
Heritage Tourism in Alaska 



Today’s Presentation 
• Decision makers & influencers 
• Tourism Research 
• Tourism Marketing Budget/Components 
• Tourism Development  



Alaska Tourism Marketing Board 



Tourism Partners 
• State Agencies:  

– ASMI, Alaska State Council on the Arts, Alaska Parks 
• Chambers and CVB’s 
• Alaska Businesses 
• Land Management Agencies 
• American Indian Alaska Native Tourism 

Association (AIANTA) 



American Indian Alaska Native 
Tourism Association (AIANTA) 



Website launched 
September 2015! 



Arts & Cultural Heritage Tourism 
ATIA Chapter 

THEREFORE, BE IT RESOLVED BY THE ALASKA TRAVEL INDUSTRY ASSOCIATION  
That  ATIA recognizes the work members are currently doing to promote the arts,  
Culture and heritage of Alaska as a valuable tourism marketing tool and looks to  
Continue to recognize the importance of the value of the arts, culture and  
Heritage to the economy and tourism, and to facilitate and promote the exchange 
of  such information with state and federal leaders and industry stakeholders. 



NATIVE Act of 2015 
• Native American Tourism and Improving       

Visitor Experience 
• Roger Dow, President/CEO, US Travel Assn. 

– “The NATIVE Act will help highlight the diverse options that are available 
to travelers to and within the U.S., which can only help spur travel 
activities and the powerful economic benefits that come with it.” 

• Sherry Rupert, President, AIANTA Board 
– “Tourism can help many tribes and Native communities become more  

self-sufficient, create jobs and businesses, and protect tribal heritage 
assets while sharing tribal culture with domestic and global audiences.” 



   

Total Visitors 
(May 2014- April 2015) 

 

1,946,400 

Summer 
 

1,659,600 

Fall/Winter 
 

286,800 

46,000 jobs   •   Economic Impact = $3.92 billion 

Presenter
Presentation Notes

As you can see we had almost 2 million visitors to AK between Oct 2007 & Sep 2008.  And most visited during the summer months.



State of Alaska Research 
• Activities visitors engaged in while in Alaska: 

– 77% Glacier Viewing 
– 73% Shopping 
– 73%  Wildlife Viewing 
– 64%  Historical/Cultural Attractions 
– 59%  Arts/Culture/History 
– 55%  Visited Museums  
– 54%  Native Cultural Tours and Attractions 

Source: Conversion Study 2014 



State of Alaska Research 
• Activity Participation for All Visitors 

– Shopping    69% 
– Wildlife Viewing   52% 
– Cultural     49% 
– City/Sightseeing Tours  39% 
– Day Cruises    36% 

Source: AVSP  2011 



State of Alaska Research 
• Cultural Activities   49% 

– Museums    27% 
– Native Cultural Tours/Activities 25% 
– Historical/Cultural Attractions 17% 
– Gold Panning/Mine Tour  15%  

Source: AVSP 2011 



State of Alaska Research 
• Average length of stay 

– All visitors   9.2 nights 
– Native/cultural visitors 10.1 nights 

• Mode of Travel 
– All Visitors   57% cruise/39% air 
– Native/cultural visitors 76% cruise/22% air 

•    
 Source: AVSP 2011 



State of Alaska 
Research 

 

All Visitors Native Cultural 
Visitors 

Western U.S. 36% 26% 
Southern U.S. 22% 25% 
Midwestern U.S. 14% 22% 
Eastern U.S. 11% 12% 
Canada 7% 5% 
Other International 10% 13% 

Source: AVSP 2011 

State of Alaska Research 



National Research 

Source: The State of the American Traveler July 2015 

• Traveler Psychographic Intensity   
 



Total: $9,644,200 





3.5 million visitors to the site each year 





TravelAlaska.com Travel Tips 



Direct Response Advertising 



Direct Response Advertising 

1.5 million pieced mailed 
September • October • January 





2000 2001 







Alaska Airlines Magazine 
July 2014 - Eric Lucas 



August 9, 2015 
Jeannette Lee Falsey 



Alaska Travel News 



http://www.pinterest.com/
http://instagram.com/


 Tourism Development 
 • Division of Economic Development 

– Identify opportunities and help diversify Alaska’s 
economy 

– Business assistance and training 



Alaska Distillers Guild 

• Division of Economic Development 
– Alaska’s craft beverage manufacturers have 

great opportunity to grow as an export industry 
– Help identify new markets 
– Provide promotional  and business assistance 
– Goal to trip sales in five years 



• Initiative to market 
goods made or 
manufactured in Alaska 

• Goals: 
– Increase  awareness 
– Communicate diversity   

and value of locally made 
products  

– Encourage sales by               
residents, visitors and 
retailers 

 AK Loyal 



Northwest Cultural FAM 
• Increase consumer awareness of cultural 

tourism opportunities and Alaska Native 
arts in NW Alaska region 
– Press trips for journalists 
– Product assessment tour for tour operators 

• Follow-up plans to build capacity in 
communities 
 



Training Programs 
• Alaska Host, Cultural Host 

and Alaska Tour Guide 
Training 

• Created to address training 
needs of tourism industry 
employers and employees 
an to provide employment 
and business opportunities 
in rural Alaska 



Cultural Host Program 
• Four-hour training program to increase awareness 

and knowledge of the indigenous                                                      
people of Alaska 

• Developed by Alaska Native                                                  
Heritage Center in collaboration                                                     
with Cook Inlet Tribal Council 

• Helps educate employees so                                                                
they share accurate information with visitors and 
increased appreciation for Alaska Native culture 



Thank you! 

Kathy.dunn@alaska.gov 
269-5734 
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