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• Two campaigns in tended to  suppor t  d i f ferent  aud iences 

• Campaign 1 :  In-State  Audience 

• Campaign 2 :  Out-of-State  Audience 

• Appl icat ion of  D iscover  Your  New concept  to  both campaigns 
wi th  appropr ia te  updates  where necessar y  

• Creat ive  recommendat ions for  how campaigns come to  l i fe  
across  re levant  channels

What you will see today
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Campaign #1

In-State
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• Object ive :  Encourage res idents  to  vacat ion in  New Hampshi re  
whi le  suppor t ing  loca l  bus inesses 

• Target  Audience :  New Hampshi re  res idents  

• Creat ive  Strategy :  Ut i l i ze  “D iscover  Your  New”  creat ive   
plat form infused wi th  a  message to  encourage “s taycat ion”  in  
New Hampshi re  

• Media  Channels :  TV (network , cable, connected) ;  s t reaming  
rad io ;  b i l lboards ;  pa id  soc ia l ;  pa id  d isplay  v ideo ;  v is i tnh .gov 
homepage/content

Campaign #1: Overview



VISUAL:   
Keep ex is t ing  footage and ed i t  as  is   
Keep lyr ics    
Incorporate  VO/TEXT    

VO:   
Somet imes we forget  we l ive  in  one of  the 
most  beaut i fu l  s tates  in  the countr y.   

Th is  summer, vacat ion r ight  here  and 
Discover  your  New.  

END CARD:   
New Hampshi re  logo  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Campaign 1 - TV 
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MUSIC:   
TV MUSIC UP AND UNDER 

VO:  
Does a  g reat  vacat ion seem imposs ible  th is  
summer?  

I t  doesn’ t  have to  be.   

We l ive  in  one of  the most  beaut i fu l  s tates  in  
the countr y, surrounded by endless  adventure, 
insp i r ing  scener y, oppor tun i t ies  to  explore  
and of  course, re laxat ion .   

From New Hampshi re ’s  Whi te  Mounta ins  to  
the Monadnock Reg ion  to  the Seacoast , and 
ever ywhere in  between .     

I t ’s  t ime you d iscovered someth ing  new.  Get  
to  know your  s tate  th is  summer and Discover  
Your  New.   

For  new th ings  to  explore :  v is i tnh .gov

Campaign 1 - Streaming Radio Script
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Campaign 1 - OOH
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Campaign 1 - OOH
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Campaign 1 - Paid Social

Sometimes we forget we live in one of the most beautiful states in 
the country. This summer, vacation right here and explore your 
own backyard. 

Enjoy a Staycation 

Discover Your New 
Plan a trip

Sponsored

People come from all over to walk, dine and shop our small towns. 
Lucky for us, we live here. This summer, vacation right here and 
explore your own backyard.

Enjoy a Staycation 

Discover Your New 
Plan a trip

Sponsored

We don’t know about you, but our New Hampshire dining bucket 
list just keeps getting longer. This summer, vacation right here and 
explore your own backyard. 

Enjoy a Staycation 

Discover Your New 
Plan a trip

Sponsored
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Campaign 1 - Website

Headl ine :   
Discover  Your  New 

Subhead:   
Whatever  you ’re  look ing  for, and 
whenever  you ’re  ready to  return , 
New Hampshi re  is  commit ted to  
welcoming  you respons ibly.   

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

New Hampshire is committed to welcoming you responsibly.  



P R I V I L E G E D  &  C O N F I D E N T I A L .  © 2 0 2 0  G Y K  A N T L E RG Y K  A N T L E R  +  D T T D

Campaign #2

Out-of-State
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• Object ive :  Cont inue wi th  the “Dream” phase for  out-of-state  
future  v is i tors  

• Target  Audience :  

• New York  

• Connect icut  

• Canada (Montrea l  and Toronto)  

• Rhode Is land 

• Massachuset ts  

• Creat ive  Strategy :  Ut i l i ze  “D iscover  Your  New”  creat ive  plat form 
as or ig ina l ly  produced 

• Media  Channels :  TV (network , cable, connected) ;  s t reaming  
rad io ;  pa id  soc ia l ;  pa id  d isplay  v ideo ;  v is i tnh .gov homepage/
content

Campaign #2: Overview



VISUAL:   
Ex is t ing  spot  

VO:   
N/A  

END CARD:   
Discover  Your  New < t rans i t ion>   
New Hampshi re  logo  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Campaign 2 - TV 
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Campaign 2 - OOH
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Campaign 2 - OOH
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Campaign 2 - OOH
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Campaign 2 - OOH NY
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Campaign 2 - Digital Display Banner
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Campaign 2 - Digital Display Banner
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Campaign 2- Paid Social

When you’re ready for a breath of fresh air, New Hampshire is 
ready to welcome you back. Start planning your trip. 


Plan a trip 

Discover Your New 
Learn more

Sponsored

When you’re ready for family time with a new view, New 
Hampshire is ready to welcome you back. Start planning your trip. 


Plan a trip 

Discover Your New 
Learn more

Sponsored

When you’re ready for a stay at one of our 5-million star 
accommodations, New Hampshire is ready to welcome you back. 
Start planning your trip. 

Plan a trip 

Discover Your New 
Learn more

Sponsored
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• Object ive :  More over t ly  dr ive  v is i tors  for  both day and overn ight  t r ips   
to  v is i t  New Hampshi re.  Capture  potent ia l  t rave lers  f rom surrounding  
s ta tes  and encourage them to  v is i t  New Hampshi re  over  the other  nearby 
opt ions.  

• Timing :  Dependent  on “open status”  but  ready to  t rans i t ion qu ick ly  

• Target  Audience :  

• Canada (Montrea l  and Toronto)  •  Rhode Is land •  Massachuset ts  

• Creat ive  Strategy :  Ut i l i ze  “D iscover  Your  New”  creat ive  plat form as 
or ig ina l ly  produced 

• Media  Channels :  TV (network , cable, connected) ;  s t reaming  rad io ;  pa id  
soc ia l ;  pa id  d isplay  v ideo ;  la rger  d ig i ta l  d isplay  un i ts ;  v is i tnh .gov 
homepage/content  

Campaign #2b: Looking ahead
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MA and RI - OOH
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MA and RI - OOH
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Media Strategy
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• Reach consumers  where they spend most  of  the i r  
t ime wi th  media  channels  

• Insp i re  future  t rave l  to  New Hampshi re  f rom out-of-
state  whi le  encourag ing  New Hampshi re  res idents  to  
explore  the i r  loca l  outdoors  

• Dr ive  reach and f requency of  message whi le  
ba lanc ing  e f f ic ienc ies  wi th in  a  $897K* budget  

*Remain ing  budget  a l located for  product ion needs

Media Objectives
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The Future of Travel 

Consumer Behavior

Dr ive  Markets  are  po ised to  recover  faster, as  industr y  
exper ts  say  2020 is  the “year  of  the road t r ip, ”  w i th  60% of  
Amer icans s t i l l  in tending  to  take a  vacat ion in  2020 and stay  
in  a  hote l  w i th in  s ix  months of  the COVID-19 cur ve f la t ten ing .  
-  So jern  

Speak ing  to  t rave lers  wi th  re levant  ad copy (dreaming , loca l  
h ighl ights , and a  focus around f lex ib i l i ty )  w i l l  resonate  wi th  
today 's  t rave ler.  

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

• Network TV 
• Cable TV 
• CTV 
• Streaming  Radio  
• Dig i tal  Video 
• Social 
• OOH (Manchester and dispersed boards)
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• MW25-54 
• Mil lennial Moms 
• Gen X Moms 
• Boomers

20%

40%

12%8%

16%

16%

8%

In-State Budget Allocation

TV Streaming Radio Digital Video Social OOH SEM

In-State Strategy

June July August

TV*

OOH

DISPLAY

SOCIAL

SEM

TV

DISPLAY REFRESH

SOCIAL REFRESH

SEM REFRESH

*TV two weeks on, two weeks off

RADIO
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Reach Reach & Eff ic iency Engagement

• Network TV 
• New Hampshire (WMUR)

Media Approach — In-State

• Cable TV 
• Comcast (all  markets) 

• CTV 
• Streaming  Radio 

• Pandora 

• Dig i tal  Video 
• Teads Native Video 
• DynAdmic Takeover Video 

• Social Video 
• Facebook Dark Posts 
• Instagram Dark Posts & 
Stories 

• W25-54 
• Contextual Al ignment 
• Behavioral Prospecting  
• Retargeting

• W25-54 
• Top-Rated Lifestyle 

Programming

• W25-54 
• AM & PM News Programming  
• Top-Rated Lifestyle 

Programming

20% 32% 24%

Awareness Traff ic

•  High-Traffic areas • Unbranded Prospecting  
• Branded New Hampshire 

Keywords

16% 8%

• OOH 
• ATA Outdoor 
• Outfront

• SEM 
• Goog le
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Out-of-State

• Network TV (MA/RI/CT) 
• Cable TV 
• CTV 
• Streaming  Radio  
• Dig i tal  Video 
• Display 
• Social 
• Phase 2 OOH (MA/NY/RI/CT)

Media Approach

• MW25-54 
• Mil lennial Moms 
• Gen X Moms 
• Boomers

80%

Out-of-State Strategy

June July August
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33%

6%

8%
13%

12%

24%

4%

Out-of-State Budget Allocation

TV Streaming Radio Digital Video AdTheorent Display Social OOH SEM

TV*

OOH

DISPLAY

SOCIAL

SEM

TV

OOH REFRESH

DISPLAY REFRESH

SOCIAL REFRESH

SEM REFRESH

RADIO RADIO REFRESH

*TV two weeks on, two weeks off
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Reach Reach & Eff ic iency Engagement

• Network TV 
• Boston (WCVB)  
• Hartford (WTNH) 
• Providence (WPRI) 
• New York (WNBC) 

Media Approach — Out-of-State

• Cable TV 
• Comcast (all  markets) 

• CTV 
• Streaming  Radio 

• Pandora 

• Dig i tal  Video 
• Teads Native Video 
• DynAdmic Takeover Video 

• Display: AdTheorent 
• Social Video 

• Facebook Dark Posts 
• Instagram Dark Posts & 
Stories 

• W25-54 
• Contextual Al ignment 
• Behavioral Prospecting  
• Retargeting

• W25-54 
• Top-Rated Lifestyle 

Programming

• W25-54 
• AM & PM News Programming  
• Top-Rated Lifestyle 

Programming

15% 24% 33%

Awareness Traff ic

•  High-Traffic areas • Unbranded Prospecting  
• Branded New Hampshire 

keywords

24% 4%

• OOH 
• Outfront 
• Clear Channel

• SEM 
• Goog le
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Al ign wi th  top-rated networks  in  target  markets , ba lanc ing  e f f ic iency of  
reach and f requency metr ics  wi th  Cable  TV 

• Both in-state  and out-of-state  markets  wi l l  rece ive  TV 
coverage across  both tact ics  

• Budget  a l lows for  one major  network  par tner  per  target  market  
(WMUR, WCVB, WLNE, WTNH) 

Ut i l i ze  media  consumpt ion t rends in  the COVID-19 cl imate  to  inform 
daypar ts  and prog ramming   

• News and dayt ime daypar ts  have seen an increase in  
v iewersh ip  whi le  pr ime rotators  cont inue to  draw large reach 
and premium content  

Network TV and Cable

Channel Details
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To reach the cord-cut ters , we recommend includ ing  CTV into  
the mix  by  us ing  V ideoAmp or  SpotX 

• 42% of  people  are  watch ing  more broadcast  TV, 
more news coverage, and watch ing  more shows on 
s t reaming  ser v ices  (Net f l i x , Hulu, e tc. )   

CTV

Channel Details
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OOH wi l l  prov ide “h igh- impact”  v isua ls  for  in-state  and out-of-state  
markets  through both phases 

• Wi l l  include l ight  s t reet  leve l  media  in  New York  to  bu i ld  
f requency and boards to  cover  t rans i t  outs ide of  the c i ty  

• MA/RI/CT wi l l  be  suppor ted wi th  h ighway b i l lboards and 
l iveboards in  Boston 

OOH media  in-state  wi l l  encourage New Hampshi re  res idents  to  explore  
at  home 

• Oppor tun i t ies  include smal l  boards in  Manchester, Lakes 
Reg ion , and throughout  the s tate  in  more populated areas 

Out-of-Home

Channel Details
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Wal ls  in  h igh dr ive-t raf f ic  areas make a  s tatement , and we have the oppor tun i ty  
to  get  creat ive  wi th  contextua l  a l ignments.  These are  a lso  heav i ly  d iscounted.   

• M-1320W — West  S ide Highway & 25th St  F/S 

• W900A — I-95/N.E.  Thruway & Por tman Rd.  F/N 

• Q365 Dig i ta l  — LIE  & 85th St  -  Outbound F/W 

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

New York Walls

Channel Details



P R I V I L E G E D  &  C O N F I D E N T I A L .  © 2 0 2 0  G Y K  A N T L E RG Y K  A N T L E R  +  D T T D

Tact ics  wi l l  include both s tandard pre-rol l  and h igh- impact  
nat ive  v ideo 

• Al l  d ig i ta l  v ideo wi l l  be  targeted to  both in-state  and 
out-of-state  markets  

• High- impact  nat ive  v ideo un i ts  resemble  Instag ram 
Stor y  placements , which have y ie lded st rong  
h is tor ica l  resu l ts  

Digital Video

Channel Details
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Prog rammat ic  d isplay  v ia  AdTheorent  w i l l  be  leveraged to  measure  inf luenced foot  t raf f ic  to  
the s tate  v ia  VISA measurement  plan prev ious ly  recommended for  summer 2020 

• Out-of-state  markets  only  wi l l  be  targeted wi th  s tandard d isplay  and measured for  
foot  t raf f ic  

Target ing  includes prev ious ly  recommended prospect ing  and retarget ing  layers :  

• VISA segments , expandable  un i ts , pred ic t ive  target ing , research s tudy 

• Mi l lenn ia l  Moms and Gen X Moms 

• Chi ld less  Mi l lenn ia ls  and Gen X 

• Empty Nesters , Gen X , and Baby Boomers  

Display

Channel Details
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Tact ics  wi l l  include Facebook and Instag ram, and wi l l  layer  in  
promoted organic  content , l i s t ic les , and carousels  that  focus on 
outdoor  act iv i t ies  in  add i t ion to  v ideo un i ts  

• Due to  the increase in  v ideo consumpt ion COVID-19 
has sparked across  soc ia l  media  (44% among  
mi l lenn ia ls  and 35% in  Gen X), ad un i ts  w i l l  be  
focused on v ideo v iews 

• Target ing  w i l l  remain cons is tent  w i th  h is tor ica l  top-
per forming  aud iences 

Paid Social

Channel Details
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Thank You!


