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Housekeeping

This webinar will be sent to you after the presentation.
Please keep yourself on mute.

Submit any questions in the chat.




Guest Speakers

Peter Piconi = Maine SBDC / CEl
Brian Threlkeld — Maine Outdoor Brands
Hannah Collins — Maine Office of Tourism



Peter Piconi
SBDC Mid Coast

“Where Biological meets Business™
» Empathic, Seeker
»Business Strategy
»|deation

» Connector

Always chasing fish somewhere.....




What Does The SBDC Do?¢

Free Business advising fo Maine businesses and enfrepreneurs

Business Planning and Starfups
Credit and Financing
Financial Analysis

Marketing and Sales

Operations and Management

Succession Planning




Need Advising?

No-Cost, Confidential
Business Advising

Use the QR Code

to reqister

Click to Reqister

Creation, Growth, Success

AMERICA'S


https://mainesbdc.centerdynamics.com/reg.aspx?mode=counsel&center=11000&subloc=0

Roadmap T

» Outdoor Industry Metrics — MOB

» Principles of Nature Based Tourism
» Ecofourism Models

» Industry Updates: MOT
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COlel Tour
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OUR MISSION

Unite and provide a voice for Maine’s outdoor
product, service, and retail companies.

OUR VISION

A connected and thriving outdoor recreation
industry in Maine that innovates and
collaborates to support a sustainable economy

and get more people outside.

MOB BY THE NUMBERS

12 BOARD MEMBERS

MEMBER LED
WORKING GROUPS

180 MEMBERS

IN EVERY COUNTY IN MAINE

29‘ OF MOB BUSINESSES
® ARE WOMEN-OWNED

X § .,

OUTDOOR BRANDS




Chart 4. Industry Share of Outdoor Recreation,
Current Dollar Value Added, 2022

Outdoor recreation value added was 5563.7B

All other industries

Retail trade

Wholesale trade

Transportation and
warehousing

Arts, entertainment,

Manu ri

facturing recreation,
accommodation,

U.S. Bureau of Economic Analysis and food services
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State Outdoor Recreation Value Added as a Percent of State GDP, 2022

Quintile percent of state GDP
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Outdoor recreation contributes to economic success in many ways.

it

TQ!JRlSM ) ENTREPRENEURS + TALENT
Visitors who come to enjoy the outdoors Access to the outdoors and a high quality of
spend money on lodging, restaurants, and life attract and retain new businesses and

other services, creating jobs and putting skilled workers.
money into the community.
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NEW RESIDENTS S

Places with recreation amenities often

have higher rates of in-migration, helping

fuel jobs for teachers, doctors, construction MAIN STREET BUSINESSES

workers, and more. Restaurants, grocery stores, gear stores, and
other local retailers benefit from visitors and
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RETIREMENT +
INVESTMENT INCOME
Wealth from retirees

and investors—who | TAX REVENUE

are drawn to live near ~ Spending at local \ q
outdoor access—helps @ n ~ businesses and
- increased property ] ]

boost the local
economy. _g’
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GEAR MANUFACTURING
Companies that make outdoor
equipment tend to locate in places
with outdoor amenities, providing jobs
and investment in the community.
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HEALTHIER RESIDENTS

Access to the outdoors improves
public health and reduces costs
of chronic conditions, especially
for impoverished and
under-resourced neighborhoods.

L HEADWATERS
ECONOMICS

HEADWATERSECONOMICS.ORG



OUTDOOR RECREATION PARTICIPANT COUNT
AND PARTICIPATION RATE 2007 TO 2022
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OUTDOOR ACTIVITY
GROWTH RATES

ANNUAL GROWTH RATE 2021 TO 2022

SNOWSHOEING 20.7%

CAMPING (Car, Backyard,
Backpacking, & RV)

I
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SKIING (Cross-Country)
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LGBTQIA+ PARTICIPANT PROFILE

Slightly more than one in 10 outdoor participants identified as LGBTQIA+ in 2022. LGBTQIA+ people participate in outdoor
recreation at higher rates than cisgender (people who retain the gender that was presumed for them at birth) heterosexual
Americans. In 2022, participation rates by gender and sexual orientation in outdoor recreation reached record levels in all
categories. In 2022, 60% of male people, 50% of female people, and 61% of LGBTQIA+ people of all genders participated in
outdoor recreation. In 2022, more than 18 million outdoor recreation participants identified as LGBTQIA+ people, up from 15.8
million in 2021. Outdoor recreation participants who identify as bisexual had the highest participation rate at 65.6%, followed
by gay and lesbian people at 61.3%, by male cisgender people at 60.2% and cisgender heterosexual women at 50%.

OUTDOOR RECREATION PARTICIPATION RATES BY SEXUAL ORIENTATION

GAY OR
LESBIAN

HETEROSEXUAL/
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OUTDOOR BRANDS







MOB PRIORITIES

COLLABORATIVE ADVOCACY + WORKFORCE NETWORKING +
MARKETING AWARENESS DEVELOPMENT EDUCATION

“Our business has seen an uptick over the years of working with Maine Outdoor
Brands and it will be an integral part of our business going forward.”

- Noah Kleiner
Owner/Lead Guide, Equinox Guiding Service LLC

CONTACT: JENNY@MAINEOUTDOORBRANDS.COM OR 207-464-0017

MAINEOUTDOORBRANDS.COM




MAINE'S 10-YEAR OUTDOOR
RECREATION ECONOMY ROADMAP

TRAILBLAZER

MAINE'S 10-YEAR OUTDOOR RECREATION ECONOMY ROADMAP




GOALS OF THE ROADMAP

Provide a current analysis of the economic value of the outdoor
economy to the State of Maine

A\

Define and increase awareness of the different sectors that
make up Maine’s outdoor recreation economy.

Identify key strategies and investment needed to fuel the growth
of the outdoor economy state-wide for the next 10 years

Form partnerships and collaborations necessary to secure
additional investment to implement the strategies identified



GET IN TOUCH!

THE UNIVERSITY OF

JMAINE

~

OFFICE OF
OUTDOOR
RECREATION

Rebecca Gilbert

University of Maine

rebecca.gilbert@maine.edu

Carolann Ouellette

Maine Office of
Outdoor Recreation

carolann.ouellette@maine.gov

Stacey Keefer

Maine Marine Trades
Association

stacey@mainemarinetrades.com

mti %

Maine Technology Institute

Agriculture
Conservation
& Forestry

OUTDOOR BRANDS

Tom Kittredge

Maine Technology
Institute

............

Rex Turner

Maine Bureau of Parks
and Lands

rex.turner@maine.gov

Jenny Kordick

Maine Qutdoor Brands

jenny@maineoutdoorbrands.com




MAINE DEPARTMENT OF

Maine Economic Development Strategy ~ Partners and Collaborators

Housing Opportunity Program

Home — Maine Office of Outdoor Recreation

CONTACT

OFFICE OF
OUTDOOR
RECREATION

Maine Office of Outdoor Recreation

Carolann Ouellette | Director
carolann.ouellette@maine.gov
207-624-9824

Business Assistance Resources

PRESS KIT

2022

YEAR IN REVIEW




Principles of Ecotourism

L Sustainable Business Practices

-‘j Community Development



The Outdoors

In 2020 people flocked to the outdoors as a
safe-haven, many for the first time, seeking
health and wellness benefits. Studies support
it’s not just for the short-term.

* An antidote to the mental health
consequences of the pandemic.

* A method to maintain the focus on what is
important in life.

* A safe and accessible way to spend time with
friends and family.

Excerpt : 2021 Governors Conference on Tourism




Trends

“Adventure tourism sector shows early signs
of recovery and is one of fastest growing
segments.” World Travel & Tourism Council

* Travel as a force for good; travel with
purpose

* Travel to regenerate; wellness & adventure

* Going hyperlocal; road trips; off-the-beaten
path

Excerpt : 2021 Governors council on tourism
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Saltwater Fishing

Photo Credit: Coastal Fly Angler
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Whale Watching
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Startup: Northeast Ramblers

Photo Credit: Northeast Ramblers



SUP — Stand Up Paddleboard



Coastal Kayak




Successful businesses:

* Family oriented options

* Low barrier to entry excursions

* Easy time frames

* Minimize impact

* Education based routines

* Create environmental stewardship
e Strong community engagement




Coast Encounters - Tidepoolin

Photo Credit: Coast Encounters



Island Tours

' wan's Island
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Hiking / Camping




Fishing







Hunting / Rock Climbing




Outdoor Photography




Backpacking




MAINE.

Maine SBDC — Nature Based Tourism
March 20, 2024




The Maine Office of Tourism is a state agency within the Department of
Economic and Community Development (DECD) that leads, convenes, and
advances the state’s tourism economy by providing resources and education
to strengthen the tourism industry, fostering a culture of stakeholder

collaboration, and developing strategy and best practices to promote and

enhance the Maine experience for all.



1. We are passionate about sharing Maine’s extraordinary beauty and culture with the
world.

2. We are resourceful in our work to support the people and places that make Maine one
of a kind.

3. We are responsible stewards of Maine’s communities, culture, resources, and natural
assets.

4. We strive to help others in their efforts to advance the prosperity of Maine.

5. We cherish teamwork and collaboration as vital pathways to the successful attainment of
our Vision for Maine tourism.



Strategic Imperatives of the Maine Office of Tourism

Imperative 1
Optimize Long-Term Economic Impact

®)

@ Imperative 2

Promote Destination Stewardship

Imperative 3
Advance Destination Development

) &

MAINE.



Destination Stewardship

Together with the Maine tourism industry
stakeholders and residents, the Office of
Tourism established benchmarks that
support destination stewardship.

BALANCE
* Industry’s growth

* Residential quality of life

* Qualities that have always drawn
visitors to Maine

MAINE.



Stewardship Principles

Empowering the industry through
collaboration and education

Cultivating a unified brand and elevated
visitor experience

Educating through impactful storytelling that
captures the multi-faceted historical and
cultural identity of Maine’'s communities

Preserving and celebrating the authentic
character of Maine

Encouraging responsible practices and
behaviors that protect the flora, fauna, and
aquatic environments that are central to
Maine's vitality

Balancing the promotion of Maine's iconic
popular destinations with Maine’s lesser-
known hidden gems

Safeguarding Maine's natural assets,
resources, and off-the-beaten-path locations

Upholding Maine’s authenticity by
showcasing Maine's local makers, artists,
farmers, fishermen, and other independently-
owned businesses

Empowering Maine's tourism workforce to
reinforce their confidence in career choice
and livelihood

MAINE.



Sustainable Tourism and Destination Stewardship

An.increased focus on the sustainable-development of tourism, driven by consumer concerns, industry
trends, and community engagement, is leading tonew approaches to destination marketing, management,
and governance.

Sustainable development of tourism incorporates a strategic perspective as well as concern for immediate needs. It
focuses on enhancing the quality of life of resident communities by maximizing benefits from
tourism for the local economy, social and cultural life of the destination, and the environment.

Collaborative
e Stakeholders
e Community members
e Tourism Industry
* Visitors

Destination Stewardship seeks to balance and meet the economic, environmental, and social/cultural needs of
a destination with-active participation from the public and private sectors as well as the local commw'MyAlNE



PROGRAMS & SERVICES PARTNER ORGANIZATIONS RESEARCH STAFF DIRECTORY WEB LINKS ADDITIONAL RESOURCES PARTNER LOGINZ

Maine Office of Tourism Destination Management Plan

In January 2022, the Maine Office of Tourism began work on creating a state-wide destination management plan. Together with Maine tourism industry stakeholders and residents, the
MOT worked to establish a plan that supports destination stewardship and balances our industry’s growth with residential quality of life and the inherent qualities that have always drawn
visitors to Maine.

Tourism is an important economic engine for Maine with an estimated 15.4 million visitors in 2022 and direct expenditures of approximately $8.6 billion.

To ensure the sustainability of tourism in Maine, a destination management plan was designed that balances the tourism economy with natural resource and cultural stewardship to
protect the DNA of our State now and for the future. The state recognizes that supporting quality of life for Maine residents is key to supporting a quality experience for our visitors.

View/Download
Maine Office of Tourism Destination Management Plan
Plan Highlights One-sheet

Additional Materials:
Maine Office of Tourism Stewardship Principles

A Practical Guide to Destination Stewardship and Sustainable Tourism

Questions?

Send us an email at DestinationPlan@maine.gov

https://motpartners.com/destination-management-plan/

MAINE.


https://motpartners.com/destination-management-plan/

Expedia Travel Trends

Consumers are looking to engage with local

communities and cultures, as 64% said they
are interested in learning more about travel options that
support local cultures and communities. Destinations

must think about the best ways to highlight
accessibility, diversity, and cultural
experiences

Sustainable Travel Options

90% look for sustainable travel options when traveling,
and 7 in 10 say they have avoided a travel destination or
transportation option due to skepticism that the
commitment to sustainable practices was real.

e Qutdoor Adventure

* Wellness

& Expedia



Economic Impact

AROOSTOOK COUNTY

2023 by the numbers

1. Visitation—= 15 million

THE MAINE
HIGHLANDS

2. Direct Tourism Expenditures - $8.6 billion

LLLLL

3. Total Economic Impact - $15.8 billion

N

MID-COAST

= GREATER PORTLAND
& CASCO BAY

4. Jobs Supported —151,000

Regional Research can be found here: https://motpartners.com/research/domestic-visitation/



https://motpartners.com/research/domestic-visitation/

TOP REASONS FOR VISITING

SWE3 Gl -

33% Relax and unwind 32% Sightseeing and 28% Visit friends/family 19% Nature and bird
touring watching

*Multiple responses permitted.

MAINE. 25 e

VISITMAINE.COM
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TOP VISITOR ACTIVITIES?

73% 39% Active outdoor
Food/beverage/culinary activities

*Multiple responses permitted.

‘{~‘.‘.‘>‘A- erinid
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MAINE. .

VISITMAINE.COM




VISITOR ACTIVITIES*

» 3% of visitors engaged in
food/beverage/culinary activities during their
frip fo Maine

» Over half of visitors went fouring/sightseeing
and shopping during their trip fo Maine

VISITMAINE. COM

MAINE.

Food/beverage/culinary
Touring/sightseeing
Shopping

Active outdoor activities
Water activities
Entertainment/attractions
History/culture

Astrotourism

Business conference/meeting

Other

20

73%

54%

52%

29%
22%
22%
6%
4%
6%

*Multiple responses permitted.
|| & ST. e 1




TOURING & SIGHTSEEING ACTIVITIES?

Sightseeing

Enjoying the ocean views/rocky coast
Driving for pleasure

Wildlife viewing/bird watching
Photography

Nature cruises or tours

Enjoying the mountain views

Tours of communifies/local architecture
Viewing fall colors

Other

MAINE.

VISITMAINE, COM

41%
41%
34%

27%
25%
24%

18%
16%

*Multiple responses permitted.




ACTIVE OUTDOOR ACTIVITIES?

Hiking/climbing/backpacking - | -

S ¥

Camping

Bicycling touring

Riding all-terrain vehicles
Mountain/Fat Biking
Snowmobiling

Hunting

Alpine skiing/snowboarding
Nordic skiing

Snowshoeing

Other

MAINE.

VISITMAINE.COM

5%
4%
4%
3%
2%
2%
1%
1%
8%

94

*Multfiple responses permitted.
¢ R ct o |



WATER ACTIVITIES®

rsving | '
Canoeing/ieyaking |
Outdoor swirmmine - N -

Pool swimming 10%
Motor boating 8%
Surfing 8%
Sailing 5%
White water raffing 2%
Warter skiing/jet skiing 2%
Other 2%

*Multiple responses permifted.

MAINE. .

VISITMAINE .COM




Office of Tourism
Resources

MOTPartners.com

VisitMaine.com Listings

PR/Media Outreach and PR Partners program

Tourism Partner News — signup for monthly
tourism news, trends, and updates

Welcome ME Frontline Service Training

R-Way Training - history and heritage and the balance
between the working forests and tourism.

Maine Film Office — location/services listings

Governor’s Conference on Tourism -
WWW.Mmainetourismconference.com/

DOWNLOAD INDUSTRY RESOURCES
CHECKLIST & STAFF DIRECTORY



https://motpartners.com/
https://visitmaine.com/
https://motpartners.com/programs-services/pr-opportunities/
https://motpartners.com/newsletter-sign-up/
https://motpartners.com/additional-resources/education-and-training/
https://motpartners.com/additional-resources/education-and-training/
https://motpartners.com/programs-services/maine-film-office/
http://www.mainetourismconference.com/
https://motpartners.com/wp-content/uploads/2022/10/2023-MOT-Resources-One-Sheet.pdf
https://motpartners.com/wp-content/uploads/2022/10/2023-MOT-Resources-One-Sheet.pdf

Check/Update/Claim Your Google Listing

DESTINATION opPTIMIZATION MAINE. B Things You Can Do Today

VISITMAINE.COM

(o)
44 /O have visited closed locations as a

result of inaccurate business hours within the
past year.

Fundamentals of a Successful
Google Business Profile

1. CLAIM YOUR BUSINESS

Google provides free tools to help you manage and maintain your
content. But first, you have to claim your listing and follow their
verification process to establish ownership.

(o)
73 /O indicated that they are unlikely to

2. KEEP HOURS CURRENT Need Help? Get Free Support! of 1) . o G
T ‘ return if it's listed as open online but is closed

Hours/Open Now is the information most frequently searched about a The specialists at Miles Partnership .

businessand the most likely to be incorrect. Keep your regular business are available to help your business upon arriva I

hours, holiday hours and other special open/close times up to date. maximize its online exposure.

* Need assistance claiming your
3. ADD CATEGORIES, AMENITIES & MENUS business on Google, Tripadvisor,

https://hitchhikers.yext.com/blog/New-Listings-Findings-Underscore-the-Importance-of-Setting-Holiday-Hours


https://motpartners.com/wp-content/uploads/2024/02/Destination-Optimization-5-things-1.pdf

S Things You Can Do Today

1.-CLAIM YOUR BUSINESS

2. KEEP HOURS CURRENT

3. ADD CATEGORIES, AMENITIES & MENUS
4. POST NEW PHOTOS REGULARLY

5. RESPOND TO CUSTOMER FEEDBACK

S Things You Can Do Today - Handout

Additional Google Training videos at:
https://motpartners.com/programs-services/destination-optimization/
e Sign up for free support or participate in the Google Business Check-Up Tool MAINE.



https://motpartners.com/wp-content/uploads/2024/02/Destination-Optimization-5-things-1.pdf
https://motpartners.com/programs-services/destination-optimization/
https://motpartners.com/wp-content/uploads/2024/02/Destination-Optimization-5-things-1.pdf

2024 Governor’s
Conference
on Tourism

April 24-25, 2024
Holiday Inn By The Bay, Portland, Maine

Day 1 Workshop topics:
Advanced SEO for DMOs and Small Business
Building an Inclusive Workforce
Efficiency Maine Hospitality-Focused Grants
Outdoor Recreation Economy Roadmap

Day 2 Breakout session topics:
Wabanki Cultural Tourism Initiative
“Feast of the Earth” Food-Tourism Initiative
Sustainable Tourism — Telling Our Story
Generative Al’'s Impacts in Talent Acquisition

ECONOMY « ENVIRONN

T+ COMMUNITY







Questions?

peter.piconi@ceimaine.org |




Resources

Maine Outdoor Brands:

Governor’s Conference on Tourism -
Maine Office of Tourism:

SBDC Maine:

Visit Maine:

Maine Outdoors:
peter.piconi@ceimaine.org



https://maineoutdoorbrands.com/
https://www.mainetourismconference.com/
https://www.maine.gov/decd/maine-office-of-tourism
https://www.mainesbdc.org/
https://visitmaine.com/
http://www.maineoutdoors.com/

	Slide 1
	Slide 2: Housekeeping
	Slide 3: Guest Speakers   Peter Piconi –  Maine SBDC / CEI Brian Threlkeld – Maine Outdoor Brands Hannah Collins – Maine Office of Tourism  
	Slide 4: Peter Piconi          SBDC Mid Coast
	Slide 5
	Slide 6:  Need Advising? 
	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: Principles of Ecotourism
	Slide 28
	Slide 29
	Slide 30: Marine Tourism
	Slide 31: Saltwater Fishing
	Slide 32: Sailing
	Slide 33: Whale Watching
	Slide 34: Birding Tours
	Slide 35: Startup: Northeast Ramblers
	Slide 36: SUP – Stand Up Paddleboard
	Slide 37: Coastal Kayak
	Slide 38
	Slide 39: Coast Encounters - Tidepooling
	Slide 40: Island Tours
	Slide 41: River / Lake Ecotourism
	Slide 42: Hiking / Camping
	Slide 43: Fishing
	Slide 44
	Slide 45: Hunting / Rock Climbing
	Slide 46: Outdoor Photography
	Slide 47: Backpacking 
	Slide 48
	Slide 49
	Slide 50
	Slide 51
	Slide 52
	Slide 53
	Slide 54: Sustainable Tourism and Destination Stewardship 
	Slide 55:  https://motpartners.com/destination-management-plan/
	Slide 56: Expedia Travel Trends
	Slide 57
	Slide 58
	Slide 59
	Slide 60
	Slide 61
	Slide 62
	Slide 63
	Slide 64: Office of Tourism Resources
	Slide 65: Check/Update/Claim Your Google Listing
	Slide 66: 5 Things You Can Do Today  
	Slide 67: 2024 Governor’s Conference  on Tourism
	Slide 68
	Slide 69: Questions?  
	Slide 70: Resources 

