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MASSACHUSETTS 250 

GRANTS 
INTERNATIONAL 

MARKETING 

DOMESTIC 

MARKETING 
FILM

SPORTS

Å MAde Possible

Å Trip Advisor 

Å Social Media

Å Public Relations and 

Familiarization Tours 

Å VisitMA.com 

Å Primary markets: Canada, 

UK, Germany

Å Discover New England 

Å Brand USA 

Å Travel agent training 

Å Digital campaigns 

Å 2024 ï2026

Å Statewide commemorations 

and celebrations 

Å Domestic and international 

marketing strategy 

Å Massachusetts250.org 

Å Regional Tourism Councils 
(RTC)

Å Travel & Tourism Season 
Extension (TTSE)

Å Destination Development 
Capital (DDC) Grants

Å MA250 

Å Goal: Increase film projects 
in Massachusetts 

Å Promoting the 
Massachusetts Film Tax 
Credit 

Å Creating film location 
brochures

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

Å Small events that have 
statewide impact 

Å Developing a statewide strategy
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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. 
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MASSACHUSETTS FILM OFFICE

Learn more at mafilm.org
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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 Tast e of Massachusetts

March ɬDecember 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    































































































































mailto:info@essexheritage.org














mailto:ray@sperlinginteractive.com










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



























































































	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

