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Background & Objectives

• The New Hampshire Division of Travel and Tourism Development (DTTD) ran updated advertising in core, 
opportunity, road trip, and Canadian markets. The updated ads no longer use the “Discover Your New” tagline. 

• DTTD has partnered with Strategic Marketing & Research Insights (SMARInsights) to conduct primary research 
among target consumers to assess the effectiveness of this 2024 spring/summer advertising. An initial ad 
awareness/creative evaluation research wave was completed in August 2024. 

• This current research wave focuses on the impact of the advertising and the return on the media investment.

• The specific objectives of this ROI research include:

— Reviewing the ad awareness and creative ratings results

— Assessing the advertising influence on New Hampshire travel during spring/summer 2024

— Exploring the results by market groups

— Reviewing ad impact on the New Hampshire trip

— Providing insights to guide marketing decision-making
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Methodology

• As with previous New Hampshire ad effectiveness research, an online survey was 
used so that respondents could view the actual advertising. This method provides a 
representative measure of aided ad awareness and allows respondents to provide 
their reaction to the creative. 

• National sample vendors with representative panels are used so that the results can 
be projected to the population.

• To qualify for the survey, respondents must be household travel decision-makers who 
regularly take overnight leisure trips of at least 50 miles from home. Respondents 
must also be between the ages of 18 and 65.

• The 2024 spring/summer advertising was aimed at existing northeastern core 
markets, opportunity markets, the road trip market, and Canadian markets. This study 
also included sample from spill markets, which are markets near the core and 
opportunity groups that are likely being exposed to the ads. A market map is provided 
on the following slide. 

• A total of 2,304 ROI surveys were completed in September 2024. Upon completion of 
data collection, the results were cleaned, coded, and weighted to be representative of 
the population.

• The following report summarizes the ad effectiveness research results. 
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Market Surveys

Core

Boston 300

Portland/Auburn 150

Providence/New Bedford 150

Opportunity

Hartford/New Haven 163

Fairfield County 53

Duchess County 52

Orange County 50

Ulster County 51

Westchester County 61

Rockland County 51

Sullivan County 21

Road Trip Philadelphia 300

Spill 

Markets

Remaining ME, NY, NJ, and 

Eastern PA
501

Canada
Montreal 200

Quebec City 201

Total 2,304



Methodology - Markets
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Core

Opportunity

Road Trip

Canada

Spill Markets



Campaign Overview
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Market Print OOH Video Digital Social Media TOTAL

Core $32,466 $190,485 $380,905 $27,470 $100,500 $904,647 

Opportunity $15,460 $66,228 $422,989 $291,690 $142,500 $1,169,434 

Road Trip $3,608 $116,150 $148,004 $75,200 $62,500 $509,065 

Canada $0 $59,321 $190,300 $214,100 $78,500 $628,149 

TOTAL $51,534 $432,184 $1,142,198 $608,460 $384,000 $2,618,377 

• The 2024 spring/summer advertising tested in this research included print, out of home, video, digital display, and 
social media advertising. The entire collection of ads tested can be found in the questionnaire in the Appendix. 

• The ads feature New Hampshire’s outdoor, small town, road trip, and family-friendly activities and attractions. 

• The media investment is the second-largest of the past seven years. 

Samples of 

Creative

$1,794,097 $1,817,216

$849,122

$2,372,200

$2,926,517

$2,448,674
$2,618,377

2018 2019 2020 2021 2022 2023 2024

Spring/Summer Media Investment



Spring/Summer 2024 Insights
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DTTD ran updated advertising in spring/summer 2024 with a media investment was $2.6 million, the second-largest investment of the past seven years. Overall, the campaign 

performed well in terms of awareness, creative ratings, and impact on travel. Key insights from the 2024 spring/summer research include:

• The advertising generated 55% awareness, reaching about 9.5 million households. The cost per aware household is $0.28, which beats the norm of $0.51 for campaigns of 

similar scope. 

• Ad awareness is at peak levels compared to the past several New Hampshire spring/summer campaigns. 

• The larger media investment led not only to higher ad awareness, but also to more media overlap, which is critical for generating advertising influence. 

• The campaign performed in the top 10% benchmark range for showing a place where travelers will feel inspired, free-spirited, and able to uncover new things. This is the 

first year that inspired reached the top 10% benchmark. The campaign continues perform at the top 10% level for both encouraging consumers to learn more and want to 

visit New Hampshire, both of which reached historic high ratings this year. 

• Fewer markets were targeted this year, meaning a smaller household base than prior years. However, “Spill” markets were included in this research to explore whether the 

advertising was reaching consumers beyond the more narrowly defined target area. The spill did indeed occur – 53% of Spill market consumers recalled the ads, compared 

to 68% in the Core markets, 60% in the Opportunity markets, 57% in the Drive market (Philadelphia), and 48% in the Canadian markets. Including the spill markets roughly 

doubles the quantity of ad-aware households. 

• The 2024 spring/summer advertising ultimately influenced New Hampshire leisure travel from all market groups except Canada. The strongest travel increments were 

generated in the Core and Road Trip markets. The advertising influenced about 428,000 New Hampshire trips, $532 million in visitor spending, and $33 million in tax 

revenue. Visitor spending ROI is $203; tax ROI is $13. 

• The level of ad-influenced travel, ad-influenced trips, visitor spending, and ROI are all down compared to recent years. The strong ROIs generated from 2021 to 2023 were 

indicative of the post-pandemic recovery boom that New Hampshire experienced. Now, in 2024, overall New Hampshire travel and ROI results are beginning to normalize. 



FY2023/2024 Results
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The total fiscal year ROI results include Fall 2023, Winter 2023/2024, and Spring/Summer 2024. 

• Accounting for all FY2023/2024 campaigns, the advertising influenced $720 million in visitor spending, $46 million 

in tax revenue, a visitor spending ROI of $218 and a tax ROI of $14. 

• Total FY2023/2024 ROI is down a bit compared to the past two years:

• A more focused marketing strategy targeting fewer households in fall 2023 resulted in higher levels of ad 

awareness and incremental travel, but the smaller and closer-by household base meant lower average visitor 

spending, less ad-influenced visitor spending, and a lower ROI compared to last year. 

• Winter 2023/2024 was negatively impacted by below average snowfall. 

• Lower spring/summer results in 2023/2024 align with normalizing New Hampshire travel patterns after the 

post-COVID boom. 



Spring/Summer
Ad Awareness
And Creative Ratings Review



2024 Ad Awareness

• The 2024 spring/summer campaign generated 55% awareness, reaching roughly 9.5 million households. A media investment of $2.6 million 

translates to $0.28 cost per aware household, which is below the SMARInsights’ average of $0.51 for similar campaigns.

• The video creative contributed the most to the overall reach with 43% awareness, followed by social media.
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Target HHs 17,442,671

Ad Awareness 55%

Ad-Aware HHs 9,506,882

Media 

Investment
$2,618,377 

Cost per 

Aware HH
$0.28 

SMARInsights’ 

spot market 

benchmark:

$0.51

per Aware 

Household

55%

43% 42%

34%

29%

22% 22%

Overall Video Social Media Digital OOH Print Print

Awareness by Medium



Tracking Ad Awareness

• Compared to last year, a larger media investment in 2024 led to higher ad awareness and a similarly 

efficient campaign in terms of cost per aware household. 
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2018 2019 2020 2021 2022 2023 2024

Target HHs 14,496,273 16,275,450 12,147,318 25,765,229 27,787,051 17,429,050 17,442,671

Ad 

Awareness
43% 44% 43% 41% 46% 50% 55%

Ad-Aware 

HHs
6,189,099 7,239,490 5,203,708 10,510,535 12,841,666 8,742,575 9,506,881

Media 

Investment
$1,794,097 $1,817,216 $849,122 $2,372,200 $2,926.52 $2,448,674 $2,618,377 

Cost per 

Aware HH
$0.29 $0.25 $0.16 $0.23 $0.23 $0.28 $0.28 

SMARInsights’ 

spot market 

benchmark:

$0.51

per Aware 

Household

43%
44%

43%
41%

46%
50%

55%

2018 2019 2020 2021 2022 2023 2024

Overall Campaign Awareness



14% 12% 12% 11%

30%

55%

18%
14%

24%
19%

14%

11%

20%

17%

19%

16%

12%

10%

22%

26%

18%

23%

16%

10%

26%
30%

28%
31% 28%

13%

2019 2020 2021 2022 2023 2024

Media Overlap

1 Medium

2 Media

3 Media

4 Media

5+ Media

Media Overlap

• Of those aware of any 2024 ads, 66% 

were aware of 4 or more ad media – 

the highest in past 5 years.

• This increased overlap is most likely 

attributable to the increased media 

spend creating more opportunities for 

exposure to the creative.

• Reaching consumers with multiple 

forms of advertising tends to 

correspond with strong incremental 

travel.
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82%
78% 78% 74% 73% 72% 70% 69%

16% 21% 21% 25% 25% 26% 29% 29%

1% 0% 1% 1% 2% 2% 1% 2%

Video - Family Combo Digital Ads Video - Adults Combo Social Media Video - Mountains Video - Attractions Print OOH

Reaction to the Creative by Medium

Positive Neutral Negative

Overall Reaction

• All the ads received positive reactions above the SMARInsights’ benchmark of 60%. Consumers tend to be the most positive toward video, 

which is the case for this campaign. 

12

60% Average 

Benchmark



Communication Attributes

• This year, the campaign performed 

in the top 10% benchmark range for 

showing a place where travelers will 

feel inspired, free-spirited, and able 

to uncover new things. This is the 

first year that inspired reached the 

top 10% benchmark. 

• The new attribute measured this 

year, exciting, fell just outside of the 

top 10% benchmark it the first year 

of measurement. 

13

4.21

4.14

4.15

2.5 2.6 2.7 2.8 2.9 3.0 3.1 3.2 3.3 3.4 3.5 3.6 3.7 3.8 3.9 4.0 4.1 4.2 4.3 4.4 4.5 4.6 4.7 4.8 4.9 5.0

2024

2023

2022

Where I would be inspired and invigorated

Average Good

(top 25%)

Excellent

(top 10%)

4.28

4.27

4.28

2.5 2.6 2.7 2.8 2.9 3.0 3.1 3.2 3.3 3.4 3.5 3.6 3.7 3.8 3.9 4.0 4.1 4.2 4.3 4.4 4.5 4.6 4.7 4.8 4.9 5.0

2024

2023

2022

Where I could uncover new places or things

4.26

4.28

4.23

2.5 2.6 2.7 2.8 2.9 3.0 3.1 3.2 3.3 3.4 3.5 3.6 3.7 3.8 3.9 4.0 4.1 4.2 4.3 4.4 4.5 4.6 4.7 4.8 4.9 5.0

2024

2023

2022

Where I would feel free-spirited

3.99

4.00

4.00

2.5 2.6 2.7 2.8 2.9 3.0 3.1 3.2 3.3 3.4 3.5 3.6 3.7 3.8 3.9 4.0 4.1 4.2 4.3 4.4 4.5 4.6 4.7 4.8 4.9 5.0

2024

2023

2022

Where I would be challenged to live life to the 

fullest

4.07

4.01

4.00

2.5 2.6 2.7 2.8 2.9 3.0 3.1 3.2 3.3 3.4 3.5 3.6 3.7 3.8 3.9 4.0 4.1 4.2 4.3 4.4 4.5 4.6 4.7 4.8 4.9 5.0

2024

2023

2022

Where I could reconnect with my family

4.19

2.5 2.6 2.7 2.8 2.9 3.0 3.1 3.2 3.3 3.4 3.5 3.6 3.7 3.8 3.9 4.0 4.1 4.2 4.3 4.4 4.5 4.6 4.7 4.8 4.9 5.0

2024

That is exciting



Evaluation of Campaign

• This year, a new set of attributes were 

developed to further evaluate the 

campaign. These attributes are designed 

to help understand how the ads make 

viewers feel. 

• The campaign performed well above the 

top 10% benchmark for every attribute 

aside from conveys a sense of belonging 

which landed the average performance 

range. 
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3.92

4.25

4.25

4.26

4.31

4.34

4.37

2.5 2.6 2.7 2.8 2.9 3.0 3.1 3.2 3.3 3.4 3.5 3.6 3.7 3.8 3.9 4.0 4.1 4.2 4.3 4.4 4.5 4.6 4.7 4.8 4.9 5.0

Conveys a sense of belonging

Shows that New Hampshire has unique experiences

Gives you a feeling of possibilities

Gives you a feeling of freedom

Conveys New Hampshire’s variety of experiences

Gives you an uplifting or positive feeling

Gives you a feeling of relaxation or peace

How much do you agree that this campaign?

Average Good

(top 25%)

Excellent

(top 10%)



Impact Attributes

• The campaign continues perform 

at the top 10% level for both 

encouraging consumers to learn 

more and want to visit New 

Hampshire, both of which reached 

historic high ratings this year. 
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4.16

4.07

4.06

2.5 2.6 2.7 2.8 2.9 3.0 3.1 3.2 3.3 3.4 3.5 3.6 3.7 3.8 3.9 4.0 4.1 4.2 4.3 4.4 4.5 4.6 4.7 4.8 4.9 5.0

2024

2023

2022

Want to learn more about things to see and do in the state

Average Good

(top 25%)

Excellent

(top 10%)

4.15

4.06

4.05

2.5 2.6 2.7 2.8 2.9 3.0 3.1 3.2 3.3 3.4 3.5 3.6 3.7 3.8 3.9 4.0 4.1 4.2 4.3 4.4 4.5 4.6 4.7 4.8 4.9 5.0

2024

2023

2022

Want to visit the state

Average Good

(top 25%)

Excellent

(top 10%)



Spring/Summer
Advertising
Influence & ROI



• SMARInsights’ methodology for measuring advertising influence relies on establishing a base rate of travel. 

Certainly, New Hampshire travel would occur even without any paid advertising. Thus, not all visitation, or even 

visitation by aware households, is considered attributable to the ads. In this evaluation, the level of travel 

among unaware households is considered the base and what the state would see without the marketing 

campaign. Any travel above that base by aware households is what is considered influenced. As such, 

incremental travel is a conservative measure of influence. 

Incremental Travel Review
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Ad-Aware 

Travel

Unaware 

Travel

Incremental 

Travel



2024 Spring/Summer Incremental Travel

• The 2024 spring/summer advertising 

influenced New Hampshire leisure 

travel from all market groups except 

Canada.

• The strongest travel increments were 

generated in the Core and Road Trip 

markets. 
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25.3%

2.3%
0.7% 0.7%

5.5% 6.0%

33.9%

4.2%
6.4%

4.3% 5.5%

10.5%

Core Opportunity Road Trip

(Philadelphia)

Spill Canada Total

Visited New Hampshire After 

Spring/Summer 2024 Ads Began

Unaware Travel Ad-Aware Travel

8.6% 1.9% 5.7% 0.0%Increment → 4.5%3.6%



2024 Spring/Summer
Ad-Influenced Trips

• The 2024 spring/summer advertising influenced about 428,000 New Hampshire leisure trips, most coming from the Core and 

Spill markets. 
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Core Opportunity
Road Trip

(Philadelphia)
Spill Canada Total

Target HHs 2,951,376 1,854,939 2,487,168 9,197,815 951,374 17,442,671

Ad Awareness 64% 54% 52% 53% 50% 55%

Ad-Aware HHs 1,883,962 997,676 1,301,618 4,846,753 476,873 9,506,882

Incremental Travel 8.6% 1.9% 5.7% 3.6% 0.0% 4.5%

Incremental Trips 161,963 19,072 73,803 173,010 0 427,849



2024 Spring Summer
Ad-Influenced Visitor Spending & ROI

• The 2024 spring/summer advertising influenced about $532 million in visitor spending and returned $203 in visitor spending 

for each $1 invested in the advertising media. 
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Core Opportunity
Road Trip

(Philadelphia)
Spill Canada Total

Incremental Trips 161,963 19,072 73,803 173,010 0 427,849

Avg. Trip Spending

(among ad-aware 

visitors)

$933 $1,059 $1,451 $1,466 $1,099 $1,244

Ad-Influenced Trip 

Spending
$151,172,404 $20,196,067 $107,074,530 $253,626,285 $0 $532,069,285

Media Investment $2,618,377

ROI $203



Spring/Summer 2024 Tax ROI

• In terms of tax revenue, the 2024 spring/summer advertising returned about $13 for each $1 invested in the advertising 

media. 
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Core Opportunity
Road Trip

(Philadelphia)
Spill Canada Total

Incremental Trips 161,963 19,072 73,803 173,010 0 427,849

Avg. Taxable Trip Spending

(among ad-aware visitors)
$727 $712 $1,083 $1,053 $862 $919

Ad-Influenced Taxable Trip 

Spending
$117,735,949 $13,587,385 $79,897,522 $182,142,294 $0 $393,363,150

Taxes Generated $10,007,556 $1,154,928 $6,791,289 $15,482,095 $0 $33,435,868

Media Investment $2,618,377

Tax ROI $12.77



Spring/Summer ROI Tracking

• While the spring/summer 2024 campaign generated higher awareness than the 2023 campaign, the level of ad-influenced travel, ad-influenced trips, visitor 

spending, and ROI are all down year-over-year. The strong ROIs generated in 2022 and 2023 are indicative of the post-pandemic recovery boom that New 

Hampshire experienced. Now, in 2024, overall New Hampshire travel and ROI results are normalizing. 
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Spring/Summer

2018

Spring/Summer

2019

Summer

2020

Spring/Summer

2021

Spring/Summer

2022

Spring/Summer

2023

Spring/Summer

2024

% Change

2023 to 2024

Target HHs 14,496,273 16,275,450 12,147,318 25,765,229 27,787,051 17,429,051 17,442,671 0.1%

Ad Awareness 43% 44% 43% 41% 46% 50% 55% 9.0%

Ad-Aware HHs 6,189,099 7,239,490 5,203,708 10,510,535 12,841,666 8,742,575 9,506,882 8.7%

Incremental Travel 6.5% 4.4% 3.1% 4.2% 4.6% 5.7% 4.5% -21.0%

Incremental Trips 399,487 317,107 160,763 438,804 594,332 494,462 427,849 -13.5%

Avg. Trip Spending

(among ad-aware visitors)
$804 $1,042 $1,053 $1,202 $1,312 $1,130 $1,244 10.1%

Ad-Influenced Trip Spending $321,101,120 $330,339,600 $169,243,990 $527,237,760 $779,563,175 $558,680,848 $532,069,285 -4.8%

Media Investment $1,794,097 $1,817,216 $849,122 $2,372,200 $2,926,517 $2,448,674 $2,618,377 6.9%

ROI $179 $182 $199 $222 $266 $228 $203 -10.9%

Avg. Taxable Trip Spending

(among ad-aware visitors)
$598 $680 $603 $778 $882 $844 $919 8.9%

Ad-Influenced Taxable Trip 

Spending
$238,957,240 $215,567,826 $97,014,255 $341,556,238 $524,184,858 $417,480,042 $393,363,150 -5.8%

Taxes Generated $21,506,152 $19,401,104 $8,731,283 $30,740,062 $44,555,713 $35,485,804 $33,435,868 -5.8%

Tax ROI $11.99 $10.68 $10.28 $12.96 $15.22 $14.49 $12.77 -11.9%



Total Fiscal Year ROI



Fall

24

Fall

2022

Fall

2023
% Change

Target HHs 21,562,811 17,429,051 -19%

Ad Awareness 37% 43% 17%

Ad-Aware HHs 8,049,391 7,564,316 -6%

Incremental Travel 1.30% 1.41% 8%

Incremental Trips 105,635 106,641 1%

Avg. Trip Spending

(among ad-aware visitors)
$1,181 $973 -18%

Ad-Influenced Trip Spending $124,806,730 $103,739,534 -17%

Media Investment $226,338 $206,000 -9%

ROI $551 $504 -9%

Avg. Taxable Trip Spending

(among ad-aware visitors)
$827 $701 -15%

Ad-Influenced Taxable Trip Spending $87,401,514 $74,765,063 -14%

Taxes Generated $7,429,129 $6,355,030 -14%

Tax ROI $33 $31 -7%

• The more focused 

marketing strategy in fall 

2023 resulted in higher 

levels of ad awareness 

and incremental travel, 

but the smaller and 

closer-by household 

base meant lower 

average visitor spending, 

less ad-influenced visitor 

spending, and a lower 

ROI compared to last 

year. 



Winter
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Winter

2022-2023

Winter 

2023-2024
% Change

Target HHs 5,519,065 4,474,498 -19%

Ad Awareness 61% 42% -31%

Ad-Aware HHs 3,371,419 1,901,073 -44%

Incremental Travel 2.80% 3.2% 14%

Ad-Influenced Trips 96,073 61,466 -36%

Average Trip Spending $1,492 $1,368 -8%

Ad-Influenced Spending $143,382,835 $84,065,167 -41%

Media Investment $406,766 $473,125 16%

ROI $352 $178 -49%

Avg. Taxable Trip Spending $1,023 $1,098 7%

Ad-Influenced Taxable Spending $98,327,450 $67,495,255 -31%

Taxes Generated $8,849,470 $5,737,097 -35%

Media Investment $406,766 $473,125 16%

Tax ROI $21.76 $12.13 -44%

• The 2023-2024 ROI 

and tax ROI are the 

second-lowest of the 

past five years, above 

only the COVID-

suppressed winter 

2020-2021 results. 

• These results show 

how vulnerable 

tourism is to 

uncontrollable forces, 

whether they be 

pandemics or poor 

weather. 



Spring/Summer
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Spring/Summer

2023

Spring/Summer

2024

% Change

2023 to 2024

Target HHs 17,429,051 17,442,671 0.1%

Ad Awareness 50% 55% 9.0%

Ad-Aware HHs 8,742,575 9,506,882 8.7%

Incremental Travel 5.7% 4.5% -21.0%

Incremental Trips 494,462 427,849 -13.5%

Avg. Trip Spending

(among ad-aware visitors)
$1,130 $1,244 10.1%

Ad-Influenced Trip Spending $558,680,848 $532,069,285 -4.8%

Media Investment $2,448,674 $2,618,377 6.9%

ROI $228 $203 -10.9%

Avg. Taxable Trip Spending

(among ad-aware visitors)
$844 $919 8.9%

Ad-Influenced Taxable Trip Spending $417,480,042 $393,363,150 -5.8%

Taxes Generated $35,485,804 $33,435,868 -5.8%

Tax ROI $14.49 $12.77 -11.9%

• While the spring/summer 

2024 campaign generated 

higher awareness than the 

2023 campaign, the level 

of ad-influenced travel, ad-

influenced trips, visitor 

spending, and ROI are all 

down year-over-year. 

• The strong ROIs generated 

from 2021 to 2023 are 

indicative of the post-

pandemic recovery boom 

that New Hampshire 

experienced. Now, in 

2024, overall New 

Hampshire travel and ROI 

results are beginning to 

normalize. 



Total FY2023/2024 ROI

• Accounting for all FY2023/24 

campaigns, the advertising 

influenced $720 million in 

visitor spending, $46 million 

in tax revenue, and visitor 

spending and tax ROIs of 

$218 and $14, respectively. 
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Fall

2023

Winter

2023/2024

Spring/Summer

2024

Total FY

2023/2024

Ad-Influenced Trips 106,641 61,466 427,849 595,956

Avg. Trip Spending (among ad-aware visitors) $973 $1,368 $1,244 $1,208 

Ad-Influenced Trip Spending $103,739,534 $84,065,167 $532,069,285 $719,873,986 

Avg. Taxable Trip Spending

(among ad-aware visitors)
$701 $1,098 $919 $899 

Ad-Influenced Taxable Trip Spending $74,765,063 $67,495,255 $393,363,150 $535,623,467 

Taxes Generated $6,355,030 $5,737,097 $33,435,868 $45,527,994 

Media Investment $206,000 $473,125 $2,618,377 $3,297,502 

ROI $504 $178 $203 $218 

Tax ROI $31 $12 $13 $14 



Total FY ROI Comparison

• Total FY2023/2024 ROI is down a bit compared to the past two years. A more focused marketing strategy targeting fewer households in fall 2023 resulted in 

higher levels of ad awareness and incremental travel, but the smaller and closer-by household base meant lower average visitor spending, less ad-influenced 

visitor spending, and a lower ROI compared to last year. Winter 2023/2024 was negatively impacted by below average snowfall. Lower spring/summer results in 

2023/2024 align with normalizing New Hampshire travel patterns after the post-COVID boom. 
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Total Fiscal Year

2017/2018

Total Fiscal Year

2018/2019

Total Fiscal Year

2019/2020

Total Fiscal Year

2020/2021

Total Fiscal Year

2021/2022

Total Fiscal Year

2022/2023

Total Fiscal Year

2023/2024

Influenced Trips 604,055 636,170 555,681 529,505 743,727 696,170 595,956

Avg. Trip Spending

(among ad-aware visitors)
$839 $900 $1,103 $1,101 $1,288 $1,188 $1,208 

Influenced Trip Spending $506,679,581 $572,280,741 $613,102,160 $583,077,833 $958,161,359 $826,870,413 $719,873,986 

Avg. Taxable Trip Spending

(among ad-aware visitors)
$586 $583 $736 $751 $871 $866 $899 

Influenced Taxable Trip Spending $353,937,438 $370,684,548 $408,746,075 $397,603,983 $647,472,232 $603,209,006 $535,623,467 

Taxes Generated $31,854,370 $33,361,609 $36,787,146 $35,784,358 $55,035,140 $51,272,765 $45,527,994 

Media Spending $2,481,988 $2,567,179 $1,545,410 $2,962,296 $3,450,473 $3,081,778 $3,297,502 

ROI $204 $223 $397 $197 $278 $268 $218 

Tax ROI $13 $13 $24 $12 $16 $17 $14 



Ad Influence on the
New Hampshire Trip



Ad Influence on the New Hampshire Trip

• As in prior years, the advertising not only influenced New Hampshire leisure travel, but it also gave visitors ideas that led to 

longer, more active trips with higher average spending. 

30

2.5

3.2

Unaware Ad-Aware

Avg. nights 

in NH

3.0

5.1

Unaware Ad-Aware

Avg. number of activities 

in NH

1.2

1.6

Unaware Ad-Aware

Avg. number of regions 

visited in NH

$975

$1,194

Unaware Ad-Aware

Avg. spending

on NH trip



Ad Influence on the New Hampshire Trip

• Ad-aware visitors are also 

more likely than unaware 

visitors to rate their New 

Hampshire trip “excellent”.

• There is no difference in 

likelihood to recommend 

New Hampshire between the 

unaware and ad-aware. Both 

groups are likely to 

recommend the state as 

place for a leisure trip. 
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Appendix:
Spring/Summer
ROI Questionnaire



Questionnaire
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