










➢ 3.5 million search queries 

➢ 4.1 million videos 

➢ 46,200 images posted 

➢ 2,853 new mobile phones



TripAdvisor
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Controllable

Uncontrollable

OpportunityThreat









Atlas Obscura
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Wayblazer
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New Destination Organization Start-up

























Expected Change in the Next 5 Years
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Variable
Industry 
Average

Mat-Su 
Borough 
Average

Standard 
Deviation

Industry 
Average

Mat-Su 
Borough 
Average

Standard 
Deviation

Attractions & Entertainment 12% 13.0% 2% 3.68 3.24 0.75
Communication & Internet Infrastructure 7% 12.0% 3% 3.32 2.99 0.75
Accommodation 12% 12.0% 2% 3.42 2.40 0.76
Destination Performance 12% 11.9% 3% 3.83 3.56 0.89
Mobility & Access 7% 11.5% 3% 3.04 2.54 0.71
Brand 13% 11.5% 3% 3.21 3.25 0.66
Events 9% 10.1% 2% 3.73 3.15 0.73
Sports & Recreation Facilities 9% 9.1% 3% 3.32 2.53 0.98
Convention & Meeting Facilities 10% 8.9% 3% 3.12 2.67 0.83

2.93

3.49

RESULTING SCENARIO

Perceived Performance

(1-5 scale)

Relative Importance

(0-100%)

EXPLORERS

DESTINATION STRENGTH - Mat-Su Borough

INDUSTRY AVERAGE DESTINATION STRENGTH



Variable

Mat-Su 

Borough 

Average

Management 
Team

Board of 
Directors

Bureau 
Partners/ 

Stakeholders

Government 
Leaders

Community 
Leaders

Attractions & Entertainment 3.24 3.64 3.44 2.77 3.38 3.60
Communication & Internet Infrastructure 2.99 3.31 3.01 2.89 2.92 3.05
Accommodation 2.40 2.56 2.63 2.52 2.16 1.85
Destination Performance 3.56 3.45 4.02 3.27 3.58 3.52
Mobility & Access 2.54 2.25 2.71 2.30 2.73 2.76
Brand 3.25 3.55 3.61 2.92 3.30 3.16
Events 3.15 3.40 3.36 2.78 3.33 3.28
Sports & Recreation Facilities 2.53 2.58 2.50 2.14 2.63 3.47
Convention & Meeting Facilities 2.67 2.40 3.14 2.69 2.39 2.36

DESTINATION STRENGTH 2.93

INDUSTRY AVERAGE DESTINATION STRENGTH 3.49

RESULTING SCENARIO

Perceived Performance

(1-5 scale)

EXPLORERS























Variable
Industry 
Average

Mat-Su 
Borough 
Average

Standard 
Deviation

Industry 
Average

Mat-Su 
Borough 
Average

Standard 
Deviation

Local Community Support 11% 10.6% 1% 3.60 3.42 0.71
Regional Cooperation 9% 10.5% 1% 3.58 3.63 1.01
Industry Support 12% 10.5% 1% 3.70 3.34 0.97
Membership Strength & Support 7% 10.3% 1% 3.42 3.59 0.91
Effective Advocacy Program 9% 10.1% 1% 3.39 3.63 0.92
Hospitality Culture 10% 9.8% 1% 3.55 3.46 0.81
Workforce 9% 9.7% 1% 3.16 3.07 0.80
Economic Development 9% 9.6% 2% 3.91 3.69 0.82
Effective DMO Governance Model 11% 9.5% 3% 3.74 3.37 1.09
Funding Support & Certainty 13% 9.5% 3% 3.06 3.32 0.82

3.44

3.60

RESULTING SCENARIO

Relative Importance

(0-100%)

Perceived Performance

(1-5 scale)

EXPLORERS

INDUSTRY AVERAGE COMMUNITY SUPPORT & ENGAGEMENT

COMMUNITY SUPPORT & ENGAGEMENT - Mat-Su Borough



Variable

Mat-Su 

Borough 

Average

Management 
Team

Board of 
Directors

Bureau 
Partners/ 

Stakeholders

Government 
Leaders

Community 
Leaders

Local Community Support 3.42 3.67 3.80 2.94 3.58 3.53
Regional Cooperation 3.63 4.13 4.05 3.14 3.81 3.50
Industry Support 3.34 3.63 3.40 3.07 3.63 3.30
Membership Strength & Support 3.59 3.25 3.90 3.32 3.81 3.60
Effective Advocacy Program 3.63 3.67 4.27 3.24 3.79 3.17
Hospitality Culture 3.46 3.25 3.75 3.32 3.38 3.60
Workforce 3.07 3.00 3.65 2.64 3.38 2.70
Economic Development 3.69 3.63 4.05 3.41 3.85 3.53
Effective DMO Governance Model 3.37 3.63 3.95 2.93 3.50 3.00
Funding Support & Certainty 3.32 3.38 3.70 3.36 2.94 3.00

COMMUNITY SUPPORT & ENGAGEMENT 3.44

INDUSTRY AVERAGE COMMUNITY SUPPORT & ENGAGEMENT 3.60

Perceived Performance

(1-5 scale)

EXPLORERSRESULTING SCENARIO
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In your opinion, what one thing could MSB do to become a better or world-
class visitor destination?

Attractions
(31%)

• Develop some sort of "must-do" 
attraction. A gondola up Pioneer 
Peak would be an example of   
"must-do."  Not likely to happen, just 
an example. Access from the south 
into Denali could provide a new 
must-do tour opportunity, but that is 
well outside the core MSB 
(Palmer/Wasilla)

• Invest in tourism infrastructure as it 
relates to visitors accessing our 
numerous unique outdoor 
experiences. We are a pass-through 
region, but if visitors know what we 
offer and we provide adequate 
access, they may stay to explore.

Accommodations

(19%)
• We need to have a first class meeting and 

hotel space. We could capture so much 
more business with these added to our 
tourism mix. 

• Build more large capacity hotels.

• More above average accommodations 
that will work with travel trade. 

• Further develop lodging and activity 
options in the Hatcher's Pass region.  Make 
Knik River Valley and Hatcher's Pass into a 
world class adventure base which will 
attract partner infrastructure such as 
lodging, activities and restaurants.

Marketing

(13%)
• Entire MSB as a destination rather 

than focus on the Denali region.

• Get more involved in online 
marketing and media, everything 
is going mobile.

Mobility & Access

(13%)
• More/better local transportation 

opportunities (bus, shuttles, taxi 
services). Currently the vast 
majority of the MSB is only 
accessible with SELFDRIVE 
itineraries.



What are the biggest opportunities for us to 
expand our tourism industry?

Attractions
(36%)

• Adventure Travel! MSB offers a 
variety of natural and man-made 
venues to recreate. Trail systems, 
local tour offerings, equipment 
rental and guide services (including 
park staffing) is key.

• Expand offerings, venues, 
promotion in areas beyond Denali; 
develop infrastructure which brings 
travelers and locals together

• Culture, Heritage and Arts tourism 
opportunity expansion.

Accommodations

(24%)
• Adding more hotel rooms will help bring 

more people. 

• Encourage additional lodging in Talkeetna 
- mid market priced.

• Build up large hotels and 
convention/meeting space

• More hotels and B&Bs in diverse locations, 
convention attractions

Marketing

(24%)
• Highlighting the Glen 

Highway/Matanuska Glacier area 
as well as involving the local 
Native Alaskan tribal councils to 
provide an authentic Native 
Alaskan village experience.

Conventions/ Meetings 

(24%)
• Meetings if we get 

more/appropriate sized 
lodging/meeting space



Are there any markets we are currently not capitalizing on?

• Adventure Travel! Agricultural tourism.

• Agriculture and local foods

• Almost all of the non-core areas

• Conferences  and destination gatherings of small to medium 
size

• could do more with sports, honeymoons, aurora watching, 
adventure travel, family travel, family reunions

• 'Crossover' travelers who may take land extensions post/pre 
cruise; local groups looking for retreat/meeting venues; 
weddings; 

• Cultural travelers

• Eco-tourism, winter activities.

• I think MSB does a great job on reaching a wide variety of 
people. 

• Large hotels with convention space for business meetings

• More online marketing, social media I know that we do some 
already but I feel like we should invest more money and time 
into these areas 

• Non-cruise ship, non-RV travelers

• Small meeting, retreats and conventions. Palmer is especially 
well located for this; a walkable community with shops and 
restaurants, plus decent meeting space in the new Borough 
Assembly chambers, borough gym and depot. 

• Steering Rubber tire traffic to our attractions. 

• Student travel, Anchorage locals - day trips & overnights

• The lack of an adequate facility makes it hard to capitalize on 
the meetings and conventions market. 

• Tribal culture and heritage High-quality shopping Conventions/ 
large meetings weddings 

• Without year round full-service hotels it is difficult to go after 
meetings and high school sporting events

• You attend international conventions, but there is no relation to 
more visitors coming to our area from those convention 
locations.  We never receive leads from those conventions to 
contact interested parties.



What are the biggest challenges we must address 
to improve our destination?

Funding
(23%)

• Funding through taxation -- if we 
want to improve the MSB as a 
destination, we need to spread the 
tax burden to all businesses, not just 
"bed tax" businesses.

• More beds/hotels to increase bed 
tax funding.  Lack of state park 
funding to keep our hiking and 
skiing trails world class.

• Need a central tourist district within 
Wasilla and Palmer.   Need more 
audits/accountability in bed tax 
collection. 

Accommodations & Meeting 

Space (19%)
• Limited hotel infrastructure, limited dining 

opportunities.  North MSB is a necessary 
relief valve to Denali Park access.

• Quality hotels, better road signage and an 
overall Disney culture that welcomes 
guests and makes them want to stay & 

play in the Mat-Su not just drive through to 
Denali.

• Accommodation options 
Meeting/convention spaces built

Regional Collaboration 

(15%)
• Cooperation between businesses and 

thinking outside the box for 
partnerships.  Everyone matters in 
tourism in the valley, not just Denali, 
Talkeetna and Palmer.  There is a lot 
more to the valley than those areas.  
And support your members.

• Bringing larger Corporate members 
together with smaller local MSCVB 
members to forge new projects



Mat-Su Borough's main icon image is?

• Denali x 9

• Mountains X 6

• Yahoo X 4

• Farms x 2

• Outdoor recreation and cultural attractions

• Pioneer Peak

• Wilderness/rural/small town/nature/glaciers/animals

• Adventure, Fun, Center of activity

• Blue tarps








