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Generating Results

 FY 12 Goal: Generate 511,000 requests for                   
Alaska travel informationAlaska travel information
- Total of 626,403 requests received; Exceeded goal by 23 percent

 Public Relations Return on Investment Public Relations Return on Investment
- Generated 456 Alaska tourism stories 
- Advertising value = $71.7 million
- Return on investment = $72 for every $1 spent

 4th Quarter Online Advertising & Digital Media
- Generated more than 973,850 site visits to TravelAlaska.com                            

through all advertising efforts

 Redesigned Look of State Vacation Planner & North
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Redesigned Look of State Vacation Planner & North 
to Alaska Vacation Guide
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Reaching Travelers with Alaska’s Message

 State Vacation Planner was redesigned                                 
to incorporate and support other state agencies
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Reaching Travelers with Alaska’s Message

 State Vacation Planner was redesigned                                 
to incorporate and support other state agencies
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North to Alaska Guide
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Reaching a Variety of Audiences

New Japanese Website was Launched
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Reaching a Variety of Audiences

New TravelAlaska App was Launched
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Presenting Alaska to the World

National exposure on Yahoo Travel (April 2012) 
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Presenting Alaska to the World

National exposure in Sunset magazine (May 2012)
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Presenting Alaska to the World

Global exposure via Social Media channels

FY2012:   Yearend ReportPage  11



Supporting Business Partners Selling Alaska

 Individual Tour Operator Alaska Training Sessions
A d V ti- Anderson Vacations

- American Safari Cruises
- Gate 1 and Norwegian Fams

 Cruise Line Industry Conference/Cruise3Sixty
- Trained 150 travel agents 
- Provided one-to-one support to 200 travel agents                                               

visiting the Alaska booth 

 International POW WOW Conference International POW WOW Conference
- One-to-one meetings with 50 journalists
- One-to-one meetings with 155 international tour operators 

FY2012:   Yearend ReportPage  12



Supporting Business Partners Who Sell Alaska

 Closing the deal with Icelandair, with ultimate goal of 
encouraging new air service to Alaskaencouraging new air service to Alaska
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Supporting Business Partners Selling Alaska

 Alaska Certified Expert (ACE) Program
- Promoted the online Alaska travel training program via                           

an email broadcast to 70,000 U.S. Travel Agents in April
- 1,995 travel agents that have become ACE graduates
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Alaska’s Tourism Marketing Team
• DCCED Commissioner Susan Bell
• Assistant Commissioner Robbie Graham
• Communications Coordinator Dru Fenster
• Director, Division of Economic Development Wanetta Ayers

T i M C l M C ki• Tourism Manager Caryl McConkie 
• Director of Admin Services JoEllen Hanrahan
• Admin Operations Manager II Barbara Reid
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