 
13% 

8% 

10% 

7% 
8% 

4% 
3% 

4% 
5% 

15%c 

19%bc 

9%c 
8% 

9%c 
10%bc 

5%c 
4% 4% 

31%ac 

17%c 

5% 

8% 

11% 

6% 6% 

4% 
3% 3% 

13%a 

8% 
7% 

4% 

13% 

3% 
4% 

2% 
3% 

5% 

 Quality time with 
family / friends 

 Beach / beaches   Shopping  Outdoor activities  Scenery  Dining / eating out  Fairs / events  Weather  Relaxation / 
serenity 

 Driving / 
sightseeing 

NET 2012 (n=1520) 

Leisure (n=803) [a] 

VFR (n=441) [b] 

Business(n=276) [c] 

 

 

 

 

  

  

 
Winter 
(n=202) 

[a] 

Summer 
(n=1024) 

[b] 

Fall 
(n=295) 

[c] 

Fairs/events/attractions 5% 8%a 9%a 

Dining out 12%bc 6% 7% 

Driving/sightseeing 6%bc 3% 3% 



•  As with overnight visitors to the state, the largest percentage of day visitors point 
to the weather and a lack of time as their key issues with their visit.  Responses 
were stable across trip types. 

•  Weather was less of a concern in 2012 than it had been in 2011, particularly 
among summer visitors.  Traffic, on the other hand, was more of a concern in 
2012, and more so among summer visitors.   

 
 

Day Q17.  What do you wish could have been better?  
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13% 
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76% 

69% 
65% 63% 

58% 56% 

42% 

Overall 
experience 

Friendliness of 
people 

Overall quality 
of customer 

service 

Variety of 
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available 

Overall value 
for the money 

Quality of 
dining 

Availability of 
family dining 

Availability of 
fine dining 

NET 2012 (n=1520) 

  



 

 

  

  

 



  

  

 



Key Visitor Metrics 



 

 

   

  



 

 

    



 

71% 68% 
80% 79% 

22% 25% 

16% 17% 

6% 7% 4% 4% 1% 1% >1% >1% 
>1% >1% >1% >1% 

Net 2011 (Base=2954) Net 2012 (Base=2497) Net 2011 (Base=1780) Net 2012 (Base=1520) 

Definitely will not 

Probably will not 

Might or might not 

Probably will 

Definitely will 

Overnight Visitors Day Trip Visitors 

93% 96% 96% 
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20% 

51% 

52% 

41% 

19% 

6% 7% 
1% >1% 1% 

>1% 1% 

Net 2012 (Base=2497) Net 2012 (Base=1319) 

Definitely will not 

Probably will not 

Might or might not 

Probably will 

Definitely will 

  I already have specific 
plans to travel in Maine* 

  

  

Overnight Visitors Day Trip Visitors 
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5% 
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52% 

45% 

53% 

19% 

<25%> 

19% 

7% 

<19%> 

6% 1% <5%> 
1% 1% 1% <1% 

Net 2012 (Base=2497) First Time Visitor (n=357) Repeat Visitor (n=2139) 

Definitely will not 

Probably will not 

Might or might not 

Probably will 

Definitely will 

  I already have specific 
plans to travel in Maine* 
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41% 
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40% 

6% 
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1% 

9% 
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Net 2012 (Base=1319) First Time Visitor (n=62) Repeat Visitor (n=1256) 

Definitely will not 

Probably will not 
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Definitely will 

  I already have specific 
plans to travel in Maine* 
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