






TOTAL VISITORS

DIRECT VISITOR SPENDING

TOTAL ECONOMIC IMPACT

125 MILLION

Source: “Economic Impact of Tourism in Michigan, 2022,” Tourism Economics, December 2023

$27.3 BILLION

$48.5 BILLION



Source: “Economic Impact of Tourism in Michigan, 2022,” Tourism Economics, December 2023

JOBS SUPPORTED

LABOR INCOME

STATE AND LOCAL TAX REVENUES $3.2 BILLION

324,200

$14.2 BILLION





2019 1,915,851 $2,312,038,031 $141,959,135 $16,158,931

2021 543,641 $627,031,147 $38,938,634 $7,804,626

2022 2,071,840 $3,141,570,251 $195,091,513 $17,479,420

2023 1,532,371 $2,515,281,554 $156,198,985 $16,960,606

Source: “2023 End of Year ROI and Fall Research,” SMARInsights, March 2024



$9.21
RETURN IN STATE TAX 
REVENUE/$1 INVESTED

Source: “2023 End of Year ROI and Fall Research,” SMARInsights, March 2024



$1,641
AD-AWARE TRAVELERS’ 
AVERAGE SPENDING

Source: “2023 End of Year ROI and Fall Research,” SMARInsights, March 2024
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Source: Halo Effect Survey, Longwoods, February 2024
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The Pure Michigan campaign 
significantly lifted Michigan’s reputation 
as a place to live, work and study in the 

state’s primary 
out-of-state markets.

People visiting Michigan who are aware 
of the brand campaign are even more 
likely to highly rate Michigan as a place 

to invest their time, careers and futures.

Source: Halo Effect Survey, Longwoods, February 2024



Base: Travelers Within Michigan’s Advertising Markets
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Across all variables included in the study, 

Michigan travelers rated the state higher 

than nonresident travelers.

Michigan residents love the economic 

opportunities and quality of life the 

state provides.

Source: Halo Effect Survey, Longwoods, February 2024









FRESH 
VOICES





BOLDER BRAND 
PARTNERSHIPS





FROM HERE, 
EVERYTHING IS POSSIBLE







Thirty percent of the $1.29 trillion spent on 
U.S. leisure travel in 2022 was spent by a 
multicultural population. 
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Deploy a mix of regional and national media 

with awareness-driving tactics during peak 

travel-planning periods to inspire travelers.

Launch a fully integrated cross-channel 

campaign to maximize impact and reach while 

driving message continuity across media touch 

points.









Leverage the Pure Michigan brand at the 

local, regional and statewide levels to foster 

a culture of public-private collaboration, 

cooperation and partnerships – across the 

state and beyond – to unify the tourism 

industry and help grow Michigan's economy.



$1.07M invested from CVBs

Investment opportunities range from $2,500 

to $25K

Offerings include: 

Regional linear TV partnership

Connected TV

Streaming audio

DEI display

Custom content

Paid social







46Pure Opportunity

YOU CAN IN MICHIGAN VIDEO :30



MEDC TALENT CAMPAIGN





Michigan’s Talent Need

Labor force participation is at its highest level since 
2019 and unemployment is very low statewide. Yet, 
Michigan has more than 186,000 job vacancies. 

Job Vacancies 

Sources: Crain’s Detroit Business, U.S. Chamber of Commerce, Bridge Michigan



Talent Marketing Goal



$20 million investment for marketing 
initiatives for talent
▪ Funding to continue developing best-in-class talent retention 

and attraction campaigns to support talent solutions and  
Michigan’s population growth efforts.  

▪ You Can In Michigan has only been in market to a national 
audience for just over 5 months and has signed up over 5,000 
candidates in the jobs portal.

▪ Jobs portal visitors come from all over with the top states being 
IL, CA, then MI, NY, and TX; the top states for out-of-state job 
candidates are TX, IL, and CA.

▪ Funding will expand focus to include other high-mobility groups, 
including remote workers, young families, and other recent 
graduates in areas of opportunity for in-migration.

▪ This funding is separate from the ongoing, $15 million 
recommendation for Pure Michigan.

PEOPLE: TALENT MARKETING INITATIVE



You Can In Michigan
National attraction and retention campaign 
reaching high-skilled, in-demand talent and 
connecting them with the Michigan Career Portal
to access job and educational opportunities. 

Website visitors

Attracting & Retaining Talent

Michigan Career Portal 
users

1.2M 6.7K
October 2023-March 2024 Metrics:
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