
State of Alaska Tourism 
FY2015 Tourism Marketing and Advertising Services Plan 



Domestic Target Market 

Primary Target Market 
 45-65 years old 
 Affluent 
 Married 
 College Educated 
 Frequent Travelers  

(Especially those who have 
taken a foreign vacation) 

 

Niche Markets 
 Adventure Travelers 
 Highway Travelers 
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Advertising 
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Advertising Strategies 

1. Increase interest in Alaska as a travel destination and inspire a 
desire to visit 

2. Strengthen brand identity and top-of-mind awareness 

3. Conduct a multi-pronged marketing campaign aimed at the highest potential visitors 

4. Generate marketing leads and requests for trip-planning information 

5. Select cost-effective media that supports the overall goal of attracting a diverse                         
mix of visitors and travel types 

6. Encourage residents, and their visiting friends and relatives, to travel throughout 
Alaska by providing travel-planning information within the state 
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Advertising Strategies 

7. Continue cooperative marketing efforts that increase marketing dollars as well as 
pursue joint ventures/partnerships with other tourism organizations 

8. Establish monitoring mechanisms to measure marketing program effectiveness             
and efficiency and track trends with high potential prospects and actual visitors 

9. Provide tools and information to Alaska businesses to enhance individual               
marketing efforts 

10. Drive traffic to TravelAlaska.com 
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Television Advertising 
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 Increase awareness and inspire a decision to visit on a large scale 

 30-second ads on national cable channels 

 10-second ads on nationally syndicated shows 

 Online video and ads 
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Photography/Film Production 

 Shoot new high-quality footage and 
expand film library to keep marketing 
materials fresh and up-to-date: 
 Videos 
 TV ads 
 Social media 
 Website  
 Collateral materials 
 Displays 
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Direct Response Program 

Lead Generation 
 Call to action: Request a free 

vacation planner 

 Gather name, mailing address, 
email and interest information: 
 Business Reply Card, online 

questionnaire , third party 
request form 

 Goal: Produce the greatest 
number of visitors at the lowest  
cost using direct mail, magazine 
ads, email and online ads 

 

Website Marketing 
 Call to action: Click for 

information on Alaska 

 Provide links to content on 
TravelAlaska.com  

 Goal: Generate clickthroughs                    
to the website 
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Lead Generation / Direct Mail 

 Printed Governor’s packet sent to: 
 Past inquirer lists  
 Outside lists 

 Email Governor’s message delivered to: 
 Past inquirers 
 Purchased names 
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Lead Generation / Magazine 

 Full-page ads  

 Small space ads 
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Lead Generation / Online Ads  

 Generate leads though a 
wide variety of online sites 
and media sources: 
 Focus on travel-related 

networks  
 Optimize creative and 

placement throughout the 
campaign 
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Website Marketing 

 Generate a minimum of 650,000 clickthroughs to TravelAlaska.com 
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Cooperative Programs 

 Co-op Magazine Ads 
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Social Media 
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Social Media Promotion 

 Oversee efforts on YouTube channel  

 Coordinate with other state contractors on promotions 
conducted on Twitter, Facebook, Pinterest and Instagram 
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Collateral 
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State Vacation Planner 

 Designed for those who are further 
along the purchase cycle: 
 High interest, high probability                        

of traveling to Alaska 
 Directory of Alaska businesses allows 

consumers to  finalize travel plans 
and book travel 

 500,000 copies printed/distributed 
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Within Your Reach Brochure 

 Designed for those trying to  
learn more about an Alaska 
vacation:  
 Transportation options 
 Regions of the state 
 Activities 
 Length of trip 
 Cost of an Alaska vacation 
 325,000 copies 

printed/distributed 
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Partnership Marketing 
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Partnership Programs 

 Two primary  programs: 
 Joint Alaska/Yukon  
 North to Alaska 
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Partnership Programs 

 Components include: 
 Direct mail 
 Magazine and online advertising 
 Collateral 
 Social media 
 Consumer shows 
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In-State Marketing 
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In-State Promotion 

 Encourage residents, and their visiting friends and relatives,                              
to travel throughout Alaska 

 Provide trip-planning information 
 Distribute State Vacation Planner within Alaska 
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Travel Trade 

FY15 Plan 

24 



Trade Shows 
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• Virtuoso Travel Week: Aug. 9-15, 2014 

• ATTA World Summit: Oct. 6-9, 2014 

• IMEX America: Oct. 14-16, 2014 

• USTOA: Dec. 5-7, 2014 

• ABA Marketplace: Jan. 10-13, 2015 

• NTA Travel Exchange: Jan 18-22, 2015 

• Go West Summit: Feb. 10-13, 2015 

• Cruise Shipping Miami: March 16-19, 2015 

• Cruise3Sixty: April 22-26, 2015 
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 Meet Alaska Directory:  
 Distributed at domestic travel trade shows 
 Directory is printed and included on jump drive distributed to travel trade 
 Includes business name and description along with  contact info,                          

photos, and website 
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International 
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International Marketing 
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 Provide tourism support to State of Alaska tourism 
representation offices in Australia, Germany, Japan, Korea and 
United Kingdom and developing markets (China, India, Mexico) 

 Support may include: 
 Specialty giveaway items 
 Printed flyers  
 Videos 
 Photography 
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FAM Tours 
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 Conduct familiarization tours (FAMs) so international travel trade 
representatives from developing markets can experience Alaska                   
first-hand – and increase their ability to sell Alaska travel 
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