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What you will see today

pam—

« Two campaigns intended to support different audiences
« Campaign 1: In-State Audience
« Campaign 2: Out-of-State Audience

 Application of Discover Your New concept to both campaigns

with appropriate updates where necessary

« Creative recommendations for how campaigns come to life

across relevant channels
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Campaign #1: Overview
—

« Objective: Encourage residents to vacation in New Hampshire

while supporting local businesses
 Target Audience: New Hampshire residents

« Creative Strateqgy: Utilize “Discover Your New” creative
platform infused with a message to encourage “staycation” in

New Hampshire

« Media Channels: TV (network, cable, connected); streaming
radio; billboards; paid social; paid display video; visitnh.gov

homepage/content



VISUAL:

Keep existing footage and edit as is
Keep lyrics
ncorporate VO/TEXT

VO.

Sometimes we forget we live in one of the

most beautiful states in the country.

This summer, vacation right here and

Discover your New.

END CARD:

New Hampshire logo




MUSIC:
TV MUSIC UP AND UNDER

VO:
Does a great vacation seem impossible this
summer?

It doesn’t have to be.

We live in one of the most beautiful states in
the country, surrounded by endless adventure,
inspiring scenery, opportunities to explore
and of course, relaxation.

From New Hampshire's White Mountains to
the Monadnock Region to the Seacoast, and
everywhere in between.

It’s time you discovered something new. Get
to know your state this summer and Discover
Your New.

For new things to explore: visitnh.gov






e 4 r‘ . 3 e = Daw p— Oy - s
o ¢

3 8
\

A NEW VIEW M
IGHT IN YOUR

-8, i
<

v e
T

BAC

New Hampshire
LIMESEREE




. VisitNH - New Hampshire . VisitNH - New Hampshire . VisitNH - New Hampshire

o e Sponsored o e Sponsored e Sponsored

Sometimes we forget we live in one of the most beautiful states in People come from all over to walk, dine and shop our small towns. We don’t know about you, but our New Hampshire dining bucket
the country. This summer, vacation right here and explore your Lucky for us, we live here. This summer, vacation right here and list just keeps getting longer. This summer, vacation right here and
own backyard. explore your own backyard. explore your own backyard.

Enjoy a Staycation Enjoy a Staycation Enjoy a Staycation
Discover Your New Discover Your New Discover Your New
Plan a trip Plan a trip Plan a trip

db Like () Comment @ Share [C) Like () Comment #> Share [f:) Like () Comment #> Share



season: 1@ W K Ky FontSize: A A A [N Q

“Zx, O | B | M| @ | A4

LIVE FREE THINGS TO DO TRIP IDEAS PLACES TO STAY GETTING AROUND REGIONS

- ——
““\ b ¢

Headline:

Discover Your New

Subhead:
Whatever you’re looking for, and whenever you’re ready to return,

New Hampshire is committed to welcoming you responsibly. W h a t e \Y, e r y O U ,r e I- O O k | N g fo r, a N d

whenever you're ready to return,
e ‘?M%‘z.&,@a( .

New Hampshire is committed to

welcoming you responsibly.
NEW WAYS TO DISCOVER NEW HAMPSHIRE

VIRTUAL TAKEOUT & WHAT’S
EXPERIENCES DELIVERY OPEN
WATCH EXPLORE

THERE’S SO MUCH TO LOVE ABOUT NEW HAMPSHIRE

EXPERIENCE IT FROM HOME OR START PLANNING A FUTURE TRIP

[ J
- AN Y
ROAD TRIPS CAMPING KID FRIENDLY HIKES

LEARN MORE LEARN MORE LEARN MORE

o &

MOUNTAIN BIKING LAKESIDE ESCAPES SEACOAST
LEARN MORE LEARN MORE ADVENTURES

LEARN MORE

Things To Do Going to School in NH Press and Media M
.
Trip Ideas Weddings Contact Us New Hampshlre

Places To Stay Meetings Site Map

Getting Around Group Tours Privacy Policy I_ 1 V E F R E E

usA

Regions Industry Members

2017 NH Department of Business and Economic Affairs, Division of Travel and Tourism Development, 172 Pembroke Road, Concord, NH 03301
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Campaign #2: Overview
—

« Objective: Continue with the “Dream” phase for out-of-state

future visitors

« Target Audience:
« New York

e Connecticut
« Canada (Montreal and Toronto)

e Rhode Island

e Massachusetts

« Creative Strategy: Utilize “Discover Your New” creative platform

as originally produced

« Media Channels: TV (network, cable, connected); streaming
radio; paid social; paid display video; visitnh.gov homepage/

content



VISUAL.:
Existing spot

VO.
N/A

END CARD:
Discover Your New <transition>

New Hampshire logo




DISCOVER YOUR NEW
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Your Profile ~ Login  Sweepstakes SUE

This Long-overlooked California 8 Scenic Weekend Road Trips to 25 Best Beaches in the U.S.
Region Has Offbeat Hotels, Take This Summer (Video)
Stunning Beaches and Hiking... From San Diego to the Finger Lakes, these are From New York to Hawaii, and California to

ThelbonntlicanalCoast s uehimorahan the best summer weekend road trips. Wheth... Florida, find your perfect U.S. beach...

just a scenic stretch of highway between Los...

Hawaii Extends State of
Emergency Through July, but
Lifts Quarantine Rule for...

Video

Alaska Airlines, United .
. . ADVERTISEMENT

Requiring Passengers to

Disclose Health Status...

Video

..........
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Your Profile ~ Login  Sweepstakes SUE

This Long-overlooked California 8 Scenic Weekend Road Trips to 25 Best Beaches in the U.S.
Region Has Offbeat Hotels, Take This Summer (Video)
Stunning Beaches and Hiking... From San Diego to the Finger Lakes, these are From New York to Hawaii, and California to

ThalbointiilCantral Coastasuchimaraithan the best summer weekend road trips. Wheth... Florida, find your perfect U.S. beach...

just a scenic stretch of highway between Los...

Hawaii Extends State of ﬂ VER ’
Emergency Through July, but READY

Lifts Quarantine Rule for...
o Video ik
Alaska Airlines, United == A o

ADVERTISEMENT

Requiring Passengers to
Disclose Health Status...

Video

..........
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. VisitNH - New Hampshire . VisitNH - New Hampshire . VisitNH - New Hampshire

New Hampshire New Hampshire New Hampshire

Sponsored Sponsored Sponsored
When you’re ready for a breath of fresh air, New Hampshire is When you’re ready for family time with a new view, New When you’re ready for a stay at one of our 5-million star
ready to welcome you back. Start planning your trip. Hampshire is ready to welcome you back. Start planning your trip. accommodations, New Hampshire is ready to welcome you back.

Start planning your trip.

Plan a trip Plan a trip Plan a trip
Discover Your New Discover Your New Discover Your New
Learn more Learn more Learn more

[b Like () Comment @ Share Ub Like () Comment @ Share Ub Like () Comment #> Share



Campaign #2b: Looking ahead

pam—

« Objective: More overtly drive visitors for both day and overnight trips

to visit New Hampshire. Capture potential travelers from surrounding

states and encourage them to visit New Hampshire over the other nearby

options.
« Timing: Dependent on “open status” but ready to transition quickly
« Target Audience:
« Canada (Montreal and Toronto) « Rhode Island ¢« Massachusetts

« Creative Strategy: Utilize “Discover Your New” creative platform as

originally produced

« Media Channels: TV (network, cable, connected); streaming radio; paid
social; paid display video; larger digital display units; visitnh.gov

homepage/content
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Media Objectives

pam—

« Reach consumers where they spend most of their

time with media channels

* Inspire future travel to New Hampshire from out-of-
state while encouraging New Hampshire residents to

explore their local outdoors

 Drive reach and frequency of message while

balancing efficiencies within a S897K* budget

*Remaining budget allocated for production needs



Consumer Behavnor

The Future of Travel
—

Drive Markets are poised to recover faster, as industry
experts say 2020 is the “year of the road trip,” with 60% of
Americans still intending to take a vacation in 2020 and stay

in a hotel within six months of the COVID-19 curve flattening.

- Sojern

Speaking to travelers with relevant ad copy (dreaming, local
highlights, and a focus around flexibility) will resonate with

today's traveler.


https://www.sojern.com/blog/covid-19-insights-hotel-recovery-united-states-40/

In-State Budget Allocation

Media Approach

pam—

In-State

*« Network TV

« Cable TV

«CTV

» Streaming Radio
» Digital Video

BTV MmStreamingRadio mDigital Video mSocial mOOH ®SEM

» Social TV* TV
« OOH (Manchester and dispersed boards)

Channel/Tactic

MW25-54
e Millennial Moms

DISPLAY DISPLAY REFRESH

RADIO

e Gen X Moms
e Boomers

Targeting

SOCIAL SOCIAL REFRESH

20%

Budget
Allocation

SEM SEM REFRESH

GYK ANTLER + DTTD PRIVILEGED & CONFIDENTIAL. ©2020 GYK ANTLER



Media Approach — In-State

pam—

* Network TV - Cable TV » Digital Video « OOH - SEM
o * New Hampshire (WMUR) « Comcast (all markets) « Teads Native Video « ATA Outdoor « Google
‘g - CTV » DynAdmic Takeover Video » Outfront
2 « Streaming Radio  Social Video
E » Pandora » Facebook Dark Posts
= » Instagram Dark Posts &
O Stories
2 | « W25-54 e W25-54 W25-54 e High-Traffic areas e Unbranded Prospecting
= | » AM & PM News Programming e Top-Rated Lifestyle Contextual Alignment e Branded New Hampshire
@ | o Top-Rated Lifestyle Programming Behavioral Prospecting Keywords
~ Programming Retargeting

- _—_—

GYK ANTLER + DTTD PRIVILEGED & CONFIDENTIAL. ©2020 GYK ANTLER

Budget
Allocation



Out-of-State Budget Allocation

Media Approach

pam—

« Network TV (MA/RI/CT)

-« Cable TV

«CTV

« Streaming Radio

» Digital Video

» Display

» Social

- Phase 2 OOH (MA/NY/RI/CT)

BTV mStreaming Radio m Digital Video m AdTheorent Display ® Social mOOH mSEM

OOH REFRESH

DISPLAY REFRESH

Channel/Tactic

e MW25-54
e Millennial Moms

DISPLAY

e Gen X Moms
e Boomers

Targeting

RADIO RADIO REFRESH

80% SOCIAL SOCIAL REFRESH

Budget
Allocation

SEM SEM REFRESH

GYK ANTLER + DTTD PRIVILEGED & CONFIDENTIAL. ©2020 GYK ANTLER



Media Approach — Out-of-State

pam—

- Network TV - Cable TV * Digital Video - OOH - SEM
o « Boston (WCVB) « Comcast (all markets) * Teads Na.\tive Video . e Qutfront * Google
‘g » Hartford (WTNH) - CTV N DynAdmic Takeover Video  Clear Channel
2  Providence (WPRI) « Streaming Radio : Dlsp.lay:.AdTheorent
E - New York (WNBC) - Pandora * Social Video
= » Facebook Dark Posts
g » Instagram Dark Posts &

Stories

2| « W25-54 e W25-54 W25-54 e High-Traffic areas e Unbranded Prospecting
= | » AM & PM News Programming e Top-Rated Lifestyle Contextual Alignment e Branded New Hampshire
@ | o Top-Rated Lifestyle Programming Behavioral Prospecting keywords
~ Programming Retargeting

- - _ -—
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Budget
Allocation
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channel Details

Network TV and Cable WCVBTV

pam—

Align with top-rated networks in target markets, balancing efficiency of

reach and frequency metrics with Cable TV

e Both in-state and out-of-state markets will receive TV

coverage across both tactics

e Budget allows for one major network partner per target market
(WMUR, WCVB, WLNE, WTNH)

Utilize media consumption trends in the COVID-19 climate to inform

dayparts and programming

e News and daytime dayparts have seen an increase in
viewership while prime rotators continue to draw large reach

and premium content



' |"
vid=oamp SPOT X

CTV

pam—

To reach the cord-cutters, we recommend including CTV into

the mix by using VideoAmp or SpotX

o 42% of people are watching more broadcast TV,
more news coverage, and watching more shows on

streaming services (Netflix, Hulu, etc.)



@ Clear Channel OUTFRONT/ F:\/:

OUTDOOR

Out-of-Home
—

OOH will provide “high-impact” visuals for in-state and out-of-state
markets through both phases

e Will include light street level media in New York to build

frequency and boards to cover transit outside of the city

e MA/RI/CT will be supported with highway billboards and
liveboards in Boston

OOH media in-state will encourage New Hampshire residents to explore
at home

e Opportunities include small boards in Manchester, Lakes

Region, and throughout the state in more populated areas



New York Walls

pam—

Walls in high drive-traffic areas make a statement, and we have the opportunity

to get creative with contextual alignments. These are also heavily discounted.

e M-1320W — West Side Highway & 25th St F/S
e WOOOA — [-95/N.E. Thruway & Portman Rd. F/N
e Q365 Digital — LIE & 85th St - Outbound F/W

e M1300WO — 11th Avenue & 26th Street F/N




Channel Details

Digital Video

pam—

Tactics will include both standard pre-roll and high-impact

native video

e All digital video will be targeted to both in-state and

out-of-state markets

e High-impact native video units resemble Instagram i b ——
. . .y EUE
Story placements, which have yielded strong Swipe up to learn
historical results more about J-turns
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Display

pam—

Programmatic display via AdTheorent will be leveraged to measure influenced foot traffic to

the state via VISA measurement plan previously recommended for summer 2020

e Qut-of-state markets only will be targeted with standard display and measured for
foot traffic

Targeting includes previously recommended prospecting and retargeting layers:
e VISA segments, expandable units, predictive targeting, research study
e Millennial Moms and Gen X Moms
e Childless Millennials and Gen X

e Empty Nesters, Gen X, and Baby Boomers



channel Details

Paid Social

pam—

Tactics will include Facebook and Instagram, and will layer in

promoted organic content, listicles, and carousels that focus on

outdoor activities in addition to video units

e Due to the increase in video consumption COVID-19
has sparked across social media (44% among

millennials and 35% in Gen X), ad units will be

focused on video views

e Targeting will remain consistent with historical top-

performing audiences
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