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Organizational Structure with FTE count: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
 
 
Totaling the positions reported on pages 6 to 11 of the original House Finance Committee presentation 
document distributed is higher than the total number of 78 positions because the Bureau of Visitor 
Services (BVS) and the Office of Outdoor Recreation (ORID) are budgeted in the Office of the 
Commissioner (OOC) so their position count was included on the OOC detail sheet.  BVS and ORID also 
have a detail sheet included in the presentation because their purpose was important to highlight separate 
from the other functions of the Office of the Commissioner, so their respective head counts were listed 
again.   Therefore, BVS and ORID’s FTE count are doubled when adding 6 to 11 creating the discrepancy 
mentioned during testimony. 
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Broadband Overview 
ARPA – Broadband Office Standup funding – SLFRF Funding 

Award - $659,734 

Fully expended 

These funds were used to setup the Broadband office and hire staff tasked with both fulfilling the 
program objectives of the Broadband federal program initiatives as well as necessary extensive 
reporting requirements. 

ARPA Coronavirus Capital Projects Fund (CPF) 

Award - $122,066,151 

Fully Obligated with $56.9M+ expended to date. 

This money is being used to fund the Broadband office (team of 5) and to buildout broadband 
service to approximately 51,000 previously unserved and underserved addresses in the most rural 
parts of the State. These include residential, business, and school addresses. 

 

Infrastructure Investments & Jobs Act (IIJA) a/k/a Bipartisan Infrastructure Law (BIL) 

Broadband Equity, Access & Deployment Program 

Per law, this fundings number one priority is to provide broadband access to any / all unserved 
and underserved locations in the State 

Two awards 
1. Planning Grant in the amount of $5,000,000 
2. Implementation Grant in the amount of $191,560,278.97 

Planning Grant: 

 Program Guidelines are outlined in the original Notice of Funding Opportunity 
 Planning Grant funds have been fully obligated 
 $2.43M+ have been expended to date. 

Implementation Grant: 

 Full award is $191,560,278.97 for this Grant 
 Funding controls are set to release funds in phases 
 Current available allocation is $12,358,493.92 
 Funding not yet obligated 
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Yellow highlight indicates BEA RSA 

Committees/Commissions/Boards 
 
Not BEA Mission Relevant Commissioner Obligation List 
   (unless otherwise specified) 

Authority 

Council for Thriving Children EO 2020-03 

Division of Ports and Harbors Advisory Council 12-G:44 I 

New Hampshire Commission on Native American Affairs (Dir DTTD) 12-A:14-a 

New Hampshire Land and Community Heritage Authority (LCHIP) 227-M:4 

New Hampshire Transportation Council  238-A:2 

Site Evaluation Committee (alternate) 162-H:3 VI 

Solid Waste Working Group 149-M:61 
  

BEA Mission Relevant Commissioner Obligation List 
   (unless otherwise specified) 

Authority 

Advisory Council on Emergency Preparedness and Security (Dir OPD) 21-P:48 I 

Advisory Council on Career and Technical Education 188-E:10-b 

Agricultural Lands Preservation Committee (Dir OPD) 432:19 

Aquatic Resource Compensatory Mitigation Site Selection Committee (Dir OPD) 482-A:32 

Commission on Demographic Trends 12-O:55-a 

Community College System of NH Borad of Trustees 188-F:4 

Community Development Advisory Committee 162-L:15 

Community Development Finance Authority (CDFA) 162-L:2 

Council of Partner Agencies (CoPA) 12-O:7 

Council on Housing Stability EO 2020-22 

Council on Resource and Development (CORD) 162-C:1 

Geographic Information System (GIS) Committee (Dir OPD) 4-F:1 II 6 

New Hampshire Canadian Trade Council 12-O:22 

New Hampshire Drinking Water and Groundwater Advisory Commission (Dir DED) 485-F:4-g 

New Hampshire Housing Champions program advisory committee 12-O:76 

New Hampshire Ireland Trade Council 12-O:22-a 

New Hampshire Lakes Management Committee (Dir OPD) 483-A:6 III 

New Hampshire Statewide Trails Advisory Committee (OPD) 216-F:5 

New Hampshire US Mexico Canada Trade Council (USMCA) EO 2020-02 

Offshore Wind and Port Development Commission 374-F:10 

Offshore Wind Industry Workforce Training Center Committee 12-O:51-a 

Public Water Access Advisory Board (Dir OPD) 233A:2-f 

Rivers Management Advisory Committee (Dir OPD) 483:8 II 

State Workforce Innovation Board (SWIB) 12-O:44 

Statewide Interoperability Executive Committee (SIEC) 21-P:48 IV 

Wetlands Council (Dir of OPD) 21-O:5-a 
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Welcome Center Information 
 

 

 
 

    
FY 

2024 

     Avg. Hrs. FY 2024 
GSA 
Vol. 

 Name:  Dsg: Funding Hrs. of Op Annually Foot Count Hrs./YR 

1 Canterbury HWY GF Daily, 9am-5pm        2,912             175,982  138 

2 Colebrook HWY GF Daily, 9am-5pm        2,912               31,940  0 

3 Hooksett NB TPK TPK Daily, 9am-5pm        2,912          1,869,492  6 

4 Hooksett SB TPK TPK Daily, 9am-5pm        2,912          1,854,383  4 

5 Intervale HWY GF Daily, 9am-5pm        2,912             136,855  0 

6 Lebanon HWY GF Daily, 9am-5pm        2,912             147,989  0 

7 Littleton HWY GF Daily, 9am-5pm        2,912             101,256  0 

8 Salem HWY GF Daily, 8am-10pm        5,096             239,052  9 

9 Sanbornton HWY GF Daily, 9am-5pm        2,912             188,802  13 

10 Seabrook TPK TPK Daily, 24 hrs.        8,760             813,318  282 

11 Springfield HWY GF Daily, 9am-5pm        2,912             245,223  0 

12 Sutton HWY GF Closed              -                        -    0 

        

     
Total 
FY24: 5,804,292 452 

        
Notes:         

 GSA only volunteers at locations of their choosing serving their interests  

 Plans pending to close Sutton and open Lebanon March 2025   

 As of this report, Open centers are operational year-round (hours subject to change) 
 

 

  



Page | 6  

  

Outdated Reports in Statute  
 

Report for consideration to discontinue 
 

 
RSA Report name 

9-B SMART growth report 
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Travel & Tourism Report 
 

Please see supplemental document provided containing the requested report relative to 
the return on investment information discussed during the presentation. 

 



2023 Spring/Summer Advertising 
Effectiveness Wave 2 ROI Research

September 2023



Background & Objectives

• In spring/summer 2023, the New Hampshire Division of Travel and Tourism Development (DTTD) continued to run 
“Discover Your New” advertising in core, long drive, and Canadian markets.

• DTTD has partnered with Strategic Marketing & Research Insights (SMARInsights) to conduct primary research 
among target consumers to assess the effectiveness of the 2023 spring/summer advertising. An initial ad 
awareness/creative evaluation research wave was completed in August 2023. 

• 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 wave 1 results

— Assessing the advertising influence on New Hampshire travel during spring/summer 2023

— Exploring the results by market groups

— Reviewing ad impact on the New Hampshire trip

— Providing insights to guide marketing decision-making

2



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.

• In order 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 2023 spring/summer advertising was aimed at existing northeastern core markets, more 
distant “long drive” markets, and Canadian markets. 

• It is also important to note that the quantity of states comprising the long drive markets was 
reduced from 2022 and now includes only Pennsylvania and New Jersey. In 2022, the long drive 
group included those two markets plus Delaware, Maryland, Virginia, North Carolina, and Ohio. For 
the Canadian markets, Toronto was removed and replaced with Quebec City. Ad spending by 
market is provided on the following page. 

• A total of 2,302 ROI surveys were completed in September 2023. 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
Completed 

Surveys

Core

MA 300

RI 99

CT 200

ME 100

NH 100

NY 600

Long Drive
NJ 300

PA 400

Canadian
Quebec City 99

Montreal 104

Total 2,302



Campaign Overview
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Market Print TV/Pre-Roll OOH Display Social TOTAL

MA $7,152.83 $54,368.00 $144,488.00 $61,705.00 $30,291.67 $298,005.50 

RI $7,152.83 $85,156.00 $18,750.00 $71,861.67 $16,666.67 $199,587.17 

CT $7,152.83 $78,710.00 $19,700.00 $71,861.67 $16,666.67 $194,091.17 

ME $7,152.83 $20,970.00 - $61,705.00 $30,291.67 $120,119.50 

NH $7,152.83 $57,673.00 $16,440.00 $61,705.00 $30,291.67 $173,262.50 

NY $7,152.83 $68,701.00 $327,921.00 $71,861.67 $16,666.67 $492,303.17 

NJ - - $172,855.00 $86,300.00 $44,000.00 $303,155.00 

PA - $70,523.00 $214,414.00 $86,300.00 $44,000.00 $415,237.00 

Montreal - - $52,532.00 $63,350.00 $27,500.00 $143,382.00 

Quebec City - - $18,681.00 $63,350.00 $27,500.00 $109,531.00 

TOTAL $42,916.98 $436,101.00 $985,781.00 $700,000.01 $283,875.02 $2,448,674.01 

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

$849,122 

$2,372,200 

$2,926,517 

$2,448,674 

2018 2019 2020 2021 2022 2023

Spring/Summer Media Budget

• The 2023 spring/summer campaign included print, TV/pre-roll, out of home, digital display, and social media 
advertising. The entire collection of ads tested can be found in the questionnaire in the Appendix. 

• The ads invite viewers to “Discover Your New” and feature New Hampshire’s outdoor, small town, road trip, and 
family-friendly activities and attractions. 

• The campaign investment was smaller than in 2022 but larger than the 2021 investment.

Samples of 

Creative



Insights
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Compared to the 2022 spring/summer campaign, the 2023 spring/summer campaign was aimed at fewer markets with a smaller media budget. The 

“core” markets were unchanged, but several “long drive” markets that were targeted in 2022 were not targeted in 2023. Delaware, Maryland, Virginia, 

North Carolina, and Ohio were removed. New Jersey and Pennsylvania remained. And in Canada, Quebec City replaced the larger Toronto market. 

Montreal was targeted in both years. The result of this more focused marketing strategy in which the established/nearby “core” markets represent a 

larger proportion of target households is:

• The level of ad awareness increased from 46% to 50%, but the quantity of ad-aware households declined from 12.8 million to 8.7 million. The cost per 

ad-aware household rose from $0.23 to $0.28, but still bests the industry norm of $0.51. 

• Media overlap (awareness of ads in multiple media) increased. Media overlap consistently has a positive correlation with advertising influence. 

• The overall level of incremental (ad-influenced) travel increased, driven by strong ad influence in the core markets. But there was no incremental 

travel from the 2023 long drive markets of New Jersey and Pennsylvania. An extremely competitive environment in which DMOs have big budgets 

and leisure travelers are free to roam the globe again made it difficult to influence travel from these more distant domestic markets. Incremental travel 

increased in Canada, but targeting fewer households resulted in a decline in the quantity of ad-influenced trips and less ad-influenced visitor 

spending. 

• Ultimately, the 2023 spring/summer advertising influenced nearly 500,000 New Hampshire leisure trips and $560 million in visitor spending. With a 

media investment of $2.4 million, the ROI is $228 for each $1 invested in the media. ROI is down from $266 in 2022 but is higher than in prior years. 

• 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, better 

trips with higher average spending. 



Wave 1 Review



2023 Ad Awareness

• The 2023 spring/summer campaign generated 50% awareness, reaching roughly 8.7 million households. A media investment of $2.4 million 

translates to $0.28 cost per ad-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 38% awareness, followed by print and social media.
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50%

38%

30% 30%
27% 27%

Overall TV/CTV Print Social Media OOH Digital

Ad Awareness
Target HHs 17,429,050

Ad Awareness 50%

Ad-Aware HHs 8,742,575

Media Investment $2,448,674 

Cost per Aware HH $0.28 

SMARInsights’ 

spot market 

benchmark:

$0.51

per Aware 

Household



Tracking Ad Awareness

• The 2023 spring/summer campaign reached a greater percentage of targeted consumers (50%) as a result of more 

focused geographic targeting (a reduction of 10 million targeted households), although this strategy was less efficient 

overall as indicated by the $0.28 cost per aware household (+$0.05).
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43% 44% 43%
41%

46%
50%

2018 2019 2020 2021 2022 2023

Overall Campaign Awareness 2018 2019 2020 2021 2022 2023

Target 

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

Ad 

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

Ad-Aware 

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

Media 

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

Cost per 

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

SMARInsights’ 

spot market 

benchmark:

$0.51

per Aware 

Household



Ad Awareness by Market Group

• A smaller investment in the core markets led to only a slight decline in ad awareness (56% to 54%). This led to a notable improvement in media efficiency ($0.41 per ad-
aware household to $0.27). 

• The long drive strategy of targeting fewer households with a larger investment led to modest growth in ad awareness (43% to 46%) but significantly fewer ad-aware 
households and a less efficient media buy. 

• Similarly, targeting fewer Canadian households by swapping Quebec City for Toronto resulted in higher ad awareness but fewer ad-aware households and a decline in reach 
efficiency. 
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56%

43%

31%

54%

46%

38%

Core Markets Long Drive Markets Canadian Markets

Overall Campaign Awareness

Spring/Summer 2022 Spring/Summer 2023

Core 

Markets

2022

Core 

Markets

2023

Long Drive 

Markets

2022

Long Drive 

Markets

2023

Canadian 

Markets

2022

Canadian 

Markets

2023

Target HHs 9,286,327 *10,039,596 16,375,106 6,485,136 2,125,618 904,319

Awareness 56% 54% 43% 46% 31% 38%

Aware HHs 5,193,350 5,429,435 6,981,978 2,971,767 666,338 341,373

Media 

Investment
$2,120,333 $1,477,369 $537,521 $718,392 $268,663 $252,913 

Cost per 

Aware HH
$0.41 $0.27 $0.08 $0.24 $0.40 $0.74 

*The core markets did not change, but the leisure travel incidence increased, resulting in more target households.  



Media Overlap

• Of those aware of any 2023 ads, 44% 

were aware of 4 or more ad media – 

the highest in the past 5 years, even 

with the exclusion of radio (Pandora) 

advertising from the previous year.

• Again, this is likely a result of a more 

focused marketing strategy.

• Reaching consumers with multiple 

forms of advertising tends to 

correspond with strong incremental 

travel.
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14% 12% 12% 11%

30%

18%
14%

24%
19%

14%

20%

17%

19%

16%

12%

22%

26%

18%

23%

16%

26%
30% 28%

31% 28%

2019 2020 2021 2022 2023

Media Overlap

1 medium

2 media

3 media

4 media

5+ media

44%



Overall Reaction

• Many of the ads received a proportion of positive reactions above the SMARInsights’ benchmark of 60%. Consumers tend to be the most positive 

toward video, which is the case for this campaign. Additionally, the billboards used in the core markets received strong positive reactions.
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62% 66% 64%
75% 73% 77% 78%

60%
71% 71%

61% 62%
78%

68% 72%

38% 32% 34%
24% 25% 21% 21%

40%
28% 28%

37% 38%
22%

31% 27%

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

Canadian

Markets -

Summer

Digital Ads

Core

Markets -

Digital Ads

Long Drive

Markets -

Digital Ads

TV -

Attractions

TV -

Mountains

TV -

Summer

TV -

Summer

New

Downtown

Version

Canadian

Markets -

Social Ads

Core

Markets -

Social Ads

Long Drive

Markets -

Social Ads

Montreal

Billboards

Quebec City

Billboards

Core

Markets -

Billboards

New

Hampshire -

Billboards

Print Ads

Overall Reaction to the Advertising

Positive Neutral Negative

60% Average 

Benchmark



Communication Attributes

• Many of the communication scores 

remain strong but unchanged.

• We generally expect increases in 

awareness to generate subsequently 

better performances in communication as 

aware consumers tend to give higher 

ratings.

• Even with a geographically focused 

strategy and improved awareness levels, 

the communication ratings have remained 

steady. This could suggest that the 

campaign is beginning to wear out.

• On a more positive note, we do see a 

slightly positive increase for “where I 

would feel free-spirited.”
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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

2023

2022

Where I would be inspired and invigorated

Average Good

(top 25%)

Excellent

(top 10%)

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

2023

2022

Where I could reconnect with my family

Average Good

(top 25%)

Excellent

(top 10%)

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

2023

2022

Where I would feel free-spirited

Average Good

(top 25%)

Excellent

(top 10%)



Communication Attributes, cont.

13

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

2023

2022

Where I would be challenged to live life to the fullest

Average Good

(top 25%)

Excellent

(top 10%)

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

2023

2022

Where I could uncover new places or things

Average Good

(top 25%)

Excellent

(top 10%)

4.37

4.36

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

2023

2022

Where I could go on an adventure

Average Good

(top 25%)

Excellent

(top 10%)



Impact Attributes

• The campaign continues to be in the top 

10% of all campaigns at both 

encouraging consumers to learn more 

and want to visit New Hampshire.

• Given this campaign’s stable and strong 

impact ratings and improved ad reach, 

we expected that the ads would again 

ultimately New Hampshire leisure travel.

14

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

2023

2022

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

Average Good

(top 25%)

Excellent

(top 10%)

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

2023

2022

Want to visit the state

Average Good

(top 25%)

Excellent

(top 10%)



Advertising
Influence & ROI



Incremental Travel Review
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Ad-Aware 

Travel

Unaware 

Travel

Incremental 

Travel

• 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. 



2023 Spring/Summer Incremental Travel

• The 2023 spring/summer advertising 

influenced New Hampshire leisure 

travel from the core and Canadian 

markets. 

• But there was no incremental travel 

from the 2023 long drive markets of 

New Jersey and Pennsylvania. An 

extremely competitive environment in 

which DMOs have big budgets and 

leisure travelers are free to roam the 

globe again made it difficult to 

influence travel from these more 

distant domestic markets. 
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11.4%

1.3% 0.7%

7.5%

20.3%

0.9%

5.4%

13.1%

Core Markets Long Drive Markets Canadian Markets Total

Visited New Hampshire After 

Spring/Summer 2023 Ads Began

Unaware Travel Ad-Aware Travel

8.8% 0.0% 4.7% 5.7%Increment →



2023 Spring/Summer 
Media Overlap Influence

• The 2023 spring/summer campaign influenced New Hampshire leisure travel at all levels of media overlap, but the strongest 

influence occurred among consumers who saw 4 or 5 ad media. This reiterates the importance of running multi-media 

campaigns and implementing media plans that result in awareness overlap. 
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7.5%

12.3% 12.7%

14.5%

Unaware Aware of

1 medium

Aware of

2-3 media

Aware of

4-5 media

Visited New Hampshire After Spring/Summer 2023 Ads Began 



Incremental Travel Change
by Market & Overall

• The overall level of incremental travel 

increased year over year, driven by 

continued strong ad influence in the 

core markets. 

• The long drive markets were fruitful last 

year, but even with a more focused long 

drive strategy this year in which fewer 

markets were targeted, there was no 

ad-influenced travel. Again, competitive 

pressures likely made it more 

challenging to influence travel from 

these distant domestic markets. 

• Incremental travel increased in Canada, 

but targeting fewer households resulted 

in a decline in the quantity of ad-

influenced trips and less ad-influenced 

visitor spending (shown later). 
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15.7%
11.4%

24.1%
20.3%

Spring/Summer

2022

Spring/Summer

2023

Core Markets

(same markets YOY)

Unaware Travel Ad-Aware Travel

1.4% 1.3%
3.3%

0.9%

Spring/Summer

2022

Spring/Summer

2023

Long Drive Markets

(*different markets YOY)

Unaware Travel Ad-Aware Travel

1.9% 0.7%
4.5% 5.4%

Spring/Summer

2022

Spring/Summer

2023

Canadian Markets

(**different markets YOY)

Unaware Travel Ad-Aware Travel

7.2% 7.5%

11.8% 13.1%

Spring/Summer

2022

Spring/Summer

2023

Total (All Markets)

Unaware Travel Ad-Aware Travel

*2022 Long Drive *2023 Long Drive **2022 Canadian **2023 Canadian

NJ NJ Toronto Quebec City

PA PA Montreal Montreal

DE

MD

VA

NC

OH

8.5% 8.8% 2.0% 0.0%

2.7% 4.7% 4.6% 5.7%



2023 Spring/Summer
Ad-Influenced Trips

• The 2023 spring/summer advertising influenced about 494,000 New Hampshire leisure trips, most coming from the core 

target markets. 

• The ads influenced travel from Montreal and Quebec City, but these comparatively small markets produce only a small 

portion of ad-influenced trips. 
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Core Markets Long Drive Markets Canadian Markets Total

Target HHs 10,039,596 6,485,136 904,319 17,429,051

Ad Awareness 54% 46% 38% 50%

Ad-Aware HHs 5,429,435 2,971,767 341,373 8,742,575

Incremental Travel 8.8% 0.0% 4.7% 5.7%

Incremental Trips 478,496 0 15,966 494,462



2023 Spring Summer
Ad-Influenced Visitor Spending & ROI

• The 2023 spring/summer advertising influenced about $559 million in visitor spending and returned $228 in visitor spending 

for each $1 invested in the advertising media. 

• The return is higher in the core markets than in the Canadian markets. 

21

Core Markets Long Drive Markets Canadian Markets Total

Incremental Trips 478,496 0 15,966 494,462

Avg. Trip Spending

(among ad-aware visitors)
$1,133 -- $1,046 $1,130

Ad-Influenced Trip Spending $541,983,518 $0 $16,697,329 $558,680,848

Media Investment $1,477,369 $718,392 $252,913 $2,448,674

ROI $367 $0 $66 $228



Spring/Summer 2023 Tax ROI

• In terms of tax revenue, the 2023 spring/summer advertising returned $14.49 for each $1 invested in the advertising media. 
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Core Markets Long Drive Markets Canadian Markets Total

Incremental Trips 478,496 0 15,966 494,462

Avg. Taxable Trip Spending

(among ad-aware visitors)
$832 -- $1,225 $844

Ad-Influenced Taxable Trip Spending $397,920,678 $0 $19,559,363 $417,480,042

Taxes Generated $33,823,258 $0 $1,662,546 $35,485,804

Media Investment $1,477,369 $718,392 $252,913 $2,448,674

Tax ROI $22.89 $0.00 $6.57 $14.49



Spring/Summer ROI Tracking

• The more focused marketing strategy in 2023 resulted in higher levels of ad awareness and incremental travel, but the smaller and closer-by 

household base meant less ad-influenced trips, lower average visitor spending, lower ad-influenced visitor spending, and a lower ROI compared to 

last year. That said, the ROI is the second-highest of the past six spring/summer campaigns. 
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Spring/Summer

2018

Spring/Summer

2019

Summer

2020

Spring/Summer

2021

Spring/Summer

2022

Spring/Summer

2023

% Change

2022 to 2023

Target HHs 14,496,273 16,275,450 12,147,318 25,765,229 27,787,051 17,429,051 -37%

Ad Awareness 43% 44% 43% 41% 46% 50% 9%

Ad-Aware HHs 6,189,099 7,239,490 5,203,708 10,510,535 12,841,666 8,742,575 -32%

Incremental Travel 6.5% 4.4% 3.1% 4.2% 4.6% 5.7% 24%

Incremental Trips 399,487 317,107 160,763 438,804 594,332 494,462 -17%

Avg. Trip Spending

(among ad-aware visitors)
$804 $1,042 $1,053 $1,202 $1,312 $1,130 -14%

Ad-Influenced Trip Spending $321,101,120 $330,339,600 $169,243,990 $527,237,760 $779,563,175 $558,680,848 -28%

Media Investment $1,794,097 $1,817,216 $849,122 $2,372,200 $2,926,517 $2,448,674 -16%

ROI $179 $182 $199 $222 $266 $228 -14%

Avg. Taxable Trip Spending

(among ad-aware visitors)
$598 $680 $603 $778 $882 $844 -4%

Ad-Influenced Taxable Trip 

Spending
$238,957,240 $215,567,826 $97,014,255 $341,556,238 $524,184,858 $417,480,042 -20%

Taxes Generated $21,506,152 $19,401,104 $8,731,283 $30,740,062 $44,555,713 $35,485,804 -20%

Tax ROI $11.99 $10.68 $10.28 $12.96 $15.22 $14.49 -5%



Spring/Summer ROI Change by Market

• The 2023 spring/summer core market advertising influenced more trips with a smaller budget. The advertising continues to build upon a strong foundation in these nearby markets. 

• The more focused long-drive strategy of targeting fewer markets with more money led to slightly higher ad awareness, but it did not pay off in terms of influenced trips and ROI. 

• Replacing Toronto with Quebec City led to higher ad awareness and stronger incremental travel in Canada, but ad-influenced visitor spending and ROI declined.  
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Core 

Markets

2022

Core 

Markets

2023

Core 

Markets

% Change

Long Drive 

Markets

2022

Long Drive 

Markets

2023

Long Drive 

Markets

% Change

Canadian 

Markets

2022

Canadian 

Markets

2023

Canadian 

Markets

% Change

Target HHs 9,286,327 10,039,596 8% 16,375,106 6,485,136 -60% 2,125,618 904,319 -57%

Ad Awareness 56% 54% -4% 43% 46% 7% 31% 38% 23%

Ad-Aware HHs 5,193,350 5,429,435 5% 6,981,978 2,971,767 -57% 666,338 341,373 -49%

Incremental Travel 8.5% 8.8% 4% 2.0% 0.0% 2.7% 4.7% 74%

Incremental Trips 439,068 478,496 9% 137,315 0 17,948 15,966 -11%

Avg. Trip Spending

(among ad-aware visitors)
$1,085 $1,133 4% $1,880 -- $2,517 $1,046 -58%

Ad-Influenced Trip 

Spending
$476,277,847 $541,983,518 14% $258,109,201 $0 $45,176,126 $16,697,329 -63%

Media Investment $2,120,333 $1,477,369 -30% $537,521 $718,392 34% $268,663 $252,913 -6%

ROI $225 $367 63% $480 $0 $168 $66 -61%



Total Fiscal Year ROI



Total FY2022/2023 ROI

• Accounting for all FY2022/23 

campaigns, the advertising 

influenced $827 million in 

visitor spending, $51 million 

in tax revenue, and visitor 

spending and tax ROIs of 

$268 and $17, respectively. 
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Fall

2022

Winter

2022/2023

Spring/Summer

2023

Total FY

2022/2023

Ad-Influenced Trips 105,635 96,073 494,462 696,170

Avg. Trip Spending (among ad-aware visitors) $1,181 $1,492 $1,130 $1,188

Ad-Influenced Trip Spending $124,806,730 $143,382,835 $558,680,848 $826,870,413

Avg. Taxable Trip Spending

(among ad-aware visitors)
$827 $1,023 $844 $866

Ad-Influenced Taxable Trip Spending $87,401,514 $98,327,450 $417,480,042 $603,209,006

Taxes Generated $7,429,129 $8,849,470 $35,485,804 $51,272,765

Media Investment $226,338 $406,766 $2,448,674 $3,081,778

ROI $551 $352 $228 $268

Tax ROI $33 $22 $14 $17



Total FY ROI Comparison

• Total FY2022/2023 ROI is 

on par with FY2021/2022.

• The results in terms of 

ROI are the strongest of 

the past several years 

except for FY2019/2020, 

when a small budget took 

advantage of the 

outdoor/nearby travel 

behaviors resulting from 

the pandemic. 
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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

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

Avg. Trip Spending

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

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

Avg. Taxable Trip Spending

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

Influenced Taxable Trip 

Spending
$353,937,438 $370,684,548 $408,746,075 $397,603,983 $647,472,232 $603,209,006

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

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

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

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



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. 

29

2.3

3.0

Unaware Ad-Aware

Avg. nights 

in NH

3.6

4.8

Unaware Ad-Aware

Avg. number of activities 

in NH

1.3
1.4

Unaware Ad-Aware

Avg. number of regions 

visited in NH

$1,032
$1,130

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” 

and to recommend the state 

as place for a leisure trip. 
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Questionnaire
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