COTe ERFECTIVELY PROBDTE THE SAFETY, HEALTH, AMD WELL-BEIRG OF SUR RESIBENTS

Committee of the Whole Agenda
County Board Room
Government Center
Red Wing, MN

April 17, 2018
11:30 a.m.

1. South East Minnesota Tourism
Documents:
Tourism is Economic Development.pdf

2. Goodhue County Humane Society

Documents:
Humane Society.pdf

3. Website Redesign Overview


https://www.co.goodhue.mn.us/d4d9ec31-ab85-47a7-b140-67322465432c
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Tourism is Economic Development

It All Starts with the Visit. ..

"If you build a place where people want to visit,

you'll build a p
And, if you bui
you'll build a p

ace where people want to live.
d a place where people want to live,

ace where people have to work. If

you build a place where people want to work, you'll
build a place where business wants to be. And, if
you build a place where business wants to be, you'll
have built a place where people want to visit."

- Maura Gast / Irving, TX CVB
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$13.988

Million Annually*

*Includes $500,000 in supplemental state funding available when
private sector support generated by Explore Minnesota is at least
$3 million. Explore Minnesota generated a record amount of
match dollars in FY16

Private Industry Cash $3.1 million

In-kind $7.2 million
MatCh Total $10.3 million

il o =

=]
REVENUE

SALES

JOBS

Grow gross receipts/sales Generate state and local sales tax Increase leisure & hospitality

of tourlsm in Minnesota revenue from tourism employment in Minnesota

Leisure & hospitality State sales tax
$14.4 billion $930 million

gross sales annually generated annually
Almost $40 million a day 17% of all state sales tax revenuss

Total payroll: 5.1 billion
260,000 jobs

size of employment
11% of fotal private seclor

(Note: data not avallable yet for 2076)

The general fund operating budget for fiscal years 2016-17:

2010 growth in Billions

ll 3 sales at leisure and hospitality businesses
™ 41% from 2005 to 2015, including 6%
annual growth for 2015.

(Nate: data not available yet for 2076)

Percentage of

Budgel

®61% Marketing & Communications

@ 16% Technology & Operations

@ 8% Market Development
® 6% Industry Cutreach

5% YWelcome Centers
4% Partnership Grants
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Economie Impaet by County 3 0 ) e

Minnesola’s Leisure and Hospitatity Industry, 2015

Statn
Gross Salas  Frivain Secior . s
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Marshal

Narman .44 34
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Minnesota’s Leisure & Hospitality Industry -

Economic Impact by Region & County

Producesd by Explors Mnnesota Tourism, on office of the State of Minnesola. 117

Gross Sales

State Sales Tax

Private Sector
Employment

Goodhue County
$73,115,711

Goodhue County
$5,053,181

Goodhue County
1,755
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Brand Strategy

Search

Markets

Broadcast

45%

. - Core Markets
B Growth Markets
. Test Markets

'ﬁ:{' Television
. Out of Home

T

Print
Digital Everywhere
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Generated roughly

1.5 Billion

earned media impressions via
internal and agency public relations

Quality information for travelers

* Drove record web traffic to exploreminnesota.com

* Inspired travel with monthly e-newsletter and weekly e-mail updates on events, fishing, fall colors, winter
trails and more to a qualified, opt-in audience

Voyageurs National Park is
Minnesota's gift 1o America

* Served on-the-road travelers at Welcome Centers and wide network of affiliated centers, and provided

“ Starfribune printed materials at Mall of America, MSP Airport and Union Depot
High-profile placements
CountryLiving = @ usaTobay Debuted totally redesigned Minnesota Travel Guide
Forbes et
300,000 & 12,000
COSMOPOLITAN distributed online views

. = BOSTON
Chicago Tribuue .e

The New Hork Cimes

Offered seasonal trip ideas through Minnesota
Explorer travel newspaper, published in partnership

C L (l 2016 with Star Tribune

usLomers serve » | 1.5 Ml]llﬂll
Website visits Mail and digital inquiries 4 copies distributed
3.8 Million 39,000
At Welcome Centers Website brochure requests

oW Provided customized

2 o ¥ 3

.< Milliox 000

 Million 30.00¢( Tow]

E-newsletter subscribers Telephone inguires

~rew= travel planning services via phone, email, live chat

201.000 1.300 BT i person
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LATEST TRAVEL IDE

SEE MORE

Don't let Minnesata’s most colorful season pass you by without
a road trip—the rest of the year just won't feel right.

Afler playing ben Seas0nG on bormesed furf.
e Mlinnescia Vikings have mowed imio
ther new commiown S1adasm 1o [ wears
HIFL saasan The Viengs pliy Los Angeles
£\ . R 15 Bank Stagium of Sepl 1 and host

- # £ thesr ipngiese rvads, the Green Bay
SEEK THE PERFECT MINNESOTA SLOPES 1 . Faciers. on Sepl 18

READ MORE >

SNOWSHOES TAKE YOU DEEP INTO A INSIDE OR QUT, ICE FISHING IS SWEET AND
WILDERNESS SNOWFARI SIMPLE

A, beeiniel hifThe Bebessn the Jop goters
trom the U5, and Europe, the Ryder Cup &
Enpe e 16 bring mohe than 250,000
peopis bo Hazedine Habonal Goff Club i
Cnaska tom Sept 37 o Oct 3 Hee ane
SO Tun Hhngs 10 90 while: in 1own o the
wwErd

READ MORE ==

5\"’}{ CELEBRATE THE LIFE OF PRINCE WITH THIS

WINTER IS HYGGE SEASON IN MINNESOTA TOUR HEAD NORTH FOR WINTER FUN
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grew audience by

A14%

Totaling more than

0 314.000

followers

n ,@Yﬂu

204,000 fhitkihib

“ = #OnlyinMN photos Social Media reach

' shared on Instagram s — Yuu- Tuhe é k
Generated nearly 121 m‘llllon Nearly |
263,009 Total impressions 1.5 million 96 0,00()
uses of the hashtag 883 million video views Snapchat filter views

#ONLYINMNE
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Social Media - #OnlyinMN

eXPLORE PLACESTO  THINGSTO ~ WHERETO  DRINK& FESTIVALS & IDEAS &
m MINNESOTA STAY DO GO EAT EVENTS RESOURCES e

VIEW BY: SUMMER

In Minnesota, we don't let a little cold weather
slow us down. We go to concerts and curling
rinks. We trek around on snowshoes,
snowmobiles and fat tire bikes.

So don't get stuck on the couch. Come do winter
differently, only in Minnesota.

#ONLYNMNEK

STELLAR SKIES & NORTHERN LIGHTS
ILLUMINATE THE NORTH STAR STATE

BY BRIAN FANELLI

PICKYFOODIE
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Continued the

acdalmed

campaign
thrOUghUUt the Midwest, Denver
Kansas City and Chicago

Generated

$388.8 Million

in traveler spending

iRtk AP

ial Media

Soo

0

Advertising
Media

= MNstagram Booths traveled to events in Denver,
Chicago, Kansas City and the Minnesota State Fair

= Debutad three new TV spots with evolved look and feel

» Continued a robust digital marketing program in all
seasons, featuring high-impact executions designed to
deliver engaging brand experiences

= Partnered with golf pro Tom Lehman to highlight
Minnesota as a premier golf destination; launched a pilot
golf campaign in Dallas-Fort Worth

= Debuted new Hike MN initiative to inspire travelers to
get outdoors
5 — Spring/Summer
= Sponsore 's = ,
“Prairie Home \" { ( (}’él
Companion® for Garrison 7"'

Keilor's farewell season

A\

Nea  Fal
y ]ﬁ‘f}n
Winter
11%
Marketing Partners
mn

DEFARTMENT OF
HATURAL RESOURCES

“‘ KARE P (O

Migtno Media

# Minnesota Ski Areas

il . mmms e Starlribune TWINCIti€s n@n &
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THE 'SOTA POP: NOOK 2 (N2)

46" 46"

1m.31257

96" 120"

Artist Statement
Staples of Southern Minnesota

BB R R
F DY OF DY DR O§ D§ Of %
A B T B T B I
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SO B S B R B R B
M P ME P PE PE P Pe P
S B S B R B S

Ina place where prairie grass blankets Great Plains
and bluffs, some of America’s most iconic brands

are rooted here too. You can thank Southern MN
for Red Wing Shoes, Faribault Woolen Mill and

cans of Spam, just to name a few.
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Industry Outreach

Northwest Regional Office:
et David Bergman
david.bergman@state.mn.us

Central Regional Office:
Nicole Lalum
nicole.Lalum@state.mn.us

Metro Regional Office:
Lori Peterson
lori.a.peterson@state.mn.us

Southern Regional Office:
Lisa Havelka
lisa.havelka@state.mn.us

Northeast Regional Office:
Tim Campbell Tim.campbell@state.mn.us
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Co\nducted X
Governor’s
Opener events
MINNESGTA. 2016

GOVERMNORS FISHING OFENER
BIG SANDY LAKE

Mm"mme

DEER OFENER

in conjunction with DNR, host communities
and other partners

m:

SPORTS IN
MINNESOTA

Organized

Spring Training
Conference

focused on adaptive sports

THINK E

DEN\]DJ Held annual
Explore Minnesota
Tourism Conference
at the Sanford Center in Bemidiji

Awarded
$711.950 in Partnership
Marketing Grants

funding to 103 tourism &
Scenic Byway organizations

N
Launched New &

Events Grants Program
MeeT IN

m MINNESOTA

Implemented a multi-year, major event
sponsorship with the American Society
of Association Execulives to increase
Minnesota’s visibility as a destination for
meetings and conferences.

Coordinated Meet in Minnesota sponsorship
at Connect

Coordinated
participation in
Destination
Capitol Hill
efforts to influence
national tourism
policy

FOMLYRMNE
DESTINATION
CAPITOL HILL

P Minne: Issue Briets
AN

PedalMN

Provided free bike maintenance at five events in
coordination with HealthPartners

PEDRAL MINNESOTR

Promoted 3 Mile Smile initiative via live events and
digital outreach

Increased page views on PedalMN.com by 94%

COLORS ARE
LOSE YOURSELF. {BRIGHTER
FIND ADVENTURE. i C

PEDNL MIKMESDTA
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Southern Minnesota Tourism Association

* Southern Minnesota marketing dollars come from $.05/per capita from 36
Counties of Southern Minnesota. It is a collective investment in Tourism
Varketing of Southern Minnesota.

 SMTA implements an annual Tourism Marketing Plan that leverages funding
from the 36 counties that make up SMTA for a total marketing plan valued
at $82,536.

* A geographically dispersed Marketing Committee of SMTA helps to oversee
the placement of print, digital, content, and advertising/marketing

strategies throughout the year. SO

|

naturally different”
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Southern Minnesota Tourism Association

Southern Minnesota Regional Advertising $19,044 = $82,536
" Print - Unforgettablé Journeys Thfdugh Southerh Minnesota
*  Minnesota Monthly Magazine oy VR gl \

*  Midwest Living Magazine , B
South Dakota Magazine Tk
' #ONLYINMNE _
* Digital — Online Ads _ Gp "ut]
XploreSoutherfiMinhesotas
* Audio — Pandora Radio e e
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Southern Minnesota Tourism Association

Explore Southern Minnesota Guide

*The Southern Minnesota Visitors Guide premier
annual publication is the No.1 marketing tool used by
the state of Minnesota to bring tourism dollars to the
southern region of Minnesota.

=In 2017 - 155,000 Guides published with distribution
at the:

O MSP Intl Airport
0 Minnesota Travel Information Centers

0 50,000 Guides dropped in the Sioux Falls Argus Leader
Newspaper in April 2017

O Inserted in the April 2017 Issue of MN Monthly
Magazine

O Displayed in key hotels and attractions along 135 and 190
in lowa.

=*Third most requested travel guide from
www.ExploreMinnesota.com

Seuthenn :
MINNESOTA

2018 TRAVEL GUIDE

ExploreSouthernMInnesota.com
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Explore Minnesota & Your Community

HUMAN INSIGHT

“l want to
experience new
and exciting things
when | vacation,
but | don’t think
of Minnesota as a
place where this

happens.”

STRATEGIC
OPPORTUNITY

Find unexpected
experiences and

memories, only in MN.

BRAND PURPOSE

EMT helps travelers
discover and plan
the vacation that

creates stories and

memories that
last a lifetime.
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Explore Minnesota Needs Youl!

* Let us know when newsworthy things are happening in your communities
e See an error on the website or in a publication? Call me!

* Have an idea for an article or social media post? Tell me more!

e Send us your photos

* Use #OnlyinMN in your social media posts

* Place an ad in an Explore Minnesota publication, on the website or e-
newsletters

* Take advantage of EMT’s Co-op Advertising Opportunities
* Participate in your Regional Tourism Association Activities
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Humane Society of
Goodhue County

Thank you for the opportunity to be here today
April, 2018



What we are * Private non-profit 501c3
organization relying on fees for

services, contracts for animal
control services with the county
and the city of Red Wing and
grants and contributions

g f}_‘ * Animal Shelter for strays from
H ?nne Sbciét Goodhue County and some
- y communities in Wisconsin
of Goodhue County _ ,
* Adoption Center for companion
animals




What we are not

<> Ye - =
:Li"‘ UUUUNRULE CUUNIL T
% TO EFFECTIVELY PROMOTE THE SAFETY, HEALTH, AND WELL-BEING OF OUR

THE HUMANE SOCIETY
ol

F THE UNITED STATES

* Goodhue County Humane Society

* Funding from the County-9% of our
budget

* Funding from the City of Red Wing-
7% of our budget

* Humane Society of the United
States

* Animal protection organization

* Animal Humane Society
* Five Twin Cities Adoption Centers



Activity 2017

e Strays and surrendered animals
* 638

e Adoptions
* 368

e Returned to owner
e 145




What it costs

Expenses
* Salaries: 61%
* Building & Operations: 25%

e Animal Care: 13%

* This does not include thousands of
dollars of donated supplies from
businesses and individuals

* Mktg & Fund Raising: 1%
Expense Budget: $196,395



Where funding
comes from

Funding sources

Earned Revenue

* Adoptions: 23%

* Boarding: 11%

* Goodhue County: 9%

* City of Red Wing: 7%

e Other Animal Control: 7%
* Animal Care: 13%
Contributed Revenue

* Grants, donations and fund raising
events: 30%

Funding total: $196,395



What would happen
if there was no According to Red Wing Police Chief,

Humane Society Roger Pohlman:
._ Any option would need to be

approved by the City Council and
there are no good options.

* Do not accept strays. Require the
citizen that has the animal or calls in
about the stray to take care of them
or transport to another shelter.

e Contract with the nearest shelter.

* Contract with a business that comes
and picks up the strays (normally
testing facilities) , but we would still
need a temporary holding facility.




What we offer the  « Minimizing the homeless animals
community roaming through the city and
— county

- —

* Connecting individuals to their lost
animals

e Uniting individuals with the
companion animal that fits their
life

e Offering shelter and care to
homeless animals





