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MAde Possible

Trip Advisor

Social Media

Public Relations and
Familiarization Tours
VisitMA.com

2024 — 2026

Statewide commemorations
and celebrations

Domestic and international
marketing strategy
Massachusetts250.org

DOMESTIC
MARKETING MASSACHUSETTS 250 FILM

Goal: Increase film projects
in Massachusetts
Promoting the
Massachusetts Film Tax
Credit

Creating film location
brochures

Primary markets: Canada,
UK, Germany

Discover New England
Brand USA

Travel agent training
Digital campaigns

Regional Tourism Councils
(RTC)

Travel & Tourism Season
Extension (TTSE)
Destination Development
Capital (DDC) Grants
MA250

INTERNATIONAL
MARKETING GRANTS SPORTS

Large scale events like
Army/Navy Game, FIFA World
Cup, NCAA March Madness
Small events that have
statewide impact

Developing a statewide strategy
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@ MASSACHUSETTS | Massachusetts Office of Travel & Tourism

S domestic & S in state & local taxes
international spending generated from tourism
billion 5.3% increase versus CY2022 billion

S S

million : million
local lodging tax collected jobs supported state lodging tax collected

+ + S

o o -
we million 76 /o billion

hosted visitors international international wages, salaries,
(international and domestic) visitors visitor spending & proprietor income

versus CYe2022

@ MASSACHUSETTS *Data provided by Dean Runyan Associates
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North of Boston Tourism Economic Impact 2023

S direct visitor spend S earnings and salaries

up 4.1 % over CY 2022 up 9% over CY 2022
billion million

$ S

# million million
local tax receipts people employed state tax collected
up 16.7% over CY 2022 up 4.2% in CY 2022 up 6.8% over CY 2022

MASSACHUSETTS

visitma.com
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Massachusetts Office of Travel & Tourism

MASSACHUSETTS 250

¥
1“. 2
The firsLygigman Thefirst
to carn@Ph battle of the

revolution %

Ingenuity has always felt at home in
Massachusetts. Ifs always been a place
whers people and businesses can thrive.

It began with our revolutionary spirit
and confinues with revolutionizing every
aspect of life. From healthcare fo higher

education, we've always been the leaders
4| ininnovation and firsts. Be a part of what's

nextin Massachusetts

THE FIRSTRIDEOFTHE

. o . ?Z;A | AMERICAN REVOLUTION
Our First 250 was - |

massachusetts250.org

- | ¢ Revolutions start here.
Revolutionary. D & __ Q/\

The firs The first “The firs!
 basketball ' publicpark. jelairplane
game 3 : _engipe.

#OURFIRST250

» COME SEE WHAT'S NEXT

SNy
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DOMESTIC MARKETING

-

MAde Possible TripAdvisor


https://youtu.be/N1Ab8aTG2Wo?si=iDmsOrnksGNceu2B
https://vimeo.com/1031585841

MASSACHUSETTS | Massachusetts Office of Travel & Tourism

visitma.com

INTERNATIONAL MARKETING —

GREATER BOSTON & o
NORTH OF BOSTON =

mmmmmmmmm
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DESTINATION
DEVELOPMENT
GRANTS

Destination Development
Grants support projects that
enhance tourism infrastructure,
promote sustainable growth,
and improve overall visitor
experience.
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MASSACHUSETTS FILM OFFICE

[ iror | e | o vem
NARENREADAND | THEBOLD.BOUGIE | NANTUCKET WINE & FOOD | TOPLANYERS
THEWATERFALL | HOLIDAY GIFT GUIDE |  FESTIVAL UNCORKED 2024

= WALKING DEAD

~ DERD CITY

L.A.
ug BAY STATE IS

FINALLY READY
fon ITS CLOSE-UP.

MA
mligg) Office =

Learn more at mafilm.org
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Get In Touch!
Kate Fox, Executive Director Daniela DeCaro, Bob Van Dam, Massachusetts Film Office
Kate.Fox@mass.gov Special Projects Manager Research Director Meg Jarrett, Director
Daniela.Decaro@mass.gov Bob.VanDam@mass.qgov Meg.Jarrett@mass.gov
Charlie Ticotsky,
Deputy Director Sheila Green, Marc Zappulla, Grant & Earmark John Alzapiedi,
Chatrlie.Ticotsky@mass.gov MAZ250 Coordinator Coordinator Assistant Director
Sheila.Green@mass.qgov Marc.Zappulla@mass.gov John.J.Alzapiedi@mass.qgov

Julie Arrison-Bishop .
: : Abbey Phillips ,
Director of Marketing : L Catherine Onasanya,
. . . Director of Communications ..
Julie.Arrison-Bishop@mass.qov o . Administrator
Abigail.E.Phillips@mass.gov .
catherine.onasanya@mass.qov

Phyllis Cahaly, Director of
Partnership Marketing
Phyllis.Cahaly@mass.gov

Quincey Roberts,
Director of Special Events
Quincey.Roberts@mass.gov

Kevin Clang,
Website Manager
Kevin.P.Clang@mass.gov

Zoe Sala
Marketing Manager
Zoe.Sala@mass.gov
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North of Boston CVB
Marketing Updates

Nancy Gardella
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BOSTON

Convention & Visitors Bureau

WHAT IS THE CVB?

The CVB is a private, not-for-profit, destination marketing
organization. We are responsible for promoting Essex County
as a premier, year-round destination to travelers from around
the world.

Created as a Massachusetts Regional Tourism Council, we
inspire visitation through fresh, fun and innovative marketing
and media. We develop and nurture relationships within the
travel industry that keep North of Boston front of mind, and
we drive billions of dollars of visitor spending to the region
each year.

Bottom line: we put heads in beds and cheeks in seats by
inspiring travel enthusiasts to choose North of Boston!



The North of Boston CVB is attracting visitors on
the behalf of local businesses. Without them, the
visitors that support us could have chosen another
region or state!

AND HOW DO WE ATTRACT THOSE VISITORS? | =»



OUR PLATFORMS

Website

Plan your visit to

Nerth of Poston

Massachusetts
today!

GET FREEGUIDE —

North of Boston is home to the 34 cities and towns of

Essex Countv. Located only minutes from Boston,

acehook

North of Boston

W8

BOSTO

North of Boston
6.3K | « 7.6K follo

The North of Boston Convention and Visitors
Bureau, Inc. (NBCVB) is a membership based
organization.

Sign Up Message

Like

Posts About Videos Photos More v

Details

lastagram

visitnorthofboston Q

1,105 6,71 793
Posts Followers Following

Visit North Of Boston

Tourist Information Center

% Discover Salem, Gloucester, Marblehead & more!
2. Plan your visit to North of Boston today!

1 Tag us to be featured using #VisitNorthOfBoston

@ Slinks
68 Followed by 3thoughtcreative and

meetbostonusa

Following v Message Contact

= =
:*‘“ =]

Marblehead  Gloucester Rowley

\lsit NORTHBOSTON .

May You Make the Time for
Adventure this Month

May means all of the things we love the most
Our flowers are blooming, our birds are chirping
and our outdoor patios, farms, and seasonal
businesses are welcoming visitors for a whole
new season! Our local charters, cruises, and
whale watches return to the waters and
passengers are jumping aboard to experience
the beauty of the North Shore from sea.
Mother's Day is just two short weeks away and
Memorial Day is right around the comer too!
Before long summer will be in full swing and we
just want it to slow down a bit 50 we can savor it
alll Excitement awaits you everywhere North of
Boston this month. May you get out and enjoy it!

e et

P T
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Restaurant Amplification Program
A Collaboration with Taste of Massachusetts

March — December 2024

Content was captured at 33 restaurants and locations, garnering the following results:

TOTAL AVERAGE PER VIDEO

Newsletter open rate 366,000 10,500

FB Photo Collage 1.3 Million 44,000

FB Posts 2 Reel 1.2 Million 33,000

Instagram Reel 1 Million 28,600

TikTok Video 1.7 Million 48,500

Google Reviews 670,000 24,000

LinkedIn 65,000 1,300

Total 6.3 Million

@ MASSACHUSETTS
visitma.com






Topstield Fair
October 4, 2024

Newsletter Open Rate: 9,800

Facebook Photos Collage 221,753
Facebook Posts 2 Reel 11,900

Instagram Reel: 43,900

_,_X » ' TikTok Video: 341,600

Google Review: 3,747

LinkedIN Photo/Video: 1,190/868

TOTALS: 634,758



https://www.instagram.com/reel/DAvlIMLR7F2/
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Our Publications
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PR SETSAIL!
Eat U(w«' ) n the Water Fun

Z F v T
North of Boston is home Um 3 - b “l“ . -
to an amazing selection ol . -
of the freshest locst seatood, mom & pop
diners, and one of the most delighthully
S0 in New England!

s Bureatt

North of Boston region is a
pedectfoyichase
'WMNN\] Ené;fq.u(

4LV MASSACHUSETTS
Jisitma.com Convention & Visitors Bureau

you need to

make your next trip or event
flawless and |




BRAND
RECOGNITION

We reach travel enthusisasts

across YV[M,&L YV[C(/{M
01'WS, inspiring them

to choose North of Boston

npr

I ra Ve I EAST COAST TRAVELER

TASTE TOUR

NEWS
BOSTON
camD
CcCamnesS.10
The
Weather
Channel
TRIPBUZZ Newsweek
e |||||||||||
FACTS ———

Psiychology Today
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EVERY DETAIL FOR YOUR SPECIAL DAY!

PLAN YOUR NEXT GETAWAY
AT NORTHOFBOSTON.ORG

NORTHs{BOSTON

B ) EVERY DETIAL FOR YOUR SPECIAL DAY!
vy A Morys ay | D' \N
%'?.fr.'xf“:{ WA Cii}?}RTHagBOSTON ‘@

S NORTH#BOSTON

@ (v BN .‘ 3 GET TO KN OW S e——

S 'MASSACHUSETTS
here \\, L THE REGION JUST SR i
eres ’

o ,,vusr’tma com
| Bl than just the | S _ NMﬁ % W :
’ Tea Party... -; <
NORTH /¢ i

44 PLAN YOUR 12 _
BOSTON ceawa -3y - @REEG'I?N Lexington, Concord, Salem, Gloucester
p ofo ryan UOCCo




photo © Amanda Johnston

NORTH
BOSTO

ocean adventures
New England charm

cultural sites

PLAN YOUR NEXT GETAWAY
= AT NORTHOFBOSTON.ORG

ARTS &
CULTURE

(o)
MASSACHUSETTS
visitma.com

2 REVOLUTIONARY

HISTORY

ONE-OF-
A-KIND

‘ EXPERIENCES
w'v@‘h.».

Image Credits (top to bottom): Dali Mural in Salem © NBCVB;
Glover’s Regiment Marblehead © Bryan Ruocco; courtesy 7 Seas Whale
Watch, Gloucester © Amanda Johnston; Gloucester Lobster Rolls photo
provided by Blue Collar Lobster

DISCOVER ALL
THERE IS TO SEE AT
NORTHOFBOSTON.ORG

MASSACHUSETTS

vnsutma com
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Get to Know

the Region Just North of Boston

T

SO

NORTEF
BOSTO

exciting arts & culture

heritage & historic sites 3
natural beauty :
scrumptious local food = =

L —

#
MASSACHUSETTS
visitma.com. -

MASSACHUSETTS

visitma.com

PLAN YOUR NEXT GETAWAY
AT NORTHOFBOSTON.ORG

MASSACHUSETTS

visitma.com

NORTH BOSTON

Convention & Visitors Bureau

coastal escapes ¢ ecclectic dining  special events & culture
PLAN YOUR NEXT GETAWAY AT NORTHOFBOSTON.ORG

908 | Do
RTH
BOSTO

EVERY DETAIL FOR
YOUR SPECIAL DAY!

@ MASSACHUSETTS
visitma.com

NORTH«BOSTON

© Marrero Events
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Get to Know the Region }
Just North of Boston

Photo courtesy of
Cider Hill Farm

MASSACHUSETTS

visitmaicom

& . Get to Know C o\d@ﬂ ﬁ
Ge‘,ﬁth;‘::;,f';‘: e } the Region Just North of Boston > Vv r%

@ MASSAC’:USETTS
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Just North of Boston North of Boston North of Boston




Just e

NORTHy¢
BOSTO

Get to Know the Greater Merrimack Valley and North of Boston Region

miwar and claonic cars, the Chrotraoc

Stroll, and the Art Walk otfering
mberactive artmaking, an art macket,
pop-ap shope, aad guuded tours of
prdilic ast

Rockport Caltural District
Rockpart has loag bven 2 beaom
Sar artivis and panters booking to
captare itx coastal bewvety. So '
2o werprae thont itx cultural distracs
orents moer Chan 40 palkeies sl
studion [t abo boorw 1o vae of the
addent wctive art mecaatuze = the
orentry, the Rockport Art Assocusticon
Mareaver, yees 1l Snd wheet soaed b
be the American balding maoet aftva
sendered in puimtings: Mot Number
1, a charmung red Sabang diack
hedoched wath ooy

Upcar arrivang, drep by e of the

PROTE D LAY e A

areak nany rotfeeshupe for 2 cop of
wrmatheng warss and ennegoong, Youll
need the jolt to caplorw all the dhungled
shops and gallerws hning Beandan
Neck, and for your tame sperd bevenily
tracing the edgex of Rockpeet Hasbor
A ktotes rull @ 2 necensury addsan to
your ilitmerary, & o catching a roncert
at the Shalm Lin Perfrrmance Corter,
where an expaneve wall of glass
rwveals 2 teaning seascape hackdrop
foe perfarmancs

Raoeky Neek Cultural Disirict
Begin yoee viet by adessing the
cemturax-old Saherman cottages
besthed i sunligin. Those nagelar
spectacies of bght and shadow bove
botig attractod artints to Kocky Nk,
2 stocted comer of the New Englasd
cocut thart’s hoanse S0 cne of the aldeat

contineorealy eperating art cslonies in
the United Staten.

Sake Ske 2 bocal artist snd rvig
bry the studao and galbzies matled o
Sk Conv. Grab tacdats toa show at
Clovomteor Stage Contpeay ar catch
an open o 3 the Gloooester Wren
Cortur. thea tack b lusch oa a
rewtaurant pats overkbobng te daobar

Hedford Caltural District
Cotnwe Decvmniber, you'll want tu
st anide tirmw to sirell the Holide
Artmans Fair, where you can peruw
wiekx from more than ten -duocn
local artods, rangag from peoelzy and
staired glans to scarves, seattene, and
crochurted anmaly. The fen geesan
with an evwaing tree-hg bt ing coreray
m the pectmwarue bown coennmen. A
special vortoe froms the Nooth Pole has
besn knoorn to make an appearsace
In wastnier weather, you can take
= the lesagirw Communraty Art Walk
sttionwed aloag Bedfoed’s Nazrow-
CGrantge il Tranl Onew vou'ro doare
ambling threugh the woade, theaes
an sapkak mreral to admase un Modge
Wy, sox wll an two s art gallerses

Concord Center Caltural
Distriet
A ew art invtallation has azrmved in
Marmumect Square, locatod at the heart
of thex adyla: New Eagland townba
Freedom’s SeMenntie by Lax Helfor
mvitex v e wers Lo coretder Conosrds
rode an the figlt $or covil libarta by
lnckmg 1o two formar rosdents
Henry Danid Theeeau sl Elen
CGarrson. The artwiek ¢ otnpe o twe
park boaches facing omw ancther, vach
with 2 silhootted Sgure repeesenting
the cebebeated abolitumints. The
acryke peolibex are refloctive froen
amw ode ard trareparent frun
the other. encoeragmg vietoex to
awe therzaehres murceed in these
hutisical communey members and
to comtermglate them as a leza through
whnieh to sesem the presert

Boedered by bovely laadscapen
ard butkdingy datsag bock s cazly s
the 1700w, this distract 12 abso withon
waking distance of plesty of well
knoan admarke, acloding the

Juat Nowtho of Do &



Winter
at the Fal' ms

These agricultural destinations don’t go dormant
after harvest season, and neither should you.

Y MIKE URBAN

Spring, surmmaer, and (sl sre buxy
times on the tamdy-friendly farms
st north of Boston. Belwe it or mot,
there are Bushelx of fun to be had at
several of these agricuitural gems
durng wintertime, s well o that
quiet Baty Thankagiving
and spring’s avakenng, these
pastoral placex are grateful to sse
wisftors hungry for farm-fresh food
and cold-weather fun.

Welcoming Barnyand

I Newlresy, the 230 scres & Spencer-
Peirco-Little Farm are hoow to ome

of the oldest stone hoses in New
Ergland The hossr and stiloavecking
farmaland date bhack 10 the 1600s,

and both ace curnatly wader the
peatectve wing of scapevdt Histoeie
New England Dusing weter mioaths
the grounds arv open e bakirg

and for vasting the nacue asimals
who roam the exclosed pasture next
10 the bresldingx. Therex Boger the
remdent donkey;, along with grouge

ol sheep, goats, pugx, chachoms, and
ather pevtected harmyard atters

Yo ve trevited for bore dseurrex and
refrvabanonts a2 the Chauatiruas at the
Form event, beld in the farmhouse

i mad-Decanber. In mud-Janeary,
deacarded Chnstimas trees are gathered
from arcund town, stacked m the
raiddie of an vpen Seld ca the peoperty
and sodehy vt sblaze for 3 rousing
bonfire pethenng,

Wintry M of Aetiviny
Appicton Farms stradd b the boedhs
between [puoasch and Hasilhicn aad
offery all sorts of frosty magic ca s
AN acrex Now under the case of the
Treatews of Reservatioas, it's cae of the
dldest coentmacady operating facns
s 1ts Commsramity
Supparted Agmicelture CSA) programs
foed locals. Roling graosboude store
walle plowed Sedds, and grazing
paxiures iy be accewoed via woveral
mnbe of hikang trasds groorsed foe
crace-couiry share Snorwahos rentals
aro abo svatlable. Thore s a bountooss
stree siocked year round wah organs
vepetables and ather victosds from

the Serm'x faddy s greenbosoes and
othez nearks sources. Diming Sxrapard

i the cosniry

WORTHY WARES
INTHE MILLCITY

Gat your groans and other
stapiex yoar mund at waealy
ndear farmers’ masets wt Y9 Hall
Strast InLowsll The markels ars

un Sy MM City Growa, s local
mngeaiit sedicaed ta irmproeing

faalth, scanamic indepandenca,
and sustiainald ey wihin e
sty through ncrassed
sccana to locally groan losd.
Dates ang Bows for tha sinter
markets may be foend an the
proup’s meba e, m¥cparowa
or g/ rma be-muarAses

Story Heesr, held weekdy on Taeaday
secemnngy, kads get to bz a noey sad
inboract with goads, comex, and rabbints
Cuknary workabops and deners are
Reld throsghout the year for acults
kookang to shurpen thar cocking skills
Smack-dab = tho muddle of rendential
Lesirgtoes srtx this bucels: faad offening
an eaatly aceemed getavay from the
dady graad. plis cring produce no
msakter the souen

Walk Awas from Sulnarhia
Lexingten Community Farm s a
{ree groarosts operntion, sntting an
torn land and cherahed by locals
and voatoex Hikig tracls raverse

the peoperty aad circle the adpacent
Aslmgton Kexrvor foe topllght
birdwatchmg and ather wildkde
riewng, A peodesc dome weoin the
warks te peovsde sheker for claseex
and other sctrvitiex 32 all four seovaas
Ihere aow poats aad alpacas you can
vou! w theer paddodee. And two boge
gromshowss npply the farmntand weh
aburndast wggiex throsghout

the waster

Wonderdand of \Wildiife

Jaat off Roste 117 Laceln ix
Drumlin Farss, an agzaran erterpoos
and xasctuary that's hoonwe to dooss of
fares anenials and rescoad creatune

all Irving uader tho watchful wyv of
dedicated Mase Andubos afl Pazk
your car, grab a map of the grourds

ot the acknucaces butkding, and walk
the winding traike to Bind Hil the
Posliry Howe, the Pig Bars, the Gau
Shed, and the Farm Life Comter, whee
all manzer of specwon xre on deplhy,
exgonung shedbor froen the wirter winds
Kads ddight s dose-up escourten
wh thae critters There aro alw miks
of hilong trds e thoow waakeng 10
exploce crop felds, foevsts, ard ponds e
get 1 soenwe berdhwatching

ke o o the authar of s
boot s on New Englend caonne He
e & frequesy contridador te Yaankee
Magcene and NevEnolond coe

>

The groserdn sl SpmaimPobiin-Ulle Fase s
ey 3o avl wdcap wales 2l rlirien

Bhemy avd wlhw roibdnd ronians aew bappy
B b s a1 Doanda Bave.

Appitan Faves W lawwan fas

Gt yuur Rwn T a1 Loabagton
CiovmmnnidlyFasm



Photo ops

‘Tis the season for stunning, snowy captures if you know where to go.

BY DAVE LONG

Ax I've photographed New England over the past 15 years,
I've realived winter |s my seconddavorite time to shoat,
ty & Rpe s o atark to the other three

sensons with their profuse natural color. Focal points aasume
Kreater algnific as foreground and backgr d
disappear. Scones otherwize crowded with many layers
sod tuxtures become minimalist, with very d#eront light
conditions teinging an entirely new leok to every location.

With all these wondarful qualities, why don't me take more
plctures i wintertime? The number one reason la: #'s cold!
Our bedies, our eguipment, and our cars don't like it. Moat of
my dod land I quire litthe

P to the ub 20 you and your camara will be
much bappier in all but the harshest conditiona

12 Jeat Nardh of Bowten

L 1he Ol North Bridge

Whals thes » a popular spot and woy to bad, youll
Bave # all to yormsel i purks weather. A sheet walk
foen the poriang bot 2l the negghbocing O Manse

s 269 Mozsesresk Street in Concnrd will peovade yos
with dazzkag pluee opo frien both edes of the hrulpe
1 peofer sheating weet in the ssomming with the Meuunte
Slaee statow patead = the bk ground. Yoo can't g
wrang with aay typw of camaea or lern

2 he Millream

The =t ol comples s Chadmadond, extabliabad
arca MAE, was rebutk in the vaid-25%0u by the late
Lhird €. Groene Jr., who was Secinsted witk dama,

waterwhwoeds, and malls. Open be the
public at 99 Ml Riced, there is 2 dhcet,
wory widkang puth ascund the heldag
posul. pramnp bosse, mil, waterfall and
siream Thas mate ix beat photographed
lake in the afternoon, when the xun
shmes an the bars-red mill baddings
wnd watestall

s Vort Pickering (Winter
Idand) Lighthouse

Foet Packenng Laghthoase was braalt
m 1871 s part of a three-higlthozse
spetem to devet shup trafie mio Salers
Harboe. With free parking in winter—
stepe xway froen She rocky shordine —
s s 2 enchanting lcakon o sbost
fir thing in the moming, with a
brothoad of conpomtional peoapocts

£ Mum Iand

The North Sharel beovataful bharsier
wlard © part 0 15-minete dove Sven
demmitoan Newburyport Whether you
venture cut on the keed-packed wend
beachex or stick 4o the beardwalks of
tho Parkoer River Nabzored Wikdhfs
Refuge, spectacular st sbouad, from
dures to berds to prastine shorcline
vartza. While the sland wa popule
place for peuple 1o cnich s e,
camerax bove stx IG0-degnow views xl
day darg

5. MotifN\a. 1

Motef N 1, the farne 3oan of
Rockpoet, Mooaachusetts, wie
ursgnially breslt o the 1900w o store

P00 el o

tidhing supplae sed dauly ctcies As

| Bockport gamad sotcowty a0 an artive’

horven, paunterx Soched to the soun to
captese this conmmently Now England
sgght In the nus-reppeng months,

| parksg spote arv ploatiful in tows,
and you e walk secund and nght wp

tn the boos-clad beddag The Late-
afteenoca and exrdyvnoming sy casts
2 disticatly wmtory ghowr va the entire
harbice

6, Fiest Harbor Christmaos
Iree Dory

The cooudad-New England tradzon
of thoating a sl Chrudoe tnow tn a
dory can be spaod = Marblehecad wack

| December. Ample parkarg choss to

WA P T The 00 M s Bbigs
W b el B B B bl W -

o Do 0 Bualy phete of Pudt Mok g
Conpiune e Wi i ol it o vl
SIS wd et e s Ol d

A Fovw Wl oo el -
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5 Perfect Days
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Meandering back roads and plctaresgoe byways
are great reminders that the joumay Itself can be
the bast destination.
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250th Arwiversary of
the American

Revelut

Loyt

& ik

ving the 250™ anniversary of the American Revolution. But

In two short years America will be commemore:

you dan’t have o wast twa years o enjoy 3 regon steeped in American lesiory and hedlage sites,

Fram the first blood =pilled 2t Leskbe's Point in Salern, 1o the opening shots af the Battes of Lexington and
Concord, 1o John Glover and the Marblehead Men who ferried Generad Washington and his troops ascross
the Defaware, the region just north of Boston offers bountdul exploration of the people, events and batties
that shaped the farmation of the United Ststes

ty and the Battle of Lexinglon and Concord, Essex County was the

acting sest of government and played a pivotal roke in the imes. Traveling the Essex Coastal Scenic

In the gap between the Boston Te:

Byway, wisilors can explore the home of the Maritime Allantic trade roules, oferng & window to see how
events n Essex County nfluenced evenls throughaut the world. Explore haw women had fo run not anly
housshakds, but fierms and busnesses whilke the men were swary of sea, and how hoth the local life and
armies were supported by prople who were black, indigenous, Asian and a vanety of other identities.



] nonhofbosto&:rg/zso-?_/

\isit NORTH{ BOSTON
I\ ”~

eat Ma

g

Wass Hamilton
Hon Essex

Wenham

Manchester-by-the-Seas

Rockport

Kaytoord shonouts  Nap 00t £202% Cooge  Tormm  Report & map crror

w

Q@ O



143

< Yankee Magazine @Q

GENERATING [l o
l:!”(::)’| 25«1%6ﬁxltVuﬁaﬂyy_

standard of 08% CTR
in EVERY catagery!

Paid Search: 8.8 CTR
Paid Display: .8% CTR
Google Discover: 1.9% CTR

META Ads:
58.1% Engagement

YouTube:
67.9% watched ads 100%

Posts About Videos Photos More v

Yankee Magazine ©
Apr 27+ @

Have a whale of a time North of Boston, home to some
of the best whale-watching spots in the worid! Each
summer whales migrate to Massachusetts and back to

warmer water when the weather cools, don't miss your
chance to see them while they're here! From April

through October be delighted to the spectacular sights
of the great whales of the North Atlantic, North of

T
Expedia

January-April Campaign

Ad Spend: $29,400

Results: 3.8K
Room Nights Sold in Essex
County resulting in Gross

Bookings of $886,100 9 79 k

Tﬁqfs ik PO( 0;6 3 {o 1? No;zTﬁ TR ' Regional reader

BOSTO T — distribution and
On-line, newsletter and
@ ooz social media CTR of

: > o
"
> . /4 onvention & V Bureau
S ’ " rﬂd(l/ L < &V [
. PLAN YOUR GETAWAY %

HEARST

Holidays, Winter and
Early Spring Campaign

Engagement &
Click Thru Rates: 28 %

Compared to an average
rate of 8%
Highest performance
of all Hearst campaigns
year to date

Instagram -
Giveaway <

Single-Day °~

Engagement

led to fes
=

comments & /B

1317
1577 8

likes

b,

ek ||
-l




FORGING CONNECTIONS

EDESTINATION

MASSACHUSETTS S EAST

visitma.com

THE

THE e jilerc Smartess  BOSTO %

ks ARG oY matins usoveid NewEnglandMeetingSites.com
s Now England Society of CVBs

PMaNE  AVSYTA

EXPO ssssssssssssssssssssssssss

ABA ) »& .. MA
AMERICAN BUS ASSOCIATION OMC NeWEngland

BETTER TOGETHER

We attend many events and conferences

throughout the year in order to personally

Vefnot (( and generate referals




NORTH{BOSTON;

Destinations East October 22-24, 2024
Smart Meetings October 28-29, 2024

Ontario Motorcoach Association Marketplace
(OMCA) November 5-7, 2024
American Bus Association Marketplace
(ABA) February 3-6, 2025

@ MASSACHUSETTS
visitma.com



NORTH{BOSTON;

Travel Industry Events and International Shows

Brand USA Travel Week Oct 20-25, 2024
North of Boston Tourism Industry Awards Nov 14, 2024
North of Boston Tourism Summit Jan 24, 2025
MA Governor’s Conference March 18-19, 2025
Discover New England Summit April 7-9, 2025
Brand USA’s IPW June 15-18, 2025

@ MASSACHUSETTS
visitma.com



FAM Tours

By introducing writers,
influencers and travel trade
partners to the region, we:

* Educate the travel industry
AND the traveling public

{cp
Brand USA Mega FAM
Italy & Switzerland

¢ Generate fresh, fun content
and earned media

* Keep North of Boston top
of mind for travelers
around the world!

Discover New England
with 14 international tour operators
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TOURISM MARKETING Gupporting 33

GRANTS R YR
$100,000

Over the last 5 years the 380,000

CVB has partnered with

>{00 (ocal member $60,000

busutesses by awarding more

than 3302k In tourism $40,000

marketing grants to promote

their business, destination $20,000
and events.

Members are eligible to apply for Tourism Marketing FY20 FY21 FY22 FY23 FY24
Grants to bolster their tourism marketing programs.




“waa Marblehead Museum
wov Just now - Q

An updated self-guided walking tour of
historic Marblehead is available at the
Museum, 170 Washington Street, and online
at https://marbleheadmuseum.org/wp-
content/uploads/2024/11/
B9.13.24-2024-11x17-Mhd-walking-tour-
map-for-MMus-w-NoBMoT T.pdf

Thanks to North of Boston for supporting this
project. #VisitNorthofBoston and #VisitMA

. | L

Discover Gloucester eee X
Sponsored - Q

Looking for the perfect winter destinatio... See more

L A NN
CIDER HILL FARM

AWARDEWINNING CIDER DONUTS

MADE DAILY INsHISTORIC-AMESBURY, MA

4N
.

CIDE r HILL

T ARM

MASSACHUSETTS

NORTH 5
BOSTO!

DISCOVER

(;l()ucestel‘ MASSACHUSETT‘S

visitma.com

\/isit NORTH+{ BOSTON

Funded, in part, by the Massachusetts Office of Travel & Tourism.

discovergloucester.com

. . Learn more
Plan Your Visit



i Olde Ipswich Tours
Published by Jean Moss
©
- October 11- 3

Looking to experience autumn in New England? Join us for a gourmet travel adventure packed
with delicious food, stunning foliage, and plenty of fun!

https://ipswichtours.com/.../autumn-in-new-englands-villages

#VisitNorthofBoston #VisitMA

OPEN DAILY - AMESBURY, MA

CIDER HILL FARM

CHRISTMAS TREE STAND & FARM STORE

. COME EXPLORE
¢ witn us!

fﬁ’ —_

0
AUTUMN IN
NEW ENGLAND
THIS FALL!

\ GOURMET
TRAVEL
EXPERIENCE

atithis

MASSACHUSETTS

visitma.com

DISCOVER

( ;I()uc.cstc
 \lisit NORTH:( BOSTON

MASSACHUSETTS

visitma.com

Funded, in part, bty the
Massachusetts Office of
Travel and Tourism.

Olde Ipswich Tours m

Visit NORTH{{BOSTON wm

@ MASSACHUSETTS A .
visitma.com

1 by the Massachusetts Office of Travel & Tolism



LOOKING FORWARD

lwest $553,725+ lwest

In Digital Advertising in key markets i n S E :
(VLV%‘: $ 8 8 O O O + Marketing to keep the CVB and
!

it's members front of mind in
In key international markets all search results while growing

y rd $] O O | O O O . website traffic.
Ie T011r:11 Marketing Grants (VLV%t $ 6 O : O O O <+ / yea Y

In developing marketing creative across all our

(W . . latforms that inspires travel to the region.
D 667[9 ( Distripute : P g
] 2 5 O O O + Annual Destination Guides

’




Thanks to North of Boston programs and events, we have connected
successfully with a vibrant north of Boston business network, to local

and regional media, and to the data and other analytics that are vital

to succeeding in today’s competitive, complex and social media driven
business environment. Thank you North of Boston! We wouldn’t have been
chosen as the Best of New England by Yankee Magazine without you!

WANT THESE RESULTS?

=i



HOW WE WORK WITH YOU
Education ‘15@1;:

& Networking Opportunities

Prometion

via our Platforms

* Visitor Guide Listing
FREE with option to upgrade

NorthofBoston.org Listing
FREE with option to upgrade
to Enhanced

Online Calendar Listings
FREE Event Listing

Placement in the Maria Miles
Visitor Center (350K+ visitors
annually)

Sharing your events and happenings
on our social media channels

Our staff continuously advocates
for our members building aware-
ness and generating leads

Advertisi

& Sponsorship Opportunities

* Ad opportunities on
Northofboston.org

Visitor Guide Ads

Annual Meeting & Awards
Dinner Sponsorships

Annual Tourism Summit
Sponsorships

Consumer E-blasts

Member to Member E-blasts
Dedicated Posts on Social Media
Cooperative Advertising

Visitor Welcome Center
Advertising

Annual Tourism Summit
Expert speakers & presentations
to help you navigate the
tourism market

Sales Meetings

Connect with members, build
relationships, and receive sales
leads directly from Tradeshows

attended by the CVB

Networking & Educational Events
Supporting and connecting
members throughout the year

Virtual Programming
Special educational seminars to

help you grow your business

Member E-Newsletters
Stay informed about the MA
tourism landscape




NORTH{BOSTON,

North of Boston CVB
Digital Updates

Mike Sperling
Sperling Interactive




North of Boston
2024 Year in Review




New Website Launched

\1911\-0”".{3057051 Mectiogs CroupTows  Wecdings & Events FeeCude  CemmgHere  Blog e

ACCOMMOOATIONS ~ THNGSTODO  FOODADRWK CALENOAR TINERARIES

Plan your visit to

Nerth of Poston

Massachusetts today!

Celebrating the American
Revolution's 250th
Anniversary

MA
@

Locat Bescurces

[ — i The Hotel at Cape Aan Marina
Music Theore 8 s
Oundzors & ecremtin
snoseiny

s  Tamporation

[
Crunes

North Shore Music Theatre

Weddings & Events

STASTPLANMING TODAY

(Sl NORTH{(BOSTON ~ meives  couptoms

O T - )

ACCOMMODATIONS ~ THNGSTODO  FOODADRWK CALENOAR CIMSATOWNS (TINERARIES ABOUTARESOURCES

Py —

Accommodations

Locations

Amesbury, MA
Andover, MA
Beverly, MA
Boutors, MA
Danvers MA
Essex, M
Georgetown, A
Gloucester, MA Fairfield Inn by Marriott
Graater Boston, MA Baston Wobum/Burtington
Groveland MA
Hamitton MA
Havermil A
Ipawich, MA
Lawrence, MA

Lynn, A
Lynntield MA

Manchester-by-the-5e3, MA

Addison Choate Boutique
Motel

Salem MA
Saladury MA
Saugus, HA
Swamprcatt, MA

Hampton Inn Haverhill

Az 's Qs ST

‘Wylie Conter & Tupper Manor
at Endicott College

Topsfield, MA
Wanham, A

Wast Newbury MA

\ISINORTH{BOSTON ~ Metns  Gowioun  Weddombbns  FueCude  Comnghon  on ()

ACCOMMODATIONS  THINGSTODO  FOODADRINK CALENDAR CTIESSTOWNS (TINERARSES ABOUT&RESOURCES

P ———

Peauport Hotel
Glovcester

Overview Meetings. Groups ‘Weddings & Events.

° Gloucester, MA N
a0 99

> [

& infombesuporthotel com

D Vise Website i ¥ T
= J M swee o gy
FX0 ~
e
e O
° L
-
e e

spe

rlin

insight to impact

g.



MA250

ViSit NORTH{(BOSTON ~ Mesins  GowTows  Veddngsawns  FoeGode  Couimghee  Blg ()

ACCOMMODATIONS THINGS TO DO FOOD & DRINK CALENDAR CITIES & TOWNS. ITINERARIES ABOUT & RESOURCES

Fort Sewall
Marblehead

250t Arwiversary of
the American
Revofution

ocal
Asian and a variety of other identities.

Museum of Old Newbury

Newburyport

B sperling.

insight to impact



2024 Website Statistics




I Website Users

2024

259,382

2023 2022 2021 2020 ZAONRS

238,358

219,092

192,575

122,851

136,533

+8.82% +18.39% +34.69% +111.14% +89.98%

sperling.



I Website Session Sources

C;rganic Paid Search Referral
earch
139,424 38,666 33,696 26,585 17,850
. . Organic
17,266 13,274 2,266 1,199

=
=

sperling.




I Website Pageviews

2024 514,481

2023 2022 2021 2020 ZAONRS

471,561 409,235 370,113 245 117 293,757

sperling.




I Website Visits by Location Domestic

1. Massachusetts 6. Virginia

2. New York /. Georgia

3. Connecticut 8. Ohio

4. Florida 9. Pennsylvania

5. New Hampshire 10. North Carolina

sperling.




I Website Visits by Location International

1. Canada

2. United Kingdom
3. India

4. Germany

5. Ireland

6. Hong Kong
/. China

8. France

9. Brazil

10. Japan

sperling.



TTSE Get Campaign

The North of Boston Region was awarded a $1,000,000

Travel and Tourism Season Extension grant to promote

the region from November until April from 2023 through
2025. The region is defined as North of Boston and the

Merrimack Valley.



Get Campaign Landing Page

] \al
a@xmm é\“:(f%; m?;? 244.335

REGION

Discover all there is to see and do in our quintessential New England corner, where year-round discovery
awaits. Below is a handpicked selection of top spots for dining, shopping, activities and accommodations.
Dive in and experience a lively array of attractions across the Greater Merrimack Valley and North of Boston
area.

ACCOMMODATIONS THINGS TO DO DINING SHOPPING EVENTS EXPLORE MORE

Accommodations

Find the perfect place for your stay, whether you're seeking a
family retreat, romantic getaway, or solitary escape.

- = - AT SR B O\ .V EBE T

sperling.

insight to impact




I Get Campaign Video Ads

50% 715%

Views Completion § Completion

5,219,911  83.25% 75.43%

100%
Completion

71.47%

|||||||||||||||



I Get Campaign Search Ads

538,781 66,266 12.3%

Looking for Average of 1% - 1.5%

{

|||||||||||||||



I Get Campaign Display Ads

6,594,557 128,921 1.96%

Looking for Average of .1% - .35%

{

|||||||||||||||



I Get Campaign Demand Gen Ads

5,966,499 136,884 2.29%

Looking for Average of .1% - .35%

{

|||||||||||||||



I Get Campaign Meta Ads

2,323,190 39,370 1.70%

Looking for Average of .1% - .35%

{

|||||||||||||||



NORTH{BOSTON;

Morning Plenary Session

Leveraging Cultural Districts and the Creative Economy to
Put Heads in Beds Year-Round

Panelists:

Elizabeth Carey, CEO of the Rocky Neck Art Colony and Cultural District
Carolyn Cole, Special Projects Manager for Advancement, Mass Cultural Council
Erin Padilla, Executive Director of Creative Haverhill and Riverwalk Cultural District
LaCrecia Thomson, Arts & Culture Planner, City of Lynn and Lynn Cultural District
Erin Truex, Executive Director of Beverly Main Streets and Arts Beverly

@ MASSACHUSETTS
visitma.com




NORTH{BOSTON;

Massachusetts 250 Updates

Sheila Green, MA250 Coordinator
Massachusetts Office of Travel & Tourism

Essex County 250 Updates

Ryan Conary, Program and Event Manager
Essex Heritage

@ MASSACHUSETTS
visitma.com



Massachusetts Office of Travel & Tourism
North of Boston
Annual Tourism Summit

January 24, 2025

Kate Fox, Executive Director
kate.fox@mass.gov

Sheila Green, MA250 MA @

Sheila.green@mass.gov <P -‘ MASSACHUSETTS
-.’

visitma.com

TEAM

Leading Future Generations.

MAURA T. HEALEY
KIM DRISCOLL

YVONNE HAO

DEVELOPMENT




MASSACHUSETTS MA

visitma.com 25.

Use the Semiquincentennial of the American Revolution
to promote Massachusetts as an exceptional place to live,
work, and visit

Commemorate the history of the American Revolution in
Massachusetts through partnerships with non-profits,
communities, historic sites, museums, National Parks, and
state parks

Celebrate the amazing future in Massachusetts - a future
built on 250 years of innovation and independent thinking

Share untold stories, and use Massachusetts 250 as an
opportunity to reframe the telling of our history

Statewide engagement with public and private partners and
residents

MA250 FY26 Grants to be announced in 2025.




@ MASSA_C.HUSETTS .MA
visitma.com -.,‘

%

Target Participants: Massachusetts Museums

*

Objective: Establish Massachusetts museums as key

destinations for commemorating the 250th anniversary
of the American Revolution by showcasing \
Revolutionary-era items, stories, and programs through | :
a unified marketing campaign.

* Detail: This initiative provides a comprehensive
promotional framework for museums, encouraging
collaboration and amplifying shared narratives to
engage visitors and enhance the commemoration.

* How to GetInvolved: Please submit your unique
experiences and promotions for inclusion in our
website calendar, social media, consumer newsletters,
and media promotion efforts. ’



@ MASSA‘C.HUSETTS .MA
visitma.com -.,.

) o

Target Participants: Hospitality and Tourism Partners

%

Objective: Encourage and inspire fun and engaging
celebrations of Massachusetts' 250th anniversary.

* Detail: These events aim to engage residents and
visitors in various fun and educational experiences
(e.g., themed dinners and drink menus, guided tours,
workshops, community celebrations, and more.)

* How to Get Involved: Please submit your unique
experiences and promotions for inclusion in our
website calendar, social media, consumer newsletters,
and media promotion efforts.




MASSACHUSETTS MA

visitma.com 25‘

Target Audience: Stakeholders, Tourism Industry
Partners

Objective: Generate excitement, support, and
engagement for the Massachusetts 250
commemoration and programming.

Detail: Topical, virtual information sessions featuring
30-minute speaker presentations (e.g., scalable
celebrations, celebrating collections, restaurant
participation), followed by 15 minutes of Q&A.

How to Get Involved: Nominate a speaker and help
spread the word.




MASSACHUSETTS MA

visitma.com 25.

* 250 Talks will feature thought leaders and innovators e ——
commemorating the past and exploring what's next in e ~—*~': &
2025 VISIT MASSACHUSETTS 88

* Anew exhibit on democracy & science at the Museum of —— ' ==
Science

* The MFA is embracing Museums 250 in 2025 and will be
announcing a new America’s Revolution in 2026.

* Bunker Hill Reenactment in June 2025 in the Gloucester
impacting the Essex National Heritage Area

* Knox Trail Reenactment from Great Barrington to
Boston in January — March 2026

* National Park Service trails and programming inthe 10
parks that feature Revolutionary history across
Massachusetts




@ MASSA'C'HUSETTS .MA
visitma.com -.,.

Our Corporate Sponsorship Matchmaking

Program connect attractions, museums, nonprofits, and
tourism partners with companies eager to support
Massachusetts 250 programming and storytelling.

By sharing your sponsorship needs, we’ll work to match
you with potential corporate partners that align with your
goals.

Our goal is to provide corporations with funding needs
for consideration. We cannot guarantee funding.




@ MASSA'C'HUSETTS .MA
visitma.com -.,‘

Events:

) T Massachusetts250.org/events/
y ‘
AT ® Attractions:

Massachusetts250.org/attractions/

MASSACHUSETTS250.0RG

13



@ MASSA_C'HUSETTS .MA
visitma.com -.,‘

Sheila Green

. - Coqrdlnator, Massachusetts 250
sheila.green@mass.gov
AR
o

MASSACHUSETTS250.0RG

13
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MASSACHUSETTS
visitma.com

THANK YOU!




Essex Heritage ... oo

HERITAGE AREA




Essex County in the American Revolution

General Gage moves government from Boston to Salem - early summer
1774

First MA Provincial Congress met in Salem - Oct 7, 1774
Early confrontation: Leslie’s Retreat - Feb 26, 1775
Battle of Lexington & Concord - April 19, 1775

Battle of Bunker Hill - June 17, 1775

N

ESSEX NATIONAL
HERITAGE AREA




Essex County Revolution 250 REV2Z .0

ESSEX COUNTY, MA

REVOLUTION

Massachusetts Revolution 250 250

M A 2 5 O MOMENTS THAT CHANGED THE WORLD.

America 250
AMERICA

250

Local Partner Organizations

A‘A

ESSEX NATIONAL
HERITAGE AREA




EssexHeritage.org/Rev250 REV2 '0

ESSEX COUNTY, MA

Resources
Projects
History

Events

AVE

ESSEX NATIONAL
HERITAGE AREA

“‘

About Projects

History
ESSEX NATIONAL
HERITAGE AREA

ESSEX COUNTY REVOLUTION 250

"Repulse of Leslie at'Old North Bridge" Lewis Jesse Bridgman (LOC)

N

Welcome!!

Essex County Revolution 250 is an initiative of Essex Herita
Rev250 and dozens of regional museums, heritage sites, al

REVOLUTIONARY VOICES

PROFILES FROM ESSEX COUNTY, MASSACHUSETTS

ESSEX NATIONAL
HERITAGE AREA

ESSEX COUNTY REV250 READING LIST



Reassessing the American Revolution

REV250)

ESSEX COUNTY, MA @

“»

“Re-Examining the American Revolution Through Multiple Local

Lenses”

o Black (free and enslaved)
o Women
o Indigenous

Who won freedom? Who gained liberty?

/

ESSEX NATIONAL
HERITAGE AREA

Printing of Declaration of Independence with runaway enslaved person ad 1776: Essex Gazette July 16,1776
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Trails & Sails Rev250 Events REV2 '0

ESSEX COUNTY, MA

e TrailsandSails.org

e Dozens of free events through September 29

TRAILS
&SAILS

ESSEX NATIONAL HERITAGE AREA

A‘A

ESSEX NATIONAL
HERITAGE AREA




Want to get involved? REV2 '0

ESSEX COUNTY, MA

Trails and Sails

Events

Quarterly Meetings

Partnership Grants

Battle of Bunker Hill reenactment — June 21-22, 2025

And more!

A‘A

ESSEX NATIONAL
HERITAGE AREA




Follow us! Get in touch. REV2 '0

ESSEX COUNTY, MA

o @EssexHeritage (FB & IG)

o Essexheritage.org; Essexheritage.org/rev250

o Email —info@essexheritage.org

A‘A

ESSEX NATIONAL
HERITAGE AREA
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The Big Picture:
Essential Workshop Takeaways

Simple Strategies for High Impact Marketing

Ray St. Amand
Sperling Interactive

@ MASSACHUSETTS
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Simple Strategies for High-Impact
Marketing in 2025

Leverage Al, Paid Media, Content, and Partnerships
for Steady Growth # #



The State of Digital is Changing

The customer journey is shifting as
Al, search, and social transform the
way businesses are found and
researched.




Brand & Content Audits

Ensure your brand and content align

with search engines and Al as well as

your audience — audit for accuracy,
relevance, opportunity, and visibility.

—
—
—
e 4

Audit your brand across all channels

Audit the content on your website

Repurpose old content instead of creating new
Find new content opportunities based on search
volume/trends




Artificial Intelligence

With so many Al tools out there, it is
hard to harness all of them effectively
and ethically.

- Try out different tools & don’t over do it
The key to the best output is the details in your prompt
- Think of ways to utilize Al on websites

\




Paid Media

Endless paid media options exist, but the true power
lies in leveraging cost-effective channels to amplify
your messaging to the right people.

Consider Google Things to Do Ads or Hotel Ads
Consider Demand Gen to promote content
Utilize Facebook Event Ads

Test out Iinstant experience ads on Meta

2K 2




Thank youl

sperling.

% i

Ray St. Amand

Director of Marketing Operations
https://www.linkedin.com/in/raysaintamand/

9783041730
ray@sperlinginteractive.com
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The Big Picture:
Essential Workshop Takeaways

International Travelers: What to Know
and How to Attract Them

Casey Canevari
Brand USA

@ MASSACHUSETTS
visitma.com



Januar)’/,\fOZT -




£ R

4 =

« il Lo "Frd‘ﬁ‘r".i.‘







Brand USA

usA

Travel & U.S. TRAVEL

Tourism

VisitTheUSA.com
ASSOCIATION-®

Brand USA

PROMOTION .

POLICY
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usA

VisitTheUSA.com

Brand USA

Where
Brand USA Regional DMOs
Fits In

State DMOs

Local DMOs



Brand USA

Brand USA Economic Impact

L Iy

je4 | Over the past 11 years (FY13-FY23), Brand USA’s
marketing efforts have generated:

8.7 MILLION incremental visitors

$28.8 BILLION incremental spending

Over 36,800 incremental jobs
on average supported each year

$8.3 BILLION in federal, state, and local taxes ‘ii’

Nearly $63 BILLION in total economic impact




State of

International
Visitation - | .




U.S. Inbound travel forecast to surpass pre-pandemic levels in 2025

Visitation in millions

927 95.5
87.4
79.4 76.9
66.5
50.8
22.1
] l I
2019 2020 2021 2022 2023 2024 2025 2026 2027

Source: Tourism Economics, July 2024.



Brand USA

Impact of Top 12 Markets

80% of visitation comes from:

Canada
Mexico
United Kingdom
Germany
India

Brazil

South Korea
France
Japan
China

Italy
Australia

Source: Tourism Economics, February 2024



Brand USA

Important Considerations for Destination Selection

Safety is the most important personal consideration when selecting a vacation destination.

(% Extremely Important & Important)

Feeling safe and secure during the entire trip

Resting and relaxation

Increasing my knowledge/understanding of other cultures
Seeing the world's most unique attractions

Satisfying my sense of adventure

Connecting with nature

Engaging my children in activities that are specialised for them
Pursuing personal hobbies/passions

Keeping fit/engaging in physically active recreation

Indulging in upscale/luxury experiences

Staying within my comfort zone

Source: Brand USA 2024 Market Intelligence Survey

R

75%

72%

R ¢

63%

R 3%

49%

49%

47%

46%

41%

Q: On ascalefrom1to 5, how important are the following personal considerations to you

when deciding where to go on an international overnight leisure trip?
Base: Total respondents, N=25,179



United States: Characteristics

The United States is described as diverse, energetic, and trendy.

Open-minded

Culturally immersive

o
Arrogant E n e rg etl C " Relaxing

Creative Overczwx?gventurous !:rlhendly

Sophisticated

: Welcoming
2= Trendy “*

Forward-thinking

' Q: Based on your perception, even if you have never visited, please select which of the
Source: Brand USA 2024 Market Intelligence Survey following characteristics best describes the USA? Base: Base: Total respondents, N=25,179



Brand USA

2024 Year to Date Overseas Arrivals

United Kingdom 2,590,065 4%

India 1,554,020 30%
Germany 1,292,854 12%
Japan 1,202,620 34%
Brazil 1,200,311 22%
France 1,160,172 10%
South Korea 1143,634 12%
China 1,121,562 61%
Italy 756,667 18%
Colombia 673,128 20%
Australia 653,460 10%
Spain 597,674 14%
Argentina 465,622 16%
Netherlands 421,483 12%

Dominican Republic 342,499 1%




Travel & Tourism Spending
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Brand USA

United States: Top 15 States and Territories of Interest

California, New York, and Florida are the top three states travelers are most interested in for a future overnight leisure trip to
the United States, with Massachusetts securing a spot among the top 15.

California
New York
Florida
Hawaii
Washington, D.C.
Texas
Washington
Alaska
Colorado
New Jersey
Arizona
Nevada
Georgia
Louisiana

Massachusetts

Source: Brand USA 2024 Market Intelligence Survey

Q: Please select which of the following U.S. states and territories you are interested in
visiting on a future overnight leisure trip to the USA.
Base: Respondents likely to visit the USA sometime in the future, N=23,693



Brand USA

United States: Top States and Territories of Interest — Northeastern States

Looking specifically at the Northeastern states, New York, New Jersey, and Massachusetts are the top states of interest.

New York

Pennsylvania _ 4%

New Hampshire

Connecticut - 3%

Maine

Rhode Island

Vermont - 3%

Source: Brand USA 2024 Market Intelligence Survey

7%

9%

42%

Q: Please select which of the following U.S. states and territories you are interested in
visiting on a future overnight leisure trip to the USA.
Base: Respondents likely to visit the USA sometime in the future, N=23,693



Future USA Leisure Trip: Number of Cities Visited

Travelers are likely to visit multiple cities on their future trip to the USA.

53%

21%

15%
1%

One city 2 to 3 cities 4 or more cities | have not decided yet

Q: How many U.S. cities do you plan to visit on a future overnight leisure trip to the USA?

Source: Brand USA 2024 Market Intelligence Survey Base: Respondents likely to visit the USA sometime in the future, N=23,693;



Future USA Leisure Trip: Activities

Top activities on a future USA trip include shopping, visiting state/national parks, history/heritage attractions, and visiting
famous landmarks seen in movies or TV shows.

SJeeerjte . Wyp
State/national parks | I 45%
History/heritage attractions | EEm———S R 43%
Visiting famous landmarks seen in movies/TV [N 39%
Amusement/water parks [ RGN 36%
Art/History/Science museums [ GG 36%
Outdoor/adventure activities [ NG 34%
Culinary experiences [ NG 33%
Nightlife [ NG 30%
Zoo/aquarium  [HINENEGEEEEEE—_— 29%
Live music/concerts/performances [IIIINIININGGEEEE 27
Visit family and friends [N 2%
Wineries/Vineyards [ GGG 18%
Professional sporting event | NN 8%
Non-professional sporting event | NENRGTENEGEGEEEE °%

Q: Which of the following activities would you be interested in participating while travelling in the USA during

Source: Brand USA 2024 Market Intelligence Survey your future overnight leisure trip? Base: Respondents likely to visit the USA sometime in the future, N=23,693
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WANT T0 BE FEATURED

\
SEND US YOUR CONTENT! ,,

WE ARE ALWAYS ACCEPTING

* Image and video assets for social media
promotion.

« Episodic video assets for our streaming channel.

WHAT WE LOOK FOR

« Story arc. The storyline must have a concrete
beginning, middle, and end for viewers to
follow, as well as engaging emotion through
drama, conflict, fun, or comedy.

 Builds a unique sense of place by featuring
cultural elements such as food, music, sports,
tradition, or other attributes

 Motivates a viewer to say: “| want to go do that
thing, in that place, with those people!”




Social Media Inclusion

Want to be featured?

ag @VisitTheUSA to share your story
VisitTheUSA
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VisitTheUSA .com Destinations Itineraries Resources Events
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$~§’§ton and the,Md!v.'rr‘mack
History, Nature and Culture in Massa
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. i

Itineraries Resources Events

Venture just north of Massachusetts’ largest cit |

SR L BOSTOMN ! e some surprising highlights.
From the birth of the USA to the writing of some of the most influential novels of all time, ¢
fascinating stories are waiting to be discovered here. Get inspired ot Walden Pond in the p —— .

Valley, follow in the footsteps of American Revolutionary War heroes in Lexington and Con °
< and spend dreamy afternoons ambling down friendly streets of towns such as Salem, Ipsw
*
Discover Massachusetts’ historic communities, New England

cuisine and water adventure on a fun North of Boston
- vacation.

Located just 30 short minutes from husetts, otherwse

< known os t orth ©
multitude of guoint histork

Boston region

oritime culture. And with o

ommunities to explore, I'm preg 3 vocation in the North o
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What does the trade team do?

Maintains relationships with trade partners

- Travel agents, tour operators, OTAs, airlines, receptives,
Visit USA Committees

Provide opportunities for our U.S. partners to engage
with the travel trade

Educate our U.S. partners on key international markets

Conduct in-market tour operator campaigns

Bring key travel trade to the USA to experience it first-
hand

Train and educate the travel trade on the USA

Product development




GLOBAL REPRESENTATION IN 20 MARKETS

— ASIA
o - s China
£ - Shanghai
o P A B ‘d-‘i St - ' .
= THE NETHERLANDS s AL It o SO India
WOXEMBOURG | AP Tyt N T, New Delhi
s'&cium, AP R B
g 26 uMTED 4 i ,," g ek G Japan
. KINGDOM & Tokyo
' IRELAND ; e
SWITZERLAND .’.;‘L ’ South Korea
FRANCE S8
SPAIN T Seoul
THE AMERICAS R < R Southeast Asia
Mexico EUROPE "““ o SOUTH KOREA Tai Pei
Mexico City United ngdom/lreland L 4 '"*'WA” Singapore
MEXICO T London '- “ HONG KONG
Brazil SO Y
S&o Paulo PERY o Germany, Austria, & Switzerland ‘
Munich sumanone\
France Italy
Paris Milan OCEANIA
Australia
Benelux Spain & New Zealand
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Brand USA

Brand USA Opportunities

Increasing connections with Increasing destination Additional B2B and B2C
the travel trade knowledge exposure

¥
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BRING PARTNERS TOGETHER IDENTIFY FOGUSED

OBJECTIVES, MARKETS,
TO MAKE A BIGGER SPLASH TIMING AND SCOPE
fin

BUILD UPON ESTABLISHED LEVERAGE IDENTIFIED BRAND

TRADE PRESENCE TO SHOW USA PROGRAMMING TO
PROXIMITY MAXIMIZE VALUE
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Top 4 Take Aways

= =

=

Utilize the Data

Send your
content to Brand
USA

Engage with the
travel trade
teams for
exposure

Collaborate




VisitTheUSA .com

THANK YOU

CONNECT WITH‘J“US

§ @BRAND USA

E

@BRAND

USA X@BRAND’USA'

& TheBrandUSA.com
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The Big Picture:
Essential Workshop Takeaways

Elevate Your Digital Communications:
Top 10 Trends for 2025

Angela Prout & Marnely Murray
Shored Up Digital




Top 10 Trends for 2025

Trend #1: Smart Use of Al
Trend #2: Short Form Video Domination
Trend #3: Voice Search Optimization
Trend #4. Authentic Influencer Collaborations
Trend #5: Sustainable & Ethical Marketing
Trend #6: Immersive Content with Augmented
Reality and Virtual Reality
Trend #7: User Generated Content
Trend #8: Social Commerce & Shoppable Content
Trend #9: Community Focused Social Platforms
Trend #10: Mobile-First Strategies

SHORED UP DIGITAL
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Keynote:
Tourism, Arts & Culture,
and the Future of Resilience

Harold Steward, Executive Director
New England Foundation for the Arts

@ MASSACHUSETTS
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In Culture We Trust

Thrive In ’25: Tourism, Arts & Culture
and the Future of Resilience

North of Boston Tourism Summit
1.24.25



Harold Rosa, Bare Skin



Art as Applied Social Science concerns itself with the psychological
wellbeing and social welfare of individuals, communities and society.



Psychological well-being refers to the state of feeling good and functioning effectively
in various areas of life.



It encompasses several dimensions, including:

Emotional Well-Being: Experiencing positive emotions and life satisfaction, including happiness,
contentment, and fulfillment.

Psychological Functioning: The ability to manage stress, make decisions, and cope with challenges,
reflecting resilience and adaptability.

Self-Acceptance: Having a positive regard for oneself, accepting one’s strengths and weaknesses, and
maintaining a realistic self-image.

Purpose in Life: Feeling that one has goals, direction, and meaning in life, contributing to overall
motivation and engagement.

Positive Relationships: Establishing and maintaining fulfilling connections with others, fostering a sense of
belonging and support.

Autonomy: The ability to make independent choices and decisions, reflecting personal control over one’s
life.



Social welfare refers to a system and set of programs and services designed to promote
the well-being of individuals and communities, particularly those who are vulnerable It
encompasses a wide range of initiatives aimed at improving the quality of life and
providing support to various populations.

Social welfare systems can vary significantly between countries, reflecting different
cultural values, economic conditions, and political priorities. The overall goal of social
welfare is to enhance individual and community well-being, promote social justice, and
reduce inequality.



Social sciences are a group of academic disciplines that study human society and social
relationships. They explore various aspects of human behavior, interactions, and the
structures that influence them.



The main social sciences include:

Sociology: The study of society, social institutions, and social relationships, analyzing how societal
structures and cultural norms shape behaviors and interactions.

Psychology: The scientific study of the mind and behavior, focusing on individual mental processes,
emotions, and social interactions.

Anthropology: The study of humans, human behavior, and societies, both past and present, including
cultural, social, linguistic, and biological aspects.

Economics: The study of how individuals, businesses, and governments allocate resources and make
decisions regarding the production, distribution, and consumption of goods and services.

Political Science: The study of political systems, government structures, political behavior, and the
theoretical and practical aspects of politics and policy-making.

Geography: The study of places, environments, and spatial relationships, examining how human activity
and physical landscapes interact.



History: The study of past events and their impact on societies, cultures, and human behavior, providing
context for contemporary social issues.

Communication Studies: The examination of how information is transmitted and received through various
mediums and the impact of communication on societal interactions.

Social Work: Although often seen as a practice-oriented field, it incorporates social science principles to
address social issues and support individuals and communities.



Tourism is the activity of traveling to and staying in places outside of one’s usual environment for leisure,
business, or other purposes. It encompasses a wide range of experiences and services associated with
these activities.

Types of Tourism:

Leisure Tourism: Travel for relaxation, enjoyment, and recreation, such as vacations and holidays.

Business Tourism: Travel for work-related purposes, including meetings, conferences, and corporate
events.

Cultural Tourism: Visiting destinations to explore different cultures, arts, and heritage.

Ecotourism: Responsible travel to natural areas, focusing on conservation and the well-being of local
communities.

Adventure Tourism: Engaging in outdoor and adventurous activities, such as hiking, climbing, and extreme
sports



Impact of Tourism:

Economic Impact: Tourism can significantly contribute to local economies by generating revenue,
creating jobs, and supporting local businesses.

Cultural Impact: It can promote cultural exchange and understanding, but it may also lead to changes
in local customs and traditions.

Environmental Impact: Tourism can both positively and negatively affect the environment, leading to
conservation efforts or contributing to issues like pollution and habitat destruction.



ANIMATE
INFORM
INFLUENCE
EXPRESS
ENGAGE

ARTS and CULTURE make change happen

PEOPLE PEOPLE PEOPLE
KNOW THINK & FEEL DO
HOW KNOW-HOW CHANGE
PEOPLE : & RESOURCES : THAT IS
: COMMUNICATE : : LASTING
\/ A\ \
awareness deliberation values social capital participation systems
understanding dialogue motivation leadership mobilization physical
media vision creative skills conditions
civic engagement access

ﬁ— Animating SRl
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A Program of Americans for the Arts



WWW.N



	Slide 1
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14
	Slide 15
	Slide 16
	Slide 17
	Slide 18
	Slide 19
	Slide 20
	Slide 21
	Slide 22
	Slide 23
	Slide 24
	Slide 25
	Slide 26
	Slide 27
	Slide 28
	Slide 29
	Slide 30
	Slide 31
	Slide 32
	Slide 33
	Slide 34
	Slide 35
	Slide 36
	Slide 37
	Slide 38
	Slide 39
	Slide 40
	Slide 41
	Slide 42
	Slide 43
	Slide 44
	Slide 45: North of Boston 2024 Year in Review
	Slide 46: New Website Launched
	Slide 47: MA250
	Slide 48: 2024 Website Statistics
	Slide 49: Website Users
	Slide 50: Website Session Sources
	Slide 51: Website Pageviews
	Slide 52: Website Visits by Location Domestic 
	Slide 53: Website Visits by Location International 
	Slide 54: The North of Boston Region was awarded a $1,000,000 Travel and Tourism Season Extension grant to promote the region from November until April from 2023 through 2025.  The region is defined as North of Boston and the Merrimack Valley.
	Slide 55: Get Campaign Landing Page
	Slide 56: Get Campaign Video Ads
	Slide 57: Get Campaign Search Ads
	Slide 58: Get Campaign Display Ads
	Slide 59: Get Campaign Demand Gen Ads
	Slide 60: Get Campaign Meta Ads
	Slide 61
	Slide 62
	Slide 63
	Slide 64
	Slide 65
	Slide 66
	Slide 67
	Slide 68
	Slide 69
	Slide 70
	Slide 71
	Slide 72
	Slide 73: Essex Heritage
	Slide 74: Essex County in the American Revolution
	Slide 75: Essex County Revolution 250
	Slide 76: EssexHeritage.org/Rev250
	Slide 77: Reassessing the American Revolution
	Slide 78: Trails & Sails Rev250 Events
	Slide 79: Want to get involved?
	Slide 80: Follow us! Get in touch.
	Slide 81
	Slide 82: Simple Strategies for High-Impact Marketing in 2025
	Slide 83: The customer journey is shifting as AI, search, and social transform the way businesses are found and researched. 
	Slide 84: Ensure your brand and content align with search engines and AI as well as your audience — audit for accuracy, relevance, opportunity, and visibility. 
	Slide 85: With so many AI tools out there, it is hard to harness all of them effectively and ethically.  
	Slide 86: Endless paid media options exist, but the true power lies in leveraging cost-effective channels to amplify your messaging to the right people. 
	Slide 87
	Slide 88
	Slide 89: Unlocking Global Potential     Brand USA 101  Attracting International Visitation
	Slide 90: 101
	Slide 91: BRAND USA WORKS TO INCREASE INTERNATIONAL VISITATION TO THE UNITED STATES IN ORDER TO FUEL THE U.S. ECONOMY AND ENHANCE THE IMAGE OF THE UNITED STATES WORLDWIDE.   
	Slide 92
	Slide 93
	Slide 94: Brand USA Economic Impact
	Slide 95: International Visitation
	Slide 96: U.S. Inbound travel forecast to surpass pre-pandemic levels in 2025
	Slide 97: Impact of Top 12 Markets
	Slide 98: Important Considerations for Destination Selection
	Slide 99: United States: Characteristics 
	Slide 100: 2024 Year to Date Overseas Arrivals
	Slide 101: $232B
	Slide 102: United States: Top 15 States and Territories of Interest
	Slide 103: United States: Top States and Territories of Interest – Northeastern States
	Slide 104: Future USA Leisure Trip: Number of Cities Visited
	Slide 105: Future USA Leisure Trip: Activities
	Slide 106: Marketing the USA
	Slide 109
	Slide 110: WANT TO BE FEATURED?
	Slide 111
	Slide 112
	Slide 113
	Slide 114
	Slide 115
	Slide 116: GLOBAL REPRESENTATION IN 20 MARKETS 
	Slide 117: Brand USA Opportunities
	Slide 118
	Slide 119
	Slide 120: Takeaway
	Slide 121
	Slide 122: THANK YOU
	Slide 123
	Slide 124
	Slide 125
	Slide 126: New England  Foundation for the Arts
	Slide 127:   In Culture We Trust Thrive In ’25: Tourism, Arts & Culture and the Future of Resilience  
	Slide 128: Harold Rosa, Bare Skin
	Slide 129
	Slide 130
	Slide 131
	Slide 132
	Slide 133
	Slide 134
	Slide 135
	Slide 136
	Slide 137
	Slide 138
	Slide 139: www.nefa.org



