


FY25 Revenues

Who i1s ATIA?

Statewide Trade Association for Alaska Tourism ATIA Association
Programs,
600 members $905,000

50% have less than 10 employees State of Alaska

_ Marketi
Governed by 24 member-elected board of directors era?,tl,ng

$5,000,000
Official Destination Marketing Organization for the

State of Alaska
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ATIA: What We Do

ba

—TRAVEL—

ALASKA AlaskaHost IR ALASKA

TRAVEL INDUSTRY ASSOCIATION




Gender

Female: 44%

Male: 56%

Average Age: 48.4

Gen Z: 4U/u
Millennials: 33%
Gen Xers: 24%

Boomers or older: 38%

Household Income

$117,664

Marital Status
Married /partnered: 72%

Single: 17%

Ethnicity
White/Caucasian:  80%
Black /African American: 6%
Hispanic/Latino: 5%

Asian/Pacific Islander: 5%

Native American/Indigenous: 3%

Children in Household

Under 18: 33%

Accessibility

Accessibility Needs in Travel Party:

Orientation

LGBTQ+: 7%

16%



2022-2023 VISITORS Destiration P@f‘fi@/ﬂff'dfrf

SELECTION

FACTORS SATISFACTION RATING LIKELIHOOD TO
RECOMMEND =
TOP 3 BOX

Alaska's scenic beauty 51%

Overall Trip:

B88% satisfied
Alaska's nature and the

outdoors 457 9 2 0/
0
Alaska's wildlife 41%
Bucket list trip 3%
Rest and relaxation 30%

LIKELIHOOD TO

Adventure 29% Activities: RETURN
76% satisfied

Visit friends or relatives 21%
Value for Money:

71% satisfied
Family bonding 17% -

Participate in specific

activities 17% Lodging:

62% satisfied

Alaska's Indigenous
culture,/ Alaska Native and 16%
cultural experiences



Estimated 2023 Visitation

Winter

Cross Gulf Cruise Independent

13% 22%
Round Trip Cruise
37%
Summer
Independent
28%
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Alaska’s Travel Industry:
A Pillar of Alaska’s Economy

» $3.9 billion in direct spend — 2022
* $1.05 billion from cruise passengers
* $5.6 billion in economic impact
e 48,000 industry jobs
e $1.4 billion in labor income

e S$157 million in State Revenues - 2023

Sources: Destination Analysts & McKinley Research
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How We
Spend Our
Marketing
Budget

60
50
40
30
20
10

—— T TRAVEL—

ALASKA



Origin Markets

* Indicators
* Seattle/Tacoma Top Visitation
* Seattle Top Credit Card Spend
* Washington #3 organic traffic
* Target Market for Advertising
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Overseas Markets

Visits from top 15 overseas markets of origin for Alaska, 2023

(combined markets)

Australia / New Zea | a o

United Kingdom
German Speaking Europ c
India I
South Korea IEE———
Japan I
China m—
Italy n—
Singapore I
France I
Benelux
Brazil
Switzerland
South Africa
Nordics mmmm
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2024 Projections

1. Strong Winter

2.

3.

Flat Cruise 1.7 Million

Increased Air Capacity

. International Still Rebuilding

YTD Bookings Are Variable




TRAVEL INDUSTR



	Slide Number 1
	Slide Number 2
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Estimated 2023 Visitation
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Slide Number 11
	2024 Projections
	THANK YOU!

