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COMPRERENSIVE MARKETING PLANNING
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& EVERGREEN PAID MEDIA
PEAK PAID MEDIA
SHOULDER PAID MEDIA
WINTER PAID MEDIA
GOALS & KEY PERFORMANCE INDICATORS (KPIS)
Overall Business Goals Paid Media Goals Earned Media
Tourism tax revenue, STR hotel Media engagements, ROl info Number of clips, impressions,
numbers, distribution throughout city, from OTA/travel intent, UVM, local/regional/national

length of stay website traffic coverage



M0 &
ONNECTION

AGE: 25-44  INCOME: $60,000+

TRAVEL PARTY: significant other & children

AUDIENCE FACTORS:
Value time away from day-to-day

Want trips that gives opportunities for
quality time & connection with their
children

Frequently drive for vacation
Most likely to travel during peak
Influenced by their kids’ interests

Practical needs for their trip &
planning
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UP FOR
ADVENTURE > 8| & | =

BILLBOARD NEWSPAPER SOCIAL MEDIA INTERNET
AGE: 25-44  INCOME: $45,000+ Index: 128 Vert:83% index: 75 Vert-26% Index: 19 Vert: B6% o 13 Vot 84
TRAVEL PARTY: significant other, friends @
& other couples E(] ) ) ((51))
AUDIENCE FACTORS: DIRECTMAIL  TELEVISION | __AUDIO _ RADIO

No children in the travel party

Focused on what can be experienced at
the destination - doing is top-of-mind

Prioritize new and unique experiences
Interested in active outdoor recreation

Most interest in food and drink
experiences

Passionate about travel, but may be
budget conscious

Leverage technology for trip planning
and booking
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READY T0
ROAM

AGE: 55+ INCOME: $75,000+

TRAVEL PARTY: significant other,
potentially other couples

AUI]IENCE FACTORS:
Want to connect with the destination -
have experiences true to the location

Mature, not old - still active and
excited to find what destinations offer

Empty nesters - fewer day-to-day
family responsibilities

More likely than other audiences to
travel in the fall and winter months

More traditional media usage than
other audiences
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UREATIVE CAMPAIGN
DEVELOPMENT

BRAND STORY

“Welcome to Duluth” is something we say here. But it's also something you'll feel. The
people, the pace, the place—are unapologetically original. Unique by nature. Theres a
reason the air smells better. And the beer tastes better. And the folks just seem
happier. It's because they are. You will be too. When you come to Duluth, you become
a part of what makes this place so special. While you're here with us, you're one of us.
And even when you leave Duluth, it never leaves you. You'll get it when you get here.
Welcome to Duluth. Love it like we do.

BRAND POSITION

LOVEITLIKE WE DI NUIOT
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"~ UNIQUE BY-NATURE

- There’s a Duluth for every
season. Because Duluth loves
every season. So, even though
nature may change its colors,
we never do. We just puton a
few extra layers. You'll get it
when you get here. The people.
The pace. The place. Duluth.
Love it like we do.

—

VISITDULUTH.COM

QUM

There’s a Duluth for every season.

Because Duluth loves every season.

So, even though nature may
change its colors, we never do. We
just put on a few extra layers. You'll

get it when you get here.
The people. The pace. The place.
Love it like we do.

® oo

VISIT DULUTH

DULUTH IS WAITING: oo

UNIQUE BY NATURE

From the world-famous to lecal favorites,

fall in Duluth is filled with colorful attractions.
Enjoy lakeside festivals, cozy restaurants

and breweries, patio firepits. migrating hawks,
theater performances and over 300 miles

of city trails bursting with changing leaves,
cascading waterfalls and friendly faces

The people. The pace. The place. Duluth.

Love it like we do.

. 3 - Scan the OR Code to start
E planning your Duluth trip,

Bis magnihitis alit que verum estiss entor alibea dolluptat sut et quae venimus ut
fat. Utemperferes maximodis venim volori omais ea velessi recum aciis

nus audigni hitatque platias deloreius acere dolorrum comait dolorem

dolorerior mo volectur? Quiducitati ommolorem quae sim aut uta pro g

moles volesecae perum aut quunt rerume passerum sum et qui doloriy
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WINTER LIKE WE DO HVHJ}I'IJTIII:II!JS

HOLIDAY EVENTS

Up north, we don’t hide from colder
weather. We toast it. We taste it.
We revel in it. Consider this your

invitation to love it with us.
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“WELCOME TO WINTER™

Up north, we don't hide from colder weather.
We toast it. We taste it. We revel in it.
Consider this your invitation to love it with us.

VISITDULUTH.COM

DULCTH

HOLIDAY 2022
& WINTER 2023



WEBSIIE
DEVELOPMENT

Business audit

(remove non-Duluth, add all Duluth)
Events

Content audit

LOVEIT
LIKE WE DO

(including SEO best practices)
Blogs, Faces of Duluth profiles
& itineraries

Seasonal landing pages
Industry section

FACES OF DULUTH: AERIAL LIFT
ﬁ{'s'“l,“,ﬁgf,'g E,',‘Q’J,S?,E ﬁﬂﬂﬁﬁ A FULL DULUTH EXPERIENCE

As an experienced traveler, you want to connect with the destinations you visit -

Faces of Duluth teks the stories of the people bebind Dulith's including its people and its culture. Here's an itinerary to help you experience all

iconic attractions, hidden gems and everything in between.
Traveling to Duluth? Learn the locals’ tips and tricks for seeing all
the city has to...

Duluth has to offer - featuring its history, arts & culture scene and breathtaking
beauty.




VIDED &
PHOTOGRAPHY

Three photo/video shoots completed

e Late summer 2021
(for assets used in 2022)

«  Winter 2022
(Jan: for assets used in late
2022 /early 2023)

e Summer 2022
(for use in 2023)




NATIONAL JOURNALIST VISITS
Stephanie Pearson
Matt Meltzer

VIRTUAL DESKSIDES

Stephanie Pearson
Matt Meltzer

Michele Herrmann

National Coverage:

«  Washington Post
«  TravelAwaits

e Livability

o  TripSavvy

Regional Coverage
«  MN Meetings + Events
«  Midwest Living

e Pride Journeys

@he Washington Post

10 great cities in the United States for
outdoor adventures

By Jon Rose Smtn

Duluth, Minn.: Mountain biking paradise
Population: 84,904.

Just six areas on earth have earned the top-tier gold-level Ride Center

desi ion from the International M in Bicycling Association, and
they include this Midwestern lakeport with a more than go-mile
network of mountain bike trails. Day rides abound, but for post-trail
bragging rights, take on the ultra-classic 40-mile Duluth Traverse, a
largely beginner-friendly route spanning the length of the city. It's not

only about the single track in Duluth, however. Through-hikers on the

approximately 300-mile Superior Hiking Trail stroll right through town,

and there are paddlers of all sorts on the St. Louis River Estuary
National Water Trail, with designated routes that range from one to 12
miles.
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7 Duluth, Minnesota

710 Places Food Lovers Should Visitin 2023 1




MINNESIA
COVERAGE

+ Monthly Event Round-Ups _ TIPS & IDEAS I
« John Beargrease Sled Dog

* ' MONDAY - BAYFRONT FES‘TI\.IAL PARK
DULUTH'S FOURTH FEST

(Communicating with media outlets about your crganization's news and events can be an effective way to reach potential visitors. Here are owr top tips to help you
share your story.

Marathon ' > ¥ Val HOW TO TELL IF YOUR STORY IS NEWSWORTHY

Journalists receive between 51 and 100 emal pitches in a single week. That's why when reaching out to media contacts, it's important to make sure your message is
mewsworthy and relevant - is it a story the outlet would typically cover?

O D I h A' h ; - +Timeliness - New o just happened or upcoming? * Usiqueness  Qirky.oiginal, nevorbean done batore

u ut Irs Ow . - + Significance - Affects a large group of people « Ussfulness - Changes someone’s life
Pronimity - The closer to hoene, the more relevant to media - Human interest - Appeals powerfuly to amotions and evekes strong
+ Prominence - Someons or something famous is involved responses such as laughtar. sadness, urgency or need for help

« Fourth Fest

DEVELOPING AND SHARING STORY IDEAS

+ Create a media list by researching the local news outiets in the area you want to reach, and the contacts at each outlet who typically cover the type of news
L - you are sharing.

e Kraus Anderson Bike Festival e e e
how in the pitch. This pitch should be customized to each reporter and the type of owtiat they work for (print. online. radio, television). Include a photo or other
wisual if you can, showing your business/event or an image that is relevant to your story idea. Let media know if you have b-roll video and high-res photos available,

. ‘especially if they're located in the Twin Cities or other markets, to increase the lkelihood of coverage.
PY A «If the story idea is quick and to the point. a short emadl pitch works. If you want to share more specific details. consider drafting a longer-form press release along
en eyvl e § g\ ‘with a quick note inviting media to consider covering it. Be sure to start with the most important /relevant informatien first, then provide additional details. Press
4 releases can be copied and pasted into an emai, or attached as a POF (although many media outlets prefer no attachments in emails, 3o pasting into an email is
N the praferrad method).
. d : * ) 4 +Send story idea pitches and/or press releases to reporters in individual emails. Most jeernalists strongly prefer to communicate via email vs. phone.
[ And more ™ . ] ] -—- S * If you do not receive a response within a week, it's ok to follow up once with an email. However, do mot continue contacting media repeatedly about the same
il ‘story idea if you do not hear back. They wil let you know if they are interested in doing a story.
+ If there are interesting new details or developments to the story after you first pitched the idea, it's ok to follow-up with these updates.
But again, limit follow-ups as too many follow-ups is a pet peeve of most journalists.

« Earned Media Tips Sheet

M3y 800

Bentleywlle Tour of Lights 04

EVIEW 30° Flurries Snow: 10"
7 i
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The shores of Gichigami (Lake Superior) have been home to Indigenous peoples for centuries,
and (Misaabekong) Duluth rests on the historical, traditional, contemporary land of the Lake K
Superior Anishinaabe (Ojibwe) people. Today, the Anishinaabe culture is still preserved and fid ] ndsey ranzau

celebrated in many ways throughout the city, thanks in part to the work of Ivy Vainio and the Y chloe moriondo - sam my
team at American Indian Community Housing Organization (AICHO). y

In the latest "Faces of Duluth” series, lvy ... See more

¥ See fish and lift bridge
! views at the Great Lakes
Aquarium

« Social Media Strategy and Playbook:
* Inspire, educate, plan + book

« Follower Growth (as of 11/16)
« Facebook +31% (+7,279) ,
+  Instagram +3.9% (+1.265) resob e
o Twitter +1.8% (+198) ‘

- Can you believe it's almost October? Below is a roundup of just some of the fun events
« Partnerships s

ol Throughout October: #D h ntedShip aboard the William A. Irvin outside the DECC -
0 o Duluth Entertainment
@ Throughout October: The Great Pumpkin Hunt at
e Destination Duluth B i
@ 10/1: Duluth Apple Palox
it 1015, 10/22, 10/29: St

14 1015, 10/22, 10/29: "Boo at the Zot
o r a 4 10/20-10/23: The Great Pumpkin Train at the \
 10/25-10/27: Scarium at the Aquarium at G;
* Influencers

each of these events and all other October happenings on our website:




ART. CULTURE
& HISTORY

Blog Content
Itineraries
Faces of Duluth Features

« 7 of 10 profiles featured those
in the arts/history
Paid Media Creative

DULDTH e e s a

fone - Rneras - Sk o e ok

DULUTH INTHE FALL

Super nque Sa pack your biyers

‘20d your camers - here’

DAY

MORNING Grab 3 cun ot coftes frem cnsieg watert s before they

along the St Lowis River system.

AFTERNOON

Post eveat. cazy sp by ” e o cider oa ane of Duken s
EVENING

Wamkee down for the might. There are pleaty of lacziog 3t1cns in Daleth far you ¢ relax and recharge.

MURAL HUNTING IN DULUTH

Are you looking for more Instagram-worthy content on your next
trip to Duluth? Maybe you'd like to check out some new
neighborhoods, experience amazing art and snap a few fun profile
pics while you're at it? Here are some of the largest and most
colorful art murals you'll find throughout the city to brighten your
feed.

FACES OF DULUTH: DIONA
JOHNSON

If you're in tune with the music scene in Duluth, you've likely heard
of AfroGeode. or maybe the band AfroGeode and the Gemstones.
Diona Johnson is the artist behind AfroGeode. Not only is she an
independent musician, Johnson is also a Licensed Independent
Clinical Social Worker at the College of Saint Scholastica, working
as a Mental Health Therapist and Intercultural Specialist. We spoke
with Johnson about her Duluth experience.



JATA
INALYTICS AND
REPORTING

Overall KPIs

Ongoing reporting (monthly slides,
quarterly report, end of campaign
reports)

Visitation partnership

Alignment with EMT reporting

Executive Summary  Eamed Media

num-".l Executive Summary

Year
(0]

Month
(A

Tourism Tax Summary: All

1500K

1000K

Tax Revenue ($)

Jan Feb Mar Apr May

Smith Travel Research (STR) Hotel Indicators

Hotel Occupancy Hotel ADR Hotel RevPAR Hotel Supp
55.22% $134.95 $79.37 479N  TOURISM TAX REVENUE
Yoy Y10 Yoy Y10 Yoy YD Yoy January-March §2.356.523
A12%  55.22% A221%  $13495 A 9545 $79.37 A% 4 « Up 30.5% over 2021
«  Up79% over2019

u
- 2222 Occupancy By Year Apri-June $3340702
W 2021 & «  Up 10.9% over 2021
W 2022

Business Goal Set
ADR 60
Demand

® Occupancy

ey 40
RevPAR 3
Supply

20

«  Up9.0% over 2019

January-March

Occupancy - 45%

*  Up &% over 2021, down 2% over 2019
Demand (rooms sold) - 143,882

« Up12% over 2021, equal to 2019
Revenue - $17673.013

May Jun « Up 0% over 2021, up '1% over 2019

aeights, san

Tonram o Summary A4

SMITH TRAVEL RESEARCH (STR) HOTEL INDICATORS

April-June

Occupancy - 61%

+  Up 5% over 2021, down 2° over 2019
Demand (rooms sold) - 118,008

+  Up 5% over 2021, equal to 2018
Revenue - $15.749.963

«  Up 107 over 2021, up 15 5% over 2019

ARRIVALIST - AVERAGE LENGTH OF STAY

Arrivalist is  leading travel industry software platform that uses location information from devices to track travel movement. including
how long visitors to Duluth spand in the destination. (Year-over-year data is not available )

Trips by Length of Stay Trips by Length of Stay
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WINTER &
PEAK EFFORTS IR S SRS

-+ TOTAL IMPRESSIONS: 47,706,544 TOURISM TAX HUEEL 00MS HO
»  TRAVEL INTENT ROI

Winter: $15 to $1 ROI

Peak: §35 to $1ROI 0/ 5 8 0/ ] 3 0/
Combined 3,205 hotel stays ] 3 ) 9 0 ] 0 _ 0

EXPEDIA ROI
« Winter: $7 to $1R0I
Peak: $45 to $1ROI

Combined 4,726 hotel stays The rate of inflation in the United States was 8.2% for the 12 months ending on September 30, 2022.




ACCOUNT MANAGEMENT

IMPLEMENTATION OF MANAGEMENT OF STRATEGIC
MARKETING SERVICES PARTNERS AND FREELANCE
CONTRACTORS
«  Weekly calls with city Local partnerships:
Vendor coordination and negotiation  Local photographers
Regular correspondence with Visit Duluth & Tourism Advisory 0ld Saw Media talent
Board

e Intern - UMD student
«  Destination Duluth
e Duluth office

Industry relations
35+ meetings with industry groups/businesses
*  Lunch & Learns

« Industry resources (brand toolkit, social media
playbook, audience and media tips sheet, etc.)




ADDITIONAL
TACTICS

Visitor guide design
Email marketing

Visit Duluth creative elements

Additional photo and video shoots




I-“ " KI N ﬁ OVERALL GOALS

Continue to uplift entire city while focusing

AH [ nn lllu 2“23 on equity versus equality
Continue partnerships with Visit Duluth

and the DECC

Additional photo & video shoots prioritizing

diversity

Evaluate paid media timing emphasis
(Peak, Shoulder or Winter)

Ongoing presence of 0TAs, paid search,
retargeting interested visitors

Quarterly listening sessions for industry

December 2022: industry survey

FAM tours: journalists and influencers

Alignment on cruising




2023 BUDGET

TOTAL: $1.8 MILLION

MEDIA - 67% Reporting/Tools 4% nd Relations 1%

« Paid, earned, organic social, Destination Duluth and . . ndustry helations 1’
Shrpa partnerships Planning/Strategy 5% ‘\

CREATIVE ASSET DEVELOPMENT - 16% Website/Content 7%

« Campaign production, photo and video shoots

WEBSITE, CONTENT CREATION, EMAIL MARKETING - 7%
«  Ongoing updates, maintenance, blogs, itineraries

1 0
AGENCY PLANNING, STRATEGY - 5% Creative 16%

REPORTING & TOOLS - 4%
«  Ongoing reporting, visitor tracking resources,
US Travel Association

Media 67%

INDUSTRY RELATIONS - 1%
 Lunch & Learns, listening sessions, etc.



+ (JUESTIONS & DISCUSSION +






