EDITOR'S LETTER

MNM+E editor Bobby Hart and wife Lindsey
enjoy a scenic tour via Saint Louis Park’s Evolve
Segway. Local businesses like these have an
opportunity to shine when Super Bow! tour-
ists arrive. Keep an eye out for our Spring 2017
/ssue’s Destination St. Louis Park story for more
info on Evolve Segway and other local activities
and venues.

THE VALUE OF VISITORS

RETAIL & SHOPPING: $63.9 MILLION | 22%
HOTEL: $70.9 MILLION | 25%

FOOD & BEVERAGE: $62.8 MILLION | 22%
RENTAL CAR & COMMERCIAL VEHICLE: $28.1 MILLION | 6%
ENTERTAINMENT: $26.9 MILLION | 10%

OTHER GROUND TRANSPORTATION: $15.5 MILLION | 5%

OTHER (E.G. TRAVEL ARRANGEMENT, LAUNDRY, OTHER
PERSONAL SERVICES): $16.7 MILLION | 6%

TOTAL SUPER BOWL LII-INITIATED VISITOR SPENDING:
$284.9 MILLION | 100%

From “Preliminary Estimate of the
Economic Impact of Super Bow! LIl
on Minneapolis-St. Paul” by Rockport
Analytics, prepared for Minnesota Super
Bowl! Host Committee in February 2075.
For more info on the projected economic
impact, read “A Super Opportunity”
on page 20.
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Minnesota Tourism
is About to Receive a
Super Boost

IT MAY SEEM PREMATURE TO FOCUS SO IN-DEPTH ON AN EVENT THAT’S MORE
THAN A YEAR AWAY—unless, of course, that event is Super Bowl LII, projected to draw at least
amillion visitors from 130 different countries, including 5,000-plus media. In that case, Minnesota
is approaching rush hour in a process that’s been picking up speed since Minnesota won the bid in
Nov. 2014. For the local tourism industry, forget rush hour, this means buckle up for the Gold Rush.

You're right, that was California, which just happened to host Super Bowl 50 in 2016. “In San
Francisco, there were more than 150 unique events happening around town [related to the Super
Bowl],” says Andrea Mokros, vice president, communications and events of the Minnesota Super
Bowl Host Committee. “Ithink that number is going to continue to grow as more and more people
see the opportunity. There’s going to be plenty of business to go around.” Indeed. The Super Bowl
LII-initiated spending is projected to total $400 million. Of that, $285 million is projected to come
from visitor spending.

Super Bowl tourists will soon learn that Minnesota tourism is painted in broad, bold strokes
that reach well beyond the walls and ETFE roof of U.S. Bank Stadium (check out our special issue
dedicated to it online at mn.meetingsmags.com, and our Snapshots section on page 60). The Super
Bowl spotlight will certainly land on the Twin Cities (and our People Profile subject Brent Foerster
of Meet Minneapolis is ready, page 64), but surrounding suburbs like Bloomington (page 40) will
also feel the impact.

And as local planners and other meeting and event-related businesses will soon learn, if you
haven’t already, now is your time to shine. Whether that means getting involved in the Business
Connect program or volunteering, the Minnesota Super Bowl Host Committee and NFL need
you (more details on page 20). “The NFL says the best volunteers we get are meeting planners that
understand that [tourism] business,” Mokros says.

“[Volunteers] are really the most important part of the Super Bowl, since they are the ones that
will create the memories,” says Host Committee CEO Maureen Bausch. “Bottom line is there is a
lot of opportunity for meeting planners.”

Bobby Hart, editor
BOBBY.HART@TIGEROAK.COM

Find, Friend, Follow
Find us online at mn.meetingsmags.com, and make sure to “like” us on Facebook, and follow us
on Twitter, pinterest and instagram to stay in the loop between issues.

O/MNMEEHNGSMAGS G@MNMEEHNGSMAGS @/MEETINGSMAGS /MEETINGSEVENTSMAGS

PHOTO: JOEL SCNNELL

LR . Jad » @ ' 00000

F N A .al




EVENT PROFILE SUPER BOWL LII PLANNING

- K"- -
- .-".—‘r‘“.:l- ::': -
= o 1- g l"
ol
boo (i
AR

A rendering of what U.S. Bank Stadium and
Minneapolis will look like during Super Bowl! LIl
shows a night sky filled with color and lights.

A SUPER OPPORTUNITY

It’s time for the local meetings and events industry to show
the NFL what the Bold North is all about.

BY BOBBY HART

SUPER BOWL LII IS COMING. What were once whispers have started to crescendo. The sound,

along with plenty of media hype surrounding one of the most-watched sporting events in the
world, is sure to build leading up to the February 2018 main event at Minneapolis’ U.S. Bank
Stadium. But for local businesses and volunteers yearning for a taste of the action, now is the

time to get involved.
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Business Connect
With the Super Bowl comes a title wave of

business opportunities. The NFL will come to
town looking for local suppliers via Business
Connect, its supplier diversity initiative that
partners with the Minnesota Super Bowl
Host Committee to leverage networking,
educational and other business development
opportunities for local businesses to connect
with the NFL and its contracting partners.
The NFLs focus is on local, qualified, diverse
and underutilized businesses, meaning pri-
ority goes to businesses headquartered in
Minnesota, in operation for at least three

Sometimes business has to be taken care of, and sometimes it has to be in person. With
50,000 square feet of flexible meeting space, state-of-the-art a/v equipment, 500
hotel rooms and award winning catering, Treasure Island is the perfect place to stay
connected with your clients, partners and vendors. Let's get down to business together.

Tlcasino.com | 1-800-222-7077

OUR E-NEWSLETTER

AT vour FINGERTIPS

SUBSCRIBE FOR FREE!
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years, and 51 percent-owned and certified as
minority-, women-, veteran-, lesbian-, gay-,
bisexual- or transgender-owned. Certification
is not provided by the NFL, rather one of
the following certification bodies: TG/ED
(MN State Targeted Group Business Program,
MN Department of Administration), CERT
(Central Certification Program, City of St. Paul,
Minneapolis and Hennepin County), DBE
(Disadvantaged Business Enterprise Program
through the Minnesota Unified Certification
Program), National Gay & Lesbian Chamber
of Commerce (nglcc.org), VOSB (Veteran
Owned Small Business), NCMSDC (North
Central Minority Supplier Development
Council) and WBENC (Women’s Business
Enterprise National Council).

Interested businesses can start by applying
online at mnsuperbowl.com via the ‘Business
Connect’ link, where there’s a portal to col-
lect information about the business. Once
registered, the host committee will review
applications, contact qualified businesses and

22 MNM+E | WINTER 2017

add about 300-400 of them to the Business
Connect Resource Guide online database,
which will be used by the NFL and Super Bowl
contractors when selecting local business part-
ners. Businesses must apply by April 1, 2017,
and the database should be live by late April.

Business Connect will offer a series of
events and workshops once a quarter, starting
in April, 2017, to help prepare local businesses
for the Super Bowl procurement process, as
well as introduce them to the NFL and its
contractors.

Business Connect’s deliberate areas of focus
are put in place by the NFL to level the playing
field for businesses that otherwise wouldn’t get
the opportunity to participate and compete in
such a large event, says Alex Tittle, vice presi-
dent, Business Connect and corporate affairs
for the host committee. So for small businesses
that are worried about not having the proper
resources, Tittle says the workshops will help.

“We're going to take you as you are,” he says.
“If there are event planners that have a limit in

capacity, let’s partner you. It’s one of the pur-
poses of the partnering workshops, to teach
you how to work together. Once we figure out
how to work together, we get you all involved,
so that one small business can do what one of
the larger event coordinators in town can do.
So there’s a way to get everybody involved.”

For businesses that don’t fit the specific
local diverse small business categories, Tittle
says it’s still a good for any locally owned
business to apply. “This is for you if you're a
Minnesota business. Because what will hap-
pen is if we can’t find businesses locally to do
X, Y and Z, the NFL will bring businesses in
from across the [state] border,” Tittle explains.
“We don’t want that. We want businesses from
the state of Minnesota to take advantage of
all economic impact areas associated with the
Super Bowl.”

There will also be a significant need for
local volunteers, likely over 10,000 of them,
according to Andrea Mokros, the host com-
mittee’s vice president, communications and

Many special events linked to Minnesota culture will take over the
Twin Cities leading up to the Super Bowl, as shown in this rendering.
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ECONOMIC IMPACT

GAME ATTENDEE/VISITOR:
$284.9 MILLION | 70%
FVENTS OPERATIONS:

$13.5 MILLION | 3%
GAME, BROADCAST OPERATIONS

AND PROMOTION:
$102.3 MILLION | 25%
OTHER:

$6 MILLION | 1%

TOTAL PROJECTED
SUPER BOWL LII-INITIATED SPENDING:
$406.6 MILLION' | 100%

From “Preliminary Estimate of the Economic
Impact of Super Bowl! LIl on Minneapolis-St.
Paul” by Rockport Analytics, prepared for
Minneapolis Super Bow! Host Committee in
February 2015. For more specific info on visitor
spending, go to the Editor’s Letter on page 8.

events. She advises those who are interested
in volunteering to go to the website (mnsu-
perbowl.com) to subscribe to e-newsletters,
and then in mid-2017, they should receive an
announcement that online registration has
begun. There are basic qualifications the host
committee will use to select the best appli-
cants. “If youre doing this because you love
Minnesota, you love to promote Minnesota,
youre educated about Minnesota, then you’ll
probably make it through,” Mokros says.

Gracious Hosts

The Minnesota Super Bowl Host Committee
is a 501(c)(6) nonprofit that serves as the
liaison between the NFL, its partners and the
local community.

“We're the local guides for everyone com-
ing to participate in the Super Bowl,” sums
up Mokros. “The NFL is responsible for the
game. We play a huge role in everything that
goes on outside.”

The Minnesota Super Bowl Host
Committee Executive Board chairs—Richard

NATURALLY
INNOVATIVE

Introducing Mystic Lake Center at

Mystic Lake Casino Hotel—opening
December 2017.

Just minutes south of Minneapolis,
it will feature a 70,000 square foot
meeting and event facility and 180-
room hotel tower with stunning golf
course views.

Showcasing a modern, upscale
design, Mystic Lake Center is the
newest addition to the only full-

service resort in the Twin Cities area.

800.262.7799 x66528

sales(@mysticlake.com

mysticlakecenter.com

OWNED & OPERATED BY THE SHAKOPEE MDEWAKANTON SIOUX COMMUNITY

MYSTIC LAKE
CENTER
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global
meeting
source

prestige

Prestige is every meeting
planner’s best advocate.

612.767.8455
Contact: meetings@meetprestige.com
www.meetprestige.com
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Davis, chairman and CEO, U.S. Bank;
Marilyn Carlson Nelson, former chair and
CEOQ, Carlson Companies; and Doug Baker Jr.,
chairman and CEO, Ecolab—were appointed
by Gov. Mark Dayton to lead Minnesota’s
Super Bowl bid, and once they secured that in
November 2014, they named Host Committee
CEO Maureen Bausch, who along with Lester
Bagley, executive vice president of pub-
lic affairs and stadium development for the
Minnesota Vikings, Michael Langley, CEO of
Greater MSP, and Dave Haselman, COO of
the Minnesota Super Bowl Host Committee,
rounds out the Minnesota Super Bowl Host
Committee Executive Board. The host com-
mittee is a team of approximately 15 (see
sidebar), and may grow a little from now until
the main event, Mokros says. But the com-
mittee works with partners such as the city
governments of Minneapolis, St. Paul and
Bloomington, as well as their local convention
and visitors bureaus, and relies on the guid-
ance of an advisory board of 85 local experts
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with a variety of professional backgrounds.

Formerly executive vice president of busi-
ness development for Mall of America, Bausch
has been largely responsible for leading the
vision and organization chart of the com-
mittee responsibilities, from the fundraising
budget to the business, marketing and com-
munications plans.

“There are over 100 projects in our project
management system right now,” Bausch says.
“There is just a lot of moving parts. We have
28 committees, each committee is working on
a mission-specific goal, whether it’s sustain-
ability, arts promotion, cuisine promotion, so
on and so forth.”

Mokros is no stranger to planning events in
the limelight. Prior to joining the host com-
mittee, she worked in politics for the past 20
years, most recently as the First Lady Michele
Obama’s director of scheduling and advance at
the White House. “It was amazing and similar
in scale in terms of all the eyes of the world
being on you, but totally different in the sense

A rendering shows the do
streets come to life with Super Bow! spirit.

S SR
wntown Minneapolis

that we were planning in the short-term and
not in the long lead like this,” Mokros says,
comparing the experiences. “So to have the
long lead is both welcome and daunting. As
meeting planners can appreciate, when you
have a short lead, you make decisions. When
you have long lead, you just develop more
details and more things to do.”

The host committee can learn from pre-
vious Super Bowls to a certain extent, but
Mokros notes this local market has its own
unique obstacles (the cold climate) and advan-
tages (thriving culinary and arts scenes). “We
have different needs and focus,” she says.
“I think this is different than other Super
Bowls—this is a huge opportunity for us to
market Minnesota, so we really put a lot of
emphasis on communications and marketing
side of things: telling the Bold North story.”

Building Bold North

“I just read an article that said when people
think of Minnesota, they think of frozen, fish-
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MAUREEN BAUSCH

chief executive officer

DAVE HASELMAN

chief operating officer

WENDY BLACKSHAW

senior vice president,
marketing and sales

KEITH ROSS

chief legal officer

ANDREA MOKROS

vice president,
communications and events

DANA NELSON

vice president,
Legacy and community partnerships

JAKE MILLER

vice president,
operations
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vice president,
Business Connect and corporate affairs
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senior director, partnerships
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director, project management
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digital media coordinator

TIERNEY ROGERS

administrative coordinator

ARIEL ASTRACHAN TOBACK

partnership activation manager

KATE BRADY

partnerships coordinator

KELSEY BLAHA

events coordinator

ing and Fargo,” Mokros laughs.

The host committee is striving to change
that perception with a new brand it’s aiming
to build through the Super Bowl and its sur-
rounding events: Bold North.

The brand was inspired by locally famed
entrepreneur Eric Dayton’s “North” move-
ment, Bausch says. “[North] seemed to reso-

SAINT PAUL

RIVERCENTRE

-
Reason #18,064:

REALLY AWESOME
NEXT DOOR NEIGHBORS

Now booking pre-game event space steps away from center ice.

Vsl
SAINT PAUL rivercentre.org | 651.265.4800 f1 % © ®

‘The Industry’s Most
Pozaerﬁtl Resource ‘1ool

meetlnqsmaqs com
— 150,000 Resource Listings
— One-Click RFP

— Expert Advice Weekly

— Local and National News
— City/Destination Profiles
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COME MEET.
COME DINE.
COME PLAY.

Perfect for

Year-Round Events
Business Meetings Weddings
Seminars Live Racing Parties
Expos Galas
Trade Shows and Much More

Holiday Events

Unique Spaces
Convenient Location
Superior Service - Food with Flair
Value Driven « Built in Fun

CATERING

AND

EVENTS

CANTERBURY PARK

CanterburyParkEvents.com
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U.S. Bank Stadium was a big factor in Minnesota
being selected as host of Super Bowl! LII.

“Bold North can mean a lot of different things.
It’s such a big umbrella. But I think it gives us an
opportunity to redefine Minnesota to what we know
it to be. I think we [on the host committee|
all enjoy football, but at the end of the day we're
all here because we love Minnesota and we want
o put Minnesota’s best foot forward.”

—ANDREA MOKROS

nate with everyone and our stadium is bold,
so we really felt that for the Super Bowl, the
Bold North was a good brand position. But
once you come out with it, you have to execute
at every turn. And that means our meeting
planners need to execute Bold North parties.
We can’t do things that are expected, we have
to surprise and delight in a Bold North way.”
Starting Feb. 6, 2017, the host committee
will kick off 52 weeks of charitable giving and

celebrating all Minnesota has to offer leading
up to Super Bowl LII. Fitting the 52nd Super
Bowl, the mostly digital campaign will high-
light 52 communities across Minnesota, 52
legendary Minnesotans, 52 bold ideas origi-
nated in Minnesota, 52 weeks of charitable
giving focused on kids and health through
the Legacy Fund, 52 innovative companies
and 52 can’t-miss attractions. That campaign
will lead up to the 10-day Bold North Festival,
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which is expected to draw millions of visitors
from 130 countries and 5,000 media.

“There are things to do whether you're 1 or
100 [years old], whether you have a dollar to
spend of $10,000,” Bausch says of the festival.
“And if we do it right, we will see a wonderful
economic impact for this area of about $400
million. It’s like getting ready for the biggest
graduation party of your life. Everybody has
to be show ready.”

The festival will include the NFLs Official
Events (e.g. NFL Experience, Radio Row,
Opening Night, Taste of the NFL—which
was started by Minnesota restaurateur Wayne
Kostroski back in 1992—NFL Honors, NFL
House and the NFL Tailgate Event), Signature
Minnesota Events (e.g. Crashed Ice, Winter
Carnival, Pond Hockey Tournament) and
Super Bowl Host Commiittee Events (e.g. Super
Bowl Live).

“Bold North can mean a lot of different
things,” Mokros says. “It’s such a big umbrella.
But I think it gives us an opportunity to
redefine Minnesota to what we know it to be.
I think we [on the host committee] all enjoy
football, but at the end of the day we're all here
because we love Minnesota and we want to put
Minnesota’s best foot forward.”

And if that best foot lands in the right
place, the local meetings and events industry,
especially, could be benefitting for many years
to come.

“[The Super Bowl] can raise awareness for
everything your state or city has, and your
meetings and events will continue to grow, if
you do it right, for a long time afterwards,”
Bausch says. “Indianapolis is the best example
of that—they had increased business to the
market long after the Super Bowl. They've
been on a roll since 2012 when they hosted.”

“It’s just incredibly important to get every-
body on the same page,” Mokros says. “I
think this is going to be an amazing chal-
lenge, but also an amazing opportunity for
us to shine” @

Get Connected

MINNESOTA SUPER BOWL HOST COMMITTEE
mnsuperbowl.com

f
ThreeRivers
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