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Background & Objectives

• In fall 2023, the New Hampshire Division of Travel and Tourism Development (DTTD) continued to run “Discover 
Your New” advertising in core, long drive, and Canadian markets. This campaign has been running since 2020. 

• DTTD has partnered with Strategic Marketing & Research Insights (SMARInsights) to conduct primary research 
among target consumers to assess the effectiveness of the 2023 fall advertising. 

• This research wave focuses on the impact of the 2023 fall advertising and the return on the media investment.

• The specific objectives of this seasonal advertising effectiveness research include:

— Measure awareness of the fall 2023 advertising; 

— Evaluate the efficiency of the media buy through SMARInsights’ cost-per-aware household benchmarking; 

— Determine the ability of the creative to communicate desired messages, again using SMARInsights’ benchmarking;

— Assess the ability of the advertising to influence New Hampshire fall travel;

— Quantify ad-influenced fall trips, visitor spending, and ROI;

— Review the results by market group; and

— Forward insights into future refinement of the marketing.
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Methodology

• As with previous New Hampshire ad effectiveness research, an online survey was used so that 
respondents could view the actual advertising. This method provides a representative measure of 
aided 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 must be household travel decision-makers who 
regularly take overnight leisure trips of at least 50 miles from home. Respondents must also be 
between the ages of 18 and 65.

• The 2023 fall advertising was aimed at existing northeastern core markets, more distant “long 
drive” markets, and Canadian markets. 

• It is also important to note that the quantity of states comprising the long drive markets was 
reduced from 2022 and now includes only Eastern Pennsylvania and New Jersey. In 2022, the long 
drive group included those two markets plus western Pennsylvania, Delaware, Maryland, and 
Virginia. For the Canadian markets, Toronto was removed and replaced with Quebec City. Ad 
spending by market is provided on the following page. 

• A total of 1,715 surveys were completed in December 2023. Upon completion of data collection, 
the results were cleaned, coded, and weighted to be representative of the population.

• The following report summarizes the ad effectiveness research results. 
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Market
Completed 

Surveys

Core

MA 201

RI 100

CT 101

ME 100

NH 100

NY 300

Total Core 902

Long Drive
NJ 203

Eastern PA 310

Total Long Drive 513

Canadian
Quebec City 150

Montreal 150

Total Canadian 300

Total 1,715



Fall Campaign Overview
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• DTTD has been running “Discover Your New” advertising since 2020. 

• The fall 2023 campaign included digital and social media video and banner advertising. The entire collection of 
ads tested can be found in the questionnaire in the Appendix. 

• The fall 2023 media investment was smaller than in 2022 but larger than the 2021 investment.

Samples of Creative

Market
Digital 

Banner/Video

Social Media

Banner/Video
Total

MA $8,528 $9,689 $18,217

RI $8,528 $6,589 $15,117

CT $8,528 $6,589 $15,117

ME $8,528 $9,689 $18,217

NH $8,528 $9,689 $18,217

NY $8,528 $6,589 $15,117

Total Core $51,167 $48,833 $100,000

Eastern PA $24,417 $12,083 $36,500

NJ $24,417 $12,083 $36,500

Total Long Drive $48,833 $24,167 $73,000

Canada $15,000 $18,000 $33,000

Total $115,000 $91,000 $206,000

$278,113 

$233,288 

$159,485 

$226,338 

$206,000 

2019 2020 2021 2022 2023

Fall Media Investment

Fall :30 Video

Digital Banner Social Media Banner

Fall Landscapes 

Video

Foliage Tracker

Video

Visitors Guide

Video



Insights
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The fall “Discover Your New” advertising continues to efficiently reach target households, resonate with consumers, influence New Hampshire leisure travel, and 

produce a positive ROI. Key insights from this fall 2023 research include:

• The fall 2023 advertising generated 43% awareness, reaching about 7.6 million households in the core, long drive, and Canadian markets. 

• DTTD continues to implement remarkably efficient media as indicated by a low cost per aware household ($0.03) compared to the industry benchmark of $0.51. 

This efficiency indicates an opportunity to expand into more/new markets to broaden advertising reach and influence. DTTD did the opposite this year, targeting 

fewer markets than during the past two years. 

• The awareness percentage increased compared to last fall (37%), but targeting fewer markets resulted in about half a million fewer ad-aware households. 

• Boomers remain difficult to reach given the media fragmentation resulting from cord cutting and the proliferation of streaming services. Even so, awareness 

among Boomers increased from 27% last year to 39% this year. 

• There are no signs of creative wear out based on the evaluative creative ratings. In fact, the fall “Discover Your New” ratings are at peak levels since launching in 

2020. We typically begin to see signs of wear out in the fourth or fifth year of a campaign. 

• Canadians are less positive toward the advertising than those in the U.S. target markets, highlighting an opportunity to produce creative that is more appealing to 

our neighbors to the north. 

• The fall 2023 advertising ultimately influenced about 107,000 New Hampshire trips, with most of these coming from the core markets. There were no ad-

influenced trips from Canada this fall due to a higher baseline rate of travel resulting from fewer travel restrictions post-COVID. Canada should be monitored in 

the future rather than red-flagged for one year of no incremental travel. 

• The quantity of ad-influenced trips is on par with fall 2022 and greater than fall 2020 and 2021. Ultimately, the fall 2023 advertising returned $504 in visitor 

spending and $31 in tax revenue for each $1 invested in the advertising media. 

• The advertising also seems to be driving travel to the more remote (northern/western) parts of the state.



Ad Awareness



Fall 2023 Ad Awareness
Overall and by Medium

• The fall 2023 advertising generated 43% awareness, reaching about 7.6 million target market households. The video advertising generated the highest 

awareness (35%), followed by social media (32%) and digital display (24%).

• DTTD continues to implement remarkably efficient media buys (see next slide), as indicated by a low cost per aware household. This efficiency could 

indicate an opportunity to expand into new markets to broaden advertising reach and influence.
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Target HHs 17,429,051

Ad Awareness 43%

Ad-Aware HHs 7,564,316

Media Investment $206,000

Cost per Aware HH $0.03

SMARInsights’ 

spot market 

benchmark:

$0.51

per Aware 

Household

43%

35%

32%

24%

Overall

Campaign

Video Social Media Digital Display



Fall Ad Awareness Tracking

• The level of ad awareness in fall 2023 is the second highest of the past several fall campaigns. 

• While the awareness percentage increased compared to last fall, targeting fewer markets results in about half a million 

fewer ad-aware households. 
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28%
32%

48%

34%
37%

43%

Fall

2018

Fall

2019

Fall

2020

Fall

2021

Fall

2022

Fall

2023

Overall Campaign Awareness
Fall

2018

Fall

2019

Fall

2020

Fall

2021

Fall

2022

Fall

2023

Target HHs 18,270,009 19,205,673 9,612,930 25,578,115 21,562,811 17,429,051

Ad Awareness 28% 32% 48% 34% 37% 43%

Ad-Aware HHs 5,185,047 6,150,380 4,641,103 8,656,969 8,049,391 7,564,316

Media Investment $305,338 $278,113 $233,288 $159,485 $226,338 $206,000

Cost per Aware HH $0.06 $0.05 $0.05 $0.02 $0.03 $0.03

SMARInsights’ 

spot market 

benchmark:

$0.51

per Aware 

Household



Fall 2023 Ad Awareness
by Market Group

• Fall 2023 ad awareness is highest in the core markets. This large market group accounts for nearly two-thirds of 

ad-aware households. 

• The level of ad awareness across markets correlates to the market-level media investment. 

• Based on cost per aware household compared to the benchmark, the media investment is efficient all markets. 
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Core 

Markets

Long Drive 

Markets

Canadian 

Markets

Target HHs 10,039,596 6,485,136 904,319

Ad Awareness 48% 38% 32%

Ad-Aware HHs 4,819,451 2,452,469 292,396

Media Investment $100,000 $73,000 $33,000

Cost per Aware HH $0.02 $0.03 $0.11

$100,000

$73,000

$33,000

48%

38%
32%

Core

Markets

Long Drive

Markets

Canadian

Markets

Media Investment and Overall Campaign Awareness

Media Investment Ad Awareness

SMARInsights’ 

spot market 

benchmark:

$0.51

per Aware 

Household



Fall Ad Awareness
by Generation

• Recent reporting has revealed that media fragmentation, cord cutting, and the proliferation of streaming services have made it difficult to 

reach older consumers. 

• This fall, ad awareness remains higher among younger consumers than among older consumers – but compared to last fall, the greatest gains 

in awareness are seen among the older consumers.  
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60%

43%

32%
27%

59%

48%

36%
39%

Gen Z Millennials Gen X Boomers

Fall Ad Awareness by Generation

Fall 2022 Fall 2023



Creative Ratings



Fall 2023 Overall Reaction

• Most leisure travelers have a 

positive reaction to most of the 

fall 2023 creative assets tested. 

• The exception is the Foliage 

Tracker video. Those who were 

negative about this ad indicate 

that it is boring or doesn’t 

say/show enough. 
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80% 79%
74% 71% 71%

47%

19% 20%
25%

27% 27%

46%

1% 2% 2%
7%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

:30 Video Social Media

Banner

Digital Banner Fall Landscapes

Video

Visitors Guide

Video

Foliage Tracker

Video

Overall Reaction

Negative

Neutral

Positive

60% 

Threshold for 

concern



Fall 2023 Communication Ratings

• The fall 2023 “Discover Your New” 

campaign excels at communicating 

free spirited, new places or things, and 

inspired/invigorated.

• The only average rating relates to 

challenging travelers to live life to the 

fullest. This is a difficult message to 

communicate, as this has been the 

lowest-rated communication attribute over 

the past few years (the ratings over the 

past three years are shown later in this 

section).  
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3.83

4.05

4.25

4.26

4.28

2.5 2.6 2.7 2.8 2.9 3.0 3.1 3.2 3.3 3.4 3.5 3.6 3.7 3.8 3.9 4.0 4.1 4.2 4.3 4.4 4.5 4.6 4.7 4.8 4.9 5.0

Where I would be challenged to live life to the fullest

Where I could reconnect with my family

Where I would be inspired and invigorated

Where I could uncover new places or things

Where I would feel free-spirited

Fall 2023 Communication Ratings

Average Good

(top 25%)

Excellent

(top 10%)



Fall 2023 Impact Ratings

• From this evaluative ratings standpoint, 

the fall 2023 “Discover Your New” 

advertising effectively generates interest 

in visiting New Hampshire. 
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4.17

4.12

2.5 2.6 2.7 2.8 2.9 3.0 3.1 3.2 3.3 3.4 3.5 3.6 3.7 3.8 3.9 4.0 4.1 4.2 4.3 4.4 4.5 4.6 4.7 4.8 4.9 5.0

Want to visit the state

Want to learn more about

things to see and do in the state

Fall 2023 Impact Ratings

Average Good

(top 25%)

Excellent

(top 10%)



Fall 2023 Ratings by Market Group

• The fall 2023 “Discover Your New” ads 

effectively communicate key messages 

and generate interest in New Hampshire 

travel across market groups.

• But there is an opportunity to produce 

advertising that resonates more strongly 

(reaches the “excellent” threshold) with 

Canadians. 
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Top 10% Benchmark Range

Top 25% Benchmark Range

Above Average Benchmark Range

Below Average Benchmark Range

Communication Attributes
Core 

Markets

Long Drive 

Markets

Canadian 

Markets

Where I would feel free-spirited 4.30 4.27 4.17

Where I would be inspired and invigorated 4.30 4.21 4.05

Where I could uncover new places or things 4.26 4.30 4.03

Where I could reconnect with my family 4.07 4.02 4.03

Where I would be challenged to live life to the fullest 3.82 3.83 3.82

Impact Attributes
Core 

Markets

Long Drive 

Markets

Canadian 

Markets

Want to visit the state 4.22 4.12 3.91

Want to learn more about things to see and do in the state 4.14 4.13 3.87



Fall 2023 Ratings by Generation

• Gen Z and Boomers are less positive 

about the ads than Millennials and Gen 

Z. That said, the oldest and youngest 

travelers still give the ads good marks. 

• The ratings among Boomers are actually 

stronger than SMARInsights typically 

sees with this group. Boomers are not 

only difficult to reach, but they are also 

generally less receptive to tourism 

advertising messages.  
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Top 10% Benchmark Range

Top 25% Benchmark Range

Above Average Benchmark Range

Below Average Benchmark Range

Communication Attributes Gen Z Millennials Gen X Boomers

Where I would feel free-spirited 4.24 4.38 4.23 4.22

Where I could uncover new places or things 4.15 4.33 4.25 4.23

Where I would be inspired and invigorated 4.12 4.36 4.20 4.23

Where I would be challenged to live life to the fullest 3.86 3.88 3.78 3.77

Where I could reconnect with my family 3.79 4.15 4.06 3.98

Impact Attributes Gen Z Millennials Gen X Boomers

Want to visit the state 4.19 4.29 4.11 4.05

Want to learn more about things to see and do in the state 4.06 4.28 4.06 3.99



Tracking “Discover Your New” Ratings

• We see no signs of wear out from this 

evaluative ratings perspective.

• Ad wear out usually begins to occur at 

the four or five year mark. Given that 

the “Discover Your New” advertising is 

four years old, it is encouraging that the 

communication ad impact ratings are at 

all-time highs. 
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Top 10% Benchmark Range

Top 25% Benchmark Range

Above Average Benchmark Range

Below Average Benchmark Range

Communication Attributes
Fall

2020

Fall

2021

Fall

2022

Fall

2023

Where I could uncover new places or things 4.19 4.22 4.06 4.26

Where I would feel free-spirited 4.21 4.17 4.16 4.28

Where I would be inspired and invigorated 4.13 4.07 4.03 4.25

Where I could reconnect with my family 4.01 3.92 4.03 4.05

Where I would be challenged to live life to the fullest 3.81 3.70 3.67 3.83

Impact Attributes
Fall

2020

Fall

2021

Fall

2022

Fall

2023

Want to visit the state 4.04 4.02 3.96 4.17

Want to learn more about things to see and do in the state 3.97 4.02 3.95 4.12



Advertising
Influence & ROI



• SMARInsights’ methodology for measuring advertising impact relies on establishing a base rate of travel. Certainly, New 

Hampshire travel would occur in the absence of advertising. Thus, not all travel, or even travel by ad-aware households, is 

attributable to the ads. Rather, the level of travel among unaware consumers is considered the base rate of travel that would

occur without any advertising influence. Any travel above that baseline by ad-aware consumers is what is considered 

influenced. As such, accounting for only this incremental travel is a conservative measure of influence. 

• For this fall review we are counting only travel that occurred between October and November 2023 that did not include a 

stay at the visitor’s vacation home or the home of family/friends. The prior spring/summer ROI wave counted travel from 

April 2023 through September 2023. Accounting for travel in only October and November in this fall wave prevents double-

counting. 

Incremental Travel Review
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Ad-Aware 

Travel

Unaware 

Travel

Incremental 

Travel



Fall 2023 Incremental Travel

• The fall 2023 “Discover Your New” 

advertising influenced New Hampshire 

leisure travel from the core and long 

drive markets, but not from the 

Canadian markets. And the level of 

incremental travel from the long drive 

markets is quite small.

• In total, the level of incremental travel 

in fall 2023 is 1.4%. 
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3.8%

0.9%

2.0%

2.8%

6.0%

1.0% 1.0%

4.2%

Core Markets Long Drive Markets Canadian Markets Total

Fall 2023 Incremental Travel

Unaware Travel Ad-Aware Travel

2.2% 0.1% 0.0% 1.4%Increment →



Incremental Travel Change
by Market & Overall

• The overall level of incremental travel is 

essentially unchanged year-over-year 

despite a decline in the long drive 

markets and no incremental travel from 

the Canadian markets. Last year, the 

long drive markets included more 

markets/households and thus 

contributed more to the overall results 

(see next slide). 

• In Canada, the baseline of travel 

increased in 2023 as travel restrictions 

are gone post-COVID. This prevented 

ad-influenced travel from Canada this 

year. 
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4.6%
3.8%

6.9%
6.0%

Fall

2022

Fall

2023

Core Markets

(same markets YOY)

Unaware Travel Ad-Aware Travel

0.9% 0.9%1.5% 1.0%

Fall

2022

Fall

2023

Long Drive Markets

(*different markets YOY)

Unaware Travel Ad-Aware Travel

0.5% 2.0%1.1% 1.0%

Fall

2022

Fall

2023

Canadian Markets

(**different markets YOY)

Unaware Travel Ad-Aware Travel

2.6% 2.8%3.9% 4.2%

Fall

2022

Fall

2023

Total (All Markets)

Unaware Travel Ad-Aware Travel

*2022 Long Drive *2023 Long Drive **2022 Canadian **2023 Canadian

NJ NJ Toronto Quebec City

PA Eastern PA Montreal Montreal

DE

MD

1.3% 1.4% 2.2% 2.2%

0.5% 0.1% 0.6% 0.0%



Incremental Trips Change by Market

• The fall 2022 and fall 2023 advertising campaigns each influenced just over 100,000 New Hampshire trips. 
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Fall 2023
Core 

Markets

Long Drive 

Markets

Canadian 

Markets
Total

Target HHs 10,039,596 6,485,136 904,319 17,429,051

Ad Awareness 48% 38% 32% 43%

Ad-Aware HHs 4,819,451 2,452,469 292,396 7,564,316

Incremental 

Travel
2.2% 0.1% 0.0% 1.4%

Incremental 

Trips
104,421 2,219 0 106,641

Fall 2022
Core 

Markets

Long Drive 

Markets

Canadian 

Markets
Total

Target HHs 9,286,327 10,150,867 2,125,618 21,562,811

Ad Awareness 40% 36% 32% 37%

Ad-Aware HHs 3,700,811 3,663,928 684,652 8,049,391

Incremental 

Travel
2.2% 0.5% 0.6% 1.3%

Incremental 

Trips
82,081 19,467 4,086 105,635



Fall 2023
Ad-Influenced Visitor Spending & ROI

• The fall 2023 advertising influenced about $104 million in visitor spending and returned $504 in visitor spending for each $1

invested in the advertising media. 

• The core markets produced the highest return by a wide margin. 
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Core Markets Long Drive Markets Canadian Markets Total

Incremental Trips 104,421 2,219 0 106,641

Avg. Trip Spending

(among ad-aware visitors)
$954 $1,837 $2,236 $973

Ad-Influenced Trip Spending $99,661,803 $4,077,731 $0 $103,739,534

Media Investment $100,000 $73,000 $33,000 $206,000

ROI $997 $56 $0 $504



Fall 2023 Tax ROI

• In terms of tax revenue, the fall 2023 advertising returned about $31 for each $1 invested in the advertising media. 
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Core Markets Long Drive Markets Canadian Markets Total

Incremental Trips 104,421 2,219 0 106,641

Avg. Taxable Trip Spending

(among ad-aware visitors)
$692 $1,152 $1,699 $701

Ad-Influenced Taxable Trip Spending $72,208,381 $2,556,682 $0 $74,765,063

Taxes Generated $6,137,712 $217,318 $0 $6,355,030

Media Investment $100,000 $73,000 $33,000 $206,000

Tax ROI $61.38 $2.98 $0.00 $30.85



Fall ROI Tracking

• The more focused marketing strategy in fall 2023 resulted in higher levels of ad awareness and incremental travel, but the smaller and closer-by 

household base meant lower average visitor spending, less ad-influenced visitor spending, and a lower ROI compared to last year. That said, the fall 

2023 ROI is higher than it was in 2020 and 2021. 
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Fall

2019

Fall

2020

Fall

2021

Fall

2022

Fall

2023

% Change

2022 to 2023

Target HHs 19,205,673 9,612,930 25,578,115 21,562,811 17,429,051 -19%

Ad Awareness 32% 48% 34% 37% 43% 17%

Ad-Aware HHs 6,150,380 4,641,103 8,656,969 8,049,391 7,564,316 -6%

Incremental Travel 3.30% 1.50% 0.80% 1.30% 1.41% 8%

Incremental Trips 204,124 71,415 69,476 105,635 106,641 1%

Avg. Trip Spending

(among ad-aware visitors)
$904 $936 $977 $1,181 $973 -18%

Ad-Influenced Trip Spending $184,568,565 $66,818,515 $67,887,580 $124,806,730 $103,739,534 -17%

Media Investment $278,113 $233,288 $159,485 $226,338 $206,000 -9%

ROI $664 $286 $426 $551 $504 -9%

Avg. Taxable Trip Spending

(among ad-aware visitors)
$578 $594 $675 $827 $701 -15%

Ad-Influenced Taxable Trip Spending $118,075,492 $42,418,245 $46,911,234 $87,401,514 $74,765,063 -14%

Taxes Generated $10,626,794 $3,817,642 $3,987,455 $7,429,129 $6,355,030 -14%

Tax ROI $38 $16 $25 $33 $31 -7%



Fall 2023 ad Influence on the
New Hampshire Trip



Ad Influence on the New Hampshire Trip

• Those aware of the fall 2023 advertising visited slightly more New Hampshire regions on average than those not aware of 

the ads. Perhaps more interesting is that the ads drove travel to the more remote (northern/western) parts of the state.
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1.3

1.4

Unaware Ad-Aware

Avg. number of regions visited in NH New Hampshire Region Visited Unaware Ad-Aware Difference

Lake Region 26% 34% 7%

Great North Woods 10% 17% 7%

Dartmouth/Lake Sunapee 5% 11% 6%

White Mountains 47% 53% 6%

Monadnock Region 1% 5% 3%

Seacoast 20% 13% -6%

Merrimack Valley 22% 12% -10%



Ad Influence on the New Hampshire Trip

• Ad-aware visitors are also 

more likely than unaware 

visitors to rate their New 

Hampshire trip “excellent” 

and to share their trip on 

social media. In other 

words, the advertising is 

working to produce New 

Hampshire advocates.  
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50%

60%

43%

35%

8%
4%

0% 0%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Unaware Ad-Aware
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Fair/Poor
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Very good
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30%

58%

Unaware Ad-Aware

Shared NH Trip on Social Media



Appendix:
Questionnaire



Questionnaire
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Questionnaire
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Questionnaire
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Questionnaire
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