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Tourism’s Pivetal’'Role in Attracting an@Retaining Talent
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The leader in
marketing places

© 65vYrs ® 500+ 9 80+

Specializing in Unique places People with a

marketing places and destinations passion for places
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The state of

the labor market

72°%
85M
4.39V

$8.5

Trillion

Of CEOs saytalent gaps and shortages
are their top business challenge

in unrealized annual
global revenues due to
the talent shortage
by 2030

Jobs could go unfilled globally by 2030
due to skills mismatches

ashortage of workers the
LS. willface by 2030
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TALENT ATTRACTION

Rooted in Research

DClI's national talent research study, “Talent Wars " is
the leading intelligence behind all of cur marketing
campaigns. Now in its ninth edition, the report seeks
to understand the “path to purchase"” for jobs and
relocation decisions, which informs the messaging,
strategies, and tactics that we use to reach talent on
behalf of our client communities.



Workforce Talent
Development Attraction




Our Approach For Kentucky

I 11 111

Research & Stakeholder Messaging Strategy &
Discovery Engagement Framework Action Plan

* Exlgting Strategy Assessment * Strateglc Planning & * BrandVolce Goals & Target Audiances
* Competitive Asesment Marketing Workshop * Brand Promise Marketing Tactic
* Target Market ID * Establish Markating * Massaging Pillars Recommandations
* Parceplon Surveys Taskiiores * Koy Messages Timaling & Project Plan
* Immersion Tour & Foous * Preliminary Reportand Budget
Groups Budget Delivered KPis
* Data Analysls Final Presantation

* Prasentation of Findings
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Research Overview

Surveys of Internal Focus Groups Working Age
I Eﬂ ol Residents/Executives Reached
Audiences
Kentucky Covington
California Frankfort
Florida Lexington I{Eﬂtucky
lllinois Pikeville FLORIDA
INDIANA
Ohio Owensboro Competitive NORTH CAROLINA
Tennessee Paducah Audit
Texas Bowling Green




Five Takeaways for Kentucky
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Quality of Life Drives Moves,
But Jobs Seal the Deal.

People primarily relocate to improve their quality
of life - and prioritize both practical and

emotional factors - but the majority won't move
without a job in place.




Nearly 6 in 10 respondents want to relocate in the next 2
years, higher rates among those in Florida, California and Texas.

% wanting to relocate (scores 6+)
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Don't want
to relocate.

29%

Want to
relocate,
59%
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0. On a scale fram 1 {net at all) to 10 {very much), bow much do you want (o relocate more thans 100 midles away frorm whens vou are currently nag withn
the et wo years?



Top Lifestyle Factors

Cost of Living

Overall Quality of Life

Safety / Crime Rates

Housing Availability
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What Does Quality of Life Mean to Talent?

mental health
relationships

b choice
healthcare § Gommunity low opulation deselty

stability

safety contentment : vvork/life balance

financial security ==

opoortuntesfood Stablllty - g social connections
family § § : emotional well being
free time i phy&CﬂOﬂVerﬂmont 9 4
basic needs met auss




Will not relocate
without a job in
place




Top career-related
factors include salary
and benefits, jobs that
match skill sets, and a
good work/life balance.

8.5

Salaries relative to the cost of living

8.3

Access to benefits

8'2

A job opportunity that matches your skill
set/educational level

8.2

Culture of good work/life balance

8.0

Advancement opportunities for yourself in
your industry

0. Please rate the impartance of the fellowing career’

professional development-related factors if you wens
considenng relocating fe a new aras more than 100 miles frarm

your curfant lacation. (T=nal importanst, 10=most important)
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Kentucky Is a Blank Slate,
But Perception Gaps Exist.

Lack of awareness, not negative perceptions,
is the challenge. Kentucky scores high on

affordability, safety, and outdoor recreation—
but career advancement concerns prevent

conversion.



Kentucky is
perceived
positively as a
place to visit but
received more
moderate ratings as a

place to live, work and
advance one’s career.

Visit

Live

Woaork

Advance your career

(1. Based on pour experience or general pereepbions, how would you rade Kentucky a5 a place to...? | T=poar, 10=axcell=nt)



Outdoor recreational opportunities
Kentucky e
receives strong Welcomingfriendly local population
scores on some of S
talent’s “must Family-friend ly amenities
have” livability e

fﬂcturs, Ability to liverwork/play without a long commute

. To the bed of your abelity, please rate Kantucky on A cool” Tactor
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Kentu::kaas peaceful

a Place to Live

Q: Whatthree words and/or phrases come
to mind when thinking about Kentucky as a
place to live?

louisville

community




Kentucky receives
moderately high scores
on salaries,

work/life balance,

job opportunities

.

and access to
benefits.

Salaries relative to the cost-of-living

Culture of good work/life balance

A job opportunity that matches your

skill set/educational leve

Access to beneatits

Job opportunities for your

Spousa /partner

Post-secondary and post-graduate

educational opportunities

Advancement oppontunities Tor

yourself in your industry
Alternative jobs in your industry should

the initial opportunity not work out

Strong entrepreneurial culture

"

Diverse industry base

T the best of your sbility, please rate Kentucky on saccess b the following caresr/professional devwelopment-relsted factors: (1 =poor, 10=axeellent)



WIN A TRIP TO SEE WHAT IT S
LIKE TO LIVE AND WORK IN
CLEVELAND

ENTER TO WIN A FREE TRAVEL PACKAGE TO
EXPLORE THE INS AND OUTS OF LIVING AND
WORKING IN CLEVELAND




GREATER MIAMI| & MIAMI BEACH
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Familiarity Breeds

Conversion. Activate Your
Ambassadors.

Interest in relocation increases among those
familiar with Kentucky. Word-of-mouth is
highly influential. Target and leverage
alumni, visitors (including VFR) boomerangs,

transplants, and satisfied residents as
authentic champions.




Kentucky is largely a blank slate for external talent

“There’s two parts of Kentucky,
Louisuville and Lexington and then
the rest of the state where
everything is rundown.”

— Indiana Resident




EATERMAL TALERNT

Perceptions of Kentucky increase with familiarity and are
particularly strong among alumni of Kentucky institutions.

HVisit Blive ®Work B8 Advance your career

|II |||I IIIIEI:II III!?EI 64
Familiar with KY KY alumni Military affiliation Work hybrd/remotely

Q. 0 Based on pour expesence or genaral pereephons, how would pou rate Kentucky &5 8 place to..? | T=poor, T0=excellont)



Familiarity increases the likelihood of considering a
relocation to Kentucky.

Owerall Wants to relocate Familiar with KY Wants to relocate
*AMND* familiar with KY



Talent’s perceptions of
an area are most
influenced by first-
hand experience,
internet research and
word of mouth.

First-nanc exparience

Internet research

Word of mouth

rankings

Media coverage

C - -
Social media

0. How influential are each of the lallowing sources of information on your perceptions of an area? (T=notinfiuental at all, 10=extremely influennal)
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KANSAS —

Why an entreprenecur has no regrets about
moving from Hawall back to her Kansas
hometown
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LOVE,
KANSAS™

All That's Missing Is You
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For Kentucky, One Size Does
Not Fit All.

Kentucky's 120 counties have dramatically
different identities and assets. Regional, targeted

messaging will outperform statewide generic
campaigns.




Kentucky's Regions Are Distinctly Different - One Size Does Not Fit All

Each region has dramatically different assets, challenges, and culwral identities. While stakeholders recognize the need for an
"umbrella” identity for Kentudky, they would like to see regionally tailored messaging rather than a maonolithic state approach.

Western Kentucky: “River and

energy industries,” “Transportation
crossroads” “arts heritage”

Northern Kentucky: "Urban
amenities,” "Cincinnati access,”
“Best of both worlds" South Central
Kentucky:
"Diverse
Louisville: "Progressive," "Urban E;“"E"Jﬁ"-
sophistication," "Bourbon capital" ASTIARE
proximity,;
"Growth and

Eastern Kentucky: "Appalachian opportunity”
pride," "Healthcare hub,"

"Mountain culture" Lexington: “University town,’
Innovation hub,” “Horse capital”
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Kentucky's Bluegrass Region
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The Retention Crisis Is Real.
Students Present an
Opportunity.

47% of current residents want to leave citing
limited opportunities. Meanwhile, 96% of college
students would stay if offered jobs—but they

doubt Kentucky's economy can support their
careers.




There are positive perceptions of Kentucky as a place to visit,
live and raise a family, but career-related factors are less positively

perceived.

Raise a fam bl _l'[_'l"t_'l .-'.I_l".-_'l Ce _,u..

{. Based on your experence of general pereeptions, how would you rade Eentucky 25 8 place (o, ?{ 1 =poor, 10=axceliant)



INMTERMAL TALENI

47% of respondents want to move out of Kentucky and of those, 2
out of 3 feel it is likely they will move.

Veery much,
Not at all, 28%
35%
Somewhat,
Hardly, 199,
18%

0. On a scale fram 1 {not at all) to 10 {very much), bow moech do you want to
lagve Kentucky and relocate samenhans alie within the pext two years?

Mot at all
likely, 17%

Extremely
likely, 43%
Hardly
likely, 16%
Moderately
likely, 24%

. On & seale fram 1 (not at all kel )t 10 (edremely Tkelyl how Nkely s o that
you will legee Kentucky and relocate somewhens alis in the nad wo years?



Students want to stay in Kentucky but have concerns about the state’s
economic growth and competitiveness.

A more I|LL o locate in 1t would Oe eas to find a LL artucky has J_.ru 13 ra are more higl
Kentucky than in other states irn my fiald in H-'.""._.r_-v-,-'. conamy with compe Qb I ‘knowladge-basea
n the Southeast. u|;:_-r;|'._."i'.i-'."_=. companies in Kantucky than

rl-\_- I_I_-.'Il.l-.'l



Job opportunities will influence where students choose to
relocate following graduation.

. Mot sure
Yes 21% '
== 7%

Mo, 43%
Unsure,
356% Yes, 93%
Q. Fellowing graduation, would pouw consider mowng 1o a new location . Following graduation, if a job meeting your skill and salary

reguirerments weane offered o you in Kentucky, would you be willing bo

witheut a job appartunity ined up? ;
accepnt it



STAKEHOLDER FOCUS GROUPS

Stakeholders Want Comprehensive State-Level Tools

Kentucky has strong foundational assets for talent attraction but needs

strategic, regionally-tailored messaging and infrastructure improvements to
compete effectively in today's talent marketplace.

Most-Wanted Talent Attraction Tools:

COMPELLING MARKETING MATERIALS SUCCESS 5TORY & TESTIMONIAL LIBRARY

DATA & COMPARISON TOOLS REGIONAL MESSAGING & COORDINATION
JOB OPPORTUNITIES & EMPLOYER CONNECTIONS QUALITY OF LIFE INFORMATION RESOURCES




Summing i1t Up!




Summing it Up for Kentucky...

Embrace a Dedicated Talent Campaign Approach

Lead with Kentucky’s Winning Value Proposition
Consider A Regional Approach

Target Strategic Audiences

Develop and Collaborate on Essential Marketing Tools




Thank Youl!

de,
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