


HALF YEAR IN REVIEW:
• 2016 VALDEZ VACATION GUIDE 

• 2015 VS 2016 YEAR TO DATE STATS.

• SUMMER & WINTER TOURISM MARKETING 

• AK TOURISM MARKETING FOR ALL – NOT JUST VALDEZ

• WHAT’S UNDER DEVELOPMENT FOR 2017

• 2017 VACATION GUIDE PREVIEW



2016 VALDEZ 
VACATION GUIDE

RUNS OUT AT 90,000 
COPIES

PRINTED IN DECEMBER 2015
REPRINTED 10,000 JULY 2016 

TOTAL 2016 GUIDES 100,000

2017 GUIDE 100,000 COPIES
STREET DATE OCTOBER 1 2016 



YEAR TO DATE 2015 VS YEAR TO DATE 2016
VISITOR TRAFFIC UP BY 69.10%

HOT SPOTS: ANCHORAGE; 
FAIRBANKS; WASHINGTON; 
OREGON; CALIFORNIA; 
COLORADO;TEXAS; MINNESOTA; 
MICHIGAN; SWITZERLAND; 
FRANCE; CANADA; GERMANY; 
SPAIN; AUSTRALIA; U.K. & ITALY

VACATION GUIDE DISTRIBUTION 
UP BY 647%

HOT SPOTS: TEXAS; NEW YORK (99 
VS 333); CALIFORNIA; FLORIDA; 
MICHIGAN; AUSTRALIA; CANADA; 
GERMANY; SPAIN & U.K.



VISITOR TRAFFIC IN REVIEW:
GROWTH; DECLINE; FUTURE TARGETS.

TOP GROWTH MARKETS:
EAST COAST 15% 
CHINA 15.4%
FRANCE 18% 
COLORADO & GERMANY 20% 
SPAIN 46% 
ITALY 84 %
OREGON 91% 
JAPAN 216%

2016 TARGETTED
OREGON
EAST COAST started in 2015
CALIFORNIA
CHINA started in 2015

2017 TARGET
COLORADO
OREGON
EAST COAST 
CALIFORNIA
AUSTRALIA

2017 INTERNATIONAL TARGET
CANADA

2018: ASIA & EUROPE

MARKET DECREASE: 
FLORIDA 2%
MONTANA 20%
INDIANA 50%
CANADA 12%

2018 TARGET
COLORADO
TEXAS
EAST COAST / CHICAGO?
CALIFORNIA

ALASKA INCLUDED IN 
ALL TARGET 
MARKETING
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EPIC CONTENT BRANDING RESULT “VIDEO”

15.7k REACH MARCH

BY AUGUST 14TH 404,000 Reach



WINTER TOURISM MARKETING – ORGANIC “UNOFFICIAL NETWORKS” 



WINTER CAMPAIGNS
Matador 
Network 
Content 
Branding 

Campaigns

Journalist via 
VCVB PR Firm



SUMMER CAMPAIGNS

Matador 
Network 
Content 
Branding 

Campaigns

Journalist via 
VCVB PR Firm



SUMMER CAMPAIGNS
Matador Network 

Content Branding Results



CHANGING THE WAY WE ENGAGE JOURNALISTS

• WORKING DIRECTLY WITH VCVB PR FIRM
• REACHING 240 JOURNALIST DIRECTLY EACH 

QUARTER
• MAINTAINING A DATABASE OF JOURNALIST
• PRODUCING A MEDIA ENEWS EACH QUARTER 

jointly in partnership with Business Members.
• UTILISING JOURNALISTS ACROSS CAMPAIGNS 

(example: Matador Network)



12,549 REACH - CAME FROM THE VCVB 
QTR MEDIA ENEWS BLAST

UNAIDED – 4,357 
REACH





NEW HASH TAGS. 
#TravelStoke #Stoked #wild #epic

Instagram winter 
ramp up August 2016





NEW SOCIAL MEDIA & CONTENT MARKETING APP SITE. LIVE FEED CHAT - VERSY

NEW VALDEZ BLOG UNDER DEVELOPMENT (In-house)
Coming Soon!



THIS IS HOW 
WE DO IT:

2016/2017 
EDITORIAL 
CALENDAR 

AUGUST 2016 WINTER 100% EVENTS

SEPTEMBER WINTER 100% EVENTS

OCTOBER WINTER 100% EVENTS

NOVEMBER WINTER 50% + SUMMER 50% EVENTS

DECEMBER WINTER 50% + SUMMER 50% EVENTS

JANUARY 2017 WINTER 50% + SUMMER 50% EVENTS

FEBRUARY WINTER 20% + SUMMER 80% EVENTS

MARCH WINTER 10% + SUMMER 90% EVENTS

APRIL SUMMER 100% EVENTS

MAY SUMMER 100% EVENTS

JUNE SUMMER 100% EVENTS

JULY SUMMER 100% EVENTS

Vacation 
planning time -
National

State



STATE OF ALASKA TOURISM SERIOUS BUDGET CUTS
• CUTS STATE OF ALASKA VACATION PLANNER (500,000 copies)
• CUTS LEAD PROGRAM – CARD INSIDE STATE PLANNER 
• CUTS YUKON & CANADA PRINT 
• CUTS ALL TELEVISION CAMPAIGNS
• CUTS ALL INTERNATIONAL CAMPAIGNS
• CUTS INTERNATIONAL SALES MISSIONS
• CUTS FAM TOURS
• CUTS SHOWS BOTH CONSUMER & TRADE (KEPT IPW)
• AND MORE CUTS “POTENTIALLY” TO COME.

WHERE DOES THAT LEAVE VALDEZ & OTHER COMMUNITIES WITHIN ALASKA?  
WE ARE ALL ON OUR OWN TO FEND FOR OURSELVES.

NEW PROGRAMS NEED TO BE DEVELOPED AND INTRODUCED BY ALL VISITOR 
BUREAUS IN ORDER TO COMPETE IN THE STATE, NATIONAL AND INTERNATIONAL 

MARKETPLACE FOR VISITOR SHARE.

Future Outlook:
State to further develop website 
TravelAlaska.com Evolving more into an online 
presence for Visitors.
More information to come in…..



2017/18 VCVB 
NEW PROGRAM 
DEVELOPMENT

FUNDING DEPENDANT



What is the plan for 2017, with the State cutting major programs.

1. 12 monthly 3-5 minute Webisodes featuring Valdez in reality. 
2. 2-4 30 second Commercial teasers for distribution.
3. New App 2017.
4. Continue Media (Journalists) development.
5. Incorporate more Social Media distribution.
6. Reach central coast Consumers directly though travel shows.
7. Reach more trade International buyers & attend new Winter International Show
8. Ongoing development of Guide and website.
9. Ongoing development of 50 Fun Things to do in Valdez Flipbook product.
10.Seek out new marketing product for development.



WEBISODES - 12 
Series/episodes.
CASTING CALL FOR LOCAL 
COMMUNITY MEMBERS.
2 WILL BE SELECTED.
Distribution via YouTube, Vimeo, 
Matador Network current 
campaigns, Social Media.
NATIONAL & INTERNATIONAL

The average American watches nearly five 
hours of video each day. They are shifting to 
new technologies and devices that make it 

easier for them to watch the content they want 
whenever and wherever is most convenient for 
them. As such, the definition of the traditional 

TV home  is evolving. 
The data released by The Nielsen Company.



SEASONAL TEASERS
Commercial
Promotional commercial teasers. Shot to brief.
• Distribution via YouTube, Vimeo, Matador Network current 

campaigns, Social Media.
• Trade & Consumer Shows – Thumb Drives/DVD’s
• Available for Visitors & Valdez Community at the Center – take 

home, share/spread the word.



VALDEZ NEW APP COMING IN 2017



DIRECT BUSINESS LEAD GENERATOR

CONSUMER MARKETING & BUSINESS LEAD GENERATOR

REQUEST A 
VACATION 
GUIDE

VCVB WEBSITE
LEAD 

GENERATOR 
PROGRAMS 



VCVB VISUAL CONTENT MARKETING 
& 

ADVERTISING STRATEGY

1.Strengthen brand identity and top-of-mind awareness; 
2.Select cost-effective media (print & online); 
3.Encourage residents to participate in digital campaigns;
4.Increase Adventure Corridor marketing products;
5.Continue to measure effectiveness, efficiency and track trends;
6.Drive traffic to valdezalaska.org - increase demand on Guide.



YOUR SNEAK PEAK AT THE

2017 VALDEZ VACATION GUIDE 

FRONT COVER





PHOTOGRAPHS USED FOR THIS PRESENTATION WERE FROM
ALASKA PHOTOGRAPHY CO.& GARY MINISH PHOTOGRAPHY –

LOCAL VALDEZ BUSINESS MEMBERS OF THE VCVB.

THANK YOU!
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