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New Hampshire’s 2000 First-in-the-Nation Primary: 

What it Means to the State and Nation

Overview

The perception and the reality are that the first-in-the-nation primary has significant impact on the state of New Hampshire.  Nine of 10 New Hampshire adults surveyed in June 2000 said that the first-in-nation primary is important to the state.  Over 60 percent of residents believe that the primary is very important to the state of NH.  The main benefits of the presidential primary to NH residents include: brings visibility (27%), economic benefits/dollars (22%) and “can see candidates” (13%). 

The nation’s political process benefits as well.   New Hampshire voters were highly involved and informed in the 2000 presidential primary.  Not only was voter turnout high, but voters were active in other aspects of the campaign as well, including attending events, doing volunteer work for candidates and watching debates. Nearly 3/4ths of New Hampshire residents paid “a lot of attention” or “some attention” to the presidential primary in 2000.  Less than 10% said they paid “no attention” to the primary.  Registered voters paid even greater attention, more than 8 of 10 said they paid “a lot of attention” or “some attention” to the primary.

The New Hampshire primary is far and away the number one public relations opportunity for the state – providing a chance for the state to leverage media coverage to benefit business and industry.
 The total media equivalency value of the 2000 primary is estimated to be $33 million for the one year period leading up to the primary.   Advertising equivalency benefits include: $6.6 million for tourism promotion and $26.6 million for business development including estimated attraction of over 130 new firms and over 2,600 new jobs.

However, the direct and indirect economic impacts are often exaggerated.  The economic impact of the first-in-the-nation primary in New Hampshire during the one-year period leading up to and immediately following the primary is approximately $264 million.   This represents a significant  increase of 57 percent from $175 million in 1996, but still a mere fraction of the state’s overall economy (about .6 of 1 percent of the state’s $42 billion gross state product).   The economic impact of the primary is not much more than for the Laconia Motorcycle Race Week which is estimated to pump $200 million into the region’s economy.  The economic impact calculation for the 2000 primary includes total direct, indirect, and induced spending as a result of the primary of just under $231million up from $150 million in 1996 (or 54%) and $33 million in imputed dollar value from media exposure up from $25 million in 1996 (or 80%).  

Our estimate of the full-time equivalent employment created by the 2000 primary is just under 5,000 (or less than one percent of total employment in the state).  This includes 2,300 jobs associated with direct, indirect and induced spending and just over 2,600 new jobs from new business development emanating from media coverage during the primary.  

In addition to the 12-month period leading up to and including the primary, we estimate that another $37 million was spent between March 1, 1996 and February 6, 1999 on media, travel and visitor expenditures related to the 2000 primary.  For the full four-year cycle, we estimate the total economic impact to be $306 million, up approximately 50 percent from $210 million for the 1996 primary.

The large increase (from 1996 to 2000) in overall economic impact is mainly the result of: (1) expanded public interest and media coverage associated with two highly contested primaries; (2) enhanced positive impressions of the state in media coverage and; (3) increase in primary-related visitors to the state by the media and other interested parties.  The increased economic impact is not the result of dramatic increases in campaign expenditures by candidates.

An additional seventy to eighty million dollars was spent outside the state's borders that are directly related to the 2000 New Hampshire Primary.   Such expenses include media buys in Boston and Portland; advertising agency expenses, printing costs and direct mailings from New York City and Washington metropolitan areas; fund raising costs; travel costs to the state through out-of-state airports; and a share of national campaign staff costs. This money spent out-of-state is not evaluated in this report.

Direct, Indirect and Induced Economic Impact 

Data from several sources were analyzed to arrive at an estimate of the direct economic impact of the first-in-the-nation primary on the New Hampshire economy.   These include campaign expenditure reports filed by candidates with the Federal Election Commission, as well as data relating to visits to the state. 

Expenditures were estimated based on both campaign expense reports from the candidates and on likely travel budgets for the media and other visitors to the state directly related to the primary.  These data have been compared with actual hotel room use data and state tax receipts and airport and highway traffic counts for this period to arrive at a total direct, primary related expenditure figure of $83 million.  Two separate economic models were then used to assess the overall impact, including multiplier effects, of primary related expenditures on sales and employment by industry in New Hampshire
.  Some key findings include
:

Total direct, indirect, and induced spending between March 1, 1999 and February 28, 2000, as a result of the primary is estimated to be just under $231 million.

Direct Expenditures:

*

· Approximately $83 million of the $231 million in spending was direct expenditures of candidates, campaigns, media and others visiting New Hampshire during the primary and the year preceding it.

· The largest shares of direct primary expenditures occurred in lodging ($24 million) and restaurants ($16 million).   The next largest categories include: media and telecommunications service industries ($7 million), automobile rentals ($7 million), retail trade ($7 million), air transportation ($6 million),  and service industries including business, professional and personal services ($6 million).

· Only about $12.6 million (15%) of the $83 total in direct expenditures was the result of expenditures by candidates and campaigns.  This compares to 20% in 1996.  Although campaign expenditures increased in 2000 over 1996 levels, the dramatic rise in overall expenditures is largely attributable to increased media and visitor expenditures during the primary season.

· Similar to 1996, broadcast media was the single largest in-state expenditure by campaigns during the primary (an estimated $6.3 million), accounting for 50% of campaign expenditures.
· The majority of media related expenditures for the primary, are believed to have occurred outside of New Hampshire’s borders, however.
· Campaigns paid New Hampshire residents $2 million in salaries and fees between March 1, 1999 and February 28, 2000 or approximately 39% of all non-media campaign expenditures, and the second largest category of expenditure by campaigns.  

Indirect Expenditures:

· The $83 million in direct expenditures resulted in an additional $31 million in indirect expenditures (purchases by businesses with the revenues they receive from direct primary expenditures), and another $106 million of induced expenditures (purchases made by households who receive income from the direct and indirect sales by businesses).

· For each $1 of direct primary spending, an additional $1.77 is generated within the state due to the sales, earnings, and purchases of industries and households.  

· The multiplier of $2.77 for direct primary expenditures is about at the average for all industries in the state.





· An estimated additional $37 million was spent on primary related visits during the three year period between the conclusion of the 1996 presidential primary and March 1, 2000.

Employment Impacts:

· The $83 million in direct primary-related expenditures is estimated to result in the addition of approximately 1,511 full time equivalent jobs in New Hampshire.  Indirect spending resulting from the $83 million added approximately 270 jobs and induced spending another 467 full time equivalent jobs.  

· Of the approximately 2,200 jobs supported by primary expenditures, one-half occur in the lodging, restaurant and recreation industries.  Another fifth (approximately 400 jobs) are in service industries, including business, professional and personal services.   All other industries share the remaining employment gains.

Media Coverage: Advertising Equivalency

Analysis of the publicity from the 2000 primary suggests that if New Hampshire were a corporation, the director of corporate communications would be very pleased. The presidential candidates were not the only ones who achieved “image makeovers” during the primary season.  In a significant turnaround, the State of New Hampshire changed its media image from “worst economy in the nation” eight years ago, and “old fashioned and persnickety” four years ago, to a state driven by a high tech economy and populated by an informed and engaged electorate worthy of its “First in the Nation” status.  

The media reduced its negative coverage of the state by a third, and far more frequently described the state in favorable terms.  Whereas during the 1996 primary season 7 percent of all articles portrayed New Hampshire negatively, in 2000 that percentage was cut to 2 percent, while those articles that were specific profiles of the state and/or its primary, saw the percentage of positive articles rise from 22 percent to 27 percent.  As a result over 21 million people gained a positive impression of the state, up from 15 million last primary season (or 40%).

The turnaround occurred in part through the outreach and educational efforts of the Library and Archives of New Hampshire’s Political Tradition (Political Library), whose report on the 1996 primary season identified some of the weaknesses in the state’s media coverage.   As a result, quotes by the state’s key spokespeople and leaders more frequently contained the messages the Library was trying to communicate and more frequently contained references to the positive attributes the state has to offer.   In particular, the notion that the New Hampshire electorate was uniquely informed and engaged appeared in 7 percent of all articles, compared to less than ½ of 1 percent last primary season. 

This year the state was described as having a serious, informed voting electorate, deserving of its first-in-the-nation status, and that the primary remains a bellwether that is “crucial” to the entire electoral process. That message was closely followed by descriptions of the “new New Hampshire” and the fact that New Hampshire (had at the time) the highest percentage of employment in high technology jobs of any state in the country.  After virtually no appearances of those attributes in 1996, nearly 18 million potential readers were exposed to them in 2000.

The study of the 1996 Primary concluded that it was in New Hampshire’s best interest to make better use of the presidential primary season and that the state should aim to take advantage of the New Hampshire primary news media attention to tell its story.  “Armed” with results from the analysis of the 1996 primary coverage and the good news in the state including the strong high tech economy, many in the state got the word out that New Hampshire had a good story to tell.”  This included the development of a “NH first-in-the-nation” web-site by eyeon interactive (Portsmouth, NH) and new promotional brochures by the NH Department of Resources and Economic Development (DRED).  It also included coordinated effort and consistent “messaging” from officials at the Political Library, DRED, the Governor’s Office, the NH Business & Industry Association and at the Whittemore School of Business and Economics at the University of New Hampshire.  If the hallmark of good corporate communications is spokespeople who are ‘on message’, then New Hampshire, was highly successful in 2000.

Publicity of the 2000 primary generated nearly 20,000 articles in the months leading up to the primary. For purposes of this analysis, focus was given to those articles collected from Nexis-Lexis( that specifically referenced New Hampshire’s first-in-the-nation presidential primary that appeared between October 1, 1999 and March 1, 2000.  A total of 740 articles were analyzed for this study up from 594 in 1996 (up 25%).

· A potential audience of nearly 222 million people were exposed to articles containing mention of the State of New Hampshire and its first-in-the-nation primary 

· The overwhelming majority of the articles focused on the campaign and/or the candidates specifically and provided neutral views of the state and the primary. 

· Eleven percent of the articles placed New Hampshire in a positive light.  Thus over 22 million people gained a positive impression of the state from the news media.  

·   In public sector advertising for tourism the expectation is that 3 percent of those positively exposed to the state will eventually visit the state.  Using this assumption we estimate that news media coverage of the primary during the 1996 primary season contributed to approximately 660,000 (not directly primary-related) tourists visitors to the state (or over 2 percent of the annual visits to the state).   

· In the state’s promotion budget the goal is to attract 1 tourist for each $10 spent.  The 660,000 visits to the state attributed to media coverage during the primary is thus worth an imputed value of approximately $6.6 million to the state.  (This value is more than twice the annual state tourism advertising expenditure).

· There are also business decision-makers and entrepreneurs who are exposed to the state and later visit the state after positive media coverage of NH during the primary and eventually move existing or establish new businesses into the state.  If of the 660,000 who visit the state after being favorably exposed during media coverage of the primary, 2 percent, or 13,200 are corporate decision makers, and one percent of these move their business here this would mean 132 new firms in the state as a result of the primary.  With an average of 20 workers per firm we might expect a total employment impact of  2,650 new employees.  In many states the provision of $10,000 tax subsidy per job created would be thought of as a bargain.
  Using this figure NH receives approximately $26.4 million in new employment “benefits” each primary season as a result of favorable media coverage.  

Political Participation: Involved and informed voters makes New Hampshire unique tc "INVOLVED AND INFORMED VOTERS\: THAT’S WHAT MAKES NEW HAMPSHIRE UNIQUE " \l 5
The engagement of the state’s residents in the first in the nation primary ensures that candidates meet directly with ordinary citizens and that the candidates and their views get tested.   New Hampshire’s size, history and political culture ensure broad, well-informed and articulate participation that can not be  replicated elsewhere.

For example, in a 2000 primary (June 15, 1999) New York Times article on George W. Bush’s first visit to the state as a presidential candidate. New Hampshire was described as having “a justifiable reputation of being a state with informed voters who ask informed questions.”

New Hampshire voters were highly involved and informed in the 2000 presidential primary.  Not only was turnout high, but voters were active in other aspects of the campaign as well.  These are the findings of the New Hampshire 2000 Survey* conducted by the University of New Hampshire Survey Center. Over one thousand New Hampshire residents were interviewed between June 16 and June 28, 2000.
 

One of the strongest arguments for keeping New Hampshire first is that voters in the Granite State take their role very seriously.  The New Hampshire electorate is highly informed and engaged and the national media now recognizes that New Hampshire represents the nation’s interests well (as highlighted above).

Contested races in both the Democratic and Republican drew a record number of New Hampshire voters to the polls this year.  The New Hampshire Secretary of State’s office reported that in the 2000 New Hampshire primary 85% of Republicans and 74% of Democrats went to the polls.  This is approximately 50 percent higher than national averages.  But in New Hampshire, political engagement goes well beyond voting.  Nearly 3/4ths of New Hampshire residents paid “a lot of attention” or “some attention” to the presidential primary in 2000.  Less than 10% said they paid “no attention” to the primary.  Registered voters paid even greater attention, more than 8 of 10 said they paid “a lot of attention” or “some attention” to the primary.

New Hampshire residents interacted and listened to the candidates during the nomination process at a level unmatched in any other state.   The state’s residents were so involved in the primary campaign that a higher percentage of residents said they shook hands with a candidate than did not pay attention to the primary.  Approximately 1 in 10 of those surveyed said they actually shook hands with a presidential candidate during the 2000 primary in New Hampshire while less than 10% said they paid no attention to the primary.  This suggests some sore wrists among candidates who pressed the flesh with an estimated 100,000 New Hampshire residents and adds to the finding (from the 1999 survey conducted by the Library and Archives of New Hampshire’s Political Tradition) that nearly 20 percent of New Hampshire household heads said they had shaken hands with a presidential candidate sometime in the past.New Hampshire residents also participated in the primary in other ways, 13 percent said they attended a rally, speech or other event on behalf of one of the primary candidates and 9 perecnt made a campaign contribution to one of the candidates. 

Perhaps most striking in an era of people turning away from politics, is that nearly 70 percent of New Hampshire residents reported watching one or more of the presidential debates during the New Hampshire primary campaign. In all regions of the state, more than 60 percent of residents watched the 2000 debates.  

The state’s citizens truly stand out in attention paid to the presidential nomination process.” The NH 2000 Survey data support and add detail to the results from the “Vanishing Voter Project” by the Joan Shorenstein Center on the Press, Politics and Public Policy at Harvard University.  That project identified New Hampshire residents as having the highest level of involvement in the 2000 presidential nominating campaigns, 10 percent higher than the next engaged state, Arizona.

Registered Republicans and Democrats, older New Hampshire residents, those with higher levels of income, and those with higher levels of education are most likely to say they paid “a lot of attention” to the 2000 New Hampshire primary.  Younger residents (under 30), residents with lower levels of education, lower levels of income, and residents who are not registered to vote were least interested in the 2000 New Hampshire primary.

Upper income residents and those with higher levels of income are most likely to report making a campaign contribution during the 2000 New Hampshire primary.  Majorities of all demographic and economic groups report watching at least one of the presidential debates held during the  2000 primary.







�   The event in the state that comes in second in terms of national and international media coverage is the NASCAR events at the NH International Speedway.  The exposure the state gets from NASCAR events is significantly less than it receives from the first in-the-nation primary.


�  The models employ different econometric methodologies.  Both use standard US. Dept of Commerce, Bureau of Economic Analysis data. Importantly, each yielded similar results providing researchers with a substantial degree of confidence in the results.   


� We have the most confidence in our estimates of the economic impact of the primary during the one-year period leading up to the election.  This was the period for which we collected detailed data on visits and expenditures by candidates and the media.  


� We feel that the tourism promotion advertising equivalency figures are conservative.  For example, they assume that only positive coverage will result in increased visits to the state.


�  For example, the state of Alabama provided Mercedes Benz with a subsidy worth over $300,000 per job created as part of an incentive package to lure the company to the state.  The more typical subsidy for a new manufacturer would be in the $50,000-$100,000 range.  In NH the more modest sum of $10,000 per job created has been used as a benchmark. 


� The potential sampling error for the survey is ±3.1%.  The New Hampshire 2000 Survey, was sponsored by the Library and Archives of New Hampshire’s Political Tradition, the New Hampshire Business and Industry Association, Fidelity Investments, the New Hampshire Charitable Foundation, the New Hampshire Small Business Development Center, and the University System of New Hampshire.
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