
Alaska 2022-2023                             
Tourism Impact Model
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EXECUT IVE  SUMMARY

Alaska’s tourism industry is experiencing a steady rebound from the COVID-19 pandemic and continues to be a 
major economic driver in the state. The Alaska Travel Industry Association’s Tourism Impact Report represents travel in 
summer 2022 and winter 2022/23 and serves as baseline research to demonstrate where Alaska was positioned 
immediately following the COVID-19 pandemic. 

Data was collected between May 2022 – April 2023 (summer 2022 and winter 2022/23) and resulted in the 
following highlights:

• In the full year, Alaska saw 2.7 million visitors who spent an average of 8.5 nights in the state.
• Alaska’s visitors directly spent approximately $3.9 billion in the state, with a total economic impact of $5.6 

billion. 
• Alaska’s travel industry supported 43,661 jobs.
• The Inside Passage remains the most visited region in the state, seeing 67 percent of travelers, while 

Southcentral was the second most visited region with 50 percent of travelers.
• 74 percent of travelers were very satisfied with their vacation.

Knowing that 2022 was not a typical travel year, this research will allow ATIA to build on this foundational 
knowledge coming out of the pandemic. Key factors that played into the overall recovery during the study’s 
timeframe included:

• Alaska’s cruise industry rebounded strongly and continues to show signs of even more growth.
• Independent travel continued to contribute to the state’s tourism recovery.
• Due to ongoing travel restrictions, Alaska’s international travel market rebound was slowed. 

This study is only one piece of ATIA’s data matrix and is part of a larger picture the organization is analyzing as it 
continues to plan for the future of Alaska’s tourism industry.
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RESEARCH OBJECT IVES

This report presents the findings of the 2022-2023 Tourism Impact Modeling for Alaska, 

conducted by Destination Analysts on behalf of the Alaska Travel Industry Association. The 

2022-2023 Visitor Profile study of travelers to Alaska was conducted with a primary 

objective of collecting data to calculate Alaska visitor volume and spending estimates by 

region and segment.
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The three components of the 2022-2023 Visitor Profile study included:

1. Intercept survey of visitors to Alaska, collected monthly. Intercept sites included 

Anchorage, Denali, Fairbanks, Juneau, Kenai Peninsula, and Cordova.

2. Online panel survey of U.S. travelers who visited Alaska.

3. Online survey of Alaska Travel Industry Association partners’ owned audiences who 

visited Alaska.

A total of 4,256 surveys were collected for travel between May 2022 – April 2023. This 

include 1, 900 intercept surveys, 1,190 panel surveys, and 1,166 partner surveys. 

Participants were age 18+ and must have resided outside Alaska. Results were weighted 

by the volume estimates, as well as origin and destination markets using geolocation data.

RESEARCH METHODOLOGY
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TOURISM IMPACT MODEL
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TOURISM IMPACT MODEL Ov e r v i e w

1. Visitor data collected 2. Secondary data sources 
analyzed

3. Primary and Secondary 
data combined and 

processed

4. Visitor volume modeled 
by traveler type

5. Travel Party Trip 
spending used to estimate 

Direct Visitor Spending

6. IMPLAN model used to 
estimate Total Economic 

Impact

The following process was implemented to develop the 2022-2023 Tourism Impact Model for Alaska:
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TOURISM IMPACT MODEL Da t a  S o u r c e s

Visitor 
behavior

Lodging 
Type

Length of 
Stay

Travel 
Party Size

Spending 
In-Market

Visitor 
Data

Cruise 
Volume

Round-
Trip/Cross 
Gulf

Seasonality

CLIA 
Data

Hotel 
Occupancy

Hotel ADR

Seasonality

STR 
Data Input 

Output 
Model

Total 
Economic 
Impact

Taxes 
Generated
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IMPLAN
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92022-2023 TOURISM IMPACT S umm a r y

Summer
(May – Oct 22)

Winter
(Nov 22 – Apr 23)

Full Year

Visitor Volume 2,081,624 642,556 2,724,180

Visitor Days 17,856,660 4,609,186 22,465,847

Direct Spending $3,091,178,109 $809,251,132 $3,905,573,498

Total Economic Impact $4,442,788,581 $1,186,148,040 $5,632,356,465



102022-2023 TOURISM IMPACT Ye a r -O v e r -Y e a r  C o m p a r i s o n

Summer 2006 Summer 2011 Summer 2016 Summer 2022

Visitor Volume 1,714,100 1,556,800 1,857,500 2,081,624

Average Trip Spending $934 $941 $1,057 $1,485

Total Direct Spending $1.52 Billion $1.51 Billion $1.97 Billion $3.09 Billion



112022-2023 TOURISM IMPACT

2022

Direct Tourism Jobs 43,661 

Total Payroll $1.4 Billion
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132022-2023 TOURISM IMPACT V i s i t o r  V o l u m e  By  S e g m e n t

Round-Trip 
Cruise, 

840,380, 
31%

Cross-Gulf 
Cruise, 

326,814, 
12%

Hotel/Motel
/Lodge/B&B
, 1,113,866, 

41%

Camping / 
RV, 

183,637, 
7%

Other 
Overnight, 
251,577, 

9%

Total Volume

Round-Trip 
Cruise, 

840,380, 
41%

Cross-Gulf 
Cruise, 

326,814, 
16%

Hotel/Motel
/Lodge/B&B
, 580,545, 

28%

Camping / 
RV, 

175,655, 
8%

Other 
Overnight, 
150,323, 

7%

Summer Volume May-Oct

Hotel/Motel
/Lodge/B&B
, 533,320, 

83%

Camping / 
RV, 7,981, 

1%

Other 
Overnight, 
101,255, 

16%

Winter Volume Nov-Apr

2,724,180 2,081,624 642,556



14SUMMER REGION VOLUME H i s t o r i c  C o m p a r i s o n
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South 
Central, 

409,745, 
46%

Inside 
Passage, 
137,482, 

16%

Interior, 
277,942, 

31%

Southwest, 
47,876, 5%

Arctic, 
16,556, 2%

Winter Nov - Apr

2022-2023 TOURISM IMPACT V i s i t o r  V o l u m e  By  R e g i o n

South 
Central, 

1,469,463, 
37%

Inside 
Passage, 

1,469,706, 
37%

Interior, 
860,690, 

22%

Southwest, 
135,550, 

3%

Arctic, 
55,499, 1%

Total

South 
Central, 

1,059,718, 
34%

Inside 
Passage, 

1,332,224, 
43%

Interior, 
582,748, 

19%

Southwest, 
87,674, 3%

Arctic, 
38,943, 1%

Summer May-Oct
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$511,426,633
$545,691,397

$618,729,916
$654,935,189

$529,967,138

$255,260,645

$137,301,305
$144,537,671

$96,014,204
$100,979,683

$162,294,028

$171,328,467
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172022-2023 TOURISM IMPACT D i r e c t  S p e n d i n g  By  S e g m e n t

Round-Trip 
Cruise, 

$572,334,9
75, 15%

Cross-Gulf 
Cruise, 

$479,520,5
85, 12%

Hotel/Motel/Lodge/B&B, 
$1,842,007,902, 47%

Camping / 
RV, 

$534,273,9
77, 14%

Other 
Overnight, 

$477,436,0
59, 12%

Total Direct Spend

Round-Trip 
Cruise, 

$572,334,9
75, 19%

Cross-Gulf 
Cruise, 

$479,520,5
85, 15%

Hotel/Motel/Lodge/B&B, 
$1,161,423,451, 38%

Camping / 
RV, 

$526,805,6
44, 17%

Other 
Overnight, 

$351,093,4
53, 11%

Summer May-Oct

Hotel/Motel/Lodge/B&B, 
$675,440,194, 83%

Camping / 
RV, 

$7,468,333, 
1%

Other 
Overnight, 

$126,342,6
05, 16%

Winter Nov-Apr

$3.91 Billion $3.09 Billion $809.2 Million
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South 
Central, 

$372,193,6
06, 46%

Inside 
Passage, 

$125,020,1
72, 16%

Interior, $253,494,494, 
31%

Southwest, 
$43,528,23

3, 5%

Arctic, 
$15,014,62

7, 2%

Winter Nov-Apr

2022-2023 TOURISM IMPACT D i r e c t  S p e n d i n g  By  R e g i o n

South 
Central, 

$1,608,377,
615, 41%

Inside 
Passage, 

$1,036,488,
447, 27%

Interior, $943,852,060, 
24%

Southwest, 
$234,708,2

12, 6%

Arctic, 
$82,147,16

4, 2%

Total

South 
Central, 

$1,242,723,
891, 40%

Inside 
Passage, 

$890,143,6
29, 29%

Interior, $701,996,904, 
23%

Southwest, 
$189,735,6

24, 6%

Arctic, 
$66,578,06

1, 2%

Summer May-Oct
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2022-2023 TOURISM IMPACT T o t a l  E c o n o m i c  I m p a c t
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Induced effects reflect changes in 
local spending that result from income 
changes in the directly and indirectly 
affected industry sectors 

(e.g., impacts from wage 
expenditures; the subsequent round of 
spending in the local economy made 
by the households of the employees 
of companies that incur both direct 
and indirect expenditures).
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2022-2023 TOURISM IMPACT T o t a l  E c o n o m i c  I m p a c t

Direct Visitor Spending
The injection of money into the local economy that takes place 
when a visitor purchases any good or service inside Alaska

Indirect effects are changes in inter-industry 
transactions when supplying industries respond to 
increased demands from the directly affected industries
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APPENDIX: SECONDARY DATA
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170,976

237,180
265,043 278,468

191,032

24,495

0
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200,000
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HOTEL REPORTED DATA Se a s o n a l i t y
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$239
$249 $249

$189

$143 $136 $131 $132 $140 $145 $144

73.0%

85.8%
89.3% 88.1%

76.2%

64.7%

54.2% 51.6% 49.5%
56.9%

64.0% 63.6%
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40.0%
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$150

$200
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Hotel Seasonality
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Question: PER DAY, approximately how much will you spend on each of the following? Base: Total, 3,164 respondents. Trip spending for Cruise and Group visitors only reflects spending reported on land within the State of Alaska and thus is calculated based on reported last excursion days and 
spending on days reported pre/post cruise or group.

$934

$941

$1,057

$1,485

Per person per trip spend

2006
2011
2016
2022

Cruise

2006 2011 2016 2022

Average per person, per 
trip

$636 $632 $624 $874

SUMMER PER PERSON PER TRIP SPEND H i s t o r i c  C o m p a r i s o n
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SUMMER PER PERSON PER TRIP SPEND H i s t o r i c  C o m p a r i s o n

Lodging, $273, 
18%

Food and dining, 
$312, 21%

Shopping, $260, 
18%

Sightseeing, and 
entertainment, 
$256, 17%

Transportation 
and gas, $262, 

18%

Campgrounds, 
$34, 2%

Other, $88, 6%

2022 Summer Share of Wallet
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Question: What best describes the purpose of your trip to Alaska? Base: Total, 3,333 respondents.

82%

9%

5%

77%

14%

5%

79%

13%

5%

83%

10%

5%

Leisure or personal travel

Visiting friends/relatives

Business trip

2006
2011
2016
2022

SUMMER PRIMARY PURPOSE OF TRIP H i s t o r i c  C o m p a r i s o n
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Base: Total, 3,259 respondents.

9.1

9.2

9.2

8.5

Average length of stay in Alaska

2006
2011
2016
2022

Cruise

2006 2011 2016 2022

Average number of 
nights

8.1 8.5 8.4 7.5

SUMMER LENGTH OF STAY – NIGHTS H i s t o r i c  C o m p a r i s o n
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60%

42%

19%

12%

6%

2%

7%

56%

38%

19%

16%

5%

6%

3%

5%

57%

37%

15%

15%

3%

4%

6%

2%

4%

57%

33%

13%

10%

10%

6%

5%

4%

3%

1%

Cruise ship or boat

Hotel / Motel

Resort or lodge

With friends/family

Vacation rental(Airbnb, VRBO)

Cabin or yurt

Bed and breakfast

RV/motorhome/campervan/trailer

Tent (camping)

Other

2006

2011

2016

2022

Cruise

2016 2022

Cruise ship or boat 100% 100%

Hotel / Motel 25% 15%
Vacation rental (Airbnb, 
VRBO) <1% 3%

With friends/ family <1% 1%

Resort or lodge 12% 9%

Cabin or yurt - 1%

Bed and breakfast 1% 2%
RV/ motorhome/ 
campervan/ trailer <1% 1%

Tent (camping) <1% 1%

Other <1% 0%

Question: What types of lodging did you/will you stay in on this trip? Select all that apply. Base: Total, 3,328 respondents.

SUMMER ACCOMMODATION TYPE H i s t o r i c  C o m p a r i s o n



31

Question: How many nights did you stay/are you staying in each region on this trip? Base: Total, 3,259 respondents.

71%

56%

33%

3%

3%

68%

56%

33%

4%

2%

67%

52%

29%

4%

2%

67%

50%

25%

7%

4%

Inside Passage / Southeast

South Central

Interior

Southwest

Arctic

2006
2011
2016
2022

Cruise

2006 2011 2016 2022

Inside 
Passage 99% 99% 100% 100%

South Central 42% 41% 34% 27%

Interior 27% 30% 21% 10%

Southwest 1% 2% 1% 2%

Arctic 1% 1% < 1% 1%

SUMMER AREAS VISITED H i s t o r i c  C o m p a r i s o n
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63%

53%

53%

50%

21%

24%

61%

58%

49%

49%

22%

21%

61%

58%

48%

47%

23%

17%

61%

59%

48%

47%

20%

18%

Juneau

Ketchikan

Skagway

Anchorage

Seward

Fairbanks

2006
2011
2016
2022

Question: What areas have you visited/are you planning to visit on this trip? Select all that apply. Base: Total, 3,328 respondents.

SUMMER AREAS VISITED H i s t o r i c  C o m p a r i s o n
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Question: How satisfied are you with… Base: Total, 3,293 respondents.

70%

27%

2%

1%

0%

71%

27%

2%

0%

0%

75%

23%

2%

1%

0%

74%

20%

2%

1%

1%

Very satisfied

Satisfied

Neutral

Dissatisfied

Very dissatisfied

2006
2011
2016
2022

SUMMER SATISFACTION – OVERALL TRIP H i s t o r i c  C o m p a r i s o n
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FIRST TIME VS REPEAT VISITATION (SUMMER)

Question:  Is this your first visit to Alaska as an adult (after age 18)? Base: Intercept, 1,295 respondents.
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SUMMER FIRST TIME VS REPEAT VISITATION H i s t o r i c  C o m p a r i s o n
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