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• "Survival was how
we measured
success this year."
Kirk Hoessle, Alaska Wildland 
Adventures, Oct. 2002

• "The preliminary 
data for 2002
shows an end to



• Surveyed:

-  315 businesses

-  All five regions of the state

-  ATIA and non-ATIA tourism businesses for
statistically reliable sampling



Nearly 50% of businesses surveyed 
statewide experienced a decline in

business volume
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87% of Alaska Interior businesses 
experienced declining volume

Despite 4% increase in cruise 
passengers, 61% of Alaska businesses 
that depend primarily on cruise traffic 
experienced decreased volume



Percentage of businesses reliant on 
the following sectors that reported a

decline last summer:

• 96% for overseas travelers
• 81 % for adventure travel

Source: McDowell 2002 Business Survey
• 65% for sportfishing



Anchorage hotel revenues 4-6%

Fairbanks hotel revenues 4 17.6%

Petersburg visitor counts I 9%

Kenai visitor counts 4 4% June I 7% July
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• “Tourism in Haines 
is declining. 
Businesses are 
closing, people are 
losing jobs. Despite 
this, we remain 
optimistic that 
tourism offers hope
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• Average 2001/2002 U.S. state tourism budget was 
$13.1 million

• Public sector dollars are sole source of tourism 
funding in 35 of 48 states (73% of ALL states)

• Of 13 states that receive some private-sector funding, 
80.5% of their funding comes from public-sector 
dollars

• Alaska private sector contributions account for 60% 
of the ATIA statewide tourism marketing budget.



Source: NCSTD Poll Re. FY2002-03 Projected Total Tourism Office Budget
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Marketing Expenditures Indexed on '91 Buying Power

$7.00

$ 6.00



Marketing Expenditures Indexed on '91 Buying Power

Percentage of Visitor Gro.vth



• Provides Jobs

• Generates NEW Dollars

-N O T a reallocated dollar

• Renewable Resource



78 % local hire rate
(the highest of all key Alaska industries)

Leading industry in Southcentral, Southeast 
and Interior A
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□  Lodging

■ Food & Beverage

□  Transportation

□  Recreation

■ AK Native Arts/Crafts 

H  Gifts/Souvenirs

B  Clothes/Personal/Other



Growing Alaska’s Economy
through

Dollars



• U se  g o a l s  8c o b j e c t i v e s  t o  m a x i m i z e  
m a r k e t i n g  p r o g r a m  e f f e c t i v e n e s s

• C o n s t a n t l y  r e - e v a l u a t e  p r o g r a m s  t o  
e n s u r e  c o n t i n u e d  s u c c e s s

• G o o d  m a r k e t i n g  =  g r e a t  v isitor
t u r n o u t



• Generate over 290,000 
visitors

• Produce $366 million in 
visitor spending

• Create new business 
opportunities

• Put more Alaskans to 
work!



•  W e  MUST R e g a i n  M a r k e t  S h a r e
• W e  MUST S u p p o r t  a n d  Further  

D e v e l o p  A l a s k a ' s  I n d e p e n d e n t  
Tourism  B u s in e s s e s

• W e  MUST F u n d  A l a s k a ' s  Tourism  
M a r k e t i n g  P r o g r a m . . .  N o w  a n d  Into



• S u p p o r t s  B r o a d  B a s e d  Tourism  T a x e s  
t o  F u n d  A l a s k a ' s  Tourism M a r k e t i n g  
P r o g r a m
- We MUST Act Now to Prevent Further 
Decline of Alaska's Second Largest 
Industry




