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ECONOMIC IMPACT

Direct spending by domestic and international visitors · 

totaled $15.1 billion in 2007 (p. 4).

Visitor expenditures supported 127,800 jobs in 2007 and · 

$3.5 billion in wages and salaries (p. 4).

Visitor expenditures generated $943.4 million in · 

Massachusetts state and local tax revenue in 2007 (p. 4).

Each dollar spent by a visitor in 2007 generated 3.9 cents in · 

state tax receipts and 2.4 cents in local taxes (p. 4).

State hotel room occupancy tax collections totaled · 

$174.2 million in FY2008 (p. 6).

VISITOR ORIGIN

Domestic visitors account for approximately 92% of all · 

visitors, international visitors, 8%. (p. 10).

In FY2008, Massachusetts hosted 19.4 million domestic · 

visitors. Additionally, there were 1.8 million international 

visitors; 1.2 million came from overseas and

600,000 from Canada (p. 10).

DOMESTIC & INTERNATIONAL VISITORS

In FY2008, 59.1% percent of all person trips originated in New · 

England and 17.9% from the mid-Atlantic states (NY, NJ, and 

PA) (p. 12).  

Visiting friends and relatives is the most frequently reported · 

primary trip purpose (42.6%) (p. 13).

Travel by car is the dominant mode of transportation · 

(65.3%) (p. 13).

 46.3% of the domestic visitors who spent at least one night · 

in Massachusetts reported staying in a hotel, motel, or bed 

and breakfast (p. 13).

Canada, the United Kingdom, and Germany are the top · 

three countries of origin and accounted for more than 53% 

of all international visitors in 2007 (p. 27).

BRAND ADVERTISING ROI

MOTT's FY2008 brand campaign generated $34 million in · 

incremental visitor expenditures (p. 16).

For every dollar spent onthe FY2008  brand campaign, Massa-· 

chusetts received $32 in direct travel expenditures and $2.15 in 

state and local tax revenues (p. 16).
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Direct expenditures by domestic and international visitors to 

Massachusetts totaled $15.1 billion in 2007, a 6.6% increase 

over 2006 and a 35.2% increase over 2003. 

Massachusetts' 2007 direct expenditures represented a 

2.2% share of all U.S. direct expenditures ($699.9 billion). 

Domestic visitors spent $13.3 billion in 2007, 88.1% of 

all spending; international visitors, $1.8 billion, 11.9%. 

An analysis of spending by industry sectors shows major 

differences between domestic and international visitors' 

spending behavior.

In 2007, domestic spending grew 6%; international 

increased by 11.1%. 

Visitor spending supported 127,800 full-time, part-time, and 

seasonal jobs, an increase of 1.6% from 2006, and payroll of 

$3.5 billion, a 5.9% increase.

The state received $588 million in revenues through the 

state sales tax, excise taxes, and taxes on travel-related 

personal and corporate income, a 6.1% increase over 

2006. Local community revenue totaled $355.4 million in 

sales and property tax revenue, a 6.7% increase. 

Direct Economic Impact of Travel on Massachusetts, 2003 ± 2007

Calendar
Year

Expenditures
($ Millions)

Payroll
($ Millions)

Employment
State Tax 
Receipts

($ Millions)

Local Tax 
Receipts

($ Millions)

2007 15,144.6 3,582.80 127,800 588.0 355.4

2006 14,211.3 3,400.0 125,800 554.2 333.0

2005 13,080.0 3,265.9 125,200 524.1 309.2

2004 12,407.5 3,244.9 125,300 510.6 297.5

2003 11,198.9 3,137.2 124,800 476.1 274.6

Source: TIA, The Economic Impact of Travel on MA Counties, 2007

Domestic and International Direct Expenditures by Industry Sector, 2006- 2007

2007 Expenditures
Domestic

($ Millions)
International
($ Millions)

Total
($ Millions)

% of Total

Public Transportation 4,392.9 231.9 4,624.8 30.5%

Auto Transportation 1,908.7 24.6 1,933.3 12.8%

Lodging 2,856.6 641.9 3,498.5 23.1%

Food Service 2,548.3 327.7 2,876.0 19.0%

Entertainment & Recreation 769.4 148.6 918.0 6.1%

General Retail Trade              870.5 423.4 1,293.9 8.5%

2007 Totals $13,346.5 $1,798.1 $15,144.5 100.0%

Percentages 88.1% 11.9% 100.0%

2006 Totals $12,592.2 $1,619.1 $14,211.3

Percentages 88.6% 11.4% 100.0%

Source: TIA, The Economic Impact of Travel on MA Counties, 2007

ECONOOMMMIIICCC IIIIMMMMPPPAAACCCTTT
MAASSSSAAAACCCCHHHHUUUUSSSEEETTTTTTSSS  TTTRRRAAAVVEELL IINNDDUUSSTTRRYY BBBYYY TTTHHHEEE  NNNUUUMMMBBEERRS
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THE MULTIPLIER IMPACT 

Visitors' direct expenditures have a multiplier impact on 

the Massachusetts economy through indirect and induced 

spending. Indirect spending results from Massachusetts' 

travel-related businesses purchasing goods and services 

within Massachusetts. Induced spending results from 

employees of travel-related businesses spending part of their 

income in-state. This multiplier impact is measured for 

expenditures, earnings, and employment. In 2007, the total 

impact of all travel spending was $24.1 billion, a 6.7% 

increase over 2006.

Multiplier Impact of Direct Spending, 2007

Impact Measure Direct Impact
Indirect & Induced 

Impact
Total Impact % Change over 2006

Expenditures (millions) $15,144.6 $8,959.4 $24,103.9 6.7%

Earnings (millions) $3,582.8 $3,264.5 $6,847.3 6.1%

Employment (thousands) 127.8 83.5 211.4 1.7%

Indirect impact Ð travel industry operators purchasing goods and services in MA

Induced impact Ð employees of businesses and suppliers spending part of their earnings in MA

Source: TIA, The Economic Impact of Travel on MA Counties, 2007

ECONOOMMMIIICCC IIIIMMMMPPPAAACCCTTT
MAASSSSAAAACCCCHHHHUUUUSSSEEETTTTTTSSS  TTTRRRAAAVVEELL IINNDDUUSSTTRRYY BBBYYY TTTHHHEEE  NNNUUUMMMBBEERRS
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In FY2008, state room occupancy tax collections totaled 

$174.2 million, a 10.6% increase over FY2007 and a 44.9% 

increase over FY2004. Local room occupancy tax collections 

totaled $96.9 million, a 9.6% increase over FY2007 and a 

41.5% increase over FY2004. 

In FY2007, Suffolk, Middlesex, and Barnstable counties were the 

top three tax-producing counties, accounting for 71.6% of state 

and 72% of local option room occupancy tax collections. 

Room occupancy tax collections are driven by the overall 

performance of the lodging sector. In CY2008, Massachusetts' 

lodging industry outperformed the U.S., according to Smith 

Travel Research. Massachusetts' room occupancy was flat-

compared to the national rate which was a decrease of  4.2%. 

REVPAR, revenue per available room, was also flat in Massachu-

setts, compared to a decrease of 2% for the U.S. Total room 

revenues also outpaced the U.S., 1.3% vs. 0.7%.  

Room Occupancy Tax Collections by County, FY2007

County State Collections
($000) Share % Local Option Collections

($000) Share %

Barnstable 10,517 9.5% 8,434 9.5%

Berkshire 3,631 3.3% 2,750 3.1%

Bristol 2,287 2.1% 1,656 1.9%

Dukes 1,553 1.4% 1,223 1.4%

Essex 5,137 4.6% 4,046 4.6%

Franklin 306 0.3% 206 0.2%

Hampden 2,804 2.5% 2,269 2.6%

Hampshire 1,044 0.9% 830 0.9%

Middlesex 23,156 20.8% 18,486 20.9%

Nantucket 1,600 1.4% 1,284 1.5%

Norfolk 6,652 6.0% 5,291 6.0%

Plymouth 1,903 1.7% 1,517 1.7%

Su! olk 45,812 41.2% 36,661 41.5%

Worcester 4,685 4.2% 3,692 4.2%

 Total FY2007 111,087 100.0% 88,345 100.0%

 Total FY2006 105,808 81,589

Source MA DOR

 Room Occupancy Tax Collections, FY2004 ± 2008

Fiscal Year
State

$ Millions
%

Change
Local Option

$ Millions
%

Change

2008 174.2 10.6% 96.9 9.6%

2007 157.5 8.8% 88.3 8.2%

2006 144.8 8.5% 81.6 8.1%

2005 133.5 11.1% 75.5 10.2%

2004 120.2 0.2% 68.5 -1.6%

Source MA DOR

ROOM OOCCCCCCCCUUUUPPPPAAANNNCCCYYY TTTAAXXEEESS
MAASSSSAAAACCCCHHHHUUUUSSSEEETTTTTTSSS  TTTRRRAAAVVEELL IINNDDUUSSTTRRYY BBBYYY TTTHHHEEE  NNNUUUMMMBBEERRS
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In 2007, the largest share of visitors' direct expenditures was for public transportation, followed by lodging and food service. The 

lodging sector generated the largest payroll of any category; food service generated the most jobs.  

Expenditures, Payroll, & Employment by Industry Sector, 2007

Industry Sector
Expenditures
($ Millions)

%
Share

Payroll
($ Millions)

%
Share

Employment
%

Share

Public Transportation 4,624.8 30.5% 621.6 17.3% 14,900 11.7%

Auto Transportation 1,933.3 12.8% 129.6 3.6% 4,100 3.2%

Lodging 3,498.5 23.1% 910.7 25.4% 30,300 23.7%

Food Service 2,876.0 19.0% 832.7 23.2% 47,100 36.9%

Entertainment & Recreation 918.0 6.1% 478.2 13.3% 17,000 13.3%

Retail 1,293.9 8.5% 191.2 5.3% 7,700 6.0%

Travel Planning n/a n/a 418.7 11.7% 6,600 5.2%

15,144.6 100.0% 3,582.8 100.0% 127,800 100.0%

Note: Travel Planning does not generate expenditure data

Source: TIA, The Economic Impact of Travel on MA Counties, 2007

PUBLIC TRANSPORTATION 

Spending in 2007 for public transportation totaled $4.6 

billion, a 5.5% increase over 2006 and a 36.2% increase 

over 2003.  

Public transportation accounted for 30.5% of all expenditures, 

17.3% of payroll, and 11.7% of employment. 

The public transportation industry comprises air, intercity 

bus, rail, boat and ship, and taxicab and limousine services.

Public Transportation Industry: 
Economic Impact, 2003 ± 2007

Calendar Year
Expenditures
($ Millions)

Payroll
($ Millions)

Employment

2007 4,624.8 621.6 14,900

2006 4,385.0 574.5 14,500

2005 4,048.6 576.5 14,800

2004 3,793.2 612.2 15,600

2003 3,395.6 641.0 16,400

Source: TIA, The Economic Impact of Travel on MA Counties, 2007

SPENDIINNNGGGG BBBBYYYY  IIINNNDDDUUUSSSTTTRRYY  SSEECCCTTOORRR
MAASSSSAAAACCCCHHHHUUUUSSSEEETTTTTTSSS  TTTRRRAAAVVEELL IINNDDUUSSTTRRYY BBBYYY TTTHHHEEE  NNNUUUMMMBBEERRS
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LODGING 

Spending in 2007 for lodging totaled $3.5 billion, an 8.8% 

increase over 2006 and a 41.8% increase over 2003.  

The lodging industry represented 23.1% of all expenditures. It 

generated the largest share of payroll, 25.4%, and the second 

largest share of employment, 23.7%. 

The lodging industry comprises hotels and motels, inns, 

resorts, campgrounds, and ownership or rental of vacation 

and second homes.

FOOD SERVICE 

Spending in 2007 for food service totaled $2.9 billion, an 

increase of 6.5% over 2006 and an increase of 27.4% over 2003.  

Food service accounted for 19% of total expenditures. It 

generated the second-highest share of payroll, 23.2%, and 

the largest share of employment, 36.9%.  

The labor-intensiveness of the food-service sector and the 

large share of visitor expenditures spent on food results in 

this sector's major contribution to the travel industry's 

economic impact and to employment. 

Food service comprises restaurants, other eating and 

drinking establishments, and grocery stores. 

AUTO TRANSPORTATION

Spending in 2007 for auto transportation totaled $1.9 billion, an 

increase of 6.0% over 2006 and an increase of 44.1% over 2003.  

Auto transportation accounted for 12.8% of all expenditures, 

3.6% of payroll, and 3.2% of employment. 

Auto transportation comprises privately owned vehicles used 

for trips (i.e., automobiles, trucks, campers, and other recre-

ational vehicles), gasoline service stations, and auto rentals.

Lodging Industry: Economic Impact, 2003 ± 2007

Calendar Year
Expenditures
($ Millions)

Payroll
($ Millions)

Employment

2007 3,498.5 910.7 30,300

2006 3,215.8 852.5 29,800

2005 2,874.6 815.1 29,700

2004 2,736.7 793.8 29,300

2003 2,466.6 752.3 29,400

Source: TIA, The Economic Impact of Travel on MA Counties, 2007

Food Service: Economic Impact, 2003 ± 2007

Calendar Year
Expenditures
($ Millions)

Payroll
($ Millions)

Employment

2007 2,876.0 832.7 47,100

2006 2,700.6 791.9 46,100

2005 2,528.3 757.5 45,400

2004 2,438.0 747.0 45,300

2003 2,257.6 708.7 44,400

Source: TIA, The Economic Impact of Travel on MA Counties, 2007

Auto Transportation Industry: 
Economic Impact, 2003 ± 2007

Calendar Year
Expenditures
($ Millions)

Payroll
($ Millions)

Employment

2007 1,933.3 129.6 4,100

2006 1,824.1 127.8 4,200

2005 1,699.8 126.1 4,200

2004 1,550.2 122.5 4,200

2003 1,341.8 116.5 4,000

Source: TIA, The Economic Impact of Travel on MA Counties, 2007

SPENDIINNNGGGG BBBBYYYY  IIINNNDDDUUUSSSTTTRRYY  SSEECCCTTOORRR
MAASSSSAAAACCCCHHHHUUUUSSSEEETTTTTTSSS  TTTRRRAAAVVEELL IINNDDUUSSTTRRYY BBBYYY TTTHHHEEE  NNNUUUMMMBBEERRS
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ENTERTAINMENT & RECREATION

Spending in 2007 for entertainment & recreation totaled $918 

million, an increase of 5.7% over 2006 and an 

increase of 25.8% over 2003.  

Entertainment & recreation accounted for 6.1% of all 

expenditures, 13.3% of payroll, and 13.3% of employment. 

Entertainment & recreation comprises user fees, sporting 

events, admissions at amusement parks, and attendance 

at movies.

RETAIL

Spending in 2007 for general retail totaled $1.3 billion, an 

increase of 6.3% over 2006 and an increase of 28.4% over 2003.  

General retail accounted for 8.5% of all expenditures, 5.3% 

of payroll, and 6% of employment. 

General retail comprises gifts, clothes, souvenirs, and other 

incidental retail purchases.

TRAVEL PLANNING 

In 2007, travel planning accounted for 11.7% of payroll and 

5.2% of employment. This sector does not generate direct 

expenditures in Massachusetts because the expenditures 

take place in visitors' points of origin.

Travel planning comprises travel agents, tour operators, and 

others involved in planning trips.

Travel Planning Industry: 
Economic Impact, 2003 ± 2007

Calendar Year
Payroll

($ Millions)
Employment

2007 418.7 6,600

2006 400.0 6,700

2005 367.0 6,900

2004 345.8 6,800

2003 327.2 6,700

Source: TIA, The Economic Impact of Travel on MA Counties, 2007

Retail Industry: Economic Impact, 2003 ± 2007

Calendar Year
Expenditures
($ Millions)

Payroll
($ Millions)

Employment

2007 1,293.9 191.2 7,700

2006 1,216.8 181.4 7,600

2005 1,123.5 191.0 7,600

2004 1,109.5 192.9 7,700

2003 1,007.4 179.2 7,500

Source: TIA, The Economic Impact of Travel on MA Counties, 2007

Entertainment & Recreation Industry:
Economic Impact, 2003 ± 2007

Calendar Year
Expenditures
($ Millions)

Payroll
($ Millions)

Employment

2007 918.0 478.2 17,000

2006 868.9 453.6 16,800

2005 805.2 432.8 16,500

2004 779.9 430.6 16,600

2003 729.8 412.1 16,300

Source: TIA, The Economic Impact of Travel on MA Counties, 2007

MAASSSSAAAACCCCHHHHUUUUSSSEEETTTTTTSSS  TTTRRRAAAVVEELL IINNDDUUSSTTRRYY BBBYYY TTTHHHEEE  NNNUUUMMMBBEERRS
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Massachusetts hosted 19.4 million domestic person 

trips in FY2008. See the chart of domestic visitor origins for 

FY2008 on p. 12. 

In CY2007, Massachusetts hosted 1.8 million international 

person trips. 66% of the person trips were from overseas, 34% 

from Canada. 

Massachusetts' share of all Canadian travel to the U.S.            

decreased from 3.6% to 3.4% in 2007; Massachusetts' share of 

overseas travel decreased from 5.1% to 4.8% in 2007.

For visitation numbers from top international markets, see p. 

28.

VISITORR VVVVOOOOLLLLUUUUMMMEEE
MAASSSSAAAACCCCHHHHUUUUSSSEEETTTTTTSSS  TTTRRRAAAVVEELL IINNDDUUSSTTRRYY BBBYYY TTTHHHEEE  NNNUUUMMMBBEERRS
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In 2007, domestic visitors spent $13.3 billion in direct expen-

ditures, a 6.0% increase over 2006 and an increase of 34.1% 

over 2003

Greater Boston - Suffolk, Middlesex, and Norfolk counties - 

generated 68.6% of all travel expenditures, 60.7% of state tax 

receipts, and 56.6% of local tax receipts.

. 

Greater Boston Ð Suffolk, Middlesex, and Norfolk counties 

Ð generated 68.1% of all travel expenditures, 60.2% of state 

tax receipts, and 56% of local tax receipts. 

Domestic Economic Impact on Massachusetts Counties, 2003-2007

County
Expenditures

($ Millions)

Payroll

($ Millions)

Employment

(Thousands)

State Tax Receipts

($ Millions)

Local Tax Receipts

($ Millions)

Barnstable 818.1 218.1 8.94 33.9 46.8

Berkshire 335.8 89.7 3.74 16.5 8.9

Bristol 373.4 81.8 3.06 19.6 7.0

Dukes 112.9 28.0 1.14 4.2 6.3

Essex 660.2 161.8 6.28 34.6 16.5

Franklin 48.3 9.0 0.37 2.7 1.5

Hampden 426.6 95.1 3.29 23.1 8.1

Hampshire 102.4 23.9 0.90 5.4 2.7

Middlesex 1,976.7 542.7 20.45 106.4 50.4

Nantucket 164.8 33.8 1.11 4.7 5.5

Norfolk 820.3 264.0 9.42 43.1 17.2

Plymouth 477.8 101.8 3.82 23.0 21.0

Suffolk 6,357.2 1,349.5 43.70 164.4 112.9

Worcester 671.9 137.8 5.49 35.3 14.4

Statewide 2007 13,346.5 3,137.0 111.71 517.0 319.1

Statewide 2006 12,592.2 2,976.0 110.54 489.9 300.4

Statewide 2005 11,691.7 2,883.3 110.50 466.3 280.4

Statewide 2004 10,975.4 2,845.8 110.47 451.6 268.5

Statewide 2003 9,952.3 2,765.1 110.58 426.9 247.7

Source: TIA, The Economic Impact of Travel on MA Counties, 2007

DOMESSTTIICCCC VVVVIIIISSSSIIITTTOOORRR  EEECCCOONNNOOMMMIICC  IIIMMMPPPAACCTT BBYY CCCOOOUUNNTTYY
MAASSSSAAAACCCCHHHHUUUUSSSEEETTTTTTSSS  TTTRRRAAAVVEELL IINNDDUUSSTTRRYY BBBYYY TTTHHHEEE  NNNUUUMMMBBEERRS
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In FY2008, visitors from New England and the mid-Atlantic 

states (NY, NJ, and PA) accounted for 77% of all domestic 

person trips to the state. 

The largest source of visitors was Massachusetts residents 

themselves, 6.7 million person trips, 34.7% of all domestic 

trips, followed by New York state with 2.5 million person trips, 

12.9% of trips, and Connecticut, 2.0 million person trips, 

10.3% of trips.  

Again, the definitation of a visitor is one who travels 50 or 

more miles one way or who stays overnight. 

Domestic Visitor Origin: Top 10 States, FY2008

State
Person Trips

    to Massachusetts
Share of all 
Person Trips

Massachusetts 6,733,000 34.7%

New York 2,500,000 12.9%

Connecticut 1,997,000 10.3%

New Hampshire 1,022,000 5.3%

Rhode Island 800,000 4.1%

California 631,000 3.3%

Florida 626,000 3.2%

New Jersey 575,000 3.0%

Maine 525,000 2.7%

Virginia 401,000 2.1%

All Other States 2,803,000 14.5%

All New England States 11,457,000 59.1%

All Mid-Atlantic States 3,461,000 17.9%

Source: TNS, Travels America, FY2008

DOMESSTTIICCCC VVVVIIIISSSSIIITTTOOORRR  OOORRIIGGIIINN
MAASSSSAAAACCCCHHHHUUUUSSSEEETTTTTTSSS  TTTRRRAAAVVEELL IINNDDUUSSTTRRYY BBBYYY TTTHHHEEE  NNNUUUMMMBBEERRS
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DOMESTIC TRIP DURATION & COMPOSITION

67.5% of all person trips include an overnight stay. Overnight 

visitors average 3.4 nights in Massachusetts. All visitors Ð 

overnights and those on day trips Ð average 2.1 nights.   

26% of all travel parties include one or more children less 

than 18 years of age.

DOMESTIC TRANSPORTATION MODE

The majority of visitors, 65.3%, drive their own vehicle to 

Massachusetts. Air travel ranks second at 19.9%.

DOMESTIC LODGING 

46.3% of overnight visitors stay in a hotel/motel/inn or B&B, 

41.8% in a private home.

DOMESTIC TRIP PURPOSE

Visiting friends or relatives is the dominant trip purpose and 

accounts for 42.6% of all domestic trips. Business and conven-

tion/seminar travel accounts for 16.8% of all trips. 

DOMESTIC TRIP ACTIVITIES

Attendance at a social or family event is the most frequently 

reported trip activity by domestic visitors, 26.8%, followed by 

shopping, 20.3%. Fine dining, beaches, rural sightseeing, 

historical places/museums, and urban sightseeing follow in 

rank order. 

Domestic Visitor Primary Trip Purpose, FY2008

Visit Friends/Relatives 42.6%

Personal 15.2%

Entertainment/Sightseeing 12.5%

Business 11.0%

Outdoor Recreation 5.9%

Combined Business/Leisure 6.4%

Convention/Seminar 5.8%

Source: TNS, Travels America, FY2008

Domestic Visitor Top 10 Activities: FY2008

Attend Family/Social Event 26.8%

Shopping 20.3%

Fine Dining 16.5%

Beaches 13.6%

Rural Sightseeing 15.3%

Historical Places/Churches 11.5%

Museums 9.8%

Urban Sightseeing 13.2%

State/National Parks 7.4%

Art Galleries 3.9%

Source: TNS, Travels America, FY2008

Domestic Visitor Transportation Mode, FY2008

Own Auto/Truck 65.3%

Airplane 19.9%

Rental Car 4.6%

Camper/RV 1.2%

Train 2.5%

Bus 2.1%

Ship/Boat 1.0%

Motorcoach 0.2%

Source: TNS, Travels America, FY2008

222000088
MMAASSSSSSSAAAACCCCHHHHUUUUSSSEEETTTTTTSSS  TTTRRRAAAVVEELL  IINNDDUUSSTTRRYY BBBYYY TTTHHHEE NNNUUUMMMBBEERRSS

Overnight Domestic Visitor Lodging, FY2008

Hotel/Motel/Inn 44.1%

Private Home 41.8%

Condo/Timeshare 4.0%

RV/Tent 3.0%

Bed & Breakfast 2.2%

Other 4.9%

Source: TNS, Travels America, FY2008
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MOTT MISSION

The Massachusetts Office of Travel & Tourism (MOTT) is 

the state agency dedicated to promoting Massachusetts 

as a leisure travel destination in order to stimulate the 

Massachusetts economy by generating state and local tax 

revenues, creating jobs, and supporting the growth of travel-

related businesses. MOTT serves as a leader in the tourism 

industry, bringing together the public and private sectors. 

FY2007 AND FY2008 DOMESTIC 
MARKETING PROGRAMS

MOTT's domestic marketing programs are research driven, 

targeted at best customer prospects, and rigorously evaluat-

edThe programs focus on generating overnight leisure travel 

by consumers from core drive markets: Massachusetts, the 

New York DMA (Designated Market Area), and the Hartford/

New Haven DMA. In FY08, two secondary markets were 

added: Albany, N.Y. DMA and Providence, R.I. DMA. 

Research is used to determine best customer prospects, 

markets, campaign timing, messages, and to inform the 

development of print and electronic materials. Tracking 

programs evaluate the results of each discrete program. 

The FY2008 target was adults, 35-64; HHI, $75,000+. Media is 

skewed toward women, who have a greater propensity to plan 

and make travel decisions. 

Media spending is focused heavily on generating spring and 

summer travel; secondary marketing programs cover the fall 

and winter seasons. MOTT's marketing programs are fully 

integrated with a mix of broad-based media Ð television, 

print, radio, newspaper, and online Ð and direct mail and 

email programs that target existing customers. The brand 

program develops awareness of Massachusetts as a travel 

destination; promotions provide consumers with price 

incentives to plan a trip. 

In FY08, the television buy was shifted from primarily spot 

broadcast to a combination of spot and cable in order to 

more effectively reach MOTT's target customers. A heavier 

emphasis was placed on in-state TV buys. Massvacation.com 

is the platform for all promotional programs; it and the 

Massachusetts Getaway Guide provide visitors with compre-

hensive planning information. 

In FY2008, MOTT adopted the tagline, It's All Here!, shared 

by the Massachusetts Office of Business Development.  

Massachusetts Market Share From Target DMAs

Visitors to MA
(Thousands)

All Visitors 
from DMA
(Thousands

Market 

Share

New York City DMA 65,165 2,368 3.6%

Hartford/New Haven DMA 9,172 1,663 18.1%

Albany/Troy DMA 6,719 703 10.5%

Providence/New Bedfrd DMA 6,466 1,585 24.5%

Boston DMA 24,318 5,943 24.4%

Sprgfld/Hlyke DMA 2,142 523 24.4%

Source: TNS CY2007
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Marketing Budget

Marketing, collateral, and research FY08: $6.8m FY07: $5.4m

Public relations FY08: $0.29m FY07: $0.24m

Total FY08: $7.09m FY07: $5.6m

Media

FY08 FY07

Net media $ 4.6m $3.4m

Allocation by market

New York DMA 60% 66%

Hartford/New Haven DMA 9% 10%

Massachusetts 16% 12%

Albany, N.Y. DMA & Providence, R.I. DMA 5% 3%

Other 10% 8%

Allocation by media

TV 66% cable/34% spot 42% cable/58% spot

Radio 5% 10%

Print 12% 15%

Online 14% 13%

Other 3% 4%
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BRAND CAMPAIGN  

CY08 AT A GLANCE

Tagline: It's All Here· !

Primary markets: New York DMA, Hartford/New Haven DMA, · 

and Massachusetts 

Secondary markets: Albany and Providence DMAs.· 

Schedule: March ± June 2008· 

TV: 66 30-second spots aired on broadcast and cable in · 

Boston, NY, Harford, Albany, and Providence DMAs. Pro-

grams included early-morning fixed positioning in Good 

Morning America, the Today show, Red Sox games, New 

England Cable News, and top-rated shows Ð Desperate 

Housewives, Grey's Anatomy, and Law & Order 

Print: 17 titles included, 27 insertions, primarily zoned · 

circulation.Titles include AAA Car & Travel, AAA Journeys, New 

York Magazine, Connecticut Magazine, Boston Magazine, New 

England Travel & Life, Yankee Magazine, Coastal Living, Endless 

Vacation, Passport, Travel + Leisure, Bon App"tit, Domino, 

Vanity Fair, Cond" Nast Traveler, Architectural Digest, and Gourmet 

Online: A variety of online sites were used including: boston.· 

com, yahoo.com, ct.com, about.com and tripadvisor.com.

Concurrent spring lodging promotion · 
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CY08 RESULTS

An independent advertising effectiveness and return on 

investment (ROI) study shows the 2008 brand campaign 

generated awareness levels of 41% of the New York DMA's 

target consumers, 35% in the Hartford DMA, and 38% in 

Massachusetts. Overall, the campaign generated 27,000 

incremental trips from all target markets and $34 million in 

incremental spending. The total cost of the brand 

campaign was $3.4 million.  The three year average ROI is $32 

in direct spending and $2.15 in state and local taxes for 

every dollar spent on the campaign.
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The 2008 television campaign showcased the enormous breadth and variety of things to do and places to go across 

Massachusetts. To drive home the point and to build a sense of excitement about Massachusetts, a new spot was created for 

every day that the campaign was on air. In all, a total of 90, 30-second spots was used in the broadcast and web components of 

the brand campaign, which also included print and online. The TV campaign was supported with print, online, and radio advertis-

ing. All elements of the campaign drove consumers to the massvacation.com Web site, where visitors could view all 90 spots and 

learn more about why it really is ªall here.º

TELEVISION
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PRINT
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LGBT MARKETING PROGRAM

A six week on line campaign featuring creative and place-

ments targeting the gay and lesbian markets was run on 

seven Web sites controlled by the network Planet Out. The 

results were very strong and consistent with historical general 

consumer campaigns. The campaign served 3.6 million 

impressions with a click-through rate of 0.11% and a cost per 

click of $8.50. Additionally, there were more than 1,000 

lodging searches.

MOTT was a sponsor of the 9th Annual Community Marketing 

Conferennce on Gay and Lesbian Travel held in Vancouver 

Canada in October 2008. 

MOTT and the Greater Boston CVB won the bid for hosting 

CMI's 10 Annual Conference to be held in Boston on Novem-

ber 1-4, 2009.

GROUP TOUR

Massachusetts Office of Travel & Tourism (MOTT) markets 

Massachusetts year round as a group-tour travel destination 

through active participation in all major group-tour market-

places ± American Bus Association, National Tour Association, 

Student and Youth Travel Association, Ontario Motorcoach 

Association and African American Travel Association ± a print 

media campaign and comprehensive information posted on 

massvacation.com/grouptour. MOTT also publishes a refer-

ence guide for student and youth tours; convenes Massachu-

setts based group-tour businesses and Regional Tourism 

Councils to foster collaborations; and works with other New 

England state tourism offices on joint group tour programs. 

MOTT participates in Consumer & Industry trade publications 

such as Packed Travel Insider, Teach & Travel, Black Meetings & 

Tourism, Destinations and Courier. 

RESULTS 

In FY2008, the group tour program generated more than 300 

qualified sales leads for Massachusetts travel businesses.

SEASONAL LODGING PROMOTIONS

Spring, summer, and winter lodging promotions bolster hotel 

occupancy by targeting value-conscious travelers. The price-

point program consists of lodging for two plus breakfast. 

FY08 price points were: $79, $99, $149, $179, $209, and $229. 

Offers were posted on massvacation.com. 

The lodging promotions were supported by:

Email: 2 waves to MOTT's U.S. and Canadian customers · 

Radio· 

Online· 

Great Escapes·  magazine: winter only 

The number of participating properties ranged from 275 in 

the summer promotion to 210 in the winter.  

The winter promotion was also supported by a barter 

program managed by the Massachusetts Lodging Associa-

tion. MLA member properties contributed room nights that 

were used by MOTT as barter to purchase additional media. 

RESULTS

Email Promotions FY2008 

An analysis of the winter & spring lodging promotion email 

programs showed open rates average 10%.  Click-through 

rates from opened emails averaged 31%. Click-throughs 

indicate that email recipients clicked through to view the 

lodging offers posted on massvacation.com.

Online Programs FY2008

An analysis of the winter and spring online campaigns 

showed click rates of 0.11% for winter and spring. 

The cost per click varied somewhat, $7.35 for winter and 

$8.12 for spring. The winter program delivered 20.4 million 

impressions and 21,845 visits to massvacation.com; spring, 37 

million impressions and 42,900 web visits.
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FREE!STANDING NEWSPAPER INSERTS "FSIs#

MOTT provided financial support for fall and spring FSIs, 

published by Madden Media. These FSIs provided Massachu-

setts destinations, attractions, and lodging establishments 

the opportunity to buy advertorial space and/or a guide 

directory listing at below-market rates. The FSIs were inserted 

in major newspapers in MOTT's target markets. 

The spring issue was 12 pages with a circulation of approxi-

mately 1.2 million in New York, Connecticut, Massachusetts, 

New Hampshire, Maine, and Rhode Island with an insertion 

date in mid-April. 

RESULTS 

The spring 2008 FSI generated 9,721 leads from participating 

travel businesses (a 17% increase from the previous year) 

from a circulation of 1.2 million.  

MASSVACATION.COM 

MOTT operates a highly interactive Web site, massvacation.com, 

that provides users with comprehensive information about what 

to see and do, where to stay, and how to plan a trip. Plus: 

Information centers· 

Events up to 24 months in advance· 

Mapping and travel directions· 

Special lodging deals· 

Special offers from MOTT's marketing partners· 

Order form for the Massachusetts Getaway Guide· 

Order form for travel information from Getaway Guide · 

advertisers 

Links to attractions, hotels, regional tourism councils, and · 

other travel sites

Ongoing contest to win a Massachusetts getaway · 

Press Room· 

RESULTS 

In 2008, the site hosted 1,007,325 visits (a 29% increase over 

2007) which resulted in more than 5.6 million page views. 

83% of users were U.S. residents. The next five top countries of 

origin were Canada, the U.K., Germany, Italy, and France. The 

most visited topical pages viewed after the Homepage were 

special offers, outdoor activities, tours, science and nature, 

history and heritage, and family fun. The top regions visited in 

order were Greater Boston, Cape Cod, Western Mass, Central 

Mass, North of Boston, and South of Boston.
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MASSACHUSETTS GETAWAY GUIDE

The Massachusetts Getaway Guide is a comprehensive guide 

to the state. It includes 2,000+ places to stay and things to 

do Ð attractions, sightseeing tours, outdoor activities, and 

events. Plus features, special sections on fall foliage and winter 

activities and pull-out maps, transportation information, and 

visitor services. The Guide is published annually in February 

with a print run of 750,000. 

The Guide is supported by advertising from Massachusetts' 

destinations and travel businesses. 

The Guide is sent via first-class mail to consumers who order 

from massvacation.com, toll-free phone (800-447-MASS), via 

email, and mail. 210,000 copies are delivered with the Sunday 

New York Times in March in affluent NYC suburbs. A custom-

ized preorder form is sent to all U.S. and Canadian email 

customers, which typically generates 20,000+ preorders. 

Other distribution outlets: visitor information centers, Logan 

International Airport, hotels, AAA offices, The ªBig E' fair in 

Springfield, the Boston Marathon, commuter rail stations in 

Boston, public events and consumer shows, travel agents, 

Massachusetts public libraries, and universities and colleges. 

RESULTS 

Conversion Study of 2008 Getaway Guide requests.

An email survey of consumers who ordered the Getaway 

Guide online demonstrates that the Guide is an effective 

marketing and informational tool. 50% traveled to 

Massachusetts in the six months after ordering the 

Guide and 53% went back to massvacation.com after 

receiving the Guide. 91% of those surveyed said the 

Guide was helpful.  

Reader Service Program 

In 2008, the Getaway Guide's online and mail reader service 

program generated just over 349,000 consumer leads for 

Massachusetts travel businesses that advertised in the 

Getaway Guide, up 41% from 2007.
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Getaway Guide Conversion Study, Jan-Mar2008

Total Percentage

Emails Sent 21,584

Surveys Completed for current program: 3,490 16.17%

Traveled to MA in following 6 Months

Yes 1,744 49.97%

No 1,746 50.03%

Travel Decision Point

Before visiting massvacation.com to request the Getaway Guide 750 43.00%

Before receiving the GG, but after visiting massvacation.com 197 11.30%

After receiving the GG 616 35.32%

Not Sure 181 10.38%

After receiving the Massachusetts Getaway Guide, did you go back to massvacation.com

Yes 1,540 53.38%

No 1,345 46.62%

Do Not Recall 0 0.00%

Season Visited

Winter 30 1.72%

Spring 394 22.59%

Summer 1,162 66.63%

Fall 158 9.06%

Getaway Guide Helpfulness

Very Helpful 909 52.12%

Somewhat Helpful 674 38.65%

Not Helpful 19 1.09%

Did not use for planning 142 8.14%

Source: MOTT, Surveys sent to customers who requested a Guide January±March 2008
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FARM FULFILLMENT AND

 RELATIONSHIP  MARKETING 

MOTT combined their database of email customers with live 

online data entry to create the new FARM database. 

This database is used to support the seasonal lodging 

promotions, direct mail programs, and the Getaway Guide 

customized email order program. Massvacation.com is the 

primary source for acquiring new FARM customers and for 

updating existing customer records. FARM complies with 

CAN-SPAM best practices. 

RESULTS 

In 2008, the total number of consumer records in FARM 

increased by 7.3% compared to 2007. As of December 2008, 

FARM comprised 908,100 customer records, 385,700 of which 

were permission emails. 89% of the total records are U.S. 

customers, 5% Canadian, and 6% all other countries. 

Of the 385,700 total permission emails, 130,800 are from 

MOTT's target DMA markets. Also, 60% of the total records 

are female and 40% male.

PUBLIC RELATIONS

MOTT's public relations program aims to promote the state as 

a premier leisure destination, rich in culture and diversity. The 

majority of the program's focus is on media relations, gaining 

valuable third-party endorsements from respected travel 

press, and in turn, influencing consumer behavior. 

As a result of MOTT's public relations efforts, Massachusetts 

has enjoyed positive coverage in the nation's top circulating 

publications, regional newspapers and magazines and online 

travel and lifestyle sites. 

JOURNALISTS TO MASSACHUSETTS

MOTT works closely with Massachusetts' lodging facilities and 

attractions to stay up-to-date on their services and special 

events, in order to serve as an information resource to 

journalists wishing to visit the state.  Working personally and 

directly with the nation's top journalists, MOTT conceptual-

izes unique, transformative travel experiences to entice 

positive media coverage.  

Through the efforts of MOTT's public relations team, journal-

ists representing the following publications visited the 

Commonwealth in FY2008:

· About.com Guide to New England for Visitors

· American Eagle Latitudes  

· American Profile 

· Boston Courant

· Boston Globe

· Boston Herald

· Boston Magazine

· Colorado Avid Golfer

· Connecticut Magazine 

· Cookie
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· Country Living

· Family.com 

· Gayot.com

· Grandparents.com

· Hartford Courant

· Improper Bostonian

· Lawrence Eagle-Tribune

· New York Post

· NY Daily News

· NY Daily News

· Pathfinders

· Philadelphia Daily News

· St. Louis Post-Dispatch

· Time Out NY Kids

· Traveltowellness.com

· Waterbury Republican American

· Worldtravelguide.net

LOCAL AND NATIONAL CONSUMER BUSINESS 

AND TRADE MEDIA RELATIONS

MOTT regularly researches, prepares and distributes press 

releases that cover a wide range of topics aimed to stimulate 

media interest.  In FY2008, MOTT distributed the following 

releases:

Fall Foliage in Massachusetts

Shop ̀ Til You Drop: 

Massachusetts Ski Areas Offer Convenient, Fun AndAffordable 

Outdoor Adventures

Massachusetts Heats Up For Romance in February

Black History Month: 

Massachusetts Launches Unprecedented Advertising Cam-

paign

Campaign Highlights 90 Different Destinations, Activities and 

Attractions to Demonstrate Theme of ªMassachusetts. It's all 

Here!º

Foodies Rejoice: Massachusetts Serves Up Flavorful Fare 

across State

Chefs Celebrate the Art of Cooking with Variety of Culinary 

Events

Spring Fever? Massachusetts Has the Cure

Variety of Springtime Activities Pop Up Across State

A New Season Of Giving: Summer Fundraising In Massachu-

setts

Outdoor Summer Fun in Massachusetts Without The Cost

Massachusetts Launches WorldFest Promotion

Massachusetts Offers 50 Summer Adventures for Under $50

In addition to the releases listed above, MOTT also distributes 

the monthly publication, What's Hot at MOTT, to the industry 

and local and national travel press. 
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MASSVACATION.COM PRESS ROOM

Recognizing the growing importance of digital                    

communication, in CY2007 MOTT created a new 

massvacation.com Web site. The new site houses a new press 

ªroomº with renewed images, information, press materials, 

and story ideas. MOTT's integrated marketing team has 

worked in concert to create a space that will motivate the 

press and provide them with the information they need to 

write about the Commonwealth.

SUPPORT ADVERTISING AND MARKETING PROGRAMS

MOTT's integrated marketing team launched a new and · 

innovative brand campaign in FY2008.  The public relations 

group promoted the campaign in national and regional 

trade and consumer press.  Write-ups and interviews with 

MOTT leadership about the campaign were featured in the 

following publicationsAdweek

TheBostonChannel.comBoston Herald· 

WCVB-TV (Ch. 5)· 

Boston Globe· 

Associated Press· 

Boston Herald· 

NECN · 

MEDIA TOURS

IIn the summer of 2008, MOTT visited the offices of several 

top-tier publications to strengthen its relationships and find 

new ways to get Massachusetts featured it their pages.  The 

publications visited include:Brides magazine

Family Circle· 

Budget Travel · 

BestLife· 

Next Magazine· 

Girlfriend Getaways· 

NY Daily News· 

Fitness· 

American Spa· 

Luxury Travel Advisor· 

Modern Bride· 

Woman's Day· 

RESULTS

CIRCULATION .................................................................... 215,002,700

IMPRESSIONS .................................................................... 514,650,000

EARNED MEDIA VALUE .................................................. $14,247,600

GOVERNOR'S CONFERENCE

MOTT hosts the annual Governor's Conference on Travel & 

Tourism. Now in its 22nd year, the conference attracts more 

than 400 industry professionals who convene for networking 

with their colleagues from across the Commonwealth's travel 

sector. The conference features presentations by the Gover-

nor and other administrative leaders and industry representa-

tives providing information and tools for working in the 

challenging economy. 
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INTERNATIONAL MARKETING PROGRAM

STRATEGY

To market and promote Massachusetts as a premier travel 

destination in primary international markets (Canada, United 

Kingdom, and Germany) and in secondary markets (Ireland, 

Japan, France, Italy, and the Netherlands). Exploratory 

markets include Spain, Argentina, and Brazil.

The Massachusetts Office of Travel and Tourism (MOTT) 

contracts with destination marketing agencies in its eight 

primary and secondary markets to implement comprehen-

sive promotional programs. 

Marketing and public relations activities include, but are not 

limited to: ongoing proactive travel trade outreach, interna-

tional travel trade and consumer shows, destination training 

programs, cooperative marketing with in-market travel 

partners, familiarization (FAM) tours, media relations, and 

consumer promotions. 

TRAVEL TRADE PROMOTION

MOTT's travel trade promotion consists of proactive outreach 

to tour operators whose brochures feature New England and 

Massachusetts product. MOTT works to secure current 

product, to expand product offering, to support cooperative 

opportunities (consumer promotion, direct mail, point of 

purchase, etc.), and to assist itinerary development. As 

needed, MOTT will provide tour operators with videos, 

promotional items, and literature to support promotion. 

MOTT works in partnership with major airlines in each 

primary and secondary market to develop cooperative 

promotions. 

In addition, MOTT will participate in 34 travel trade shows 

throughout Fiscal Year 2009. 

MEDIA RELATIONS

Media relations conducted in MOTT's eight primary and 

secondary markets generate valuable earned media coverage 

for the state. MOTT's in-market agencies provide story ideas, 

issue press releases, develop/distribute e-newsletters, and 

respond to image/b-roll requests.  

MOTT will host 42 press familiarization tours (both individual 

and group) throughout  Fiscal Year 2009. 

INDUSTRY PARTICIPATION 

Familiarization Tours

Up-to-Date Event Information

Thematic Itineraries

New ªProductº

Imagery

Events/Shows: Governor's Conference

Pow Wow, Discover New England Summit

MMOOTTTT  IINNTERNATIONAL MARKETTSS OOVVEERRVVIIEEWW
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MMOOTTTT IINNTERNATIONAL MARKETTSS OOVVEERRVVIIEEWW

Canada

 Marketing Firm: VOX International Inc

Visitation to MA (2007): 604,000 Visitors

Est. Visitor Spending (2007): $403,827,935 

Est. MA State Taxes (2007): $15,945,600 

Daily Flights: 27 Summer/25 Winter

United Kingdom

Martketing Firm: Travel & Tourism Marketing

Visitation to MA (2007): 243,000 Visitors

Est. Visitor Spending (2007): $252,636,494

Est. MA State Taxes (2007): $9,975,636

Daily Flights: 6

Germany

 Marketing Firm: Buss Consulting

Visitation to MA (2007): 85,000 Visitors

Est. Visitor Spending (2007): $88,370,790

Est. MA State Taxes (2007): $3,489,420 

Daily Flights: 3

Japan

 Marketing Firm: Global Consulting

Visitation to MA (2007): 64,000 Visitors

Est. Visitor Spending (2007): $66,538,007

Est. MA State Taxes (2007): $2,627,328 

Ireland

 Marketing Firm: Tara Travel Services

Visitation to MA (2007): 48,000 Visitors

Est. Visitor Spending (2007): $49,903,505 

Est. MA State Taxes (2007): $1,970,496

Daily Flights: 2

France

 Marketing Firm: Express Conseil

Visitation to MA (2007): 47,000 Visitors

Est. Visitor Spending (2007): $48,863,849 

Est. MA State Taxes (2007): $1,929,444

Daily Flights: 3 Summer/2 Winter

Italy

 Marketing Firm: Thema Nuovi Mondi

Visitation to MA (2007): 41,000 Visitors

Est. Visitor Spending (2007): $42,625,911 

Est. MA State Taxes (2007): $1,683,132

Daily Flights: 1

Netherlands

 Marketing Firm: Tourism Mktg. Concepts

Visitation to MA (2007): 28,000 Visitors

Est. Visitor Spending (2007): $29,110,378 

Est. MA State Taxes (2007): $1,149,456

Daily Flights: 2



REGIONAL TOURIST COUNCILS AND 

REGIONAL TOURISM GRANT PROGRAM

Massachusetts' 13 Regional Tourist Councils (RTCs) are 

independent, membership-based, not-for-profit organizations 

that market their regions as travel destinations. Each RTC 

focuses on the travel market segments that generate the 

greatest economic return for its region: domestic visitors, 

international visitors, leisure visitors, group travel, meetings, 

conventions, and sports events. RTCs are funded by member-

ship fees, other private-sector revenues sources, and funds 

from the Regional Grant Program. 

The Regional Grant Program was established by statute 

(Chapter 23A, Section 14) and is managed by MOTT. It 

provides state funds to each RTC to support its destination 

marketing programs. The grant program requires that RTCs 

match their grants with a minimum one-to-one match of 

nongovernmental funds. Grants are awarded based on a 

performance-based formula which evaluates the economic 

impact of RTCs' efforts (50%), their marketing plans (30%), 

and their abilities to raise matching funds (20%). 

MMOOTTTT  RREGIONAL GRANT PROGGRRAAMM

RTC FY2009 Grant Allocation Summary

Regional Tourist Council
FY 2009 Grant  

Allocation 

Berkshire VB $493,427

Southeastern Mass CVB $393,672

Cape Cod Chamber $790,850

Franklin County Chamber $263,603

Greater Boston CVB $3,113,034

Merrimack Valley CVB $504,481

Greater Springfield CVB $467,879

Martha©s Vineyard Chamber $330,734

Nantucket Chamber $359,734

North of Boston CVB $512,268

Plymouth County CVB $390,345

Central Mass CVB $696,541

Mohawk Trail Association $183,430

$8,500,000

Source: MOTT
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