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BE A PART OF THE EXPERIENCE

ONE OF THE “10 BEST CONCERT VENUES ACROSS THE USA” - USA TODAY




Concertgoers make forthe bestaudience.

They are highly desirable consumers as
they are active, have large disposable
incomes, and are emotionally connected

to their experiences at our venue.
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“...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.” - icc sponsorship Reports
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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.
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“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.”

£y Bank of VICKIE [ROVTHIER,

=== New Hampshire Senior VP, Director of Marketing & Public Relations

“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.”

QUSANNAK SMITH-

On Premise Director
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FOR SEASON LONG PROGRAMS, OUR VENUE
PARTNERSHIP TEAM WILL CUSTOMIZE AND WORK CLOSELY WITH EACH COMPANY T0 BUILD
A PROGRAM WITH ELEMENTS THAT DIRECTLY COMPLIMENT THE SALES/MARKETING AND

“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.”

Southern
New Hamps fg STEVE BOUCHER,

University ~ Director of Marketing and Communications

REACH THE
MASSES!
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