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> Group Travel Network Member

A Advertising
+ Leisure Group Travel Magazine
> October 2025 issue; Minnesota special section

> Article focused on the Minnesota Music Experience U

Unwind in Central New York

e

ropbesebiiy pheol i il . " e (e 7 partners participated

> Co- 0op opportunity



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

Y 2026

he American Midwest, a vast expanse of
rolling plains, historic waterways, and rug-
ged shorelines, offers a bounty of road trip
adventures perfect for groups. Forget the
interstate—these scenic byways are the
true veins of the heartland, leading you
and your fellow travelers through stunning
landscapes and living history.

For groups secking dramatic natural
beauty, the shores ofthe Great Lakes deliver
breathtaking views and maritime history.
Minnesota’s Gunflint Trail is a 57-mile
National Scenic Byway near the Canadian
border, a gateway to the vast expanse of the
Boundary Waters Canoe Area Wilderness.
Groups can stay at resorts like Gunflint
Lodge or Clearwater Historic Lodge for
paddling, hiking, and wildlife viewing. Visit

ROLLING INTO
THE HEARTLAND

 view unlike any other on these scenic byways around the M
BY MAYA MACKINNON

the Chik-Wauk Museum and Nature Cente
at the end of the trail to learn about th
area’s natural and cultural heritage. “Ther
are lots of places to stop along the trail fo
scenery but, honestly, the best oppaortunit:
to see wildlife is on early-morning and eve
ning drives—it’s up to Mother Nature,” say
Brenda Maas, market development repre
sentative for Explore Minnesota. Sprin,
brings “waterfall season® to the arcan
melting snow surges rivers over plungin,
rapids—a must-see.

Next stop: Copper Country Trail Nationa
Byway in Michigan. Winding through th
Keweenaw Peninsula, this route celebrate
the region’s copper mining boom fron
the late 1800s to early 1900s. Groups ca
descend into history at the Quincy Min

A Public relations

FY2026 In review

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

+ Group Tour Magazine article highlighting scenic byways,
including the Gunflint Trail U May 2026.

+ Answered inquiries and provide content

A Explore MN website

+ @CgEacbpbC- g

+ @CgEacbhcC-
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+ Group Travel - Added additional stories and inspiration,

plus updated the image library (40 total)


https://aba.ygsclicbook.com/pubs/destinations/2025/julyaugust-2025-/live/#p=26
https://www.nxtbook.com/greenspringmedia/grouptour/group-tour-magazine-may-2026/index.php#/p/26
https://www.exploreminnesota.com/trip-planning/group-travel
https://www.exploreminnesota.com/trip-planning/group-tour-resources
https://www.exploreminnesota.com/trip-planning/group-travel
https://www.exploreminnesota.com/trip-planning/group-travel

FY2026 In review

Industry support

+ Supported Enjoy Eagan's leisure tour operator
fam, which had ten attendees, with staff
attendance and a lunch sponsorship, May 4.

+ Leisure group market meeting, Nov. 12

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

+ Outreach to partners U group & international

+ Explore Minnesota Tourism Conference
session Feb. 12

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

> The State of Group & International Travel


https://mn.gov/tourism-industry/marketing/market-development/group-tour-marketing.jsp
https://mn.gov/tourism-industry/marketing/market-development/group-tour-marketing.jsp

leisure group meeting takeaways
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' A Develop a new group email A Continue participating in trade
distribution list ) sign up! memberships
. + Help answer questions + American Bus Association,
from planners Circle Wisconsin and
"‘ National Tourism

+ Receive additional leads -
Associlation
+ What's new

+ Drive market

A Continue co -op A Develop more
advertising for partners group - centric assets

A0g6zbBCACI - Bi C- CARONREEPBTEGC- CU- 60 CAE{
support partner fams
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FY2026 In review

A Trade shows
+ American Bus Association Marketplace
> January 10- 13; Reno, Nevada
> 33 appointments U 3 partners attended
> 50% of appointments know of/have MN trip planned

> NE operator wants trips "closer to home" and NC operator
said, "We Love Minnesota!"

+ Circle Wisconsin Midwest Marketplace
> April 19-21; La Crosse, WI
> 32 appointments - 8 partners attended

+ Leads available for you!



goals & strategy

Inspire professional leisure group planners to include  Minnesota

in their products by increasing awareness through

group memberships, proactive communications and paid

marketing - ADRACCUGAECI EC86CXRO061I Cogb- zCC
events, unique group experiences and group - friendly attractions.

A Maintain visibility and awareness of Minnesota as a group
leisure travel destination
A Increase engagement with professional group planners




objectives & audience

Obijectives:

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:
A USA & Canada
A Professional planners (B2B)

A Recreational planners (B2C)




FY2027 tactics

A Paid memberships
+ National Tour Association (NTA)
+ American Bus Association (ABA)
+ U.S. Travel Association
> Group Travel Network Member

A Trade shows

\

+ National Tourism Association's Travel Exchange
> Nov. 1518 in Tulsa, OK
+ American Bus Association Marketplace
> Feb. 6-9, 2027, in Calgary, Ontario
+ Circle Wisconsin Midwest Marketplace
> April 5-6, 2027, in Middleton, WI
> Are you attending?
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mailto:brenda.maas@state.mn.us?subject=Circle%20Wisconsin%20
mailto:brenda.maas@state.mn.us?subject=Circle%20Wisconsin%20
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FY2027 tactics

A Advertising - two new co - ops
+ Destination Reunions magazine U annual digital publication

> Full- page digital ad + full - page editorial + eblast
> Site inspection article (written by magazine staff)
> $2,395 U unlimited number of participants

+ Group Tour magazine - display campaign

> Half- page ad + half- page editorial U print & digital
> Month - long digital feature

> Price: $4,500/each U max of (3)

> OR- option for print only at $3,000

+ Listed on Industry Site
> Sign up to receive co - op updates


https://destinationreunions.com/
https://destinationreunions.com/
https://grouptourmagazine.com/
https://grouptourmagazine.com/
https://mn.gov/tourism-industry/industry-opportunities/partner-with-us/co-op-marketing.jsp
https://mn.gov/tourism-industry/industry-opportunities/partner-with-us/co-op-marketing.jsp

FY2027 tactics

A Public relations

+ ABA Destinations magazine article | August 5

A Social media

+ Do you know any group influencers?

A Content creation
+ Video & photos
> Volunteer your group for a photo and video session

> Qut- of- state groups are ideal

A Industry support

+ Virtual meetings and in - person visits



international marketing

Jen Schak, Market Development Manager

marketing &
communications




FY2026 strategy adjustments

A Split- year planning
+ July Y December & January U June
+ Paused most new marketing Jan. 7 U end of Feb.
+ Pushed back Jan/Feb live dates
A Communications strategy
+ Proactive approach to media outreach
+ New, monthly newsletter & media room
A Continue global memberships & partnerships
+ Brand USA, Significant Decrease in Funding
+ Less investment, conservative approach
A Adjusted marketing mix
+ Heavy focus on paid media
A Focused on target markets with adjustments
+ Prioritized countries least impacted by external factors



Top 4 - FY2026 In review

1) Launched a new, international media room

+ Downloadable video
& photos

+ |tineraries

+ Story ideas

International Media Room

+ Links to recent media coverage

2) Launched a new, international trade and media
newsletter
+ September , October , November , December ,
January, Eebruary, March, April, May, June &

July

+ Average open rate of 49% and click thru rate
of 10%, 600+ contacts



https://www.exploreminnesota.com/media/international
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://content.govdelivery.com/accounts/MNEXPLORE/bulletins/407cadf
https://content.govdelivery.com/accounts/MNEXPLORE/bulletins/40e97a5
https://content.govdelivery.com/accounts/MNEXPLORE/bulletins/41222e6
https://content.govdelivery.com/accounts/MNEXPLORE/bulletins/4162022
https://content.govdelivery.com/accounts/MNEXPLORE/bulletins/41b0f91
https://content.govdelivery.com/accounts/MNEXPLORE/bulletins/41fa9c8




20 July 19, 2026 The Sunday Times

Travel US

| The new Little House on the‘ ,
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FY2026 In review

4) Hosted four media familiarization ~ tours - THANK YOU!

A The Times (UK) ran Finding the Real Little House on the Prairie in
America's Midwest on Sunday, July 19

+ Corresponds to the launch of the Netflix series
+ The Times reaches 15B/month

+ Partnered with Marshall, Walnut Grove, Spring Valley
& Lanesboro, in addition to South Dakota & Wisconsin

A German podcaster Dirk Rohrbach covered winter in Winona,
Rochester and the Twin Cities as part of his 50 States series

A Latitudes, an Italian magazine, will highlight Twin Cities, Duluth & North
Shore in the September 2026 issue

A Partnered with Mississippi River Country to bring four  Indian
journalists to the Twin Cities, down the river


https://www.thetimes.com/travel/destinations/north-america-travel/us-travel/little-house-prairie-minnesota-north-dakota-wisconsin-gspcsjz5g

FY2026 In review

Germany
A Three 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

+ USA- Reisen Experte (travel agency) B2C Campaign

> Paid social, email marketing (April 25),
new MN itinerary

A 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.


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://www.usa-reisen-experte.de/true-heart-of-america-minnesota-rundreise/?utm_source=ActiveCampaign&utm_medium=email&utm_content=USA-Sommertraum%202026%3A%20Ihre%20Reise%20nach%20Minnesota%20wartet&utm_campaign=B2C%20Minnesota%20Newsletter

FY2026 In review

United Kingdom/ Ireland
A Visit the USA -Ireland training (May 12)
A Four marketing programs, RMI

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

+ Wanderlust Magazine partnership included several articles,
podcast and digital advertising, October U 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://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/

FY2026 In review

United Kingdom
+ The Telegraph partnership
> Two print articles (Feb. 4)
> Two digital listicles,

A Unleash your wild side with these 2026 getaways
(April 2)

A Head out on an adventure in the land of 10,000
lakes (June 29)

> Digital ads
+ The Times partnership
> One print article

> One digital article, Where Prince and a mega mall

meet pine forests and 7,000 -year-old carvings
(March 9)

> Paid social and display ads


https://www.telegraph.co.uk/lifestyle/apl-media/best-adventure-holidays/
https://www.thetimes.com/static/travel-usa-explore-minneapolis-st-paul/
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FY2026 In review

ltaly
A Four 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

+ p Bz ! R(enlhd Bavel magazine) campaign

> Three articles, social, display ads and email
marketing. First article published (Feb. 18), second

article (Mar. 16), andthird article (April 8). Dove Travel
Magazine campaign

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

+ Alidays travel agent training, Feb. 6

+ Lucio Rossi, Editorial Director for LATITUDES Travel
Magazine (Italy), was in Minnesota May 13 U 17 for a media fam.


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
https://siviaggia.it/idee-di-viaggio/minnesota-urbano-arte-musica-sapori-minneapolis-st-paul/570021/
https://siviaggia.it/idee-di-viaggio/minnesota-selvaggio-avventura-boundary-waters-lupi/569980/
https://siviaggia.it/idee-di-viaggio/minnesota-selvaggio-avventura-boundary-waters-lupi/569980/
https://siviaggia.it/idee-di-viaggio/mississippi-viaggio-minnesota-piccole-citta/581131/

FY2026 In review

Benelux (Belgium, Netherlands, Luxemburg)

A Five 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.

Wideoyster . Online travel magazine for the Dutch market. Content
was gathered in June and published in Nov. & Dec.

A North Shore Scenic Drive ;: Minneapolis U City of Free Spirits
A 4hal sCROUCXROG6I CabD-2CCz6b- 0 EC
Cancelled - National Geographic Traveller  (Dutch print

magazine) campaign, includes printed article , digital article , social
and email marketing .

Added Quote Magazine , (print magazine) 2 - page spread in the
May print edition. Targeted at a business traveler.


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/boundary-waters-canoe-area-wildernessexploring-minnesotas-untamed-north/
https://magazine.wideoyster.com/long-reads/boundary-waters-canoe-area-wildernessexploring-minnesotas-untamed-north/

+ RonRelzen

RonReizen (travel TV program) on
the #1 TV channel in the
Netherlands, filmed June 2025,
aired our segments (2), on

Nov. 23 and 30, 2025.

A Online article

A Show clips

Reach for live broadcast +
streaming 519,000. YouTube and
a possible third run.



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

3¢ FY2026 in review

France
A Five marketing programs, RMI

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

+ Evasions USA (tour operator) B2C marketing campaign

> New itinerary

+ 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 (May 21), social media and newsletter

A Brand USA optimized audience campaign, includes digital ads,
landing page, and booking platforms: booking.com and
kayak.com, April - live. Report ready U Oct. 1



https://www.terre-escales.com/nos-destinations/voyages-amerique-nord/etats-unis/voyage-dans-le-minnesota.html
https://lesgrandesevasions.com/etats-unis/inspirations/evasion-minnesota
https://lesgrandesevasions.com/etats-unis/inspirations/evasion-minnesota
https://www.lefigaro.fr/voyages/selection/le-minnesota-l-amerique-grandeur-nature-en-trois-experiences-inoubliables-20260211
https://www.leparisien.fr/voyage/minnesota-amerique-inattendue-entre-ville-et-grands-espaces-18-05-2026-D2U56SXS6FFXFHRN6TQXNIOYI4.php
https://www.milkmagazine.net/article/dans-le-minnesota-la-nature-comme-terrain-de-jeu/
https://www.milkmagazine.net/article/dans-le-minnesota-la-nature-comme-terrain-de-jeu/
https://2iy.mj.am/nl3/rQqUttHU-7IZF7VkNsa7iQ?hl=fr

FY2026 In review

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

A Six marketing programs, RMI

+

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

FDM (Danish tour operator), social media and email
marketing, Oct. U 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.

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

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

Amerikaspesialisten (travel agency) training


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

FY2026 In review

Mississippi River Country  membership

Japan
A Media and trade mission to Japan; Feb. 16 U 20

+ Priorities: Build relationships with top tourism trade and media representatives
increase awareness of the MRC region and MN, and encourage future
travel productand content development.

A Social media (Instagram)

A Trade mission to L.A., California; March 24 U 26
+ Organizations that service Tokyo -based tourism organizations
+ Would you like the recap and contacts?

India
A Represented MN at the Brand USA India trade mission; Jan. 18 | 23
A Mediafam, June 14 U 16, four journalists
+ The Hindu (1.4M)
+ Outlook Traveller (1.2M)
A Journey Label (TO) campaign, June

+ Reached 3.7M, 82 qualified leads, media coverage
from seven publications



https://mississippirivercountry.com/

FY2026 In review

Great Lakes USA membership

Germany
+ 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

+ Organized a multi - state media fam for Dirk Rohrbach,
Jan. 16U 109.
+ USA Brochure
> Back cover ad
> Spring issue of Mein Amerika

> Use for your German - speaking clients!

United Kingdom
+ USA brochure
> Back cover ad
> Spring issue of Essentially America



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
https://online.pubhtml5.com/wicz/agdk/#p=1
https://online.pubhtml5.com/wicz/agdk/#p=1
https://online.pubhtml5.com/wicz/zyqq/#p=48
https://online.pubhtml5.com/wicz/zyqq/#p=48

FY2026 In review

Other:

A Renewed, Great American West Partnership, Gateway

A Brand USA Travel Week Trade Show, London, Oct. 20 U 23.
+ We met with 42 tour operators

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

+ Met with 136 trade, media & marketing organizations
+ Connect me to your hotels

+ Send me your DMCs

+ Advertise with me

+ MN 101

+ Leads available for you!




m1 eXPLOReE star of
MINNESOTA the north”

2027

vPbRCCHI - CzCCai - 6S




FY2027 strategy adjustments

A Full year planning
+ July U June
A Continue communications strategy
+ Proactive approach to media outreach
+ Monthly international media & trade newsletter
A Continue global memberships & partnerships
+ Investing with Brand USA again
+ Investing more with MRC and GLUSA
A Adjusted marketing mix
+ Heavy focus on paid media
A Focused on target markets with adjustments
+ Prioritized countries least impacted by external factors
+ Support nonstop international routes to MSP airport
> Aer Lingus to stop MSP nonstop service Oct. 24



why?

A Positive economic impact
+ New dollars into Minnesota

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

+ In 2025, international visitors spent approximately $544
million in MN

A Maintain global competitiveness and positioning

A Support MSP Airport U key international gateway




goal & strategy

A Increase consumer and trade awareness of Minnesota as a
must - visit travel destination.

A 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

- OECCDPgCHDI 11 ROUCDP- DCUGAECI CCab6CXRO6
art, and culture.

A Regional positioning
A Agency of Record, RMI
A Audience: mature couples; repeat visitors to the USA

+ New for France, digital savvy, short lead time bookers



























https://mn.gov/tourism-industry/marketing/market-development/international-newsletter-subscription.jsp
https://mn.gov/tourism-industry/marketing/market-development/international-newsletter-subscription.jsp
mailto:brenda.maas@state.mn.us?subject=International%20trade%20and%20media%20newsletter
mailto:brenda.maas@state.mn.us?subject=International%20trade%20and%20media%20newsletter





















mailto:sberry@gsgp.org
mailto:sberry@gsgp.org
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