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AVSP Fall/Winter 2011-2012

* 1,364 visitor
surveys using
intercept method



Visitor Volume Full Year 2011-2012

Fall/Winter
266,800
15%

Summer
1,556,800
85%

Total Visitor
Volume:
1,823,600



Visitor Volume, Fall/Winter
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Total Visitor Expenditures, Full Year 2011-12

Fall/Winter
$249 million
14%

Winter Visitor Average = $ 920/each

Total Visitor
Spending:
$1.76 Billion

Summer
$1.51 billion
86%

Summer Visitor Average = $ 941/each



Average Winter Per-Person, Per-Trip
Spending on Alaska Trip, by Trip Purpose

x 2006-07 *2011-12
$1,491
$1,046
920 922
$ $854 ¢
$760
$559 $567
All Visitors Vacation/Pleasure VFR Highway/Ferry

Summer Visitor:
$941/person



Trip Purpose

Vacation/
pleasure
13%
Average Spend
Vacation Pleasure
$1,491

Average spend
VFR
$567

Business/
pleasure
8%

Business
43%

Visiting

friends/

relatives
36%



Destinations Visited

SOUTHCENTRAL
Anchorage
Palmer/Wasilla
Girdwood/Alyeska
Kenai/Soldotna
Seward
INTERIOR
Fairbanks
SOUTHEAST
Juneau
Ketchikan

FAR NORTH
SOUTHWEST

T 77%
S 73%
T 12%

 10%

o 7%

6%

S 21%

S 19%

 10%

= 5%

= 4%

o 6%

= 5%



Most Popular Activities

Shopping

Business

Visiting friends/relatives
Wildlife viewing
Hiking/nature walk
Museums

Northern Lights viewing
Historical/cultural attractions
Dog sledding
Snowmobiling

Snow skiing/boarding

City/sightseeing tours

T 559
T 51%
T 47%
S 23%

T 15%

e 12%

. 8%

4%

4%

4%

4%

4%




Average Length of Stay by Trip Purpose,
(# of nights)

x*2006-07 =2011-12
12.1

10.5 10.4
8.8 8.9

9.9
8.2

5.6

All Visitors Vacation/Pleasure VFR Business

Summer Visitor:
9.2 nights



Demographics: Winter Visitor Origin

Other Int'l
Canada 50
%
Eastern US 320
5%

Mid-

western US
9%

Western US
SYA))

Southern US
16%



WINTER IMAGES
OF ALASKA 2011




Overview

Added winter-related questions to the 2011
Images of Alaska phone study:

Gain a better understanding of the potential
for winter travel to Alaska

Determine attitudes and interests in visiting
Alaska in the winter

Surveyed both past visitors (n=400) and
high potential prospective visitors (n=259)



Definitions

Past Alaska Visitor:

Visited Alaska in the past 10 years for vacation
purposes only

High Potential Prospect:

Someone who makes or shares in the vacation decisions,
has taken a vacation of at least 1 week or longer in the
past 3 years, has taken a vacation of at least 2,000 miles
or more from home one-way in they past 5 years, has a
household income of $40,000+, unless single or retired
($25,000), and is interested and likely (5-7) on a 1-7 scale
to take a vacation to Alaska in the next 5 years



Winter Images of Alaska 2011

Although more than half indicated they do not
have interest in an Alaska winter vacation, 4£0%
indicated they do have interest

Past Alaska
Visitors
(N=400)

High Potential
Prospects
(N=257)

Yes

40%

41%

No

60%

59%




Winter Images of Alaska 2011

The most popular reason for not taking any kind of
winter vacation (both past Alaska visitors and high

potential prospects) was “"don't like cold/weather”
Past Alaska Visitors High Potential

(N=295) Prospects

(N=196)
Don't like cold/weather 39% 30%
Other places I'd rather go 19% 23%
No time/Too busy 16% 12%
No interest 9% 10%
Age/Health 5% 3%
Cost/Expensive 4% 11%




Winter Images of Alaska 2011

One quarter of past Alaska visitors and one
quarter of high potential prospects have

taken a winter vacation in the

Dast 5§ years

Past Alaska
Visitors
(N=400)

High Potential
Prospects
(N=259)

Yes

26%

24%

No

74%

76%




Winter Images of Alaska 2011

Asked unaided and aided questions about
winter activities in Alaska

When asked unaided, “"Scenery/Sightseeing”
topped the list for both past visitors and

nigh potential prospects

Unaided Question

Past Alaska Visitors
(N=161)

High Potential Prospects
(N=105)

Scenery/Sightseeing

27%

26%

Dog Sledding

24%

14%

Skiing/Snow Boarding

19%

24%

Snowmobiling

8%

0%

Fishing

2%

10%

Other

16%

10%

Don’t know

12%

17%




Winter Images of Alaska 2011

When asked to rank a list of activities (aided) on
a 1-7 scale, different responses ranked highest:

"Northern Lights” and “"Wildlife Viewing"”
topped the list for both groups



Winter Images of Alaska 2011

High Potential
Past Alaska Visitors Prospects
Aided Question (N=161) (N=105)
Viewing the Northern Lights 6.78 6.56
Winter Wildlife Viewing 6.39 6.27
Winter Hot Springs 5.23 5.97
Winter Festivals 5.38 5.92
Visit Artic Circle 5.64 5.90
Winter Photography 5.69 5.78
Winter Carnivals 5.17 5.76
Attend Ice Carving Contests 4.97 5.73
Performing Arts 4.56 541
Sled Dog Races 5.26 5.35
Winter Flightseeing 4.94 5.34
Snowmobiling 4.92 5.27
Winter Sporting Events 4.16 4.58
Dog Mushing 4.66 4.44




Winter Images of Alaska 2011

High Potential
Past Alaska Visitors Prospects
(N=161) (N=105)
Ice Fishing 3.36 4.43
Snow-Shoeing 3.61 4.41
Downhill Skiing 3.31 4.20
Cross-Country Skiing 3.02 3.85
Ice Climbing 2.70 3.81
Winter Camping 2.66 3.78
Heli-Skiing 2.75 3.59




Winter Images of Alaska 2011

There are significant demographic differences
between past visitors and high potential prospects

Past visitors are older, married, more likely to be
retired and live in the western U.S.

High potential visitors are younger, more likely to have
children in the household, have a lower household
income and live in the southern U.S.



Demographics

Past Alaska Visitors High Potential
(N=161) Prospects
(N=105)

Average # in household 2.5 3.0

% with children in household 26% 42%
Average age 51.9 41.0
Household income $103.9 $78.4
Married/living with someone 74% 66%
Retired 30% 11%
Working full time 55% 50%
Some college 84% 73%
Live in West YA 33%
Live in South 20% 33%
Live in Midwest 14% 11%
Live in East 14% 22%
% over 65 18% 5%

% under 35 21% 40%
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History

Ongoing dialogue:
Designated winter budget vs. winter promotion
incorporated into all efforts

Currently implementing a phased approach
Conducted research

Expanded winter content on TravelAlaska.com
and in State Vacation Planner

Acquired winter assets: photography & film footage
Incorporate winter promotion into all programs
Produced winter TV ad & winter video












State Vacation Planner



State Vacation Planner



Photo Shoot, FY2011


http://alaskaimages.travelalaska.com/images/MK-2010-Winter/full/114.jpg

Photography


http://alaskaimages.travelalaska.com/images/MH2010_Int/full/128.jpg
http://alaskaimages.travelalaska.com/images/dot6/full/15.jpg

Photography



http://alaskaimages.travelalaska.com/images/MK-2010-Winter/full/207.jpg
http://alaskaimages.travelalaska.com/images/MK-2010-Winter/full/141.jpg

Photography


http://alaskaimages.travelalaska.com/images/MK-2010-Winter/full/64.jpg

Public Relations
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Diane Daniel
Jan. 27, 2013




Public Relations

Kate Siber
Feb. 21, 2013



Public Relations

Ethan Todras-Whithill
Feb. 22, 2013



International Promotion

ZDF German
Public TV film crew
traveled to Alaska,
producing

3 features

Began airing in
January 2013



International Promotion

e Japan office produced a web page featuring Alaska
winter tour products being used by JAL charter and
Delta Air Lines reqgular flights (currently 27 total)



International Promotion

* Japan office worked with well-known journalist
Mr. Kan Sakurai to introduce winter Alaska into his
regular column in the publication "Nikkei Otona-no OFF



International Promotion HEREN Magazine
February 2013 issue



Winter Video






THANKYOQOU!
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