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METHODOLOGY

* Monthly tracking survey

* Representative sample of adult
American travelers in each of four U.S.
regions

* Tracks traveler sentiment to generate
insights into domestic travel trends

*Survey collected: June 17-21

* 4,000+ fully completed surveys
collected each wave

* Confidence interval of +/- 1.55%

*Data is weighted to reflect the actual
- population of each region
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Question:

Thinking only of your
household's finances,
do you feel NOW is a
good or bad time for
you to spend money on
leisure travel?

Destination ¢Analy5t5

Yes - It is a very good time

Yes - It is a good time

It is neither a goed time
nor bad time

Mo - It is a bad time

No - It is a very bad time

(Bose: All respondents, 4,011 completed surveys. Dafo collecled Jume 17-217, 2023.)




MAXIMUM TRAVEL SPENDING: NEXT 12 MONTHS

Question: How much IN TOTAL $10.000 or more
is the maximum you will :

spend on leisure travel

(including airfare, £5,000 - §9,999
accommeodations and all other
trip related spending) during
the NEXT 12 MONTHS? $2,000 - 34,999
Maximum | would spend on $1,000 - $1,999
leisure travel (next 12 months):

3500 - 5999

(Bose: All respondents, 4,011 complefed surveys. £100 - £499

Daoto collecfed June 1721, 2023}

Under $100

20%
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Question:

Right now, | am being

careful with my money
because I'm concerned

about an upcoming
recession.

Strengly agree

Agree

MNeutral (neither agree ner
disagree)

Disagree

Strongly disagree

2.8%

9.6%

25.5%

27.2%

35.0%

60.5%



DETERRENTS TO TRAVELING IN THE PAST 6 MONTHS

Question: In the PAST 51X (&)
MONTHS, which (if any) of the
following have kept you from
traveling more than you would
have otherwise preferred? (Select
all that apply)

{Bose: All respondents, 4,011 complefed surveys.
Dato collected Jume 15-21, 2023.)

Jestinatiuné.&nalysl‘s

Travel Is too expensive right now

Persenal finandal reasens

Gasoline was too expensive

Alrfare was too expensive

I'm too busy ot wark

Mot enough PTO fvacation time

Safety concemns - risk of confracting the COVID wirus
Crowds - too many people traveling

Health,/liness

Safety concerns [other non-COVID related)

The possibility of flight cancellations

Weather

The pandemic ks not 100% over

Sold out/Mo reservations availoble

Lock of availability (ot hotels, golf courses, spas, erc.)
MOE OF THESE
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TRAVEL IN THE MEDIA

THE WALL STREET JOURNAL
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Question: Compared to before the pandemic, how would you rate each of the following aspects of
traveling right now?

The Good The Bad

B Improwed B Mudh improved B Mudh worse

My ability o have fun and enjoy

travel The overall cost of traveling

Atmosphere or vibe in the .
Sestinations | visit Value for the money | receive

Customer service in hotels Behavior of ather travelers

Reliobility of gir travel [timeliness, fight

Vaole for the money | receive e
availaobility, ete.]

Behavior of other trovelers Cusiomer service in hotels

Reliohbility of air travel (fimeliness,

Aimosphere or wibe in the destinations |
flight avoilability, et fet

wisit

The owerall cost of traveling m’m My ability to have fun and enjoy trovel

Lo 20%:




Sticker Shock

is the surprise and dismay a
traveler might experience on
being informed of a product or
service's unexpectedly high
price.




Hotel rates

Question:

For which of the
following did you
EIPEI‘iEﬂCE sticker Entertainment, r:.:::inn or attraction
shock?

Restaurants and dining costs

Automobile rental fees

(Select all that apply)

Cruise prices

NOME OF THESE

: : (Base: Respandents who experienced sticker shock while planning their most recent Irip,
-
Destination ¢ Ana I1,|,r sts 1,589 completed surveys. Data collected May 17-21, 2023)




Pop Quiz

Which will travelers he most likely to compromise on?

Question: In the NEXT THREE
(3) MONTHS when attempting to
save money on travel, which of
these aspects (if any) will you be

likely to compromise on?

Q Travel insurance coverage

O Transportation comfort or convenience

O Lodging quality or amenities

Q sightseeing or attractions fees

Q Upgrades or premium services

O Dining and food expenses

Q Extra services or add-ons (e.g., spa treatments, room service)
Q Entertainment or nightlife expenses

Q Trip length (fewer days away from home)

Q Shopping or souvenirs



Question: In the NEXT THREE (3)
MONTHS when attempting to
save money on travel, which of
these aspects (if any) will you be

likely to compromise on?

| will likely compromise on
to save money

Dining and food expenses

Shopping or souvenirs

Trip length (fewer days away from
homie)

Ladging quality ar amenities

Entertainment or nightlife expenses

Exira services or add-ons [e.g., spa
treatments, roem service)

Upgrades or premium services

Sightseeing or attractions fees

Transportation comfort or
Convenienoe

Travel insurance coveroge

NOME OF THESE - | will not
compramise my ravel...

48.8%

42.1%

36.0%

29.5%

27.1%

26.2%

25.7%

24.5%

19.1%

16.99,

14.7%
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Millennial or Younger

Facebook

Instagram

Websites found via @
search engine

TikTok

Online content (articles and
blogs)

Email

Streaming video services
(YouTube, Huly, etc.)

Travel podcasts

Review websites (Yelp,
TripAdyvisor, etc.)

Twitter

37.2%

33.1%

31.2%

29.3%

28.1%

27.6%

20.0%

14.6%

14.0%

12.4%

Generation X

Websites found via a
search engine

Facebook

Email

Online content (articles and
blogs)

Instagram

Streaming video services
(YouTube, Huly, etc.)

Review websites (Yelp,
TripAdyvisor, etc.)

Broadcast television

Advertisements on the
Internet

TikTok

Boomer or Older

Websites found via a
search engine

Email

Online content (articles and
blogs)

Facebook

Review websites (Yelp,
TripAdyvisor, etc.)

Broadcast television
Travel or lifestyle

magazines (printed)

Official local or state

visitor guides (printed)
Streaming video services

(YouTube, Hulu, etc)

Advertisements on the
Internet

0% 20% 40% 60% 0% 20% 40%
0% 20% 40% 60%

Question: Please think about how travel destinations could best reach you with their messages right now. Where would you generally be
Noctinatinn & Analuctc MOST RECEPTIVE to learning about new destinations to visit? (Please select all that apply)




e Chat GPT Al — Tourism in
Roseville, MN

Rosedale Center

Como Park and Zoo
Muriel Sahlin Arboretum
Central Park

MN State Fair

Lakes and Outdoors
Local Dining

Events & Festivals

© No gk -

* 10 Travel Podcasts That Will
Give You Serious Wanderlust

* 1. The Thought Card

« 2. JUMP

3. Chronicles Abroad

« 4. Extra Pack of Peanuts

* 5. Women on the Road

* 6. As Told by Nomads

7. The Globetrotter Lounge
« 8. Ticket 2 Anywhere

* 9. The Atlas Obscura

* 10. Zero to Travel



Minnesota Hotel Performance Metrics

April 2022 — June 2023
Q2 2023 Minnesota hotel ADR, RevPAR, and occupancy
percentage were up YoY.
For monthly hotel data for Minnesota Areas go to the Research
- Accommodations section of the industry website.
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Tab 2 - Comp Trend

Foseville Visitors Association

For the Month of July 2023
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Lodging Demand by State
June 2023, Year to date, % change vs. 2019 and 2022

Compared to 2019, Minnesota’s year to date

Compared to 2022, Minnesota’s year to date
lodging demand is down 5% and total U.S.

lodging demand is up 6% and total U.S.

travel demand is down 1.2%. demand is up 2.6%.

Lodging Demand by State Lodging Demand by State

June, 2023 (Year-to-Date), % change vs. 2013 June, 2023 (Year-to-Date), % change YOY

U.S. total U.S. total
AK -1.29% " AK 2.6% “E
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Minnesota Leisure & Hospitality Employment
April 2022 - June 2023

L& H Employment

m

L&H industry employment up 5 to 7% in all

three months of Q2 2023 relative to 2022.
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Minnesota - Origin Markets States

Q2 2023

Out-of-state visitors who traveled more than 50 miles

Share of Trips by State

1.2%

25%

0.1%

" eXPLORE
Y MINNESOTA

1.8%

0.4%

04% 0.7% 14%

4% 0.5%

3.7%

0.1%

In Q2 of 2023 55.8% of MN
visitors were Minnesotans and
44 .2% of visitors were from out

of state.

Top states for out of state

Minnesota visitation were:

Wisconsin — 20.7%
lowa — 10.4%
North Dakota — 8.5%
lllinois — 7.3%
South Dakota — 5.8%

Source: Datafy



Which markets are generating the greatest economic impact?

Source: Near and Affinity. Note: The blue bars represent your largest origin markets, The green bars show each origin market's % of spending. Tip: Look for markets with higher spending (green) compared to their share of
visitation (blue).

Top 10 Origin Markets by Visitation with their Spend

W Visitors % of Total M Visitor Spending % of Total

Chicago IL <

Fargo-Valley Ciry ND

Ouluth MN-Superior Wl

Milwaukee WI <

Rochester-Mason Ciy-Austin [A

L& Crosse-Eau Claire Wl

Sioux Falls(Mitchell) SD

Des Moines-Ames |A
Minat-Bismarck-Dickinsan(Willistan) ND
Mankata MN

0% 0.5% 1% 1.5% L 2.5% 3% 3.5% 4% 4.3% % 5.5% 6% 6.5% T 15% 8% 8.5% %% 0%



CCS - Top 5 Visitor Spend DMAs Compared to Visitation » Milwaukee WI

Bottom: M Avg. Visitor Spend  Top: W Visitor Spending % of Total W Visitors % of Tota

13.5% 5% 8% .5% b 5% 24% 5.5% 27% 28.5% 30% 31.5% 33%

Milwaukee

Sheboygan

Mequon

Glendale

Cedarburg

$100 $120 $140 $160 $180 $200 3220 3240 $260 $280 5400 $420 3440

L. Export




The Minnesota Visitor Economy 2022 Highlights
Tourism Economics — Go to the Tourism & the Economy section of the industry website for the full report

VISITS &
VISITOR SPENDING

Minnesota saw visitor spending return to pre-pandemic levels as the rebound from the pandemic
continued in 2022. Visitors to Minnesota spent S13.1 billion in 2022, an increase of 19.3% that
pushed spending to 99.7% of 2019 levels

Minnesqta ylsltor vqlume :4;28:;?;2 \éllﬁ‘igﬁsl” spending
Amounts in millions of visitors i s Each household in
2.2% . c1os Bl 5131 I - Minnesota would need to
S .. B0 B e T be taxed an additional
57.2 ~ $985 to replace the
visitor-generated taxes
received by state and local
I I governments in 2022.
2018 2019 2020 2021 2022 2018 2019 2020 2021 022
Spusos:HguiiamSconomics; Eongwoctisin Source: Tourism Economics, Longwoods Intl

m eXPLORE
MINNESOTA Source: Tourism Economics 2022 Economic Impact Study - Final



Minnesota - Demographic Characteristics
Q2 2023
In-state and out-of-state visitors who traveled more than 50 miles In Q2 2023, top Minnesota visitor

demographics were as follows:

Top Demographics Age
( Nt A N _g_
- " R 33.5% 45-64 years, 28.4% 65+ years old &
preswesys s 27.9% 25-44 years old
3-5:40.7%
25-h4: 279 % S75K-599K: 191
16-24: 101 %\ $50K-575K: 13.6:b\ 6+:72 %'
Income
34.1% up to $50k & 33.1% more than
$100k
e 7N 7 S g
- ~ 4 Household Size
Education Level Ethnicity

52.1% 1 or 2 people & 40.7% 3 to 5 people

White: 84.3%
Hispanic: 7.3 %

Black: 5%
Asian: 31 %8
Other: 0.4%

High School: 56.7%

Bachelors: 381 %

Education
56.7% with a high school education &
38.1% with a completed bachelors degree

Graduate: 51 %’

Ethnicity
84.3% white or Caucasian

" eXPLOReE _
m i MINNESOTA Source: Datafy



Minnesota - Top Points of Interest* By Minnesota Region or Category

Q2 2023

In-state and out-of-state visitors who traveled 50 miles or more-

Central

Casinos

Resorts with public golf courses
Downtowns — Nisswa, Alexandria
& St. Cloud

Brainerd International Raceway
Cuyuna County Rec Area

Metro

Mall of America

U.S. Bank Stadium

Target Field

Mystic Lake Casino
Minnesota State Fair Grounds

m eXPLORE
! MINNESOTA

Northeast

Duluth including the DECC
Casinos

Boundary Waters
Downtowns — Two Harbors &
Grand Marais

Voyageurs National Park

Southern

Rochester including Art Museum
& Mayo Civic Center

Downtowns - Mankato, Winona,
Red Wing & New Ulm

Casinos

Alexander Ramsey Regional Park

Northwest

Downtowns — Bemidji, East
Grand Forks & Moorhead
Casinos

Red River Rec Area
Moondance Events

Soo Pass Ranch

State Parks

Temperance River
Cascade River
Gooseberry Falls
Interstate
Minneopa

Source: Datafy
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https://www.flickr.com/photos/greggjerdingen/18845999348/in/set-72157652564739523?rb=1
https://creativecommons.org/licenses/by/3.0/

Why Wayfinding Matters

Tourism is critical to the vibrancy of the community + save homeowners $985
in property taxes

Rosedale Center attracts over 16 million visitors annually

More than a quarter of Roseville business fall into the Retail Trade,
Accommodations or food service sectors = Hospitality

We have a wealth of online wayfinding - we need physical to help welcome
and guide




Cleveland & Center Pointe Drive Location Plan

Lngton Lake

}— i) Helds ™, langton Lake ;
Langton Lake * Trails & Pier o Langton lake
Trails & Pier City Hall 6 jraits, ¢ i)

Skating Center Rosedale

Center
« Lodging Rosedale o — all &

S . e

2c
LOOKING NORTH

5" CAP HT

LOOKING EAST 4" CAP HT

[ ('. 2 )
N

“50

CIVIC / MUNICIPAL

NATURE / HISTORIC

INSTITUTION / EDUCATION

POINTS OF INTEREST

OTHER
sl T O ? B A ; e = Colors for Color Coding
2d LOOKING EAST on Center Pointe Drive 5“ Cap Ht 2d LOOKING EAST on Center Pointe Drive 4” Cap Ht
Wayfinding Master Plan  Phase 1 Sign Installations - Proposed Review Presentation June 29, 2023 Page



Community Wayfinding Master Plan

Design Standards

Snelling Ave | (ounty Road B

C_UnivolMN-
* 5 paul

4+ MN State Fair
Grounds

Sign 18a (lecking Seuth)

+ Midland Hills
Golf Course

Sign 18b (looking West)

Rosedale
* Center

4 Univ of NW &
Bethel Univ

Sign 18¢ {looking Neith)

4 Lexington Pk

4 Reservoir
Woods Park

HarMar Mall

>

Sign 184 (locking East)

Snellmg Ave | Reselawn Ave

Univ of MN -
st. Paul hd

4+ MN State Fair
Grounds

Sign 19a (loaking South)

No Sitn

Sign 19B (lookieq Viest)

4 HarMar Mall |

' o Rosedale
* Center

4+ Univ of NW &
Bethel Univ

Sign 19¢ (loaking Noith)

Reservoir
T Woods Park

Sign 19d {lookie g Tast)

of Roseville & Visit Roseville Line Group, Inc.
Details

Graphics Consultant
Addresses/ Commitraes 135 Lost Lake Court

Mahtomedi MN 55115
651653-1839




Trail Entrance to Langton Loop at Twin Lakes Pkwy

LOOKING EAST

08 LOOKING WEST at Twin Lakes Pkwy

tiesnction Tralie Voduma Cokr Lageed
O ssme

SYSTI

DOUBLE-SIDED MAPS

4

RESEVILLE TRAIL SYSTEM

angton Lake Loop

Wayfinding Master Plan  Phase 1 Sign Installations - Proposed

Review Presentation June 29, 2023




Minnesota Halo Effect Research 2022 Highlights
Longwoods International — Go to the Tourism & the Economy section of the industry website for the full report

The Halo study was conducted after the conclusion of the spring/summer 2022 Minnesota advertising
campaigns to estimate the impact of advertising awareness and recent visitation on six key attributes
associated with economic development.

Impact of Ad Awareness plus Visitation

on Minnesota’s Economic Development Image
Base: Out-of-5tate Residents of Minnesota’s Advertising Markets
Separately and in
combination, Minnesota
advertising and visitation

A good place to live

A good place to start a career

greatly improved how
those from out of state
perceive our state.

A good place to start a business
A good place to attend college

A good place to purchase a vacation home 15

A good place to retire

14

¥l a0 B0 Ll

o -+

Percent Who Strongly Agree

B Aware + Visitor B Unaware + Nonvisitor

m1 eXPLORE
MINNESOTA Source: Longwoods International Minnesota Halo Effect Research



If you build a place
people want

to visit, you build

a place where
people want to live.

And if you build

a place where business
has to be, you’ll build a
place where people
have to visit

The Destination Management Cycle
By Maura Gast, FCDME

If you build a place
where people want
to live, you’'ll build

a place where people
want to work.

If you build a place
where people want
to work, you'll build

a place where
business needs to be.




Thank youl!

Any Questions?

H#Htourismrocks




