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Primary Targets
Drive –time 3‐5 hours:
◦ Leisure visitor
◦ Weddings
◦ Sports & Meetings
◦ Canadians

Fly – Boston / NY ports of entry
◦ UK, China, Germany, France, Japan, Italy, Ireland 

◦ Emerging markets: India, Australia and Scandanavia



Marketing Channels
Digital

◦ Newly designed CapeCodChamber.org to launch September 2019 (working with Simpleview)
◦ SEO/PPC (Simpleview)
◦ Search Remarketing (Off Road and Sojern)
◦ Facebook/Instagram ads
◦ Sponsored content campaigns with the Islands
◦ Influencer marketing 
◦ Jebbit campaign

Social Media (76,750+ followers on @VisitCapeCod channels)

Direct email campaigns (38,000+ subscribers)



Marketing Channels 
Public Relations
◦ FAM (international primary focus)
◦ Quahog Day (Sweather spoof)
◦ Blogs (freelance writers)
◦ With the islands & Bill DeSousa‐Mauk
◦ Shark Safety

Traditional channels
◦ Billboard in Boston
◦ Cape Cod Travel Guide published & distributed



Marketing Channels
Face to Face marketing
◦ International trade & consumer shows
◦ International & domestic sales missions
◦ Sports trade shows
◦ Group trade conferences
◦ Meeting planners



Shark Safety/PR Strategy
Chamber conducted 9 focus groups over several weeks in May

Target audiences: visitors to Cape Cod (frequently, occasionally, infrequently)

Results: All were aware of presence of sharks on Cape Cod.

None said they would change their habits of visiting Cape Cod, but they would be more vigilant while swimming in 
ocean beaches. They wanted good information from credible sources (marine biologist, national park service.)

They shared with us key attributes of a Cape Cod vacation:

‐ Escape from stress
‐ Relive childhood
‐ Family togetherness
‐ Change of scenery

They also shared other activities they enjoy:
‐ Sports (youth sports mentioned several times)
‐ Shopping
‐ Dining
‐ Sightseeing
‐ Spending time with family



Key Collaborations

Nantucket Island  and Martha’s Vineyard (PR, domestic leisure & international)

16 RTCs (monthly Arts & Culture bulletin)

MOTT & RTCs (Whale Trail)

ArtWeek & RTCs

Town of Barnstable (meetings)

MOTT (international FAMs, sales missions)

DNE (FAMs)



Creative
With Islands
◦ Beaches – water – relaxation

Seasonal focus
◦ Fall
◦ Holiday
◦ SPRING – most critical 




