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Massachusetts Office of Travel & Tourism

MASSACHUSETTS 250 

GRANTS 
INTERNATIONAL 

MARKETING 

DOMESTIC 

MARKETING 
FILM

SPORTS

• MAde Possible

• Trip Advisor 

• Social Media

• Public Relations and 

Familiarization Tours 

• VisitMA.com 

• Primary markets: Canada, 

UK, Germany

• Discover New England 

• Brand USA 

• Travel agent training 

• Digital campaigns 

• 2024 – 2026

• Statewide commemorations 

and celebrations 

• Domestic and international 

marketing strategy 

• Massachusetts250.org 

• Regional Tourism Councils 
(RTC)

• Travel & Tourism Season 
Extension (TTSE)

• Destination Development 
Capital (DDC) Grants

• MA250 

• Goal: Increase film projects 
in Massachusetts 

• Promoting the 
Massachusetts Film Tax 
Credit 

• Creating film location 
brochures

• Large scale events like 
Army/Navy Game, FIFA World 
Cup, NCAA March Madness 

• Small events that have 
statewide impact 

• Developing a statewide strategy



Massachusetts Office of Travel & Tourism



Massachusetts Office of Travel & Tourism



Title/Details
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Massachusetts Office of Travel & Tourism

MASSACHUSETTS 250 



Title/Details
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Massachusetts Office of Travel & Tourism

DOMESTIC MARKETING 

TripAdvisor MAde Possible 

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


Title/Details
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Massachusetts Office of Travel & Tourism

INTERNATIONAL MARKETING 
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Massachusetts Office of Travel & Tourism

DESTINATION 
DEVELOPMENT 
GRANTS

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



Title/Details
Title/Details
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Massachusetts Office of Travel & Tourism

MASSACHUSETTS FILM OFFICE

Learn more at mafilm.org



Title/Details
Get In Touch! 

Kate Fox, Executive Director

Kate.Fox@mass.gov

Charlie Ticotsky, 

Deputy Director

Charlie.Ticotsky@mass.gov

Julie Arrison-Bishop

Director of Marketing

Julie.Arrison-Bishop@mass.gov

Phyllis Cahaly, Director of 

Partnership Marketing

Phyllis.Cahaly@mass.gov

Kevin Clang, 

Website Manager 

Kevin.P.Clang@mass.gov

Daniela DeCaro, 

Special Projects Manager 

Daniela.Decaro@mass.gov

Sheila Green, 

MA250 Coordinator

Sheila.Green@mass.gov

Abbey Phillips

Director of Communications 

Abigail.E.Phillips@mass.gov

Quincey Roberts, 

Director of Special Events

Quincey.Roberts@mass.gov

Zoe Sala

Marketing Manager

Zoe.Sala@mass.gov

Bob Van Dam, 

Research Director

Bob.VanDam@mass.gov

Marc Zappulla, Grant & Earmark 

Coordinator 

Marc.Zappulla@mass.gov

Massachusetts Film Office

Meg Jarrett, Director 

Meg.Jarrett@mass.gov

John Alzapiedi,

Assistant Director 

John.J.Alzapiedi@mass.gov

Catherine Onasanya, 

Administrator

catherine.onasanya@mass.gov
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North of Boston CVB 
Marketing Updates

Nancy Gardella









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    





Topsfield Fair
October 4, 2024

Newsletter Open Rate: 9,800

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

Instagram Reel: 43,900

TikTok Video: 341,600

Google Review: 3,747

LinkedIN Photo/Video: 1,190/868

TOTALS: 634,758

https://www.instagram.com/reel/DAvlIMLR7F2/




























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



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





















North of Boston CVB 
Digital Updates

Mike Sperling
Sperling Interactive



North of Boston
2024 Year in Review



New Website Launched

46



MA250

47



2024 Website Statistics



Website Users
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259,3822024

2022 2021 2020 2019

219,092 192,575 122,851 136,533

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

2023

238,358

+8.82%



Website Session Sources
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Organic 

Search
DirectPaid Search

Display

139,424 33,69638,666

13,274

Paid Social

Cross 

Network

Referral

Organic 

Social

17,850

17,266

26,585

1,199

Email

2,266



Website Pageviews
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514,4812024

2022 2021 2020 2019

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

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

2023

471,561

+8.82%



Website Visits by Location Domestic

52

1. Massachusetts
2. New York
3. Connecticut 
4. Florida
5. New Hampshire

6. Virginia
7. Georgia
8. Ohio
9. Pennsylvania
10. North Carolina



Website Visits by Location International

53

1. Canada
2. United Kingdom
3. India
4. Germany
5. Ireland

6. Hong Kong
7. China
8. France
9. Brazil
10. Japan



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.

TTSE Get Campaign



Get Campaign Landing Page
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Users

244,335



Get Campaign Video Ads
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Views
75% 

Completion

50% 

Completion

5,219,911 75.43%83.25%

100% 

Completion

71.47%



Get Campaign Search Ads
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Impressions

538,781

Clicks

66,266

Click Through 

Rate

12.3%
Looking for Average of 1% - 1.5%



Get Campaign Display Ads
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Impressions

6,594,557

Clicks

128,921

Click Through 

Rate

1.96%
Looking for Average of .1% - .35%



Get Campaign Demand Gen Ads

59

Impressions

5,966,499

Clicks

136,884

Click Through 

Rate

2.29%
Looking for Average of .1% - .35%



Get Campaign Meta Ads
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Impressions

2,323,190

Clicks

39,370

Click Through 

Rate

1.70%
Looking for Average of .1% - .35%



Morning Plenary Session

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

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 

Panelists:



Massachusetts 250 Updates

Sheila Green, MA250 Coordinator 
Massachusetts Office of Travel & Tourism

Essex County 250 Updates

Ryan Conary, Program and Event Manager
Essex Heritage























Essex Heritage



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



Essex County Revolution 250

● Massachusetts Revolution 250

● MA 250

● America 250

● Local Partner Organizations



EssexHeritage.org/Rev250

● Resources

● Projects

● History

● Events



Reassessing the American Revolution

● “Re-Examining the American Revolution Through Multiple Local 
Lenses”
○ Black (free and enslaved)
○ Women
○ Indigenous

● Who won freedom? Who gained liberty?



Trails & Sails Rev250 Events

● TrailsandSails.org

● Dozens of free events through September 29



Want to get involved?

● Trails and Sails

● Events

● Quarterly Meetings

● Partnership Grants

● Battle of Bunker Hill reenactment – June 21-22, 2025

● And more!



Follow us! Get in touch.

● @EssexHeritage (FB & IG)

● Essexheritage.org; Essexheritage.org/rev250

● Email – info@essexheritage.org

mailto:info@essexheritage.org


The Big Picture: 
Essential Workshop Takeaways

Simple Strategies for High Impact Marketing

Ray St. Amand
Sperling Interactive



Simple Strategies for High-Impact 
Marketing in 2025

Leverage AI, Paid Media, Content, and Partnerships 
for Steady Growth 



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

83

The State of Digital is Changing



Ensure your brand and content align 
with search engines and AI as well as 
your audience — audit for accuracy, 
relevance, opportunity, and visibility. 

84

Brand & Content Audits

➔ 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



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

85

Artificial Intelligence

➔ 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 AI on websites



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

86

Paid Media

➔ Consider Google Things to Do Ads or Hotel Ads
➔ Consider Demand Gen to promote content
➔ Utilize Facebook Event Ads
➔ Test out instant experience ads on Meta
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Thank you!

Ray St. Amand
Director of Marketing Operations

https://www.linkedin.com/in/raysaintamand/

978•304•1730

ray@sperlinginteractive.com

mailto:ray@sperlinginteractive.com


The Big Picture: 
Essential  Workshop Takeaways

International Travelers: What to Know 
and How to Attract Them

Casey Canevari
Brand USA



Unlocking Global Potential

Brand USA 101 
Attracting International VisitationJanuary 2025



Brand USA
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101

Brand 
USA



Brand USABrand USA

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. 



Brand USA
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ADVOCACY

Image result for U.S. DEPARTMENT OF COMMERCE LOGO

POLICY

U.S. 
Travel & 
Tourism

PROMOTION

https://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=2ahUKEwjjjc_us8bgAhXLbSsKHRV8AO4QjRx6BAgBEAU&url=https://www.industryweek.com/economy/how-government-shutdown-affecting-trade&psig=AOvVaw1oaB4VGC3dYLXQCa1_P3s0&ust=1550617873559412


KEY POINT

KEY POINT

KEY POINT

KEY POINT

Brand USA
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Brand USA

Brand USA Economic Impact



Brand USA

95

International
Visitation

State of 



Brand USA

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

Source: Tourism Economics, July  2024.

Visitation in millions

79.4

19.2
22.1

50.8

66.5

76.9

87.4
92.7

95.5

2019 2020 2021 2022 2023 2024 2025 2026 2027



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. 

Source: Brand USA 2024 Market Intelligence Survey

Q: On a scale from 1 to 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

41%

46%

47%

49%

49%

63%

63%

67%

72%

75%

83%

Staying within my comfort zone

Indulging in upscale/luxury experiences

Keeping fit/engaging in physically active recreation

Pursuing personal hobbies/passions

Engaging my children in activities that are specialised for them

Connecting with nature

Satisfying my sense of adventure

Seeing the world's most unique attractions

Increasing my knowledge/understanding of other cultures

Resting and relaxation

Feeling safe and secure during the entire trip

(% Extremely Important & Important)



Brand USA

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

Source: Brand USA 2024 Market Intelligence Survey
Q: Based on your perception, even if you have never visited, please select which of the 

following characteristics best describes the USA? Base: Base: Total respondents, N=25,179



Brand USA

2024 Year to Date Overseas Arrivals

Source: NTTO, September 2024

Arrivals  YOY Change

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 1,143,634 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 11%



Brand USA

YTD 2024 vs. 2023 Per day

$232B +13% $691M
Travel & Tourism Spending

Source: NTTO, January 2025



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.

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

7%

7%

8%

8%

8%

9%

10%

11%

13%

15%

17%

25%

38%

42%

44%

Massachusetts

Louisiana

Georgia

Nevada

Arizona

New Jersey

Colorado

Alaska

Washington

Texas

Washington, D.C.

Hawaii

Florida

New York

California



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. 

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

2%

3%

3%

3%

3%

4%

7%

9%

42%

Rhode Island

Vermont

Maine

Connecticut

New Hampshire

Pennsylvania

Massachusetts

New Jersey

New York



Brand USA

Future USA Leisure Trip: Number of Cities Visited
Travelers are likely to visit multiple cities on their future trip to the USA. 

Source: Brand USA 2024 Market Intelligence Survey

15%

53%

21%

11%

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

Q: How many U.S. cities do you plan to visit 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

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. 

Source: Brand USA 2024 Market Intelligence Survey
Q: Which of the following activities would you be interested in participating while travelling in the USA during 

your future overnight leisure trip? Base: Respondents likely to visit the USA sometime in the future, N=23,693

9%

18%

18%

22%

27%

29%

30%

33%

34%

36%

36%

39%

43%

45%

47%

   Non-professional sporting event

   Professional sporting event

   Wineries/Vineyards

   Visit family and friends

   Live music/concerts/performances

   Zoo/aquarium

   Nightlife

   Culinary experiences

   Outdoor/adventure activities

   Art/History/Science museums

   Amusement/water parks

   Visiting famous landmarks seen in movies/TV

   History/heritage attractions

   State/national parks

   Shopping



Brand USA
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Marketing the 
USA

Marketing

This Photo by Unknown Author is licensed under CC BY-SA



Social Media

This Photo by Unknown Author is licensed under CC BY-NC-ND



Brand USAWANT TO BE FEATURED?
SEND US YOUR CONTENT!

110

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: “I want to go do that 
thing, in that place, with those people!”



Social Media Inclusion

Want to be featured? 

Tag @VisitTheUSA to share your story
#VisitTheUSA



Visit the USA.com

This Photo by Unknown Author is licensed under CC BY-NC-ND



KEY POINT

KEY POINT

KEY POINT

KEY POINT

Brand USABrand USA ● VISIT THE USA & GOUSA GLOBAL SITES

City Page



Global Trade

This Photo by Unknown Author is licensed under CC BY-NC



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 

THE AMERICAS
Mexico
Mexico City

Brazil
São Paulo

ASIA
China 
Shanghai

India
New Delhi

Japan 
Tokyo

South Korea 
Seoul

Southeast Asia
Tai Pei
Singapore

EUROPE
United Kingdom/Ireland
London

Germany, Austria, & Switzerland
Munich

OCEANIA
Australia 
& New Zealand
Sydney
Auckland

France
Paris

Benelux
Brussels

Italy    
Milan

Spain
Madrid



Brand USA

Brand USA Opportunities

117

Additional B2B and B2C 
exposure

● Brand USA Co-Op 
Opportunities

● SXSW Sydney

● Sales Missions & B2B Days
● Roadshows
● TravelWeek Europe
● Fams & MegaFams

Increasing connections with 
the travel trade

Increasing destination 
knowledge

● Sales Missions
● Roadshows
● USA Discovery Program
● Webinars & Trainings
● Fams & MegaFams



Collaboration

This Photo by Unknown Author is licensed under CC BY-NC-ND



Brand USA
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BRING PARTNERS TOGETHER 
TO MAKE A BIGGER SPLASH

IDENTIFY FOCUSED 
OBJECTIVES, MARKETS, 

TIMING AND SCOPE 

BUILD UPON ESTABLISHED 
TRADE PRESENCE TO SHOW 

PROXIMITY

LEVERAGE IDENTIFIED BRAND 
USA PROGRAMMING TO 

MAXIMIZE VALUE



Brand USA
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Takeaway
Top 4 
Takeaways



Top 4 Take Aways

Utilize the Data

Send your 
content to Brand 

USA

Engage with the 
travel trade 
teams for 
exposure

Collaborate



THANK YOU
CONNECT WITH US



The Big Picture: 
Essential Workshop Takeaways

Elevate Your Digital Communications: 
Top 10 Trends for 2025

Angela Prout & Marnely Murray
Shored Up Digital





Keynote: 
Tourism, Arts & Culture, 

and the Future of Resilience

Harold Steward, Executive Director
New England Foundation for the Arts



New England 
Foundation for the Arts



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.





www.nefa.org
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