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e  (Quick Introductions

e (Contract OQutline & Record 2023 Results

Driving Impact in 2024

e (uestions & Discussion




YOUR DULUTH MARKETING TEAM

Shellilissick ~ LauraMitchell  Kyrie Bussler

Bellmont Partners Belimont Partners Lawrence & Schiller Lawrence & Schiller
Account Director Partner VP of Marketing Senior Media Strategist



COMPRERENSIVE MARKETING PLANNING

GOALS, KEY PERFORMANCE INDICATORS (KPIS) & OVERALL STRATEGY

Overall Business Goals Market Strategy Paid Media Goals Earned Media
Tourism tax revenue, STR hotel Peak & Shoulder Efforts: 400-mile radius ~ Media engagements, ROl info Number of clips, impressions,
numbers, distribution throughout city, =~ Winter/Holiday Efforts: 225-mile radius from OTA/travel intent, UVM, local/regional/national
length of stay Evergreen Efforts: National website traffic coverage
JAN FEB MAR APR MAY JUN JUL AUG SEP 0cT NOV DEC

PR, EARNED & SOCIAL MEDIA
& EVERGREEN PAID MEDIA

PEAK PAID MEDIA

SHOULDER PAID MEDIA

WINTER/HOLIDAY PAID MEDIA




AUDIENCE PROFILES

READY T0 ROAM UPFOR ADVENTURE KIDS & CONNECTION



CREATIVE CAMPAIGN DEVELOPMENT
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Campaign Highlights

e  Promoting travel beyond Canal
Park

e  Showcasing diversity in
attractions, adventures and
adventurers

e  Capturing 3 "My Duluth” videos of
local voices (for release next year)




FALL COLORS

Campaign Highlights :s— lu"K BH"[[R '
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memories you make in Duluth

4 1 e  Featuring the local perspective in
!‘.l,]..%.l,'.l.“n!.';.gﬂsm.m..m fresh ways
e [(athering new assets to promote
fall travel next shoulder
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+ HOLIDAY TRADITIONS ovu

MADE IN DULUTH

:15 HOLIDAY SPOT
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MADE INDULUTH

Campaign Highlights

e Rolling out new imagery gathered last
year

e  Emphasizing diverse talent

e  Showing visitors the way to their next
favorite holiday tradition

WINTER MAGIC
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WEBSIIE
DEVELOPMENT

In-depth business audit

Events

Page refreshes/optimizations:

«  Homepage, seasonal landing

pages, meetings & convention

content, new pages added, etc.

Ongoing content development:
»  Blogs, Faces of Duluth profiles

& itineraries

DULTH e e o e s s

LOVET
LIKE WE DO

Website Pageviews
o 145M-Up 23%

New Users
« 530K - Up 24%

FACES OF DULUTH: EDUARDO
SANDOVAL LUNA

Eduardo Sandoval Luna is on a mission to build connections
between people and cultures through food. For eight years, he's
done this as the owner of Oasis Del Norte food truck. and now, he's
expanded to a full fledge restaurant of the same name in Lincoln
Park. This new community hub will provide authentic Mexican
taqueria fare alongside art, music and camaraderie to all who visit.

DULUTH DICTIONARY: A FIRST-TIMER'S GUIDE

A few words to know and places to go for your first time in Duluth, sorted
alphabetically. Aerial Lift Bridge: the bridge connecting mainland Duluth with a long
sandbar known as Minnesota Point. It raises to let boats pass underneath into port,
sometimes more than 20 times per day during the peak shipping season of...

Jan - Oct 2023 compared to same period previous year.



VIDED &
PHOTOGRAPHY

Three photo/video shoots completed:

* Holiday/Winter 2022
(Shot Dec. 2022, for assets used
in 2023/2024)

 Summer 2023 (for assets used in 2024)

« Fall 2023 (for assets used in 2024)
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INSIDER .
. Check into history: These classic
it The best 'green’ vacation spot in all 50 states for buildings avoided the wrecking ball,
6 Do g- Friendly Activities people who care about planet-friendly travel turned into hotels
i 27 . Sarah S Sl o USA TOOAY
To Enjoy in Duluth st

M [ n I A Duluth, Minnesota — described as a "climate-

TOTAL BP PLACED
MEDIA HITS
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l‘“ 'y P I | g 2 = Located Hierally oo the shore of Lake Superioe, this hotel, bullt in the 1880s and

Tisted on the National Register of Mistork Flaces, w brewery. b
smokestack asd water tower are lindmarks. Inside, fisd exposed beick. 62
Indivicually styled rooms and lake views. With three restaurants, & sakon and dey
s a5 two nightclubs, there's pleaty 10 keep yors busy. When yos're ready to
venture out, stroll down the boardwalk and get to know the lakefront. Bomes: The

P— P 900 inn s part of a shopping comples. which is home to the resovated Fitger's

Whether you want a forest, mountain, . ) . »
or water-based escape, these are five AR s :
can’t-miss American experiences. asarefuge from climatecrisis e
By Evie Carrick

THE !m“]]ﬂml
PADDLE THE @ Reader’s Digest b
WORLD’S LARGEST A Trusted Friend In a Complicated World

Up 21% over YTD 2022

TOTAL BP PLAGED
MEDIA IMPRESSIONS

282,529,140

NATIONAL COVERAGE HIGHLIGHTS

Forbes Travel + Leisure
USA Today Reader’s Digest

Insider Real Simple
Wall Street Journal

Totals as of 10/31/2023

FRESHWATER LAKE

WHERE On the shores of Lake Superior,
Duluth, Minnesota is an unsung water-
sports capital.

DO Kayak Superior’s northern shore with
Day Tripper of Duluth (daytripperofduluth.
com). You'll glide through blue-green water
and past soaring cliffs, with a spectacular
view of Split Rock Lighthouse. Duluth is
also a two-hour drive from the 1.1 million-
acre Boundary Waters Canoe Area
Wilderness (fs.usda gov), one of the
country’s most remote places.

STAY Solglimt (solglimt.com; doubles from
$272), a five-room B&B, has Lake Superior
beach access. The waterfront Fitger's Inn
(fitgers.com; doubles from $262) is a
town favorite.

EAT AND DRINK Visit the tasting room at
Vikre Distillery (vikredistillery.com) to
sample aquavit, gin, and vodka made
using local grains, foraged botanicals, and,
of course, pure water from Lake Superior.
For a cocktail, opt for the Spruce Aimighty,
made with Vikre's Boreal Spruce Gin,
kumquat, lemon, and pomegranate.

ROD.COM « Travel « Vacations « Destinations

The 14 Most Underrated
U.S. Travel Destinations to
Visit Now

CLUBMOUSEARTYGETTY MACES

Duluth, Minnesota

With an architecturally stunning downtown, trendy lakeside neighborhoods
and outdoor adventures around every corner, Duluth is a great alternative to
busier Midwestorn towns such Minneapolis and Chicago, or even Denver in
the west. Qutside magazine and the Washington Post named it one of the
country's best cities for outdoor adventures, and mountain biking, in
particular, is a big draw here. But from museums to boat tours to baligames,
there’s no shortage of attractions 1o explore in this underrated US. travel
cestination

TRAVEL

Big Food Scenesin

Small Cities

B to town at one of these underroted restourant
dostinations. Pack your stretchy pants!

BT RETORA MANNE
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Bring Me The News.

—-——_ ——."

TOPICS INCLUDED:

 Beargrease
« First Ship

WCCO NEWS DULUTH

: @®CBSNEWS
altie’ of the season arrives in Duluth MINNESOTA :(!A’I‘JRI!”&PE&!‘!.OIEFUN IN DULUTH

« Dylan Fest

« FinnFest

« Fall Events Round Up Minnesota

. Minnesota Monthly - Ride Guide: Minnesota Bike Trails

Across the State
» Bike Trails

e  Summer Events

== ey

- FIRST SHIP ARRIVES TODAY IN DULUTH KARESB - B
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PLACEMENTS ONKSTP & WDI0

2,800,633

POTENTIAL AUDIENCE

|

BUSINESSES. ATTRACTIONS
& EVENTS FEATURED

ACROSS

)

NEIGHBORHOODS

Twin Cities Live / Minnesota Live

< Top fan
Joanne Mayne
Great show, haven't been to Duluth for 30 + years. Now | want to make a trip up

there!!!

dariapetraglia Enjoyed the show 0 i _qlligaid 1d

B It was a great show! | literally planned a
"
!t Makes me want to visit Duluth trip to go up there next weekend because

v | want to check out all of the places you
highlighted!

Reply

Qo




* Organic Content
« Branding Incorporation

3 AR o visit_duluth « Following

4 visit_duluth *FIRST SHIP CONTEST
3 ANNOUNCEMENT!*
v 5 : ; There are many signs of spring
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AVERAGE IMPRESSIONS PER POST
 Facebook: 17,351

« Instagram: 5,904

o Twitter/X: 747

« TikTok: 399

AVERAGE ENGAGEMENT PER POST
 Facebook: 402

* Instagram: 295

« Twitter/X: 15

« TikTok: 16

Total followers across platforms

increased by 6,120 (+4.9%) in 2023.

Data as of 10/31/2023

across the country, but in Duluth, it's

when the season’s first ocean-going
vessel, otherwise known as a
“saltie,” enters the Port of Duluth-
Superior.

fabulous Duluth prize pack -
including an overnight stay!

*Note that dates posted in the

Qv

.Q Liked by bridgetmonroe and 1,258
others

Visit Duluth @visitduluth - Aug 11 Promote .-+

It's a timeless tradition: the bachelor party. Crack open this six-pack of
bachelor party activities in Duluth and celebrate your big day before the
big day:

visitduldth.com
T

visit_duluth

" Cravingice cream
| inDuluth? We've

NationarT
thescoop

What's
happening in

DULLTH
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SOCIAL MEDIA PARTNERSHIPS

TOURISM TUESDAY INSTAGRAM TAKEQVERS INFLUENCER PARTNERSHIPS DESTINATION DULUTH
© visaan

Vish Dt
. . 0 K

Nofing Mo being suriounded by 8 forest in 1ad cokor. & 3

- e Herrick v

View insights

BDULUTHHUSKIES

Qv A

©PD Liked by deccduluth and 1,073 others
visit_duluth Duluth Departure of the U.S. Navy Blue
Angels.

View insights
Qv A

.’3 Liked by mndroneflyer and 61 others
visit_duluth Learn all about @lsartglass in today's
Tourism Tuesday feature!

My adrenaline was maxed as | waited for this moment!
The U.S. Navy Blue Angels flying directly over the
Duluth aerial lift bridge! They came down the shoreline,
banked directly down Lake Ave and then over the
bridge!

i @_abjornberg_ via @destination_duluth
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ARTS, HISTORY, MUSIC AND MORE: oo L -
PAPERIENCE THE CLTURE OF DULUTH B=—— —
1 FACES OF DULUTH: GABE
& H[slllﬂ RY MAYFIELD

Qv A

27 likes

‘D 1 ch Nty and TR 1OCH0GE rOVes CTEEEY MIGITECN. B B0 visit_duluth Learn about @minnesota.ballet in today’s
ulturs, Whathee 1o ars & i, At St or Nty aficionsdo, e ar & multinds o atractons and scthitns Tourism Tuesday feature!

«  Blog/Itinerary Content e
 Social Media Content
« Faces of Duluth Features

» Paid Media Creative e et b s

gartens. e 2ich century craftseanshin, fhe Cleashoen Mansion 1 n suthentic experience you wil et want 1o

Artistic Adventures

Live music, big events, art galleries all across town: [Y [m[NSEHINK
aay

the maker spirit is alive and well in Duluth, See what’s 57, LOWIS COUNTY DEPOT

coming to town, what's already here and what you need ; R,
to put on your calendar.

O
NISTORIC ATTRACTION Link: 3 1 ' -culf
Larn Mre | STORIC ATTRACTIONS https:livisitduluth.com/experience/atteactions/history-culture/




JATA
INALYTICS AND
REPORTING

2023 KPIs/Goals:

Drive Visitation to Duluth

Spread Visitors Throughout the City

Show a Variety of Things to Do
Throughout the City
Show Duluth as a Community

Welcoming to All

Executive Summary  Earned Media
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Tourism Tax Comparison N':“ Goal Date picker:
@ (an Seiect date range and tha range of
$ 1 1' 269, 89 5 Eonl datestocompare
2,50% HoteyMotel ’:/';","“ - ‘:::«.
A7% S i
o1/2022 v | 092022
Tourism Tax Summary: All W 2023 W 202z W22 2020
« QURTERLYREPORT .. DUl
1500%
2023 TOURISM MARI(ETING GOALS
The Duluth touri: visitors to “Love it Like We Do," with these four goals at the
2000% lwmofdlim
Drive Visitation to o Show a Variety of Things to
I Duluth Do Throughout the City
o %Emad Visitors Show Duluth as a Community
, G — —i —— ——— —— roughout the City Welcoming to All
| Smith Travel Research (STR) Hotel Indicators l an -] [t
Hotel Occupancy Hotel ADR Hotel RevPAR Hote! Supply Hotel Dema, TDURISM TAX RWENU[ O — —— = —
55.79% $140.94 $83.41 6.08M 3.41N ho1-gre 0 9508521 @) =
Yoy Yoy Yoy Yoy Yoy * lb T4% over 2022
+ Up171% over 2018 -
AT AW A2 o Al0w - ::
Attraction Visitation (as reported by partner) CURRENT TOTAL: | ) il
() o | [(Mutiple var, wes) » (2023 s A 3%: FROM PREV| . " . - . v
o o Mor o Ve SMITH TRA\IEL RESEARCH (STR) HOTEL INDICATORS

&aulua 582" 00 Demand (rooms

- Down2.4% from B05%in 2022, down 5 4% from 835% n 2018, ,,,,,,,,Au:“,?;,gf_,,,,”m
+  Similar to MN Occupancy - 58.0% for 02 Revenue - $31153,080

* Juns occupancy for Duluth (701%) was higher than MN (874%) . yp 5 0% over 2022, up 20.1% over 2018

TWIN CITIES LIVE + MINNESOTA LIVE oooo
+ 55 in show mentions leading up to In Your Town Week -
(3/204/21) for  potential audience of 950 738 e

- April 28 live show, online

stories and rebroadcasts on Memorial Day and July 5 for
a potential audience of 1841417

- 18 its for a total potential audi f 2,800,855

5 8 8
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DRIVE
VISITATION
10 DULUTH

Bring visitors to the city, get them to
stay longer and spend their time and

dollars here

Tourism tax, hotel indicators/revenue,

attractions volume, paid media metrics

JANUARY -SEPTEMBER INDICATORS

Tourism Tax Summary: All M 2023 M 2022 M 2021 2020 2019

2023
1500K

1000K

500K

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov

2022
2021

2019

2020

Dec

The rate of inflation in the United States was 3.7% for the 12 months ending on September 30, 2023.

TOURISM TAX YTD: $11,269,899
e Up /4% compared to record 2022 « Up 10% compared to last year

 Up 18.2% compared to 2019

ATTRACTIONS VISITATION (reported by partners)




.I JANUARY -SEPTEMBER INDICATORS

¥|RSI|\"[|[E\"[|N STR HOTEL INDICATORS
10 DULUTH

HOTEL OCCUPANCY H
RATE FLAT

Th  +53% +0d%

b0.4% vs 61.4% $l|]lM vs 9.1 $173vs 161

ROOM AVERAGE DAILY
UE UP RATE UP




JANUARY -SEPTEMBER INDICATORS

]' WINTER & PEAK CAMPAIGN RESULTS

I] RIV[ TOTAL IMPRESSIONS: 60,231,424
TRAVEL INTENT ROI ARRIVAL LIFT: +39%
«  Winter: $29 to $1ROI « Visitors are 39% more likely to travel to

 Peak: $19to $1R0I Duluth after ad exposure
lllu n u I-HIIIH Combined 2,131 hotel stays
EXPEDIA ROI STAY LIFT: +32%
«  Winter: $17 to $1ROI « Visitors stay 32% (10 hours) longer in
*  Peak: $22 to $1ROI Duluth after ad exposure

Combined 3,735 hotel stays

DULTH

WELCOME
10 DULUTH

YOUR POCKET ADVENTURE CUIDE

DULTH DULTH

WELCOME WELCOME
10 DULUTH 10 DULUTH

YOUR POCKET ADVENTURE GUIDE JUR POCKET ADVENTURE GUIl

<< IMESUPERIOR = >>

£% RIS & ENTERTAINMENT . >>




e Focus on showing all neighborhoods of Duluth
e Growth in 15 out of 23 neighborhoods in 2022 (Arrivalist)

o Highlight in creative, earned media and website/social content

T —— o

SPREAD

NEIGHBORAODS OF BULUTH

Hane - Lxperionce - Neighborioods

VISITORS

THROUGHOUT
THE CITY

THE LONGEST DAY IN DULUTH

Celebrating the summer solstice with 15 hours, 51 minutes and 55 seconds of
adventure. For anyone hanging out north of the equator, June 21 is the summer
solstice, AKA the longest day of the year. And when you reach latitudes like you'll find
in Northern Minnesota, the days get pretty long. Real long. like just...

WCCO NEWS

@CBS NEWS
8 I <iaso Ml FINDING FALL FUN IN DULUTH




e Uplift Arts, Culture and History

o Highlight a variety of things to do in creative elements, content, etc.

SHOW A VARIETY

IR ASTOR,
MISIC&NORE

NORTH SHORE CULTURE 101

OF THINGS 10 DO
THROUGHOUT
THE CITY

Link: httpsilvisi ts-history-culture-duluth/ How many members make up the
@dssomn’s Youth Symphony?

Who's ready for
some trivia?

—

) T Test your knowledge of
DULUTH ATTRACTIONS BY AGE Duluth’s Arts & Culture

Whether your kids are 5 or 15, there is an abundance of engaging
and exciting activities for every little (or not so fittle!) one to
enjoy. Families of all sizes, interests and abilities can make
memories in many Duluth spots




SHOW DULUTH
A3 A COMMUNITY
WELCOMING
10ALL

e (elebrate the diversity of Duluth’s citizens and potential travelers

e Diversity in photo/video shoots, media pitches, content curation

"

INDIG

0US CULTURE IN

CELEBEFTE AND HONOR




ACCOUNT MANAGEMENT

IMPLEMENTATION OF MANAGEMENT OF STRATEGIC
MARKETING SERVICES PARTNERS AND FREEL ANCE
CONTRACTORS
«  Weekly calls with city Local partnerships:
Vendor coordination and negotiation « DECC
«  Regular correspondence with Visit Duluth & Tourism Advisory Visit Duluth
Board

« Local photographers
«  0Id Saw Media talent/videography
Destination Duluth




ADDITIONAL
TACTICS

 Industry Relations

Quarterly industry updates
and listening sessions

e  Lunch & Learn webinars

Tourism Tuesday social
series/social takeovers

Ongoing industry resources
(ex. Attractions handout)

Additional Partnerships

«  ESTO/US Travel

Explore Minnesota Tourism
Other Marketing

Email Marketing

«  Visitor Guide Support

DU e o o s s s

MARKETING CAMPAIGN & MATERIALS

DULUTHART INSTITUTE

DULUTH CHILDI




AREAD OF IMPROVEMENT & ONGOING LEARNINGS

TRAVEL INTENT / ONLINE TRAVEL AGENCIES EFFORTS - ROI REVIEW
PAID MEDIA - RETARGETING STRATEGY

PAID SOCIAL MEDIA - INSTANT EXPERIENCE AUDIENCE

ORGANIC SOCIAL - INFLUENCER PLATFORM

EARNED MEDIA - FAM TOURS WITH EXPLORE MINNESOTA
INDUSTRY RELATIONS - ADDITIONAL TOUCHPOINTS

ARTS + CULTURE - CONTINUING TO INCREASE VISIBILITY



DRIVING
IMPACT IN
2024

OVERALL GOALS

Continue to uplift entire city while focusing on equity versus equality

Continue partnerships with Visit Duluth and the DECC

Additional photo & video shoots prioritizing diversity

Continue expanding focus/budget into slower occupancy timeframes (shoulder/winter months,
weekday pushes, etc.)

Ongoing presence of online travel agencies (0TAs), paid search, retargeting interested visitors
Incorporate more authentic Duluth personalities in various mediums (new “My Duluth” creative series
introduction, Faces of Duluth, etc.)

Continue to provide various resources & opportunities to the Duluth tourism industry members
National FAM tours: journalists and influencers

Grow organic social channels with engaging, on-trend content (video, user-generated content, etc.)



2024 BUDGET

TOTAL: $1.8 MILLION

MEDIA - $1,254,300 (70%)
« Paid, earned, social, email marketing, Destination Duluth, and Twin Cities Strategy/Planning 4%

Live partnerships Reporting 1% \ Travel 1%

Tools/Membership 3% Industry Relations 1%

CREATIVE/CONTENT - $366,500 (20%)
«  Paid media creative, photo/video shoots, Visit Duluth creative services,
ongoing website maintenance, content development and hosting

STRATEGY/PLANNING - $72,000 (4%) Creative/Content 20%
«  Strategic planning, market evaluation, goal review, etc.

TOOLS/MEMBERSHIP - $49,500 (3%)
 Arrivalist, US Travel Membership/ESTO awards

REPORTING - $22,000 (1%)
(Quarterly reporting, dashboard, and other misc. reporting needs

INDUSTRY RELATIONS - $21,000 (1%)
*  Lunch & Learns, listening sessions, monthly newsletters, industry
coordination and communication, etc.

Media 70%

TRAVEL - $14,700 (1%)
«  FAM tours, photo/video shoots, meetings, etc.



ANNUAL BUDGET EVOLUTION

2022 2023 2024

. Strategy/Planning 4% . Strategy/Planning 4% . Strategy/Planning 4%
Reporting 1% Travel 1% Reporting 1% Travel 1% Reporting 1% Travel 1%

Tools/Membership 3%

Tools/Membership 3% Tools/Membership 3%

Research 1% Industry Relations 1% Industry Relations 1%

Creative/Content

Creative/Content 20%

23% Creative/ﬂ(]ontent
0

23%

Media 67% Media 67%

Media 70%



+ (JUESTIONS & DISCUSSION +






