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Executive Summary



Key Conclusions

= Prospective visitors (within 300-miles) are very familiar with Saint Paul!
= They are equally likely to consider Saint Paul as part of Minneapolis.

= Prospective visitors are likely to come from all directions - it’s equally
familiar and popular in four nearby regions

= Prospective visitors value an easy drive, museums & attractions, and
sports, and good shopping in considering any city.

= What people want most in a weekend getaway is to relax, spend time with
family, and have great food.

= Saint Paul ranks very highly with the qualities prospective visitors seek

= People already very aware of Saint Paul’s key attributes.



Methodology



METHODOLOGY

= Online interviews were conducted with 420 adults (25-74).

= Respondents were contacted randomly and qualified for the sample if
they have traveled for personal reasons in the past three years.

= Interviews were conducted in May 2017.



DEMOGRAPHICS
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VISITED ST. PAUL
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Below is a list of Midwest cities you may or may not have visited, whether it is for a short getaway or a longer vacation. Please check all the cities that you have visited for personal travel, such as a weekend

getaway or a longer vacation. This could include the cities that you actually live in. Check all that apply.




RESPONDENTS ARE TIED WITH THINKING THE TWIN
CITIES ARE CONSIDERED TWO CITIES OR ONE CITY
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When you think of the Twin cities, do you consider it two cities, Minneapolis and St. Paul, separate from each other or do you consider them as one? AS One 52 A)



Familiarity with Saint Paul



Saint Paul is the second-most “familiar” city in the Midwest -
ahead of Chicago, Kansas City and Madison.

Cities
®Very familiar ®Somewhat familiar WMot at all familiar  RESPONdents
. Have Visited
Minneapalis, Minnesota 53 kY 10 68%
%t. Paul, Minnesota 45 40 15 53%
Chicago, lllinois 24 41 35 41%

Des Maines, lowa 32%

Madizon, Wisconsin 20 35 dq 28%

Omaha, Nebraska 14 30 55 26%

5%. Louis, Missouri 10 36 54 25%

Kansas City, Missouri : ) 34 57 23%
0% 20% 0% [ Bi0% 100%

Below is a list of Midwest cities you may or may not have visited, whether it is for a short getaway or a longer vacation. Please check all the cities that you have visited for personal travel, such as a weekend
getaway or a longer vacation. This could include the cities that you actually live in. Check all that apply.
Overall, thinking about each as a place to visit for a vacation or a short getaway, whether for a day, weekend, or a week, how familiar are you with the following cities?
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Comes To Mind With St. Paul
.. Paul:=
B idran's 20O Hariet historical interesting Sreas Restau‘r‘szrr?tp;pmg ‘Iit m 1:Wérl szg,p

Musetissights lakes
RN b tiful g relatives noy aney
StWIId ﬁ,aeg klnoyv Museum Se gi-ea VlklngSpeopIe places jove B
a much Close IOtS thlnk Zoo Eas
iver MISSISSIpprun ‘l 4
g VS restaurants
CltyH“m?yg SLAte myseum | iy
kind rarric La es Cold Water
Ity zeMinnesota
Falr VISI‘EI:'I"OgS e theate diversity ®  Nothing thl event
Mlnneapolls f”e"ds ore Gities S ppmg&g hings
Xcel E{Les';ums SCIedelgce sportmg e T no‘i?%\'.?r?
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“ComoCapit4l

building

What comes to mind when you think of St. Paul, Minnesota as a vacation or a short getaway?
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Why visitors choose Midwest cities?




= Major reason

Wizl a place that Is within & day's drive
Ta visit & well-known museums and attractons

Top reasons for choosing a leisure travel destination.

mMot at all a reason

Ta visit warious histaric sihts and monuments in the: o | - T T T

Ta att=nd & professional sporting evert

Ta vistt & major shoppirg mall or center

wauw could att=nd & comcert or theabre performance
Juest to wisit ary place that fits youwr bBudg=t

it hias unigue festivals and outdoar events In the dey
To shop

it has puthets for hobbies of Interest to vou

Because you can get a sreat deal there

Ta att=nd & specific community evert n the oty

Ta enjay the night life in the chy

Ta att=nd & college or university sporting event
i has a flourishing oraft beer arnd dining scene
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Below are a number of reasons others have told us why they might visit a destination for leisure travel. How much of a reason to visit are the following elements of any cities or area?

5
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What people look for in a weekend getaway.

hlkmg : . Relax
e shopplng interesting .gm
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rea M‘f edable anything even
asy historic
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i S nd..Trie ) Rest ocutral Activtes gy eryday

a xk.ds visit see = activities 0 I?a%!gxatlon
reasonable Scene acemﬁ relaxmg p

Goowgr spend it VISIt wmgnﬁt fcah aweines  OUtdoON hotels  country I awaymggces

children
I close t
. argund hudgET. culture Water LIIet I SI es
!!‘-bne wea her Iakes : y I d|ffcrent
8 take Relaxing sertig parks
f’*“aﬂm entertamment e great

UM

Other than the reasons we just listed, what do you want in a weekend getaway or family vacation?
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Which cities are most consistent with the top reasons

people visit?
It ks am easy day's drive

E Lo

It has well-known museums and attractions

Has various historic sights ard monwments in the dey

It has professionsl sporiing event

It has major Soppdng mall ar center

40

Below are a list of elements of various towns you have visited. For each, please select the city or cities that it fits.

84
49

4

a3

W Eansas City
Hy, Lowiks

W Omahsa

¥ pisdon

B Des B oinies
WmChicago
E=i. Poul

W MiFnespalls

15



Which cities are most consistent with the top reasons

people visit?

It has concert or theater periormance o athemd

It fits your budget

It has unigue festivals and cutdoar esents in the chly
Has great shopping

It has outlets for hobbies of Interest toyou

0 20
Below are a list of elements of various towns you have visited. For each, please select the city or cities that it fits.

a0

a3

a3

L )

W gansas Clty
Ecy, Lok
WOmaha

B Madizon

B Des b oines
EChicago
E=1. Poaul

¥ MiFinespalis
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Which cities are most consistent with the top reasons
people visit?

[-
29
wauw can et a great deal there
31
ZB

It hias spe=cific comimaunity =vents Inthe clby

B Eansas City
=3 Est Lowls
32 BOmaha

it has a great night life In the diy Esasdizon
BHDes Moines
B Chicasn

45 5t Paul

Hpdnneapolis

it hias callege or unbversy sp ok ng event

41
25
it hias & Alourishing craft beer and dining scene
1
12
5
a mn 40 go BO 100

Below are a list of elements of various towns you have visited. For each, please select the city or cities that it fits.
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How people relate perceptions of “cities” to specific
destinations in the Midwest.

1
£y
Diverse In what it offers
I
41
Traffic prablems
W Eansas City
41 Hot. Lowls
WOmaha
Cean ® Miadian
¥ Dues B cilries
EmLhicago
EEt Poul
4]
EF) ® Minnespalis
Histark
7
Lindigeue
0 (1 ] =0 100G

Now we want to share with you adjectives that may or may not describe a destination for leisure travel. For each, please select the city or cities that is fits.
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How people relate perceptions of “cities” to specific

destinations in the Midwest

Tor revuech o e

Romantic

Too Faar mwesy

&0 oo 20

Now we want to share with you adjectives that may or may not describe a destination for leisure travel. For each, please select the city or cities that is fits.

e

W Eansas City
Bzt Lowiks
EOmaha

B pasdi=on

B Cies B ailnes
EmChicago
W=t Poul

W Mnnespalls
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Considering Saint Paul



LIKELIHOOD OF CONSIDERING ST. PAUL A DESTINATION
FOR LEISURE TRAVEL

Areal

Area 2

Greater Twin Greater MN +
Cities Metro Western Wisconsin

20
| Total Mention

42

a7 =

"Very likely =Somewhat likely =Not at all
likely

" South Dakota + SE MN lowa +
+ Southern Wisconsin Eastern Nebraska

Area 3

-
Area 4 21



71% of people are interested in visiting Saint Paul.

92% of people who have visited Saint Paul are most
likely to return.

Visited St. Paul

Total Mention (53%)
34% 48%
Very likely
47 44
Somewhat likely

19 8
Not at all likely
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LIKELIHOOD OF CONSIDERING ST. PAUL A DESTINATION
FOR LEISURE TRAVEL
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Proximity and family & friends’ experiences are top
qualities people like in coming to Saint Paul.

easy St.,st,.ca. L?ﬁsaura"ts

IIVB N ;a"'y s OPP'"8VISIt

lot iy h&fﬁé o °“ dhines”
m%ﬁifdrlve frle thl gk

rrrrr

e g diverse Hgtgf:; pl aces en ou gh Of?;::ractlons ttttt
Ene gyMInneapollsmmCIt - Zoo food ShOI’t opportunities .Etl:.aln
: sta e"ew
o Minnesota gr‘“ée”‘a.t familiar " 0 S e rts times

love
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Characteristics people associate with visiting Saint Paul.

® Absolutely a part of 5t. Paul ® Might be a part of 5t. Paul mNot at all a part of 5t. Paul

It 15 an easy day’s drive . i ——— . ST

It has wel-knowen miuseums and atiractans a3 47 11

Has warious histaric sights and monumests in the ot | T
It has professional sporting event EsssTEMSS—— . Cho 0 e

i
It ha= major shoppirg mall or center 31 49 0

It has concert or theatre performance to attend b e e sl 30|
It fits your budget -__3_
It has unique festivals and outdoor events in the city H_E—_
Has great shoppine m
It has autlets for habbiles of Interest to you e s T

¥ou can et a grest deal there TR T T
It has specific community events In the city A el

It has & great right e Incthe city T s D IEETE.

It haz college ar uriversity =porting everit :0 -Ir 2

It has & flcurishine craft beer and dining scene B . 13
0% 20% I a0 =0 100%

Below are a series of elements or attractions that may or may not be a part of St. Paul. For each, please indicate if you know it is part of St. Paul.
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Characteristics people associate with visiting Saint Paul -
amongst those who have visited Saint Paul.

®Absclutaly a part of 5t. Paul = Might be a part of 5t. Paul mNot at all a part of 5t. Paul

It 15 an easy day's drive | g4 12 ]

It has wel-known museums and attractions B 0
Has warious histaric sights and monuments In the city _l
It has professional sporting ewent _E___
It has major shopping mall or center e e P3|
It has concert or theatre performance to attend T T e e
It fits your budget S R R - EE R
It has unique festhvals and autdoor events In the city T - e s
Has great shooping o — A ——— 1 |
It has outlets for habbies of Interest to you [ R 2R dn TS
You can get a great deal there e R e R e T
It has specitfic community ewents In the city E———— TS FT5 0 ECE
It has & great right Iife In the city L i S £ |
It has college ar urdversity sporting everit _E__—
It has a flourkshing craft beer and dining scene __—

0% 0% R [ [ E 20 100%

Below are a series of elements or attractions that may or may not be a part of St. Paul. For each, please indicate if you know it is part of St. Paul.
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Top attractions and activities visitors are aware of.

= Minnesota State Capitol (69%)

= Professional sports (including MN Wild & Saint Paul Saints) (+60%)

= Great museums (59%)

= Mississippi National River & Recreation Area (including Padleford
sightseeing) (+/- 57%)

= Neighborhoods + Restaurants + Craft Brew (57%)

= Biking outdoors (55%)

= Como Zoo & Conservatory (53%)

= Shopping (including no sales tax incentive) (+/- 51%)

= Historical sights (including Cathedral of Saint Paul, Wabasha Street Caves
& Indian Mounds Park) (+/- 50%)
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