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• Keep our  audiences engaged and mainta in  
re levance dur ing  unfami l iar  t imes 

• Suppor t  local  New Hampshire  hospi ta l i ty  
bus inesses  by  promot ing  ser v ices/products  

• Prov ide t ravel  inspi rat ion for  future  v is i ts  to  
New Hampshire

Objectives
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• DREAM  
With regulat ions l imi t ing  t rave l , many are  s tuck at  home, but  we can st i l l  o f fer  them an escape.  There  are  ample  ways we can 
remind our  aud ience that  New Hampshi re  is  un i ted in  the i r  f ront  to  respons ibly  insp i re  res idents  and v is i tors  dur ing  these 
uncer ta in  t imes.  We ’ l l  focus on v i r tua l  exper iences, UGC, l i ve  cams, and more to  dr ive  a  sense of  ca lm, a  smi le, and a  way for  
consumers  to  escape and dream about  bet ter  days ahead.  

• PLAN  
As regulat ions re lax  and the wi l l ingness to  t rave l  increases , we can get  a  b i t  more spec i f ic  around places to  v is i t  and th ings  to  
do.  Post-v i rus , New Hampshi re  wi l l  be  wel l-pos i t ioned for  people  look ing  to  avo id  congest ion and internat ional  t rave l  for  a  more 
natura l , homeg rown set t ing .  We can ampl i fy  our  ef for ts  through even more pa id  media  to  dr ive  future  t rave l .   

• GO  
This  is  the phase where we t rans i t ion in to  a  new campaign and get t ing  back to  “normal . ”  Now, i t ’s  a l l  about  dr iv ing  v is i ta t ion and 
l iv ing  your  dreams.  Th is  phase could  be even more urgent  in  i ts  ca l l  to  act ion .  “Don’ t  just  th ink  about  v is i t ing  New Hampshi re, 
now is  the t ime you must  v is i t  the  Gran i te  State. ”  

Three-Phased Approach
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• Gen X Parents  

• Mi l lennia l  Parents  

• Chi ld less  Gen X 

• Chi ld less  Mi l lennia ls  

• Empty Nesters/Boomers

• In-state/hyperlocal  

• Vis i tat ion dr iv ing  

• Stronger  CTA

• Broader  appeal  

• Vir tual/at-home exper ience 

• Inspi rat ional

NEW HAMPSHIRE NEW ENGLAND+

Audiences
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DREAM PLAN GO

• Website 
• SEM 
• Organic Social 

• DTTD 
• UGC 
• Limited promoted posts 

• Email 
• SMS

PLUS 
• Paid Social 
• Display 
• Influencer

New Eng land
New Eng land,  
Northeast Canada

New Hampshire
Consider small radius outside depending  
on government guidel ines
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$8K-$10K/month; 75 percent social

Strategic Approach
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Under  the "Dream.  P lan .  Go. ”  d i rect ion , 
we ’ l l  c reate  and share  content  around 
three pr imar y  categor ies.    

• UGC 

• Tour ist  Travel  Inspi rat ion 

• Travel  Industr y  Suppor t

Concept + Content Lanes

As a  s t rategy and concept , “Dream.  P lan .  Go. ”  seamless ly  takes 
our  aud ience through a  phased approach to  welcoming  tour is ts  
back to  the s tate.  

The concept  insp i res  fo l lowers  to  dream about  the i r  fu ture  t rave ls  
around New Hampshi re, re f lect  on exper iences they ’ve  had here  in  
the past , and f ind ways new to  express  the i r  natura l  in terests  in  
the outdoors  and suppor t ing  loca l  bus inesses.  

As t rave l  rest r ic t ions are  l i f ted over  t ime, the  “Dream.  P lan .  Go. ”  
concept  can t rans i t ion to  promot ing  tour ism and immediate  t r ip  
oppor tun i t ies  across  New Hampshi re, appeal ing  to  our  in-state  
aud ience, as  wel l  as  those in  ne ighbor ing  s ta tes  where New 
Hampshi re  r ight  in  the i r  backyard.    
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By cont inu ing  to  feature  s tunning  user-generated scen ic  
images f rom around the s tate, we remind the aud ience of  
New Hampshi re ’s  beauty  and insp i re  them to  keep dreaming  
o f  New Hampshi re  f rom a d is tance.  Accompanying  copy wi l l  
nod to  the fact  that  we look for ward to  welcoming  them back 
soon .  Posts  wi l l  a lso  per iod ica l ly  include ca l ls  to  act ion 
encourag ing  more New Hampshi re  photo and v ideo shar ing .  

UGC

Content Lane
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Content  under  th is  categor y  features  a  combinat ion of  
curated p ieces f rom par tners , engagement-generat ing  posts , 
and repackages and repurposed se lect ions f rom our  ex is t ing  
l ib rar y  of  v ideos, photog raphy, and ar t ic les.  Th is  mul t i faceted 
approach keeps us  connected to  our  in-  and out-of-state  
aud iences and insp i res  them to  keep dreaming  about  future  
v is i ts  to  New Hampshi re.  

Tourist Travel Inspiration

Content Lane



Tourist Travel Inspiration
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Content Ideas

• Live Free Faves  
This series keeps our audience dreaming  about their favorite New 
Hampshire spots and engag ing  with our brand. With Live Free Faves, we’ l l  
ask specif ic questions, such as “What’s one of the best-kept secret spots on 
the seacoast?” or “What’s the most underrated view in the White 
Mountains?" — g iv ing  us fodder to create new l ist icles to be published on 
the VisitNH site and shared via social .   

• Granite State Trivia  
This interactive Facebook game series provides fun hints and r iddles about 
various New Hampshire locations for the audience to guess in the 
comments.  We’l l  then reveal the answer and share content , images or video 
about that par t icular place. This series wil l  ult imately be integrated into the 
Live Free with Kris blog .  

• Live Free Flashback Fridays   
Tapping  into the nostalg ia of tr ips past , we’ l l  ask our Facebook audience to 
upload their favorite New Hampshire memory photos in the comments.  
We’l l  then package up the best UGC and post as a carousel or video. 

• Monday Morning  Inspiration  
Share upl ift ing , v isually breathtaking  images, 360-degree video 
cl ips, and B-roll  from past shoots to get the week star ted for 
our audience on a posit ive note.    

• Discover Your View   
Capital iz ing  on the viral “see and send” trend going  around 
social media, we invite audiences to share a photo to their 
Instagram Story of the current view from their New Hampshire 
“backyard” and tag  three fr iends challeng ing  them to do the 
same and pass it  on. Favorite responses wil l  be reposted on the 
VisitNH Instagram Story.  

• Keep On Camping  On  
This content leans in to the camping  cravings many may be 
feel ing  as the weather warms up by invit ing  the audience to get 
creative and share their best indoor/at-home camping  set up 
via Instagram Stories, tagg ing  @VisitNH. We’d feature select 
submissions on Instagram Stories.
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This  content ’s  number  one goal  is  to  g i ve  much-needed 
suppor t  to  loca l  hosp i ta l i ty, d in ing , and ar ts  bus inesses.  
And by lend ing  th is  suppor t , we s imul taneously  prov ide 
our  New Hampshi re-based audience wi th  pract ica l  
resources to  s tay  suppl ied and enter ta ined whi le  they ’re  
pract ic ing  soc ia l  d is tanc ing .    

Travel Industry Support

Content Lane



Travel Industry Support
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Content Ideas

• Take-Out Tuesdays  
On Take-Out Tuesdays, we encourage our New Hampshire audience to support their 
local dining  establ ishments by ordering  take-out food and drink.  VisitNH wil l  
compile a comprehensive l ist by reg ion of restaurants and breweries that are st i l l  
open for take-out, pick-up, or del ivery.  We’l l  add them to a specif ic VisitNH landing  
page and share to social each Tuesday along  with a CTA to join in.  

• Small Business Saturdays   
There’s no better t ime to buy local .  Every Saturday, we’ l l  share a VisitNH landing  
page featuring  al l  the incredible New Hampshire small businesses carrying  local 
goods. We’l l  encourage our audience to shop online and get their New Hampshire 
favorites shipped r ight to their door.  

• #603StrongerTogether  
New Hampshire pride is strong .  As a way to spread and celebrate our state, we’ l l  
beg in to incorporate #603StrongerTogether as a constant hashtag  for al l  posts and 
wil l  feature it  more prominently on select posts.
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Content Map

TOURIST TRAVEL 
INSPIRATION

CONTENT TYPE INSTAGRAM FEED IG STORY FACEBOOK TWITTER PINTEREST LINK TO WEBSITE PROMOTED (NE)

UGC x

Monday Morning Inspiration x x x x

Discover Your View x x

Live Free Faves x x x

Keep On Camping On x (Carousel) x x x x

NH Flashback Fridays x x

TRAVEL INDUSTRY 
SUPPORT

Take-Out Tuesdays x x x x x (NH only)

Small Business Saturdays x x x x x (NH only)
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Action  
and Results
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Action and Results
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Visit NH Homepage



Action and Results
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Curbside, Takeout, and Online 
Shopping Landing Pages



Action and Results
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Flashback Friday

• 4/10 Facebook post 
featuring  Santa’s Vil lage 

• 47,469 people reached 

• 957 engagements 

• 59 comments



Action and Results
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Live Free Faves

• 4/16 Facebook post featuring  
favorite creative cocktail  

• 211,347 people reached 

• 1,992 engagements 

• 59 comments



Action and Results
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Live Free Faves

• 4/19 Facebook post featuring  
favorite place to relax 

• 108,951 people reached 

• 1,202 engagements 

• 79 comments



Action and Results
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Takeout Tuesday

• 4/14 Facebook post  
featuring  The Red Blazer 

• 32,507 people reached 

• 3,951 engagements 

• 24 comments 



Action and Results
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Small Business  
Saturday

• 4/18 Facebook post featuring  
Wozz! Kitchen Creations 

• 80,624 people reached 

• 2,803 engagements 

• 5 comments 


