
explore minnesota for business
council meeting

October 8, 2024



agenda

• Welcome and Approval of Minutes
• Business Attraction Campaign Launch
• Summary of Workforce 

Attraction/Livability Campaign Metrics 
(March 2024 – June 2024)

• Coming Up



business attraction 
campaign launch

Launched Sept. 9, 2024



featured businesses
• Polar Semiconductor
• Rosenbauer USA
• Mayo Clinic
• Microbiologics

content
• exploreminnesota.com/business
• Star of the North branding
• 4 long-form videos featuring MN businesses
• To come: Trade show collateral, more web 

content, more sharable social content





exploreminnesota.com/business



stats to date
• Views: 12,238
• Engagement rate: 24.4%
• Time on site: 1 minute, 23 seconds
• Percentage of out-of-state traffic: 88%

content
• Paid ads with The Wall Street Journal, Forbes, 

NPR podcasts
• Business Facilities custom content, including a 

dedicated landing page, five owned content 
articles, and one podcast feature

• Smartbrief targeted e-newsletters
• SEM/paid search campaign



business case
download

The Atlantic
sponsored content

Business Facilities
sponsored content



workforce attraction
(March 2024 – June 2024)

• Excellent video performance
• Performed either at or above benchmarks

• Video that didn’t perform as well was because the users 
clicked to the website to learn more before it finished

• Hand-raisers remain most appropriate audience
• From video to display, those with a high propensity to move or 

interest in transitioning performed the best

• What’s inspiring or interesting?
• Drove nearly 34,000 clicks through retargeting; indicating that 

consistent exposure drives more consideration



workforce attraction
(March 2024 – June 2024)

• Paid media
• Sessions: 314,539

• Pageviews: 393,173

• Avg. duration: 2m, 21sec

• Pages/session: 1.25

• Bounce rate: 55.17%

• Paid Search (spend=$3,184.34)

• Impressions: 43,806

• Clicks: 7,831

• CTR: 17.88%

• Conversions: 35

• Top SEM searches
• "best state to live in;“ "top states to live in;“ "state with low 

cost of living;“ "best state to live in usa;“ "best state to work“ 
things to know before moving to Minnesota; "best states to 
live in 2024;“ "best state for families;“ "move to mn;“ "cost of 
living in minneapolis mn;"



workforce attraction
(SMARI Research Findings, September 2023)

• Campaign viewed positively by 84.2% of those 
surveyed, above 70% benchmark.

• More than 82% of ad aware rated Minnesota as 
good, very good or excellent.  

• This is a 23% lift in positive ratings compared to 
those not unaware of ad campaign

•  78% of those who visited website reported it 
was very useful; 97% of site visitors said it 
improved their perception of Minnesota.

• Furthermore, those who recalled website said they 
visited an average of 3.6 times since the campaign 
debuted



coming up

• Legislative session / biennium 
budget requests

• Phase 3, Resident Retention / 
Recruitment



council seats open
• Minnesota Tribal Leadership 

Representative

• Minnesota's Ethnic Chambers of 
Commerce Leadership Representative

• Representative in Marketing, Human 
Resources, or Executive Leadership 
from Minnesota-Based Companies with 
more than 100 Employees Representing 
Minnesota's Key Industries



resident retention & workforce growth

• College-age 
recruitment

• Career pathing for 
non-degree positions

• OTJ training

• Trades + Drive for 5

• Inclusive workforce 
organization & gap 
analysis

• Capture boomerangers

• Long-term goals

• Expanded age groups

• Retirement retention



Council meeting schedule

 Wednesday, June 26, 1-2:30pm

 Tuesday, October 8, 1-3pm

o Wednesday, January 15, 10am-12pm 
(virtual)

o Thursday, April 17, 10am-12pm (in 
person)



thank you!
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