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Penny Blotsky
Marketing Coordinator
pJ'_b|of-=k rd_gp_'qr
\ 7013287265 )
Executes project management, assists
with murkeﬁng sirategies and campaign
development,  onalyzes  marketing
efforts and suppors statewide |ogo and

Commerce website needs.

ms Manager
amiller@nd.gov
; 701-328-5328
Website manager: nd.gov, MDtourism.
com and Commerce sites, databose
management, CRM, data system and
software management and support.

‘Deanne Cunningham
Visitor Sales and Services Manager

Manages  wvisitor  support functicns
inc|uc|ing inquiry response, fourism partner
engagement and product development.
Direct sales for group fravel.

Amy Schmidt
Digital Content Specialist

amrschmidi@nd.goy
701-328-5315

Deve|ops, coordinates and  executes
content on NDiourism.com. Manages
parner portal submissions. Develops
indusrr\,.r newsletter content.

Kayla Jo Finl:_.lr

Communic s Specialist

Commerce communication p|cm5, News
re|ec:ses, tu”{ing points, news|eﬂers,
wiiting for publications, and  related
weriting and ed'ﬁing.

701-328-2532

Public relations program, media ligison,
cortent strategy ond  implementation.
Hosts media tours, nofional pitches,
supports state communication p| atforms.

Mike Jensen
Qutdoor Promotions Manager

Outdoor media relations, media tours,
consumer fravel 5|'|ows, niche murkeﬁng,
outdoor recreation product development
and po|ic,y trclc,king. Film inquiries and
partner brochure distribution oroaram.

Cassie Theurer
Digital Asset Specialist

Photo and video asset management and
ligison for state DAM system. Coordinates
Governor's Photo Contest, photo needs,

location scoufing and ed'ﬂing.

Alicia Jolliffe
Social Media Strategist
ajolli d gov

701.328-2548

Develops social media stategies and
implements  across  all  Commerce
channels. Supporis state social users.

» i

Fred Walke
Global Marketing Manager
fwalker@nd.goy

28-3502

Intemational murkeﬁng and sales, travel
trade ond media, product development
tours, culture, heritage and tribal tourism
de«e|opment

Sara Otte Coleman
Director
state markefing, strat
orme including  workforce
ort Commerce’s mi
Tourism administration, vision c
goals including talent and

Serves on Commerce Senior
Team, primary liaison for Tou

socoleman@nd.goy * 701-328-2527

arch Manager
'rld.gp'v'

UU.5. and Canada marketing, promiotional
pub|icc|tions, udveﬂising, a—mqunering,
tourism research, cooperafive programs
and contact for North Daketa Travel
Industry Conference.

VACANT
Graphic Design Specialist

Design and prc:duc:rion work supporting
state mc:rkeﬁng and bmnding
publications, promotional efforts, website
visuals and disp|uy materials.



MEET HOLLY MILLER

MANAGER OF TOURISM DEVELOPMENT

Goals — to implement strategic tourism
development plan, including active
recruitment of new tourism offerings.

Tourism marketing creates demand
Tourism development builds supply
* Budget ask for both
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The North Dakota Traveler
Economy - 2021 Results

September 2022




Looking back

i _ . TSA — 21.71 million
A Basagbaies. visitors in 2021, $2.61
: billion spent

F&B — 29%, retail - 22%,
transportation - 20%,
lodging - 15%, recreation -
14%

State and Local taxes
generated $248 million,
Total economic impact -
$4.2 billion

% 2. 1/3 of counties have met or
| exceeded 2019 spending
levels
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3. USTA-US and ND August [
spending down 3.3% over [&=
2019
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Advertising
Effectiveness of
2021 Campaign

4. Campaign produced
1.4 million additional trips
to ND and $241.9 million
yielding $23.5 million in
state and local taxes for a
tax ROl of 1:3

5. ROI $1 invested = $34 in
spending

~ 6. Additionally, 31% intend to
visit ND in next 12 months
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/. Awareness in regional
advertising markets

* 56% of travelers in
regional markets recalled
seeing at least one ad

* ND -65%, MB and SK -
58%, WI - 58%, IL - 57%,
SD - 43%

» Digital ads - 51%,
sponsorships - 35%,
broadcast radio - 32%,
print - 30%, broadcast
TV - 24%, OOH - 22%,
social - 21%
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Question: Please think about how travel destinations could best reach you with their
messages right now. Where would you generally be MOST RECEPTIVE to learning about new
destinations to visit?

Gen Z Millennials Gen X Boomer or older

Websites found via a search

Websites found via a search
31.6% engine

engine

TikTok Facebook 30.9% 34.1%

g
2

Websites found via a search
28.5% engine 26.8% 20.9%

Instagram 24.0% Email

Facebook

Websites found via a search Instagram Official local or state visitor
Engine - - e - T g“ides {pﬁntEdI -
Streaming video services . .
Facebook 21.6% Online mnt;nt []a"""“ and 23.9% Review websites 19.0%
Bgs
Review websites
Online content (articles and
Review websites 20.2% Streaming video services 19.9% blogs) 16.7%



North Dakota National Awareness and Perception Study ORT

September 28, 2022 DCI!(Stq




Top Triggers Inspiring Relocation

46%

For a better
quality of life

31456

To be closer
tofamily

27%

Wanting a
different
lifestyle

Source: DCI’s Talent Wars, 2022



Attractions/amenities

Diverse and inclusive
Neighborhood/community
Culinary options Climate/weather

what does

Public Transportation

Arts/culture  open space

N Peaceful Shopping

Walkabnny N htln‘e Healthcare

mean to talent? Safe sgns% - J—

Cost of living
No congeshon/trafﬂc

Outdoor recreation

Source: DCl's Talent Wars, 2022



Perceptions of North Dakota




Perceptions of North Dakota

3.6
35
3.3
I 3.2 3.2

Visit Raise a family Live Invest or grow a business Work or advance your
career
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Level of Familiarity with North Dakota

..have lived in or

visited ND
[ A |
25%
22% I
I 20%
Very/Somewhat familiar Familiar Unfamiliar

33%

Very unfamiliar

15



Perceptions of North Dakota by Region

3.6 3.6
3.5 3.5 35 35 35 35
3.4
33 33 33
32 32 32
III 3

Visit Raise a family Live Invest or grow a business

B NORTHEAST mMIDWEST mSOUTH w®WEST

32 32
I 3.1 I 3.1

Work or advance your
career
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Top Associations with North Dakota

_ Calm Mount Rushmore
Mountains Sturgis Bland

Fargo  Low density Badlands
gCooI Cowboy Black Hills Big

Lacks diversity Unfnaoc:j:ﬁfards Friendly

Peaceful North Family Buffalo pjingsaur
Arts/music Limite d Canada Jobs Innovative
Adventure - Scenic Outdoor recreation
Slow ., Midwest  Bismarck POOT Aythentic TUUV'Sm

Four seasons "'S  Culture Large
First Americans Clean u ral
Custer Dr Flat
uster LIy Lakes Political climate

Conservative Happy Open space  Forest
Plains Freedom Comfortable Affordable

Nature Laid back Quahty of life Expansive
Re mote Unique Windy Not congested Desolate
Fishing Air Force Monument American Small
Diverse landscape Average Historic Open space Economy
Safe  Monument Opportunity Ol

Relaxing Boring West
Crime



Most Useful Tools When Considering Relocation

79%
59%
47%

Visit the location Online resource Talk to someone living/working Other
there




How Impressions of North Dakota were Informed

Television shows and/or movies
Word of mouth

Internet research

Social media

Articles in magazines/newspapers
First-hand experience

Advertising (broadcast or print)
School/ coursework
Fiction/non-fiction books
Rankings

Other

[t
I, =76
N, <306
I, 2%
WL
I, 0%

I, 1196

I 10%

I 07

I 9

I 79
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Social Media Channels to Expand Your Influence

facebool Linked[l] @ VYoulube
E mp/oymgnt
Opportunities 59% 4" % 36%

facebook ©Youluhe  Instaguam
57% 45% 41%

facebook @@Yoilube  Instagram
56% 51% 45%

Source: DCI’s Talent Wars, 2022

Relocation

Travel

20



National Awareness
Study

~ 8. Very familiar - 22%, familiar - 25%,
Unfamiliar - 20%, very unfamiliar - 33%

™-.19. Perception of ND varied little by topic or
b region. "Feel of ND" — relaxed,
?’-‘-‘ adventurous, traditional, welcoming.

10. Visiting the location was viewed as most
useful tool — 79%

11. Of those interested in relocating to ND,
71% are familiar with the state

12. TV shows and movies, WOM, internet R
: . AT _ N 'Ol b
research, social, print editorial N _}g | .
1 ommerce
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THE STATE OF THE AMERICAN TRAVELER

TRAVELER SEGMENTS

EDITION

SEPTEMBER 27, 2022




Outlook

13. Americans will still travel

*  90% will be traveling in
the next 6 months, 50%
say more than in 2021
(L1)

» 64.7% of Americans still
expect to take at least
one overnight trip in next §

3 months (DA)
68% are open to
inspiration

14.Leisure travel is expected to
fully rebound in 2022.
Spending time with loved
ones is THE top priority

15.Budget travel is priority,
especially with Millennials
and Gen Z




Financial Anxiety Replaces
Covid Concerns

* The top travel deterrents remain firmly
financial: the cost of gas, airfare, and travel in
general being too expensive, as well as their
own personal financial situation.

 Inflation continues to be a significant issue.
Over 30% of American travelers say recent
inflation in consumer prices has led them to
cancel an upcoming trip, and 45% say high
prices have kept them from traveling in the
past month.

* Over the past year, those who feel their
- personal financial situation is stronger than it
- — was relative to the year prior has fallen from

— | 3 s ger
Destinati0n¢Analyst5 = : 41% in August 2021 to 27% in August 2022.




16. Americans adjusting - due to increased cost of living
66% say affordability is main criteria
35% shorter trips, 24% will stay closer to home
30% of American travelers say inflation has resulted in cancelling an upcoming trip
45% say price increases have kept them from traveling in the last month
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17. Workforce shortage is impacting quality of experience
* 40% of summer travelers reported service issues
« Culinary experiences are higher priority among travelers, especially young travelers

18.Reduced hours and businesses means less interest in traveling to your community and reduced spending
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19. Safe, worry-free still high
priority

20. Uncrowded

Undiscovered

Local authentic experience

21.Visitors seek sustainable
- offerings

—  70% of travelers are

; more likely to book
accommodations if
they know the property
is planet-friendly

« Electric Vehicle
charging is essential




22.Diversity, Equity and Inclusion
« Gen Z travelers: 45% identify as non-Caucasian, 25% LGTBQIA and 20% travel with varying accessibility
» Intentional about inclusive marketing and programming




Outlook and forecasts changing daily
Leisure 2023 may decrease




Impact of Tourism Ad Awareness on North Dakota’s

Economic Development Image

A good place to live 37
33

A good place to start a career

. 36
A good place to start a business

36
A good place to attend college
A good place to purchase a vacation home

. 31
A good place to retire
0 20 40

Percent Who Strongly Agree

m Aware B Unaware

L@fngwoods

INTERNATIONAL
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Impact of Visitation on North Dakota’s

Economic Development Image

A good place to live 48
49
A good place to start a career
. 49
A good place to start a business
50
A good place to attend college
A good place to purchase a vacation home
. 39
A good place to retire 25
0 20 40 60
Percent Who Strongly Agree
M Past Visitor M Never Visited

L@fngwoods

INTERNATIONAL
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Impact of Ad Awareness plus Visitation

on North Dakota’s Economic Development Image

A good place to live 47
50
A good place to start a career
. 50
A good place to start a business
50
A good place to attend college
A good place to purchase a vacation home 34
. 39
A good place to retire 21
0 20 40 60
Percent Increment
M Aware +Visitor B Unaware + Nonvisitor

L@ngwoods

INTERNATIONAL
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MEET THE NEW COMMISSIONER,
JOSH TEIGEN

Goals

Tourism-Marketing directly ties to all
Commerce priorities:

Business — economic development

Workforce

Main Street — community
development

Engaged partners and communities

P
Looking ahead ...
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MAIN STREET

SUMMIT 2022

INSPIRING COMMUNITY-DRIVEN WORKFORCE

October 24-26 at the Bismarck Event Center
FREE REGISTRATION FOR ALL ATTENDEES

SESSION TOPICS INCLUDE:

» Common Traits in Thriving Communities * Innovative Solutions in Workforce Housing

» Community Collaborations in Workforce e Creating a Community for all Generations
Development * Marketing and Digital Best Practices

* Youth and the Workforce: What the Next * Best Practices in Inclusivity and Workforce
Generation of Workforce is Looking for  AND MORE!

in Employment

CHECK OUT THE AGENDA AND REGISTER

MainStreetSummitND.com




	23 Recent research data points and Trends ...
	Tourism-Marketing Team
	Slide Number 3
	Slide Number 4
	Slide Number 5
	North Dakota�2021�Advertising ROI Research
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Slide Number 15
	Slide Number 16
	Slide Number 17
	Slide Number 18
	Slide Number 19
	Slide Number 20
	Slide Number 21
	Slide Number 22
	Slide Number 23
	Slide Number 24
	Slide Number 25
	Slide Number 26
	Slide Number 27
	Slide Number 28
	Slide Number 29
	Slide Number 30
	Impact of Tourism Ad Awareness on North Dakota’s �Economic Development Image 
	Impact of Visitation on North Dakota’s Economic Development Image 
	Impact of Ad Awareness plus Visitation �on North Dakota’s Economic Development Image 
	Slide Number 34
	Slide Number 35
	Slide Number 36
	Slide Number 37

