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ng Results

= 50 percent of the expected requests for Alaska
travel information have been generated
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Generating Results COMMERCTE
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AND ECONOMIC

- e DEVELOPMENT
Generating interest in visiting Alaska

= Research was conducted in December 2012 to
determine travel intentions of those requesting
Alaska information:

= 48% indicated they would definitely travel or would probably
travel to Alaska this year. This is a slight increase over
the past year.

= Consumers indicating they will definitely travel this year,
plan to finalize their travel plans, make travel
arrangements/reservations between Jan- Mar (36%)
and Apr-June (18%)
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U.S. Travelers

Personal Invitation from Governor Parnell

= Direct Mall packages have been sent to 1,234,923
U.S. consumers to date

= 7 percent accepted the Governor’s offer for a free travel guide
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Alaska’s largest TV advertising campaign to date \

$5.7 million

iInvestment in TV advertising

Budget in Millions
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Reaching U.S. Travelers COMMERCTE
COMMUNITY,

AND ECONOMIC

— DEVELOPMENT

= Alaska television ads are running on major cable networks
and on nationally-syndicated programming:

= Cable Networks:

— Weather Channel, History Channel, Travel Channel,
Discovery Channel, National Geographic Channel,
Animal Planet, Destination America Channel

= Nationally-Syndicated Programs:

— Fox News, Jeopardy, Judge Judy,
Price is Right, Wheel of Fortune,
Let’'s Make a Deal, The Doctors, First Business

Page = 7 FY2013: 2nd Quarter Report



1 U.S. Travelers

= State Vacation Planner promotes the entire state:

= Highlights what makes Alaska an intriguing travel destination:

— Scenic beauty, wildlife, art, culture, history,
wild alaska seafood, Alaska Grown produce

= Provides comprehensive travel information
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U.S. Travelers

National Media continues to run

= Full-page, color ads ran in 16
national magazines (to date)

= Online advertising campaigns
began running on four travel
network channel sites
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U.S. Travelers

National exposure

= Alaska was selected by TravelZoo as one of the top
“Wow Deal Destinations” for 2013, and featured on
TravelZoo website in November
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Alaska Media Road Show \

= Qctober 25-27, 2012

= 36 Alaska businesses
met with 38 journalists
to pitch Alaska story
ideas
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Alaska Media Road Show \

= Generating exposure for Alaska
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Dream of Alaska Social Media Campaign \

= Engaging potential visitors in a fun and exciting way
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Reaching International Travelers COMMERCE

COMMUNITY,
AND ECONOMIC

=) e DEVELOPMENT
Alaska Down Under Workshops \

= Seven Alaska businesses joined the state in Syndey,
Adelaide, Melbourne and Brisbane (Nov 12-15)

= Met with 286 travel agents, 23 media representatives,
and 11 Tour operators/wholesalers

Page = 14 FY2013: 2nd Quarter Report



Alaska Down Under Workshops \

= Generating exposure for Alaska
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Selling Alaska

—

US Tour Operators Assocation Conference & Marketplace

= Networked with tour operators at an Alaska-themed
evening event

= Conducted one-on-one meetings
with tour operators
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Creating New Opportunity CoOMMERC,

COMMUNITY,
AND ECONOMIC

B DEVELOPMENT

= |celandair Sales Manager FAM trip (Oct 15-18)

= Sales managers from Sweden, Norway, France,
Germany, Netherlands, Belgium, UK, Ireland,
Finland, Denmark, Continental Europe were able
to experience Alaska first-hand
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_ _ ALASKA
Creating New Opportunity CoOMMERC,

COMMUNITY,
AND ECONOMIC

B DEVELOPMENT

= |celandair/Alaska marketing plan was developed,;
goal Is to generate interest that will lead to sales

= Registered to attend Mid-Atlantic Conference,;
purpose is to connect with Icelandair executives
prior to launch of new Alaska service
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ALASKA

Connecting with Tourism Industry COMMERCY,
AND ECONOMIC
DEVELOPMENT

= Contract with ATIA signed on November 15
= 20 Cooperative Marketing programs have been
launched through December, generating $1,213,625

= More than 500 tourism businesses advertised the state
Vacation Planner

= 19 businesses joined the co-operative magazine program

= 36 businesses and organizations joined the state at Alaska
Media Roadshow

= 8 businesses joined the state for its trade event in Australia
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= Alaska tourism organizations report results/benefits —

to their members on a monthly basis
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Financial Responsibility COMMERCTE

COMMUNITY,
AND ECONOMIC

DEVELOPMENT

PROGRAM BUDGET EXPENSES TO DATE

Advertising $9,943,400 8,432,401
Collateral 923,800 607,295
Coop Leads 281,600 63,974
Highway Marketing 590,000 327,180
Instate Marketing 150,500 3,485
International 1,263,500 409,425
Public Relations 1,059,500 658,242
Research 273,400 234,720
Travel Trade 454,000 121,215
Website 760,300 216,380
DCCED Expenses 300,000 163,969
Tourism Support Contract 1,050,000 o)

TOTAL: $17,050,000 $11,238,286
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