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Background

The New Hampshire Division of Travel and Tourism Development (the Division) continues to place seasonal media
campaigns targeting leisure travelers.

In order to be accountable for the resources invested in these efforts, the Division has retained Strategic
Marketing & Research Insights (SMARInsights) to measure awareness and impact of this advertising for the past
five fiscal years. An entire year’s worth of media was evaluated in a single measure for the first two research
efforts but starting in 2017-18 two waves of research were conducted based on seasonal placements.

This current research is an evaluation of the 2019 spring and summer campaigns. With a previous measure of the
fall and winter 2018-19 media, there is a complete picture of the entire fiscal year’s marketing.

The specific objectives of this seasonal awareness research include:
Measure awareness of the spring and summer 2019 advertising among the target audience;

Evaluate the efficiency of the Division’s media buy through SMARInsights’ destination marketing organization (DMO) cost-per-aware
household benchmarking;

Understand the overlap and potential impact of multiple media;

Determine the ability of the creative to communicate desired messages, again using SMARInsights’ benchmarking;
Assess the ability of the advertising to influence New Hampshire travel;

Calculate the number of ad-influenced trips, visitor spending, and return on investment of the media campaigns; and
Forward insights into future refinement of the marketing.



Methodology

* An online survey was used so that respondents could view the actual advertising. This approach provides a representative
measure of 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 had to be travel decision makers who regularly take overnight leisure trips of at
least 50 miles from home. Respondents also had to be between the ages of 18 and 65.

* In order to evaluate individual target markets, quotas were established in Toronto, Montreal, Boston, and New York City. The
Division’s paid media placements can also reach a broader audience throughout the Northeast. So in addition to the spot markets
evaluated, interviews were completed in “Other Northeastern States” including Connecticut, Maine, Massachusetts, Rhode Island,
Vermont, New Jersey, and New York.

* Toronto was not included as a target market in spring/summer 2018 but was included this year as well as in 2016 and 2017.

A total of 2,320 surveys were completed across the target markets.
Upon completion of data collection, the results were cleaned,
coded, and weighted to be representative of the population.

The following report summarizes the research results. The
guestionnaire and the ads tested appear in the Appendix.
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Campaign Overview

* The Division continues to air the Limitless campaign
under the Live Free brand with some new executions
for 2019 spring/summer. Also, Toronto was added as a
target market in spring/summer 2019.

* The Division spent about $1.8 million on the 2019
spring/summer advertising tested in this research.

* Spring/summer media spending was basically
unchanged (1% increase) compared to the prior year.

* New York and the Other Northeast markets account for
74% of the 2019 spring/summer investment.

Distribution of
2019 Spring/Summer Ad Spending

Other

Northeast
29%

Toronto
New York — 3%
45% °
Montreal

6%
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*The media plan lists $82K spent on OOH advertising in Toronto, but this was not tested in the research.



Insights: \

Spring/Summer Ad Influence & ROI

* The Limitless campaign continues to influence
New Hampshire travel and visitor spending.

* The Division’s 2019 spring/summer advertising
influenced about $330 million in visitor spending
and a return of $182 for each S1 invested.

* Media spending was flat compared to the prior
spring/summer campaign, and the ad impact
results are also similar.
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Insights: \

Fiscal Year Ad Influence & ROI

* The combined fall/winter & spring/summer
results account for an entire fiscal year of
advertising influence.

* Compared to the prior fiscal year, the fiscal year
2018/2019 advertising generated more visitor
spending and a higher ROI.
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Insights: Strategic Considerations

The Division continues to implement efficient media plans. The 2019 spring/summer advertising generated 44% awareness,
reaching about 7.2 million target households. With a media investment of $1.8 million, the Division spent $0.25 to reach a target
household. This marks a gain in efficiency over the $0.29 spring/summer 2018 figure, and a relatively efficient media buy
compared to the industry benchmark of S0.51.

The spring/summer 2019 strategy resulted in ad media overlap. Of those aware of any ads, about three-quarters recall seeing ads
in multiple media. About a third recall seeing ads in four or five media. This is critical, as the level of advertising influence spikes
notably at awareness of four media. The Division should certainly continue to implement multi-media ad campaigns and prioritize
generating overlap.

The Limitless campaign is in its fourth fiscal year. While creative ratings generally remained in the same industry benchmark level,
there was some slippage in the ad communication ratings that could be an early sign of creative wear-out and suggestive of the
need for refreshed creative to prevent further declines. Classifying New Hampshire trip activities based on rates of participation
and motivation is a way to prioritize candidates for inclusion in paid media marketing. The activities that have relatively high rates
of participation and motivation include hiking, parks, scenery, tours, and shopping.

The advertising is influencing New Hampshire travel from all target markets, but some markets stand out. The Other Northeastern
States are the top performing market, as they account for just 25% of households but 38% of ad-influenced trips (a performance
ratio of 1.52). Boston also over-performs from this perspective and maintains its status as a key target market. New York City is
also an important market that produced 34% of the total ad-influenced trips. Montreal and Toronto combine for just 13% of ad-
influenced trips. These markets should be monitored for future performance rather than considered for omission.

The advertising is targeted to younger consumers, and the effectiveness of this effort is apparent in relatively high levels of ad
awareness and relatively strong creative ratings among Millennials and Gen Xers. Moreover, these two generations account for
about three-quarters of ad-influenced trips (36% Millennials, 40% Gen Xers).
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Advertising Awareness
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* Overall, 44% of the target consumers recall
seeing the 2019 spring/summer advertising.

* The level of awareness is only one
percentage point higher than 2018
spring/summer, but the addition of Toronto
led to notably more ad-aware target
households (7.2 million vs. 6.2 million).

* With a similar investment, the cost per
aware household figure improved from
$0.29 in 2018 to $0.25 in 20109. 2016 2017 2018 2019

B Recall —e—Aware HHs (000)

* The New Hampshire media buy continues
to be relatively efficient compared to
SMARInsights’ industry norm of $0.51 per
aware household.

SMARInsights’
spot market

benchmark:
$0.51

per aware
i household
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Awareness by Market

* Compared to the prior year, the level of
overall ad awareness grew in New York City
and the Other Northeastern States but fell
in Montreal and Boston.

* The ads reached 36% of consumers in the
Toronto market, up from 31% in 2017
(Toronto was not a spring/summer target in
2018).

* Toronto and Montreal were the most
efficient markets in terms of cost per aware
household, but all markets beat the
industry benchmark of $0.51.

SMARInsights’
spot market

benchmark:
$0.51
per aware
household
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41%

Toronto

39%
36% I I
31%
NA I

Spring/Summer Ad Awareness

54% 54%

52%
I | I | I
New York City

Montreal Boston

46%

46% 7
4% 43% %

44%

0
38% 2% 39%
I I I | I

Other NE States

m2016 w2017 m2018 m2019
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Awareness by Medium

Ad Awareness by Medium
(All Markets)

39%

30%
27%
v

Digital
(banner,
video,
social media)

Out of Home

TV & Out of Home Awareness by Market

0,
35% 33%

29%
2% I
v

EToronto © Montreal M Boston M New York City ™ Other Northeastern States

31%  31%
29%

I . II )
NA. .

Out of Home

* The digital advertising — which includes banners, videos, and social media ads — generated the highest level of awareness of any medium (39%). TV

is next highest at 30%, followed by out of home at 27%.

costly than other media.

All three media were similarly efficient in terms of cost per aware household, which is an unexpected but positive finding as TV is generally more

Boston and New York City received the bulk of the out-of-home advertising investment, and it shows in relatively high awareness of this medium in

these markets. New York City and the Other Northeastern states received the most TV ad dollars, and while TV ad awareness is relatively high in
New York, awareness is generally more similar across target markets. This is indicative of a mature campaign with videos that have run on multiple

media in multiple markets for several years.
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Awareness by TV Ad & Type of Digital Ad

Awareness by TV Ad

26%

23%
21%

Family TV Millennial TV Family TV
English English French
(Montreal Only)

21%

Millennial TV
French
(Montreal Only)

Awareness by Type of Digital Ad

35%

23%

16%

Digital Video Ads Social Media Ads Banner Ads

The family TV ads generated slightly higher awareness than the Millennial TV ads.

Of the digital assets, the videos generated the highest level of awareness.




Awareness by Generation

. . . 48%
The campaign and the media buy is targeted 215
to Millennials and Gen Xers, soitis a 37% 40%
positive finding that awareness is sizably 35% 3%
. 31% %
stronger among these younger audiences. 20% >
. . 25% 24%
Still, the ads are also reaching the Boomer 21%
audience. I I
TV Digital Out of Home Total

H Millennials ™ Gen Xers ™ Boomers
(23-38) (39-54) (55-65) *

* Boomers’ age range traditionally goes to 73, but we screened out those older than 65.
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Media Overlap

Exposing consumers to advertising
across media generally increases ad
impact. Each medium plays a role that
can influence consumers at various
stages of the travel journey. For instance,
TV and digital video help to build the
overall brand, while digital banners and
social media ads can help to close the
sale. The impact of media overlap is
reviewed later in this report; first we
consider the level of overlap attained.

Of those aware of any ads, nearly three-
guarters are aware of ads in multiple
media. Almost a third recall seeing ads in
for or five media.

Number of *Media Seen
(of those aware of any ads)

5 media
14%
1 medium
26%

4 media
18%

3 media
20%

*Includes TV, digital video, digital banners, social media, and outdoor ads.






Creative Reaction

100%

90%

80%

70%

60%

50%

40%

30%

20%

10%

0%

2% 1% 1% 1% 1% 1% 2% 2% 1% 2% 1% 1% a0
0

75% 75% 70% 70% 69% 68% 66% 66%
61% )
>3% 48%
Family TV Family TV Digital Penn Station Millennial TV NYC/Boston Millennial TV NYC/Boston Social Media  Hartford Digital Banner Montreal Getaway Car
English French Activity Video Wall French Train Station English Train Station Billboard Billboard Video
Videos Takeover 3 Panel
Billboard Videos

Negative
Neutral

M Positive

First, consider the overall reaction to each of the 2019 creative elements tested sorted by the percentage of positive reactions.

The majority of reactions to most of the ads are positive, with the exception of the Getaway Car video, which receives just under half positive
reactions.

In general, the TV ads/videos are the strongest ads from this standpoint except for Getaway Car, which is the weakest.




Why Negative Reaction to Getaway Car Video

While the Getaway Car video received only 8% negative reactions, this is more than any other ad. Plus it received more negative/neutral reactions
than positive reactions. The result was similar in the fall/winter research, when consumers indicated that the Getaway Car video showed activities
that are too dangerous, noisy, or frenetic, or were too focused on driving rather than the outdoors. Some similar themes are present in the reasons
for disliking the spring/summer version, along with the actors being unlikable and the ads generally missing the mark in terms of promoting New

Hampshire’s leisure travel product:

“Just didn’t do anything for me. Some scenery was interesting, but
people laughing and chatting in a vehicle doesn’t really grab my
attention and it all made no sense.”

“It doesn’t show what it has to offer there.”

“I do not like the people in the ad. They are very annoying and take
away from the scenery and message of the ad.”

“Seems like a reality TV show.”

“Wouldn’t entice to visit, they are just trying to sell cars.”
“I couldn’t connect to the people in the ad.”

“It’s boring and it doesn’t look like it promotes New Hampshire’s
scenery.”

“Is this an ad for a car, a reality show, YouTube channel, vacation? Kinda
confused. | might look up ‘the getaway car’ but doesn’t seem worth it
for a Jeep or a weird TV channel.”

“It’s very boring and looks like a home movie that doesn’t show the
beauty.”

“It doesn’t really tell me anything. It confuses me.”

“The ad was too distracting there was a lot of things going on at first |
was trying to concentrate on the scenery in the background of the video
but | was distracted by the goofing off between the male and the female
in the vehicle and the choice of music was also distracting and | didn’t
really catch the beauty of the outside grounds and beautiful scenery.”

“It seems too hyper.”

“Too noisy, looks like they are going to NH to make a mess.”



Communication Attributes (5-point scale)

Where | would be inspired and invigorated

2017
2018

2019

25 26 27 28 29 30 31 32 33 34 35 36 37 38 39 40 41 42 43 44 45 46 47 48 49 50

Good Excellent
(top 25%) (top 10%)

Average

2017

2018

2019

Where | could reconnect with my family

25 26 27 28 29 30 31 32 33 34 35 36 37 38 39 40 41 42 43 44 45 46 47 48 49 50

Where | would feel free-spirited

2017
2018

2019

25 26 27 28 29 30 31 32 33 34 35 36 37 38 39 40 41 42 43 44 45 46 47 48 49 50

2017

2018

2019

Where | would be challenged to live life to the fullest

25 26 27 28 29 30 31 32 33 34 35 36 37 38 39 40 41 42 43 44 45 46 47 48 49 50

The advertising communication ratings are down slightly compared
to 2018 but are generally in the same benchmark level.

The slight declines are typical for an aging campaign that has had
only minor updates over the past few years.
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2017

2018

2019

Where | could uncover new places or things

25 26 27 28 29 30 31 32 33 34 35 36 37 38 39 40 41 42 43 44 45 46 47 48 49 50
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Impact Attributes (5-point scale)

The impact ratings are essentially
unchanged and remain above
average compared to the
industry benchmarks.

2019 Spring & Summer Advertising Effectiveness

2017

2018

2019

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

2.5 2.6 2.7 2.8 29 3.0 31 3.2 33 3.4 35 3.6 3.7 3.8 3.9 4.0 4.1 4.2 4.3 4.4 45 4.6 4.7 48 49 5.0

———Average ——Good ——Excellent

(top 25%)

(top 10%)

2017

2018

2019

Want to visit the state

25 26 27 28 29 30 31 32 33 3.4 35 3.6 3.7 3.8 39 40 41 42 43 44 45 46 47 48 49 5.0
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Ad Ratings by Market

Average across markets

Ad Rating Statement

Toronto

Where | would be inspired and invigorated

Where | could reconnect with my family

Where | would feel free-spirited

Where | would be challenged to live life to
the fullest

New York Other

Montreal Boston Git Northeastern
y States
296 | 403 | 397 [ase

3.85

3.77

Where | could uncover new places or things

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

Want to visit the state

Familiar with New Hampshire
Leisure Travel Product

92%

61%

46% 43%
i I I
Toronto Montreal Boston New York Other
City Northeastern

States

Consumers from Boston and the Other Northeastern States give the ads relatively high ratings. These two markets
are also the most familiar with the state, so they can relate to the advertising messages. A positive correlation
between familiarity and reaction to advertising is a common result.
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Ad Ratings by Generation

Average across markets

. Millennials Gen Xers Boomers Familiar with New Hampshire
Ad Rating Statement )
(23-38) (39-54) (55-65) Leisure Travel Product
Where | would be inspired and invigorated 3.96 52% 55% °6%
Where | could reconnect with my family
Where | would feel free-spirited
Where | would be challenged to live life to the fullest
Where | could uncover new places or things
Want to learn more about things to see and do in
the state o
Millennials Gen Xers Boomers
Want to visit the state (23-38) (39-54) (55-65)

* The advertising is targeted to younger consumers, and the effectiveness of this effort is evidenced in the higher
ad ratings among Millennials.

* Unlike the cross-market results, Millennials’ relatively positive reaction to the advertising is not related to greater
familiarity; rather, it is driven by creative content.
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Incremental Travel

SMARInsights’ methodology for measuring the impact of destination advertising relies on establishing a base
rate of travel. Certainly, there would be travel to New Hampshire even without any paid advertising. Thus not all
visitation, or even visitation by aware households, is 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, this is a
conservative measure of influence.

Aware Unaware Incremental

Travel Travel Travel




Impact of the Advertising on Travel

* Overall, the 2019 spring/summer advertising
generated about 317,000 New Hampshire trips
between March and October 2019.

* The advertising influenced New Hampshire
travel from all target markets, with the largest
impact occurring in the Other Northeastern .
States. This strong impact in these states 08%
highlights the strong potential of a regional Toronto
targeting strategy.

Impact on Spring/Summer New Hampshire Travel
28.4%

24.3%
10.5%
6.4% .

Montreal Boston

7.6%
4.0%

New York City

B Unaware Travel ® Ad-Aware Travel

16.4%

o5 I

Other NE States

* The Other Northeastern States and New York
City account for about three-quarters of total
ad-influenced trips. About three-quarters of
advertising dollars went to these two markets,
suggesting a smart investment allocation.

* The following slide reviews market performance
by comparing the percentage of ad-influenced
trips by market to the market population
distribution.
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Market Performance

Ratio of
incremental
trips : HHs

100%

The ratio of incremental trip percentage : household 10%
population percentage highlights which markets over- 90%
or under-performed.

B Montreal 0.82

11%

The Other Northeastern States stand out as the top 80% 14%
performing market, as they account for just 25% of
households but 38% of ad-influenced trips . 13% W Toronto 0.50
(a performance ratio of 1.52).

Boston slightly over-performs and maintains its status 0%

as a key target market.
Boston 1.04

New York City underperforms from this perspective, 50%
but it is still an important market that produced 34%
of the total ad-influenced trips. New York City’s

distance from New Hampshire and the relatively high
cost of placing media here drives the Other

“underperformance” in terms of the ratio. 30% gortheaStem 1.52
tates

40%

Montreal and Toronto have performance ratios under
1.0, but they are still contributing ad-influenced trips. 20% 40% .

These markets should be monitored for future 34% m New York City  0.84
performance rather than considered for omission. 10%

0%

% of HHs % of incremental trips




Advertising Impact Change

Incremental New Hampshire Travel

The creative communication ratings
dipped this year after gains the previous
year. As noted, this is typical of a wear-

in/wear-out cycle for leisure travel 6 0% 6.5%

8.9%

advertising.

. 4.4%
As even more concrete evidence of

creative wear-out, the level of
incremental (ad-influenced) travel shows
a downward trend.

Total Total Spring/ Spring/
2016 2017 Summer Summer
2018 2019




W

* The 2019 spring/summer advertising returned $182 in visitor spending for each S1 invested.
* This marks a slight gain over the $179 ROI generated by the 2018 spring/summer advertising.

* There were fewer ad-influenced trips in 2019, but higher average ad-aware visitor spending led to an increase in
ad-influenced visitor spending. The strong economy and consumer confidence are driving higher average leisure
trip spending. The advertising is also driving higher average visitor spending, as overall average visitor spending

among 2019 spring/summer visitors is $882.

Return on Investment

27
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Tax Return on Investment

* Of the ad-influenced visitor spending, only a portion is subject to tax. New Hampshire has no sales tax on goods
and services, so only those related to lodging, meals, and transportation are taxed.

* Based on the average visitor spending on the taxable categories of lodging, meals, and transportation,
approximately the 2019 spring/summer advertising generated $19.4 million in taxes.

* Given media spending, the ads returned $10.68 in tax revenue each S1 invested. This tax return is slightly lower
than the industry average ($12) for taxes returned. However, it is notable that New Hampshire is basically on par
with competitors in terms of tax ROl given the state’s tax structure is much more conservative than its competitors.

28
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Total Fiscal Year 2018/2019 ROI

* The combination of 2018/2019
fall/winter and 2019 spring/
summer provides a measure of
total fiscal year ad impact.

* In total, the FY2018/2019
advertising influenced about
636,000 New Hampshire trips
and about $572 million in visitor
spending. With a total media
buy of $2.57 million, the ROl is
$223 for each S1 invested. In
terms of tax dollars the
FY2018/2019 ROl is $13.00.
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Total Fiscal Year ROl Comparison

* Total fiscal year visitor
spending ROI and tax ROI both
increased compared to the
prior year.
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Media Overlap Impact

Media Overlap Impact on Spring/Summer New Hampshire Travel
18% Number of *Media Seen
17% (of those aware of any ads)
10% 10% 11%
1 medium
8% 26%
4 media
18%
3 media
20%
Unaware 1 medium 2 media 3 media 4 media 5 media *Includes TV, digital video, digital
banners, social media, and outdoor ads.

Earlier the level of advertising media overlap was reviewed (shown again in the pie chart on the right).

The column chart above shows that the level of New Hampshire travel increases significantly when consumers are
exposed to ads in four or more media. This highlights the importance of implementing multi-media campaigns

with the goal of generating awareness overlap.



Ad Impact by Generation

Distribution of Ad-Influenced Trips
by Generation

Millennials
(23-38)
36%

Gen Zers
(18-22) Gen Xers
15% (39-54)
40%

Boomers
(55-65)
9%

* The advertising influenced New Hampshire travel among all generations, but population, level of awareness, and
level of ad impact result in Millennials and Gen Xers accounting for about three-quarters of influenced trips.
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Spring/Summer Trip Specifics

* New Hampshire visitors from the advertising
target markets spend 3.0 nights on average in
the state.

*  Travel parties include 3.2 people on average,
and about a third of parties include children.

+  Total average visitor spending is $882, which
equates to $94 per person per day.

*  Mid-level hotels, family/friends’ homes,
budget hotels, B&B and Airbnb are the top
lodging options. The percentage of visitors
indicating that they stayed in an Airbnb
jumped notably from 4% last spring/summer
to 12% this year.
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Trip Activity Classification

In-Destination Marketing
(Large Audience, Weak Motivation)

Visiting historical sites

Wildlife watching

Dining at locally owned restaurants

Farmer’s markets/U-picks/roadside stand

A way to classify and prioritize New Hampshire trip activities is to consider rates of participation and motivation. The activities that have relatively high rates of both are the top candidates
for inclusion in paid media marketing. These are shown in the green table above and include hiking, parks, scenery, tours, and shopping.

The activities that are more suited to niche marketing are those with low rates of participation, but strong motivation. These are shown in the pink table.
Activities with high rates of participation but that are not particularly motivating are more suited to in-destination marketing, giving visitors ideas of extra things to do (yellow table).

Some activities have less marketing potential given low rates of participation and motivation, as shown in the gray table. This is not to say that these activities should not be used in
advertising, but they probably shouldn’t be the focus of the ad. For example, an ad showcasing mountain biking in beautiful and dramatic scenery would work — but an ad focusing solely
on mountain biking would be less effective.
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Questionnaire

New Hampshire Tourism
Ad Awareness and ROI
October 2019
ZIP. What is your postal/ZIP code?

These are the screeners to identify leisure travef decision makers.

$1. Please indicate if each of the following apply to you.

ROTATE

No

| regularly use social media like Facebook, Twitter or Instagram

I normally take at least one leisure trip a year that involves an overnight stay or is at least
50 miles from home {IF =0, TERMINATE AFTER SCREENING QUESTIONS)

I regularly engage in some form of physical exercise like walking, biking or participating in
sports to help stay healthy

| use video streaming services like Hulu or Netflix

I like to travel during the fall to view the changing leaves

I'm interested in taking winter vacations that involve skiing or snowboarding

52. Who in your household is primarily responsible for making decisions concerning travel destinations?

1. Me

2. Me and my spouse/partner

3. My spouse/partner = TERMINATE
4. Someone else > TERMINATE

AGE. What is your age? [TERMINATE under 18 - over 65]

Questions 1-5 will be used to evaluate the impact of the advertising on top-of-mind recall, familiarity and travel.

1

Thinking about places to go for domestic leisure trips, what U.S. STATES come to mind as good places to
g0? {USE DROP DOWN LISTS)

STATE #1

STATE #2,

STATE #3

STATE #4

STATE #5

How familiar are you with each of the following states, in terms of what it has to offer as a place for a leisure
trip or vacation?

Not at all Not very Somewhat

[RQTATE] familiar familiar familiar

Very familiar

New Hampshire

Connecticut

New York

Maine

Massachusetts

Rhode Island
Vermont

How likely are you to take a leisure trip to any of the following states in the next year?

Notatall | Notvery | Somewhat Very | Already planning
[ROTATE] likely likely likely likely a trip

New Hampshire

Connecticut

New York

Maine

Massachusetts

Rhode Island

Vermont

Which of the following states would you most prefer to visit for a leisure trip within the next year? Please
select only one. [ROTATE]

New Hampshire
Connecticut
New York
Maine
Massachusetts
Rhode Island
Vermont

5. Have you visited any of the following states since March 2019 for a leisure trip? How many trips did

you take in each state since March 20197

[ROTATE]

States visited since
March 2019 (Select all

that apply)

Number of visits since
March 2019

New Hampshire

Connecticut

New York

Maine

Massachusetts

Rhode Island

Vermont

None of these

Questions 6-8 will be used to evaluate the impact of the advertising on information gathering and image of New

Hampshire.

6. In the course of planning for any recent or upcoming trips to New Hampshire, have you gathered

information in any of the following ways?

1.

25

3.

4,

5.

6.

7. Received e-newsletter
8. None of these

IF Q6=2, ASK Q7

= Y
R

VisitNH.gov Homepage.jpg

Requested a New Hampshire Visitor’s Guide
Visited the New Hampshire Tourism site, www.visitnh.gov
Visited the Visit New Hampshire Facebook page
Followed Visit New Hampshire on Twitter
Followed Visit New Hampshire on Instagram
Requested information about a New Hampshire trip in another way

7. Is this the New Hampshire website you visited ?

1. Yes
0. No




Questionnaire

IF 6=3, ASK Q7A Is a great place for winter sports such as skiing and snowmobiling
Is a place | would be excited to visit for a leisure trip 11. Which of the following activities did you participate in during your trip to New Hampshire? Select all that
Is a good place for i apply. [ROTATE]
Is a great place to vacation when traveling with children Hiking or backpacking Wildlife watching
Offers great vacations for people like me Visiting a state or national park Bird watching
Is affordable Bicycling or mountain biking Scenic drive
o —— Is a good place for fairs and festivals ATVing Sightseeing tour
Visit NH Facebook Page Screenshot jpg 52 :ood zlace o g0 to the beach Rock climbing Golfing
7a. Is this the New Hampshire Facebook page you accessed? Isaigoadiplace for Wateh dctvities :Z:E:;d( riding SD?:iflzgflocally Swhad restatrants
;: v;f) (IF Q5 IS NOT NEW HAMPSHIRE SKIP TO AD SECTION) Cﬁmping_ Visiting a note“_lorthv bar or nightclub
River rafting Farm to table dinner
Questions 9-23 will be used to understand New Hampshire trips, including party composition, trip activities and Fishing Winery tours
IF 6=7, ASK Q78 spending. Visiting museums Beer trail
Attending a play or concert Farmer’s markets/U-picks/roadside stand
Now, please give us some information about the trip(s} you took to New Hampshire since March 2019. Attending a festival or fair Canoceing or kayaking
Attending performing arts {music/theater) Boating
9. When since March 2019 did you visit New Hampshire for a leisure trip? (ACCEPT MULTIPLES) Visiting historical sites
Other, please specify
None of these

=
=

ONLY SHOW THE ACTIVITIES THEY CHOSE ABOVE PLUS NONE AND ASK:
12. Of these activities, please indicate if there were any that were a major influence when you selected
the destination for this trip to New Hampshire. You may choose up to 3.

NewEngland.com.jpg

7b. Is this similar to the New Hampshire e-newsletter you received?

; Vlif) INSERT NEW HAMPSHIRE REGIONS MAP
13. Which of the following regions did you visit during your trip?
Now we'd like to ask you some questions about your most recent trip to New Hampshire.
8. Please consider the following descriptions that could be used to describe travel destinations, and - " . 7 5
indicate how mich you agree each statement describes New Hampshire, O 14. 1:‘;1I(<|‘zisab:ut your overall travel experience in New Hampshire on your most recent trip, would you
HAVE THEM RATE NEW HAMPSHIRE IF AT LEAST SOMEWHAT FAMILIAR AT Q2 10_2. Including you, how many people were in your travel party? ‘S‘ \Efziclg:z;d

zg B 3.Good

So|lwlm |« |58 ASK Q10b if Q10_2>1 2. Fair
[ROTATE] g2 2§ 10b. Of those, how many were children under age 187 1P

P & J Z H— <Foor:
Is a fun and exciting place ASK Q10cif Q10_1>0 15. When you think of your most recent trip to New Hampshire, what thoughts, feelings or emotions come
Always has something new to discover 10c. What forms of lodging did you use during your trip? Select all that apply. to mind?
Is a good place to live and work Luxury resort hotel
Is beautiful High-end full-service hotel
Offers an attractive lifestyle Mid-level hotel
Is rich in culture and the arts Budget hotel or motel
Is a good place for culinary activities, including U-pick farms and beer/wine Bed and breakfast/Inn
trails Airbnb
Has great parks Camping/RVing
Offers lots of outdoor recreation Home of family or friends
Is safe Vacation home
Is a kid-friendly vacation destination Other
Is easy to get to
Is unigue because of the variety of destinations and activities it offers
vacationers
Has interesting historical sites and




Questionnaire

16. To better understand your travel habits, we are interested in finding out the approximate amount of
money you and other members of your travel party spent while in New Hampshire on your most recent
trip. Please estimate how much your travel party spent in total on...

Please complete all fields — best estimate is fine. If no expenditures in a category enter a “0”
Lodging/Accommodations

Meals/Food/Groceries

Entertainment/Attractions

Shopping

Entertainment such as shows, theater or concerts

Transportation to New Hampshire

Transportation within New Hampshire

Other

Total SHOW TOTAL

17. Thinking about this trip, how far in advance did you begin to plan?
..Less than 1 week

.1 to 2 weeks

.2 to 3 weeks

..3 to 4 weeks

.1 to 2 months

.3 to 4 months

..More than 4 months in advance

.Don’t know

ol

9NN Pty

18. Did you post any information about this trip on the following outlets? Select all that apply.
Facebook

Twitter

Flickr

YouTube

Blogs

Instagram

7. Pinterest

8. None of these

Quin Wi

19. How likely are you to recommend a trip to New Hampshire?

1. Verylikely
2. Somewhat likely
3. Not likely

This next section will be used to measure recall of New Hampshire advertising.
20. Have you seen any advertising for New Hampshire as a travel destination?
1. Yes—> ASK 20a
0. No

20a. What do you recall about the ads?

Next you will be shown some travel advertisements. Please take a moment to view the ads and answer the questions.

Digital Banner

Summer Digital. Have you seen this or similar online ad before now?
Yes, | have seen this ad before
No, | have not seen this ad before

SummerDigitalB. What is your reaction to this ad?
1. Positive
2. Neutral
3. Negative — ASK SummerDigitalC

SummerDigitalC. Why do you feel that way?

Social Ads

Top Prtorma Sacet DT m———y

Tep Petorming Soce A

SummerSocial. Please indicale il you have seen each of Lhese social media ads belore.
Yes, | have seen this ad before
No, I have not seen this ad before

SummerSocialB. What is your reaction to these ads?
1. Positive
2. Neutral
3. Negative — ASK SummerSocialC

SummerSocialC. Why do you leel Lhal way?

v
US and TORONTO MARKETS ONLY:

Family TV Spot.mp4 Millennial TV Spot.mp4
# -363808123 # - 363808550

MONTREAL ONLY:

_DRED_FrenchSummer2017_vl DRED SUMMER FRENCH MAIN 30 FINAL
# - 363809095 #-363809493




Questionnaire

ASK TV SERIES FOR EACH SPOT
SummerTV. How many times have you seen this or a similar ad for New Hampshire?
3. More than three times
2. Two or three times
1. Once
0. Never

SummerTVB. What is your reaction to this ad?
1. Positive
2. Neutral
3. Negative — ASK SummerTVC

SummerTVC. Why do you feel that way?

BIKING 15-HD.mp4
#- 363810207

HIKING 15 mp4
#-363810531

KAYAK 15-HD.mp4
# - 363811605

ASK FOR EACH VIDEO
SummerActivity. How many times have you seen this or a similar ad for New Hampshire?
3. More than three times
2. Two or three times
1. Once
0. Never

ASK AFTER ALL VIDEOS SHOWN

SummerActivityB. What is your reaction to these ads?
1. Positive
2. Neutral
3. Negative — ASK SummerActivityC

10

SummerActivityC. Why do you feel that way?

Getaway Car 15.mpéd
#-363811954

SummerActivityl. How many times have you seen this or a similar ad for New Hampshire?
3. More than three times
2. Two or three times
1. Once
0. Never

SummerActivityB1, What is your reaction to this ad?
1. Positive
2. Neutral
3. Negative — ASK SummerActivityC

SummerActivityCl. Why do you feel that way?

11

OOH
SHOW ALL ADS FOR EACH MARKET ON THE SAME SCREEN

Billboard

HARTFORD {CONNECTICUT]

§ ADVENTURE
WITHIN RANGE

Boston 1-93 Billboard. jpg

MONTREAL

Montreal Billboard.jpg

12

2019 Spring & Summer Advertising Effectiveness

40




Questionnaire

Station Takeover
NYC

'NEXT STOP
G WAKE 15 ON NEXT S

THE WATER

nyconesnect 30046 Page | nyconesheet 3045 Page 2 nycencshect 30035 Page 3

» [

EARLY MORNING.
BOARD MEETINGS

PUT ON YOUR SUIT.
FORGET THE TIE.

[—

Station Takeover
Boston

NEXT STOP'|
6,288' ¢ sc'!?ﬁ;::";ouu

SunshineCampsign

8 Page 2 SunshineCamy

SunshineCampsign All Page 4

13

Train Stations - 3 PANEL WALL
BOSTON & NYC

S

biking total.jpg hiking‘tolal.jpg kayak total.jpg
BIKING CENTER MONITOR.mp4 HIKING CENTER MONITOR.mp4 KAYAKING CENTER MONITOR.mp4.
ft - 366326376 1 - 366487266 i - 366487586

SHOW VIDEOS FOR EACH AD

SHOW ALL ON ONE PAGE; ASK FOR EACH AD

SummerOutdoor1. Have you seen this New Hampshire video ad in a train station?
OYes, | have seen this ad before
| I No, | have not seen this ad before

ASK AFTER ALL ADS

SummerOutdoorB1. What is your reaction to these ads?
1. Positive
2. Neutral
3. Negative — ASK SummerOutdoorC1

SummerOutdoorCl. Why do you feel that way?

BOSTON

Boston Kenmore Sq. Elevator Wiap Boston Kenmore Sq, Tower Boston Transit Posters

Boston Kenmore Sq. Elevator Wrap.jpg  Boston Kenmore Sq. Tower.jpg Boston Transit Posters.jpg

SHOW ALL ON ONE PAGE; ASK FOR EACH AD

SummerQutdoor. Please indicate if you have seen each of these ads before.
OYes, | have seen this ad before
[ No, | have not seen this ad before

ASK AFTER ALL ADS

SummerOutdoorB. What is your reaction to these ads?
4. Positive
5. Neutral
6. Negative — ASK SummerOutdoorC

SummerOutdoorC. Why do you feel that way?

14

PENN STATION VIDEO AD
NYC MARKET

SHOW IMAGE AND VIDEO ON THE SAME SCREEN

Penn Station Video Wall - Static Ex.jpg

DRED TV FAMILY 30 FOR PENN STATION.mpg
#-363817110

SummerOutdoorVideo. Have you seen this or a similar New Hampshire video ad in Penn Station?
[ Yes, | have seen this ad before
T No, I have not seen this ad before
SummerOutdoorVideoB. What is your reaction to this ad?
1. Positive
2. Neutral
3. Negative — ASK SummerOutdoorVideoC

SummerOutdoorVideoC. Why do you feel that way?

Questions 21-22 will be used to evaluate the messaging of the advertising campaign.

21. Given all of these ads together, how much do you think this campaign shows a place...? ROTATE

=g =
W 3
s Bt
- A&
Where | would be inspired and invigorated 1 2 3 4 5
Where | could reconnect with my family 1 2 3 4 5
Where | would feel free-spirited 1 2 3 4 5
Where | would be challenged to live life to the fullest 1 2 3 4 5
Where | could uncover new places or things 1 2 3 4 5
22. How much does this campaign make you...?. ROTATE
‘Want to learn more about things to see and doin the state 1 2 3 4 5
‘Want to go to the state website or request a brochure from 1 2 3 4 5
the state
Want to visit the state 1 2 3 4 5

15




Questionnaire

The following ions detail graphics.

DEMOS [DO NOT FORCE]

The following questions are for classification purposes only so that your responses may be grouped with those of
others.

marital. Are you currently ...?
Married
Divorced/Separated
Widowed
Single/Never married

ppinHH. Including you, how many people live in your household? [IF 1, SKIP TO D6]

kids. How many children under the age of 18 live in your household?

education. Which of the following categories represents the last grade of school you completed?
High school or less
Some college/technical school
College graduate
Post-graduate degree

income. Which of the following categories best represents your total annual household income before taxes?
Less than $35,000
$35,000 but less than $50,000
$50,000 but less than $75,000
$75,000 but less than $100,000
$100,000 but less than $150,000
$150,000 but less than $200,000
$200,000 or more

ethnicity. What is your race/ethnicity? Sefect alf that apply.
African-American/black
Asian/Pacific Islander
Caucasian/white
Latino/Hispanic
Mixed ethnicity
American Indian

Other, please specify
Gender Areyou ..?

Male
Female
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