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1. Support Explore Minnesota and stakeholder 
storytelling at the state legislature 

2. Support Explore Minnesota marketing 
campaigns and other agency initiatives

3. Support Minnesota’s Travel and Hospitality 
Industry through data and research



Bookmark the Explore 
Minnesota Industry 
website 
(https://mn.gov/tourism-
industry/) and review the 
Research section.  

Research content 
includes:

• Minnesota tourism-
focused research

• Tourism and the 
economy data

• List of state and 
federal data sources

https://mn.gov/tourism-industry/


Data & Research Overview

Economic Impact of Tourism

American Travelers

Minnesota Travelers

Niche Activity Marketing Campaigns



Impact of Minnesota’s 
Visitor Economy

In 2023 Minnesota had an estimated 80.2 million visitors, 
which is above the pre-pandemic visitation level.

Visitors spent an estimated $14.1 billion in Minnesota and 
had a total economic impact of $24.2 billion.

Tourism and related activities generated an estimated 
180,473 jobs and $8.1 billion in labor income for 
Minnesotans.

Tourism generated an estimated $2.3 billion in state and 
local taxes. Each Minnesota household would need to be 
taxed an additional $1,002 to replace visitor generated 
taxes received by state and local governments in 2023.

Source: Tourism Economics The Minnesota Visitor Economy 2023 Study 



County-Level Tourism Impacts

Explore Minnesota has partnered with Tourism 
Economics to provide country-level economic 
impact of tourism data. 
• 2023 spend, employment and tax tourism 

impacts
• 2019 – 2023 visitor tourism spend by category

Watch for an announcement of county-level 
economic impact data in Industry News 
enewsletter. Subscribe to the enewsletter
through the Industry Opportunities section of the 
Industry website  (https://mn.gov/tourism-
industry/).



Portrait of the American 
Traveler

Through a digital library subscription, 
Explore Minnesota has access to MMGY 
traveler profiles, including their quarterly 
Portrait of the American Traveler report.  

The most recent quarterly American 
Traveler report is for Fall 2024. The 
following slides contain relevant report 
highlights.



TRAVEL OUTLOOK 
SNAPSHOT 



PORTRAIT OF THE 
AMERICAN TRAVELER







Explore Minnesota partners with 
SMARInsights to study Minnesota leisure 
travelers.  

The most recent Minnesota Visitor Profiles 
were completed in 2023 to clarify post-
pandemic visitor characteristics and 
behaviors.

Separate Spring/Summer and Winter 
Traveler Profiles were developed.  While 
upcoming slides focus on summer visitors, 
winter visitor trends are similar.

Minnesota Traveler 

Profile 



VISITOR ORIGIN 
MARKETS

From EMT’s Datafy dashboard showing MN visits April-August 2023.



TRIP PLANNING



TRIP PURPOSE 



KIDS IN HOUSEHOLD



MN REGIONS VISITED
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MN Tourism Regions Visited 
in Spring/Summer 2019 and 2023



POTENTIAL VISITORS –
TOP ACTIVITIES BY 
SEASON 

2023 Potential Minnesota Visitor Top Activities by Season



VISITOR SATISFACTION



Explore Minnesota selects marketing niches 
based on a variety of factors:

• Are there a sufficient number of leisure 
traveler households interested in the niche 
activity?

• Will niche ads drive incremental trips to 
Minnesota? 

• Will average niche trip spend be above 
average leisure trip spend?

• Is the niche activity something Minnesota 
can uniquely promote?

Marketing Niche Selection



We define broad activities clearly in order to 
facilitate the development of on-point 
creative and effective media targeting.

Performing Arts - Focused on theater and 
music performance for a live audience. 

Winter Sports – Focused on cross-country 
and downhill skiing, snowboarding and 
snowmobiling.

Winter 2024/2025 Niches 



Through desktop research, we gather niche 
activities information on several considerations:

• U.S. audience

• Top U.S. and Midwest destinations

• Minnesota activity offerings

• Minnesota appeal and differentiation

Pull inputs from a range of sources:

• Government data

• Associations

• News article

• Reddit

Niche Research Briefs



U.S. Audience

• Key source: 2022 study from the National 
Endowment for the Arts

Just under half (48 percent) of all 
American adults attended at least 
one arts event in person annually.

Social media and peer-to-peer
communications were the most  
commonly cited mechanisms for
learning about in-person arts events.

Performing Arts Research 1



Top U.S. & Midwest Destinations

• Key sources: U.S. Bureau of Economic 
Analysis (BEA) and SMU Data Arts

 In 2023 SMU Data Arts ranked 
Minneapolis the #6 large vibrant arts 
U.S. community. 

Performing Arts Research 2



Minnesota Offerings

Key sources: Explore Minnesota database, 
google and SME (Devon!)

 Minnesota has hundreds of performing 
arts venues across the state.  Some 
popular venues by MN tourism region 
are:
o Central: Franklin Arts Center ……
o Metro: Guthrie…
o Northeast: Duluth Playhouse…
o Northwest: The Sanford Center…
o Southern: The Fairmount Opera 

House…

Performing Arts Research 3



Minnesota Appeal

Key sources: Reddit and travel forums

 The great thing about theatre here is that there are so many 
niches. We're not all trying to make it to Broadway, so there is 
incredible diversity. There are many multi-cultural companies, 
community-based companies, and weird companies who do 
strange experimental installations. Everything is unique and 
they aren't all trying to fit into a mold that one type of audience 
will enjoy.

 I'm a bit biased as I'm running sound for a show at the Guthrie 
as I type this, but I have to turn down theatre work every week 
because there is so much work for competent theatre 
technicians. My (now) wife came here for college and stayed 
because of the theatre opportunities available here. Art 
Galleries, are well represented. It's a supportive arts 
community that helps the helpful and scorns backstabbing. 
The art keeps me here.

Performing Arts Research 4



Devon Cox
Digital Strategy Manager

1.Lead website, social media, and email 
marketing team.

2. Support Minnesota's economy by driving 
online traffic and inspiring travel through 
engaging content.

3. Advise internal and external stakeholders on 
best practices and industry trends.



Turning Data into Tactics
Core Principals

• What are the repeated themes we see 
appearing in our research?

• What do we already know about our 
audiences and what tactics they respond to?

• What to we already know about what's 
happening in digital media markets?

• How do these things interact?



Case Study: Performing Arts 
Key Themes from Our Research

• Social media is a key way audiences find 
out about performing arts events.

• The strength of MN's theater scene is its 
diversity.

• The Guthrie is a key player.



Case Study: Performing Arts 
Our Audience

• Motivated by spending time with 
significant other or family.

• Cares about beautiful scenery.

• Those interested in performing arts are 
also interested in food & drink.

• Top OOS markets are from midwestern 
cities without a flagship regional theater.



Case Study: Performing Arts 
Digital Marketing Landscape

• Users react to authentic, POV-video that 
doesn't feel too professional or 
"produced."

• Short-form video outperforms static 
images, especially with users who don't 
already know us.



What We Landed On
Digital Marketing Landscape

• A short-form phone-filmed video with a "date 
night" angle at the Guthrie, featuring dinner at 
a local restaurant, gorgeous views/scenery, 
and a casual/voicey V.O.

• Created internally (to save resources). Placed 
on Instagram/TikTok.

• Leads to this page, a performing arts guide 
that emphasizes our city's diverse landscape 
and requires an email conversion to unlock.

https://www.exploreminnesota.com/performing-arts-guide


Questions?

Gretchen Nussbaum | Gretchen.Nussbaum@state.mn.us

Devon Cox | devon.cox@state.mn.us


