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The 2007 Legislative Session appropriated $125,000 to market Minnesota “bioscience business 
opportunities to other states and other countries” with an emphasis on “opportunities outside of 
the seven-county metropolitan area” (Chapter 135, H.F. 122, Section 3, Subd. 2).  
 
The funds have been applied over a 5-year period with nearly 95% expended prior to 2011, as 
reported annually. The balance of $6,847 for calendar year 2011 was applied towards the BIO 
International Convention Minnesota pavilion and an annual Minnesota Bioscience Directory. As 
described below, DEED strives to leverage all resources at every opportunity by collaborating 
with business, educational and community economic development partners to most efficiently 
market Minnesota’s competitive edge in the bioscience arena.    
 

MARKETING OUTCOMES 
 
The marketing program in 2011 maintained its focus on heightening the visibility of Minnesota’s 
bioscience capabilities and continued to look for marketing opportunities that emphasize Greater 
Minnesota through three ongoing initiatives:    

• Identify and Meet with Targeted Qualified Prospects 
• Raise Minnesota’s Profile at Events and Optimize Outcomes   
• Enhance Collateral Materials for Lasting Impact    

 
In 2011 the bioscience marketing fund balance of $6,847 was applied directly to two specific and 
recurring promotional efforts within two of the broad initiatives. In any marketing program, 
results are rarely immediate; however our sustained efforts are beginning to show results as 
highlighted below.   
 

1. Marketing Initiative: Raise Minnesota’s Profile at Events and Optimize Outcomes 
 

BIO International is the premier trade show for the bio industry.  Leveraging the bioscience 
program funds allowed participation again in the largest annual bioscience industry convention. 
BIO 2011 gave Minnesotans access to 15,626 industry leaders from 48 states and 65 countries, 
an increase over 2010.    
 
Minnesota’s BIO 2011 pavilion provided a full “turnkey” service to Minnesota’s emerging 
companies, communities and key institutions such as Mayo Clinic and the University of 
Minnesota’s Institute for Therapeutics Discovery and Development. Minnesota also co-hosted a 
VIP international business networking reception of over 400. Participating were Canadian 
Ambassador Doer, Manitoba’s Premier Selinger, Wisconsin’s Governor Walker and Mayo Clinic 
Medical Director, Dr. Patricia Simmons.  The bioscience marketing fund provided about 10% of 
the BIO 2011 budget, and the remainder was raised by DEED’s Office of Business Development 
through exhibitor participation and sponsorships.  



 2011 Bioscience Marketing Report   
 

- 2 - 
 

Fifty-five delegates representing 27 entities were part of the Minnesota BIO 2011 team.  
 
• By conservative estimates, the delegates reported making over 100 leads, and 300 new 

contacts. 
• Greater Minnesota communities or businesses were represented from Kandiyohi, Moorhead, 

Rochester, Willmar and Worthington as well as St. Cloud State, People’s Cooperative 
Services and the Southwest Initiative Foundation.  

• The newly launched Minnesota Clinical Research Alliance represented around 10 firms and 
capitalized on our pavilion to promote the state’s capabilities on the global stage.  

• Thanks to a brochure co-developed with Mayo Clinic’s Decade of Discovery Diabetes 
program, Minnesota was able to differentiate its capabilities from other competing states. 
One early outcome is ongoing talks between a leading European institute and Mayo Clinic.  

• Two companies displayed their equipment which helped to draw a continuous stream of 
visitors to the Minnesota pavilion. One was a St. Cloud manufacturer who first met their 
international joint venture partner at a BIO convention several years ago; and the other a 
Florida firm we originally pursued at BIO 2009 who subsequently chose to expand 
operations in Minnesota.  
 

Here is a sampling of comments about Minnesota’s BIO participation from a post-event survey:     
 

 “I had access to people who are otherwise difficult to schedule a meeting with. The 
collegiate atmosphere made the connections more memorable and important.” 

 “Well done again this year even with the pending shutdown.” 
 “The events that MN does is [sic] the most valuable of the things you do. The booth is a 

helpful home base.” 
 “Thank you to everyone at DEED for making this possible.” 

 

2. Marketing Initiative: Enhance Collateral Material for Lasting Impact  
        
The Minnesota Bioscience Directory is by far the most requested and widely disseminated 
marketing piece. It is published by another of DEED’s key collaborators, the Twin Cities 
Business.  Funds were used for a well placed advertisement in the 2011-12 issues at a negotiated 
reduced rate. A two-fold objective is achieved by raising Minnesota’s stature not only with 
audiences outside our borders, but also with our own players in Minnesota’s bio cluster.  
 
The advertising fee also included listing in a valuable online directory. Unlike other magazine 
ads, this directory has a shelf life of a year and is an indispensable resource which we distribute 
worldwide and at all events to well over 1,000 qualified recipients each year. We also receive 
repeated requests for the Directory from organizations such as MNSCU schools like Anoka 
Ramsey Community College.   The directory is attached with the hard copy version of this 
Report. Or refer to the website:   
 
http://www.tcbmag.com/factfinder/biosciences/index.aspx?djoPage=biosciences 

http://www.tcbmag.com/factfinder/biosciences/index.aspx?djoPage=biosciences
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DEED PARTNERS 
 
DEED has coordinated and funded bioscience marketing efforts in collaboration with a wide 
range of groups to promote the strengths of Minnesota to national and international audiences.  
The groups include: 

 
• University of Minnesota 
• MNSCU 
• Mayo Clinic 
• BioBusiness Alliance of MN 
• Life Science Alley 
• Greater MSP 
• Minnesota Clinical Research 

Alliance 
• Regional Initiative Foundations 

 
 

• Fargo/Moorhead Economic 
Development Corporation 

• Greater Mankato Growth 
• MinnWest Technology Campus 
• Rochester Area Economic Development 
• St. Cloud Area Partnership 
• Worthington Regional Economic 

Development Corporation 
• Economic development groups from 

Greater Minnesota 
 

The Positively Minnesota Marketing Partnership is also invited to participate in any and all of 
our efforts.  Many of the organizations named above are members of the Partnership.  In 
addition, DEED has a close working relationship with the BioBusiness Alliance and Life Science 
Alley and Greater MSP since its formation in 2011. We work in partnership to identify prospects 
that fit into key strategic areas of bioscience. 

 

Conclusion 
 
The small fund balance was expended in 2011 and no bioscience marketing funds remain for 
calendar year 2012. The bioscience marketing fund supported strategic marketing efforts with 
targeted implementation, and it enabled DEED and the state to reach multiple audiences, 
leverage Minnesota’s strengths, and attract new business to our state as documented annually.  
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