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Background & Objectives

• As part of the Department of Business and Economic Affairs, the New Hampshire Division of Travel and Tourism Development (DTTD) 

has a mission to increase tourism in the state. While the most significant portion of their efforts consists of advertising and 

promotional activities on behalf of the state to help drive leisure travel, much effort involves supporting partners and tourism

stakeholders in a myriad of ways.  

• Among the support provided to partners throughout the state is a Joint Promotional Program (JPP) whereby state grants are 

provided to groups and organizations to support specific targeted goals. The program is administered through an application and 

grant process. Over the course of a year, the state will invest approximately $1 million in this effort.

• While state-sponsored advertising and promotional efforts have been continuously evaluated through advertising effectiveness 

research, no such similar measure has been implemented with respect to JPP efforts. In part this is a function of scale – the state’s 

advertising efforts are designed to reach a large audience, while many of the JPP programs represent highly targeted efforts with 

comparatively small budgets.

• Recognizing this assessment void, it was determined that a cooperative study where several JPP participants are evaluated in the

same research could allow for similar effectiveness measurement as used on the state’s marketing. 

• This research effort is intended to provide a similar type of metric as the advertising effectiveness research and includes measures of 

awareness, cost per aware household, creative evaluations and Return on the state’s investment.
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Methodology

• Over the past year, 21 different organizations participated in the JPP program. The 
focus and scope of these efforts varied widely. While the grants averaged around 
$50,000, nearly half were under $20,000. Expenditures involved efforts like planning, 
printing, and marketing.

• In reviewing participants with the state, eight were selected as representing most of 
the program investment and efforts that were measurable in a way consistent with 
traditional advertising effectiveness metrics. 

• Once participants were selected for evaluation, their plans were reviewed, target 
markets were assessed, and creative assets were obtained to serve as the basis of 
quantitative research efforts.

• The research methodology mirrors regularly conducted research for DTTD where 
awareness is assessed through presentation of the creative assets to travelers and 
travel behavior is reviewed. It was done cooperatively with materials from all eight 
participants included in the research.

• Specifically, a total of 4,533 surveys were collected in US and Canadian markets 
between November 6th and 18th, 2024 with travel decision makers. A copy of the 
survey used can be found in the Appendix of this report.
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Market Sample

New England states (ME, VT, CT, MA) 2,011

Other East Coast (PA, NJ, MD, DE, & NY) 1,810

Ohio 408

Canada 304

Total 4,533

Partner DTTD Grant

White Mountains Attractions Association $211,646

Lakes Region Tourism Association $163,124

Mt. Washington Valley Chamber of Commerce $152,483

Lincoln-Woodstock Chamber of Commerce $66,827

Chamber Collaborative of Greater Portsmouth $59,102

League of New Hampshire Craftsman $44,463

Hampton Area Chamber of Commerce $42,625

Ski New Hampshire $37,856

TOTAL $778,126 



JPP Overview



Overall Program Awareness
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• This research will review program performance by the success of the 

individual participants and resulting benefits to the state. 

• It is necessary to consider the multiple marketing exposures that 

travelers might have faced when assessing influence.

• Evaluation of impact attributable to individual partners will be viewed in 

light of traveling respondents who only saw partner promotions and 

not the state’s.

• Additional return to the state will be considered in light of additional 

impact resulting from the combination of state and partner 

promotions.

• Overall, the partner grant program broadened the reach of the state’s 

advertising, with 12% of aware travelers only recalling a partner ad and 

27% recalling both DTTD and partner advertising. 

• Only three videos were tested to represent Visit New Hampshire’s 

advertising. 

Aware of Any 

Partner Ad(s) 

Only, 12%

Only Visit NH  

Videos, 6%

Aware of Both, 

27%

Unaware, 55%

Awareness of JPP Program



Recall by partner
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• While the scope of these programs represents a sizeable 

investment, individually they were modest and narrowly 

targeted. The state investment averaged under $100,000 per 

partner tested. When impact from the partner ads alone is 

considered, the reach is quite small.

• Overall, the reach of many of these individual programs was 

fairly large, reaching between 19% and 44% of their targeted 

geographies.

• Hampton had the highest awareness rate – this is due, in part, 

to a more limited geographic target.

• With significantly different geographic targets, ranging from 

primarily in-state to the entire northeast, the reach in terms of 

aware households exhibited even greater variation. 9%

3% 4% 4% 4% 3% 3% 3%

35%

24% 22%
20%

18%
17% 16% 16%

Hampton SkiNH Portsmouth White Mt. Lincoln Craftsman Mt.

Washington

Lakes

Ad Awareness

Aware of Partner Ads Only Aware of Both Partner and NH ads



Reach by Partner
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• The overall number of ad-aware households varies by partner and is heavily influenced by the number of households targeted by each partner. 

• Hampton, Portsmouth, Craftsman and Ski New Hampshire all had campaigns whose geographic targets were more limited. As a result, their 

reach in terms of aware households was significantly smaller. All other partners targeted significantly broader geographics.

• In terms of advertising efficiency measured by cost per aware households, the grant program was efficient in its reach, with Visit NH’s grants 

overall yielding a cost per aware household of $0.18. The two least efficient CPAHs were seen with Craftsman and Ski, who were more 

geographically and behaviorally targeted.

Partner CPAH

Lincoln-Woodstock Chamber of Commerce $0.06

Hampton Area Chamber of Commerce $0.10

White Mountains Attractions Association $0.21

Mt. Washington Valley Chamber of Commerce $0.21

Chamber Collaborative of Greater Portsmouth $0.25

Lakes Region Tourism Association $0.25

Ski New Hampshire $0.38

League of New Hampshire Craftsman $0.57

Entire DTTD Grant $0.18

216,183
115,405

1,085,947 
1,008,379 

77,926 98,758 

723,965 
646,397 

Hampton Portsmouth Lincoln

Woodstock

White Mt. Craftsman Ski Mt. Wash Lakes

Aware Households by Partner



ROI Measured Through Incremental Travel
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• The key measure the DTTD uses in evaluating the effectiveness of its 

marketing efforts is incremental travel. Measuring incremental travel 

is important to producing a conservative measure of advertising 

impact. This measure is used in this study to evaluate the 

effectiveness of the cooperative marketing program.

• Consumers would obviously visit a destination regardless of 

advertising efforts. We do not count all ad-aware trips as an 

influenced trip. 

• Rather, the level of travel among those unaware of the advertising 

represents the travel that would have occurred with no advertising. 

• The additional level of travel observed among those aware of the 

advertising is considered influenced, or incremental. 

• This is a classic experiment approach in which a test case is 

compared to a control case. It is logical, universally applicable, easily 

understood, and defendable. 

3.0%

7.0%

Unaware Travel Aware Travel

Incremental Travel Example

4.0% 
Increment



SMARInsights

Qualifying Trips

9

Partner
Qualified Trip

Destinations

Qualified Events & 

Activities

Chamber Collaborative of Greater 

Portsmouth

Portsmouth, Dover, Somersworth, & 

Rochester
N/A

Hampton Area Chamber of 

Commerce 

Hampton Falls, Hampton, Hampton Beach, 

North Hampton, & Rye 

Hampton Beach Seafood 

Festival & Hampton Beach Sand 

Sculpting Competition

League of New Hampshire 

Craftsman 
N/A

Annual NH League of Craftsmen 

Fair

Lakes Region Tourism 

Association 

Lake Sunapee, Lake Winnipesaukee, 

Newfound Lake, Squam Lake, Lake 

Winnisquam, Meredith, Wolfeboro, Laconia, 

Tilton, Tamworth, & Ossipee Lake

N/A

Lincoln-Woodstock Chamber of 

Commerce 
Woodstock, Lincoln, Franconia Notch N/A

Mt. Washington Valley Chamber 

of Commerce

Mount Washington, North Conway, Bartlett, 

Jackson, Crawford Notch, Pinkham Notch
N/A

Ski New Hampshire N/A

Skiing or snowboarding, Cross 

country skiing, World Cup 

Skiing Race, Events at Ski areas

White Mountains Attractions 

Association
Littleton, With Mountain National Forest N/A

• Due to the variety of 
destinations and organizations 
that are partners in the grant 
program, the table to the right 
was used to determine the 
extent to which the ads 
influenced New Hampshire 
visitors to travel to their 
destinations and events.

• For purposes of assessing 
effectiveness, respondents had 
to visit the destination or events 
to be counted as an influenced 
visitor. 
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SMARInsights

Increment by Partner

• Influenced trips are identified by considering the rate of qualified travel among those aware of a 

campaign versus those unaware. Each of the partners had positive travel increments among 

customers aware of their marketing assets. At this point we are not considering people who also 

saw the state’s ads, as their incremental is already captured in the statewide advertising 

effectiveness research.

10

1.9%

5.8%
5.2%

1.8%
2.5%

4.9%

3.3% 3.4%

7.0%

13.8%

9.0%

7.1%

4.1%

8.0%

5.9%

7.9%

Chamber Collaborative of

Greater Portsmouth

Hampton Area Chamber of

Commerce

Lakes Region Tourism

Association

League of New Hampshire

Craftsman

Lincoln-Woodstock

Chamber of Commerce

Mt. Washington Valley

Chamber of Commerce

Ski New Hampshire White Mountains

Attractions Association

Incremental Travel by Partner

Unaware Travel Rate Aware Travel Rate
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Incremental Trips by Partner
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• The travel increment is applied to the number of aware households to identify the total number of incremental trips generated by the 

partner’s efforts. 

• Not surprisingly, higher levels of incremental travel were generated by partners with greater advertising spend in the more heavily traveled 

parts of the state. The White Mountains had the largest grant followed by Mt. Washington and the Lakes Regions.

5,922

17,175

24,613

4,140

17,740

22,442

2,512

45,035

Chamber Collaborative of

Greater Portsmouth

Hampton Area Chamber of

Commerce

Lakes Region Tourism

Association

League of New Hampshire

Craftsman

Lincoln-Woodstock Chamber

of Commerce

Mt. Washington Valley

Chamber of Commerce

Ski New Hampshire White Mountains Attractions

Association

Incremental Trips



• The final task in the ROI assessment is to consider visitors’ spending during each of their trips. The average New Hampshire visitor 

aware of partner ads spent $420 on their trip. The average partner trip has lower spending than seen in previous DTTD ROI 

assessments, as should be expected with a higher percentage of these trips from closer or in-state markets. Additionally, this 

spending is intended to represent visitor spend at the individual partner. To determine this share, the share of activities and events for 

the partner was calculated as a share of the total trip spending. New Hampshire visitors spent the most per trip by far when Skiing, 

with an average trip spend of $1,365. 

Trip Spending
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Partner Avg. Aware Trip Spend

Ski New Hampshire $1,365

Lakes Region Tourism Association $464

Hampton Area Chamber of Commerce $457

Mt. Washington Valley Chamber of Commerce $436

League of New Hampshire Craftsman $374

White Mountains Attractions Association $373

Lincoln-Woodstock Chamber of Commerce $342

Chamber Collaborative of Greater Portsmouth $331

Average NH Trip $420



ROI by Partner

SUMMARY

Chamber 

Collaborative of 

Greater 

Portsmouth

Hampton Area 

Chamber of 

Commerce 

Lakes Region 

Tourism 

Association 

League of New 

Hampshire 

Craftsman 

Lincoln-

Woodstock 

Chamber of 

Commerce 

Mt. Washington 

Valley Chamber 

of Commerce

Ski New 

Hampshire 

White 

Mountains 

Attractions 

Association

Target HHs 2,959,096 2,513,756 25,855,877 2,513,756 25,855,877 25,855,877 3,291,929 25,855,877

Ad Awareness 3.9% 8.6% 2.5% 3.1% 4.2% 2.8% 3.0% 3.9%

Ad-Aware HHs 115,405 216,183 646,397 77,926 1,085,947 723,965 98,758 1,008,379

Incremental Travel 5.1% 7.9% 3.8% 5.3% 1.6% 3.1% 2.5% 4.5%

Ad-Influenced Visits 5,922 17,175 24,613 4,140 17,740 22,442 2,512 45,035

Average Trip Spending $331 $457 $464 $374 $342 $436 $1,365 $373

Ad-Influenced Spending $1,960,956 $7,852,303 $11,421,277 $1,549,423 $6,065,968 $9,787,341 $3,428,296 $16,793,076

Media Investment $59,102 $42,625 $163,124 $44,463 $66,827 $152,483 $37,856 $211,646

ROI $33 $184 $70 $35 $91 $64 $91 $79
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• The table below summarizes considerations which go into the ROI calculation, along with the return on advertising spend that was 

generated for each partner. 



Reaction to JPP Creative



Goal - 75%

Avg. - 60%

Response to Partner Creative

• In addition to evaluating the awareness and 

impact of JPP program efforts, respondents 

were asked for their reactions to the creative. 

• Our industry norm for tourism creative reaction 

averages at 60% Positive. Our target goal is 

75% Positive.

• The DTTD’s video ads received the largest 

share of positive responses (which should be 

expected). Generally speaking, video 

executions are more favorably rated.

• White Mountain’s advertising similarly earned a 

strong response. All other advertising received 

roughly average reactions.

• The slightly weaker performance of the Ski and 

Craftsman ads are a function of their narrower 

targeted appeal.
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79%
73%

64% 63% 63% 62% 61%
55% 55%

Visit NH

Videos

White Mt. Lincoln

Woodstock

Hampton Portsmouth Lakes Mt. Wash Craftsman Ski

Positive Reaction to Creative



Creative Ratings

• After viewing all JPP ads and the three DTTD video ads, respondents 

were asked to rate all ads across a number of attributes. 

• These ratings are not as strong as typical results for the state’s 

integrated campaign, but this should be expected for several 

reasons: firstly, the state’s campaign is a singular effort with a single 

strategy and approach – this is merely a composite of 8 different 

efforts plus a sampling of the state’s. Secondly, these efforts are 

integrated and are generally intended as lower funnel promotions – 

they are not attempting to inspire a trip so much as they are 

attempting to generate a specific visit or event. Finally, they are 

mostly print and more retail-oriented; such assets typically test lower 

on communication ratings.

• Interestingly, the assets perform fairly well on impact ratings. This 

could be expected given a more “retail” orientation. 
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SMARInsights’ Communication

 Ratings Benchmarks

>= 4.2 = Excellent (top 10%)

4.19 – 4.00 = Good (top 25%)

3.99 – 3.80 = Average

< 3.79 = Below Average

SMARInsights’ Impact Ratings Benchmarks

>= 4.0 = Excellent (top 10%)

3.99 – 3.9 = Good (top 25%)

3.89 – 3.7 = Average

< 3.7 = Below Average

Communication Ratings

Where I could uncover new places or things 4.21

That is exciting 4.13

Where I would feel free-spirited 4.12

That is inspiring 4.08

Where I would be challenged to live life to the fullest 3.91

Where I could reconnect with my family 3.91

Impact Ratings

Want to learn more about things to see and do in the state 4.03

Want to visit the state 4.02



Creative Ratings Exploration

• The top performing assets in this study were DTTD’s three video 

assets. These ads have tested well in the past and continue to do so 

because they feature beautiful scenery and effectively communicate a 

sense of the place being advertised. When these videos show people, 

they are rarely the center of focus for the shot. While the family video 

expectedly features families throughout, the other videos lean party-

agnostic, enabling all sorts of travelers to picture themselves in the 

destination. 

• The Ski and Craftsman ads received the lowest shares of positive 

responses. This is partially due to their focus on a decidedly narrower 

audience and lower “retail” funnel. At the same time, these ads fail to 

communicate a sense of place. The Ski ads featured digital art and 

close-ups of people skiing instead of featuring the beautiful scenery 

that can be taken in while skiing. Similarly, the Craftsman ads only 

featured arts and crafts found at the Annual NH League of Craftsmen 

Fair rather than the space that the event is hosted in and the scenery 

surrounding the event. 
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Communicates a Sense of Place

Does Not Communicate a Sense of Place



Campaign Overlap Effects

• The JPP ads effectively make travelers feel more familiar with New Hampshire’s offerings as a leisure destination, and lead to 

travelers being more likely to visit the state. When travelers are aware of both the JPP ads and New Hampshire’s video ads, the 

effects are enhanced. 
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28% 31% 33% 34%

11%
18%

27%
36%

39%

48%

60%

70%

Unaware Aware of Only NH

Video

Aware of any JPP Only Aware of Both

Campaign Impact on Familiarity with New 

Hampshire 

Somewhat Familiar Very Familiar

11%

14%

17% 18%

Unaware Aware of Only NH

Video

Aware of any JPP Only Aware of Both

Campaign Impact on Likelihood to Visit New 

Hampshire



COOPERATIVE SPECIFIC 

FINDINGS



Creative

Chamber Collaborative 
of Greater Portsmouth

• The Chamber Collaborative of Greater Portsmouth 

(CCGP) received $59k in DTTD grant funding and 

advertised in New Hampshire, Massachusetts, and 

Maine. This study tested digital and print ads from 

the CCGP’s 2024 campaign. 

• CCGP’s advertising reached over 115,000 households 

and generated nearly 6,000 trips to CCGP 

destinations (Portsmouth, Dover, Somersworth, & 

Rochester) in 2024. These trips generated $33 in 

visitor spending for every grant dollar spent by the 

CCGP. 
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Awareness

4%
in NH, MA, & ME

Travel 

Increment

5.1%

Cost per Aware 

Household

$0.51

Return on 

Investment
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63%

Media Budget

$59,102
Media type(s) tested: 

Digital, Print
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Both, 

22%

Unaware, 

44%



Hampton Area 
Chamber of Commerce

• The Hampton Area Chamber of Commerce (HACC) 
received $42k in DTTD grant funding and advertised 
in New Hampshire and Massachusetts. This study 
tested digital, print, and radio ads from the HACC’s 
2024 campaign. 

• HACC’s advertising reached over 216,000 
households and generated over 17,000 trips to 
HACC destinations (Hampton Falls, Hampton, 
Hampton Beach, North Hampton, & Rye) and 
events (Hampton Beach Seafood Festival & 
Hampton Beach Sand Sculpting Competition) in 
2024. These trips generated $184 in visitor 
spending for every grant dollar spent by the HACC. 

• HACC’s 2024 advertising performed above the 
average positive response benchmark (60%) seen 
across SMARInsights studies. The ads that were 
tested include a variety of images to show off what 
HACC destinations have to offer as well as 
supporting text. Many of the pictures used in the 
ads focus on the place being featured rather than 
people, aiding in the success of the ads. 
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Lakes Region Tourism Association

• The Lakes Region Tourism Association 

(LRTA) received $163k in DTTD grant 

funding and advertised in all the markets 

surveyed in this study. This study tested 

print and digital ads from the LRTA’s 2024 

campaign. 

• LRTA’s advertising reached over 646,000 

households and generated over 24,000 

trips to LRTA destinations (Lake Sunapee, 

Lake Winnipesaukee, Newfound Lake, 

Squam Lake, Lake Winnisquam, Meredith, 

Wolfeboro, Laconia, Tilton, Tamworth, & 

Ossipee Lake) in 2024. These trips 

generated $70 in visitor spending for every 

grant dollar spent by the LRTA. 
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League of New Hampshire 
Craftsman

• The Lakes of New Hampshire Craftsman (LNHC) 
received $44k in DTTD grant funding and 
advertised in New Hampshire and Massachusetts. 
This study tested digital ads from the LNHC’s 2024 
campaign. 

• LNHC’s advertising reached nearly 78,000 
households and generated over 4,100 trips to the 
Annual NH League of Craftsmen Fair in 2024. 
These trips generated $35 in visitor spending for 
every grant dollar spent by the LNHC. 

• LNHC’s advertising received a relatively lukewarm 
response, with just over half of viewers having a 
positive reaction, falling short of the average 
response performance (60%) seen across 
SMARInsights studies. The advertising focused on 
the types of crafts available. Typically, tourism ads 
perform better when they communicate a sense of 
place and allow viewers to picture themselves in 
the setting.
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in NH & MA

Travel 

Increment
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Household
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Both, 17%

Unaware, 

45%



Lincoln-Woodstock 
Chamber of Commerce

• The Lincoln-Woodstock Chamber of 

Commerce (LWCC) received $66k in DTTD 

grant funding and advertised in all the 

markets surveyed in this study. This study 

tested digital ads from the LWCC’s 2024 

campaign. 

• LWCC’s advertising reached over one 

million households and generated nearly 

18,000 trips to LWCC destinations 

(Woodstock, Lincoln, Franconia Notch) in 

2024. These trips generated $91 in visitor 

spending for every grant dollar spent by 

the LWCC. 
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Creative

Mt. Washington Valley 
Chamber of Commerce

• The Mt. Washington Valley Chamber 

of Commerce (MWVCC) received 

$44k in DTTD grant funding and 

advertised in all the markets 

surveyed in this study. This study 

tested video and digital ads from the 

MWVCC’s 2024 campaign. 

• MWVCC’s advertising reached over 

723,000 households and generated 

over 22,000 trips to MWVCC 

destinations (Mount Washington, 

North Conway, Bartlett, Jackson, 

Crawford Notch, Pinkham Notch) in 

2024. These trips generated $64 in 

visitor spending for every grant 

dollar spent by the MWVCC. 
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Creative

Ski New Hampshire

• Ski New Hampshire (SkiNH) received $37k in 

DTTD grant funding and advertised in New 

Hampshire, Massachusetts, Maine, and 

Rhode Island. This study tested video and 

digital ads from SkiNH’s 2024 campaign.

• SkiNH’s advertising reached nearly 100,000 

households and generated nearly 2,500 trips 

involving skiing or snowboarding, cross 

country skiing, the World Cup Skiing Race, or 

events at ski areas. These trips generated 

$91 in visitor spending for every grant dollar 

spent by SkiNH. 
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White Mountains 
Attractions Association

• The White Mountains Attractions Association 

(WMAA) received $211k in DTTD grant 

funding and advertised in all the markets 

surveyed in this study. This study tested 

digital ads from the WMAA’s 2024 campaign. 

• WMAA’s advertising reached over one 

million households and generated more than 

45,000 trips to WMAA destinations 

(Littleton, With Mountain National Forest) in 

2024. These trips generated $79 in visitor 

spending for every grant dollar spent by the 

CCGP. 

• WMAA’s ads received the largest share of 

positive responses out of the partners and 

fell just short of the 75% positive goal 

established by SMARInsights for a strong 

campaign. 
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ROI of the JPP 

Program for the 

State



ROI on Cooperative Program
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Cooperative Program Results

Trips Generated by Coop Program 139,579

Average Trip Expenditures $422

Incremental Impact $58,858,640

Total DTTD Grant Investment $778,126

ROI on DTTD Grant Investment $76

That which has been reviewed thus far are the trips, spending and economic impact of the spending on the JPP program, attributable solely 

to the efforts of the individual partners. New Hampshire DTTD’s grant investments generated nearly 140,000 trips in 2024, resulting in over 

$59 million dollars in influenced visitor spending. With a total grant investment of $778,126, this leads to a return of $776 dollars in visitor 

spending for each dollar invested by Visit New Hampshire. 

By comparison, the state’s marketing effort in the last fiscal year generated $181 in incremental spending for each dollar generated. Not 

surprisingly, that integrated program performs better overall.

However, while the overall impact of the state’s campaign has already been measured, it is reasonable to consider to what degree the 

combination of the JPP and the state’s effort yielded a better ROI than the state’s effort alone. This requires additional analysis.



JPP Share of State Impact

• While the impact of the state’s advertising and promotional efforts has already been quantified, the question remains: what 

percentage of prior measures could be attributed to the combination of the state’s effort with the JPP? 

• In total, the state’s marketing efforts influenced 612,953 incremental trips. Multiple messaging strategies have long been 

seen to strengthen marketing messages and result in additional incremental travel. 

• In order to make this assessment, a share of impact can be calculated by identifying the share of awareness, the impact of 

the JPP program upon increment, and resulting spend and ROI of the state’s JPP dollars. Its important to note that this is not 

an assessment of additional incremental impact, but rather an attempt to isolate the contribution of the program upon overall 

ROI. 

• Since arriving at these calculations require trying to “back out” the contribution of this program, it is not as straight-forward 

as the ongoing effectiveness research.  Nonetheless, this provides a significant metric to assess the importance and role of 

this program to the state above and beyond partnering with stakeholders.
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ROI Calculation

• The state’s annual campaign generated 9,918,867 aware households.

• Of these, 61% were aware of one of more partner promotions.

• This represents 6,050,509 traveling households aware of both types of efforts.

• Those aware of the state campaign were 6% more likely to travel to the state than those unaware (travel 
increment).

• The incremental travel of those seeing both campaigns was 1.8 times higher than those seeing only the state 
effort.

• The increment of the combined effort was 7.5% while that of the state alone was 4.2%.

• As a result, 200,877 of the trips, or one third of the trips influenced, were the result of seeing both campaign 
efforts.

• This total times the spending of $420 per partner trip yields $105,460,370 in influenced spending or 15% of 
the state total.

• When considered in light of the state’s investment in the program of $778,000, this yields an ROI of $136.
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Total Program

• The purpose of this research was both to provide a performance metric for individual participants in the JPP program as well as to 

develop a measure of the contribution of this program to the state. There are obvious benefits to this program in terms of the help it 

provides organizations in their marketing. Another measure is how well it contributes to the state’s overall effort.

• With the impact of this program for the individual partners, plus incremental travel resulting from the combined state and JPP 

promotions, the overall ROI is $212 (a result very similar to the overall state ROI of $181 for the last fiscal year). 

• In other words, the overall impact of this type of program is similar to that of the state’s broader promotional efforts.
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Partner only Partner & State Total

Trips Generated by Coop 

Program
139,579 200,877 340,456

Incremental Impact $58,858,640 $105,962,565 $164,821.202

ROI on DTTD Grant 

Investment
$76 $136 $212



Appendix: Questionnaire
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Questionnaire
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