SUMMER 2010 CONVERSION STUDY
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EXECUTIVE SUMMARY

Background/Introduction

In a continuing effort to help gauge the effectiveness of its marketing programs, The New Hampshire Division of Travel and Tourism Development (DTTD) conducted broad-based inquirer research for the Summer 2010 season.  Research focused on three geographic markets that have been important targets of advertising and promotional efforts – the three Designated Marketing Areas (DMAs) of Boston, New York and Philadelphia.

There were several research objectives:

● 
Identify the most influential sources of information used by potential visitors when evaluating New Hampshire as a possible travel destination.

●
Determine the “conversion rate” (percentage of people making inquiries who actually visited New Hampshire).

●
Document the nature of travel party visits to New Hampshire (party size, incidence of group travel/overnight stays, length of trip, and total expenditures).

●
Quantify the likelihood of visiting New Hampshire during future seasons.

Methodology

A questionnaire was developed to be administered online to a sample of people who had made an inquiry and requested a New Hampshire Guidebook during the months of January through June, 2010, perhaps in anticipation of visiting New Hampshire during the summer months (June, July, August). A total of 3276  names were selected from those who reside in each of the three geographic markets and made an inquiry of some type (calling an 800# in a print, television, or newspaper ad; returning a “reader service” card in response to a magazine ad; responding to an email newsletter; accessing DTTD’s consumer website; or simply writing/calling DTTD independent of seeing/hearing any advertising).  While a total of 373 responses were received representing an overall response rate of 11.4%, not all respondents indicated their state/zip code.  Therefore, for purposes of report presentation, only those respondents able to be classified by DMA (333) are included. 

A copy of the survey instrument is included in the Appendix.  The general process was first to 

ask what may have influenced people to think about/request information about New Hampshire 

and then, after they had received the Guidebook and/or visited the website, ask whether such 

information influenced or reinforced their decision to visit the state.

Report Format
The format for this report will be to present responses to each question for each of the following 

geographic markets:

· Boston DMA

· New York DMA

· Philadelphia DMA


· New Hampshire – Responses from NH residents (technically included as part of the Boston DMA) are reported separately.  While not originally intended as targets for this survey, their responses were felt to be of interest.
Major Research Findings

Respondent Demographics

●
With regard to the age distribution of the respondents, there was very little difference observed in the age distributions between travel information requesters and decision makers.  Those residing in the Philadelphia and Boston DMAs, however, were generally younger than their counterparts while those residing in NH and the NY DMA were reportedly older.  (Tables 1 & 2)

●
With regard to gender, while actual travel decisions were often made “jointly”, females were more apt to be involved in requesting the travel information.  The role of males as decision makers ranged from a low of 10% among NH residents to a high of 29% among those in the Boston DMA.  (Tables 3 & 4)

●
Those residing in the NY DMA reported the highest proportion of incomes over $100,000 (a particular target of DTTD marketing efforts) than their counterparts in other regions.  (Table 5)

New Hampshire Travel Information

● 
The most influential source of information cited in respondents’ decision to request a  New Hampshire Guidebook and/or opt-in for the e-newsletter was “prior travel to New Hampshire”.  DTTD’s website (www.visitnh.gov) and “recommendations from friends and relatives” rounded out the top 3 sources.  (Table 7)

●
The types of information requests varied somewhat by geographic market.  Filling out a request form on DTTD’s website topped the list for all geographies.  Those in the Boston DMA reported relatively more mention of “email newsletter and conducting a “Google” search on the web.  Viewing an electronic version of the NH Guidebook on DTTD’s website and then requesting a printed version was mentioned most often by  respondents from the Philadelphia DMA.  (Table 8)

●
The vast majority of all respondents reported accessing DTTD’s website at some time during their search for travel information – mostly by “clicking through” from a search engine.  (Table 9)

●
Regarding the “most compelling aspect” of DTTD’s promotional efforts, there were   noticeable differences by geographic market.  Those residing in the Boston DMA were more responsive to the notion that New Hampshire offers a variety of activities for the whole family and outdoor activities/adventures.  Those residing in the more distant markets reported higher incidences of associating “an authentic New England experience” with New Hampshire.  (Table 10)

New Hampshire Visitation

●
While the “conversion rate” (the percentage of those making an inquiry who actually visited New Hampshire during the Summer of 2010) was quite high among Boston DMA respondents (84%), the percentage dropped off noticeably for those in more distant markets – NY and Philadelphia  DMAs (67%).  (Table 11) 

●
The incidence of first-time visitors increased in direct relation to distance from  New Hampshire ranging from a low of 1.7% among Boston DMA visitors to a high of 40% among visitors from the Philadelphia DMA.  (Table 15)

●
Regarding future travel to New Hampshire over the next year, respondents reported the greatest likelihood of visiting during the summer months followed by the fall.   Aside from NH residents, those residing in the Boston DMA were more likely to visit during any season (summer, fall, winter, spring) than those residing in the more distant markets.  (Table 17)

●
The three reasons most frequently cited for not visiting New Hampshire during the Summer of 2010 were: personal/family reasons, lack of vacation time, economic reasons. (Table 19)

Influence of Advertising/Promotion

●
The vast majority (84%) of visitors residing in all geographic markets reported that DTTD’s advertising and promotional materials either “influenced” or “reinforced” their decision to visit New Hampshire during the Summer of 2010.  (Table 12)

●
With regard to specific advertising/promotional materials, the greatest influence of the NH Guidebook was reported by those residing in the Philadelphia DMA , followed by those in the Boston DMA.  Comparatively greater influence of the DTTD website (www.visitnh.gov)  was reported by those in NH and the NY DMA. (Table 13)

Travel Party Characteristics

●
In terms of overnight travel party characteristics, the average travel party size was noticeably larger (4.2) for those visiting from the Boston DMA than for those visiting from the more distant markets.  The number of NH days generally ranged from 6.3 to 6.8 with the exception of Philadelphia DMA (5.0).  Aside from NH residents, the average total spending per person/per day was lowest for visitors from the Boston DMA ($41) and highest Philadelphia area visitors ($81).  (Table 18)

Conclusions/Implications

A review of the research findings in this report confirms findings from previous conversion 

studies:

● 
Conversion rates are highly correlated with distance – generally, the greater the distance from New Hampshire, the lower the incidence of visiting.


●
DTTD’s website (www.visitnh.com) continues to be a leading generator of inquiries and plays a very influential role in the decision-making process regarding visitation.  The vast majority of such inquirers reportedly “clicked through” from a search engine.
●
There appears to be opportunity for growth in visitation during the “other” seasons (Fall, Winter, Spring) – particularly from those residing outside New England.

Insight into the perception of DTTD’s collective advertising and promotional efforts continues to be obtained from a question about its “most compelling aspect”.  It was noticeable, that while respondents from all markets seemed to share the perception that New Hampshire is a good place to vacation, other differences are noticeable by geographic market.  These findings provide an indication of which images/messages seem to “resonate” best with visitors and may be useful in targeting advertising/promotion to these geographic markets in the future.

●
Those residing in the Boston DMA were reportedly much more responsive to the notion that New Hampshire offers activities for the whole family and outdoor activities/adventures.  These same respondents, however, reported noticeably lower incidences of associating “an authentic New England experience” with New Hampshire than respondents from either the New York or Philadelphia DMAs. 
●
This same analysis indicates that neither New Hampshire’s  State Parks and Campgrounds, its Wine and Cheese Trail, nor its attraction as a Romantic Getaway register highly as a “compelling reason” to visit.  

Given the great importance of “prior travel to New Hampshire” as a factor in deciding to visit which has been documented by numerous research studies and given the knowledge that it is considerably less expensive to retain a customer than to obtain a new one, the importance of visitor satisfaction is paramount.  While it appears that New Hampshire “scores” well in this regard, it is recommended that specific research be conducted to gauge visitor satisfaction with regard to various aspects of the visitor experience that might affect the willingness of the significant base of first-time visitors (22-40% in more distant markets) to make a return visit.

RESPONDENT DEMOGRAPHICS

Age Distribution

Respondents were asked to indicate the age of the person in their travel party who requested travel information as well as the age of the person considered the decision maker.  Tables 1 and 2  summarize the responses which indicate that while there was little difference observed in the age distributions between information requesters and decision makers, respondents residing in the New York  DMA and New Hampshire were generally older than their counterparts from the Philadelphia DMA.
Table 1

Distribution of Travel Information Requesters by Age Group

	Age Group
	Boston

 (n=68)
	New York (n=150)
	Philadelphia (n=56)
	
	New Hampshire (n=53)

	
	
	
	
	
	

	18 – 24
	  4.4
	    .7
	  3.6
	
	-

	25 – 34
	10.3
	  6.0
	  7.1
	
	  7.5

	35 – 44
	23.5
	16.0
	23.2
	
	17.0

	45 – 54
	16.2
	26.0
	21.4
	
	24.5

	55 – 64
	27.9
	30.7
	28.6
	
	26.4

	65 or more
	17.7
	20.6
	16.1
	
	24.6

	
	
	
	
	
	

	Total
	100.0%
	100.0%
	100.0%
	
	100.0%


	Table 2

	Age Distribution of Travel Decision-Makers

	
	
	
	
	
	
	
	

	Age Group
	Boston

 (n=68)
	New York (n=143)
	Philadelphia (n=54)
	
	New Hampshire (n=47)

	
	
	
	
	
	

	18 – 24
	  3.2
	    -
	  3.7
	
	-

	25 – 34
	11.1
	  7.0
	  9.3
	
	  8.5

	35 – 44
	25.4
	16.1
	24.1
	
	21.3

	45 – 54
	17.5
	27.3
	24.1
	
	25.5

	55 - 64
	27.0
	28.6
	27.8
	
	25.5

	65 or more
	15.8
	21.0
	11.0
	
	19.2

	
	
	
	
	
	

	Total
	100.0%
	100.0%
	100.0%
	
	100.0%


Gender Distribution 

In a similar vein, respondents were asked to indicate the gender of the person responsible for requesting travel information as well as the gender of the person considered the travel decision maker.  Tables 3 and 4 summarize the responses which indicate that while actual travel decisions were often made “jointly”, females were more apt to be involved in requesting the travel information.  The role of males as decision maker ranged from a low of 10% among NH respondents to 29% for those in the Boston DMA.
	Table 3

	Gender of Travel Information Requesters



	Gender
Boston

 (n=69)

New York (n=150)

Philadelphia (n=56)

New Hampshire (n=53)
Male
31.9
34.0
35.7
26.4
Female
60.9
48.7
41.1
60.4
Joint Decision
7.2
17.3
23.2
13.2
Total
100.0%
100.0%
100.0%
100.0%

	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	Table 4
Gender of Travel Decision-Makers
Gender
Boston

 (n=62)

New York (n=135)

Philadelphia (n=54)

New Hampshire (n=49)
Male
29.0
21.5
25.9
10.2
Female
32.3
29.6
20.4
34.7
Joint Decision
38.7
48.9
53.7
55.1
Total
100.0%
100.0%
100.0%
100.0%

	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	


Annual Household Income

Respondents were asked about their total annual household income before taxes.  As indicated in 

Table 5, those from the New York DMA reported the highest proportion of incomes over
$100,000 (a particular target of DTTD marketing efforts) than their counterparts in other regions.
Table 5

Distribution of Respondents by Annual Household Income

	Income Group
	Boston

 (n=57)
	New York (n=136)
	Philadelphia (n=49)
	
	New Hampshire (n=43)

	
	
	
	
	
	

	< $35,000
	  8.8
	  4.4
	 12.2
	
	23.3

	$35-$49,999
	28.1
	  9.6
	 16.3
	
	14.0

	$50-$74,999
	19.3
	17.6
	16.3
	
	34.7

	$75-$99,999
	21.1
	19.1
	16.3
	
	14.0

	$100-$149,999
	10.5
	26.5
	22.6
	
	  9.3

	$150,000 +
	12.2
	22.8
	16.3
	
	  4.7

	
	
	
	
	
	

	Total
	100.0%
	100.0%
	100.0%
	
	100.0%


NEW HAMPSHIRE TRAVEL INFORMATION

Sources of Information Evaluated

Respondents were provided a list of information sources and asked to indicate which ones helped them to consider New Hampshire as a possible travel destination during the Summer of 2010.  The responses, presented in Table 6, indicate that:

● 
“Prior travel to New Hampshire” topped the list (particularly for Boston DMA respondents).

●
DTTD’s website (www.visitnh.gov)  was the second most-mentioned source of information evaluated.

●
“Recommendations from friends/relatives” and “web searches” rounded out the top four sources.

●
“Individual Attractions and Lodgings” were cited more by those in the Boston DMA while “Activity-specific organizations” were cited much more frequently by those in New Hampshire.
●
“Magazine ads and stories” were cited noticeably more frequently by those by residents of New Hampshire.

Table 6

Sources of Information Helping to Consider
New Hampshire as Travel Destination

	Information Source
	Boston

 (n=69)
	New York (n=153)
	Philadelphia (n=56)
	
	New Hampshire (n=53)

	
	
	
	
	
	

	Prior travel to NH
	89.9
	66.0
	51.8
	
	67.9

	Visited ww.visitnh.gov
	49.3
	52.3
	55.4
	
	62.3

	Recomm. from friends/rel.
	43.5
	32.0
	35.7
	
	37.7

	Searched the web
	33.3
	29.4
	14.3
	
	30.2

	Indiv. attr./lodging
	29.0
	13.7
	23.2
	
	20.8

	NH email newsletter
	21.7
	12.4
	12.5
	
	26.4

	Travel Guides
	18.8
	25.5
	28.6
	
	26.4

	Activity-specific org.
	18.8
	13.1
	  7.1
	
	28.3

	Magazine ad
	17.4
	13.7
	16.1
	
	24.5

	Magazine story
	10.1
	 7.2
	 7.1
	
	26.4

	Television ad
	 8.7
	 4.6
	-
	
	 1.9

	Television story
	 8.7
	 3.3
	 5.4
	
	13.2

	Saw ad on websites
	 7.2
	 2.6
	 5.4
	
	13.2

	Newspaper story
	 7.2
	   .7
	 1.8
	
	 7.5

	Newspaper ad
	 5.8
	 2.0
	-
	
	13.2

	Radio story
	 2.9
	-
	-
	
	 3.8

	Transit poster
	-
	  .7
	 1.8
	
	-

	
	
	
	
	
	


Note:  Percentages add to more than 100% due to multiple mentions.

Most Influential Information Source

Respondents were next asked to indicate the ONE source of information that was the most influential in leading them to request a New Hampshire Guidebook and/or opt-in for the e-newsletter.  Table 7 summarizes the responses which indicate that, again, “prior travel to New Hampshire” topped the list for respondents from the Boston DMA and New Hampshire.  Visits to DTTD’s website (www.visitnh.gov), however, reportedly played a noticeably more influential role for those in the Philadelphia DMA and New Hampshire.    

Table 7

Most Influential Information Source

When Requesting NH Guidebook

	Information Source
	Boston

 (n=49)
	New York (n=86)
	Philadelphia (n=34)
	
	New Hampshire (n=31)

	
	
	
	
	
	

	Prior travel to NH
	51.0
	30.2
	26.5
	
	19.4

	Visited www.visitnh.gov
	14.5
	27.9
	44.1
	
	32.3

	Recom. from friends/rel.
	10.3
	  4.7
	 5.9
	
	-

	Searched the web
	  4.1
	  5.8
	-
	
	 6.5

	Indiv. attractions./lodging
	-
	  4.7
	  2.9
	
	 3.2

	NH email newsletter
	  4.1
	  2.3
	-
	
	  6.5

	Travel Guides
	 2.0
	  4.7
	 5.9
	
	  3.2

	Activity-specific org.
	 2.0
	  5.8
	 2.9
	
	12.9

	Magazine ad
	 2.0
	  5.8
	 2.9
	
	 3.2

	Magazine story
	-
	  1.2
	 5.9
	
	 3.2

	Television ad
	 2.0
	-
	 2.9
	
	 6.5

	Saw ad on websites
	 2.0
	-
	-
	
	-

	Newspaper ad
	 2.0
	-
	-
	
	-

	Newspaper story
	 2.0
	-
	-
	
	-

	Television story
	-
	-
	-
	
	-

	Radio story
	-
	-
	-
	
	-

	Transit poster
	-
	-
	-
	
	-

	Other
	2.0
	6.9
	-
	
	3.2

	
	
	
	
	
	

	Total
	100.0%
	100.0%
	100.0%
	
	100.0%


Type of Information Request

Respondents were provided a list of means by which they may have requested a New Hampshire Guidebook and/or opt-in for the e-newsletter and asked to indicate which ONE they actually used.  Results are presented in Table 8 and are summarized below:

● 
“Filling out a request form on DTTD’s website (www.visitnh.gov) topped the list for all geographies.

 ●
E-mail newsletters were cited more noticeably by those in the Boston DMA. 

●
“Googling” the web and clicking on the NH Guidebook website listing was reported noticeably more by those in the Boston and New York DMAs.  

●
“Viewing an electronic version of the NH Guidebook on DTTD’s website (www.visitnh.gov) and then requesting a printed version was mentioned noticeably more by respondents from the Philadelphia DMA and less so by those in the Boston DMA.

Table 8

Means of Requesting NH Guidebook/Opt-in for E-Newsletter

	Request Type
	Boston

 (n=69)
	New York (n=153)
	Philadelphia (n=56)
	
	New Hampshire (n=53)

	
	
	
	
	
	

	Filled out online request form
	30.4
	31.4
	50.0
	
	45.4

	E-mail newsletter
	20.3
	  5.9
	  5.4
	
	  9.4

	“Google” search
	15.9
	13.7
	  5.4
	
	  7.5

	View online/req. print version
	  8.7
	13.1
	17.7
	
	13.2

	Req. DTTD/no advertising
	  5.8
	11.1
	  5.4
	
	  7.5

	Magazine reader service card
	  5.8
	  7.2
	  3.6
	
	11.3

	Travelinfomation.com
	  2.9
	  3.9
	  1.8
	
	  1.9

	800# in magazine ad
	  1.4
	  5.2
	  7.1
	
	-

	800# in newspaper ad
	  1.4
	-
	-
	
	-

	Clicked on website ad
	-
	  3.9
	  1.8
	
	-

	800# in television ad
	-
	  1.3
	-
	
	  1.9

	Other
	  7.4
	  3.3
	  1.8
	
	  1.9

	
	
	
	
	
	

	Total
	100.0%
	100.0%
	100.0%
	
	100.0%


Incidence of Accessing NH Travel Office Website

Respondents were asked if they at any time accessed the NH Travel Office (DTTD) website 

(www.visitnh.gov) during their search for travel information and if so, how they got to the site.

Table 9 summarizes the responses which indicate that the vast majority of respondents did in fact 

access the website.  Two-thirds to three quarters of those accessing it reported “clicking through” 

from a search engine.  The incidence of reportedly entering the site name directly into their 

web browser ranged from 14% for respondents in the Philadelphia DMA to 33% for those 

residing in New Hampshire.  

	Table 9

	Incidence of Accessing NH Travel Office Website (www.visitnh.gov)

	
	
	
	
	
	
	
	

	
	Boston

 (n=69)
	New York (n=153)
	Philadelphia (n=56)
	
	New Hampshire (n=53)

	
	
	
	
	
	

	% reported accessing
	79.7
	85.0
	87.5
	
	90.6

	
	
	
	
	
	

	Means of accessing
	(n=55)
	(n=130)
	(n=49)
	
	(n=48)

	
	
	
	
	
	

	“Clicked through” from search engine
	69.1%
	65.4%
	77.6%
	
	56.2%

	Entered sited directly into web browser
	21.8%
	23.8%
	14.3%
	
	33.3%

	“Clicked through” from ad on Internet
	16.4%
	5.4%
	8.2%
	
	6.2%

	
	
	
	
	
	



Note:  Percentages add to more than 100% due to multiple mentions
Most Compelling Aspect of Promotional Efforts

Respondents were provided with several different phrases and asked, “What do you remember as being particularly compelling about the advertisement, website, or promotional materials that prompted you to make an inquiry about visiting New Hampshire”?  The idea behind this question was to determine which images/messages “resonated” the most with potential visitors.  Table 10 summarizes the responses which indicate some noticeable differences by DMA:

● 
Those residing in the Boston DMA were more responsive to the notion that New Hampshire offers a variety of activities for the entire family and outdoor activities/ adventures.
●
Those residing in the more distant markets reported higher incidences of associating “an authentic New England experience” with New Hampshire.  

●
Respondents in the Philadelphia DMA reported the highest incidence of associating the phrase “Good place to vacation” with New Hampshire.
Table 10

Most Compelling Aspect of Promotional Efforts

	Compelling Aspect
	Boston

 (n=69)
	New York (n=153)
	Philadelphia (n=56)
	
	New Hampshire (n=53)

	
	
	
	
	
	

	Variety of family activities
	29.0
	20.3
	12.5
	
	15.1

	Outdoor activities/advent.
	23.2
	19.6
	16.1
	
	26.4

	Authentic NE experience
	11.6
	15.0
	19.6
	
	13.2

	Quaint cities & towns
	10.1
	  9.8
	10.7
	
	13.2

	Good place to vacation
	10.1
	16.3
	21.4
	
	15.1

	State Parks/campgrounds
	  7.2
	  3.9
	  3.6
	
	  5.7

	Romantic Getaway
	  4.3
	  2.0
	  1.8
	
	-

	Wine & Cheese Trail
	  1.4
	  2.0
	  3.6
	
	-

	Other
	  3.1
	11.1
	10.7
	
	11.3

	
	
	
	
	
	

	Total
	100.0%
	100.0%
	100.0%
	
	100.0%


NEW HAMPSHIRE TRAVEL

Visit New Hampshire?

All respondents were asked, “Did you or members of your household travel to New Hampshire during the summer months (June, July, August) of 2010”?   The responses (Table 11) show how “conversion rates” (the percentage of people making an inquiry that actually visited New Hampshire) varied by geographic region and type of inquiry.

● 
While the incidence of visitation from respondents residing in Massachusetts was quite high (84%), the percentage dropped off to 67% for those residing in more distant markets.
	Table 11

	Visit New Hampshire, Summer 2010?

	
	
	
	
	
	
	
	

	
	Boston

 (n=69)
	New York (n=153)
	Philadelphia (n=56)
	
	New Hampshire (n=53)

	
	
	
	
	
	

	% Indicating “Yes”
	84.1
	67.3
	67.9
	
	96.2


Influence of Promotional Materials

Visitors to New Hampshire were asked to think back to the time when they requested travel information and to indicate the relative role that the advertising and promotional material (broadcast, print, or web-based) played in their decision to visit.  As indicated in Tables 12 and 13…

●
The incidence of “influencing” or “reinforcing” a decision to visit was in the range of 84% for those residing in all markets.  

●
Those residing in the Philadelphia and Boston DMAs reported comparatively greater influence of the Official NH Guidebook.

●
Comparatively greater influence of DTTD’s website (www.visitnh.gov) was reported by those residing in the New York DMA and New Hampshire.
Table 12

Relative Influence of Promotional Materials

On Decision to Visit NH, Summer 2010
	Relative Influence
	Boston

 (n=58)
	New York (n=103)
	Philadelphia (n=38)
	
	New Hampshire (n=51)

	
	
	
	
	
	

	Influenced decision to visit
	17.2
	19.4
	18.4
	
	21.6

	Reinforced feelings about visiting
	67.2
	65.0
	65.8
	
	60.8

	Already decided/

no influence
	15.6
	15.6
	15.8
	
	17.6

	
	
	
	
	
	

	Total
	100.0%
	100.0%
	100.0%
	
	100.0%


	Table 13

	Most Influential Advertising/Promotional

	Materials on Decision to Visit NH, Summer 2010

	
	
	
	
	
	
	
	

	Most Influential
Boston

 (n=58)

New York (n=103)

Philadelphia (n=38)

New Hampshire (n=51)
Official NH Guidebook
51.7
43.7
63.2
37.3
Website (www.visitnh.gov)
32.8
43.7
26.3
47.1
Advertising
15.5
12.6
10.5
15.6
Total

100.0%

100.0%

100.0%

100.0%


	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	


Conversion Rate Analysis

Using the survey statistics from the two previous tables, Table 14 provides a more complete 

conversion rate analysis for the Summer of 2010:

(1) the percentage of people who made an inquiry and visited New Hampshire (“gross conversion”

(2) the percentage of people who were “influenced” to visit by the advertising/ promotional materials or whose decision was “reinforced” by the materials

(3) the percentage of people who made an inquiry and were influenced by the advertising and promotional materials to visit, or whose decision was “reinforced” by the materials (“net conversion”)

Table 14

Conversion Rate Analysis

	
	Boston

 
	New York 
	Philadelphia 
	
	New Hampshire 

	
	
	
	
	
	

	(1) “Gross” conversion rate
	84.1
	67.3
	67.9
	
	96.2

	(2) % influenced/reinforced
	84.4
	84.4
	84.2
	
	82.4

	(3) “Net” conversion rate
	71.0
	56.8
	57.2
	
	79.3

	
	
	
	
	
	


As noted above and in previous research, distance appears to have affected the respective  conversion rates as evidenced by the lower percentages for the New York and Philadelphia DMAs.   It is important to realize that the calculated conversion rates are estimates that, on the one hand, may overestimate the true incidence of visitation since those who actually visited were  thought to have been more likely to participate in the survey.  Conversely, these statistics may under-estimate the true incidence of visitation since a number of respondents indicated they expected to visit in the Fall season, despite not visiting during the Summer.  It should be noted again that only those who requested a Guidebook were surveyed and that there are other DTTD promotional activities that may have convinced people to visit.
First Visit?

Those who indicated they did visit New Hampshire during the summer months of 2010 were 

asked if this had been their first visit to the state.  As indicated in Table 15…

● 
With regard to geographic markets, the incidence of first-time visitation reportedly  increased in direct relation to distance from New Hampshire as visitors from the Philadelphia DMA reported 39.5% while those from the Boston DMA reported 1.7%.

Table 15

First Visit to New Hampshire?

	
	Boston

 (n=58)
	New York (n=103)
	Philadelphia (n=38)
	
	New Hampshire (n=51)

	
	
	
	
	
	

	% Indicating “Yes”
	1.7
	22.3
	39.5
	
	3.9


Member of Group Tour?

As indicated in Table 16, there was minimal incidence of visitors being a member of a group 

tour. 

	Table 16

	Member of Group Tour?

	
	
	
	
	
	
	
	

	
	Boston

 (n=58)
	New York (n=101)
	Philadelphia (n=38)
	
	New Hampshire (n=51)

	
	
	
	
	
	

	% Indicating “Yes”
	3.4
	1.9
	-
	
	1.9


Likelihood of Future Visits

Using a scale of 1 to 5, where 1 = “Not at all Likely” and 5 = “Very Likely”, all respondents were asked to indicate the likelihood they will visit New Hampshire during each of the four upcoming seasons.  The data in Table 17 indicate that Summer is the most popular season for visiting and (aside from NH residents) those residing in the Boston DMA were more likely to visit in future seasons than those residing in the more distant markets.

	Table 17

	Likelihood of Future Visits to New Hampshire by Season

	Scale: 1 to 5, where 5 = "Very Likely"

	Season
Boston

(n=67)

New York (n=129)

Philadelphia (n=54)

New Hampshire (n=51)
Fall 2010
4.0
2.8
2.5
4.8
Winter 2010/11
3.2
2.2
2.0
4.3
Spring 2011
3.4
2.7
2.6
4.4
Summer 2011
4.5
3.9
3.8
4.8

	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	


CHARACTERISTICS OF OVERNIGHT TRAVEL PARTIES

Party Size/Length of Stay/Expenditures

Since a major DTTD marketing objective is to encourage overnight visits, and the vast majority of visitors during the Summer of 2010 reportedly did stay overnight in New Hampshire, further analysis of travel party characteristics will focus on overnight visitors.  Specifics are presented in Table 18.

● 
The average travel party size was reportedly noticeably larger (4.2) for those visiting from the Boston DMA than for those visiting from the more distant markets.  This seemed primarily attributable to the inclusion of more children.

● 
With respect to the number of days spent in New Hampshire, the average was generally 6.3-6.8 with the exception of those in the Philadelphia DMA (5.0)
● 
Aside from NH residents, the average total spending per person/per day was lowest for visitors from the Boston DMA ($41) and highest for Philadelphia area visitors ($81).

Table 18

Characteristics of Overnight Travel Parties

	
	Boston

 (n=52)
	New York (n=97)
	Philadelphia (n=35)
	
	New Hampshire (n=44)

	Average Size of Travel Party
	
	
	
	
	

	# Adults
	2.9
	3.0
	2.9
	
	2.7

	# Children
	1.3
	  .9
	  .8
	
	  .8

	Total
	4.2
	3.9
	3.7
	
	3.5

	Average Length of Trip
	
	
	
	
	

	# NH Days
	6.8
	6.3
	5.0
	
	6.6

	# Days Other States
	2.4
	1.8
	2.5
	
	3.2

	Total
	9.2
	8.1
	7.5
	
	9.8

	
	
	
	
	
	

	Average total spending – NH
	$1182.83
	$1684.34
	$1491.93
	
	$785.66

	
	
	
	
	
	

	Average total spending – NH

 Per person/per day
	$41.42
	$68.55
	$80.64
	
	$34.01


NON-VISITOR INFORMATION

Reasons for Not Visiting New Hampshire – Summer, 2010
Those who indicated they did not visit New Hampshire during the Summer of 2010 were 

provided a list of possible reasons and asked which ones applied to their decision.  As indicated 

in Table 19, the most frequently mentioned reasons were:

● 
Personal/family reasons
● 
Lack of vacation time
● 
Economic reasons
	Table 19
	

	Reasons for Not Visiting New Hampshire, Summer 2010
	

	(# Mentions)
	

	Reason
Boston

New York 

Philadelphia 

New Hampshire 
Personal/family reasons
12
20
6
4
Lack of vacation time
11
16
7
6
Economic reasons
9
15
7
4
Chose other destination
6
14
3
5
Vacationed closer to home
2
6
2
2
Lack of accommod. Desired
1
3
-
4
Information rec’d too late
-
2
-
1

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	

	Other reasons mentioned: Plan to visit in Fall (13)

	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	


APPENDIX

 SEQ CHAPTER \h \r 1

STATE OF NEW HAMPSHIRE


DEPARTMENT of RESOURCES and ECONOMIC DEVELOPMENT


DIVISION of TRAVEL and TOURISM DEVELOPMENT

P.O. Box 1856, Concord, NH 03302-1856

Greetings:

The Division of Travel & Tourism Development is conducting research on the tourism industry in New Hampshire.  Your name has been selected from the thousands who requested vacation and travel information during the months of January through June 2010 perhaps in anticipation of visiting New Hampshire during this past summer season.

We ask for a few minutes of your time to answer the questions in this survey.  Your participation is very important whether or not you actually did travel to New Hampshire this past summer.

While all information will be held in the strictest of confidence and used for statistical purposes,  respondents completing the survey will be eligible for a drawing for a $250 gift certificate redeemable to either Amazon.com or NH Made.

We thank you in advance for your cooperation and your interest in the State of New Hampshire.

Sincerely,

Lori Harnois
Interim Director, NH Division of Travel & Tourism

NEW HAMPSHIRE TRAVEL INFORMATION

1.
Which of the following sources of information helped you to consider New Hampshire as a possible travel destination during the summer (June, July, August) of 2010?  Please check all that apply.

1. Prior travel to New Hampshire

2. Recommendations from friends/relatives

3. Searched the web using Google, Yahoo, MSN, etc.

4. Visited NH Travel Office website (www.visitnh.gov)

5. Saw ad on 1 or more websites (not search engines)

6. Travel Guides (AAA, Fodors, Mobil, Woodall’s, etc.)

7. Magazine advertisement

8. Newspaper advertisement

9. Television advertisement

10. Magazine story

11. Newspaper story

12. Television story

13. Radio story

14. Transit poster

15. NH email newsletter

16. Individual attraction or lodging

17. Activity-specific organization (i.e. camping, antiquing, hiking, boating, etc.)

18. Other (please describe):___________________________________________

2.
Of all the sources of information identified above, which ONE was the most influential in leading you to request a New Hampshire Guidebook and/or opt-in for the e-newsletter?  Place the number below.

______________

3.
Which of the following means did you use to request a New Hampshire Guidebook and/or opt-in for the e-newsletter?  Please check only one.


(  ) Called the 800# in a magazine ad


(  ) Called the 800# in a television ad


(  ) Called the 800# in a newspaper ad


(  ) Responded to an email newsletter


(  ) Returned a “reader service” card from a magazine


(  ) Wrote/called/emailed NH Travel Office independent of seeing/hearing any advertising


(  ) Viewed electronic version of NH Guidebook on NH Travel Office website (www.visitnh.gov) and then requested printed version.


(  ) Filled out request form on www.visitnh.gov

(  ) “Googled” the web and clicked on the NH Guidebook website listing


(  ) Clicked on any internet website ad (without using a search engine)


(  ) Visited www.travelinformation.com and signed up to receive travel information


(  ) Other (please describe):___________________________________________________

4.
Did you at any time access the NH Travel Office website (www.visitnh.gov) during your search for travel information?

(  ) Yes

(  ) No – skip to #6

5.
How did you get to the NH Travel Office website (www.visitnh.gov)?  Please check all that apply.


(  ) “Clicked through” from a search engine (Google, Yahoo, MSN, etc.)


(  ) “Clicked through” from an ad on the Internet


(  ) Entered the site name directly into web browser


(  ) Other (please describe):___________________________________________________

6.
What do you remember as being particularly “compelling” about the advertisement, website, or promotional materials that prompted you to make an inquiry about visiting New Hampshire?  Please check the ONE phrase below that most closely matches your response.


(  ) New Hampshire provided a variety of activities for the whole family.


(  ) The pictures/words portrayed New Hampshire as a good place to vacation.


(  ) The overall feeling was that New Hampshire would provide an authentic New England experience.


(  ) New Hampshire offers lots of quaint cities and towns.


(  ) New Hampshire offers lots of outdoor activities and adventures to experience.


(  ) New Hampshire offers lots of State Parks and campgrounds.


(  ) New Hampshire is a great place for a romantic getaway.


(  ) New Hampshire offers a Wine and Cheese Trail I/we wanted to explore.


(  ) Other (please describe):________________________________________________________

7.
Did you or members of your family travel to New Hampshire during the summer months (June, July, August) of 2010?


(  ) Yes

(  ) No – please skip to #15

8.
Was this your first visit to New Hampshire?
(  ) Yes

(  ) No

9. 
Thinking back to the time when you viewed New Hampshire travel information, which of the following phrases best describes how influential the advertising and promotional material (broadcast, print or web-based) was in your decision to visit?  Please check only one box.


(  ) The promotional materials definitely influenced my decision to visit.


(  ) The promotional materials reinforced my feelings about deciding to visit.


(  ) The promotional materials had no influence on my decision to visit since I had already decided to visit before I requested/viewed them.

10.
Thinking back on all the advertising and promotional materials about New Hampshire that you viewed, which of the following was most influential on your decision to visit?  Please check only one.


(  ) Website itself (www.visitnh.gov)


(  ) Advertising – magazine, web, television, etc.


(  ) Official New Hampshire Guidebook

11.
How many people were in your travel party?

# of adults


_____









# of children


_____









Total # in travel party

_____

12.
Were you traveling as a member of a group tour?
(  ) Yes

(  ) No

13.
How many days did you spend away from home on your trip to New Hampshire?


# days in New Hampshire

_____


# days in other states/provinces
_____


Total number of days on trip

_____

14.
In the space provided, please indicate your best estimate of the TOTAL expenditures FOR YOUR ENTIRE TRAVEL PARTY during your visit to New Hampshire…

$__________________








15.
Which of the following phrases best describe(s) your reason(s) for NOT traveling to New Hampshire during the summer months of 2010?  Please check all that apply.


(  ) Travel information received too late for planning trip


(  ) Chose other destination


(  ) Decided to vacation closer to home


(  ) Did not travel for economic reasons.


(  ) Could not find accommodations desired


(  ) Personal/family reasons unrelated to destination


(  ) Lack of vacation time


(  ) Other (please describe):___________________________________________________

16.
How likely is it that you or your family will visit New Hampshire during the following seasons?


Use a scale of 1 to 5, where 1 = “Not at all likely” and 5 = “Very likely”



         Not at all likely






Very likely


Fall 2008

1

2

3

4

5



Winter 2008/09
1

2

3

4

5


Spring 2009

1

2

3

4

5


Summer 2009

1

2

3

4

5


INFORMATION ABOUT YOU/YOUR FAMILY


Recognizing that all information will be held in the strictest of confidence, please provide some general demographic information for classification purposes.

17.
Please indicate your State of Residence ______________ and Zip Code ___________

18.
What is the age of the person in your travel party who requested travel information and was most responsible for making the final decision regarding travel?







18-24

25-34

45-54

55-64

65+

Requested travel information

(  )

(  )

(  )

(  )

(  ) 



Making final decision 

(  )

(  )

(  )

(  )

(  )

19.
What is the gender of the person in your travel party who requested the travel information and was most responsible for making the final decision regarding travel?











  Joint 







Male

Female

Decision


Requested travel information

(  )

(  )

(  )


Making final decision


(  )

(  )

(  )

20.
Which of the following categories best represents your total annual household income before taxes?


(  ) Less than $35,000

(  ) $35,000 - $49,999


(  ) $50,000 - $74,999


(  ) $75,000 - $99,999


(  ) $100,000 - $149,999


(  ) $150,000 or more

THANK YOU VERY MUCH FOR YOUR TIME AND INPUT!
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