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Welcome New Council Member
Nicole Crews
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Update:
Public Relations RFP

M Kikkesors




earned media: evolving our
traditional approach

* Agency of record will be announced by Nowv.

* RFP included explicit integration of livability,
business, Explore Minnesota Film, Outdoor
Recreation Industry Partnership and Tribal
relations into our historically travel-oriented
PR partner relationship

* End goal: a more comprehensive Minnesota
story—as the best place for travel, quality of
life and economic opportunity—in national
news
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Final FY2025 Workforce &
Business Attraction
Campaign Results




see what makes
Minnesota the star of
the north
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workforce attraction

« New exploreminnesota.com/live
webpages

* Five long-form videos featuring MN
newcomers and one sizzle reel

 Photography and b-roll assets

» Social + paid media campaign

* Public relations
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http://www.exploreminnesota.com/live
https://www.exploreminnesota.com/business/resources
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Partners by Media Objective

b 0k < +.> AW 3, G,

GCEL <x1p 1B <" "5, \ B sSV<OFKasUE A= 0 Ub<s LEGH< HLES C<=, =V<=3 Oy, 1= p<ul< ==V, <P V, 2 b<HIE0 A/ D2 ~< =
A" 505> 3 06, Us "= = W, <pC= , N<= 05,5 5> <7, 025355, Q, Llle<=
. : N C- A< =, =0'<=05) [

+74 | <,u | <,u
mJ, ol « 0 ~CH AL, Us “ <AK5 mi~7Et <a eV

[ <.0 0= 04Y%

ZN<= 4 A +oy =0 >
F<aU p <A

[ ,Us oD

EulbuUEXL > <" "5 <pbx=D
+ > AZ O >

3

©
P
%)
m
P
z
o
(%)
L
z
m
>
z
o
T
>
)
_|
pd
m
py)
»
N
o
N
(&)}

oo




Workforce Website Metrics /Live: 7/1/24 - 6/30/25

z,, ,0=H4[ \ [g,« Frp<lL 2 7URh20 ZIT FU0 ¢ %27 AN I‘Jﬁlﬁ
mi~BE <Ba=H[ \ [0,« =rp<lL Z0Gt PIt zaUf ¢ S Za g

— e I I

It qug i filg Yz /g

S4é=z S4 a ¢&

i, U Cb<=WaSCHEQ, UKL 0t S=<"" 5> "= EZ0US=000<bx) " b s\V=u+Ex <B4=0CQ, Ly o= EP<E Zg 5,22 <" "5 "= Bt § 5 #000<b=p " [

4> 000<¢ <> =)« ONFEWSCH 1" = =V, ¥, p <EVD 5, b<th+b sVFb<tho<= <" "5 W 5> ZE, b Hg W, b &< <2 0Z Vg Fy EOe< O<E<S "5 FE,p> Zg=
Q,« O0EA:,, =, u=WasSo|

@, L E©a« 0w ", LG, ,5 L<=<b<lho~ o000z <Buz, (B Ci=<d V<F£$) 5 o=0<, 5 o5 B0 By 0000<=? O<GS C<=,, = O, b<=) plio<( <> ,= <, GO |

© RISE AND SHINE AND PARTNERS 2025



Partner Summary Slide '

RSP
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Executive Summary
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https://www.exploreminnesota.com/build-your-life-in-minnesota
https://www.exploreminnesota.com/build-your-life-in-minnesota

A LORC innesota Locate & Expand Foreign Investment Start & Grow Key Industries

Do Business in innesota Forbes
Linked [T} business attraction

‘ ~ SJ * New exploreminnesota.com/business

N(i] Tube webpages

 Launched re-skin with new business-only navigation in

Businesse July 2025
Facilities. Y

The Source For Site Selectors ° Four Iong_form Videos featuring MN
businesses and one business-focused event
=es= PSffes | sizzle reel

nnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnn
BUSINESS FACILITIES
WE KNOW SITE SELECTION

G - * Photography and b-roll assets

@ Minnesota Momentum: 3M Spinoff Selects

Minnesota And Other Major Investment News [ ) U p d a t e d c o I I a t e r a I

S — the nortls
T = » Social + paid media campaign

m €XPLORE
DISCOVER THE POWER OF [ MINNESOTA
BUSINESS IN MINNESO

2 *  Four unique sponsored articles and one sponsored
microsite (Business Facilities)

*  Partnerships with national and industry-specific
publications (see sample logos to the left)

Public relations
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https://www.exploreminnesota.com/business
https://www.exploreminnesota.com/business/resources
https://www.exploreminnesota.com/sites/default/files/2024-12/24EMB-modal-flyer_8.5x11-v5-11082024.pdf
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Partners by Media Objective
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*Smartbrief Newsletters ran January — March; **SEM/Paid Search ran September — early December
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Business Attraction Website Metrics /Business: 9/1/24 - 6/30/25
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Almost All Metrics Exceed Benchmarks

Ad outperforms benchmarks by an average of 12 pts. Top performers include Ad Recall (+38 pts.), Read Closely (+30 pts.),
and Look for More Info (+18 pts.)

Awareness

Advertisement Performance Compared to Benchmarks

M Total Respondents == Global Norms
|

24%Y “WARA
1:3%

Ad Recall Read Closely \Very Easyto  Previously Positive Easy to Mew Info in Positive Appeals to Me  Could/ill Interesting Fresh Recommend Look for More Visit Website Purchase
ID Advertiser Knew Cwverall Understand Ad Towards Benefit Approach to Info Intent
Advertiser Impression Advertiser Design
\ PN VRN J
Y Y Y
Engagement Metrics Perception Metrics Action Metrics

Base read issue on 1/28/2025 n=133, base ad recall: n=101; score of 7-10 on 10 point scale for all metrics except ad recall which is a yes/no question and verny easy to D advertiser which is 9-10 on 10 point scale. Medians based on:
Global digital Travel, Tourism, Transport & Distribution ads (10, running from 2015-2025in 281 ads, 72K respondents. ]



Consideration

smartbrief newsletters

SUMMARY
19% +81%

Recalled the ads Uplift in consideration of
Minnesota for business

# 29%

Minnesota was the top Likely to consider

Survey reactions: Positive choice for exposed Minnesota as a business
- respondents to locate a location
CommentarY/ sentiment, business
stating the campaign was 0 o
‘enticing,” left a "positive +79 Al +1 41 Al
fee“ng abOUt dOing bUSineSS U plift in Minnesota as Uplift in Minnesota as
“thriving" “industry-leading”

in that state,” or affirmed !
their already "favorable view s 111 Pt X B2B
of Minnesota."

*We will share full results in the appendix after the meeting.
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Business Attraction Campaign Key Learnings
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EMN & DEED Alignment
and Recommendations for
FY2026 Business Attraction
Work
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priorities discussed
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Workshop: FY2026 Paid
Marketing Spend for
Workforce Attraction



ideas

* Mini recruitment awareness campaign — drive
awareness for EMN resources in-state with
recruiters/talent acquisition pros

* Other ideas? Orgs to partner with? Events to
attend?
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council seats open
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2026 council meeting schedule
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