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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)

• Destination Development 
Capital (DDC) 

• Massachusetts 250

• Increase film projects in 
Massachusetts 

• Promoting the 
Massachusetts Film Tax 
Credit 

• Creating location brochures

• FIFA World Cup, NCAA 
Lacrosse Championships, 
ISU Figure Skating World’s

• Developing a statewide 
strategy



Massachusetts Office of Travel & Tourism

Measuring the Economic Impact Of Tourism: 
MOTT purchases an economic impact analysis annually to 
estimate the scope of the travel industry across 
Massachusetts and regionally. 

Measuring the economic impact of this industry is complex 
1.The travel industry is disaggregated, numerous industries 

provide goods and services to travelers. 
2.Industries serving travelers also serve residents and non-

travel related business. 

MOTT’s economic impact study isolates travel-generated 
impacts and the industries that serves them.
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Massachusetts Office of Travel & Tourism

DESTINATION DEVELOPMENT GRANTS

From Left to Right: Dennis Chamber of Commerce, Eventide Arts, John F. Kennedy Hyannis Museum, and 
Sandwich Chamber of Commerce



Massachusetts Office of Travel & Tourism

MAde Possible campaign:
• Shooting for spring and summer creative 

content will begin soon
• TripAdvisor campaign complete

Recent Domestic Media:
• New York Times 52 Places to Go in 2025 

(US)

DOMESTIC MARKETING
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DOMESTIC MARKETING





Massachusetts Office of Travel & Tourism

MASSPORT NEWS

Notable Updates:
Operations: up 4.6% YoY
Domestic Flights: up 3.5%
International Market: up 15.5%
Total Passengers: up 6.5%
 Domestic: up 4.4%
 International: up 14.9%

New International Routes:
TAP: Porto
Delta: Barcelona, and Milan (both direct)
JetBlue: Edinburgh, and Madrid
WestJet: Vancouver

New Domestic Routes: 
JetBlue: Islip, Norfolk, and Wilmington
Delta: Asheville 
Allegiant: Des Moines, and Savannah



Massachusetts Office of Travel & Tourism

Primary Markets:
• Canada, United Kingdom, Germany

Previous Trade & Media Shows: 
• BrandUSA Travel Week 
• ABA Marketplace
• International Media Marketplace (IMM)

Upcoming Trade Shows:
• Discover New England (DNE) Summit
• US Travel Association’s IPW  

INTERNATIONAL MARKETING



Massachusetts Office of Travel & Tourism

Left: Boston Spirit (US) Top Right: Visit USA (UK) Bottom Right: Independent (UK)

INTERNATIONAL & DOMESTIC MEDIA
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MA250 Lunch & Learns
• Sign up on 

Massachusetts250.org

Corporate Engagement 
• Connecting with business 

leaders to champion 
Massachusetts 250 
commemoration

• MA250 Executive 
Committee

MASSACHUSETTS 250 UPDATES

Left: Travel and Tour World   Right: WCVB

https://massachusetts250.org/lunch-and-learn/


Massachusetts Office of Travel & Tourism

Boston: Hollywood's New Favorite Set
Learn more here. 

List your property on the locations list
Visit MAfilm.org to learn more.

Productions shot in MetroWest
The Compatriots (2024), Challengers (2024), 
Julia – Season 2 (2023), Don’t Look Up (2021)

MASSACHUSETTS FILM OFFICE

https://connect.metrocorpmedia.com/files/html/flipbooks/bs2412_01/bs2412_01.html
https://mafilm.org/


Massachusetts Office of Travel & Tourism

UPCOMING SPORTING EVENTS

On the radar for MetroWest:
• NCAA Men's and Women’s Lacrosse 
 (May 23 – 26, 2025)
• LPGA – FM Championships 
 (August 28 – August 31, 2025)
• New England Patriots Opening Day
 (Fall 2025 – TBA)
• FIFA World Cup 
 (May – June 2026)
• Navy / Notre Dame Football 
 (Fall 2026)



Massachusetts Office of Travel & Tourism

OPPROTUNITIES TO ENGAGE

Grant Opportunities: 
• Massachusetts 250 – Application Deadline is April 11th, 2025
• DDC (Destination Development Capital) – Coming this spring
Stay Informed:

VisitMA
Industry Newsletter 

https://bit.ly/4bhlkdr

Massachusetts 250 
Industry Newsletter 

https://bit.ly/4hPEQjL https://bit.ly/3DH67pN

MA250 Grant 
Application

http://mott.submittable.com/


Massachusetts Film Office

GET IN TOUCH!

Julie Arrison-Bishop
Director of Marketing
julie.arrison-bishop@mass.gov

Abbey Phillips
Director of Communications
abigail.e.phillips@mass.gov

Sheila Green
MA250 Coordinator
sheila.green@mass.gov

Zoe Sala
Marketing Manager
zoe.sala@mass.gov

Kate Fox
Executive Director
kate.fox@mass.gov

Charlie Ticotsky
Deputy Director
charlie.ticotsky@mass.gov

Daniela DeCaro-Heavey
Special Projects Manager
daniela.decaro@mass.gov

Bob Van Dam
Research Director
bob.vandam@mass.gov

Phyllis Cahaly
Director of Partnership Marketing
phyllis.cahaly@mass.gov

Quincey Roberts
Director of Special Events
quincey.roberts@mass.gov

Marc Zappulla
Grants Coordinator
marc.zappulla@mass.gov

Kevin Clang
Website Manager
kevin.p.clang@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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THANK YOU!                 





Regional Visitor Impacts

$2.7 billion in direct visitor spending

14K jobs supported

$250+ million in tax revenue

Source: The Economic Impact of Visitors in Massachusetts, 2023

Massachusetts Executive Office of Economic Development



Summer 2024 
Recap

• Hotel occupancy remained steady

• Hotel average stay values were down slightly 
compared to last year

• Short-term rental stay value and length-of-stay 
both increased over last year

• Retail activity is down compared to last year

• Shoulder season growth continues to be strong, 
mirroring national trends



Summer 
2024 
Recap



Top Origin Markets
Summer 2024

Boston, MA represented 
42% of visitors and 

34% of spend

Hartford, CT represented 
11% of visitors and 

7% of spend

New York, NY represented 
14% of visitors and 

15% of spend

Source: Zartico Lodging Data, Date: 
April 2024 - September 2024



$462
Hotel 

Average 
Stay Value

$1,734
STVR 

Average 
Stay Value

2.2 Days
Hotel 

Average 
Length of 

Stay

4.1 Days
STVR 

Average 
Length of 

Stay

Source: Zartico Lodging Data, 
Date: April 2024 - September 2024

Average Stay Value and Length of Stay



48%
are 25-54 years old

62%
have an average 
household income $100k+

65%
have children in the 
household

Visitor Demographics

Source: Zartico Geolocation Data, Zartico Spending Data, “HHI” is Household Income, 
Date: April 2024 - September 2024
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37%
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Source: Zartico Geolocation Data



Top Visited Points of Interest (POIs)
Summer 2024

Source: Zartico Geolocation Data, Dates: April 2024 - September 2024

1. Cape Cod National Seashore
2. Mashpee Commons
3. Cape Cod Mall
4. Cape Cod Gateway Airport
5. Cape Cod Hospital - Hyannis
6. Park and Ride Lot - Route 132
7. Inner Harbor - Falmouth
8. Nickerson State Park
9. Sandy Neck Beach
10. Sesuit Harbor - Dennis

11. Market Basket
12. Ocean Edge Resort & Golf Club
13. Wequassett Resort & Golf Club
14. Margaritaville Resort Cape Cod
15. Stop & Shop Grocery - Orleans
16. Park and Ride Lot - Sagamore
17. Sea Crest Beach Hotel
18. Barnstable High School
19. Falmouth Hospital
20. Nauset Beach - Orleans



Source: Zartico Geolocation Data,  Dynamic Visualization Link

July 4th 
Weekend

https://viz.zartico.com/partners/cape_cod_chamber/CCC_Time_Lapse_Entire_Boundary_Jul_02_2024_Jul_06_2024_nyf.html


49%

18%

16%

7%
3%

Food

Accomodations

Retail

Gas Stations

Health

Visitor Spending
Summer 2024

Source:  Zartico Spending Data, Date: April 2024 - September 20024



43%
2% increase compared to 2023

$156
-4% decrease compared to 2023

Visitor Spend % of Total Average Visitor Spend

What is the visitor impact in restaurants?

Source:  Zartico Spending Data, Date: April 2024 - September 2024



What is the visitor impact in retail?

36% $117
2% increase compared to 2023

Spending is from visitors Average Visitor Spend

Source:  Zartico Spending Data, Date: April 2024 - September 20024



What is the visitor impact on local businesses?

47%
6% increase compared to 2023

$112
1% increase compared to 2023

Spending is from visitors Average Visitor Spend 

Source:  Zartico Spending Data, Date: April 2024 - September 20024
*Local business spend excludes discount stores, big-box stores, and chain related businesses







CapeCodChamber.org



Key highlights of 2024 website 
performance



2024 Results-Driven Marketing 
Programs



Seasonal Campaign Highlights



Public Relations

July/August 2024 Cover Story



Social Media



Travel Blogs



Influencer Campaigns 

@simplytasheena

102k followers 

@noellefoley

993k followers 
116k followers

@clynchphotos

43k followers 

@whitneyeveport

1.4m followers
117k followers 



CrowdRiff Campaigns 



Cape Cod Travel Guide



Weddings – The Economic Impact





Where in the world is Amanda 
Catania?



Groups, Meetings, Sports, 
International



Seasonal Photography





Seasonal Marketing Campaigns



Spring/Summ
er





Fall





Holidays / 
Winter





Seasonal Sizzle Videos





Thank you!

Kristen Mitchell Hughes

Kristen@capecodchamber.
org

Liz DiGirolamo

Liz@capecodchamber.org

Amanda Catania

Amanda@capecodchamb
er.org





Cape Cod Chamber of Commerce
Travel & Tourism Forum

March 26, 2025

David O’Donnell
Vice President of Strategic
Communications



Cape Cod Chamber Forum

Our Path to a Tourism Destination Marketing District

2019 2021

2020

o TDMD committee formed (Mar)
o CIVITAS hired (Mar)
o 1st TDMD Educational Session hosted 

(Mar)
o Joyce and LeBretton hired (Sep)
o TDMD Steering committee formed 

(Sep)
o Board approves TDMD 

recommendations (Dec)

o 4 Add’l TDMD Educational Sessions (Jan)
o House Ways & Means Includes TDMD in 

New Version of Economic Development 
Bill (Jun)

o House & Senate Conference Committee 
Convenes on TDMD (Jul)

o Conference Committee Report 
Includes TDMD and is Enacted in 
Both Chambers (Jan)

o Governor Signs Economic 
Development Bill (Jan)

o Hotel Petition Process Begins (Feb)
o Hotel Petition Passes (Jun)
o City Council Votes Unanimously to 

Approve District (Jun)



• Bolster visitation and hotel occupancy

• Restore leisure, hospitality & hotel jobs

• Enhance Neighborhood Experiences

• Increase single property meeting sales and related spending

• Allow for an Incentive/Special Projects Fund

• Reignite International Visitation

• Resuscitate hotel tax revenue for the Boston/Cambridge/MA general fund

How Will Boston and Cambridge 
Benefit from a TDMD?

Cape Cod Chamber Forum



Proposed Boston/Cambridge TDMD

*4 members will “sunset” after 2 years

• Hotels have voted to create the TDMD and will govern how 
funds are deployed.

• 70% of hotels in Boston and Cambridge with at least 50 
rooms have voted to approve TDMD formation.

• The hotels will then manage TDMD expenditures through a 
15-member governance board.*

•  Boston/Cambridge TDMD assessment will be 1.5%.

Cape Cod Chamber Forum



Cape Cod Chamber Forum

Boston/Cambridge TDMD District Plan

• Re-Brand Greater Boston CVB
• Build Brand Awareness through Robust 

Consumer Marketing Campaigns in ALL Seasons
• Launch Global Sales Initiatives
• Develop DEI Strategies – Workforce 

Development and Vendor Procurement
• Onboard International PR, Trade and MICE 

Agencies
• Support Major Events
• Incentivize Hotel Bookings in Need Periods
• Ecotourism and Sustainability
• Invest in Community Events



Cape Cod Chamber Forum

TDMD Revenue

January $612,578 $1,234,875 101% $1,410,669 14%
February $935,611 $1,402,804 50% $1,600,000 14% **

March $1,531,193 $2,222,644 45% $2,350,000 6% **
April $2,524,260 $2,914,810 15.50% $3,128,119 7%
May $4,906,271 $5,457,029 11% $5,672,913 4%
June $1,552,206 $1,673,695 8% $1,709,199 2%
July $3,155,549 $3,404,470 8% $3,538,983 .04%

August $2,880,501 $3,016,193 8%
September $3,323,247 $3,536,585 6.50%

October $3,481,161 $4,487,786 29%
November $2,318,548 $2,444,020 5.40%
December $1,545,940 $1,670,000 8%

Total: $28,767,066 $33,464,911 16.30% $5,360,669

2022 2023 YOY % 2024 YOY %

** estimated based on Pinnacle report



New Corporate Identity

72







Keep board, revise based on color/logo feedback



Campaign Platform 
Exploration



Greater Boston, fueled by 
the collective spirit of 
transformation, is a city 
built by motion and 
designed to stay in motion. 

77



78





TDMD All-Hotel 2024



Winter 2024 Advertising



Winter 2024 Advertising



Cape Cod Chamber Forum





Cape Cod Chamber Forum

Major Event Sponsorship



Cape Cod Chamber Forum

MEET BOSTON INTERNATIONAL IMPACT

• In-Market Reps in the following countries:  UK, Ireland, 
Germany, France, Italy, and Mexico

• Media Events hosted in London and Frankfurt
• Media missions attended in Amsterdam, Copenhagen, 

Toronto, Auckland, Melbourne, Sydney, Dublin, Mexico 
City, Berlin, and Goa

Cape Cod Chamber Forum



Cape Cod Chamber Forum

LONDON MISSION

April 2024 – Trade and Media Mission to London

• US Embassy Briefing
• Media and Trade Reception and Program at 

The Shard
• Cooking Demonstrations and Fireside Chat 

with High-Level UK Travel Media



Cape Cod Chamber Forum

LONDON MISSION – April 23 Evening Reception



Cape Cod Chamber Forum

IPW 2024

May 4-8 – Los Angeles

• Over 250 Booth Appointments
• 58 Media Appointments
• May 5 Lobster Roll Activation
• Media Marketplace Sponsorship
• Meet Boston Press Conference



Cape Cod Chamber Forum

IMEX 2024

October 7-11 – Vegas

• 476 Booth Appointments
• 22 Meet Boston Partners
• 4,600 Buyers in Branded Buyers 

Lounge



Cape Cod Chamber Forum

Total Number of Groups booked:  333

Room Nights 53,159

Guest Room Revenue $11,399,956

Meeting Room Rental $462,995

Banquet F & B $9,522,817

Reimbursement Total $2,138,573

Q1 GROUP INCENTIVE - 2024

Total Revenue $21,385,729



THANK YOU!



Marketing Presentation
Prepared For

Cape Cod Travel & Tourism  Industry Forum
March 26, 2025



Strategic Data Analysis



Hotel Data >



See Plymouth Booking Engine  >



Geo-Fencing/CC >       



Search Engine Optimization
SeePlymouth.com  >



See Plymouth App >
Performance – Ad Units – Favorites



Ride Circuit >



National, State, Local Trends  >



Partner 
DMOs, 

CVBs VICs 
and 

Chambers

Nonprofits
Across 

12 Towns

Partners 
Outside the 

County

Tourism Member Partners

Town of 

Plymouth  

Members

Plymouth  

County 

Members



Collaborative Partnerships
Plymouth Regional Economic Development Foundation

Over 1 dozen Plymouth County Chambers

Scituate Visitor Center

Plymouth Growth and Development Corporation

U. S. Travel Association

300 See Plymouth Member Partners

66 Non-Profit Partnerships

South Shore Irish Heritage Trail

MA Office of Travel & Tourism (MOTT)

Plymouth County Convention Center Steering Committee

Regional Tourism Councils

Town of Plymouth

MA 250



How We Communicate

• Advertising

• Quarterly Updates

• Monthly Networking

• Annual Legislative Tourism Event

• See Plymouth Website

• See Plymouth App

• Social Media

• Guidebook



Digital Advertising

USA Tourism Center 



Tik TokInstagramFacebook

Social Media



Broadcast



Print Advertising w Digital

Boston Globe

Pridely
Travel & Culture – Boston Irish Tourist

Edible Southeastern MABoston Spirit



See Plymouth Publications

Digital Brochures and Maps



Website and App

WebsiteSee Plymouth App



Digital and Print Signage

Digital Kiosks
Visitor Information 

Center Signage



Earned Media FY24

• Media Stories 

• Awards 

• Press Releases

• Facebook

• Instagram

• Twitter

• YouTube Channel

• TikTok

Unique 

Monthly 

Visitors

7.8 B

Publicity 

Coverage Value

$4.4 M

Digital Reach

2.2 B



Trade Shows

American Bus 

Association Marketplace
Nashville, TN

January 13 -16, 2024

Discover New England
Karl Kaltenegger, 

NÖN Niederösterreichische 

Nachrichten Vienna, Austria
October 16 - October 26, 2023

Discover New England
Clever Reisen German FAM

Armin Moeller, Germany

October 9 - October 20, 2023

Dream Destinations 

Travel Show 
MGM Springfield, MA

April 27, 2024

Boston Spirit LGBTQ+ Executive 

Networking Night Marriot Copley 

Place, Boston
May 9, 2024



2023 Economic Impact

Visitor Spend



2023 Economic Impact

Tourism Tax Revenue Generated



FY25 Strategy
Increase Overnight Visitation



Strategic Advertising & Promotion

Smithsonian Magazine



Additional Infrastructure
South Shore Convention Center Feasibility Study



AMERICAN CRUISE LINES
INCREASED VISITATION



RIDE CIRCUIT RETURNS

MORE DAYS – LONGER HOURS



Enlarged and Modernized Waterfront Info Center

Improved Visitor Services



Continual Measurement
Using Most Recent Technology 



Thank 

You!
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