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Promoting New Hampshire Tourism



Mission

• The Division of Travel and Tourism 

Development plays the central role in shaping 

and promoting the New Hampshire image, 

laying the groundwork for generating visitor 

interest in the state and response to industry-

specific promotion.  

• In essence, the Division is the steward of the 

New Hampshire tourism brand.



New Hampshire’s Image as a Travel Destination*

New Hampshire has an image, in key markets, that closely mirrors 

its impressive product line.

New Hampshire fares well in the following areas

• Scenery/natural beauty

• Access to mountains

• Lakes/rivers

• Parks and forests

• Quaint towns/villages

• Outdoor activities

• Value for time and money

• High quality accommodations

• Family-oriented activities and 
attractions

Two key opportunities

 New Hampshire can be successfully positioned in key markets 

as a premier New England family destination.

 New Hampshire can be positioned as offering superior access to 

outstanding scenery and year-round outdoor activities/recreation.

*Source: 2003, Gilstrap Study “Potential for Tourism” (handout included)



Key Markets

• Domestic

– Northeast with specific focus on

• New York

• Philadelphia

• Boston

• International

– Canada

– UK, Germany, Ireland, France



Target Audiences

• Potential/current visitors from outside 
the state
– Adults 25-54 with household income $100,000+ 

traveling with children

– Adults 25-54 with household income $100,000+ 

traveling without children

– Adults 55+ with household income $75,000+ 

traveling with or without children



What drives New Hampshire Tourism?

• Unique, authentic experiences 

– outdoor recreation activities such as 

hiking, biking, camping, winter sports

– attractions such as Currier Museum, 

Canterbury Shaker Village, Strawbery 

Banke, Canobie Lake Park, Santa's 

Village, Clark's Trading Post and many 

more



Activity Clusters

• New Hampshire’s many authentic New 

England experiences have been 

clustered into niches for the purposes of 

defining and marketing NH to visitors.



Activity Clusters*

•Action and Adventure

•Birds & Beasts

•Farms & Flowers

•Maple Sugaring

•Food, Glorious Food

•Mills & Main Streets

•Natural Splendors

•Wine & Cheese Trail

•Winter Wonderlands

•Fabulous Finds

*See Appendix A for complete descriptions



Marketing



DTTD Update to Industry
Presented at 2009 Governor’s Conference on Tourism



Fall / Wine & Cheese

Lead image

(scenic beauty)

Inset images

(range of experiences)

Body copy

(detailed experience)

Listing of web site 

resources

Logo and call-to-action

Brand elements 

“texture” & fonts

Headline

Fact

(unique to NH)



Fall / Camping



Fall Events Guide (printed piece)
Fall Foliage Report (online)

Online banner ad

Wine & Cheese Trail (pdf & online)

Web site (visitnh.gov)

Fall Promotions



Summer / Action & Adventure



Summer / Dream Vacation Promotion



Summer / Dream Vacation Promotion



Promotional Materials



International / Action & Adventure, Natural Splendors



Winter / Winter Wonderlands



Winter / Natural Splendors



Questions?


