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2020 Image & Halo Effect Study

Markets where the study was conducted: Chicago, Wisconsin, Minnesota, Manitoba, and
Saskatchewan.

Measured effect of 2019 North Dakota advertising campaign across the following channels: digital,
television, print, and out-of-home.

Conducted in June 2020.

Adults 18 years of age and older were randomly selected from the panel, to ensure a representative
sample. Sample was drawn to be proportionate to population by specific states/DMAs/provinces,
age, and sex to make sure they are representative of and projectable to these traveler populations.

The objectives of the research include:
Key travel motivators for North Dakota;
Image of North Dakota in the areas that are important to travelers;
North Dakota’s image strengths and weaknesses versus competitors; and

The impact of visitation and ad awareness on key overall economic development drivers.
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Awareness of the Ad Campaign

Base: Residents of North Dakota’s Regional Advertising Markets

Aware*®

47%

Unaware

53%

*Saw at least one ad
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Travel Motivators

Adult Vacation
Exciting
Unique
Family Atmosphere
Sightseeing

Popular Importance »
Worry Free
Entertainment
Sports and Recreation

Affordable

*A measure of the degree of association between each factor and whether destination is a place “l would really enjoy visiting.”
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Top 10 Hot Buttons

Hot Buttons

A fun place for vacation
Good for adult vacation

Lots to see and do
Must-see destination
An exciting place
Unigue vacation experience
Vacation there is a real adventure
Children would enjoy
Popular with vacationers

Excellent vacation value
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Advertising Impact on North Dakota’s Overall Image —

“A place I'd really enjoy visiting”
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Aware* Unaware

*Saw at least one ad
**“Percent who strongly agree” is the percent of respondents giving a statement on agree/disagree rating of 8, 9 or 10 out of 10
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Advertising Impact on North Dakota’s Image

Adult Vacation
Exciting

Unique

Family Atmosphere
Sightseeing
Popular

Worry Free >7
Entertainment

Sports and Recreation

Affordable 38

0 10 20 30 40 50 60 70

Percent Who Strongly Agree
M Aware B Unaware
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Image Attributes Most Impacted by Advertising

| often notice advertising for this place

Not too far away for a vacation

2 An exciting place 14
Good place to relax 14
Great for theater and the arts 13
2 Must-see destination 12
> A fun place for vacation 12
Y Vacation there is a real adventure 12
Well-known destination 11
Excellent fishing 11
Good for RV-ing 11
Good for families 11
0 10 20 30

Difference in Percent Who Strongly Agree

* Attributes marked with a chevron indicate some of the most important image hot buttons for travelers

INTERNATIONAL
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Intent to Visit North Dakota in the Next 12 Months

50 -

30 -

Percent*

20 -

10 -

Overnight Leisure Trip Day Leisure Trip

*Percent of respondents who indicated they ‘definitely will” or ‘probably will’ visit North Dakota in the next 12 months

12 2020 North Dakota Image & Halo Effect Study L@ﬂgWOOdS

INTERNATIONAL

S ®© © © ©® ©® ® ©® ©® &



Travel USA® 2019 North Dakota Overnight Visitation
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% Very Satisfied with Trip

Overall trip experience

Friendliness of people

Safety and Security

Quality of accommodations

Cleanliness

Quality of food

Sightseeing and attractions

Value for money

Music/nightlife/entertainment
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60%

59%

58%

57%

57%

52%

49%

39%

Past Visitation to North Dakota
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North Dakota’s Product vs. Image

Adult Vacation
Exciting

Unique

Family Atmosphere
Sightseeing
Popular

Worry Free
Entertainment

Sports and Recreation

Affordable 38
0 20 40 60 80
Percent Who Strongly Agree
m Recent Visitors™ W Never Visited

* Visited in the past 2 years
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Impact of Tourism Ad Awareness on North Dakota’s

Economic Development Image

A good place to live 37

A good place to start a career 33

A good place to start a business 36

A good place to attend college 36

A good place to purchase a vacation home

A good place to retire 31

0 20 40
Percent Who Strongly Agree

B Aware B Unaware
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Impact of Advertising Awareness* on North Dakota’s Economic

Development Attributes

A place with a promising economic future

A place with a strong and expanding job market

I’'ve seen job opportunities located here

A place my family and | could be happy living

I'd consider moving there for the right job opportunity

I’d recommend moving here to friends/family

I’'m interested in learning about work opportunities here

0 20 40

Percent Who Strongly Agree
M Aware B Unaware

* Saw at least one ad
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Impact of Visitation on North Dakota’s Economic Development

Attributes

A place with a promising economic future °1

A place with a strong and expanding job market
, . . 52
I've seen job opportunities located here

A place my family and | could be happy living

I'd consider moving there for the right job opportunity

I'd recommend moving here to friends/family 19

I’'m interested in learning about work opportunities here 19 35

0 20 40 60

Percent Who Strongly Agree

m Recent Visitors* M Never Visited
* Visited in the past 2 years
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North Dakota’s Visitation/Recruitment Cycle

Advertising Visitation Brand Nor;cr:;)aekota Talent
Awareness Ambassadors g' Recruitment
Expansion
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North Dakota’s Overall Image vs. Competition™

Adult Vacation
34

43
50

Exciting 42

Unique 4l

Family Atmosphere
Sightseeing
Moo UIF g RRRR— 32 36
Worry Free
Entertainment 30 32
Sports and Recreation

Affordable
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48
53
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0 20 40
Percent Who Strongly Agree

® North Dakota m Competitors

* Includes South Dakota, Minnesota, Wyoming, Nebraska, Montana, and Manitoba
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North Dakota's Image Weaknesses vs. South Dakota

Well-known landmarks -23
Well-known destination -18
D Must-see destination -15
Excellent national/state parks -14
D Lots to see and do -14
) Popular with vacationers -14
Y Unique vacation experience -11
) Vacation there is a real adventure -10
Great place for a classic American road trip -10

Truly beautiful scenery -10

-30 -20 -10

Difference in Percent Who Strongly Agree
* Attributes marked with a chevron indicate some of the most important image hot buttons for travelers
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23

North Dakota's Image Weaknesses vs. South Dakota (Cont’d)

> Afun place for vacation
Y Good for adult vacation
Good for RV-ing
Authentic historical sites
Good place for camping

> Excellent vacation value
Great hiking

Y An exciting place

Good place to relax

-30 -20

Difference in Percent Who Strongly Agree
* Attributes marked with a chevron indicate some of the most important image hot buttons for travelers
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WHAT IS A GOOD
INVESTMENT?

= Benefits
= Communities
= Businesses
= Citizens
= Governments
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