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Concertgoers make for the best audience. 
They are highly desirable consumers as 
they are active, have large disposable 
incomes, and are emotionally connected 
to their experiences at our venue. 

Meet the Fans

9,600 CAPACITY 
AMPHITHEATER

on the shores of beautiful 
LAKE WINNIPESAUKEE 

in Gilford, NH.
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50% have an annual household 
income over $100,000

5% 18-24 	 18% 25-34
27% 35-44

31% 45-54
19% 55+

google analytics

Concerts aren’t solely a physical event anymore. A concertgoer’s 
experience often begins online, with their ticket purchase, and then 
lives on through social media.

social 
media

48%          
1,723,808 Sessions 890,120 Unique Visitors
7,144,287 Page Views 4.14 Pages Visited

52%          
new 
visitors

returning 
visitors

@BankNHPavilion 3,900+
Followers

162,000+
Likes

@BankNHPavilion

6,250+
Followers

@BankNHPavilion

1,000+
Followers

@BankNHPavilion

Visit us on
YouTube

@BankNHPavilion

2017 total attendance 231,353

in 2017 34,184 new guests 
came through our gates

our numbers

Of all the ways to experience music, Nielsen found, 36% of consumers’ money spent 
goes toward live events, far and away the most popular way of consuming music.

More than half (53.7%) of the concert goers surveyed said their estimation of a 
brand improves when that brand sponsors Live Music.

90,000+ Subscribers

Get your company’s message out through an email message or be included 
in our rewards program, and grow your website or social media audience. 

pavilion pulse newsletter
25,000+ members

pavilion points rewards

1.5%

2%
3%

2.5%

5%

7%

8%

8%

7%
9%

12%

35%

how we spend our money on music
Buying admission To live music concerts
Buying CDs
Satellite radio subscription
Buying music gift cards for others
Buying admissions to music festivals
Buying digital tracks
Buying digital albums
Paying cover to small live music sessions
Buying other forms of music (vinyl, cassettes)
Paid online music streaming services
Buying admission to DJ event (specified DJ)
Buying admission to DJ event (unspecified DJ)

3% other 7% ME 
11% VT,NY,NJ,CT & RI 
18% MA 61% NH

gender
61% female 
39% Male 

income:

age

region



Sponsorship is... 
“...the most direct channel of communication, as it reaches people in an 
environment that matches their lifestyle rather than intruding upon it. 

Sponsorship speaks to the public not at them.” - IEG Sponsorship Reports

naming rights 
opportunities

Promotional 
Display Space

on-site activations

custom events

consumer 
promotions

Venue Signage

passion            reach            engagement
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partnership is... 
Working together with a company in a mutually beneficial relationship.  
Consistently growing together to create unique and successful ways to 

reach desired goals with products or services to deliver the 
ultimate return on investments.

experiential 
marketing

Season Tickets 
& Hospitality

digital mediadata & analytics

branded content

target your demo

passion            reach            engagement



“Southern New Hampshire University choses 
to be a sponsor at Bank of New Hampshire 
Pavilion because we are able to get in front of 
so many people, especially the demographic 
we want to reach, young people; and we 
are able to reach them in a very meaningful 
way. Bank of New Hampshire Pavilion puts 
together attractive packages for us that 
make it very worthwhile to be a partner 
here. The Corporate Development team 
takes personalized, one on one care. They 
learn about their clients. They know what 
is important to us and they work to craft a 
package that is perfect for us.” 

Director of Marketing and Communications

 On Premise Director

Senior VP, Director of Marketing & Public Relations

With partnership levels beginning at $10k for season long programs, our venue 
partnership team will customize and work closely with each company to build 
a program with elements that directly compliment the sales/marketing and 
budget objectives of each companies unique goals.

“Bank of New Hampshire is thrilled to be 
the naming rights partner of Bank of New 
Hampshire Pavilion. Our staff is involved 
in the experience by being onsite for 
each performance, to engage the pavilion 
audience with games and giveaways. This 
enables the bank to get in front of hundreds 
of thousands of potential customers as well 
as creating tremendous benefits for our 
existing customers! We truly are Partners in 
Perfect Harmony.”

“Our sponsorship with Bank of New 
Hampshire Pavilion has assisted greatly 
in accelerating our business initiatives, 
and breaking through competitive clutter 
while developing an experiential marketing 
platform for the consumer. We are proud to 
be affiliated with Bank of New Hampshire 
Pavilion and look forward to a long 
standing partnership.”

reach the 
masses!
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