
Explore Minnesota Tourism Council 
New Members Orientation 

March 7, 2024 



CONGRATULATIONS! 

Welcome to the Explore Minnesota 
Tourism Council 



Explore Minnesota is the state marketing office which 

promotes tourism, livability and economic opportunity in 

Minnesota. The agency is under the leadership of 

Executive Director Lauren Bennett McGinty, who 

was appointed by Governor Walz in 2021. 

Explore Minnesota showcases the state's diverse 

attractions and livability, including its natural beauty, 

outdoor recreation opportunities, cultural events, 

historical sites, and vibrant communities. 

As a government agency, we work in partnership with 

other state agencies and collaborate with tourism 

businesses, local communities, economic development 

organizations and industry partners to promote 

Minnesota as a top place to visit, live and do business. 

About Explore Minnesota 

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


Grow Minnesota’s economy 

Maximize partner and stakeholder 
leadership and collaboration 

Foster state stewardship 

Create a welcoming experience for all 

Ensure organizational excellence 

Mission: We support Minnesota’s economy and promote sustainable travel by 
welcoming all to experience our diverse cultures and destinations through 

innovative marketing, industry partnerships and unique storytelling. 

Position: We lead Minnesota’s travel industry by collaborating with partners and 
stakeholders to market our state for the economic benefit of all Minnesotans. 

Vision: To be a top 10 

destination for 

extraordinary travel in 

all four seasons. 

Values: Teamwork, 

creativity, agility and 

inclusivity. 

Our Strategic Goals, Vision, 
Mission, Position & Values 

https://mn.gov/tourism-industry/about-us/mission-and-goals.jsp
https://mn.gov/tourism-industry/about-us/mission-and-goals.jsp


Annual Budget for FY24: $18.24 million 

Allocation of budget* 

Our Budget 

60% Marketing & Communications 
• All seasonal campaigns, public relations 

& social media marketing 

17% Technology & Operations 
• Website, staff salaries, finance/ops 

8% Industry Outreach/Support 
• Education, regional outreach & support 

7% Marketing Grants & Co-ops 
• Industry & business marketing support 

4% Market Development 
• International marketing 

4% Welcome Centers 
• Staffing/operating the 6 state welcome centers 

*based on FY23 allocation 



• Tourism in Minnesota has over a $22 billion yearly 

economic impact and generates 272,000 jobs 

statewide. 

• Our most recent data shows that we welcomed 76.6 

million visitors in 2022 and we’re anticipating we’ll see 

growth when we receive the 2023 numbers in April. 

• For every $1 Explore Minnesota spent on its 

$4 million 2023 spring/summer campaign, it returned 

$25 in state and local taxes and $252 in traveler 

spending. 

• $2.2 billion in state and local taxes are generated via 

tourism 

• Tourism generates a tax savings of $985 per 

household in MN. 

(based on 2022 data) 

Why Tourism Matters 

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


Situational Analysis 
In FY24 Explore Minnesota received its first base budget 

increase in a decade. 

The funding increase was one-time, and failure to renew and 

maintain this funding will not allow Explore Minnesota to 

maintain current levels of service delivery. 

• Michigan: $34M 
• Colorado: $30.7M 
• Montana: $22.3M 
• Missouri: $19.7M 
• Minnesota $18.24M 
• Iowa: $17.5M 
• South Dakota: $17.3M 
• Wisconsin: $16.8M 
• North Dakota: $7.7M 

Moved from 9th 

to 5th in FY24 



Additional Growth Areas 
International Marketing 

• Restarted after the pandemic 

• Promotions in Europe; trade missions in Japan and South Korea 

Tribal Nations Tourism 

• Continued conversations and collaborative meeting with American 

Indian, Alaska Native Tourism Association (AIANTA) 

• $2.2 million in onetime funding to develop grants and scholarships 

• $1,999,800 for FY2024-2025, with each Nation eligible for up to $181,800 

Tourism Industry Investment 

• More than $1.67 million in grants in 2023 (169 marketing grants) 

• Expanded educational conference 

Filling Critical Roles and Vacancies 

• Have hired 10+ staff since July, primarily filling vacancies left open by 

retirements or layoffs during the pandemic 



• Website hit 9.8 million visits in 2023, the highest ever. 

• The 2023 top viewed web page was “6 Spectacular National 
Park Sites in Minnesota” which features Voyageurs National 
Park, the North Country Scenic Trail, our beautiful national 
forests and more. 

• Driven by niche marketing campaign. 

• Our Instagram page has 239k followers, the 3rd highest 
among competitor states; 6x more than IA, 3x more than IL. 

Market Locations for 2024: 

Talking About Minnesota Everywhere 

• Colorado 
• Illinois 
• Indiana 
• Iowa 
• Michigan 
• Minnesota 

• Missouri 
• Montana 
• Nebraska 
• North Dakota 
• Ohio 
• South Dakota 

• Texas (Dallas only) 
• Utah 
• Wisconsin 
• Wyoming 
• Thunder Bay & 

Winnipeg, Canada 



From the Explore Minnesota 2023 Halo Effect Study by Longwoods International 

“Tourism is the front door to economic 
development.” 

55% 

Live 

51% 

Start a 
career 

46% 

Start a 
business 

53% 

Attend 
college 

47% 

Purchase 
vacation 
home 

41% 

Retire 

After visiting MN and seeing an ad, participants were more likely to 
think of MN as a good place to... 
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The Halo Effect & Explore 
Minnesota for Business 

https://mn.gov/tourism-industry/explore-minnesota-for-business/
https://mn.gov/tourism-industry/explore-minnesota-for-business/


Onetime funding = $11 million for FY24-25 

The division will promote the state as a top state to live, work and 

do business: 

• Phase 1: Talent/new resident attraction to improve the state’s 

stagnant workforce (launched March 4, 2024) 

• Phase 2: Business attraction; working with DEED and other 

state agencies as well as NGOs to market MN as a top state to 

do business (launches between July - September 2024) 

• Phase 3: College-age and existing resident retention (launches 

between March – May 2024) 

Phase 1 Market Locations: 

Explore Minnesota for Business 

• California 
• Connecticut 
• Illinois 
• Indiana 
• Kansas 
• Maryland 

• Massachusetts 
• Michigan 
• Montana 
• New York 
• Ohio 
• Oregon 

• Texas 
• Vermont 
• Washington 
• Washington DC 
• Wisconsin 
• Wyoming 

https://mn.gov/tourism-industry/explore-minnesota-for-business/




The state will take on a new brand identity: 

To better communicate the opportunities that exist for non-

Minnesotans to experience everything we have to offer, from 

vacationing to setting down roots to grow a future, Explore 

Minnesota has created a brand identity that all state agencies 

and external partners can use. 

When you hear Star of the North, you will think Minnesota. 

Minnesota Brand Positioning 

https://mn.gov/tourism-industry/our-marketing/star-of-the-north-toolkit.jsp


The Explore Minnesota Tourism Council consists of people 
from a multitude of sectors in hospitality and tourism 
appointed by the governor to serve in an advisory capacity to 
Explore Minnesota. 

The purpose of the Tourism Council is to serve the broader 
interests of tourism in Minnesota by promoting activities that 
support, maintain, and expand the state's domestic and 
international travel market, thereby generating increased 
visitor expenditures, tax revenue and employment. 

ENABLING LEGISLATION 
M.S. 116U.25 (LAWS OF MN '04 CH 171) 
Enabled: 04-30-2004 

About the Tourism Council 

https://mn.gov/tourism-industry/about-us/tourism-council.jsp


Membership: 
Up to 35 members appointed by the Governor, including the director of Explore Minnesota 
Tourism, who serves as chair. 

Voting members appointed by the governor for four-year terms including: 

• 14 representatives of statewide organizations and associations: representing bed 
and breakfast establishments, golf, festivals and events, counties, convention and 
visitor bureaus, lodging, resorts, trails, campgrounds, restaurants, craft beverage 
establishments, chambers of commerce, chambers of commerce for 
underrepresented communities, and Tribal nations; 

• 5 regional marketing representatives: one representative from each of the tourism 
marketing regions of the state as designated by the office; 

• 10 representatives of tourism-related businesses: representing transportation, retail, 
travel agencies, tour operators, travel media, convention facilities, arts and culture, 
sports, outdoor recreation, and tourism business owners from underrepresented 
communities; 

• 1 or more ex officio non-voting members including at least one from the University of 
Minnesota Tourism Center; 

• 4 legislators: two from each house, one each from the two largest political party 
caucuses in each house, appointed according to the rules of the respective houses; 
and 

• other persons, if any, as designated from time to time by the governor. 

Filling of membership vacancies is as provided in M.S. 15.059. 

About the Tourism Council 

https://mn.gov/tourism-industry/about-us/tourism-council.jsp


Your Role as a Council Member 
• You have been appointed to an official seat which 

represents a sector or stakeholder group of the Minnesota 
tourism and hospitality industry. 

• In this capacity, your duty is to represent the broad interests 
and viewpoints of the assigned industry sector and you are 
expected to have regular interface with the stakeholders of 
that sector. 

• You are asked to provide a Quarterly Sector Report prior to 
each regularly scheduled Tourism Council meeting. 

• You may be asked to serve on Tourism Council 
subcommittees or task forces. 

• There is no compensation or reimbursement of expenses 
related to serving as a Member of the Explore Minnesota 
Tourism Council. 



• Your seat is appointed to you alone and cannot be 
transferred. 

• If you are unable to represent the sector seat you are 
appointed to for any reason, such as inability to continue to 
serve or represent the interests of the sector, leaving the 
industry, moving out of Minnesota or retirement, you may 
choose to resign your seat prior to end of 
your appointment. Resignations are to be made in writing 
and can be sent to Explore Minnesota Tourism Council Staff, 
Office of the Governor or Office of Boards and 
Commissions. 

• You are appointed for a four-year term but may continue to 
serve in a voting capacity until your seat has been replaced 
or reappointed. 

• All meetings are public and of public record. 

Your Role as a Council Member 



Tourism Council Member Hub 

• Meeting dates 
2024: March 12; June 12; September 10; December 10 

• Meeting minutes 

• Council Quarterly Reports 

• Member Roster 

Tourism Industry Website 

Explore Minnesota Staff Roster 

St. Paul Office Directions 

Primary Contacts: 

Lauren Bennett McGinty Executive Director of Explore Minnesota – 
Appointed Council Chair 

Beth Helle, Deputy Director Destination Development – Appointed 
Council Oversight 

Marya Barsanti, Executive Aide—Appointed Council Staff 

Member Resources 

https://mn.gov/tourism-industry/about-us/tourism-council.jsp
https://forms.office.com/Pages/ResponsePage.aspx?id=RrAU68QkGUWPJricIVmCjJM0XEjAPPlHhsd6Eld53t9UOThDT0lYWktRWEJRSjZZREc5NzRFUUpTMy4u
https://mn.gov/tourism-industry/
https://mn.gov/tourism-industry/about-us/staff-directory.jsp
https://mn.gov/tourism-industry/about-us/our-office.jsp
mailto:lauren.bennett.mcginty@state.mn.us
mailto:beth.helle@state.mn.us
mailto:marya.barsanti@state.mn.us


THANK YOU! 
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