
Marketing: ATIA administers Alaska’s statewide tourism marketing program and manages a  
cooperative marketing program to leverage public funds, increase business outreach to qual-
ified customers national and internationally. The $9 million marketing program, supported by 
state and private funds, includes the Official State Vacation Planner, travelalaska.com, digital 
advertising, public relations, and travel trade. The cooperative marketing program is available to 
ATIA members and non-members alike. And, every dollar spent on tourism marketing generates 
$58 in visitor spending, $21 in income for Alaska residents, and $2.84 in state and local taxes.

Tourism Works for Alaska
Tourism is Alaska’s second-largest industry  

with visitation growing year-over-year since 2010.
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* Does not include transportation

Tourism contributed more than  
$126 million to the State’s general fund in 2017

Sources: Alaska Visitor Statistics Program VII, McDowell Group, 2016; Alaska Visitor Volume Report Fall/Winter 2015-2016, 2016-17, and 2017-18,  
McDowell Group, August 2018; Alaska Visitor Volume Report, Summer 2018, McDowell Group, February 2019.




