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Economic Diversification Commission

Wednesday, April 5, 2017 7:00 PM Council Chambers

Cancelled

REGULAR AGENDA - 7:00 PM
I. CALL TO ORDER
II. ROLL CALL
[ll. APPROVAL OF MINUTES
IV. PUBLIC APPEARANCES

Alaska Small Business Development Center: Russ Talvi & Julie Nolan - Upcoming
Training Program in Valdez

V. PUBLIC BUSINESS FROM THE FLOOR
VI. PUBLIC HEARINGS

VIl. UNFINISHED BUSINESS

VIIl. NEW BUSINESS

1. Approval of Procurement Policy Memo to Council

2. Discussion Item: Contract for Partnership with the UAA Small Business Development
Center (SBDC) as part of the ED Commission 2017 Plan of Work

3. Discussion Item: 2016 Visitor Study

Discussion Item: Economic Diversification Policy Statement

IX. REPORTS

Visitor Study Follow-Up Information

X. COMMISSION BUSINESS FROM THE FLOOR

Xl. ADJOURNMENT
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File #: 17-0184, Version: 1

ITEM TITLE:

Alaska Small Business Development Center: Russ Talvi & Julie Nolan - Upcoming Training Program
in Valdez

SUBMITTED BY: Lamar Cotten, ED Contract Staff

FISCAL NOTES:

Expenditure Required: N/A
Unencumbered Balance: N/A
Funding Source: N/A

RECOMMENDATION:

None. Public appearance and discussion only.

SUMMARY STATEMENT:

Attached please a copy of the Economic Diversification Commission/Small Business Development
Center advertisement for the first class to be held in Valdez. Both Russ Talvi and Julie Nolen will at
our 7PM meeting to discuss their program.
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From business advising to mastering QuickBooks, the Alaska Small Business
Development Center has a resource for you!

7 Alaska Small Business
E A& Development Center

ALASKA

SBDC UAA BUSINESS ENTERPRISE INSTITUTE

nter

Visit Our Website

Who We Are

The Alaska Small Business Development Center (SBDC) provides
no-cost advising services and low cost educational programs to
entrepreneurs looking to start or grow their small business. SBDC
business advisors work with entrepreneurs in confidential, one-
to-one sessions in the areas of management, marketing, sales,
finance, accounting and other disciplines required for small
business growth, expansion and innovation.


http://alaskasmallbusinessdevelopmentcenter.cmail20.com/t/r-l-yugukiy-hukhyujtht-r/
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Wednesday, April 5, from 5:30 - 7:00 pm
Introduction to AKSBDC, Hot Business Trends and Advising
Information with Julie Nolen and Russ Talvi



Julie Nolen Russ Talvi
SBDC Mat-Su Center Director SBDC Fairbanks Center Director

Attend a Workshop



QuickBooks

Introduction to QuickBooks - Valdez
Wednesday, April 5 - 2:00 - 4:00pm
Interested in using QuickBooks for small business financial management,
but not sure if it is the right tool for you? Instructor, Julie Nolen, is a
Certified QuickBooks Online ProAdvisor, who will provide an overview of
the options available.
Topics covered in this workshop include:

e  QuickBooks versions and options

e QuickBooks Online vs. Desktop

* Add ons - Payroll, POS, Apps

e Basic navigation

e Overview of reports
Pre-registration is required.
Learn More

Anchorage, AK 99508
www.AKSBDC.org


http://alaskasmallbusinessdevelopmentcenter.cmail20.com/t/r-l-yugukiy-hukhyujtht-y/
http://alaskasmallbusinessdevelopmentcenter.cmail20.com/t/r-l-yugukiy-hukhyujtht-j/
http://alaskasmallbusinessdevelopmentcenter.cmail20.com/t/r-l-yugukiy-hukhyujtht-t/
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File #: 16-0237, Version: 1

ITEM TITLE:
Approval of Procurement Policy Memo to Council
SUBMITTED BY: Lamar Cotton, ED Staff Advisor & Lisa Von Bargen, CED Director

FISCAL NOTES:

Expenditure Required: N/A
Unencumbered Balance: N/A
Funding Source: N/A

RECOMMENDATION:

Approve Procurement Policy Memo to Council.
SUMMARY STATEMENT:

This item was on the November 16" agenda and was not acted on by the Commission because the
meeting was ended due to Commissioner departures and a pending lack of quorum. It is back in front
of the Commission for discussion and action. Since this issue was initially discussed it has come to
the attention of the City Clerk. She is guiding staff through a current review of the City’s procurement
code. A meeting was held on December 14" where staff internally began to look at this issue.
Assignments were given and departments are going to report back with information that can be given
to the ED Commission about the City’s ability to look more seriously at local procurement options.
Staff will provide additional verbal explanation at the meeting. The next paragraph of this agenda
statement remains unchanged from the 11/16 meeting.

At the last meeting the Commission had an extensive discussion regarding economic development
opportunities through proposed changes to the City’s procurement policies. The Commission
requested staff draft a letter to Council outlining four priority areas to consider changing. The memo is
attached for the Commission’s review and amendments or approval.
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November 16, 2016

Mayor Knight & Valdez City Council Members

From: Economic Diversification Commission

City Procurement Policies

The Economic Diversification Commission continues to evaluate a series of issues linked to
expansion and diversification of the local economy. This memo serves as a Commission
recommendation to strengthen the city procurement code for the purpose of increasing
municipal goods and services contracts awarded to qualifying local firms. This would entail:

1. An overall strengthening of the city procurement code core philosophy and long-term

objectives. This could include a broader look at expenditures allocated for goods and
services beyond just the issue of cost and instead long-term community goals. It could
require stronger and clearer guidelines for contracts for “soft” purchases that are done
outside of the traditional procurement process;

An objective review of city operational budgets with the goal of enhancing local business
and skilled employment opportunities for local residents. A case in point is some of the city
equipment, specifically CAT, maintenance and repair tasks that relies mainly on a contract
with non-local CAT staff. The process of a strong reliance on an outside firm may in the
immediate term be the most cost effective method to repair and maintain of CAT purchased
equipment. However, it may mean in the long-term that other valid community objectives
such an increase in year-around higher paying and rewarding jobs for local residents were
not achieved:;

First, an aggressive, creative and year around effort to expand the list of local qualified
vendors for possible city contracts. Second, a more thorough tracking of city and school
district contracts to determine how much and what type of contracts are with local
businesses and relevant trends if any. Third, it could also entail, over time, an evaluation of
local vendors responses to determine deficiencies in qualifications and quality of proposals
and in turn work with local training and education providers to possibly address such issues;

Evaluate on a set schedule the effectiveness of the city local preference rules for contracts.
And, in turn amend city codes and administrative rules accordingly. Review annually other
local government procurement codes for new innovative approaches and relevant legal

10



rulings. Advocate with other communities for beneficial changes in state laws, when needed
for more flexibility in procurement rules.

11
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File #: 16-0318, Version: 1

ITEM TITLE:
Discussion Item: Contract for Partnership with the UAA Small Business Development Center (SBDC)
as part of the ED Commission 2017 Plan of Work

SUBMITTED BY: Lamar Cotton, ED Contract Staff

FISCAL NOTES:

Expenditure Required: $25,000 Investment in SBDC + $8,160 Travel
Unencumbered Balance: Click here to enter text.
Funding Source: Click here to enter text.

RECOMMENDATION:

None. Discussion Item Only.

SUMMARY STATEMENT:

The Commission approved a recommendation to Council to move forward with this program at the
November 16" meeting. The following is an update to the program details:

Per communications between SBDC-Isaac Vanderburg and EDC staff, UAA, the contract would entail
SBDC to.

1. Provide (for residents) free confidential business advising services beginning in January.
2. Visit once or twice per month, for 1-3 days per trip not to exceed 18 trips during the course of
the year.

Offer a combination of 1:1 advising sessions for small groups and small business workshops.

3
4. Provide the highest impact for Valdez and to schedule advising session per community needs.
5 All advising sessions and workshops will be at the PWSC.

6

Russ Talvi with the Fairbanks SBDC-office with be the lead advisor for project.
Note: Both parties agree that the basis for the program’s success is for EDC and SBDC to work
closely on tasks such as community outreach and scheduling. The actual class topics, timing and
instructors will be based primarily on community interest and commitment. EDC/City staff needs to
develop a public outreach effort to insure local benefit from this project.

City of Valdez Page 1 of 2 Printed on 5/21/2024
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w__,,lﬁ Alaska Small Business

ALASKA

SBDC UAA BUSINESS ENTERPRISE INSTITUTE

Development Center Room 199

1901 Bragaw Street D +1 866 900 4639 DA info@aksbdc.org

Anchorage, AK 99508

D www.aksbdc.org

December 5, 2016

To: Lamar Cotten
Community Development Consultant

Dear Lamar,

The Alaska Small Business Development Center (SBDC) provides no-cost advising and low cost educational
programs to entrepreneurs looking to start or grow their small business. SBDC business advisors work with
entrepreneurs in confidential, one-on-one sessions in the areas of management, marketing, sales, finance,
accounting and other disciplines required for small business growth, expansion and innovation.

This proposal is for the SBDC to provide free, confidential business advising services beginning January in
2017 in the community of Valdez. An advisor will visit Valdez once or twice per month, for |-3 days per
trip, not to exceed 18 trips during the course of the year. Services could include a combination of |:|
advising sessions with small group advising sessions and small business workshops. We'll work with you
during the course of this contract to deliver the services that provide the highest impact for the Valdez
community, and to schedule the advising sessions per community needs. All advising sessions and
workshops will take place at the Prince William Sound College.

You can be confident that your partnership with the SBDC will produce results — our team is performing at
a higher level now than at any point in our 35-year history. In 2016, we:

e Achieved all-time highs for the 3rd consecutive year in 5 out of our 6 key performance goals

e Submitted our 2nd application to the Washington State Quality Award Program, which is a state
administrator for the Malcolm Baldrige National Quality Award.

* Helped Alaska's businesses obtain more than $19M in loans and equity investments.

The SBDC staff is comprised of highly qualified, experienced business professionals, many with business
ownership experience, and/or advanced degrees in business. All business advisors are certified through the
Alaska SBDC's Professional Certification program as well as the Association of Accredited Small Business
Consultants (AASBC). For this project we will assign a lead business advisor, Fairbanks Center Director
Russell Talvi (see bio below). Russell will be the point of contact for this contract, and will coordinate all
scheduling of SBDC busiess advisors.

Proposal Amount: $25k + travel expenses
| look forward to discussing this opportunity further and engaging with the business owners of Valdez.

Sincerely,

O

Isaac Vanderburg
Executive Director
The Alaska Small Business Development Center

14



@7 Alaska Small Business

ALASKA

SBDC UAA BUSINESS ENTERPRISE INSTITUTE

Julie Nolen, Assistant State Director & Central
Region Director has been involved in family
businesses since she was 8 years old, first with
her parents and now assisting her husband
with his two businesses and as a silent partner
in the family restaurant. Her mother was a life-
long entrepreneur who felt it was very
important to introduce the values of a strong
work ethic and business ownership from a young age. Julie
joined the SBDC team in 2009 and her areas of expertise
include: business plan development, marketing, event planning
and restaurant management.

*Russell Talvi, Fairbanks Center Director,
has 20 plus years of experience as a
manager/owner of a destination resort as
well as hospitality and food and beverage
businesses in AK and Hawaii and has
participated in the Executive MBA Program
at University of Hawaii, Manoa. He has
personal experience buying and selling

90| Bragaw Street

2 Development Center Room 199
Anchorage, AK 99508

N

+1 866 900 4639 ’A‘I‘ info@aksbdc.org

D www.aksbdc.org

lan Grant, Assistant State Director & Southeast
Center Director

has experience as a small business owner in the
restaurant industry. He specializes in assisting his
clients on their business plans, financial
projections and cash flow management. lan has
been with the SBDC for almost four years and
has assisted clients in a wide range of services

including buying and selling a business, management and strategic

Allan Carraway, Anchorage Business Advisor,
started his first business at |7 years old and
hasn't looked back since. He has accumulated
over 20 years in small business as well as retail

. management. In recent years, he has turned

efforts more toward helping start-ups and
developing techniques to help businesses of

businesses, both asset sales and stock sales. He loves to help
existing small businesses review their current financial
performance, discover opportunities and implement

any stage a leg up against their competition. Allan’s specialties
include retail, small format grocery, networking, marketing, and
business valuation.

improvements to increase their profitability

Kimberlee Hayward, Ketchikan Center
Director, is an experienced business
development professional with more than
twenty years experience working with small
businesses. Kimberlee has extensive
knowledge in small business marketing,
government contracting, information
technology, and business relationship building.
She is an expert in the psychology of website design, email
marketing, web development, customer relationship
management, and business process re-engineering. Prior to
becoming a small business owner, Kimberlee worked for
Oracle, Hewlett Packard, and was the S&L Director of Global
Government for EDS. After becoming an entrepreneur
Kimberlee owned several small successful businesses in
Colorado, D.C,, and Alaska. Kimberlee is the author of the
Brilliant Marketing, a small business marketing methodology
used around the world.

* Lead Advisor

| Request for support

SBDC Business Advisors are AASBC accredited.
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File #: 16-0236, Version: 1

ITEM TITLE:
Approval of Partnership with the UAA Small Business Development Center as part of the ED
Commission 2017 Plan of Work

ED BY:
Lamar Cotten, Commission Staff Advisor
Lisa Von Bargen, CED Director

FISCAL NOTES:

Expenditure Required: $25,000 Investment in SBDC + $8,160 Travel
Unencumbered Balance:
Funding Source: 2017 Budget

RECOMMENDATION:

Approve Partnership with the UAA Small Business Development Center as part of the ED
Commission 2017 Plan of Work.

SUMMARY STATEMENT:

Listed below is a summary of two state business assistance programs and a model of a similar
private sector program.

1.

2.

State of Alaska Business Retention and Expansion (BRE) program. BRE is a state business
assistance program operated at the local level to collect and analyze local business data. Such
data is derived from a state created on-line survey taken by individual businesses. This step is
followed by direct technical assistance and suggested approaches to outside funding assistance
(loans and grants) and other relevant program tools. Possible business technical assistance
could be provided from either local business volunteers or from a City or PWS College contractor.
In some other regions the Alaska Regional Development Organization (ARDOR) has taken the
operational lead for the program. The ARDOR for Valdez is the Prince William Sound Economic
Development District. There is no outside funding available to operate this program.

Recommendation. The program objectives appear to be solid. However, staff and
operational funding, as well as, program oversight does not seem to be a good fit for
Valdez. Consequently, | would suggest at this time, EDC does not pursue this
program.

Alaska Small Business Development Center (SBDC)-UAA. SBA provides both loan subsidies

City of Valdez Page 1 of 3 Printed on 12/14/2016
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File #: 16-0236, Version: 1

and technical advice to new and existing business. UAA’s program https://aksbdc.org involves
a series of practical steps to evaluate establishing or expanding a business. At last week’s
presentation Julie Nolen, SBDC, agreed to explore online services and possibly be in Valdez for
two days a month working with local businesses and individuals seeking technical assistance on
establishing a business. We agreed to communicate next week on the matter. This will entail the
City covering SBDC travel and per diem expenses. Dan O’Connor offered access to classrooms.
Lastly, as a relevant side note, there seems to be genuine interest in the program by some
younger business people who attended the luncheon. Moreover, they indicated a strong interest
among other younger residents of investigating or starting a business in Valdez.

In a subsequent conversation with Julie Nolan at SBDC, the organization is willing to offer
contractual services with the City. However, the scope is different than the preliminary ideas we
talked about last month during my visit to Valdez. The scope is as follows: SBDC...

e Seeks to develop a strategic partnership with communities and local organizations by having a
staff person travel to Valdez once a month. In order to best serve the Valdez community, a fair
amount of ground work would be necessary for Julie to better understand the economic
climate and business barriers;

e Commonly receives a local contribution of $25,000 plus travel expenses for cost of staff
involvement for one year. It's apparently the same amount other communities contribute;

e Will provide a series of small business workshops-minimum of six workshops;
e Will provide at no charge in person confidential one-on-one business advise; and
e Would commence the program at the beginning of 2017.

The fiscal note required for this program travel is estimated at $8,160 for the year if SBDC staff is
in Valdez once a month. This budget includes 1) 12 Round-trip Tickets @ $330 = $3,960; 2) 12
Hotel Nights @ $200 = $2,400; and 3) 24 Days Per Diem @ $75 = $1,800.

Recommendation. Work with SBDC to schedule a series of Valdez visits by its staff. Work to
accommodate this expense into the ED Budget.

3. Sealaska Inc. Path to Prosperity(P2P). Per the website (p2pweb.org) The Path to Prosperity
Sustainable Business Concept Development Competition was introduced in 2013 by the Haa
Aani Community Development Fund, Inc. (HACDF) and The Nature Conservancy. This year, two
winning entrepreneurs will receive an award of up to $40,000 in seed funding for
consulting/technical assistance to develop their business concept, along with support in finding
investor funding. The competition aims to launch growth companies that will increase local
employment, have a positive social and economic impact on their communities, promote
sustainable use of local resources, and increase entrepreneurial know-how and business
leadership in Southeast Alaska.

The competition consists of two rounds. In Round 1, participants register and submit a description of
their business concept. Up to 12 entries from this round are invited to continue to Round 2, where
they will receive substantial coaching in business basics and individualized advice in developing their

City of Valdez Page 2 of 3 Printed on 12/14/2016
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File #: 16-0236, Version: 1

idea into a written business plan. The final business plans will be judged by an independent panel of
business leaders.

Recommendation. The P2P has a positive track and appears to be well thought out. | would
suggest EDC revisit such an effort after better understanding the interest in new businesses through
such programs as the SBDC.

City of Valdez Page 3 of 3 Printed on 12/14/2016
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File #: 16-0319, Version: 1

ITEM TITLE:
Discussion Item: 2016 Visitor Study
SUBMITTED BY: Lamar Cotten, ED Contract Staff

FISCAL NOTES:

Expenditure Required: N/A
Unencumbered Balance: N/A
Funding Source: N/A

RECOMMENDATION:

None. Discussion Iltem Only.
SUMMARY STATEMENT:

Attached please find the final Valdez Visitor Market Profile. Representatives from McDowell Group
will present the study findings at an EDC/Council/VCVB meeting as well as a business luncheon next
month. McDowell Group submitted the draft report on December 5. Staff reviewed it and requested
the addition of an overall economic impact section. That resulted in the addition of an executive
summary, including overall economic impacts. The document was provided to, and reviewed by the
VCVB. They had no additional changes following the addition of the executive summary. If the
Commission finds no additional changes are warranted the study draft will be disseminated to
Council at the first meeting in January. Staff will work with the VCVB on an official roll-out and
presentation date for the community.

City of Valdez Page 1 of 1 Printed on 5/21/2024
powered by Legistar™ 19


http://www.legistar.com/

Valdez Visitor Market Profile

Prepared for:

City of Valdez

December 2016
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McDowell Group Anchorage Office
1400 W. Benson Blvd., Suite 510
Anchorage, Alaska 99503

McDowell Group Juneau Office
9360 Glacier Highway, Suite 201
Juneau, Alaska 99801

Website: www.mcdowellgroup.net

Valdez Visitor Market Profile

Prepared for:
City of Valdez

Prepared by:

McDo'{Alllell

GROUP

December 2016
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Executive Summarx

The City of Valdez contracted with McDowell Group to conduct a survey with Valdez visitors over a seven-month
period in 2016. The purpose of the survey was to gain a better understanding of Valdez' complex visitor markets:
their activities, length of stay, satisfaction, trip planning behavior, and demographics, among other subjects. A
total of 515 visitors were surveyed, including 415 in the summer months (May to September) and 100 in winter
(February through April). The sample focuses on independent travelers that can be impacted by Valdez
marketing efforts. The sample excludes cruise and cruise-tour passengers and people traveling only for business.
The project also included an estimate of visitor volume over the 12-month period of October 2015 through
September 2016 based on highway, ferry, air, and cruise traffic data. Following are key findings from the study.

Visitor Volume Estimated Valdez Pleasure Visitor Volume by
Exit Mode, October 2015-September 2016
e Valdez hosted an estimated 94,000 pleasure Cruise 3’};30
visitors between October 2015 and September 55';?0 3%
2016. Four-fifths (82 percent) of visitors exited via 9':‘:)’(%
highway; 10 percent via ferry; and 3 percent via air. 10%

Five percent were cruise passengers who exited via
motorcoach or catamaran.

e Summer visitation accounted for 92 percent of
annual volume (86,500 visitors), while winter
represented 8 percent (7,500 visitors).

e Visitors from outside of Alaska represented 66 TOTAL VISITORS:
percent of annual volume (62,500), while Alaska 94,000
residents represented 34 percent (31,500).

Visitor Activities

Top Ten Valdez Activities, Summer Visitors
e Camping (including RV camping) was the

number one activity reported by Valdez Camping NG 66%

visitors, followed by fishing, wildlife viewing, Fishing I 44%

and hiking.

: Wildlife viewing I 42%
e Respondents from outside Alaska were more 9 )

likely to participate in wildlife viewing, day Hiking I 34%
cruises, and sightseeing tours. Alaska residents Day cruise N 31%
were more likely to participate in camping,

fishing, and biking. Shopping  INEEEEN 27%

e Winter visitors' top activities were ice climbing Museums I 21%

(54 percent), skiing/snowboarding (50 Hatchery NN 17%

percent), visiting friends/relatives (26 percent),

o Birdwatching I 16%
and snowmachining (21 percent). 9

Sightseeing tours I 14%

Valdez Visitor Market Profile McDowell Group, Inc. » Page 1
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Satisfaction with Valdez o )
Satisfaction with Overall Valdez Trip,

e Summer visitors expressed a high degree of satisfaction Summer Visitors

with their overall Valdez trip, with 97 percent either very Neutral, pjssatisfied,
satisfied (66 percent) or satisfied (31 percent). Only 1 2% 1%
percent were dissatisfied, and zero were very
dissatisfied.

e Alaska residents gave higher satisfaction ratings, at 83
Satisfied,

31% Very
residents. satisfied,

percent very satisfied, compared to 58 percent of non-

66%

e The highest-rated categories were sightseeing,
friendliness of residents, and tours/activities. The
lowest-rated categories were shopping and value for
the money.

e Winter visitors also gave high satisfaction ratings to
their overall Valdez experience, at 71 percent very
satisfied and 27 percent satisfied. Just 1 percent were dissatisfied.

Valdez Trip Planning Top Ten Sources Used to Plan Valdez Trip,

e Just over half of summer respondents (52 Summer Visitors

percent said they used the internet (including
_ _ Websites/apps NN 52%

apps) to plan or book their Valdez trip.

e Among those who used the internet, the most Brochures NN 23%
popular sites for planning were Google (51
percent), ValdezAlaska.org (12 percent), AMHS
(10 percent), and TripAdvisor (10 percent).

e Other popular sources of information inlucded Friends/family I 25%

brochures (28 percent), prior experience (28

Prior experience NG 238%
Milepost I 26%

Other travel guides I 14%
percent), the Milepost (26 percent), and friends/

family (25 percent). North to Alaska N 9%

* Winter visitors were more likely to use the  Magazine/newspaper/TV IR 9%

internet/apps to plan their trip, at 70 percent.
Valdez Visitor's Guide I 8%
Among these respondents, the most popular

sites were Google, Facebook, and TripAdvisor. ValdezCVB H 7%
Demographics

e Just over two-thirds (69 percent) of summer visitors were from outside Alaska. Among non-Alaska visitors,
the top US regions of origin were the Midwest (25 percent) and the West (20 percent). International visitors
represented 29 percent of summer visitors. Winter visitors were more likely to be Alaskans at 61 percent.

e Summer visitors' average age was 52 years, compared with 35 years among winter visitors.

e Average party size was 2.6 people among both summer and winter visitors.

Valdez Visitor Market Profile McDowell Group, Inc. » Page 2
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Visitor Spending

e Summer visitors reported spending an average of $307
per person in Valdez. Average spending was slightly higher
among visitors from outside Alaska ($327) compared to
Alaska residents ($271).

e By category, tours/activities represented the highest
average spending at $105 per person, followed by lodging
at $78 per person and food/beverage at $62 per person.

e  Winter visitors reported spending an average of $723 per
person. In addition, heli-skiers reported an average
package price of $7,600 per person.

e Total spending by summer pleasure visitors, not including
cruise passengers, is estimated at $32 million.

Average Per-Person Spending in Valdez,
Summer Visitors

$327

$307

$271

Total Non-Residents Alaska residents

e Total spending by winter pleasure visitors is estimated at $9 million.

Valdez Visitor Market Profile

McDowell Group, Inc. » Page 3
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Introduction and Methodology

Introduction

Valdez has enjoyed a long history as a popular Alaska destination. It is also one of the more complex destinations
from a marketing perspective, drawing large numbers of both Alaska residents and out-of-state visitors, and
attracting a wide range of markets: sportfishermen, RVs, heli-skiers, package bus tours, cruise passengers, and
adventure travelers, to name a few. To better understand Valdez' visitor markets, the City of Valdez contracted
with McDowell Group to conduct an intercept survey of visitors to the community in both summer and winter

seasons.

Methodology

This study has two major components: a visitor survey, and an analysis of visitor volume.

Visitor Survey

The survey was conducted with 515 visitors to Valdez between February and September of 2016. (Visitation in
the October to January period was determined to be negligible and not justifying the expense of surveying in
those months.) The survey fielding was divided into two periods: winter (February-April) and summer (May-
September). McDowell Group trained local surveyors in conducting intercept surveys.

In general, respondents were screened to identify those near the end of their Valdez trip in order to capture
their full range of activities and spending. Those traveling primarily for business were also screened out of the
survey in order to focus on the pleasure-oriented market, reflecting the priorities of the City of Valdez in
attracting more pleasure visitors.

SUMMER SURVEY

Summer surveys were conducted with 415 visitors. The majority of surveys were conducted either at the ferry
terminal or RV parks (Eagle’s Rest, Bear Paw, Bayside). Additional surveys were conducted in hotels, at the
harbor, and in the airport.

The summer survey sample excluded cruise passengers who transit Valdez via catamaran and motorcoach/
shuttle. This market would be difficult to survey due to their short time in Valdez. Other markets not captured
in the survey due to logistical reasons are those on overnight motorcoach packages.

Summer survey data was weighted by survey location, based on estimated visitor traffic volumes, described
below.

Survey results are presented in terms of all respondents, Alaska residents, and non-Alaska residents, reflecting
how Valdez is likely to approach marketing efforts. Sample sizes and associated margins of error are presented
in the following table. For example, the maximum margin of error for results based to non-Alaska residents is
+5.4 percent at the 95 percent confidence level.
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Valdez Visitor Survey,
Summer Sample Size by Residency

Sample Size M‘-’:Ergm o
Non-Alaska residents 327 +5.4%
Alaska residents 88 +10.4%
Total 415 14.8%

WINTER SURVEY

The winter survey was conducted with 100 Valdez visitors between February and April. As traffic figures show,
Valdez receives comparatively few visitors in the winter months. By necessity, the sample was designed to
capture visitors at high-density locations/events: Thompson Pass pullouts, the airport during heli-skiing season,
and the ice climbing festival. (Note: Most of the festival respondents filled out the survey online after being
emailed a link following the festival.) While the resulting survey data should not be considered generally
representative of Valdez' entire winter visitors market, it still provides valuable information on these particular
visitors.

SURVEY LIMITATIONS

The Valdez Visitor Market Profile survey methodology mirrored the Alaska Visitor Statistics Program in many
ways. This statewide exit survey of visitors (conducted by McDowell Group on behalf of the State of Alaska) is
fielded as visitors exit Alaska via air, highway, ferry, and cruise ship. However, the methodology had to be
adapted to Valdez' unique access, markets, and attractions — particularly around Thompson Pass and the
Richardson Highway. Because field staff were not able to block the highway to conduct ratios or intercept visitors
as they exited, McDowell Group adapted the fielding techniques for Valdez. Surveys were conducted primarily
at RV parks, augmented by fielding efforts at the harbor, airport, and several hotels. To capture visitors that
traveled for winter recreation, surveys were conducted during peak months at Thompson Pass augmented by
surveys conducted at the airport and with special event participants. Even with these efforts to capture a
representative sample of the market, it is likely that a portion of the market that accessed Valdez by highway
and stayed in hotels, private homes, and B&Bs is underrepresented.

Visitor Volume
Visitor volume was estimated based on a wide range of data sources, including:

e Alaska Marine Highway System for ferry traffic

e Alaska Department of Transportation and Public Facilities for highway traffic

e Bureau of Transportation Statistics for Valdez Airport passenger enplanements

e Ravn Air for passenger enplanements and visitor/resident ratios

e Stan Stephens Cruises and Major Marine Tours for cruise passenger traffic

e Princess Cruises for cruise passenger day tour traffic (from Copper River Princess Lodge)

In addition, the study team contacted several hotels and RV parks to contribute to our traffic estimates. These
included:

e Best Western
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e Mountain Sky

e Eagles Rest RV Park
e Bear Paw RV Park

e Chena RV Park

McDowell Group thanks these agencies and operators for their contribution to the study. Additional information
on how visitor volume was estimated is provided in the Visitor Volume chapter.
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Visitor Volume

This chapter presents estimates for the total number of pleasure-related visitors to Valdez over the study period.
Business visitors are excluded.

Total Visitor Volume

An estimated 94,000 pleasure-related visitors traveled to Valdez over the 12-month period of October 2015
through September 2016. The vast majority of visitation (92 percent) occurred in the summer months of May
through September.

Visitor markets are often described in terms of the mode of transportation visitors use to exit a community. A
majority of visitors (82 percent) exited Valdez via highway; 10 percent exited via ferry; and 3 percent exited via
air. Five percent were cruise ship passengers who exited Valdez via catamaran or motorcoach/shuttle.

Two-thirds (66 percent) of Valdez pleasure-related visitors were from outside Alaska, while one-third (34
percent) were Alaska residents.

Valdez Pleasure Visitor Volume, By Transportation Mode
and Alaska Residency, 2015-16

Winter Total

2015-16 2015-16 PoEITIEEL

Highway 72,000 5,000 77,000 82%
Ferry 8,000 1,000 9,000 10%
Cruise 5,000 0 5,000 5%

Air 1,500 1,500 3,000 3%

Total 86,500 7,500 94,000 100%
Out-of-state residents 60,000 2,500 62,500 66%
Alaska residents 26,500 5,000 31,500 34%

Additional detail by transportation mode is provided below.

Visitor Volume by Mode
Highway

An estimated 77,000 pleasure-related visitors exited Valdez via highway, nearly all (94 percent) in the summer
months of May through September. Highway traffic estimates were based on Richardson Highway (northbound)
traffic data from the Alaska Department of Transportation and Public Facilities and data from the Alaska Visitor
Statistics Program (AVSP).

Ferry

An estimated 9,000 visitors departed Valdez by ferry during the study period, with most (87 percent) departing
in the summer months. AMHS provided the number of passenger embarkations at Valdez for the October 2015
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through September 2016 time period. Because AMHS has stopped requiring that passengers provide their zip
code when purchasing a ticket, ratios of Valdez residents to non-residents from previous data was used, by

season, to estimate visitor volume.
Air

An estimated 3,000 visitors to Valdez departed via air during the study period, about half in the summer months,
and half in the winter months. These estimates were arrived at based on passenger enplanement data from the
US Bureau of Transportation Statistics and Ravn Air. Estimated ratios of Valdez residents to visitors, by month,
were provided by Ravn Air. Ratios were applied to enplanement data, by month, to arrive at total visitation

numbers.

Cruise

An estimated 5,000 cruise passengers visited Valdez in summer 2016. Cruise passengers visit Valdez through

the following means:

e Day tour participants via motorcoach/shuttle from Copper River Princess Lodge

e Pass-through travelers who arrived from Whittier via catamaran in the morning and have 1-2 hours
before embarking on motorcoach headed to Copper River, and the opposite route

e Overnight travelers who arrive/depart via catamaran and motorcoach

Major Marine Tours, Stan Stephens Cruises, and Princess Cruises provided passenger counts; exact passenger
numbers by transportation mode are confidential.
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Visitor Survey Results

This chapter presents results of the visitor survey. Note that visitors traveling for business were screened out of
the survey. Also, cruise visitors were not included in the survey sample.

Trip Purpose

e Nearly all summer respondents (98 percent) were traveling for vacation/pleasure purposes, with only 2
percent traveling to visit friends or relatives, and less than 1 percent traveling for business/pleasure.

e Winter respondents also largely traveled for vacation/pleasure purposes (93 percent). Four percent
traveled for business/pleasure, and 3 percent were visiting friends/relatives.

Trip Purpose (%)

SUMMER
Total Non- Alaska

Visitors Residents Residents WINTER

n=415 n=327 n=88 n=100
Vacation/pleasure 98 98 98 ‘ 93
Visiting friends/ 2 2 2 ‘ 3
relatives
Business/pleasure <1 - <1 ‘ 4

Note: Visitors traveling for business only were screened out of the survey.

Lodging and Length of Stay

e Most summer respondents (82 percent) stayed in a campground or RV while in Valdez. That figure was
much higher among Alaska residents (94 percent) compared to non-residents (76 percent). Non-
residents showed higher usage of hotels (18 percent, compared to 3 percent of Alaska residents).

e Average length of stay in Valdez was four nights among all respondents, four nights among non-Alaska
residents, and three nights among Alaska residents.

e Winter respondents were most likely to stay in a hotel (49 percent). They reported an average length of

stay of six nights.

Lodging and Length of Stay (%)

SUMMER
Total Non- Alaska

Visitors Residents Residents WINTER

n=415 n=327 n=88 n=100
Campground/RV 82 76 94 9
Hotel 14 18 3 49
Friends/family 3 4 2 22
Wilderness camping 3 3 2 11
B&B 1 1 <1 2
Lodge <1 <1 - 14
Average # nights in . . . .
Valdezg 9 4 nights 4 nights 3 nights 6 nights
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Activities in Valdez

Camping

Fishing
Unguided
Guided

Wildlife viewing

Hiking

Day cruises

Shopping

Museums

Hatchery

Birdwatching

Sightseeing tours

Biking

Old Town

Kayaking

Visiting friends/relatives

Glacier trekking

Historical/cultural
attractions

Festival/special event
Oil terminal/pipeline
Flightseeing
Business
Hunting
Rafting
Ice climbing
Skiing/snowboarding
Unguided
Guided
Snowmachining
Crosscountry skiing
Other

Visitor Activities (%)
SUMMER

Total
Visitors
n=415

66
44
37
11
42
34
31
27
21
17
16
14
13
11
10

o]

R N NN DU,

<1
<1

biking, Old Town, and visiting friends/relatives.

Non-
Residents
n=327

percent), wildlife viewing (42 percent), and hiking (34 percent).

Alaska
Residents
n=88
84
64

57

34
38

28
21

<1

The most common activities among summer respondents were camping (66 percent), fishing (44

Respondents from outside Alaska were more likely to participate in wildlife viewing, day cruises, the
hatchery, and sightseeing tours. Alaska residents reported higher participation in camping, fishing,

Winter respondents’ most common activities were ice climbing (54 percent), skiing/snowboarding (50
percent), festival (30 percent), visiting friends/relatives (26 percent), and snowmachining (21 percent).

WINTER
n=100

16
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e Winter respondents who participated in skiing or snowboarding were asked for their level of expertise.
The most common level was expert/professional at 44 percent, followed by advanced at 31 percent.

Level of Skiing/Snowboarding Expertise (%)
(Base: Participated in Skiing/Snowboarding)

WINTER
n=52

Novice 6
Intermediate 19
Advanced 31
Expert/professional 44

Satisfaction Ratings

Respondents were asked to rate various aspects of their Valdez visit. Those who responded with “don’t know”
or "did not use” were removed from the base.

e Summer respondents expressed a high level of satisfaction with their overall Valdez experience, with 97
percent either satisfied (31 percent) or very satisfied (66 percent). Alaska residents gave higher
satisfaction ratings than non-residents (83 versus 58 percent very satisfied).

e The highest-rated satisfaction category among summer respondents was sightseeing, with 71 percent
very satisfied, followed by friendliness of residents (69 percent) and tours and activities (68 percent).

e The lowest-rated categories among summer respondents were shopping (33 percent very satisfied) and
value for the money (36 percent).

e Very few summer respondents gave dissatisfied ratings, ranging from zero (for sightseeing) to 6 percent
(quality of restaurant food).

e Like summer respondents, winter respondents gave high overall satisfaction ratings at 71 percent very
satisfied and 27 percent satisfied.

e Winter respondents gave their highest satisfaction ratings to tours/activities (65 percent very satisfied)
and friendliness of residents (64 percent).

Satisfaction with Valdez Trip (%)
(Base: Excludes “don’t know” and “did not use” responses)
SUMMER

Total Non- Alaska
Visitors Residents Residents WINTER

g):,:;:illr‘l’:eldez n=409 n=323 n=86 n=100
Very satisfied 66 58 83 71
Satisfied 31 39 15 27
Neutral 2 3 <1
Dissatisfied 1 1 2
Very dissatisfied - - - B,
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Satisfaction with Valdez Trip (%), Continued
(Base: Excludes “don’t know” and “did not use” responses)

SUMMER
Total Non- Alaska
Visitors Residents Residents WINTER
Accommodations n=397 n=268 n=129 n=91
Very satisfied 59 51 76 37
Satisfied 35 41 23 55
Neutral 4 6 <1 4
Dissatisfied 1 1 - 3
Very dissatisfied <1 <1 - -
Restaurants — Food n=269 n=186 n=83 n=84
Very satisfied 40 39 43 31
Satisfied 44 42 48 46
Neutral 10 11 9 17
Dissatisfied 4 6 <1 5
Very dissatisfied 2 2 - 1
Restaurants — Service n=264 n=183 n=81 n=85
Very satisfied 40 40 41 38
Satisfied 44 43 47 40
Neutral 12 11 12 14
Dissatisfied 4 5 - 8
Very dissatisfied - - - -
Shopping n=223 n=171 n=>52 n=45
Very satisfied 33 29 40 24
Satisfied 47 48 45 42
Neutral 18 20 14 27
Dissatisfied 1 2 - 4
Very dissatisfied 1 1 - 2
Visitor Information n=160 n=129 n=31 n=32
Very satisfied 59 56 67 31
Satisfied 32 31 33 25
Neutral 7 10 - 41
Dissatisfied 1 2 - 3
Very dissatisfied - - - -
Sightseeing n=339 n=277 n=62 n=58
Very satisfied 71 71 72 62
Satisfied 26 26 28 34
Neutral 2 3 - 3
Dissatisfied - - - -
Very dissatisfied - - - -
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Satisfaction with Valdez Trip (%), Continued

(Base: Excludes “don’t know” and “did not use” responses)

Total

SUMMER
Non-

Alaska

Tours and Activities
Very satisfied
Satisfied
Neutral
Dissatisfied
Very dissatisfied

Wildlife Viewing
Very satisfied
Satisfied
Neutral
Dissatisfied
Very dissatisfied

Friendliness of
Residents

Very satisfied
Satisfied
Neutral
Dissatisfied
Very dissatisfied
Value for the Money
Very satisfied
Satisfied
Neutral
Dissatisfied
Very dissatisfied

Visitors
n=245
68
30

<1
n=330

56

36

n=361

69
28

n=366
36
42
17

Residents
n=171
70
26

<1
n=262

51

40

n=280

66
32

n=283
29
46
19

Residents
n=88
63
37
<1

n=68
68
25

n=81

74
21

n=83
50
34
13

WINTER
n=48

n=96

64
30

n=96
31
51
11

Trip Planning

e About half of summer respondents said they used the internet to plan or book their Valdez trip,

including 54 percent of non-Alaska residents and 48 percent of Alaska residents.

e  Winter respondents were more likely to have used the internet at 70 percent.

Used Internet/Apps to Plan or Book Valdez Area Trip (%)

Total

Visitors

SUMMER
Non-
Residents

Alaska
Residents

WINTER

Used internet
Did not use internet

Don't know

n=415
52
47

n=327
54
45
<1

n=88

n=100
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Respondents who used the internet were shown a list of websites and apps and asked which of the sites they
had used to plan their trip, and which were used to book their trip.

e Among summer visitors, Google was by far the most popular website for trip planning, mentioned by
half of respondents. Other sites mentioned by at least 10 percent of respondent included
ValdezAlaska.org, AMHS, and TripAdvisor.

e Rates of using each site for booking purposes were much lower. The most commonly cited were Google
at 22 percent, AMHS at 8 percent, and ValdezAlaska.org at 5 percent.

e Winter visitors most commonly cited Google as a planning tool (37 percent), followed by Facebook (28
percent) and TripAdvisor (15 percent).

Websites/Apps Used to Plan or Book Valdez Area Trip (% Planned / % Booked)
(Base: Used Internet)

SUMMER

Total Non- Alaska

Visitors Residents Residents WINTER

n=224 n=159 n=65 n=75
Google 51/22 52/24 50/17 37/19
ValdezAlaska.org 12/5 8/3 22/8 -
AMHS 10/8 10/10 11/2 4/-
Trip Advisor 10/4 11/4 7/4 15/6
Travelalaska.com 9/3 12/2 <1/5 -
Facebook 6/3 8/4 2/- 28/6
Alaska App 4/2 5/2 <1/- -
Instagram 3/1 2/2 7/- 7/-
Yelp 3/1 1/- 7/4 4/-
Booking.com 2/3 3/4 - -
AAA.com 1/1 2/2 - -
Airline websites 1/3 1/4 - 5/4
Hotel/lodging websites 1/1 <1/<1 3/2 7/9
Travelocity 1/2 1/3 <1/<1 3/4
Expedia <1/1 1/2 -/ <1 4/4
Kayak.com <1/1 <1/1 -/ <1 3/4
LonelyPlanet.com <1/<1 <1/<1 - -
AirBnB <1l/<1 <1/<1 <1l/- 5/-
Hotels.com <1l/<1 <1/<1 - 4/2
HotelTonight <1/ <1 <1/<1 - -
Orbitz <1/<1 <1/<1 - 3/-
Other 14/7 14 /10 14/ - 24 /19
Don't know/none 16/51 16 /45 16/ 66 23/30

e Just 7 percent of summer respondents and 5 percent of winter respondents used a travel agent in
booking their Valdez trip. (See table, next page.)
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Used Travel Agent to Book Portion of Valdez Trip

SUMMER
Total Non- Alaska

Visitors Residents Residents WINTER

n=415 n=327 n=88 n=100
Used travel agent 7 10 <1 ‘ 5
Did not use travel 9 88 % ‘ 93
agent
Don't know 3 2 4 ‘ 2

After being asked about internet and travel agent usage, respondents were asked what additional sources they
used to plan their Valdez trip, before their trip.

e The most common sources cited by summer respondents were brochures and prior experience (both
at 28 percent), followed by the Milepost (26 percent), and friend/family/co-workers (25 percent.

¢ Non-Alaska residents were much more likely to cite brochures (38 percent versus 4 percent of residents),
Milepost (34 versus 10 percent), other travel guides/books (19 versus 4 percent), and the North to
Alaska guide (19 versus <1 percent), among others. Alaska residents were much more likely to cite prior
experience (54 versus 15 percent). They were also twice as likely to say they didn't use any sources to
plan (20 versus 10 percent).

e  Winter visitors most commonly cited friends/family/co-workers (47 percent) and prior experience (32
percent).

Additional Sources Used to Plan Valdez Trip,
Before Trip (Besides Internet and Travel Agent) (%)

SUMMER
Total Non- Alaska
Visitors Residents Residents WINTER
n=415 n=327 n=88 n=100
Brochures 28 38 4 2
Prior experience 28 15 54 32
Milepost 26 34 10 2
Friends/family/co- 25 22 31 47
Quides/books 14 19 4 3
North To Alaska guide 9 13 <1
Magazine/newspaper/TV 9 11
Valdez Visitor's Guide 8 10 2 -
V.alldez Convention & 7 8 3 )
Visitors Bureau
AAA 4 5 2 -
Tour company 3 4 <1 3
Ferry brochure/schedule 2 2 1 2
Hotel/lodge/B&B 1 1 <1 3
Other 3 4 2 9
None 13 10 20 26
Don't know 3 2 4 2
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Respondents were also asked what sources of information they used while in Valdez.

e The most commonly cited sources used while in Valdez among summer visitors were brochures (33
percent), local residents (32 percent), and RV park offices (24 percent).

e Non-Alaska residents were much more likely to cite brochures (41 percent versus 16 percent of Alaska
residents), the VCVB (15 versus 5 percent), and hotel/lodge/campground (14 versus 6 percent), among
others.

e Alaska residents were much more likely to respond that they consulted no sources while in Valdez (33
versus 18 percent).

e Winter respondents most commonly cited local residents (44 percent) and cell phone apps (23 percent).
One-third said they consulted no sources while in Valdez.

Sources of Information While in Valdez (%)

SUMMER
Total Non- Alaska

Visitors Residents Residents WINTER

n=415 n=327 n=88 n=100
Brochures 33 41 16 7
Local residents 32 32 31 44
RV park office 24 26 20 -
Valdez Visitor's Guide 13 14 11 3
VCVB 12 15 5 2
Hotel/lodge/campground 11 14 6 8
Cell phone apps 9 9 9 23
Tour guides 7 10 - 5
Reservation office 6 6 7 -
Ferry terminal 1 3
Forest Service office <1 <1 - 1
Other 2 1 4 4
None 23 18 33 33
Don't know 2 1 5 3
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Visitor Spending

Respondents were asked a series of questions about their party’s spending on their Valdez trip.

e Summer respondents reported spending an average of $307 per person on their Valdez trip. The

category accounting for the most spending was tours/activities/entertainment at $105, followed by
lodging at $78 and food/beverage at $62.
e Average spending was higher among non-residents at $327, compared to $271 among Alaska residents.

Non-residents reported higher spending in every category with the exception of tours/activities/

entertainment.

e  Winter visitors reported a higher-per person average compared with summer visitors at $723 per

person. Food/beverage spending was the biggest category at $214, followed by tours/activities/

entertainment at $208.

e In aseparate question, heli-skiers were asked the price of their trip package. The average package price

was $7,600 per person.

Total

Visitors
n=415

Non-
Residents
n=327

Average Per-Person Spending in Valdez
SUMMER

Alaska
Residents
n=88

WINTER
n=100

Lodging

Tours/activities/
entertainment

Gifts/souvenirs/clothing

Food/beverage

Rental cars/fuel/
transportation

Festival registration
(winter only)

Other
Total

$78

$105

$18
$62

$31

$13
$307

$81
$101

$21
$71

$34

$19
$327

$73
$112

$13
$44

$26

$3
$271

$98
$208

$107
$214

$69

$20

$7
$723

Notes: Sample sizes differ for each category, ranging between 221 and 320 for summer and 30 and 70 for

winter, depending on “don’t know" responses.
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Demographics

respondents, that percentage was 39 percent.

Visitor Origin (%)

Over two-thirds of summer respondents (69 percent) were from outside Alaska. Among winter

SUMMER
Total Non- Alaska
Visitors Residents Residents WINTER
n=415 n=327 n=88 n=100
Outside Alaska 69 100 - 39
Alaska 31 - 100 61

(24 percent), and Palmer/Wasilla (19 percent).

Alaska Visitor Origin (%)

_ SUMMER WINTER
n=88 n=63
Fairbanks 40 16
Anchorage/Eagle River 24 63
Palmer/Wasilla 19 5
Delta Junction 5 -
Girdwood 4 10
Kenai/Soldotna 3 -
Juneau 3 -
Other 2 6

Alaska residents were most likely to be from Fairbanks (40 percent), followed by Anchorage/Eagle River

Winter resident respondents were most likely to be from Anchorage/Eagle River (63 percent).
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e Among summer respondents, 71 percent were from the US. The most common US regions of origin

were the Midwest (25 percent) and the West (20 percent).

e Among international respondents (29 percent of non-Alaska visitors), the most common countries of

origin were Switzerland (7 percent), Germany (6 percent), and Canada (5 percent).

e Nearly two-thirds (63 percent) of winter (non-Alaska) respondents were from the US, most commonly

the West (49 percent). Of the international respondents (37 percent), the most common country of

origin was Switzerland (7 percent).

Outside Alaska Visitor Origin (%)

us
Midwestern US

Western US
Southern US
Eastern US

International

Switzerland
Germany
Canada
Australia

UK

China

Spain

Israel

France

Italy
Netherlands
New Zealand
Austria
Brazil
Norway
Other

SUMMER
n=279

71
25
20
19
8

N
e}

R R R R R R R~ DO

<1

WINTER
n=41

63
10
49
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Respondents were asked to provide the gender and age of themselves and others in their party. The figures

below represent everyone in the travel party.

e Summer visitors were fairly evenly split between males (52 percent) and females (48 percent).

e The average age of summer visitors was 52 years, including 56 years among non-Alaska visitors and 44

years among Alaska residents.

Respondents were also asked whether they had children in their household (not necessarily in their traveling

party) and whether they themselves were retired or semi-retired.

e Nearly one-quarter (23 percent) of summer respondents reported children in their household. This

percentage was much higher among Alaska residents (52 percent, compared to 10 percent of non-

Alaska residents).

e Nearly one-half (48 percent) of summer respondents were retired or semi-retired, including 10 percent

of non-Alaska residents and 28 percent of Alaska residents.

Gender, Age, and Retirement Status (%)

Total

Visitors

SUMMER
Non-
Residents

Alaska
Residents

WINTER

Gender (Combined)
Male
Female
Age (Combined)
Under 18
18-24
25-34
35-44
45-54
55-64
65 and older
Average age
Children in household
Retired/Semi-retired

n=415

52
48

11
12
12
23
29
52 yrs
23
48

n=327

54
46

10

29
38
56 yrs
10
58

n=88

50
50

19

14
19
16
14
15
44 yrs
52
28

n=104

68
32

10
55
15
10

35yrs
12
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e Average party size of summer respondents was 2.6 people, including 2.4 percent among non-Alaska
residents and 3.1 people among Alaska residents. Party size was defined as those with whom the
respondent was sharing travel expenses.

e Respondents were also asked for their group size, which was the number of friends/relatives the
respondent was traveling with, regardless of travel expenses. Average group size was 4.4 people, and
was consistent among both Alaska residents and non-Alaska residents.

Party and Group Size (%)

SUMMER
Total Non- Alaska
Visitors Residents Residents WINTER
n=415 n=327 n=88 n=104

Party Size
(Sharing Expenses)

1 person 11 10 11 26

2 people 59 70 33 41

3 people 11 5 25 12

4 people 9 6 15 9

5 people 5 3 9 5

6+ people 6 5 7 8

Average party size 2.6 people 2.4 people 3.1 people 2.6 people
Group Size

1 person 7 7 6 15

2 people 50 61 28 36

3 people 11 5 23 13

4 people 12 11 15 10

5 people 6 4 10 4

6+ people 15 13 18 23

Average group size 4.4 people 4.4 people 4.4 people 3.8 people
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e A majority of summer visitors (53 percent) had attained at least a bachelor's degree, including 24
percent who had attained a higher degree.

e Winter respondents reported a higher rate of achieving a bachelor’s or higher, at 69 percent.

e Summer respondents reported an average income of $106,000, with non-residents and residents
reporting similar averages ($104,000 and $110,000, respectively).

Winter respondents reported an average income of $97,000.

Education and Household Income (%)

Total

Visitors

SUMMER

Non-

Residents

Alaska

Residents

WINTER

Highest Education Attained

Grade 11 or less
High school graduate/GED
Associate/technical degree
Some college
Graduated from college
Masters/Doctorate
Don't know
Declined

Household Income
Less than $25,000
$25,001-$50,000
$50,001-$75,000
$75,001-$100,000
$100,001-$125,000
$125,001-$150,000
$150,001-$200,000
More than $200,000
Average income
Don't know
Declined

n=415

16
17
12
9
7
7
$106,000
4
20

n=327

7
16
16
10
8
6
6
$104,000
5
23

n=88

6
18
18
16
12
8
7
$110,000
2
13

n=100

19
37
32

16
14
16

4
13
$97,000
8
8
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212 Chenega Ave.
Valdez, AK 99686

File #: 17-0185, Version: 1

ITEM TITLE:
Discussion Item: Economic Diversification Policy Statement
SUBMITTED BY: Lisa Von Bargen, CED Director

FISCAL NOTES:

Expenditure Required: N/A
Unencumbered Balance: N/A
Funding Source: N/A

RECOMMENDATION:

None. Discussion item only.

SUMMARY STATEMENT:

Per the EDC direction, staff has been requested to produce a number of succinct policy statement
promoting Valdez’s private and public strengths to encourage and foster economic development.

Attached, please find a copy of such draft statements.

Lamar put together a “straw man” containing some of the elements discussed at the meeting. My
schedule this week has kept me from spending any time addressing this. | will be working over the
weekend and will have a policy document out to the Commission via email no later than the close of

business on Monday. | apologize for the delay.

City of Valdez Page 1 of 1

Printed on 5/21/2024
powered by Legistar™ 45
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DRAFT Notes. Policy-General Guideline Statement

Question: How do we clearly and succinctly the city is open for business?

Valdez

Existing Policy Statement

1

N

w

N

(o2}

. Lease of land;

. Fast permitting process (ie Staff has a fast turn around. Council will have special meeting);
. No permitting cost;

. utility support;

. No sale taxes; and

. Maximum property tax reductions.

Possible Policy Statement Elements

1.

2.

w

Possible tax relief support for select investments;

Infrastructure support;

City land for lease and sell;

Resident property owners are eligible for maximum tax reduction;
Fast construction permitting process at no cost; and

City amenities- low utilities, top notch schools, modern hospital, boat harbor/docks, senior
homes, low crime, convention center, modern airport.
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File #: 17-0186, Version: 1

ITEM TITLE:
Visitor Study Follow-Up Information
SUBMITTED BY: Lisa Von Bargen, CED Director

FISCAL NOTES:

Expenditure Required: N/A
Unencumbered Balance: N/A
Funding Source: N/A

RECOMMENDATION:

None. Report only.
SUMMARY STATEMENT:

In January a joint work session with the ED Commission and Council was held so the McDowell
Group could present the findings of the Visitors Study conducted in 2016. At the work session a
handful of follow-up items were requested. Those include:

New analysis on summer trip planning by age/gender.

Satisfaction ratings from the last generation from AVSP for context.

Key Findings and Recommendations are added to the Exec Summary.

We also analyzed the winter data weighted and unweighted, and added discussion about
consistency in demographics and trip planning to provide confidence in the findings.

e One thing that Lorraine asked for through Lamar was the most successful “key words.” We
asked about use of internet, and which websites and apps were used, but we did not ask
about key words in this survey.

A copy of the updated study findings including this additional information is attached.

City of Valdez Page 1 of 1 Printed on 5/21/2024
powered by Legistar™
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McDowell Group Anchorage Office
1400 W. Benson Blvd., Suite 510
Anchorage, Alaska 99503

McDowell Group Juneau Office
9360 Glacier Highway, Suite 201
Juneau, Alaska 99801

Website: www.mcdowellgroup.net
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Executive Summary

The City of Valdez contracted with McDowell Group to conduct a survey with Valdez visitors over a seven-month
period in 2016. The purpose of the survey was to gain a better understanding of Valdez' complex visitor markets:
their activities, length of stay, satisfaction, trip planning behavior, and demographics, among other subjects. A
total of 515 visitors were surveyed, including 415 in the summer months (May to September) and 100 in winter
(February through April). The sample focuses on independent travelers that can be impacted by Valdez
marketing efforts. The sample excludes cruise and cruise-tour passengers and people traveling only for business.
The project also included an estimate of visitor volume over the 12-month period of October 2015 through
September 2016 based on highway, ferry, air, and cruise traffic data. Following are key findings from the study.

Estimated Valdez Pleasure Visitor Volume by
Exit Mode, October 2015-September 2016
. Air
Cruise 3'000

Visitor Volume

e Valdez hosted an estimated 94,000 pleasure

visitors between October 2015 and September 5000 39

2016. Four-fifths (82 percent) of visitors exited via
highway; 10 percent via ferry; and 3 percent via air.

5%

Ferry
9,000
10%

Five percent were cruise passengers who exited via
motorcoach or catamaran.

e Summer visitation accounted for 92 percent of
annual volume (86,500 visitors), while winter
represented 8 percent (7,500 visitors).

TOTAL VISITORS:
94,000

e Visitors from outside of Alaska represented 66
percent of annual volume (62,500), while Alaska

residents represented 34 percent (31,500).

Visitor Activities

Top Ten Valdez Activities, Summer Visitors
e Camping (including RV camping) was the

number one activity reported by Valdez Camping NG 66 %

visitors, followed by fishing, wildlife viewing, Fishing w1
and hiking. E

~ Wildlife viewing INEEEG_—— 425
e Respondents from outside Alaska were more fidiite viewing 6

likely to participate in wildlife viewing, day Hiking I 34%

cruises, and sightseeing tours. Alaska residents Day cruise | 31%

were more likely to participate in camping,

ishi iki Shopping I 27%
fishing, and biking. opping

e Winter

skiing/snowboarding, snowmachining, visiting

visitors'  top  activities  were Museums I 21%

Hatchery I 17%

friends/relatives, hiking, and ice climbing,
Birdwatching I 16%

Sightseeing tours I 14%

Valdez Visitor Market Profile (Updated February 2017) McDowell Group, Inc. » Page 1
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Satisfaction with Valdez o .
Satisfaction with Overall Valdez Trip,

e Summer visitors expressed a high degree of satisfaction Summer Visitors

with their overall Valdez trip, with 97 percent either very Ne;otral. Dissatisfied,
%
satisfied (66 percent) or satisfied (31 percent). Only 1 1%

percent were dissatisfied, and zero were very
dissatisfied.

e Alaska residents gave higher satisfaction ratings, at 83
Satisfied,

) 31% Very
residents. satisfied,

percent very satisfied, compared to 58 percent of non-

66%

e The highest-rated categories were sightseeing,
friendliness of residents, and tours/activities. The
lowest-rated categories were shopping and value for
the money.

e Winter visitors also gave high satisfaction ratings to
their overall Valdez experience, at 71 percent very
satisfied and 27 percent satisfied. Just 1 percent were dissatisfied.

Valdez Trip Planning Top Ten Sources Used to Plan Valdez Trip,

Visi
e Just over half of summer respondents (52 Summer Visitors

percent said they used the internet (including .
. . Websites/apps I 52%
apps) to plan or book their Valdez trip.
e Among those who used the internet, the most Brochures NN 23%
popular sites for planning were Google (51 Prior experience NN 25%
percent), ValdezAlaska.org (12 percent), AMHS
(10 percent), and TripAdvisor (10 percent).
e Other popular sources of information included Friends/family I 25%

brochures (28 percent), prior experience (28

Milepost I 26%

Other travel guides I 14%
percent), the Milepost (26 percent), and friends/

family (25 percent). North to Alaska I 9%

e Winter visitors were more likely to use the  magazine/newspaper/Tv I 9%

internet/apps to plan their trip, at 70 percent.
Valdez Visitor's Guide Il 8%
Among these respondents, the most popular

sites were Google, Facebook, and TripAdvisor. ValdezCVBE I 7%
Demographics

e Just over two-thirds (69 percent) of summer visitors were from outside Alaska. Among non-Alaska visitors,
the top US regions of origin were the Midwest (25 percent) and the West (20 percent). International visitors
represented 29 percent of summer visitors. Winter visitors were more likely to be Alaskans at 61 percent.

e Summer visitors' average age was 52 years, compared with 35 years among winter visitors.

e Average party size was 2.6 people among both summer and winter visitors.

Valdez Visitor Market Profile (Updated February 2017) McDowell Group, Inc. » Page 2
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ViSitOl‘ Spending and Economic ImpaCtS Average Per-Person Spending in Valdez'

Summer Visitors
e Summer visitors reported spending an average of $307

$327

per person in Valdez. Average spending was slightly higher $307
among visitors from outside Alaska ($327) compared to
Alaska residents ($271).

e By category, tours/activities represented the highest

$271

average spending at $105 per person, followed by lodging
at $78 per person and food/beverage at $62 per person.
e  Winter visitors reported spending an average of $723 per

person. In addition, heli-skiers reported an average
package price of $7,600 per person. Total Non-Residents Alaska residents
e Total spending by summer pleasure visitors, not including

cruise passengers, is estimated at $32 million.

e Total spending by winter pleasure visitors is estimated at $9 million.
Key Findings and Recommendations

Destination marketing efforts should be prioritized for maximum influence on visitors’ travel planning and
booking behaviors.

e Valdez serves a wide array of markets including Alaska residents, independent visitors, cruise passengers,
package tours, skiers/snowboarders, sportfishing, and other outdoor adventure-seekers.

0 When looking at the market in total, the largest segments are summer visitors (92 percent), non-
Alaska residents (66 percent), and highway/ferry travelers (92 percent).

0 Valdez attracts a high percentage of international visitors, primarily from German-speaking Europe,
Canada, and Australia. These visitors are known for their longer trip length, willingness to get “off
the beaten path,” and desire for outdoor adventure.

e The internet is an important marketing resource, used by 52 percent of summer visitors and 70 percent of
winter visitors. However, summer visitors also utilize a wide array of travel planning resources including
brochures, the Milepost and other travel guides, advice from friends and family, prior travel experience, and
travel articles and television shows.

e Priority marketing activities include a robust website, strong relations with travel media, distribution of
Valdez publications along highway corridors, and targeted use of paid advertising in frequently used travel
publications. Visibility in top international markets should be a priority, using similar tactics.

e Destination marketing officials can effectively leverage marketing efforts of package tour operators, cruise
lines, and other industry partners to reach smaller, but important, markets.

Recognizing that travel is discretionary and highly competitive among destinations, Valdez should seek ways
to enhance the visitor experience where possible.

e This project reinforces feedback previously provided by visitors and tour operators regarding lower
satisfaction ratings in Valdez when compared to other Alaska destinations.

e Among summer visitors, the lowest-rated categories were shopping (33 percent very satisfied), value for
the money (36 percent very satisfied), and restaurants (food and service were each 40 percent very satisfied).

Valdez Visitor Market Profile (Updated February 2017) McDowell Group, Inc. » Page 3
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e The lowest-rated component among winter visitor was shopping (24 percent very satisfied). Three
components had ratings of 31 percent very satisfied: restaurants, visitor information, and value for the
money.

e McDowell Group was asked to provide context for satisfaction ratings by providing information from other
studies for communities that serve similar markets.

0 The most comparable data was from AVSP VI, conducted in 2011 for the State of Alaska. Results
are presented showing overall Alaska ratings for all visitors and those who visited various
southcentral destinations. It is important to note that in this study visitors were asked to provide
ratings for their overall Alaska experience — not for individual communities.

0 The summary table provided in the appendix reveals that statewide, Alaska visitors rate shopping,
value for the money, and restaurants lower than other aspects of their trip (29, 32, and 37 percent
very satisfied, respectively).

0 Valdez visitors rated these aspects of their Alaska trip lower than the overall market (21, 25, and 22
percent very satisfied, respectively), showing a correlation between the Valdez experience and

overall ratings.

Although the sample size is small, winter survey data provides valuable information on visitor volume,
demographics, travel planning habits, and spending.

e Recognizing that ice climbers were over-represented from adaption of sampling methods to target visitors,
winter survey responses were examined unweighted and weighted.
¢ When weighted, top visitor activities were skiing, snowmachining, visiting friends and relatives, hiking, and
ice climbing.
e Market characteristics and trip planning remained very similar between the weighted and unweighted data.
0 The winter visitor remained an average of 35 years old, predominantly Alaskan, and male.
o Internet usage remained very high for travel planning, while use of printed marketing materials
remained very low.

Additional data and analysis was provided in the report appendix, in response to discussions during
presentation of the project findings to community members.

e Analysis of trip planning by age and gender revealed somewhat higher use of the internet by women and
visitors under 35 years old.

e Women were more likely to use brochures and tended to consult more information sources.

e Younger visitors were less likely to use brochures and more reliant on referrals from friends and family.
Although visitors under the age of 35 represent only 23 percent of the current summer market, their media
and travel planning habits will become increasingly dominant among all visitors.

e Examination of satisfaction ratings from prior studies revealed that Alaska visitors rate shopping, value for
the money, and restaurants lower than other aspects of their trip. (See discussion above.)

Valdez Visitor Market Profile (Updated February 2017) McDowell Group, Inc. » Page 4
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Introduction and Methodology

Introduction

Valdez has enjoyed a long history as a popular Alaska destination. It is also one of the more complex destinations
from a marketing perspective, drawing large numbers of both Alaska residents and out-of-state visitors, and
attracting a wide range of markets: sportfishermen, RVs, heli-skiers, package bus tours, cruise passengers, and
adventure travelers, to name a few. To better understand Valdez' visitor markets, the City of Valdez contracted
with McDowell Group to conduct an intercept survey of visitors to the community in both summer and winter

seasons.

The “Updated February 2017" version of the report incorporates additional data and analysis following
presentation of the project findings to community members. New tables in the appendix provide additional
analysis of summer visitors' travel planning by age and gender. To provide context for satisfaction ratings,
satisfaction ratings from AVSP VI are also included.

Methodology

This study has two major components: a visitor survey, and an analysis of visitor volume.

Visitor Survey

The survey was conducted with 515 visitors to Valdez between February and September of 2016. (Visitation in
the October to January period was determined to be negligible and not justifying the expense of surveying in
those months.) The survey fielding was divided into two periods: winter (February-April) and summer (May-
September). McDowell Group trained local surveyors in conducting intercept surveys.

In general, respondents were screened to identify those near the end of their Valdez trip in order to capture
their full range of activities and spending. Those traveling primarily for business were also screened out of the
survey in order to focus on the pleasure-oriented market, reflecting the priorities of the City of Valdez in
attracting more pleasure visitors.

SUMMER SURVEY

Summer surveys were conducted with 415 visitors. The majority of surveys were conducted either at the ferry
terminal or RV parks (Eagle’s Rest, Bear Paw, Bayside). Additional surveys were conducted in hotels, at the
harbor, and in the airport.

The summer survey sample excluded cruise passengers who transit Valdez via catamaran and motorcoach/
shuttle. This market would be difficult to survey due to their short time in Valdez. Other markets not captured
in the survey due to logistical reasons are those on overnight motorcoach packages.

Summer survey data was weighted by survey location, based on estimated visitor traffic volumes, described
below.

Valdez Visitor Market Profile (Updated February 2017) McDowell Group, Inc. » Page 5
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Survey results are presented in terms of all respondents, Alaska residents, and non-Alaska residents, reflecting
how Valdez is likely to approach marketing efforts. Sample sizes and associated margins of error are presented
in the following table. For example, the maximum margin of error for results based to non-Alaska residents is
+5.4 percent at the 95 percent confidence level.

Valdez Visitor Survey,
Summer Sample Size by Residency

Sample Size Ma:irgiol:' ok
Non-Alaska residents 327 +5.4%
Alaska residents 88 +10.4%
Total 415 14.8%

WINTER SURVEY

The winter survey was conducted with 100 Valdez visitors between February and April. As traffic figures show,
Valdez receives comparatively few visitors in the winter months. By necessity, the sample was designed to
capture visitors at high-density locations and events: Thompson Pass pullouts, the airport during heli-skiing
season, and the ice climbing festival. (Note: Most of the festival respondents filled out the survey online after
being emailed a link following the festival.)

Recognizing that ice climbers were over-represented in the winter sample, survey responses were examined
both unweighted and weighted (using estimated market share for skiers, ice climbers, and other visitors).
Weighted data revealed:

e Market characteristics in terms of demographics and travel planning remained very similar between the
weighted and unweighted data.
0 Winter visitors remained an average of 35 years old, predominantly Alaskan, and male.
o Internet usage remained high for travel planning, while use of printed travel planning materials
remained low.
e Top winter activities included skiing, snowmaching, visiting friends and relatives, hiking, and ice
climbing.

The resulting winter survey data should be considered representative of Valdez' winter visitors market providing
valuable information on visitor volume, demographics, travel planning habits, and spending.

SURVEY LIMITATIONS

The Valdez Visitor Market Profile survey methodology mirrored the Alaska Visitor Statistics Program (AVSP) in
many ways. This statewide exit survey of visitors (conducted by McDowell Group on behalf of the State of Alaska)
is fielded as visitors exit Alaska via air, highway, ferry, and cruise ship. However, the methodology had to be
adapted to Valdez' unique access, markets, and attractions — particularly around Thompson Pass and the
Richardson Highway. Because field staff were not able to block the highway to conduct ratios or intercept visitors
as they exited, McDowell Group adapted the fielding techniques for Valdez. Surveys were conducted primarily
at RV parks, augmented by fielding efforts at the harbor, airport, and several hotels. To capture visitors that
traveled for winter recreation, surveys were conducted during peak months at Thompson Pass augmented by
surveys conducted at the airport and with special event participants. Even with these efforts to capture a
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representative sample of the market, it is likely that a portion of the market that accessed Valdez by highway
and stayed in hotels, private homes, and B&Bs is underrepresented.

Visitor Volume
Visitor volume was estimated based on a wide range of data sources, including:

e Alaska Marine Highway System for ferry traffic

e Alaska Department of Transportation and Public Facilities for highway traffic

e Bureau of Transportation Statistics for Valdez Airport passenger enplanements

e Ravn Air for passenger enplanements and visitor/resident ratios

e Stan Stephens Cruises and Major Marine Tours for cruise passenger traffic

e  Princess Cruises for cruise passenger day tour traffic (from Copper River Princess Lodge)

In addition, the study team contacted several hotels and RV parks to contribute to our traffic estimates. These
included:

e Best Western

e Mountain Sky

e Eagles Rest RV Park
e Bear Paw RV Park

e Chena RV Park

McDowell Group thanks these agencies and operators for their contribution to the study. Additional information
on how visitor volume was estimated is provided in the Visitor Volume chapter.
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Visitor Volume

This chapter presents estimates for the total number of pleasure-related visitors to Valdez over the study period.
Business visitors are excluded.

Total Visitor Volume

An estimated 94,000 pleasure-related visitors traveled to Valdez over the 12-month period of October 2015
through September 2016. The vast majority of visitation (92 percent) occurred in the summer months of May
through September.

Visitor markets are often described in terms of the mode of transportation visitors use to exit a community. A
majority of visitors (82 percent) exited Valdez via highway; 10 percent exited via ferry; and 3 percent exited via
air. Five percent were cruise ship passengers who exited Valdez via catamaran or motorcoach/shuttle.

Two-thirds (66 percent) of Valdez pleasure-related visitors were from outside Alaska, while one-third (34
percent) were Alaska residents.

Valdez Pleasure Visitor Volume, By Transportation Mode
and Alaska Residency, 2015-16

016 201516 201516 %o Towl

Highway 72,000 5,000 77,000 82%
Ferry 8,000 1,000 9,000 10%
Cruise 5,000 0 5,000 5%

Air 1,500 1,500 3,000 3%

Total 86,500 7,500 94,000 100%
Out-of-state residents 60,000 2,500 62,500 66%
Alaska residents 26,500 5,000 31,500 34%

Additional detail by transportation mode is provided below.

Visitor Volume by Mode
Highway

An estimated 77,000 pleasure-related visitors exited Valdez via highway, nearly all (94 percent) in the summer
months of May through September. Highway traffic estimates were based on Richardson Highway (northbound)
traffic data from the Alaska Department of Transportation and Public Facilities and data from the Alaska Visitor
Statistics Program (AVSP).

Ferry

An estimated 9,000 visitors departed Valdez by ferry during the study period, with most (87 percent) departing
in the summer months. AMHS provided the number of passenger embarkations at Valdez for the October 2015
through September 2016 time period. Because AMHS has stopped requiring that passengers provide their zip

Valdez Visitor Market Profile (Updated February 2017) McDowell Group, Inc. » Page 8
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code when purchasing a ticket, ratios of Valdez residents to non-residents from previous data was used, by

season, to estimate visitor volume.
Air

An estimated 3,000 visitors to Valdez departed via air during the study period, about half in the summer months,
and half in the winter months. These estimates were arrived at based on passenger enplanement data from the
US Bureau of Transportation Statistics and Ravn Air. Estimated ratios of Valdez residents to visitors, by month,
were provided by Ravn Air. Ratios were applied to enplanement data, by month, to arrive at total visitation

numbers.

Cruise

An estimated 5,000 cruise passengers visited Valdez in summer 2016. Cruise passengers visit Valdez through

the following means:

e Day tour participants via motorcoach/shuttle from Copper River Princess Lodge

e Pass-through travelers who arrived from Whittier via catamaran in the morning and have 1-2 hours
before embarking on motorcoach headed to Copper River, and the opposite route

e Overnight travelers who arrive/depart via catamaran and motorcoach

Major Marine Tours, Stan Stephens Cruises, and Princess Cruises provided passenger counts; exact passenger
numbers by transportation mode are confidential.
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Visitor Survey Results

This chapter presents results of the visitor survey. Note that visitors traveling for business were screened out of
the survey. Also, cruise visitors were not included in the survey sample.

Trip Purpose

e Nearly all summer respondents (98 percent) were traveling for vacation/pleasure purposes, with only 2
percent traveling to visit friends or relatives, and less than 1 percent traveling for business/pleasure.

e Winter respondents also largely traveled for vacation/pleasure purposes (93 percent). Four percent
traveled for business/pleasure, and 3 percent were visiting friends/relatives.

Trip Purpose (%)

~ SUMMER
Total Non- Alaska

Visitors Residents Residents WINTER

n=415 n=327 n=88 n=100
Vacation/pleasure 98 98 98 ‘ 93
Visiting friends/ 2 2 2 ‘ 3
relatives
Business/pleasure <1 - <1 ‘ 4

Note: Visitors traveling for business only were screened out of the survey.

Lodging and Length of Stay

e Most summer respondents (82 percent) stayed in a campground or RV while in Valdez. That figure was
much higher among Alaska residents (94 percent) compared to non-residents (76 percent). Non-
residents showed higher usage of hotels (18 percent, compared to 3 percent of Alaska residents).

e Average length of stay in Valdez was four nights among all respondents, four nights among non-Alaska
residents, and three nights among Alaska residents.

e Winter respondents were most likely to stay in a hotel (49 percent). They reported an average length of
stay of six nights.

Lodging and Length of Stay (%)

SUMMER
Total Non- Alaska

Visitors Residents Residents WINTER

n=415 n=327 n=88 n=100
Campground/RV 82 76 94 9
Hotel 14 18 3 49
Friends/family 3 4 2 22
Wilderness camping 3 3 2 11
B&B 1 1 <1 2
Lodge <1 <1 - 14
Average # nights in . . . .
Valdez 4 nights 4 nights 3 nights 6 nights
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Activities in Valdez

e The most common activities among summer respondents were camping (66 percent), fishing (44
percent), wildlife viewing (42 percent), and hiking (34 percent).

e Respondents from outside Alaska were more likely to participate in wildlife viewing, day cruises, the
hatchery, and sightseeing tours. Alaska residents reported higher participation in camping, fishing,
biking, Old Town, and visiting friends/relatives.

e Winter respondents’ most common activities were ice climbing, skiing/snowboarding, festival, visiting

friends/relatives, and snowmachining.!

Visitor Activities (%)

SUMMER
Total Non- Alaska
Visitors Residents Residents WINTER
n=415 n=327 n=88 n=100

Camping 66 58 84 16
Fishing 44 36 64

Unguided 37 28 57

Guided 11 12 9 -
Wildlife viewing 42 46 34 8
Hiking 34 31 38 17
Day cruises 31 42 9 1
Shopping 27 26 28 4
Museums 21 21 21 -
Hatchery 17 22 5 -
Birdwatching 16 19 8 2
Sightseeing tours 14 17 7 -
Biking 13 8 23 -
Old Town 11 9 16 4
Kayaking 10 9 12 -
Visiting friends/relatives 6 15 26
Glacier trekking 9 8 11
tractions 8 8 9 :
Festival/special event 5 4 7 30
Oil terminal/pipeline 4 5 3 -
Flightseeing 2 2 2 1
Business 2 2 3 1
Hunting 2 1 5 1
Rafting 1 1 <1 -
Ice climbing - - - 54
Skiing/snowboarding <1 - 1 50

Unguided <1 - 1 34

1 This table reflects unweighted results for the winter sample. When the data was weighted to reflected estimated proportions of ice climbers,
skiers, and other visitors — leading activities included skiing, snow machining, visiting friends and relatives, and ice climbing.
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Guided - - - | 20
Snowmachining - - - ‘ 21
Crosscountry skiing - - - ‘ 10
Other 1 1 <1 | 8

e Winter respondents who participated in skiing or snowboarding were asked for their level of expertise.
The most common level was expert/professional at 44 percent, followed by advanced at 31 percent.

Level of Skiing/Snowboarding Expertise (%)
(Base: Participated in Skiing/Snowboarding)

WINTER
n=52

Novice 6
Intermediate 19
Advanced 31
Expert/professional 44

Satisfaction Ratings

Respondents were asked to rate various aspects of their Valdez visit. Those who responded with “don’t know"
or “did not use” were removed from the base.

e Summer respondents expressed a high level of satisfaction with their overall Valdez experience, with 97
percent either satisfied (31 percent) or very satisfied (66 percent). Alaska residents gave higher
satisfaction ratings than non-residents (83 versus 58 percent very satisfied).

e The highest-rated satisfaction category among summer respondents was sightseeing, with 71 percent
very satisfied, followed by friendliness of residents (69 percent) and tours and activities (68 percent).

e The lowest-rated categories among summer respondents were shopping (33 percent very satisfied),
value for the money (36 percent), and restaurants (food and service were each 40 percent very satisfied).

e Very few summer respondents gave dissatisfied ratings, ranging from zero (for sightseeing) to 6 percent
(quality of restaurant food).

e Like summer respondents, winter respondents gave high overall satisfaction ratings at 71 percent very
satisfied and 27 percent satisfied.

e Winter respondents gave their highest satisfaction ratings to tours/activities (65 percent very satisfied)
and friendliness of residents (64 percent).

Satisfaction with Valdez Trip (%)
(Base: Excludes “don’t know” and “did not use” responses)
SUMMER

Total Non- Alaska
Visitors Residents Residents WINTER

g:’:;fitr“'c":dez n=409 n=323 n=86 n=100
Very satisfied 66 58 83 71
Satisfied 31 39 15 27
Neutral 2 3 <1 1
Dissatisfied 1 1 2
Very dissatisfied - - - -
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Satisfaction with Valdez Trip (%), Continued
(Base: Excludes “don’t know” and “did not use” responses)

SUMMER
Total Non- Alaska
Visitors Residents Residents WINTER
Accommodations n=397 n=268 n=129 n=91
Very satisfied 59 51 76 37
Satisfied 35 41 23 55
Neutral 4 6 <1 4
Dissatisfied 1 1 - 3
Very dissatisfied <1 <1 - -
Restaurants - Food n=269 n=186 n=83 n=84
Very satisfied 40 39 43 31
Satisfied 44 42 48 46
Neutral 10 11 9 17
Dissatisfied 4 6 <1 5
Very dissatisfied 2 2 - 1
Restaurants — Service n=264 n=183 n=81 n=85
Very satisfied 40 40 41 38
Satisfied 44 43 47 40
Neutral 12 11 12 14
Dissatisfied 4 5 - 8
Very dissatisfied - - - -
Shopping n=223 n=171 n=52 n=45
Very satisfied 33 29 40 24
Satisfied 47 48 45 42
Neutral 18 20 14 27
Dissatisfied 1 2 -

Very dissatisfied 1 1 - 2
;’isri‘fi"czi“f°rmati°“ n=160 n=129 n=31 n=32
Very satisfied 59 56 67 31
Satisfied 32 31 33 25
Neutral 7 10 - 41
Dissatisfied 1 2 - 3
Very dissatisfied - - - -
Sightseeing n=339 n=277 n=62 n=58
Very satisfied 71 71 72 62
Satisfied 26 26 28 34
Neutral 2 3 - 3
Dissatisfied - - - -

Very dissatisfied - - - -

Valdez Visitor Market Profile (Updated February 2017) McDowell Group, Inc. » Page 13



Satisfaction with Valdez Trip (%), Continued

(Base: Excludes “don’t know” and “did not use” responses)

SUMMER
Non-

Alaska

Total
Visitors
Tours and Activities n=245
Very satisfied 68
Satisfied 30
Neutral 3
Dissatisfied -
Very dissatisfied <1
Wildlife Viewing n=330
Very satisfied 56
Satisfied 36
Neutral 7
Dissatisfied
Very dissatisfied -
endiness of
Very satisfied 69
Satisfied 28
Neutral 3
Dissatisfied 1
Very dissatisfied -
Value for the Money n=366
Very satisfied 36
Satisfied 42
Neutral 17
Dissatisfied 3
Very dissatisfied 1

Residents
n=171
70
26

<1
n=262

51

40

n=280

66
32

n=283
29
46
19

Residents
n=88
63
37
<1

n=68
68
25

n=81

74
21

n=83
50
34
13

WINTER
n=48

n=96

64
30

n=96
31
51
11

Trip Planning

e About half of summer respondents said they used the internet to plan or book their Valdez trip,
including 54 percent of non-Alaska residents and 48 percent of Alaska residents.
e Winter respondents were more likely to have used the internet at 70 percent.

Used Internet/Apps to Plan or Book Valdez Area Trip (%)

SUMMER
Non-
Residents

Alaska
Residents

WINTER

Total
Visitors
n=415
Used internet 52
Did not use internet 47
Don't know 1

n=327
54
45
<1

n=88

n=100
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Respondents who used the internet were shown a list of websites and apps and asked which of the sites they
had used to plan their trip, and which were used to book their trip.

e Among summer visitors, Google was by far the most popular website for trip planning, mentioned by
half of respondents. Other sites mentioned by at least 10 percent of respondent included
ValdezAlaska.org, AMHS, and TripAdvisor.

e Rates of using each site for booking purposes were much lower. The most commonly cited were Google
at 22 percent, AMHS at 8 percent, and ValdezAlaska.org at 5 percent.

e Winter visitors most commonly cited Google as a planning tool (37 percent), followed by Facebook (28
percent) and TripAdvisor (15 percent).

Websites/Apps Used to Plan or Book Valdez Area Trip (% Planned / % Booked)
(Base: Used Internet)

_ SUMMER

Total Non- Alaska

Visitors Residents Residents WINTER

n=224 n=159 n=65 n=75
Google 51/22 52 /24 50/17 37/19
ValdezAlaska.org 12/5 8/3 22/8 -
AMHS 10/8 10/10 11/2 4/-
Trip Advisor 10/4 11/4 7/4 15/6
Travelalaska.com 9/3 12/2 <1/5 -
Facebook 6/3 8/4 2/- 28/6
Alaska App 4/2 5/2 <1/- -
Instagram 3/1 2/2 7/- 7/-
Yelp 3/1 1/- 7/4 4/-
Booking.com 2/3 3/4 - -
AAA.com 1/1 2/2 - -
Airline websites 1/3 1/4 - 5/4
Hotel/lodging websites 1/1 <1/<1 3/2 7/9
Travelocity 1/2 1/3 <1/<1 3/4
Expedia <1/1 1/2 -/ <1 4/4
Kayak.com <1/1 <1/1 -/ <1 3/4
LonelyPlanet.com <1/<1 <1/<1 - -
AirBnB <1/<1 <1/<1 <1/- 5/-
Hotels.com <1/<1 <1l/<1 - 4/2
HotelTonight <1/ <1 <1l/<1 - -
Orbitz <1/<1 <1/<1 - 3/-
Other 14 /7 14 /10 14 / - 24 /19
Don't know/none 16 /51 16 /45 16 /66 23/30

e Just 7 percent of summer respondents and 5 percent of winter respondents used a travel agent in
booking their Valdez trip. (See table, next page.)
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Used Travel Agent to Book Portion of Valdez Trip

SUMMER
Total Non- Alaska

Visitors Residents Residents WINTER

n=415 n=327 n=88 n=100
Used travel agent 7 10 <1 ‘ 5
Did not use travel 9 88 % ‘ 03
agent
Don't know 3 2 4 | 2

After being asked about internet and travel agent usage, respondents were asked what additional sources they
used to plan their Valdez trip, before their trip.

e The most common sources cited by summer respondents were brochures and prior experience (both
at 28 percent), followed by the Milepost (26 percent), and friend/family/co-workers (25 percent.

e Non-Alaska residents were much more likely to cite brochures (38 percent versus 4 percent of residents),
Milepost (34 versus 10 percent), other travel guides/books (19 versus 4 percent), and the North to
Alaska guide (19 versus <1 percent), among others. Alaska residents were much more likely to cite prior
experience (54 versus 15 percent). They were also twice as likely to say they didn't use any sources to
plan (20 versus 10 percent).

e  Winter visitors most commonly cited friends/family/co-workers (47 percent) and prior experience (32
percent).

Additional Sources Used to Plan Valdez Trip,
Before Trip (Besides Internet and Travel Agent) (%)

SUMMER
Total Non- Alaska
Visitors Residents Residents WINTER
n=415 n=327 n=88 n=100
Brochures 28 38 4 2
Prior experience 28 15 54 32
Milepost 26 34 10 2
Friends/family/co- 25 22 31 47
Quides/books 14 19 4 3
North To Alaska guide 9 13 <1
Magazine/newspaper/TV 9 11
Valdez Visitor's Guide 8 10 2 -
V..alldez Convention & 7 8 3 _
Visitors Bureau
AAA 4 5 2 -
Tour company 3 4 <1 3
Ferry brochure/schedule 2 2 1 2
Hotel/lodge/B&B 1 1 <1 3
Other 3 4 2 9
None 13 10 20 26
Don't know 3 2 4 2
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Respondents were also asked what sources of information they used while in Valdez.

e The most commonly cited sources used while in Valdez among summer visitors were brochures (33
percent), local residents (32 percent), and RV park offices (24 percent).?

e Non-Alaska residents were much more likely to cite brochures (41 percent versus 16 percent of Alaska
residents), the VCVB (15 versus 5 percent), and hotel/lodge/campground (14 versus 6 percent), among
others.

e Alaska residents were much more likely to respond that they consulted no sources while in Valdez (33
versus 18 percent).

e Winter respondents most commonly cited local residents (44 percent) and cell phone apps (23 percent).
One-third said they consulted no sources while in Valdez.

Sources of Information While in Valdez (%)

SUMMER
Total Non- Alaska

Visitors Residents Residents WINTER

n=415 n=327 n=88 n=100
Brochures 33 41 16 7
Local residents 32 32 31 44
RV park office 24 26 20 -
Valdez Visitor's Guide 13 14 11 3
VCVB 12 15 5 2
Hotel/lodge/campground 11 14 6 8
Cell phone apps 9 9 9 23
Tour guides 7 10 - 5
Reservation office 6 6 7 -
Ferry terminal 1 3
Forest Service office <1 <1 - 1
Other 2 1 4 4
None 23 18 33 33
Don’t know 2 1 5 3

22 Brochures include community and regional visitor guides and rack cards.
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Visitor Spending

Respondents were asked a series of questions about their party’s spending on their Valdez trip.

e Summer respondents reported spending an average of $307 per person on their Valdez trip. The

category accounting for the most spending was tours/activities/entertainment at $105, followed by

lodging at $78 and food/beverage at $62.

e Average spending was higher among non-residents at $327, compared to $271 among Alaska residents.

Non-residents reported higher spending in every category with the exception of tours/activities/

entertainment.

e  Winter visitors reported a higher-per person average compared with summer visitors at $723 per

person. Food/beverage spending was the biggest category at $214, followed by tours/activities/

entertainment at $208.

e In aseparate question, heli-skiers were asked the price of their trip package. The average package price

was $7,600 per person.

Average Per-Person Spending in Valdez

Total

Visitors

SUMMER

Non-
Residents

Alaska
Residents

WINTER

n=415
Lodging $78
Tours/activities/

entertainment $105
Gifts/souvenirs/clothing $18
Food/beverage $62
e o el 1
Festival registration )
(winter only)

Other $13
Total $307

n=327
$81

$101

$21
$71

$34

$19
$327

n=88
$73

$112

$13
$44

$26

$3
$271

n=100
$98

$208

$107
$214

$69

$20

$7
$723

Notes: Sample sizes differ for each category, ranging between 221 and 320 for summer and 30 and 70 for

winter, depending on “don’t know" responses.
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Demographics

e Over two-thirds of summer respondents (69 percent) were from outside Alaska. Among winter
respondents, that percentage was 39 percent.

Visitor Origin (%)

SUMMER
Total Non- Alaska
Visitors Residents Residents WINTER
n=415 n=327 n=88 n=100
Outside Alaska 69 100 - | 39
Alaska 31 - 100 | 61

e Alaska residents were most likely to be from Fairbanks (40 percent), followed by Anchorage/Eagle River
(24 percent), and Palmer/Wasilla (19 percent).

e Winter resident respondents were most likely to be from Anchorage/Eagle River (63 percent).

Alaska Visitor Origin (%)

SUMMER WINTER
n=88 n=63

Fairbanks 40 16
Anchorage/Eagle River 24 63
Palmer/Wasilla 19 5
Delta Junction 5 -
Girdwood 4 10
Kenai/Soldotna 3 -
Juneau 3 -
Other 2 6
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e Among summer respondents, 71 percent were from the US. The most common US regions of origin
were the Midwest (25 percent) and the West (20 percent).

e Among international respondents (29 percent of non-Alaska visitors), the most common countries of
origin were Switzerland (7 percent), Germany (6 percent), and Canada (5 percent).

e Nearly two-thirds (63 percent) of winter (non-Alaska) respondents were from the US, most commonly
the West (49 percent). Of the international respondents (37 percent), the most common country of
origin was Switzerland (7 percent).

Outside Alaska Visitor Origin (%)
_ SUMMER WINTER
n=279 n=41

us 71 63

Midwestern US 25 10

Western US 20 49

Southern US 19

Eastern US 8

International

N
\e}
w
~

Switzerland
Germany
Canada
Australia

UK

China

Spain

Israel

France

Italy
Netherlands
New Zealand -

N e = SRR B RN

2
Austria <1 2
Brazil - 2
Norway - 2
Other 3 -
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Respondents were asked to provide the gender and age of themselves and others in their party. The figures

below represent everyone in the travel party.

e Summer visitors were fairly evenly split between males (52 percent) and females (48 percent).

e The average age of summer visitors was 52 years, including 56 years among non-Alaska visitors and 44

years among Alaska residents.

Respondents were also asked whether they had children in their household (not necessarily in their traveling

party) and whether they themselves were retired or semi-retired.

e Nearly one-quarter (23 percent) of summer respondents reported children in their household. This

percentage was much higher among Alaska residents (52 percent, compared to 10 percent of non-

Alaska residents).

e Nearly one-half (48 percent) of summer respondents were retired or semi-retired, including 10 percent

of non-Alaska residents and 28 percent of Alaska residents.

Gender, Age, and Retirement Status (%)

Total

Visitors
n=415

SUMMER
Non-
Residents
n=327

Alaska
Residents
n=88

WINTER
n=104

Gender (Combined)
Male
Female
Age (Combined)
Under 18
18-24
25-34
35-44
45-54
55-64
65 and older
Average age
Children in household
Retired/Semi-retired

52
48

11
12
12
23
29
52 yrs
23
48

54
46

10

29
38
56 yrs
10
58

50
50

19

14
19
16
14
15
44 yrs
52
28

68
32

10
55
15
10

35 yrs
12
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e Average party size of summer respondents was 2.6 people, including 2.4 percent among non-Alaska
residents and 3.1 people among Alaska residents. Party size was defined as those with whom the
respondent was sharing travel expenses.

e Respondents were also asked for their group size, which was the number of friends/relatives the
respondent was traveling with, regardless of travel expenses. Average group size was 4.4 people, and
was consistent among both Alaska residents and non-Alaska residents.

Party and Group Size (%)

SUMMER
Total Non- Alaska
Visitors Residents Residents WINTER
n=415 n=327 n=88 n=104

Party Size
(Sharing Expenses)

1 person 11 10 11 26

2 people 59 70 33 41

3 people 11 5 25 12

4 people 9 6 15 9

5 people 5 3 9 5

6+ people 6 5 7 8

Average party size 2.6 people 2.4 people 3.1 people 2.6 people
Group Size

1 person 7 7 6 15

2 people 50 61 28 36

3 people 11 5 23 13

4 people 12 11 15 10

5 people 6 4 10 4

6+ people 15 13 18 23

Average group size 4.4 people 4.4 people 4.4 people 3.8 people
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e A majority of summer visitors (53 percent) had attained at least a bachelor's degree, including 24
percent who had attained a higher degree.

e Winter respondents reported a higher rate of achieving a bachelor’s or higher, at 69 percent.

e Summer respondents reported an average income of $106,000, with non-residents and residents
reporting similar averages ($104,000 and $110,000, respectively).

e  Winter respondents reported an average income of $97,000.

Education and Household Income (%)

SUMMER
Total Non- Alaska
Visitors Residents Residents WINTER
n=415 n=327 n=88 n=100
Highest Education Attained
Grade 11 or less 1 2 - -
High school graduate/GED 18 18 20 4
Associate/technical degree 8 8 9 5
Some college 13 11 19 19
Graduated from college 29 27 33 37
Masters/Doctorate 24 28 17 32
Don't know 2 2 - -
Declined 4 5 2 4
Household Income

Less than $25,000 2 2 1 9
$25,001-$50,000 6 7 6 16
$50,001-$75,000 16 16 18 14
$75,001-$100,000 17 16 18 16
$100,001-$125,000 12 10 16 9
$125,001-$150,000 9 8 12

$150,001-$200,000 7 6 8 4
More than $200,000 7 6 7 13
Average income $106,000 $104,000 $110,000 $97,000
Don't know 4 5 2 8
Declined 20 23 13 8
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Appendix

Trip Planning by Gender and Age, Summer Visitors

Used Internet/Apps to Plan or Book Valdez Area Trip (%)

AGE GENDER
18-34 yrs 35-54 yrs 55+ yrs Male Female
n=58 n=102 n=234 n=274 n=138
Used internet 57 54 52 | 50 57
Did not use internet 43 46 48 ‘ 49 43
Don't know - - <1 ‘ 1 <1

Websites/Apps Used to Plan Valdez Area Trip (Top 10)
(Base: Used Internet) (%)

AGE GENDER
18-34 yrs 35-54 yrs 55+ yrs Male Female
n=36 n=66 n=134 n=158 n=85

Google 33 63 55 49 54
AMHS 20 7 8 8 14
Trip Advisor 11 6 11 8 13
Yelp 10 4 - 2

Valdez.org 7 18 11 13 9
Travelalaska.com 7 9 10 6 13
Instagram 5 <1 3 3
Facebook 5 6 8 3
Alaska App - <1 2 6
Booking.com - 1 3 1

Additional Sources Used to Plan Valdez Trip,
Before Trip (Top 10, Besides Internet and Travel Agent) (%)

AGE GENDER
18-34 yrs 35-54 yrs 55+ yrs Male Female
n=58 n=101 n=234 n=274 n=137

Brochures 15 18 36 24 34
Prior experience 28 33 23 30 23
Milepost 15 18 33 27 26
Friends/family/ 33 26 22 23 28
co-workers
Other travel guides/ 17 6 17 13 15
books
North to Alaska guide - 5 14 7 12
Magazine/newspaper/ 10 6 10 5 15
v
Valdez Visitor's Guide 8 4 14
Valdez CVB 5 9
AAA <1 4
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Comparative Satisfaction Ratings

e The table on the following page was provided in response to community members’ request for context
for satisfaction ratings in this study. The data is summarized from AVSP VI, conducted by McDowell
Group in 2011 on behalf of the State of Alaska.

e Discussion is provided in the Executive Summary.
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AVSP VI, Satisfaction Ratings Southcentral Communities (%), Summer 2011
South-

All Visitors Anchorage Seward Whittier Talkeetna
central
Value for the money, compared to other destinations
Much better 13 12 11 12 10 12
Better 24 24 24 22 25 21
About the same 50 48 48 49 49 49

Percent "very satisfied” and average (Scale: 1 = very dissatisfied, 5 = very satisfied)
Overall exper. in Alaska 71 4.7 72 47 72 47 75 47 71 4.7 74 47
Friendliness of residents 69 4.6 69 4.6 69 4.6 72 4.7 68 4.6 71 4.7

Sightseeing 67 46 69 47 69 4.7 71 47 69 47 73 47
Tours and activities 63 46 64 4.6 64 46 66 4.6 60 45 66 4.6
Wildlife viewing 55 4.4 57 4.4 57 44 60 45 54 43 58 4.4
Accommodations 53 4.4 50 4.4 49 44 48 44 51 44 47 4.4
Visitor info. services 52 44 53 4.4 53 44 55 4.4 50 44 56 45
Jransportation within. 47 44 50 44 S0 44 54 44 53 45 57 45
Restaurants 37 42 37 4.2 37 42 34 41 36 42 36 4.2
Value for the money 32 40 29 40 29 40 28 3.9 28 40 28 3.9
Shopping 29 4.0 29 4.0 29 40 31 4.0 29 4.0 31 4.0
Alnska i not fve yours 38 42 43 35 31 29
Sgliin:tlrln a Homer r\,l?llar;flra/ Girdwood Valdez
Value for the money, compared to other destinations
Much better 12 11 12 12 10
Better 23 22 23 22 22
About the same 47 46 46 48 45
Percent "very satisfied” and average (Scale: 1 = very dissatisfied, 5 = very satisfied)
Overall exper. in Alaska 72 4.7 72 47 74 4.7 73 4.7 73 4.7
Sightseeing 71 47 69 4.7 72 47 75 4.7 69 47
Friendliness of residents 65 46 68 46 68 46 65 46 64 46
Tours and activities 63 45 61 45 64 4.6 63 46 57 45
Wildlife viewing 59 4.5 59 45 60 4.5 60 45 65 4.6
Visitor info. services 51 44 55 45 58 45 53 44 53 45
Accommodations 48 44 46 43 47 43 47 43 33 4.2
Jransportation within 44 43 44 43 47 43 51 43 44 43
Restaurants 33 41 33 41 36 4.2 40 42 22 4.0
Value for the money 26 39 29 39 30 3.9 25 38 25 38
Shopping 23 39 27 40 31 41 26 40 21 39
5 om  om o m
Very likely to return to 52 47 52 50 41

Alaska in next five years
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