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Alaska Travel 
Industry 
Association

600+ member businesses

24-member Board of Directors

Statewide Destination Marketing

Advocacy



Research
4.4%

Travel Trade Shows & 
International

3%

Advertising
63%

Public & Media 
Relations

9.5%

Management
8%

Web
9%

$10.5M budget for 
Alaska statewide 

destination marketing



CULTURAL TOURISM





https://www.travelalaska.com/Things-To-Do/Alaska-Native-Culture/Cultures/Athabascan
https://www.travelalaska.com/Things-To-Do/Alaska-Native-Culture/Cultures/Inupiat
https://www.travelalaska.com/Things-To-Do/Alaska-Native-Culture/Cultures/Yupik
https://www.travelalaska.com/Things-To-Do/Alaska-Native-Culture/Cultures/Tlingit-Haida-Eyak-Tsimshian
https://www.travelalaska.com/Things-To-Do/Alaska-Native-Culture/Cultures/Unangax-Sugpiaq




Alaska 2022-23 Visitor Profile Study
By Destination Analysts

May 2022 through April 2023

Intercept 
survey of 
visitors

1
Online panel 
survey of U.S. 
travelers to Alaska

2
Online survey of 
ATIA partners’ 
owned audiences

3



YEAR TO DATE RESULTS

Intercept Survey
U.S. National Online 

Panel Survey

ATIA Partners
Owned Audience 

Survey
Total

Year-to-Date Results

2,944 
responses

Fielding Dates
May 2022 –

October 2022
August 2022 August 2022

Sample Collection 1,301 responses 500 responses 1,140 responses

Travel Period Covered
May 2022 –

October 2022
May 2022 –
August 2022

May 2021 –
August 2022



Primary Purpose of 
Visit
By Destination Analysts. As of 11/09/22

Leisure/ 
personal 

travel
72%

Visiting friends/ relatives
13%

Business trip
10%

Other
4%



2.9

4.8

0.7
1.4

0.1

Inside Passage South Central Southwest Interior Arctic

Average Length of Stay by Region (Nights)



59%

20%

15%

13%

11%

8%

7%

7%

3%

1%

My significant other/partner/spouse

Solo

My children - under the age of 18

My friends

My extended family

My parents

My adult children – over 18

Other couples

Other children – under 18

My grandparents

Travel Party Composition



TOP ACTIVITIES

83%

69%

52%

51%

51%

44%

44%

37%

31%

Local cuisine

Wildlife viewing

Photography

Hiking

Shopping

Sightseeing by boat

Breweries/distilleries

Bear viewing

Museums/galleries



LODGING
38%

36%

17%

14%

13%

7%

6%

5%

3%

2%

1%

Hotel

Cruise ship/boat

With friends/family

Vacation rental (Airbnb, VRBO)

Resort/lodge (on road system)

RV/motorhome/campervan/trailer

Cabin/yurt

Tent (camping)

Bed and breakfast

Resort/lodge (backcountry)

Motel



TRAVELER TYPE

Cruise
35%

Group Tour
5%

Independent
61%



Demographics

38%

28%

28%

6%

Series 1

Gen Z

Millennial

Gen X

Boomer or older



Demographics

87%

4%

2%

1%

1%

1%

United States

Canada

United Kingdom

Germany

Australia

Philippines

Top Countries of Origin



Visitor Satisfaction

89% 88% 84% 88%
71%

42%

Service and
hospitality in

Alaska

Interaction with
locals in Alaska

Activities in
Alaska

Your overall
trip

Value for
money in
Alaska

Lodging i
Alaska



4%
6%

14%
20%21%19%

16%

2%3%

11%

23%22%20%18%

3+ years in
advance

2-3 years
in advance

1-2 years
in advance

7-12
months in
advance

4-6 months
in advance

2-3 months
in advance

Less than
one month
in advance

Planning & Booking Window

Begin Planning Begin Booking



First Time
60%

Repeat
40% First time vs. repeat visitors



2019 Contributions 
from the Tourism 
Industry



Statewide Destination Marketing and 
Management  and our DMMO partners

Mat-Su Valley: Mat-Su CVB

Interior: Explore Fairbanks

Southwest: Discover Kodiak

Alaska



Thank you!



Visit Anchorage

VISIT ANCHORAGE
Strategic Planning & Personas

• Partnered with Twenty31
• 30+ stakeholder interviews, workshops, and 

site visits 
• Tourism roadmap 2023-2026 (and beyond)
• Solve for economy, social, and environment
• Set direction based on business, visitor, 

and community needs





Challenges

Immediate impact

1. Social issues 2. Lack of qualified labor 3. Accommodation options 
& price points



Challenges

Longer-term, more systemic

1. Leadership & industry mindset 
shift towards year-round 
tourism

3. Anchorage tourism largely 
defined by downtown core & 
not MOA

4. Product & experience  
availability in shoulder/winter 
season for tourism

2. Value of tourism not fully 
appreciated by community & 
its leaders

5. Non-optimized products, 
experiences, routes, & trails for 
tourism

7. Lack of venues outside of 
downtown core for group 
travel

8. Airline pricing & route 
availability

6. Development & integration of 
Indigenous experiences as part 
of overall tourism experience

9. Transportation in & around 
Anchorage

11. Anchorage (& Alaska) is only 
for older visitors

12. Tourism in Anchorage 
defined primarily by cruise 
industry 

10. Anchorage not considered 
"Real Alaska“ by its key 
stakeholders and residents 
permeates the narrative



Opportunity Themes

Immediate & short-term

1. Strengthen tourism 
leadership & advocacy role 
to communicate value of 

tourism

2. Position Anchorage for 
independent travelers, 

younger, more adventurous 
visitors

3. Develop more resilient, 
higher-yield mix of tourism 
channels: high-end group, 
incentives, international



Opportunity Themes

Longer-term 

1. Fully embrace Anchorage 
tourism opportunities 

beyond downtown core

2. Develop a year-round 
tourism mindset

3. Understand Anchorage as 
a complete "real Alaska" 
standalone destination

4. Improve the downtown 
tourism vibe

5. Develop "Made in 
Anchorage" shoulder/ 

winter tourism products 
and experiences



Vision & Mission

VISION

A globally desired, year-
round, and multi-day 

tourism destination that 
entices visitors with an array 

of accessible, uniquely 
Alaskan experiences.

MISSION

Driving major economic and 
social value for Anchorage 
residents, businesses, and 
visitors through tourism.



Goals & Objectives

GOAL: ECONOMIC
Increase total annual revenues & 
profitability from tourism.

2

GOAL: SOCIAL
Improve Anchorage liveability and 
appreciation of tourism among residents.

3

GOAL: ENVIRONMENTAL
Ensure natural assets are protected & 
sustained for locals and visitors to enjoy 
for generations to come.

Optimize visitor yield in summer by targeting 
more visitors with better experiences, longer 
stays, and investment

Support improvement in resident quality of life Increase tourism stakeholder environmental 
awareness

1

Supporting Objectives Supporting Objectives Supporting Objectives

Improve seasonality with winter and shoulder 
season growth

Improve perception of tourism in the 
community

Infuse environmental considerations more 
comprehensively in key tourism programs

Attract higher yield-visitors and channels
Increase government, industry, and resident 
confidence in tourism to support tourism 
direction

Increase awareness, interest, and action to 
visit Anchorage

Support improvement of visitor experiences, 
products, and infrastructure



18 Key Pillars & Initiatives: Destination Marketing & Communications

2 3

A. Recognize the role of tourism 
management and development in overall 
destination marketing

B. Communicate strategy and enhance 
stakeholder collaboration

C. Engage entire community on behalf of 
travel and tourism

D. Conduct and share industry, market, and 
social tourism research

E. Address labor issues through "Built in 
Anchorage" solutions

F. Support tourism innovation, 
entrepreneurship, and investment

A. Optimize Anchorage trail system to 
accommodate various traveler segments

B. Create more multi-day, packaged, and 
immersive itineraries and experiences, 
focusing on shoulder/winter

C. Identify and support creation of high-yield, 
uniquely Anchorage elevated experiences

D. Work with cruise companies to entice 
longer pre- and post-cruise stays

E. Address transportation challenges in and 
around Anchorage

F. Improve and standardize wayfinding
G. Train local businesses in product and 

experience development based on 
consumer demand

H. Provide training and incentives to 
encourage more sustainable tourism

DESTINATION MANAGEMENT DESTINATION DEVELOPMENT

QW

QW

QW: Quick Win

1

A. Focus on attracting new, higher yield 
traveler segments through marketing and 
communications

B. Focus on high-yield group tourism through 
marketing, communications, and travel 
trade

C. Initiate local campaigns to Anchorage 
residents on the economic, social, and 
environmental value of tourism

D. Support the creation of enhanced 
marketing assets and share with 
Anchorage tourism businesses

DESTINATION MARKETING & 
COMMUNICATIONS

QW

QW

QW



18 Key Pillars & Initiatives: Destination Management

2 3

A. Recognize the role of tourism 
management and development in overall 
destination marketing

B. Communicate strategy and enhance 
stakeholder collaboration

C. Engage entire community on behalf of 
travel and tourism

D. Conduct and share industry, market, and 
social tourism research

E. Address labor issues through "Built in 
Anchorage" solutions

F. Support tourism innovation, 
entrepreneurship, and investment

A. Optimize Anchorage trail system to 
accommodate various traveler segments

B. Create more multi-day, packaged, and 
immersive itineraries and experiences, 
focusing on shoulder/winter

C. Identify and support creation of high-yield, 
uniquely Anchorage elevated experiences

D. Work with cruise companies to entice 
longer pre- and post-cruise stays

E. Address transportation challenges in and 
around Anchorage

F. Improve and standardize wayfinding
G. Train local businesses in product and 

experience development based on 
consumer demand

H. Provide training and incentives to 
encourage more sustainable tourism

DESTINATION MANAGEMENT DESTINATION DEVELOPMENT

QW

QW

QW: Quick Win

1

A. Focus on attracting new, higher yield 
traveler segments through marketing and 
communications

B. Focus on high-yield group tourism through 
marketing, communications, and travel 
trade

C. Initiate local campaigns to Anchorage 
residents on the economic, social, and 
environmental value of tourism

D. Support the creation of enhanced 
marketing assets and share with 
Anchorage tourism businesses

DESTINATION MARKETING & 
COMMUNICATIONS

QW

QW

QW



18 Key Pillars & Initiatives: Destination Development

2 3

A. Recognize the role of tourism 
management and development in overall 
destination marketing

B. Communicate strategy and enhance 
stakeholder collaboration

C. Engage entire community on behalf of 
travel and tourism

D. Conduct and share industry, market, and 
social tourism research

E. Address labor issues through "Built in 
Anchorage" solutions

F. Support tourism innovation, 
entrepreneurship, and investment

A. Optimize Anchorage trail system to 
accommodate various traveler segments

B. Create more multi-day, packaged, and 
immersive itineraries and experiences, 
focusing on shoulder/winter

C. Identify and support creation of high-yield, 
uniquely Anchorage elevated experiences

D. Work with cruise companies to entice 
longer pre- and post-cruise stays

E. Address transportation challenges in and 
around Anchorage

F. Improve and standardize wayfinding
G. Train local businesses in product and 

experience development based on 
consumer demand

H. Provide training and incentives to 
encourage more sustainable tourism

DESTINATION MANAGEMENT DESTINATION DEVELOPMENT

QW

QW

QW: Quick Win

1

A. Focus on attracting new, higher yield 
traveler segments through marketing and 
communications

B. Focus on high-yield group tourism through 
marketing, communications, and travel 
trade

C. Initiate local campaigns to Anchorage 
residents on the economic, social, and 
environmental value of tourism

D. Support the creation of enhanced 
marketing assets and share with 
Anchorage tourism businesses

DESTINATION MARKETING & 
COMMUNICATIONS

QW

QW

QW





2022 A Year of 
Recovery and Focus
• Cultural Tourism 

Awareness and Support
• Sustainable Tourism 

Master Plan
• Gateway Visitor Center 

$6.7 million Federal EDA 
Grant Awarded 











Sustainable Tourism Master Plan

• Awarded $100,000 ARPA 
Nonprofit Recovery 
Grant March 2022

• Four Community 
Workshops

• Online Public Survey
• Stakeholder Interviews
• Analysis of Tourism 

Indicators

alaskavisit.com/masterplan



The Plan Identified Four Goals
• Improve the Visitor 

and Resident 
Experience

• Maximize Economic 
Benefits for Borough 
Residents

• Cultivate and 
Promote 
Sustainability

• Strengthen Resident 
Engagement and 
Support



Update on Mat-Su Valley Gateway Visitor Center
November 18, 2022

www.matsuvalleyvisitorcenter.com



Visitor Center History: 1989-Current
•Log visitor center opened 1989

•Glenn/Parks interchange 2003-
2004

•Mat-Su Regional Hospital opened 
2006

•Trunk Rd. Roundabout opened 
Sept. 2010



Gateway Visitor Center Update
• Phase 1 – Completed Feasibility Study 2010

(Awarded $140,000 National Scenic Byways Grant 2008)

• Phase 2 – Purchased Homestead RV site
(FY14 SOA Capital Appropriation $1 million)

• Phase 3 – Building & Site Design Completed 2016
(FY15 SOA Capital Appropriation $1.2 million)

• Phase 4 – Construction $8.4 million
($6.7 million EDA grant and $1.67 million match, most of 
which came from the sale of the old visitor center)



Site, Building & Intrepetive Design 95% 
completed November 2016



Site, Building & Interpretive Design 95% 
completed November 2016



$6.7 million EDA Grant Awarded to Complete 
Construction September 13, 2022
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