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What do Mainers really think
about your Maine-based business?

We can tell you.

Last year Sutherland Weston commissioned proprietary research
from nationally renowned audience segmentation research firm,
AudienceAudit, in order to better understand Maine residents
attitudes about living, working, and playing in our state.

The results are fascinating. And not what we expected. The data
collected is eye-opening and helps us make better marketing
decisions for our clients every day. We've learned more about:

How Mainers feel about our state,

The benefits and shortcomings they associate with living here,

Their attitudes towards Maine-based businesses.
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Research Overview

In 2021, Sutherland Weston embarked on an initiative to gain
insight into how Maine residents feel about their state, the
benefits and shortcomings they associate with living there, and
their attitudes towards businesses that claim to be “Maine-based.”

The agency partnered with Audience Audit Inc. to design and field
a custom quantitative attitudinal segmentation study of adult
Maine residents.
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Attitudinal Segments

Disparagers Change Seekers
29.5%

Proud Mainers
34.0% 36.5%

The study reveals three distinct segments of Maine residents.

Organizations doing business in Maine must recognize that “Mainer-based” marketing
approaches may alienate a sizable group of potential buyers. If you do claim Maine-based
status in your messaging, work to ensure potential customers or employees see your business as

PRO TIP: competitive in the wider world.
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Proud Mainers
34% of participants

These respondents are significantly more likely to say they are proud to be
Maine residents. They cite many features of the state they love, but they
also believe that Mainers themselves are a unique breed.

Proud Mainers say Mainers are more independent, tougher, more practical,
more connected to each other, more inventive, and more humble than
residents of other states.

These respondents make a point of seeking out local companies when
making a purchase and feel Maine is a dynamic state well-positioned for
the future.

Proud Mainers:

Love all things Maine and all Mainers
Believe in Maine's future and potential

Being Maine-based is enough to make a positive connection

When it comes to working, Proud Mainers:

Want to work for your Maine-based business and promote your
products and services. And they hope your company will proudly share
its role in making Maine a great place to live and work.

Proud Mainers make wonderful front-line employees.

Sutherland
Weston

\@/ Mainers aren't all the same, and don't all share the Proud Mainers’ enthusiasm for the state or the belief

that its residents are unique. Nearly 37% have substantial complaints about Maine residents being stuck

= in the past and resistant to change.
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36.5% of participants

Disparagers could not be more different. They feel Mainers are hesitant
to change how they do things and are stuck in the past when it comes to
social and cultural topics, and admit they themselves find it difficult to try
new things. They also claim Mainers are an “odd bunch”

They feel that Maine businesses are less tech-savvy than businesses in
other states and that most companies don't understand the needs of
Maine buyers, who they say tend to buy cheaper products if they can. They
are less likely than others to say that Maine is a great place to start and
grow a business.

Disparagers:
Are suspicious about Maine€’s ability to compete

Believe Maine people are slow to grow and change

Are skeptical of trends and are cautious to try new things

When it comes to working, Disparagers:

Trust in the company, new technology, or fellow employees. Because
they see it as a rarity, Disparagers will place extra value on the potential
for job growth and a well-paying job.

Disparagers are not great front-line employees.

Sutherland
Weston
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Change Seekers
29.5% of participants

These respondents are very concerned about environmental issues, saying
climate change is being accelerated by human activity. They believe
immigrants and others coming to Maine are good for the state. They are
fairly pro-Maine, but they don't believe that Maine residents are much
different than residents of other states.

Change Seekers:

Believe Maine is a place of great potential

Strive for social, entrepreneurial, and ecological progress Believe Maine's
motto, Dirigo (“I Lead”) can help Mainers make the world a better place

When it comes to working, Change Seekers:

Will want to help with new initiatives that make your company and

our state a better place. They would make great members of your DEI
committee, or they will help plan a team building exercise to clean up a
local park.

Sutherland
Weston
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Respondent Characteristics
Age

Although all segments can be found in all age groups, Disparagers are
significantly more likely to be under 40 than other segments.

Age (n=471)

40 or Older

A1 — 74%
Disparagers  MMMNEY |,
Change Seekers  TRRRERRR——. ..
Under 40
Proud Mainers — 26%
Disparagers  IMEI———— S upwi
Combined with recent
_ reports of Generation Z
Change Seekers 38% mental health concerns, it
isn't a total surprise that
younger folks may feel
more negative about the
place they live and work.
,
AN While some segments are more prevalent in certain age groups, all are found among respondents of
- @ - all ages — making age-based marketing unhelpful if organizations are working to build connections to

= prospects based on their attitudes about Maine.
-
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Gender

Fifty-two percent (52%) of respondents are female, and 46% are male.
Two percent (2%) indicated a non-binary or third gender. There is no
statistically significant difference in gender between the segments.

Time Lived in Maine (n=471)

Forty percent (40%) of respondents said they've lived in Maine their whole
life. Proud Mainers are more likely to have lived in Maine all their life than
other groups, at 49%.

My Whole Life
il — 49%%

Disparagers MMM

Change Seekers 35%
Segment Distribution
35% 41% 38%
Northern Maine
32% 35% 339

Southern Maine

Sutherland
Weston

This makes perfect sense.
Lifelong Mainers may have
less to compare with than
residents who have lived
in multiple states.

Instead of demographics, organizations should resonate with prospects’ feelings about Maine or
leave state residence out of their marketing.

PRO TIP:
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Being a “Mainer
Proud Mainers are more likely to identify as a “Mainer” than other groups,

although 81% of respondents say they identify with this label.

Proud Mainers are far more likely to say they hope their children choose to
stay in Maine as adults. Eighteen percent (18%) of Disparagers hope their
children don't remain in Maine.

Mainer Y/N (n=471)

Yes
T — 90%
Disparagers  E——— .,
Change Seekers  TRRRNENE——— .,
Hope Children Stay in Maine (n=471)
Yes
What's up with this?
Proud Mainers 83% As noted before,
Disparagers skew slightly
e younger.Consequentl,
there may be fewer
/| parents in that segment
Change Seekers 64% which could affect

this result.
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Staying in Maine
Those who hope their children stay in Maine believe living close to family

and finding a good job would be most likely to encourage their children to
stay. The low cost of living and low crime rate are also commonly cited.

What Would Encourage Children to Stay (n=471)

9 4
A What's up with this?
i Good employment

Living close to family

Finding a good job

0,
with good pay 2ot

opportunties matter as
much to families as it does
46% to individuals. Employers
who keep families in

mind may have stronger
45% \community support.

Low cost of living

Avoiding crime or safety
issues in other states

Safety 44%
A “live life the way you

N 42%
want to” culture 0

Being near year-round

o,
outdoor activities 38%

27%

Low population levels

Opportunities to be instrumental
i . . 21%
in moving Maine forward

Political climate 15%

Working in the family business 13%

(- Being referred to as “Mainers” is generally acceptable to large groups of our Maine residents. And while a
majority of respondents want their children to stay in Maine, the importance of a good job is viewed as key.
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Respondent Characteristics
Best Features
Overall, quality of life is the feature most often cited as one of Maine's best.
Proud Mainers are significantly more likely to cite this feature than either
Change Seekers or Disparagers.
Best Features of Maine (n=471)
Overall Quality of Life _ 66%
Outdoor activites close to home _ 62%
throughout the year
Pl
Environment/sustainability _ 48%
Manageable traffic _ 45%
_—
Quality of education - 24%
Pace of change - 22%
Pace of growth - 20%
Employment opportunities - 17%
Relevance of education/training - 15%
_ Attraction and - o Yikes, right?
recruitment of business We believe there is great

opportunity for businesses
to increase loyalty when
they highlight what they
are doing for workforce
training and business
development.
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Best Features of Maine (n=471)

Overall quality of life
Proud Mainers — 86%

Disparogers - ) 7%
Change Seckers ., ;o

Geography
Proud Mainers — 70%

i I
Disparagers 55%
Change Seckers NN, /o,

Outdoor activities close to home throughout the year

Proud Mainers — 73%

. )
Disparagers 44%
T The Great Outdoors

Change Seekers 71%

Change Seekers are equally
as likely as Proud Mainers to
cite outdoor activities close

to home throughout the
year and environment/
sustainability as key

Proud Mainers — 66% features of the state.

i |
Disparagers 49%
Change Seckers NN .,

Four full seasons of enjoyable weather
Proud Mainers — 83%

i |
Disparagers 51%
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Opportunities for Improvement
Fifty-four percent (54%) of respondents say employment opportunities

in the state need to improve. Business recruitment and the quality of
education are also cited by substantial portions of our respondents.

What Needs To Improve (n=471)

Employment Opportunities _ 54%
recruitment of business
Quality of education - 31%

Pace of growth - 23%
Relevance of - 279
education/training °
Pace of change 15%
Environment/sustainability 14%
Something not on this list 13%

(please specify)

Overall quality of life 1%

Culture 10%

o)
X

Manageable traffic

Ne)
X

Safety

Outdoor activities close to

0,
home throughout the year a3

While Disparagers are often more likely than either Proud Mainers or
Change Seekers to identify opportunities on the list, all three segments
cited employment opportunities in equal proportions — reflecting that this
is a widespread concern regardless of segment.

Sutherland
Weston

Don't hide your progress!
Mainers are seeking

out companies and
organizations that are
growing and offering new
opportunities to Mainers.

And if you are an
organization that values
time spent outdoors, let
folks know. They will be
lining up to work with you.

N 7/
- - No other issue garnered the widespread level of concern as a lack of employment opportunities in Maine.
A desire for improvement in business recruitment cited by 37% of respondents may be related.
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What Makes a Maine Business?

Sixty-two percent (62%) of respondents say an organization must be
headquartered in Maine to qualify as “Maine-based.” Fifty-two percent
(52%) say that it must be founded in Maine.

What Qualifies an Organization
as “Maine-Based” (n=471)

Necessary Nice to Have
Headquartered in Maine _ 62% - 34%
Founded in Maine - 52% - 41%
Has one location in Maine - 41% - 33%

someone from Maine
Has locations in both northern 3 .
and southern parts of Maine - M - ek
Has multiple locations in Maine - 25% _ 64%

A majority of respondents also say that being founded by a Mainer and
having multiple locations in the state (preferably both north and south) are,
while not required, “nice to have”

Sutherland
Weston

It's clear. Mainers prefer
Maine-based businesses.
And it doesn't take much
for them to consider your
organization one, so use
that moniker proudly!

Organizations bringing business and employment to Maine should consider prioritizing
messaging that reflects their contributions. And businesses looking to hire should recognize that
future opportunity is a strong motivator in decision making.

PRO TIP:




16 | Mindsets of Maine 2022

What Sets Maine Businesses Apart?

It is clear that respondents reflect a preference for Maine-based businesses.

Sizable percentages say Maine businesses are “definitely” more likely to
understand the needs of Maine buyers, are important for Maine residents
to support, are innovative, and focused on supporting Maine communities.
Nearly all other respondents say Maine businesses are “probably” aligned
with these characteristics.

The exception is cost-effectiveness, which only 17% of respondents say is
definitely associated with Maine-based businesses.

Maine Businesses Are More... (n=471)

Definitely Probably

Likely to understand the - 41% - 49%
needs of Maine buyers
residents to support
communities in Maine

- ]

poveric [ 34% B

Considerate - 34% - 52%

Trustworthy - 30% - 55%

Cost-effective to buy from . 17% - 46%

Proud Mainers are consistently more likely to associate positive
characteristics with Maine businesses. Disparagers, while less likely,
nevertheless say Maine businesses “probably” have these characteristics
compared to other businesses.

Forty-three percent (43%) of respondents say they always or often
consider whether a company they're buying from has a connection to
Maine. Proud Mainers are more likely than other segments to do so often.

Sutherland
Weston

.

They really love you!

Mainers see Maine-based
businesses as just about
better at everything. Except
cost-effectiveness. If you
can convince consumers
that you are Maine-based
and the best price, you'll
win on all fronts.

\
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How Often Consider if a Business is
Connected to Maine (n=471)

Proud Mainers — 13%

Disparagers I 13%
Change Seekers I 12%

Proud Mainers — 40%

i |
Disparagers 27%
Change Seekers I 20%

Proud Mainers — 36%

i I
Disparagers 40%
Change Seckers NN, o,

Proud Mainers q 9%

Disparagers I 13%
Change Seekers I 19%

\ [V

Proud Mainers w 3%
L

Disparagers

Change Seekers . 6%
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Categories Most Important
to be Maine-Based (n=471)

Restaurants/bars 64%

Grocery retailers 57%

Professional services _ 46%
(lawyers, etc)

Education 42%

Vacation rentals

37%

Sports/outdoor retailers _ 33%
; ; I
Clothlng retailers _ 32%
Business services o
Car dealerships _ 29%

22%

Bands/entertainers

The categories in which Mainers feel it's more important for organizations
to be Maine-based are restaurants or bars, grocery retailers, home builders,
and medical services. Forty-six percent (46%) also say it's important for
professional service firms, although only 30% for business services.

e

|
N 4

- @ = Respondents like Maine-based businesses and associate many positive attributes with them.

If your organization meets the respondents’ bar for being “Maine-based’; share it proudly!

PRO TIP:
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Shopping Behavior

Regardless of whether respondents live in Northern or Southern Maine,
the majority say they'd drive south to buy something they can't getin
nearby stores.

Direction of Specialty Shopping Trips (n=471)

A smaller number — 48% overall — say they'd be very likely to drive in the
opposite direction than they normally would if a retailer in that direction
had what they were looking for.

Sutherland
Weston

Hey. Nearly half of the state
will travel to your business,
regardless of direction, if
they know you have what
they want or need. So
make sure to tell them!
Product, service, cost —

the details should all be

on your website.
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Behavior Shifts

Family and friends were cited as the most common reason for trying
something new — especially for Proud Mainers.

Catalyst To Try Something New (n=471)

recommending it

rating in the news
A positive review 33%

on social media

The alternative that I'm used
to is no longer available

30%

A positive rating or review - 20%
on Yelp or Google
The alternative that I'm used - 19%
to is more expensive °

A friend recommending it

Disparagers 70%

Change Seekers — 65%

A family member recommending it

i I
Disparagers 60%

Change Seekers — 63%

Sutherland
Weston

-

Get yourself some fans!

Consistent communication
to your existing customers
will help build a strong
referral network of raving
fans. And Mainers will

Ktrust them!
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Research Behaviors
When researching a major purchase, most respondents say they would
conduct an online search, talk to friends they know in real life, and look
at company websites. Only 12% say they would ask their social media
community for opinions.
Online search is also the step most respondents say they would do first.
Research Methods For Major Purchases (n=471)
Online search through Google _
: 64%
or other search engine
Talk to friends you know in _ 529
real life to get their opinions °
Talk to family members to _ 49%
get their opinions
Online review o
websites like Yelp - 2
YouiTube review videos - 25%
Posts by buyers of the
product on social media - 22%
platforms like Facebook
Watch or read advertisements -
. ; 21%
on TV, radio, magazines, etc.
Posts by the company on
social media platforms like . 12%
Facebook or Instagram
Ask your social media
. A 12%
community for opinions
Videos posted by the -
14%
company on YouTube
p
N Word of mouth and recommendations from people consumers know in real life are the most powerful
- @ =~ motivators to make a purchase. But a lack of visibility on search engines or a lack of current and relevant

information on a website can mean your organization is eliminated from consideration.
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Research Expectations
Fifty-two percent (52%) of respondents say the research large purchases

using company websites. Price is by far the information most often-cited
as most important.

Important Info On Websites
When Researching (n=471)

84%

Pricing

A full list of products and

0,
services the company offers (%

Buyer reviews and

o)
testimonials 61%

Answers to frequently-asked

y 56%
questions

List of locations 47%

Product demonstrations 40%

Hours of operation 38%

A chat service that allows me

to get my questions answered _ 250
Phone number _ 35%
Company mission and vision - 30%
Company address - 28%

Company's stance

A 20%
on social issues

Information about the staff 10%
Something else

0,
(please specify) Lo

By keeping your website authentic, optimized, up to date, and transparent in your business
practices like pricing, values, and contact information, you can effectively reach and connect
with all three groups: Proud Mainers, Disparagers, and Change-Seekers.

PRO TIP:




23 | Mindsets of Maine 2022 Sutherland
Weston

Website Frustrations

The biggest frustration with company websites are a lack of pricing
information or information being incomplete or out of date.

Frustrations With Websites
When Researching (n=471)

What's up with this?

Frustration is the new “F”
——1 word in internet marketing.
Information is incomplete _ 59% Make your online presence
easy to find, use, and
Information is out of date 54% understand.

Difficult to find
what I'm looking for

47%

Can't find a contact o
phone number _ e
Have to call the company to _ 36%
get the information | want °
Loads slowly _ 36%
Can't find the

25%

company’s address
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Non-Profit Donations

Mainers are a generous group: 79% of our respondents say they have
donated to a non-profit organization. Medical, environmental, disaster
relief, and educational organizations are the most likely to have been
supported by respondents.

Types of Non-Profits Supported In Past (n=471)

Medical or health care _ 42%
Environmental _ 35%
Disaster relief _ 34%
Educational _ 34%

Helping underserved - 7%
communities in the USA ’
Other type (please specify) 21%
Political efforts supporting a 18%

candidate or issue

Helping underserved

0,
communities out side the USA Uz

Law enforcement 15%

Cultural change 12%

Voter registration or non-
partisan election efforts
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Non-Profit Donations

Respondents are more likely to say they learned of non-profit
organizations through friends or family members.

Where Respondents Learn Of Non-Profits (n=471)

Friends or family members
telling you about an organization

50%

News articles or programs _ 37%
Social media posts by friends 30%
or family members
Posts on social media 28%

platforms by the organization

Ads on television or radio 27%

Ads on social media platforms 17%

Other resource

0,
(please specify) 13%

Videos on YouTube by donors,

12%
spokespeople or supporters

Videos on YouTube
L 9%
from the organization

Podcasts 7%

Sutherland
Weston
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Non-Profit Donations

Most respondents say they donate due to what they consider an extremely
important need. Only 32% say they do so because of an organization's
connections to Maine. But 62% do say that whether the organization
they're donating to is Maine-based is at least somewhat important — and
72% of Proud Mainers say so.

What Convinces Respondents to Donate (n=471)

| feel the need is extremely

0,
They are addressing an issue that _ 45%
affects someone close to me -
The need is immediate _ 39%
(such as disaster relief) °

Hearing about their work in 32%
news articles or programs e
Connections to Maine _ 32%
Someone | know o
asks me to donate - e

Seeing videos

0,
about theirimpact A0

My friends or family members

o)
have donated e

Something else

0,
(please specify) e
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How Important Whether
Donations Go to Maine (n=471)

Extremely Important
Proud Mainers — 34%

- L
Disparagers 26%
Change Seekers I 21%

Somewhat Important
Proud Mainers — 38%

i L
Disparagers 27%
Change Seekers NN,

Sutherland
Weston

Consider this; if the money
you raise stays in Maine,
you have a leg up. If your
organization's funds head
out of state, make sure to
clearly explain how the
funds positively impact
Mainers.

Word of mouth is critical for these organizations, and being Maine-based doesn't hurt but isn't the most

— important factor for most respondents.

\@/ As they do with purchases, consumers look to people they know when considering non-profit donations.
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What comes next?

Here at Sutherland Weston, we are using this knowledge to develop
real-world insights about how to best reach Maine residents. We then
use those insights to help our clients plan their marketing strategies, and
to make real-time decisions about recruitment, sales, and marketing.

If you are interested in talking with us about your recruitment,
marketing, or sales goals and how this study may help your business
or organization make better decisions, please reach out and one of us
would be happy to talk.

porddShld. g

esutherland@sutherlandweston.com cary@sutherlandweston.com
Sutherland
Weston
audienceaudit

207-945-9999
sutherlandweston.com audienceaudit.com
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