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goals & strategy 
• Maintain visibility and awareness of Minnesota as a leisure 

group travel destination 
• Increase engagement with professional group planners 

Inspire professional leisure group planners to include Minnesota in 
their products by increasing awareness through group 
memberships, proactive communications, and paid marketing 
tactics focused on Minnesota’s unique natural assets, events, 
unique group experiences and group-friendly attractions. 



objectives & audience 
Objectives: 

1. Engage professional planners and influence them to consider 
Minnesota. 

2. Make it easy for them to plan their group travel. 

3. Support Minnesota destinations and attractions to attract 
more group business. 

4. Provide group leads to the industry. 

Audience: 

• USA 

• Professional planners (B2B) 

• Recreational planners (B2C) 

+ Domestic marketing team 



tactics; look back 
• Paid memberships 

+ National Tour Association (NTA) 

+ American Bus Association (ABA) 

+ U.S. Travel Association 

> Group Travel Network Member 

• Advertising 

+ Leisure Group Travel Magazine 

> October 2025 issue; Minnesota special section 

> Article focused on the Minnesota Music 
Experience 

> Co-op opportunity 

https://leisuregrouptravel.com/princes-paisley-park-and-the-minnesota-music-scene/
https://leisuregrouptravel.com/princes-paisley-park-and-the-minnesota-music-scene/


tactics; look back 
• Public relations 

+ Article in July/August ABA Destinations Magazine 
highlighting milestone anniversaries in 2025. (article) 

+ Answered inquiries 

• Explore the MN website 

+ Group travel added under “trip planning” (recreational) 

+ Group travel added under “contact us” (professional) 

• Industry support 

+ Leisure group market meeting, Nov. 12 

+ Presentation slides and a recording of the meeting are 
available on the tourism industry website. 

https://aba.ygsclicbook.com/pubs/destinations/2025/julyaugust-2025-/live/#p=26
https://www.exploreminnesota.com/trip-planning/group-travel
https://www.exploreminnesota.com/trip-planning/group-tour-resources
https://mn.gov/tourism-industry/marketing/market-development/group-tour-marketing.jsp


leisure group meeting takeaways 
• Develop a new group email 

distribution list – sign up! 

+ Help answer questions 
from planners 

+ Receive additional leads 

+ What's new 

• Continue co-op 
advertising for partners 

• Continue participating in trade 
memberships 

+ American Bus 
Association, Circle 
Wisconsin and National 
Tourism Association 

+ Drive market 

• Develop more 
group-centric assets 

• Don’t create a committee • Don’t do a fam but do 
support partner fams 



tactics 
• Memberships continue… 

• Trade shows 
+ American Bus Association Marketplace 

> January 10-13; Reno, Nevada 
> Leads available shortly 
> Strong interest in 'What's New,' including: Expo2031, 

MN Hockey Hall of Fame 
+ Circle Wisconsin Midwest Marketplace 

> April 19-21; La Crosse, WI 
> Are you attending? 

• Advertising 
+ Destination Reunions Magazine 
+ Group Tour Magazine 

> Are you interested in a co-op? 



tactics 
• Public relations 

+ Group Tour Magazine, Hidden Gems article, Feb. 

+ ABA 

• Explore MN website 

+ Group Travel - Add additional resources and planning tools 

• Content creation 

+ Video & photos 

> Volunteer your group for a photo and video session! 

> Out-of-state groups are ideal 

• Industry support 

+ Explore Minnesota Tourism Conference session 

> Kevin Hinton, Managing Director, Group Travel, U.S. Travel Ass. 

> The State of Group & International Travel 

> Join us! Thur. Feb. 12, 10:10 AM - 10:55 AM 

https://www.exploreminnesota.com/trip-planning/group-travel
https://www.exploreminnesota.com/trip-planning/group-travel


marketing & 
communications 

international marketing 

Jen Schak, Market Development Manager 



USA actions with global tourism implications 
Marketing during significant headwinds, including: 
• Trade tariffs 
• Comments by political leaders 
• International travelers detained in the USA 
• Stricter travel restrictions for select countries; bans on select countries 
• Increased fees for some national parks for non-residents 
• Proposal for visa waiver country travelers to submit social media history 
• The USD exchange rate (not favorable to most foreign currencies) 
• Long visa wait times for non-visa waiver countries 

Implications: 
• Resulting international relations 
• Decline in consumer sentiment 
• Safety concerns 

Minnesota – presence of federal agents and resulting local crises 



fy2026 strategy adjustments 
• Split year planning 

+ July – December & January – June 

+ Paused new marketing Jan. 7 – end of Feb. 

+ Pushed back Jan/Feb live dates 

• Communications strategy 

+ Proactive approach to media outreach 
+ New, monthly international media & trade newsletter 

• Continue global memberships & partnerships 

+ Brand USA, Significant Decrease in Funding 

+ Less investment, conservative approach 

• Adjusted market mix 

+ Heavy focus on paid media 

• Focused on target markets with adjustments 

+ Prioritized countries least impacted by external factors 



why? 
• Positive economic impact 

+ New dollars into Minnesota 

+ Average spend per party is almost 2.5 times more than a 
domestic party 

+ In 2024, international visitors spent approximately $457 
million in MN 

• Maintain global competitiveness and positioning 

• Support MSP Airport – key international gateway 



goal & strategy 
• Increase consumer and trade awareness of Minnesota as a 

must-visit travel destination. 

• Increase visitation to Minnesota from target markets. 

Inspire consumers in targeted international markets to visit 
Minnesota by leveraging global memberships and cooperative 
marketing partnerships, as well as proactive, innovative marketing 
and storytelling that focuses on Minnesota’s unique natural assets, 
art, and culture. 

• Regional positioning 

• Agency of Record, RMI 

• Audience: mature couples; repeat visitors to the USA 



primary markets 
High yield, high arrivals, mature markets. Historical interest in traveling to Minnesota 
and a developed tourism industry supporting it: flight routes, tour operators and 
travel agents, and bookable products. 
• United Kingdom 
• Italy 
• France 
• Benelux (Belgium, Netherlands, Luxembourg) 
• Nordics (Norway, Sweden, Finland, Denmark, Iceland) 
• Germany 

Direct Flights: 
• Amsterdam, Netherlands 
• Frankfurt, Germany 
• London, United Kingdom 
• Dublin, Ireland 
• Paris, France 
• Reykjavik, Iceland 
• Copenhagen, Denmark 
• Rome, Italy 



secondary markets 
Important arrivals markets into Minnesota. Closely monitoring 
developments and growth: 

• Japan 

• India 

• Australia 

• China 

• South Korea 

Direct Flights: 

• Tokyo, Japan 

• Seoul, South Korea 



look back, tactics 
Germany 

• Two marketing programs, RMI 

+ Trpster digital travel magazine, partnership included an article, 
email marketing, and SEO. 

> MN, The Ultimate Road Trip 

+ Reiserporter digital travel magazine, partnership 

> Road Trip Through Nature 

• Great Lakes USA - American Journal, published articles: Earned 
media from Oct. 2024 fam trip where we hosted Aliki and Sascha. 

+ Great Lakes, Wisconsin and Minnesota for explorers, 

+ Minnesota, Exquisite in the land of 10,000 lakes. 

• Brand USA travel agent familiarization tour 

+ This was a multistate itinerary for MN, WI, and IL. It focused on 
the Twin Cities and the Mississippi River, Sept. 

> Thank you! 

https://trpstr.de/minnesota-usa-great-river-road-roadtrip-tipps/
https://trpstr.de/minnesota-usa-great-river-road-roadtrip-tipps/
https://www.reisereporter.de/reiseziele/nordamerika/usa/minnesota/natur-roadtrip-in-minnesota-seen-staedte-und-abenteuer-4ZS4NDAAYBECJEHJOSPIFWYSLA.html
https://www.reisereporter.de/reiseziele/nordamerika/usa/minnesota/natur-roadtrip-in-minnesota-seen-staedte-und-abenteuer-4ZS4NDAAYBECJEHJOSPIFWYSLA.html
https://latka-shop.de/p/05600375/america-journal-3-42025/america-journal
https://latka-shop.de/p/05600374/america-journal-22025/america-journal
https://latka-shop.de/p/05600374/america-journal-22025/america-journal


look back, tactics 
United Kingdom 

• Two marketing programs, RMI 

+ Active Traveller digital magazine partnership included 
several articles, email marketing, and digital advertising, 
October – November. 

+ Wanderlust Magazine partnership included several articles, 
podcast and digital advertising, October – November. 

> How to plan the perfect trip 

> Places to connect with our musical heritage 

> Travel tips from famous locals 

https://www.active-traveller.com/discover/minnesota
https://podcasts.apple.com/us/podcast/minnesota-the-land-of-10-000-lakes/id1585628173?i=1000733172676
https://www.wanderlustmagazine.com/inspiration/minnesota-trip-planner/
https://www.wanderlustmagazine.com/inspiration/minnesota-trip-planner/
https://www.wanderlustmagazine.com/inspiration/minnesotas-rich-musical-heritage/
https://www.wanderlustmagazine.com/inspiration/minnesotas-rich-musical-heritage/
https://www.wanderlustmagazine.com/inspiration/5-top-minnesota-travel-tips-from-the-locals/
https://www.wanderlustmagazine.com/inspiration/5-top-minnesota-travel-tips-from-the-locals/


Wanderlust Magazine 
advertorial & podcast 

Thank you! 



look back, tactics 
Italy 

• One marketing program, RMI 

+ The Touring Club Italiano (association/club) campaign 
included two published articles (digital), and website, 
social and email marketing. 

> Nature experiences 

> Influential people 

https://inviaggio.touringclub.it/consigli-di-viaggio/natura-in-minnesota-sei-esperienze-da-provare-tra-laghi-e-foreste-del-nord
https://inviaggio.touringclub.it/consigli-di-viaggio/natura-in-minnesota-sei-esperienze-da-provare-tra-laghi-e-foreste-del-nord
https://inviaggio.touringclub.it/consigli-di-viaggio/da-bob-dylan-a-charles-lindbergh-viaggio-in-minnesota-sulle-tracce-di-cinque-personaggi-che-hanno-fatto-la-storia
https://inviaggio.touringclub.it/consigli-di-viaggio/da-bob-dylan-a-charles-lindbergh-viaggio-in-minnesota-sulle-tracce-di-cinque-personaggi-che-hanno-fatto-la-storia


look back, tactics 
Benelux (Belgium, Netherlands, Luxemburg) 

• Four marketing programs, RMI 

+ Financieel Dagblad (financial and business news publication), 
one-page feature in the business travel & leisure section; 
Dec. 

+ AmerikaNu (tour operator) campaign, six-page article and ad 
in GoAmerika Magazine and two new itineraries, Nov. 

+ RonReizen, (travel TV program) on the #1 TV channel in the 
Netherlands, filmed June, aired our segments (2), on Nov. 23 
and 30. Online article.   

https://www.ronreizen.nl/type/stedentrip/minneapolis-minnesota-van-prince-naar-bob-dylan


+ Wideoyster 

Online travel magazine for the 
Dutch market. Content was 
gathered in June and 
published in Nov. & Dec. 
• North Shore Scenic Drive 
• Minneapolis – City of Free 

Spirits 
• Exploring Minnesota’s 

Untamed North 

https://magazine.wideoyster.com/long-reads/north-shore-scenic-drive-minnesotas-wild-road-along-lake-superior/
https://magazine.wideoyster.com/long-reads/north-shore-scenic-drive-minnesotas-wild-road-along-lake-superior/
https://magazine.wideoyster.com/long-reads/minneapolis-city-of-free-spirits/
https://magazine.wideoyster.com/long-reads/minneapolis-city-of-free-spirits/
https://magazine.wideoyster.com/long-reads/minneapolis-city-of-free-spirits/
https://magazine.wideoyster.com/long-reads/minneapolis-city-of-free-spirits/
https://magazine.wideoyster.com/long-reads/minneapolis-city-of-free-spirits/
https://magazine.wideoyster.com/long-reads/boundary-waters-canoe-area-wildernessexploring-minnesotas-untamed-north/
https://magazine.wideoyster.com/long-reads/boundary-waters-canoe-area-wildernessexploring-minnesotas-untamed-north/
https://magazine.wideoyster.com/long-reads/boundary-waters-canoe-area-wildernessexploring-minnesotas-untamed-north/


look back, tactics 
Nordics (Norway, Sweden, Finland, Denmark, Iceland) 

• Four marketing programs, RMI 

+ Etraveli (OTA) partnership included email marketing with a 
landing page and flight options, Nov. – Dec.   

+ Joyvoy campaign (Swedish travel website) included two 
digital articles (Nature and Twin Cities) and are being 
promoted digitally on major Swedish lifestyle and news 
platforms, Oct. – Dec.   

+ Swanson's Travel (Swedish tour operator), social media 
and email marketing, Dec. 

+ FDM (Danish tour operator), social media and email 
marketing, Oct. – Dec. 

https://www.joyvoy.se/destinationer/special-feature/minnesota-utforska-usas-storslagna-natur/
https://www.joyvoy.se/destinationer/special-feature/twin-cities-minnesotas-kreativa-hjarta/


look back, tactics 
Other: 

• Brand USA Travel Week Trade Show, London, Oct. 20 – 23. 

+ We met with 42 tour operators 

+ Leads available for you! 

• New, International trade and media newsletter 

+ September, October, November and December. 

+ Average open rate of 47%; click thru rate of 9% 

+ Sign up! 

https://content.govdelivery.com/accounts/MNEXPLORE/bulletins/3f0d694
https://content.govdelivery.com/accounts/MNEXPLORE/bulletins/3f0d694
https://content.govdelivery.com/accounts/MNEXPLORE/bulletins/3f0d694
https://content.govdelivery.com/accounts/MNEXPLORE/bulletins/3fae1ef
https://content.govdelivery.com/accounts/MNEXPLORE/bulletins/4000710
https://mn.gov/tourism-industry/marketing/market-development/international-newsletter-subscription.jsp
https://mn.gov/tourism-industry/marketing/market-development/international-newsletter-subscription.jsp


tactics 
United Kingdom 

• Great Lakes USA brochure 

+ Spring issue of Essentially America 

• Two marketing programs, RMI 

+ The Telegraph partnership 

> Two print articles (Feb. 4) 

> Two digital articles and digital ads 

+ The Times partnership 

> One print article 

> One digital article, paid social and display ads 

https://online.pubhtml5.com/wicz/zyqq/#p=48


tactics 
Italy 

• Four marketing programs, RMI 

+ Si’Viaggia (online travel magazine) campaign 

> Three articles, social, display ads and email 
marketing 

+ Dove Travel Magazine campaign 

> Three-page printed feature, digital article, social 
media and email marketing 

+ Renewed, Great American West Partnership, Gateway 

+ Alidays travel agent training, Feb. 6 



tactics 
France 

• Five marketing programs, RMI 

+ Terre d'Escales (tour operator) marketing campaign, 
included one article in Courants d’Air magazine (travel 
magazine), a new itinerary, SEO and email marketing 

+ Evasions USA (tour operator) B2C marketing campaign 

+ Le Figaro (daily newspaper) article in travel section 

+ Le Parisien (daily newspaper) brand content campaign, 
includes digital article, social and display ads 

+ Milk Magazine (digital lifestyle magazine), includes a digital 
article and social media 

• Brand USA optimized audience campaign, includes digital ads, 
landing page, and booking platforms: booking.com and 
kayak.com, April. 

https://www.terre-escales.com/nos-destinations/voyages-amerique-nord/etats-unis/voyage-dans-le-minnesota.html
https://kayak.com
https://booking.com


tactics 
Germany 

• One marketing programs, RMI 

+ USA-Reisen Experte (travel agency) B2C Campaign 

> Paid social, email marketing, new MN itinerary 
• Great Lakes USA 

+ Organized a multi-state media fam for Dirk Rohrbach, Jan. 
16 – 19. Thank you! 

+ Brochure 

> Spring issue of Mein Amerika   

> Use for your German-speaking clients! 

Benelux (Belgium, Netherlands, Luxemburg) 

• One marketing program, RMI 

+ National Geographic Traveller (Dutch print magazine) 
campaign, includes printed article, digital article, social and 
email marketing. 

https://online.pubhtml5.com/wicz/agdk/#p=1
https://online.pubhtml5.com/wicz/agdk/#p=1


tactics 
Nordics (Norway, Sweden, Finland, Denmark, Iceland) 

• Two marketing programs, RMI 

+ Icelandair campaign, includes flight options, website, 
email and social marketing 

+ Amerikaspesialisten (travel agency) training 

Other: 

• U.S. Travel's IPW, Fort Lauderdale, May 18 – 21. The largest 
international inbound travel trade show in the USA. 

• EMN website update 

+ Adding an international media room 

• International trade and media newsletter: January, February, 
March, April, May, & June 

+ Submit newsworthy updates 

+ Sign up on the industry website 

https://mn.gov/tourism-industry/marketing/market-development/international-newsletter-subscription.jsp


tactics 
Mississippi River Country membership 

Japan 

• Media and trade mission to Japan; Feb. 16 – 20 

• Trade mission to L.A., California; March 24 – 26 

+ Interested in attending? 

India 

• Represented MN at the Brand USA India trade mission; 
Jan. 18 – 23 

• Social media influencer fam, June 

+ Interested in hosting? 

https://mississippirivercountry.com/


thank you! 



questions? 
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