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Promoting Fair City Takes Collaboration

As the U.S. economy continues to slide and gas prices increase, many across the country are re-evaluating how to spend their disposable income. With the summer travel season fast approaching, people will be making choices on how far they are willing to travel, how long they will spend at their destination, and what kinds of activities they will pursue. That’s why now, more than ever, it’s imperative that we market Portsmouth and the Seacoast as a culturally unique, accessible, must-see destination for visitors with diverse a range of interests and budgets. 

Tourism is the #2 industry in the state of New Hampshire, and a critical part of the Seacoast economy. Global competition for tourism dollars is fierce, so we must stay on top of the trends (culinary tourism, ecotourism, cultural tourism…) and find creative ways to work together to increase visitation to the Seacoast.
If you read about Portsmouth last year in the New York Times, USA Today, Yankee Magazine and others, know that those stories and articles don’t happen by accident.  They are the result of constant effort on the part of the Chamber, Chamber members, the City of Portsmouth, the NH Department of Travel and Tourism Development and others who work tirelessly to keep Portsmouth and the Seacoast in the news. And while that effort doesn’t come cheap, the payoff is significant—for every dollar spent on tourism promotion, the state estimates we get eight dollars in return.

To fuel those efforts, for nearly a decade now, the Chamber has been helping local businesses get double the bang for their buck through the state’s Joint Promotional Program (JPP). This grant-style program matches our tourism promotion costs dollar for dollar for specific initiatives. In November 2007, we applied for a matching grant of $70,000 total to execute a wide range of promotional activities.  Thanks to this grant we were able to hire Fuze Communications to aggressively pitch themed feature story ideas to the national media, including pieces that talk to outdoor recreation enthusiasts, history buffs, serial fine diners and the shopping addicted.  We also secured funds that will help the Seacoast Music Collaborative upgrade their website to offer music previews of local bands and an interactive calendar. We’ve already attended four major travel shows in 2008 (the American Bus Association Marketplace, the Boston Globe Travel Show, the New England Sales Mission to Canada, and the Discover New England International Summit) where we sold the Seacoast’s unique allure to bus groups, travel agencies, meeting planners and the traveling public. We’ll be advertising greater Portsmouth on Yankee.com during the next few months when people are logging online to make their summer travel plans. We’re also conducting ongoing email and direct mail campaigns to repeat and prospective visitors, to keep greater Portsmouth on their radar.
We do all these JPP-supported projects in addition to our traditional tourism role that involves running the visitor information center on Market Street and the Market Square information kiosk; managing the activities of volunteers and paid assistants who serve and refer visitors to our members; booking, coordinating and providing step-on bus tours and group guided walking tour services; and ensuring information racks across the Seacoast and the state have an ample supply of attractive and informative literature pointing travelers to the “jewel in the crown of New England”—at least that’s how TV Diner’s Billy Costa characterized our fair city at the Chamber’s recent Tourism Summit. (Never hurts to have a popular celebrity from a major nearby market rave about your community.) 

Some of you may be thinking, wow, that all sounds great, but I know there are others asking who is picking up the tab to match the state’s contribution.  Luckily, we have members and partners who understand the value of what we’re doing on behalf of the community and contribute generously to the cause.  If you see anyone from the following businesses around town, take a moment to thank them, because their support of JPP initiatives helps support all businesses that benefit, both directly and indirectly, from tourism: City of Portsmouth, Sheraton Harborside Portsmouth Hotel, Best Western Wynwood Hotel & Suites, Jumpin' Jay's Fish Café, Coachman Inn, The Press Room, Strawbery Banke Museum, The Music Hall, Newick's Lobster House, Japan-America Society of NH, Fox Run Mall, Hampton Beach Casino Ballroom, Sise Inn, The Works Bakery & Café, Alie Jewelers, C&J, Shel-Al Campground, Pontine Theatre and the Portsmouth Historic House Association.
Keeping Portsmouth and the Seacoast area at top of mind for prospective visitors takes constant effort and, I strongly believe, a collaborative approach.  It’s no secret that there are many places in New England and the country that consistently outspend us in their efforts to attract visitors.  It would be next to impossible for an individual business to generate the kind of notoriety and buzz Portsmouth has enjoyed over the past decade. However, working together, each contributing something from individual organization’s marketing budgets, we can continue to grow the number of people who discover Portsmouth and the Seacoast, and who return again and again to our stores, our restaurants, our historic places, our theatres, attractions, hotels and B&B’s.  I invite all those who feel strongly about the importance of what we’re doing to get involved, join the team.  Together we can continue to support and preserve the things that are so vital to our quality of life, and the lives of those who live and work in our special place.
Doug Bates,
Chamber President

