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LAND TRAVELERS
HAVE DISCOVERED
HOMER




KPB 2021 ECONOMIC RECOVERY

Taxable Sales, Percent Change 2021 /2019
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NEW HOMERALASKA.ORG WEBSITE




BOOK DIRECT RESERVATION TOOL




BOOK DIRECT RESERVATION TOOL

7,069 Searches . 2,274 referrals

3.82 days,
Average length
of stay

.



BOOK DIRECT RESERVATION TOOL
TOP U.S. STATES

Alaska 24.2%

California 21.98%

North Carolina 10.51%

Wisconsin 4.78%




INTERACTIVE MAP FOR HOMER
NEIGHBORHOODS




1.Reach out to Alaska residents in the Anchorage
metro area and across the Kenai Peninsula to draw
them to Homer promoting our events and summer
activities.

2.Connect with people outside of Alaska who were
looking for last minute travel plans to more COVID
friendly destinations.

3.Create interest among travelers making plans for
their 2022 vacations.

4.Invest in marketing tools that we can use long-
term.




RAN RADIO ADS AND USED DIGITAL MEDIA ADS IN ANCHORAGE
AND KENAI/SOLDOTNA AREAS.

RAN NATIONAL RADIO ADS TARGETING HIGH POTENTIAL
TRAVELERS

PLACED PRINT ADS IN NEWSPAPERS AND MAGAZINES SUCH AS
FISH ALASKA AND EDIBLE ALASKA

HIRED A SOCIAL MEDIA CONSULTANT TO BUILD OUT OUR
FACEBOOK AND INSTAGRAM PAGES

EXPANDED OUR ADVERTISING PARTNERSHIP WITH ATIA AND
THEIR TRAVEL ALASKA WEBSITE

ADDED MORE TOOLS TO OUR WEBSITE SUCH AS MAPPING
APPS AND DIRECT RESERVATION TOOLS

ADDED MORE IMAGES AND CONTENT FOR OUR NEW HOMER
VISITOR GUIDE/MAGAZINE

CREATED A TOURISM VIDEO THAT WILL BE FEATURED ON ALL
OUR MARKETING PLATFORMS

PURCHASED A TV MONITOR AND SOFTWARE FOR THE HOMER
AIRPORT TO DISPLAY CITY & VISITOR INFORMATION,
PROMOTE OUR LOCAL EVENTS AND SHOWCASE OUR LOCAL
BUSINESSES




WEBSITE USERS WERE UP 74%, PAGE VIEWS WERE UP 16%

WEBSITE VISITORS FROM THE ANCHORAGE AREA WERE
10% OF TOTAL VISITORS BEFORE THIS EFFORT, AND WERE
AT 26% BY THE END OF AUGUST

DIGITAL ADVERTISING GENERATED OVER 5 MILLION
IMPRESSIONS

FACEBOOK GENERATED 775,231 IMPRESSIONS (+44%) AND
72,453 ENGAGEMENTS (+28%)

INSTAGRAM GENERATED 391,386 IMPRESSIONS
(+6,516%) AND 17,574 ENGAGEMENTS (+585,700%

TRAFFIC TO OUR MAIN VISITOR CENTER WAS BACK TO
2019 LEVELS AND OUR VOLUNTEERS SPENT MUCH OF
THEIR TIME HELPING WITH LAST MINUTE
ACCOMMODATION AND ACTIVITY PLANS.
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In 2021 Over

of Homer Bucks Were
Circulated in the Homer
Economy







INTEREST IN PURE LEISURE TRAVEL GREW
T0 69.2%

OVER 30% MORE AMERICANS EXPECT TO
TAKE LEISURE TRIPS THIS YEAR THAN IN
2021

AMERICAN TRAVELERS SAY THEY WILL
PRIORITIZE HAVING FUNAT 75.8%, OVER
RELAXING, FINDING HAPPINESS AND
ESCAPING STRESS

ATIA INDUSTRY OUTLOOK PRESENTATION







HOMER VISITOR GUIDE &
MAGAZINE

UPGRADED COVER AND INSIDE PAPER STOCK

REDESIGNED GUIDE USING MORE IMAGES AND
LESS COPY.

GOAL IS TO SHOW MORE OF THE ACTIVITIES YOU
CAN FIND IN HOMER IN ADDITION TO OUR WORLD
CLASS FISHING.

WILL FEATURE THE HOMER NEIGHBORHOODS

DIGITAL VERSION WILL BE ADDED TO THE
WEBSITE WITH BUSINESS HYPERLINKS




HOMER
VISITOR
GUIDE &
- MAGAZINE
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HOMER TOURISM VIDEO
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