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A bigger, better
and bolder Era.

Now.

A new approach that positions EMT
as a visionary leader

Platform that shifts Dream State
to a reality

Emerging media strategy
Extendable to the trade and partners

A flexible and evergreen model that
lives beyond a campaign



We are an
independent
& passionate
sroup of creative
marketers working
(o
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that shift
perceptions, change
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g OOM
) easy to get sick. i? | ERZI N ESS?

It's even easier to get access to care.

\ I's easy to get sick, ———
I's even easter to getaccess to care,

PREPARED FOR

DIVING INTO

PreparedFor.org .
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If you want to be top 10, you need to change the game



The barrier

Cultural Travel Gurus
are unfamiliar with what is
unique to Minnesota

Aspirational Explorers
don't believe Minnesota offers

a different experience than
where they live

(IPSOS QUALITATIVE RESEARCH)



There’s a major tension between aspiration and action

Feel stressed about
planning and not

Love going to new
places to see

-

different things knowing what to do



“Minnesota “Holy crap,

o ® ,, ’ o o o ,,
is ordinary I’'m missing something
WHAT PEOPLE THINK OF MINNESOTA WHO WE REALLY ARE
“| feel like there probably isn't that much in 450 James Beard Chef semifinalists

terms of the food scene”

Northern lights, great lakes, best outdoor
‘| don't know what's unique to Minnesota” trails, largest mall (MOA)

“It's only cold in Minnesota” 4 seasons of beauty and

unigue activities
“..the people are very friendly and

welcoming, but beyond that, | have little Diverse people (large Somali and Hmong
to no understanding of what else the populations), arts and music
state offers culturally”



The opportunity

Familiarity = Preference

Nearly 9 in 10 would consider a Minnesota vacation if they knew more about the
unique and memorable experiences the state has to offer

(Q1 RESEARCH)
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It's not just about It's about
inspiring wanderlust inspiring action




Dream State 3.0

From dreaming




The potential impact

52% increase
in consideration

Exposure to statements

of Minnesota's unique selling
proposition increased consideration
of a vacation to our state by 52%,

to nearly 2 out of 3 people

(2023 CCF QUANTITATIVE STUDY)



2 - -
-
-

m €XPLORE
MINNESOTA

Watch video >

e



https://ccf-ideas.com/emt/

Explore is literally
part of your name

You exist to reward
the curious with
boundless Discovery

It's time to bring those two
words front and center -

to help people Explore and
Discover their own Dream States



The travel journey
has changed

The travel journey has changed
significantly due to the rise of technology
and changes in consumer behavior
 From sequential to spontaneous

* From general to personalized

* From mass reach to social influence



Explore

with rich, immersive
technology designed to
“serve up the unexpected”

Discover

their unique Dream State
with locally powered insight
designed for their specific
Interests

Enter

their Dream State

(action/purchase)




Provide travelers with tools
to and
their Dream State

Enabling them to go from
to
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We know both of our key segments crave discovery
from local knowledge

Cultural Travel Gurus

Aspirational Explorers

KEY INSIGHT

Cultural Travel Gurus are drawn to destinations that offer lots of
experiences for them to meet, mingle, and make friends with the
locals — to truly be immersed in the culture.

“I want to feel like I'm on top of the world, being immersed into the
experience, into the culture, into the people that live there.”
— Cultural Travel Gurus

22
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)OD / DINING

phanie March

d and Dining Editor at Mpls | St. Paul
gazine

STORY/CULTURE

n O’Sullivan

Paul | sharing stories of Twin Cities
ory

CULTURE
OUTDOOR TRAVEL

o ,‘K.

Amber Annis

(Cheyenne River Sioux Tribe)
Director of Native American Initiatives
at the Minnesota History Society

LizAnne Lately

A small-town girl living in the city and
~ all of regions of Minnesota

SOTA

m €XPLORE
MINNESOTA

OUTDOOR/ADVENTUk.
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FOOD

Jenna & Micah

Minnesota based adventure Travel
Photographers and Filmmakers

Justin Sutherland

Minnesota based chef with many
National accolades

NUR-D

One of the fastest rising musicians
from Minneapolis/St. Paul

WINTER ACTIVITIES

Lindsey Ranzau

Minnesota based travel writer with
realistic new ideas for travel

OUTDOORS & FISHING

MIXOLOGY

Jenny Anderson

Marco Zappia

highlights her love for fishing and

As the Beverage Director at Martina and the outdoors

Colita, he is inventing the new Mixology
scene in Minnesota

MICROBREW

Leslie Barlow

Deewayne Bersee Renowned Minnesota based artist

St. Paul | Ojibwe | Minnesota beer enthusiast
| Always on the hunt for great craft beer,
especially if it's local

Creator of Girl of 10,000 Lakes which

Jason Horowitz

Founded @EatsWithjJason (34,000+
followers) and showcases MN's best
eats and treats

NATURE

Reece Hickman

Duluth based landscape and adventure
photographer
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http://exploreminnesota.com/miniSOTA
https://ccf-ideas.com/emt/
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Minneapolis, Minnesota
Minnesota Explorer

Minneapolis, Minnesota

(@Lizannelately

JOHN O’SULLIVAN

Minneapolis, Minnesota

LUNCH AT 5-8 CLUB

€XPLORE r j : ; - Lo : =
- ; w A e = o 4 J e Mlnneapohs, Minnesota
MINNESOTA One Minute Tours ™~ Sy | e g : = ~% 10 minutes from MSP Airport

" s ¥

Outdoor Adventures

i [ e et

Saint Paul, Minnesota e OPEN MIC AT ACME

3 B, ' ‘ »/& .. T Y Minnesota Beer Enthusiast | COMEDY CLUB
' - reeea 1.
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ré,:l.. = 3 ‘ : M Minneapolis, Minnesota

% : ' Rest . wkhlee . 25 minutes from MSP Airport
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Discover your personalized Discover your personalized Discover your personalized

.miniSOTA o Ml miniSOTA o BB miniSOTA
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http://exploreminnesota.com/miniSOTA
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Take a quick quiz to find your dream intinerary

James Sewell Balet
45 minutes from MSP Airport

A NIGHT AT THE BALLET

C0000000000

DISLIKE LIKE

SSOTA M.

» ISOTA

Take a quick quiz to find your dream intinerary

Itasca State Park
3.75 hours from MSP Airport

ALONE IN THE WOODS

00000000000
DISLIKE LIKE

€XPLORE

MINNESOTA

Your personalized
+ o+
mini

SOTA

Is being created
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€XPLORE
MINNESOTA

SSOTA | mazes.

Hereis your custom itinerary
Your trip: May 15 -16.2024

Hereis your custom itinerary
Your trip: December 19 - 22. 2024

1O

LUNCH AT 5-8 CLUB

%  Minneapolis, Minnesota

10 minutes from MSP Airport

% Suggested by Christina Nguyen

MINNEHAHA FALLS

Saint Paul, Minnesota
10 minutes from MSP Airport

SPIRAL BREWERY &

Hastings, Minnesota
26 minutes from MSP Airport

.4 DOGSLEDDING &5
® ADVENTURES

Endurance Kennels, Dululth, Minnesota
2 hours and 26 minutes from MSP Airport

@ Suggested by Sara Lynch

BENTLYVILLE @
TOUR OF LIGHTS

# Duluth, Minnesota
2 hours and 23 minutes from MSP Airport

I % Suggested by John O’Sullivan
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* Trusted local resource

» Native digital behaviors

m €XPLORE
MINNESOTA

o-l—\_| Powered by
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b0

5, Mfettence » Instant personalized itineraries

Why this works



DRIVES CONSIDERATION

Nearly 9 ol 10 travelers say the miniSOTA interactive tool would
help them better understand what Minnesota has to offer

(2023 CCF QUANTITATIVE STUDY)
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| really like how locals
curate the travel planning.
Would make me feel like |
have an insider helping me
out! Hopefully this comes
out and | can use it!

Having a tool that gives info from locals
is outstanding when trying to get a feel
for the unique aspects of the area.

*
I

SOTA

M) Nikkesora
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Creating my own itineraries
is the most interesting.

Customized recommendations
based on the activities | like.

(2023 CCF QUANTITATIVE STUDY)
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Explore Minnesota launches chang
country’s first statewide ‘MNaverse’ fayorit

Unlocks immersive exploratory access
fAar anvone anvwherea in the warlAd







The evolution of digital marketing

Email Social Metaverse

Internet SEO Mobile

—




of executives expect the Metaverse to be part
of their business activities within three years

of executives report that their companies are
already actively engaged in Metaverse activities

(2022 PWC METAVERSE SURVEY)



254 MILLION

Monthly users

40% OVER AGE OF 24

Male Female

Its already here

202 MILLION

Monthly users

30% OVER AGE OF 17

Male Female

173 MILLION

Monthly users

40% OVER AGE OF 21

Male

Female

39



Brand extension: Increased touchpoints

96+ MILLION 33+ MILLION 18+ MILLION 45+ MILLION

VISITS VISITS VISITS ATTENDEES

R P Gaiily

VN .
g ©®
Wendy a?:ll‘das

TARGET
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Tourism:
Not “it”, but “when”

3%

of travel executives state that
the Metaverse will have a positive
impact on their organizations

9%

expecting a breakthrough or
transformational impact

(Accenture Technology Vision)



The travel industry is ripe for virtual disruption
- McKinsey & Company (2023)

Traveler journey (illustrative) | o
@ Main use cases for melaverse @ Limited use cases for melaverse

Pre-trip In-trip Post-trip

. . 4. Stay 7. Visitor ‘—>
support
1. Inspiration 2. Planning 3. Arrival 10. Departure  11. Post-travel
and follow up
booking' \ ‘/./
9. Shopping 8. Mobility
'Including events booking, F&B booking, etc.

McKinsey & Company
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* Inspire and educate

* Redefine collaboration, partnership,

Near-term value: . |
and sponsorship for tourism

» Unparalleled access to local intelligence

« Plan and book: Cutting-edge tools (Al)



» Multi-phase approach
(e.g. 5regions x 4 seasons, 5 years)

A platform approach for all of MN
» Powerful data collection

* Dynamic tools for content evolution

Long—term VISIOn  Partnerships with special events like

World Cup, World’s Fair, etc. and regional
tourism groups

* A marketplace for local intelligence and
experiences
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Nearly 9 ol 10 travelers say the MNaverse interactive tool would
help them better understand what Minnesota has to offer

(2023 CCF QUANTITATIVE STUDY)
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More than 6 in 10 travelers indicated that the
MNaverse interactive tool would make them
more likely to plan a trip to Minnesota

(2023 CCF QUANTITATIVE STUDY)



mn

AVERSE

(2023 CCF QUANTITATIVE STUDY)
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AVERSE

(2023 CCF QUANTITATIVE STUDY)
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| like how you can learn as you go and discover on the go.

There are so many different
aspects that | never would
have been able to find in
any other one place.

<+

AVERSE

The most positive aspect of the MNaverse is the 360 degree
imagery option. I've never seen that offered for a tourist.

It has everything needed to
inform me about Minnesota.

It is like one stop shopping for
things to consider and plan.

| love the visuals.

(2023 CCF QUANTITATIVE STUDY)
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Armed with our tools, we’ll
“Make the road less traveled, more well-known.”

m
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MEDIA STRATEGY:

2



Traditional Media

A
N/
_

Households viewing the same show
see same ad

Addressable Media

L
3 &

Households viewing the same show
see different ads

Maximize connection,
minimize spend

Modernized targeting
approach

56



Traditional
DMA buying
is limiting and
wasteful

Composition

New York (10%)

Los Angeles (6%)

Chicago (4%)

San Francisco (4%)

Washington DC (4%)

Boston (3%)

Philadelphia (3%)

Dallas (3%)

Index

Lafayette, IN (167)

San Francisco (161)

Charlottesville (149)

Santa Barbara (148)

San Diego (146)

Austin, TX (135)

New York (134)

Boston (133)

Composition

New York (8%)

Los Angeles (5%)

Chicago (4%)

Washington DC (3%)

Atlanta (3%)

Dallas (3%)

Philadelphia (3%)

San Francisco (3%)

Cultural Travel Gurus Aspirational Explorers

Index

Lafayette, IN (150)

Charlottesville (146)

Santa Barbara (139)

San Diego (135)

Bend, OR (132)

San Francisco (125)

Gainesville (123)

Tallahassee (123)
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Timing and budget overview

Initiative Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Spend %

Annual Partnerships 25%

Diversity Partnerships Direct partnerships with publishers that reach 15%
niche audiences; emphasison BIPOCandother e

Brand Partnerships traditionally underserved communities 10%
"Always On" Tactics 39%

Paid Social Targeting Aspirational Explorers & Cultural
High Impact Addressable Travel Gurus in USA (National) + Canada

Paid Search SEM to reach all in-market travel audiences
Scasonal Heavy-Ups

Fall Trip Planning Budget heavy-ups during key trip-planning
: Trip P : windows will support additional tactics,
Winter Trip Planning including CTV/OTT, Rich Media and Native

Spring/Summer Trip Planing |(content-focused)

Media Resources Fee: 1%

TOTAL: 100%




KPIs

» Lift Minnesota’s brand awareness
e |Increase average visitations

 Deliver engaged website traffic, increasing
page views and sessions

* Increase e-newsletter sign-ups

e Generate social media engagement across
the board, encouraging use of #0nlyInMN

* Generate meaningful Travel Guide
interactions and increase Partner Referrals



Topflight tracking for communication objectives



Enhanced measurement toolbox

() ADTHEORENT

* Debit and credit card transactions

+ - Sales lift, incremental sales, total sales
and buy through rate

® - Category breakout
(accommodations, dining, retail, entertainment, etc.)

ArrivaIiSt * Spend breakouts

(by origin market, content, creative, device, etc.)




Traveler
Engagement
Journey:
Aspirational
Explorer

Pegam Siates

Digital Display
Sees a digital display banner on
laptop promoting MNaverse

Every dream state is different. ®
= o
®
®
®
®
®
OTT Video
Dream State commercial with
a miniSOTA “Frame”
®
®
®
T
‘ Dream State .
Mobile Display

SARA LYNCH DISP!
- Interactive rich

media mobile
banner

miniSOTA

‘ MNaverse

SOTA

() Une Aate Yaars

Video
Watches a Pre-Roll video on his
laptop promoting MNaverse

[
o
o
[
[
¢ o
¢ : ——— o
- s
LW
o >
° O
° s> 5 Social Content
° & W \Watches a social
sl Vvideo from an

influencer he follows

Metaverse

Sees a Virtual-billboard in
his kids’ Roblox game
promoting MNaverse



OTT Video
Dream State commercial (OTT)
with a miniSOTA “Frame”

. Dream State

miniSOTA

‘ MNaverse

Mobile Display
Interactive rich
media mobile
banner

MNaverse Event
Attends a live event in
the MNavese hosted by
a local intelligent
influencer

Audio Spot
Ad and companion banner
during a podcast

[ )
Y
Y
[ )
o
[ )
®

Y
Video
Watches a Pre-Roll video on her
laptop promoting MNaverse

QR code

Scans a QR code
that links to the
miniSOTA tool

Traveler
Engagement
Journey:
Cultural
Travel Guru

64



Let’s unleash
the new era of Minnesota

together.
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