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Tourism is Good for Southeast Alaska 

•  Employment? 	 	Up	
• Workforce	Earnings? 	Up	
• Number	of	visitors? 	Up	

•  Cruise 	Up 		
•  Air 	Up	
•  Ferry 	not	so	much…	

• Most	visited	region	in	the	state?	 	That	would	be	us!	

• Municipal	Revenues-	sales	tax,	occupancy	tax,	moorage	fees,	property	
tax	on	businesses	and	homes,	passenger	fees,	port	fees,	airport	
facility	taxes…	



What Visitors are Saying about Alaska 

•  75%	very	saSsfied	/23%	saSsfied		
•  65%	exceeded	their	expectaSons/32%	expectaSons	met	
•  Value	compared	to	other	desSnaSons	45%	same/38%	be[er	
•  99%	would	recommend	Alaska	to	family/friends	
•  60%	likely	to	return	
•  Future	acSviSes	they	would	like	to	parScipate	in?	

•  Fishing	22%	
• Wildlife	viewing	10%	
•  Visit	friends/family	9%	
•  See	Denali/Northern	Lights	8%	

•  40%	were	repeat	visitors	-	up	by	10%	over	2006		
•  Average	number	of	trips	for	repeat	visitors-	4	



Tourism	is	Good	for	Alaska	





Status	of	State	
Tourism	MarkeSng	
Program	FY18	
5.3	Million	

4	million	in	capital	budget	for	FY2018	
combined	with	Industry	paid	programs	

• Web	site	
•  Targeted	online	adverSsing	
•  Social	media	#travelalaska	
•  Public	RelaSons-	Travel	Writers	
•  SeaTrade	and	other	industry	trade	
shows	

•  A	printed	vacaSon	planner	returns	



Tourism Improvement 
District Legislation 

•  Draf	Bill	in	the	works	
•  Challenges	to	creaSng	bill	as	industry	wants	it	

•  Board	to	be	elected	from	payers	

•  EducaSon	effort	
•  Bill	enables	the	concept	2017-2018	
•  Who	pays	and	how	much	yet	to	be	determined	
•  ElecSon	to	implement		2018-2019	
•  IF	PASSED	–	6	year	sunset	and	opportunity	to	vote	
to	conSnue	



Southeast Alaska 
Tourism Council 

The	purpose	of	SATC	is	to	efficiently	and	
effecSvely	promote	Southeast	Alaska	as	a	
visitor	desSnaSon,	bringing	about	
significant	awareness	of	the	region’s	
diverse	experiences	and	sSmulaSng	
visitor	growth.	



SATC-Regional cooperative marketing  

• Members	represent	convenSon	and	visitors	bureaus	and/or	
government	organizaSons	of	Alaska’s	Inside	Passage.			

•  Full	markeSng	partners	($5,000.00/year)	include:		

	Alaska	Marine	Highway	System 	 	Haines 	Juneau
	Ketchikan 	 					Sitka 	 	Skagway 	Wrangell	

• Associate	markeSng	partner	($600.00/year):	
	Gustavus	

• AdverSsing	opportuniSes	on	www.alaskasinsidepassage.com		



Southeast Alaska 
Tourism Council Board 

Danielle	Doyle 	 	Alaska	Marine	Highway	System	
Carolann	Wooten	 	Haines	ConvenSon	&	Visitors	

	 	 	 	Bureau	
Pa#	Mackey 	 	Ketchikan	Visitors	Bureau	
Sherry	Aitken 	 	Sitka	Chamber	of	Commerce	
Cody	Jennings 	 	Skagway	ConvenSon	&	Visitors	

	 	 	 	Bureau	
Liz	Perry	 	 	Travel	Juneau	
Carol	Rushmore 	 	Wrangell	ConvenSon	&	
Visitors	 	 	 	 	Bureau	

Elizabeth	Arne[ 	 	SATC	ExecuSve	Director	



Southeast Alaska 
Tourism Council 
• Adopted	tagline:	Alaska’s	Inside	Passage-
Boundless	

•  Focus	on:	
•  	Adventure	Travelers	
• Wildlife	Viewers	
•  Cultural	Visitors	
•  Sport	fishers	

• Reach	our	target	audience	through	
Website,	Social	Media,	and	Public	
RelaSons	acSviSes	







Alaskasinsidepassage.c
om  
performance measures 
•  Site	visits	up	68%	over	2016	total	
• Bounce	rate	has	decreased	12%	
• Page	views	increased	50%	
• Average	Sme	on	site	has	increased	:15	
over	2016	

•  visitor	guide	orders	up	60%	increase	over	
2016	



2020 Visitor Industry 
Strategies 
• Market	SE	to	a[ract	more	visitors	
•  Improve	access	to	public	lands	
•  Increase	flexibility	in	permit	usage	

•  Increase	yacht	and	small	cruise	ship	
visitaSon	

• Advocate	for	funding	for	recreaSon	
infrastructure	

• Grow	cultural	and	arts	tourism	
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