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•  Develop web content and house the integrated database 
that provides data used to drive the one to one campaign

•  Develop creative and design the one-to-one program 
leveraging the data to create the traveler-specific pocket 
guides with over 145,000 possible variations, and the 
postcards

•  Use real-time information supplied by the visitor when 
filling out the request form on the website to generate 

pocket guides (5” x 6.875” booklets, printed on a single 
sheet folded into 8 panels) customized to reflect the 
preferences of each recipient

•  Create a response device in the form of a postcard to 
solicit additional information from the recipient to provide 
insight into prospective visitors’ travel plans and input 
about the usefulness of the direct mail pieces

•  Provide customized travel  
information to interested visitors

•  Demonstrate individualized  
marketing can increase response  
rates and drive visitor traffic 

•  Test response between relevant,  
data driven direct marketing  
vs. static direct marketing

•  Create infrastructure to create follow-up marketing 
efforts with past and potential visitors

The Maine difference? One to one, variable communications

Industry 
Travel and Tourism

Program 
B2C – Pull, acquisition

Client 
Maine Office of Tourism

Variable Design, Engineering, 
Programming & Print Provider 
Terminal Van gogh

Digital Print Technology  
Provider: 
dMM / Xerox

The Maine Office of Tourism serves as the marketing organization for the 
state’s many travel related businesses with a mission to identify and respond 
to many different target audiences and present a wide array of activities 
spanning all four seasons. 

Their challenge: reaching a wide audience with the information that is most 
relevant to their individual interests and most likely to persuade them to 
choose Maine for their future vacation plans. Traditionally, response to 
would-be vacationers included a pre-printed travel planner with a separate 
response postcard. 

Reaching the right audience with the right information is the key to 
expanding mindshare and market share among potential visitors.
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•  24.1% improved response rate over static control piece 

• Over 50% of those responded provided feedback on the travel guide

•  73% indicated personalized pocket guide was helpful; anecdotal comments more refined 
and actionable 

• 96% stated that they planned to visit Maine in 2007-2008 

• The Maine Office of Tourism projected 23.4% more revenue generated 

•  Printing on demand provided flexibility to update information when events or other data 
changed vs. the static travel planner, which had to be prepared up to a year in advance

The results illustrated that personalized direct marketing resonates with our audience. Potential visitors to Maine 
responded very positively to receiving information about their individual interests. As a bonus, we learned more about 
them, which will help us with future marketing efforts.

Pat Eltman, Director of the Maine Office of Tourism 

As the marketing organization for the largest industry in the 
state of Maine, the Maine Office of Tourism serves a wide 
range of travel-related businesses and a broad spectrum of 
potential visitors with diverse interests. Their challenge: 

reaching every hiker or beachcomber or antique-seeker with 
the information that is most relevant to their interests and 
most likely to persuade them to choose Maine. For more 
information please visit www.visitmaine.com 
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