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Background & Objectives

« The New Hampshire Division of Travel and Tourism Development (DTTD) targeted 2025 spring/summer advertising
geographically in Core, Opportunity, Road Trip, and Canadian markets. This year also featured the debut of the Behavioral
targeted campaign that ran in the Midwest and Eastern U.S. regions.

- DTTD has partnered with its agency of record, GYK Antler, and Strategic Marketing & Research Insights (SMARInsights) to
conduct primary research among target consumers to assess the effectiveness of the 2025 spring/summer advertising. An
initial wave of ad awareness/creative evaluation research was completed in July 2025.

- This current research wave focuses on the impact of the advertising and the return on the media investment (ROI).
 The specific objectives of this ROl research include:

— Reviewing ad awareness and creative ratings results;

— Assessing advertising influence on New Hampshire travel during spring/summer 2025;

— Exploring results by market groups;

— Reviewing ad impact on New Hampshire trip types; and

— Providing insights to guide marketing decision-making.

SMAR!nsights :



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 were used so that the
results can be projected to the population.

To qualify for the survey, respondents had to be household 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.

The 2025 spring/summer advertising was aimed at existing Core, Opportunity,
Road Trip, and Canadian markets.

This study also included sample from new Behavioral target markets where
DTTD ran digital display, native, social media, and rich media advertising
featuring content aimed at specific traveler types.

A total of 2,534 surveys were completed in September 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.
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Market Frequency

Boston 333
Core Portland/Auburn 105
Providence/New Bedford 112
Hartford/New Haven 199
Fairfield County 72
Duchess County 26
Orange County 28
Opportunity
Ulster County 20
Westchester County 61
Rockland County 24
Sullivan County 11
Road Trip Philadelphia 330
Canada Montreal 331
DC, DE, GA, IL, IN, KY, MA (minus
Behavioral Boston), MD, MI, NC, NJ, NY 882
(new) (minus select counties), OH, PA
(minus Philadelphia), SC
Total 2,534




Behavioral Targets

« Consumers in Behavioral markets were classified into
targets based on how frequently (Never, Rarely,

Sometimes, Often, Always) they participate in the Behavior Markets
following when traveling for leisure: How often do you do these when traveling for leisure?
— Sightseeing 100%

T . . . 90%
— Visiting cultural or historical sites
80%

— Visiting a museum %

— Backpacking or hiking 60% m Never
17 ) . 0 m Rarel
« Those who “always” do any of these things are 50% . sz:eyumes
considered behavioral targets. Overall, 32% of consumers 0% often
in Behavior markets are classified as targets based on this 30% = Always
criteria. 20% l
25%
. . ' . 10%

The chart to the rlght shqv_vs thg mmdepce of the various N
_behaworal tar_getlng aCtIVIt_IeS' sl_ghts_eelng haS the hlgheSt Sightseeing Visiting cultural or  Visiting a museum Backpacking or hiking
incidence, while backpacking/hiking is the most niche. historical sites
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Samples of Creative

Campaign Overview

CTV/  DISPLAY/ Spring/Summer Media

Market PRINT v OOH oLV NATIVE SOCIAL Budget

2018 — $1,794,007
Core $25,922 |$146,352 [ $133,050 [ $289,250 | $61,935 | $111,650 | $0 $768,159
Opportunity | $10,358 |  $0 | $99,659 | $417,501 | $163,722 | $150,100 [ $0 $841,340 | | 2019 [N s1817,216
Road Trip $15254 | $0  [$101,829 [ $252,001 | $115921 | $79,000 | $0 $564,005

2020 [ $849,122
Canada $0 $0 $0 [ $121,250 | $124,821 | $20,000 | $0 $266,071

Unplug &
Geo Subtotal | $51,534 | $146,352 | $334,538 | $1,080,002 | $466,400 |$360,750 | $0 | $2.439,576 | [ 2021 $2,372,200 reconnect. —S=
Sometimes you

have to get away

2022 | 52,9257

$51,534 $146,352 $334,538 $1,080,002 $726,400 $560,750 $115,000 $3,014,576

2023 N 52,443,674

+ The 2025 spring/summer advertising tested in this research included
print, TV, out of home, CTV/OLYV, digital display, native, rich media, and

social media advertising. The entire collection of ads tested can be 2024 [ 53,211,296
found in the questionnaire in the Appendix.
* The total campaign investment is down about $200,000 from last year, 2(?:()5 $2.439 576
though the budget for the geographic target saw a much steeper decline
of around $800,000. 2025 =

* The ads feature New Hampshire’s outdoor, small town, road trip, and Total — $3.014,576

family-friendly activities and attractions.
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 The significant change in strategy relative to the Behavioral markets exhibits enormous potential. Key insights from this research include:

— The 2025 spring/summer advertising generated 48% awareness across all markets.
— Despite this being the first year of Behavioral targeting, these markets are more aware of the advertising than the Canadian market.
— The Behavioral media investment was highly efficient at $0.10 per aware household.

— The expansion into the geographically larger Behavioral markets resulted in growth in the number of target households and ad-
aware households.

— The spring/summer campaign influenced travel from all the market groups, with the strongest impacts realized in the Core,
Opportunity, and Road Trip markets.

— Overall, the spring/summer 2025 advertising influenced about 368,000 New Hampsbhire trips, $625 million in visitor spending, and
$38 million in tax revenue.

— As in the past, Core markets are a critical element, accounting for 29% of ad-influenced trips. The Behavioral markets generated
the most trips, but they are also the largest market. They account for 63% of target households and 41% of influenced trips.

— Not only did the Behavioral markets generate the most incremental trips, but the travel from these more distant markets also
resulted in higher average trip spending.

— Expanding into the Behavioral markets ultimately delivered year-over-year growth in ad-influenced trips and visitor spending, with
ROI holding steady despite higher media investment. The 2025 spring/summer tax ROl is $13.

— The Behavioral visitors are more likely than others to go on sightseeing tours, visit historical sites, go hiking/backpacking, and visit
state or national parks - aligning with the targeting criteria and providing evidence that the marketing efforts reached the intended
audience.
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Advertising Awareness
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2025 Overall Awareness by Market

Overall Campaign Awareness

64%
60%
51%
48%
42%
: I

Core Opportunity Road Trip Canada Behavioral Total

« The 2025 spring/summer advertising generated 48% awareness across all markets. This represents slight gains in nearly all
markets since the prior awareness wave, with marketing assets running since the prior July study.

- Despite this being the first year of Behavioral targeting, these markets are more aware of the advertising than the Canadian

market. Much of the region now targeted behaviorally was explored in the spill market last year and awareness was strong,
which could be boosting performance.
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2025 Overall Awareness by Market Group

HH

Core Opportunity Road Trip Canadian Total without Behavioral Total with
Markets Markets Market Markets Behavioral Target Target Behavioral Target

I I

Traveling HHs 2,951,376 1,854,939 2,487,168 729,211 1 8,022,694 13,702,566 | 21,725,260
I I
| |

Awareness 64% 60% 51% 38% : 52% 42% : 48%
] ]
I I

Aware HHs 1,878,928 1,107,811 1,277,890 274,526 : 4,185,579 5,796,580 : 10,335,735
| 1
I I

Media Investment $768,159 $841,340 $564,005 $266,071 : $2,439,576 $575,000 : $3,014,576
| |
| i

Cost per Aware $0.41 $0.76 $0.44 SLOT 1 s087 0.0 1 $0.29

SMARInsights’
spot market
benchmark:

$0.51
per Aware
Household

- The media buy for the Behavioral target was highly efficient at $0.10 in cost per aware household. Among the geographic
targets, the Core market is the most efficient, with a cost per aware household of $0.41.

» These findings reflect some growth in awareness levels from the prior wave. Additionally, the Behavioral target household
size was computed from the survey responses representing those traveling households that always engage in the target
behaviors. This represents a reduction of estimated size by about 6 million target households. Still, this represents a larger

target with excellent efficiency compared to past periods.
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Overall Campaign Awareness

Tracking Awareness Performance

2018 2019 2020 2021 2022 2023 2024 2025
55%
o 18% Target HHs |14,496,273| 16,275,450 | 12,147,318 | 25,765,229 | 27,787,051 | 17,429,050 | 17,442,671 | 21,725,260
43% a44% 43% m X
ne 43% 44% 43% 41% 46% 50% 55% 48%
Awareness
ﬁdH'fware 6,189,099 | 7,239,490 | 5,203,708 | 10,510,535 | 12,841,666 | 8,742,575 | 9,506,881 | 10,335,735
Media
nvestment | 31:794097| 81,817,216 | $849,122 | $2,372,200 | $2,926.52 | $2,448,674 | $2,618,377 | $3,014,576
Cost per
o018 2010 2000 2021 o022 o003 2004 2005 AwareHH | $0-29 $0.25 $0.16 $0.23 $0.23 $0.28 $0.28 $0.29
« When viewed comparatively to prior spring/summer efforts, the expansion to the geographically larger Behavioral markets
resulted in growth in the number of target households. At the same time, reaching this target for the first time, along with a
lower Canadian effort, pushed overall awareness down. There was growth in the number of aware households given a larger
media spend; however, from an efficiency standpoint, the cost per aware household remained nearly constant.
oo
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Media Overlap

» Media overlap decreased this year due to a slightly reduced media budget and a much larger base of target households. The
Behavioral targets were only shown assets in three media formats, which also contributes to lower overlap.

« The 2025 geographic target is a closer comparison to the 2024 campaign in terms of markets. Though overlap decreased
year over year, there is still strong overlap in this audience.

2019 2020 2021 2022

Media Overlap

| 1 Medium
m 2 Media
m 3 Media
4 Media
B 5+ Media

- I

2023 2024 2025 - Geo Target 2025 - Behavioral 2025 - Total

SMAR!nsights
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Advertising Influence & ROI
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Incremental Travel Review

+ SMARInsights’ methodology for measuring advertising influence relies on establishing a base rate of travel.
Certainly, New Hampshire travel would occur even without any paid advertising. Thus, not all visitation, or
even visitation by aware households, is considered 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,
incremental travel is a conservative measure of influence.

] Incremental

Travel
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2024 Spring/Summer Incremental Travel

 The spring/summer campaign
influenced travel from all
markets.

* Qutside of the Core and
Opportunity markets, base rates
of travel are extremely low. This
has historically been true of
Philadelphia.

» Canada unaware travel is lower
than in the past, reflective of
current sentiment toward the
U.S. Interestingly, the campaign
had a positive impact on these
travelers.

* Low levels of Behavioral visitation
are expected due to greater
distances for travelers to
overcome. However, given the
size of this market, this can have
a strong long-term impact.
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cre|

ment > 5.7%
31.0%

25.3%

Core

3.8%

11.2%
7.5%

Opportunity

Visited New Hampshire After
Spring/Summer 2025 Ads Began

5.0%

5.0%

Road Trip
(Philadelphia)

m Unaware Travel

2.6%

3.9%
1.3%
—

Behavioral

Ad-Aware Travel

1.7%

2.1% 3.8%
. 1/0

[ |
Canada

3.6%

10.5%
6.0%

Total

14




2025 Spring/Summer

Ad influenced trips

Core Opportunity (PtI?i(I)::e.II-:)it?ia) Behavioral Canada Total
Target HHs 2,951,376 1,854,939 2,487,168 13,702,566 729,211 21,725,260
Ad Awareness 64% 60% 51% 42% 38% 48%
Ad-Aware HHs 1,878,928 1,107,811 1,277,890 9,796,580 274,526 10,335,735
Incremental Travel 5.7% 3.8% 5.0% 2.6% 1.7% 3.6%
Incremental Trips 106,906 41,568 63,894 150,750 4,718 367,836

As in the past, Core markets are a critical element. Spill markets have been replaced by a Behavioral target which generated
the most trips overall.

The net result is 368,000 incremental visits.
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2025 Spring/Summer

HHs and Influenced Trips by Market

100%

90%

80%

- While Behavioral markets generated the most ad- 70% = Canada
influenced trips, it is important to consider that . = Behavioral
they are the largest market group. In fact, they are
63% of target households and 41% of influenced 50% m Road Trip
trips. (Philadelphia)

- Core markets stand out for contributing an " Opportunity
outsized share of influenced trips relative to their 30% o Core
population.

20%

10%

0%

% HHs % of incremental trips
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2025 Spring Summer
Ad-Influenced Visitor Spending & ROI

This year, domestic travel generally softened in terms volume and room nights. This is illustrated above with all traditional

markets and a slight increase in trip spending (consistent with the excellent performance of upscale properties and weaker
low-end performance).

At the same time, not only did targeting the Behavioral segment generate the most incremental trips, but travel from these

more distant markets also lead to higher trip spending. The result is a Behavioral ROI that is 3 times that of overall
performance.
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Spring/Summer 2025 Tax ROI

 The significant change in strategy relative to the Behavioral markets exhibits enormous potential. The net result is nearly
identical in terms of Tax ROl compared to last year’s result. This effort has long-term potential despite no prior guarantee it
would deliver a first-year return.
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Spring/Summer ROI Tracking

Spring/Summer Spring/Summer Summer Spring/Summer Spring/Summer Spring/Summer Spring/Summer Spring/Summer

2018 2019 2020 2021 2022 2023 2024 2025
Target HHs 14,496,273 16,275,450 12,147,318 25,765,229 27,787,051 17,429,051 17,442,671 21,725,260
Ad Awareness 43% 44% 43% 41% 46% 50% 55% 48%
Ad-Aware HHs 6,189,099 7,239,490 5,203,708 10,510,535 12,841,666 8,742,575 9,506,882 10,335,735
Incremental Travel 6.5% 4.4% 3.1% 4.2% 4.6% 5.7% 4.5% 3.6%
Incremental Trips 399,487 317,107 160,763 438,804 594,332 494,462 427,849 367,836
Avg. Trip Spending
(among ad-aware visitors) $804 $1,042 $1,053 $1,202 $1,312 $1,130 $1,244 $1,700
Ad-Influenced Trip Spending $321,101,120 $330,339,600 $169,243,990 $527,237,760 $779,563,175 $558,680,848 $532,069,285 625,224,798
Media Investment $1,794,097 $1,817,216 $849,122 $2,372,200 $2,926,517 $2,448,674 $2,618,377 $3,014,576
ROI $179 $182 $199 $222 $266 $228 $203 $207
Avg. Taxable Trip Spending
(among ad-aware visitors) $598 $680 $603 $§778 $882 $844 $919 $1.221
g\g::(‘;'i‘r‘]‘;”ced Taxable Trip $238,957,240 $215,567,826 $97,014,255 $341,556,238 $524,184,858 $417,480,042 $393,363,150 $449,263,160
Taxes Generated $21,506,152 $19,401,104 $8,731,283 $30,740,062 $44,555,713 $35,485,804 $33,435,868 $38,187,369
Tax ROI $11.99 $10.68 $10.28 $12.96 $15.22 $14.49 $12.77 $12.67

» Expanding into the Behavioral markets reduced overall ad awareness and incremental travel but ultimately delivered year-
over-year growth in ad-influenced trips and visitor spending, with ROl holding steady despite higher media investment.
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Trip Activities

New Hampshire Trip Activities

52% 52%
0,
48% 48% 46%
40% 40% 40%
25%
19%
13% 13%
Shopping Sightseeing tour Visiting historical sites Hiking or backpacking Dining at locally owned restaurants Visiting a state or national park

m Other Visitors Behavioral Target Visitors from the behavioral markets

« There are some differences in Behavioral visitors compared to others that align with the behavioral criteria.

* Namely, the Behavioral targets are more likely than others to go on sightseeing tours, visit historical sites, go
hiking/backpacking, and visit state or national parks. Shopping and dining are also top activities among this group, but they
do not differ from other visitors in this regard.
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Total Fiscal Year ROI

This section reviews the seasonal
FY2024/2025 results and the total fiscal year
combined results. The FY2024/2025 seasons
include:

— Fall 2024
— Winter 2024/2025
— Spring/Summer 2025
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A relatively large
fall media
investment in 2024
led to strong ad
awareness,
incremental travel,
and ROI.

SMAR!

Fall

Fall

Fall

2022 2023 2024 % Change

Target HHs 21,562,811 17,429,051 17,220,508 -1%
Ad Awareness 37% 43% 48% 1%
Ad-Aware HHs 8,049,391 7,564,316 8,220,915 9%
Incremental Travel 1.3% 1.4% 2.1% 51%
Incremental Trips 105,635 106,641 175,396 64%
Avg. Trip Spending $1,181 $973 $1,144 18%
Ad-Influenced Trip Spending $124,806,730 $103,739,534 $200,666,160 93%
Media Investment $226,338 $206,000 $342,584 66%
ROI $551 $504 $586 16%
Avg. Taxable Trip Spending $827 $701 $851 21%
Ad-Influenced Taxable Trip $87,401,514 §74,765,063 $149,289,383 100%
Spending

Taxes Generated $7,429,129 $6,355,030 $12,689,598 100%
Tax ROI $33 $31 $37 19%




Winter 2024-2025
ad-influenced
visitor spending
and ROI rebounded
from the prior year,
when the results
were suppressed
by poor snow
conditions and an
unfavorable
exchange rate for
the Canadian
markets.

SMAR!

Winter Winter Winter % Change
2022-2023 2023-2024 2024-2025

Target HHs 5,519,065 4,474,498 4,998,863 12%
Ad Awareness 61% 56% 63% 13%
Ad-Aware HHs 3,371,419 2,515,898 3,159,525 26%
Incremental Travel 2.8% 2.5% 2.4% -4%

Ad-Influenced Trips 96,073 64,104 77,362 21%
Average Trip Spending $1,492 $1,288 $1,599 24%
Ad-Influenced Spending $143,382,835 $82,593,685 $123,667,806 50%
Media Investment $406,766 $538,388 $371,670 -31%
ROI $352 $153 $333 118%
Avg. Taxable Trip Spending $1,023 $1,037 $1,125 8%

Ad-Influenced Taxable Spending $98,327,450 $66,445,164 $87,011,635 31%
Taxes Generated $8,849,470 $5,647,839 $7,395,989 31%
Tax ROI $22 $10 $20 90%




Spring/Summer

Expanding the
marketing area to
include the distant
and populous
behaviorally targeted
markets led to some
softening in ad
awareness,
incremental travel,
and ad-influenced
trips — but aiming
targeted ads at a
large group
ultimately resulted
in YOY gains in ad-
influenced trips and
visitor spending.
And with a larger
media investment,
ROl is equal to last
year.
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Spring/Summer

Spring/Summer

Spring/Summer

2023 2024 2025 % Change

Target HHs 17,429,051 17,442,671 21,725,260 25%
Ad Awareness 50% 55% 48% -13%
Ad-Aware HHs 8,742,575 9,506,882 10,335,735 9%
Incremental Travel 5.7% 4.5% 3.6% -20%
Incremental Trips 494,462 427,849 367,836 -14%
Avg. Trip Spending $1,130 $1,244 $1,700 37%
Ad-Influenced Trip Spending $558,680,848 $532,069,285 $625,224,798 18%
Media Investment $2,448,674 $2,618,377 $3,014,576 15%
ROI $228 $203 $207 2%
Avg. Taxable Trip Spending $844 $919 $1,221 33%
Ad-Influenced Taxable Trip $417,480,042 $393,363,150 $449,263,160 14%
Spending

Taxes Generated $35,485,804 $33,435,868 $38,187,369 14%
Tax ROI $14 $13 $13 -1%




Total FY2024/2025 ROI

Accounting for all
FY2024/25
campaigns, the
advertising
influenced $949
million in visitor
spending, $58
million in tax
revenue, and visitor
spending and tax
ROIs of $255 and
$16, respectively.

SMAR!

Ad-Influenced Trips
Avg. Trip Spending (among ad-aware visitors)

Ad-Influenced Trip Spending

Avg. Taxable Trip Spending

Ad-Influenced Taxable Trip Spending

Taxes Generated

Media Investment

ROI
Tax ROI

Fall
2024

175,396
$1,144
$200,666,160

$851

$149,289,383
$12,689,598

$342,584

$586
$37

Winter
2024/2025

77,362
1,599
123,667,806

$1,125

$87,011,635
$7,395,989

$371,670

$333
$20

Spring/Summer

2025

367,836
1,700
625,224,798

$1,221

$449,263,160
$38,187,369

$3,014,576

$207
$13

Total FY
2024/2025

620,594
$1,530
$949,558,764

$1,105

$685,564,178
$58,272,956

$3,728,830

$255
$16



Total FY ROl Comparison

Influenced Trips
Avg. Trip Spending
Influenced Trip Spending

Avg. Taxable Trip Spending
Influenced Taxable Trip Spending
Taxes Generated

Media Spending

ROI
Tax ROI

Total Fiscal Year
2017/2018

604,055
$839
$506,679,581

$586
$353,937,438
$31,854,370

$2,481,988

$204
$13

Total Fiscal Year
2018/2019

636,170
$900
$572,280,741

$583
$370,684,548
$33,361,609

$2,567,179

$223
$13

Total Fiscal Year
2019/2020

555,681
$1,103
$613,102,160

$736
$408,746,075
$36,787,146

$1,545,410

$397
$24

Total Fiscal Year
2020/2021

529,505
$1,101
$583,077,833

$751
$397,603,983
$35,784,358

$2,962,296

$197
$12

Total Fiscal Year
2021/2022

743,727
$1,288
$958,161,359

$871
$647,472,232
$55,035,140

$3,450,473

$278
$16

Total Fiscal Year
2022/2023

696,170
$1,188
$826,870,413

$866
$603,209,006
$51,272,765

$3,081,778

$268
$17

Total Fiscal Year
2023/2024

598,594
$1,200
$718,402,504

$893
$534,573,377
$45,438,737

$3,362,765

$214
$14

Total FY2024/2025 ROl is up compared to last year. The additional fall media investment was fruitful, winter results

rebounded due to better snow conditions, and the spring/summer behavioral targeting effort resulted in some immediate

impact.
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Total Fiscal Year
2024/2025

620,594
$1,530
$949,558,764

$1,105
$685,564,178
$58,272,956

$3,728,830

$255
$16



Appendix:

Spring/Summer ROI
Questionnaire
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Spring/Summer ROl Questionnaire

New Hampshice Tourism
2025 Spring/Summer Ad Effectiveness Wave 2
Auguist 2025

SCREENER MODULE

1. What is your postal/ZIP code?

53, Who in your househald & responsible for making decisions concerning travel destinations?
M
Me and my spouse/partner
My spousefpartner < TERMINATE

52. Pleass indicate which of the following describe you.

5615 TO CLASSIFY BEHANICR TARGETS:

S Hew aften do you do each of the follawing when traveling for leisure?

FOR P4, HAVE THEM RATE NEW HAMPSHIRE IF AT LEAST MOT VERY FAMILLAR AT P2.

P4, How much do you agree that each of these statements describes STATE?

ROTATE Newer Rarely Sometimes

Often Always

Sightaeeing

isiting cultural ar histarical sites

Visiting & museurm

[ROTATE]

Strongly
disagres

Strangly

agree

ROTATE Ve

I regularly use social media like Facsbook, X, Instagram, or TikTok

I mrmally take ot leact one leisure trip & year that invalves an avernight stay or is st least

50 miles Fram hame

Tregularly mgage in same farm of physical exercice like walking, biking or participating in

sports ta help stay healthy

| use wideo streaming services like Prime Video, Disnay=, AppleTy=, Metflix, Max, or Huly

TTike ta travel during the fall b view the thanging [Eaves

| engage in skiing, snowhoarding, and/or other winter activities

I currently planming o have already planned an upcoming lesure trig

|listen te Pandors Radio

TERKMINATE IF TRIP AND PLAN BOTH = 0

S4.What isyourage? [TERMINATE under 18 - aver 65]
S5 Which of the fallowing sacial netwarking sites da you use?
Sefect all thot apphy.

Finterest

Snapchat

Instagram

YouTube

X

Facebook

Travel review sites such as TripAdvisor

TikTak

Other, please specify

Hone of these

Backpacking or hiking

A good place to e

PERCEFTIONE MODULE

PZ. How familiar are you with sach of the follywing states, in tarms of what it has to offer asa place for  leisure trip

or vacation?

Mot atall Nt wery Somewhat

ROTATE|
I ! familiar familiar Famifiar

Wery familiar

New Hampshire

Connecticut

New York

Maine

Massachusetts

Ahode |sland

WVermont

P3. How likely are you to take a leisure trip bo any of the fallowing states in the nest year?

Matatall | Motvery | Somewhat | Wery
[ROTATE] likely likely likely likely

Already planning
& trip

HNew Hampshire

Connecticut

New York

Maine

Massschusetts

Ahade |sland

Vermont

A poad plave to start & carser

i good place to start & business

A good place to attend college

A good plate to purchase & vacation heme

A good place to retire

A gaod place to relacate a business

TRAVEL MODULE

A paod plave to sttend a mesting, conference or trade show

T1. Hawe you traweled to or within amy of the following states for @ leisure trip in 20257 How many trips did you

take ta ar within sach state in 20057

[ROTATE]

States wisited
in 2025

Number of visits
im 2025

MNew Hampshire

Connecticut

New York

Maine

Massachusetts

Ahade |sland

WVermont

None of these

SKIP TO AD SECTION IF HOT HEW HAMPSHIRE VISITOR AT T1.

T2, When in 2025 did you travel to or within New Ham pshire?

January

Fehruary
March
Bpril
May
June

July

Augut

September

SMAR!nsights
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SMAR! SMAR! SMAR!

Mevws wed like to ask pou same questions abaut your mast recent trip ta ar within New Hampshire. T7. Which of the follawing activities did you participate in during your trig to or within New Ham pshire? T11. T better understand your travel habits, we are interested in finding cut the approximate ameunt of money
_ __ _ you and other members of your travel party spent while in New Hampshire on your mast recent trip, Please
N . - ”Il"‘s ar haukpuckuls Wildlife W.ltl.'hlng estimate how much your travel party spent in total on...
T2a. How far in advance did you begin to plan this trip? isting & State &7 AatiBnal ATk Bird watzhing
Less than 1 manth icycli tain biki Scenic d
116 2 months ﬂEiL“':B“' oerle s eng S:h"!':ﬁ'i:;m’ Please complete all fields. Your best estimate is fine. If na expenditures in a categary enter a *0"
3to 4 months fack climbing Galfing
5to & months Harseback riding Shopping Accommadations {indudes campground fees)
;:I’I,"":r::u:““""" Hunting Dining at lacally owned restaurants Food and beverage service
Camping Wisiting & noteworthy bar or nightclub Food stanes
River rafting Farim to table dinner Lucal transpartation & gasoline
T3, Including you, how many peagle were in yeur travel party? Fishing Winery tours Arts, entertainment, and recreation
isiting museums Beer trail o ——
ASKTAFTI =1 ‘Attending a play o concert Farmer s markets/ U-picks/ roatsids stand Y
Attending a festival or fair Canoeing or kayaking
T4, Of those, how many were children under age 187 __ Attending performing arts {music/theater) Baating Gther —
isiting historical sites Total SHOW TOTAL
Tda. What mode(s) of transportation did you use ta travel ta Mew Hampshire? Select all that apply. Dther, pleate specify
Airplane Hone of these T13. How likely are you to recammend a trip to New Ham pshire?
Persanal car/truckfvan Wery likely
Eleeteie pessanal carftruekyvan Samewhat ikely
) ) SHOW THE ACTIVITIES SELECTED IN T7 AND ASK: Rt likely
Rental carftruck/van

Electic rental carftruck/van TE. Of thess activities/attractions, please indicate if there were any that were & major influence when you selected

e the destinatian far this trip. You may chease up to 3.
Bus
Other SHOW NEW HAMPSHIRE REGIONS MAP AND ASK T9.

TS, Which af the following regians did you visit during yaur trip?
TS, How many nights did yau spend in New Hampashire during this trip?
T10. Thinking abaut your everall travel experiencs in New Hampshire on this mast recent trip, would you say it

ASKTEIFTE =0 was_7

Excellent
T6. What type of lodging did you use during your trip? Verygood

Good
Luzury resart hatel 3

Fair

High-end full-carvice hatel
Wbl hotel Poor
Budget hatel ar motel

Rad and breakfast/Inn

Airbinb or ather vacation rental

Camping/RVing

Hame af family ar friends

Wacation home

Other

Strategic Marketing & Fesearch Insig

Strategic Marketing & Research Insig

Strategic Marketing & Research Insig
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SMAR!

AD AWARENESS MODULE

Mt you will be shown some travel advertisements, Please take a moment to view the ads and answer the guestions,

DIGITAL:

BEHAWIORAL TARGETED STATES
I-VAds Master\New ire 202542025 Sp

\OneDrive_1_6-2-2025\Standard Display\Behavioral

SMAR!

CORE, OPPORTUNITY, LONG HAUL MARKETS
I:\Ads Master\New Hampshire\ 202542025 SpringSummer\OneDrive_1_6-2-2025\Standard
Display\Core_Opp_Long Haul

u

VisitSunaer2s_Rehavinrsl Family VisitSummer25_Behavioral_Family_Hi | VisitSummer25_Behaviora

Culture_300x500 King_300x600 1_Friends
Culture_300xE00

5-5_VisitSummer25_Nan Family 5-5_VisitSummer25_Nan Family

B

VisitSummer25_Behavioral_Friends_Hi | yisisSummer25 Behavioral Retargeti

Canoe_300x600 Fire Pit_300x600 5_VisitSummer2s_Retargeting_3
00x600
5
5 _VisitSummer2S_Family_Hiking 3 | 5_VisitSummer25_Family_Kayak_3
004600 00x600

King_200x600 ng_300KE00

CANADA

French

I:yAcls Master\Rew jre| 202512025 $p \OneDrive_1_6-3-2025

Display'\Canada\VisitSummer25_Canada_300x600

Hawve you seen this ar a similar enline ad befare now?
¥es, | have seen this ad befare
N, | have not seen this ad befere

NATIVE:

BEHAVIORAL TARGETED STATES
IhAds MasterNew ire 202542025 Sp A
Display\Behavioral\Native Images\Cultural\USE

_1_6-2-2025\Native

Cultural

SMAR!

IA\Ads Master\New jre|\ 20252025 5p | ive_1_6-2-2025\Native
Display'\Behavioral\Native Images\Hiking\USE
Hiking

: e

11

Hawe you seen any of thess or similar online ads before now?
¥ag, | have seen this ad before
Mo, | have not seen this ad before

SMAR!nsights
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SMAR!

Cultural Mative Video

@ Caen -

hittpsy//vimeo.com/ 1090159827

Hiking Mative Video

@ 1y

hitps/fvimeo.com/ 1090159756

Hawe you seen this ar a similar ad befare now?
Wes, | have seen this ad befare
Mo, | hawe not seen this ad befere

CORE, OPPORTUNITY, LONG HAUL MARKETS
IhAds MasteryNaw Hampshire, 202542025 SpringSummer\ DneDrive_1_5-2-2025\Native
Display\Core_Opp_LongHaufUSE

Hawe you seen any of thess or similar online ads before now?
Wees, | hawve seen this ad before
Mo, | hawe not seen this ad before

Strategic Marketi

SMAR!
NEW YORK TIMES:
CORE, OPPORTUNITY, LONG HAUL MARKETS

I\ Ads Master\New ire\ 202542025 Spr er\OneDrive_1_6-2-2025\New York Times
(Care_Opp_Long Haul)\USE

[T [Ty

Hawe you seen this ar a similar eoline ad befare now?
Was, | have seen this ad before

[

Mo, | hawe not seen this ad before

RICH MEDIA:
BEHAVIORAL TARGETED STATES

Culture

hittps-/ivimeo com/ 1090183166

Hiking

L

hittps:fivimeo com /1090196631

Strategic Marketi

CORE, OPPORTUNITY, LONG HAUL MARKETS

9 o !
hittps-/ivimeo com /1090158707
Hawe you seen this or a similar online ad before now?

e, | have seen this ad before
Mo, | hawe not seen this ad before

T

CORE, OPPORTUNITY, LONG HAUL, CANADA MARKETS

hitps:/fvimeo.com 10902 10818

hittps o fviime o oomy/ 100021 0556

SMAR!

Strategic Marketi
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NEW HAMPSHIRE ONLY:

WMURTV

hittps://vimeo.com /1090214695

hitps:/Vimeo com/1090214373
TV. Have you seen thisor asimilar ad before now?
Yes

No

SOCIAL ADS:
ASKIFS5>0

E\Ads Master\New ire\2025\2025 Spri

SMAR! SMAR!

English

1:\Ads Master\New ire\2025\2025 \OneDrive_1_6-2-2025\Paid Social\Canada\USE

Canach Story

Moy Shory_Engheh Frands

CORE, OPPORTUNITY, LONG HAUL MARKETS
1:\Ads Master\New ire\2025\2025 Spri \OneDrive_
Haul\USE

_6-2-2025\Paid Social\Core_Opp_Long

Have you seen this or a similar social media ad before now?
Yes, | have seen this ad before

_1_6-2-2025\Paid Social\Canada\USE

No, | have not seen this ad before

SMAR!

OOH:

CORE, OPPORTUNITY, LONG HAUL MARKETS
1:\Ads Master\New ire\ 202512025
haul)\USE

_1_6-2-2025\00H (core_opp_long

BOSTON ONLY
:\Ads Master\New Hampshire\2025\2025 SpringSummer\OneDrive_1_6-2-2025\Unique OOH\Bostan\Fenway

R

© 508,000, Vermmttmpaies.

hey vimeo.com/1090502249

MAR!nsights
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SMAR!nsights

SMAR!

PHILADELPHIA ONLY

LAds Master\Mew Hampshire) 202542025 SpringSummer\OneDrive_1_5-2-2025\Unigue 00OH\Fhiladelphia

[y Sy — [ N—

Phifly_ W5, Commplute

Hawve you seen this or a similar ad before now?
Tes
Ma

CORE, OPPORTUNITY, LONG HAUL MARKETS
PRINT:
E:VAds Master\New Hampshire\ 20252025 SpringSummer\OneDrive_1_6-2-2025\Print

Have you seen this ar a similar print ad before now?
Yes
Ha

Strategic Marketi

SMAR!

DEMO MODULE

The following guestions are for classification purpases only so that your responses mivy be grouped with those of
athers.

DL e you currently .7
Married/living 2 married
Divorced/Separated
Widawed
Single/Never married
DX Including you, how many peaple are currently living in your housshold? [IF 1, SKIF TO D4]
D3 Hew many ving in your houssheld are children under the age of 182
D4 Which af the Fellowing categaries represents the st grade of schosl you comaleted?

High seheed or less
Same callegeftechnical schaal
College graduats
Pest-graduste degree

DS, Which of the follawing categories best represents your total annual hausehald incame before taxes?
Lisss than $35,000
35,000 but less than $50,000
50,000 but less than 575,000
£75,000 but less than $100,300
510,000 but less than $150,000
$150,000 but less than $200,000
£200,000 ar mare

DE. Which of the following best describes your race or ethnicity? Are you 7
Select all that oppiy.

ke

Hispanic or Latino

Black or African American

Asian

American Indian or Alaska Native

Middle Castern ar North African

MNative Hawaiian or Other Pacific lslander

D7. What is your preferred gender idenity 7
Male
Female
DOther
Prefar nat to answer

Strategic Marketing & Research Insights
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