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Background & Objectives

• In fall 2025, the New Hampshire Division of Travel and Tourism Development (DTTD) continued their prior fall campaign in 
core, opportunity and Canadian markets, augmented by a behavior campaign targeted at cultural and outdoor travelers across 
a broader geography. This marks the second season of a broader behavioral effort since the approach was piloted in the 
summer.

• This research wave focuses on the impact of the 2025 fall advertising and the return on the media investment.

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

—Measure awareness of the fall 2025 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.

• 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 2025 fall advertising was aimed at existing core markets, other opportunity 
markets in the Northeast, and Canadian markets. Additionally, behavioral targets 
in the eastern U.S. represented a fourth target segment. This replaced the prior 
road trip and spill markets that had been included.

• A total of 1,705 surveys were completed in December 2025. 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. 

Market Surveys

Core

Boston 300

Providence/New 

Bedford
125

Opportunity

State of Connecticut 201

Dutchess County, NY 17

Orange County, NY 24

Ulster County, NY 17

Westchester County, 

NY
84

Rockland County, NY 17

Sullivan County, NY 16

Canada Montreal 200

Behavioral

DC, DE, GA, IL, IN, KY, 

MA (minus Boston), 

MD, MI, NC, NH, NJ, 

NY (minus select 

counties), OH, PA 

(including Philadelphia), 

SC, TN, VA, WV 

704

Total 1,705
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Fall Campaign Overview

• The 2025 fall campaign received 
the largest media budget for a 
DTTD fall campaign since 
SMARInsights began conducting 
ad effectiveness research for 
the state in 2019. The increase 
supported the addition of the 
behavioral target. 

Creative Samples:

$278,113 
$233,288 

$159,485 
$226,338 $206,000 

$342,584

$655,580 

2019 2020 2021 2022 2023 2024 2025

Fall Media Investment

Total Core: Total Opportunity:
Total Montreal, 

Canada: Behavioral Markets Total

CTV - Cadent Fall $25,150 $24,850 $100,000 $150,000

OLV - Cadent $50,000 $50,000

Digital Standard Display - Cadent Fall $17,605 $17,395 $12,000 $26,000 $73,000

Digital Rich Media Display - Cadent $24,144 $23,856 $34,000 $82,000

OLV - MiQ Fall $20,120 $19,880 $10,000 $50,000

YouTube - Sightly - Fall $25,150 $24,850 $50,000

Boston Globe/B-Side Fall $50,000 $50,000

Social $30,650 $28,000 $10,500 $41,430 $110,580

Native Display - Taboola $28,000 $28,000

Native Video - Taboola $12,000 $12,000

TOTAL: $192,819 $138,831 $32,500 $291,430 $655,580
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Insights

• The fall 2025 campaign for DTTD continued the behavioral targeting approach that was initiated in the summer. Instead of 
merely targeting in nearby and spill markets, as had been done in the past, a behavioral target of culture travelers and hikers 
was employed across a broad geography.

• In addition to this change, the budget for the fall campaign was essentially doubled.

• These efforts generated a record number of incremental trips at nearly 240 million, and the highest-ever level of influenced 
trip spending at $344 million.

• The behavioral target with a larger geography helped the campaign resonate more effectively with niche travelers, resulting 
in a significantly higher level of incremental travel.

• The fall 2025 campaign generated the most visitor spending and tax revenue of any fall campaign on record, with similar 
ROIs despite a dramatic jump in media spend. 

• Overall, fewer households were targeted and similar levels of advertising awareness were generated. It was the stronger 
impact among the behavioral target that made the increased media spend both effective and efficient.
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Ad Awareness
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Fall 2025 Ad Awareness
by Market Group

• The fall advertising budget resource allocation was distributed in consideration of respective populations, with the large 
behavioral markets receiving the most resources and the small Canadian market receiving the least. Resultant awareness 
levels roughly corresponded to spending in the traditional geographic markets, with the strongest performance in core 
markets and the weakest in Canada. The newly introduced behavioral markets with the largest population had the most aware 
households and lowest cost per aware. These were defined as those who always experience culture or hiking when traveling.

Core 

Markets

Opportunity

 Markets

Canadian 

Market

Behavioral 

Markets
Total

Target HHs 2,608,072 1,854,939 729,211 8,435,770 13,627,992 

Ad Awareness 62.0% 48.3% 40.7% 44.7% 48.3%

Ad-Aware HHs 1,617,005 895,935 296,789 3,770,789 6,580,518 

Media 

Investment
$192,819 $138,831 $32,500 $291,430 $655,580

Cost per Aware 

HH
$0.12 $0.15 $0.11 $0.08 $0.10

$192,819 

$138,831 

$32,500 

$291,430 
62%

48%

41%
45%

Core

Markets

Opportunity

Markets

Canadian

Market

Behavioral Market

Media Investment and Overall Campaign Awareness

Media Investment Ad Awareness
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Fall 2025 Ad Awareness
Overall and by Medium

• The campaign reached nearly half of all target households, or a total of 6.5 million. The overall cost per aware household was 

$0.10, which is significantly below our industry benchmark. While the state has typically done quite well on this measure, the 

addition of the behavioral markets in new geographies caused a decline in this metric. Even so, the $0.10 cost per aware 

household remains much more efficient than the average of similarly sized state tourism campaigns.

Target HHs 13,627,992

Ad Awareness 48%

Ad-Aware HHs 6,580,518

Media Investment $655,580

Cost per Aware HH $0.10

48%

42%
38%

31%

6%

Overall

Campaign

Video Digital

Display

Social

Media

OOH

SMARInsights’ 

spot market 

benchmark:

$0.51

per Aware 

Household
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Fall Ad Awareness Tracking

• When viewed in historical context, this year’s approach and spend represent a dramatic shift in strategy. 

Prior efforts were more limited by geography, but the inclusion of spill markets targeted significantly 

more households. This year, targeting fewer households with nearly twice the spend resulted in much 

lower efficiency in terms of media buy. However, this is somewhat misleading, since the spill markets last 

year received no advertising spend whereas the addition of the behavioral markets doubled the media 

budget.

28%
32%

48%

34%
37%

43%

48% 48%

Fall

2018

Fall

2019

Fall

2020

Fall

2021

Fall

2022

Fall

2023

Fall

2024

Fall

2025

Overall Campaign Awareness
Fall

2018

Fall

2019

Fall

2020

Fall

2021

Fall

2022

Fall

2023

Fall 

2024

Fall 

2025

Target HHs 18,270,009 19,205,673 9,612,930 25,578,115 21,562,811 17,429,051 17,220,508 13,627,992

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

Ad-Aware HHs 5,185,047 6,150,380 4,641,103 8,656,969 8,049,391 7,564,316 8,220,915 6,580,518

Media 

Investment
$305,338 $278,113 $233,288 $159,485 $226,338 $206,000 $342,584 $655,580

Cost per Aware 

HH
$0.06 $0.05 $0.05 $0.02 $0.03 $0.03 $0.04 $0.10

SMARInsights’ 

spot market 

benchmark:

$0.51

per Aware 

Household
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Creative Ratings
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80%

68%
76% 75% 76%

72%

62%

75% 73%
79%

19%

29%

23% 24% 22%
26%

36%

23% 26%
20%

1%
3%

1% 1% 2% 2% 2% 2% 1% 1%

Fall Video Fall Canada Family Hayride Outdoors Lift Peak Foliage Smalltown

Charm

5-4-3-2-1 Cliff Master Foliage

Tracker

Fall Activity

Overall Reaction

Negative

Neutral

Positive

Fall 2025 Overall Reaction

• The overall reaction to the 

campaign creative was 

consistently above average.

• Fall Video as well as Fall 

Activity both exceeded the 

goal.

• The remainder of the ads, 

which were more tactical 

elements, fell below the 

goal.

• Importantly, when just the 

behavioral target is 

considered, all the videos 

targeted for this group 

exceeded the goal 

threshold.

60% = Average

75% = Goal
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Fall 2025 Communication Ratings

• The campaign was effective in 

communicating its intended messages 

with the attributes Where I could uncover 

new places or things and Where I would 

feel free-spirited, each rating in the top 

10% of SMARInsights’ benchmarks.

• The ads are in the top 25% benchmark 

range for communicating New Hampshire 

as a place That is exciting.

• It also rates above average as a place 

Where I could reconnect with my family 

and Where I would be challenged to live 

life to the fullest.
3.88

3.97

4.10

4.19

4.26

4.27

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

That is exciting

That is inspiring

Where I would feel free-spirited

Where I could uncover new places or things

Communication Ratings (5-point scale)

Average Good

(top 25%)

Excellent

(top 10%)
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Fall 2025 Communication Ratings

• When the ads’ impacts on feelings are 

explored, the results are mostly among 

the top 10% of industry benchmarks.

• Notably, these ads receive an excellent 

rating for giving viewers a feeling of 

relaxation or peace, an uplifting and 

positive feeling, and a feeling of 

freedom.

• The campaign does less well at making 

viewers feel uniqueness, possibilities, 

and a sense of belonging.

3.91

4.16

4.16

4.27

4.21

4.36

4.41

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

Conveys a sense of belonging

Gives you a feeling of possibilities

Shows that New Hampshire has unique experiences

Gives you a feeling of freedom

Conveys New Hampshire’s variety of experiences

Gives you an uplifting or positive feeling

Gives you a feeling of relaxation or peace

Communication Ratings (5-point scale)

Average Good

(top 25%)

Excellent

(top 10%)
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Fall 2025 Impact Ratings

• The fall 2025 campaign received excellent ratings for driving interest to visit the state and to learn more about things to do 

there. 

4.12

4.15

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

Impact Ratings (5-point scale)

Average Good

(top 25%)

Excellent

(top 10%)
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Top 10% Benchmark Range

Top 25% Benchmark Range

Above Average Benchmark Range

Below Average Benchmark Range

Fall 2025 Ratings by Market Group

• When the reactions of traditional 
geographic markets are compared to 
those of behaviorally targeted 
travelers, it is evident that the 
behavioral target feels stronger 
resonance with the creative.

• The scores from the behavioral 
target are consistently and 
significantly higher than those from 
the traditional geographic markets, 
even with more time and exposure 
among these audiences. 

• With behavioral targeting, the 
campaign is in the top 10% in almost 
every metric tested.

Communication Attributes Traditional Behavioral

Where I could uncover new places or things 4.25 4.46

Where I would feel free-spirited 4.25 4.36

That is inspiring 4.17 4.39

That is exciting 4.08 4.29

Where I could reconnect with my family 3.94 4.23

Where I would be challenged to live life to the fullest 3.84 4.17

Communication Attributes Traditional Behavioral

Gives you a feeling of relaxation or peace 4.39 4.58

Gives you an uplifting or positive feeling 4.33 4.56

Conveys New Hampshire’s variety of experiences 4.20 4.36

Gives you a feeling of freedom 4.23 4.52

Shows that New Hampshire has unique experiences 4.14 4.32

Gives you a feeling of possibilities 4.14 4.36

Conveys a sense of belonging 3.87 4.23

Impact Attributes Traditional Behavioral

Want to visit the state 4.09 4.36

Want to learn more about things to see and do in the state 4.12 4.36
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Tracking Campaign Ratings

• When considering these ratings from a tracking perspective, the ads perform essentially the same as the last few years 

despite a broader and newly exposed target audience.

Communication Attributes
Fall 

2020

Fall 

2021

Fall 

2022

Fall 

2023

Fall 

2024

Fall 

2025

Where I could uncover new places or things 4.19 4.22 4.06 4.26 4.31 4.27

Where I would feel free-spirited 4.21 4.17 4.16 4.28 4.23 4.26

*That is inspiring 4.13 4.07 4.03 4.25 4.21 4.19

Where I could reconnect with my family 4.01 3.92 4.03 4.05 3.95 4.10

Where I would be challenged to live life to the fullest 3.81 3.70 3.67 3.83 3.92 3.88

Impact Attributes
Fall 

2020

Fall 

2021

Fall 

2022

Fall 

2023

Fall 

2024

Fall 

2025

Want to visit the state 4.04 4.02 3.96 4.17 4.16 4.12

Want to learn more about things to see and do in the state 3.97 4.02 3.95 4.12 4.15 4.15

*Note: Prior to Fall 2024, the communication attribute was measured using the statement, "Where I would be inspired and invigorated.”

**Prior to Fall 2024, DTTD ran the “Discover Your New” campaign.

Top 10% Benchmark Range

Top 25% Benchmark Range

Above Average Benchmark Range

Below Average Benchmark Range
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Advertising
Influence & ROI
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• 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 after September 2025 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 through 

September 2025. Accounting for travel in only the fall wave prevents double-counting. 

Incremental Travel Review

Ad-Aware 
Travel

Unaware 
Travel

Incremental 
Travel
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Fall 2025 Incremental Travel

• The fall 2025 advertising 

influenced New Hampshire 

leisure travel from each market 

group.

• The largest increment 

interestingly came from Canada, 

which is driven in part by the 

narrow targeting and spend. 

Altogether, all markets 

performed extremely well. 

• In total, the level of incremental 

travel in fall 2025 is 3.6%. 

16.8%

1.7%

0.1%
1.4% 1.7%

19.8%

5.4% 5.4% 5.1% 5.2%

Core Opportunity Canada Behavioral Total

Fall 2025 Incremental Travel

Unaware Travel Ad-Aware Travel

3.0% 3.7% 3.6%Increment→ 3.7% 5.4%
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Incremental Travel Change

• The overall level of incremental travel increased 

from 2.1% last year to 3.6% this year. 

• This larger increment is a function of a significantly 

lower level of baseline travel among the unaware, 

which is the result of the expanded geographic 

footprint of the behavioral target markets.

3.1%

1.7%

5.2% 5.2%

Fall 2024 Fall 2025

Fall Incremental Travel

Unaware Travel Ad-Aware Travel

2.1% 3.6%Increment →
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Fall 2025
Ad-Influenced Visitor Spending & ROI

• The fall 2025 advertising influenced nearly $350 million in visitor spending and returned $524 in visitor spending for each $1 

invested in the advertising media. 

• This represents a similar ROI compared to last year despite a doubling of the budget and undertaking new behavioral 

markets.

Core Markets
Opportunity 

Markets
Canadian Markets Behavioral Markets Total

Incremental Trips 48,542 33,064 16,043 140,273 237,922 

Avg. Trip Spending

(among ad-aware 

visitors)

$1,083 $1,280 $1,561 $1,594 $1,444

Ad-Influenced Trip 

Spending
$52,571,158 $42,322,283 $25,042,564 $223,595,733 $343,531,738

Media Investment $192,819 $138,831 $32,500 $291,430 $655,580

ROI $272.65 $304.85 $770.54 $767.24 $524.01
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Fall 2025 Tax ROI

• In terms of tax revenue, the fall 2025 advertising returned about $31 for each $1 invested in the advertising media. 

Core Markets
Opportunity 

Markets
Canadian Markets

Behavioral 

Markets
Total

Incremental Trips 48,542 33,064 16,043 140,273 237,922 

Avg. Taxable Trip Spending

(among ad-aware visitors)
$841 $891 $907 $1125 $1020

Ad-Influenced Taxable Trip 

Spending
$40,823,822 $29,460,024 $14,551,001 $157,807,125 $242,641,972 

Taxes Generated $3,470,025 $2,504,102 $1,236,835 $13,413,606 $20,624,568

Media Investment
$192,819 $138,831 $32,500 $291,430 $655,580 

Tax ROI $18.00 $18.04 $38.06 $46.03 $31.46 
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Fall ROI Tracking

• The fall 2025 campaign generated the most visitor spending and tax revenue of any fall campaign on record, with similar 

ROIs despite a dramatic jump in media spend. 

Fall
2019

Fall
2020

Fall
2021

Fall
2022

Fall
2023

Fall
2024

Fall 
2025

% Change
2023 to 2024

Target HHs 19,205,673 9,612,930 25,578,115 21,562,811 17,429,051 17,220,508 13,627,992 -21%

Ad Awareness 32% 48% 34% 37% 43% 48% 48.3% 1%

Ad-Aware HHs 6,150,380 4,641,103 8,656,969 8,049,391 7,564,316 8,220,915 6,580,518 -20%

Incremental Travel 3.30% 1.50% 0.80% 1.30% 1.41% 2.13% 3.6% 69%

Incremental Trips 204,124 71,415 69,476 105,635 106,641 175,396 237,922 36%

Avg. Trip Spending
(among ad-aware visitors)

$904 $936 $977 $1,181 $973 $1,144 $1,444 26%

Ad-Influenced Trip Spending $184,568,565 $66,818,515 $67,887,580 $124,806,730 $103,739,534 $200,666,160 $343,531,738 71%

Media Investment $278,113 $233,288 $159,485 $226,338 $206,000 $342,584 $655,580 91%

ROI $664 $286 $426 $551 $504 $586 $524 -11%

Avg. Taxable Trip Spending
(among ad-aware visitors)

$578 $594 $675 $827 $701 $851 $1020 20%

Ad-Influenced Taxable Trip 
Spending

$118,075,492 $42,418,245 $46,911,234 $87,401,514 $74,765,063 $149,289,383 $242,641,972 63%

Taxes Generated $10,626,794 $3,817,642 $3,987,455 $7,429,129 $6,355,030 $12,689,598 $20,624,568 63%

Tax ROI $38 $16 $25 $33 $31 $37 $31 -16%
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Appendix:
Questionnaire
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Questionnaire
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Questionnaire
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Questionnaire
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Questionnaire
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Questionnaire
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Questionnaire
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