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INTRODUCTION AND METHODOLOGY

Introduction

Carcross/Tagish First Nations has been exploring the concept of a four-star resort
and cultural center based in the Carcross area for several years. The cultural center
will incorporate exhibits and information about First Nations culture, gold-rush
history, and cotemporary lifestyle of Carcross-area residents. The Cultural Center
will be a key attraction in drawing interest and visitation to the entire community of
Carcross – not only to the new attraction.

In order to get an updated assessment of the market potential for the cultural center,
Four Mountains Resort and Cultural Centre contracted with the McDowell Group to
conduct a market demand assessment. The research conducted for this market
assessment was focused primarily on traditional Alaska and Yukon summer tourism
markets such as cruise passengers, highway travelers, motorcoach tour operators,
and other package tours. Based on executive interviews and case studies, the project
team also provided market demand estimates for the Cultural Center among Yukon
residents, Alaska residents, winter visitors, convention attendees, and new markets.

This report contains a lengthy discussion of the cruise market. The market demand
analysis was conducted at the same time as that for the Four Mountains Resort.
Instead of presenting duplicate information in the reports, the cruise market analysis
is presented in-depth in this report only.

The McDowell Group is an Alaska-based research and consulting firm with offices in
Juneau and Anchorage. The company has extensive experience in the visitor
industry, particularly in projects for Alaska Native corporations and organizations.

Methodology

The McDowell Group study team reviewed a number of documents to become
familiar with the Four Mountains Cultural Center project including: the Four
Mountains Resort Research Summary (from TAMS survey), Carcross/Tagish First
Nation Museum Business Plan, the Arup Datta Architects draft report, Phase Two
Planning and Research, interview notes from EagleCliff Hospitality Limited’s
Marketing Assessment, community profiles of Carcross and Tagish, and visitor
statistics published by the Yukon government’s Tourism and Culture office.

The study team interviewed a number of individuals qualified to speak about the
potential development, including cruise line representatives, Skagway-based tour
operators, Yukon-based tour operators, nationwide tour operators, and
representatives of the White Pass Yukon Route Railway, the Yukon Office of
Tourism and Culture, and the Yukon Convention Bureau.

Ten historical and cultural attractions in Alaska and the Yukon were profiled in
terms of location, type of attraction, admission price, and experience. Four of the
more relevant facilities were investigated in more depth, drawing from interviews
with facility managers as well as marketing materials.

The project team also reviewed McDowell Group’s extensive research library and
project archives for current information about the Alaska visitor market. Information
from the McDowell Group’s proprietary Alaska Travelers Survey visitor research
program was used to profile Alaska’s visitor industry. Tours and attractions that
feature Alaska Native history and culture were identified. In addition, Skagway
tours and excursions were analyzed in detail.
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ALASKA CRUISE INDUSTRY OVERVIEW

Market Growth and Trends

The Alaska cruise market has grown steadily for many years. Between 1991 and
1997, the market grew at an annual rate of 10 percent or more each year. By 1997, the
annual growth rate slowed to single digits, typically between 5 and 8 percent each
year.

In 2003, nearly 777,000 cruise passengers visited Alaska. The market was expected to
exceed 800,000 passengers, but two ships were cancelled prior to the season. A
Princess vessel under construction burned at the shipyard and World Explorer
Cruises was unable to locate a suitable vessel to charter for the summer season.

The following table reflects cruise passenger traffic to Alaska and specifically to
Skagway from 1996 to 2003. Passenger arrivals increased by nearly 70 percent during
this time period.

Cruise Passenger Arrivals In Alaska and Skagway
(1996 – 2003)

Year Alaska Skagway

1996 464,500 268,400

1997 524,800 435,600

1998 568,500 486,600

1999 596,000 515,000

2000 640,500 563,700

2001 690,700 610,100

2002 739,800 619,600

2003 777,000 628,000

Source: Cruise Line Agencies.

Industry projections indicate the Alaska cruise market is likely to grow between 5
and 10 percent annually through the next decade. A recent study conducted for the
City of Ketchikan predicted that cruise passenger demand would reach 1.3 million
passengers by 2015.1 This estimate reflects an average annual growth rate of 5
percent.

Emphasis On Tour Revenues

Tour participation in Alaska is extremely high compared to other cruise destinations.
Between 80 and 90 percent of all passengers purchase at least one tour through their
cruise line. Recent years have seen an increase in the demand for more active,
adventure-oriented tour options. In response, tour operators have created a wide
array of appealing adventure tours, including hiking on a glacier, dog sledding,
scuba diving, kayaking, canoeing, river rafting, and driving a Jeep on mountain
roads.

Tours sales vary significantly by cruise line. Sales are affected by a number of factors
including the emphasis placed by the cruise line on tours, the onboard passenger

                                                       
1 Port and Harbors Facility Development Plan, Phase I: Inventory and Needs Assessment Report, KPFF Consulting,
City of Ketchikan, 2003.
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profile, the length of time spent in each port, and the tour capacity provided to each
ship.

Alaska Cruise Market Profile

The following section includes data from the McDowell Group’s ongoing, propriety
research program: Alaska Travelers Survey . In addition to 2,000 surveys of
independent visitors at various locations throughout Alaska, over 1,500 cruise
visitors were surveyed at cruise ship docks in Ketchikan and Juneau and at the
Fairbanks and Anchorage airports.

Demographic Characteristics

Alaska cruise passengers are predominantly from the United States (84 percent). The
Western US is the largest market, representing one-third of all passengers, followed
by the South, Midwest, and the East. Canadians represent about one in ten
passengers.

Comparing passenger origin among the different cruise lines, Princess is stronger in
the Midwest market, while Holland America draws more passengers from the West.
Both Royal Caribbean and Celebrity capture a greater share of the Canadian market
when compared to other lines.

Alaska Cruise Passenger Origin
Alaska Travelers Survey, Cruise Passengers, Summer 2003

Total Princess HAL RCCL Celebrity NCL Carnival

Western US 34% 30% 42% 26% 26% 36% 43%

California 20 22 24 19 18 14 20

Washington 3 2 3 2 1 7 0

Southern US 26 28 21 28 24 32 19

Texas 6 9 4 6 7 9 0

Florida 5 4 4 4 6 7 5

Midwestern US 14 19 12 11 10 14 22

Eastern US 12 12 9 10 16 13 10

Canada 9 5 11 15 17 0 3

Other International 5 5 4 9 7 5 2

United Kingdom 2 2 1 1 1 5 0
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Cruise passengers tend to travel in 2-person parties; average party size is 2.6 people.
The average age of Alaska cruise passengers is 56 years. The average age among
cruise passengers continues to trend downward gradually. Over half of cruise
passengers have a college degree. Average household income is around $95,000.

Royal Caribbean passengers have the lowest average age at about 50 years old, while
Holland America passengers show the highest average age at about 60 years old.
Celebrity passengers earn the highest average income, followed by Royal Caribbean,
Carnival, Princess, Holland America and Norwegian Cruise Line.

Alaska Cruise Passenger Demographics
Alaska Travelers Survey, Cruise Passengers, Summer 2003

Total Princess HAL RCCL Celebrity NCL Carnival

Average party size 2.6 2.6 2.6 2.8 2.7 2.2 3.0

Gender (cumulative)

Male 43% 44% 43% 41% 43% 43% 44%

Female 57 56 57 59 57 57 56

Average age
(respondent)

57.5 56.3 61.4 53.2 57.1 58.9 53.9

Average age
(cumulative)

55.8 54.6 59.6 49.8 54.6 59.2 53.9

Education

Some high school 2% 2% 3% 1% 3% 0% 0%

High school grad 24 26 15 29 24 27 26

Vocational cert. 5 5 6 3 4 7 6

AA degree 12 15 11 12 4 14 15

College graduate 54 49 63 50 58 52 53

Bachelor’s 30 30 30 21 32 34 33

Master’s 19 14 26 18 21 16 17

Doctorate 5 4 6 10 6 2 3

Average household income

Mean income $95,400 $93,000 $92,400 $100,400 $105,800 $90,600 $93,300

Refused 17 17 18 14 18 16 18
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Alaska Travel Motives

It is important to understand what cruise visitors seek in an Alaska vacation.
According to a study conducted for the Alaska Travel Industry Association, motives
for traveling to Alaska are primarily scenic beauty, glaciers, wilderness and wildlife.2

The study included a nationwide telephone survey of adults identified as having
“high potential” to travel to Alaska.

Potential cruise passengers also express interest in historical and cultural
experiences. It is important to note that these experiences rank lower than the major
motives for visiting the state.

The table below shows interest levels in various tours and activities among potential
visitors who expressed a high level of interest in taking an Alaskan cruise.

Level of Interest in Alaskan Tours and Activities
(Percentage of Respondents Answering 5, 6, or 7 on a 1-7 Scale)

High Potential Alaska Travelers
Interested in an Alaska Cruise

Visiting Glacier Bay National Park 93%

Visiting Denali National Park 93

Seeing the glaciers and fjords 92

Riding the Alaska Railroad 91

Cruising the Inside Passage 91

Seeing wildlife in natural habitat 85

Dining on Alaska seafood 85

Sightseeing in Anchorage 83

Seeing Native villages 78

Meeting Native Alaskans 76

Learning Alaska’s natural history 74

Visiting museums 71

Shopping for gifts and souvenirs 71

Reliving the Klondike Gold Rush 65

Taking a guided safari 63

Staying at a wilderness lodge/cabin 57

Discovering Russian-American history 56

Traveling by bush plane 51

Fishing in Alaska waters 44

Hiking in wilderness areas 43

Source: Images of Alaska 2000, GMA Research Corporation.

                                                       
2 Images of Alaska 2000, GMA Research Corporation. Prepared for the Alaska Travel Industry Association,
January 2001.
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Trip Planning Behavior

Internet use among cruise passengers has increased dramatically to become the
leading source of trip planning information. The Internet is especially important for
cruise passengers who research and purchase tours in advance of their cruise.

Information Sources for Alaska Trip Planning
Alaska Travelers Survey, Cruise Passengers, Summer 2003

Total

Internet 61%

Travel agent 48

Friends/family 32

Cruise line 16

Brochures 13

Prior experience 11

AAA 10

Magazines 5

Travel shows 4

Guidebooks 3

Library 3

Newspaper 3

Alaska State Vacation Planner 2

CVB’s 2

Frommer’s 2

Other 8

None 2

Cruise passengers make the decision to travel to Alaska an average of seven months
ahead of time, and book their trip an average of five months ahead of time. Average
lead times for booking among cruise passengers are following an industry-wide
trend of shorter and shorter lead times for booking.
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Advance Time for Trip Decision and Booking
Alaska Travelers Survey, Cruise Passengers, Summer 2003

Total

How far in advance did you make the decision to come on
this trip to Alaska?

One to three months 30%

Four to six months 33

Seven to twelve months 32

Over one year 5

Average # months 6.7

How far in advance did you book your major travel
arrangements for this trip?

One to three months 38%

Four to six months 35

Seven to twelve months 26

Over one year 1

Average # months 5.1
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Tour Participation

The table below shows the percentage of cruise visitors that actually participated in
each type of tour during their Alaska vacation in 2003. The data presented is for all
large cruise ships in Alaska – not only those ships that called in Skagway.

Nearly 40 percent of all cruise passengers experienced at least one city/historical
tour. In the communities of Ketchikan and Sitka, the city tours include a substantial
emphasis on Alaska Native culture and history. In Juneau, the city/historical tour
focuses on Juneau’s gold rush history and natural attractions like the Mendenhall
Glacier. Alaska Native tours and attractions are discussed in more detail in the
following section of this report.

Cruise Passenger Tour Participation, 2003
Alaska Travelers Survey, Cruise Passengers, Summer 2003

All Cruise Visitors

White Pass/Yukon Route train 47%

City/historical tours 39

Glacier tours 29

Day cruises 27

Wildlife viewing tours 25

Native culture tours/activities 16

Museums/historical sites 14

Helicopter flightseeing 10

Tramway/gondola 10

Lumberjack show 10

Gold panning/gold mine tours 10

Small plane flightseeing 9

Salmon bake 9

Hiking/nature walk 8

City walking tours 6

Charter fishing 6

Rafting 4

Dog sledding 3

Kayaking 3

Canoeing 3

Bear viewing 3

Horseback riding 2

Bike tours 2

Other tours/excursions 9

Source: Alaska Travelers Survey, McDowell Group, Inc.  2003.
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Tour Purchasing

Cruise lines are placing increasing emphasis on selling tours and excursions to their
guests—primarily due to an increasing need to generate onboard revenue. In
addition, cruise passengers’ expectations and activity levels have increased. The
result is that over 100 tour options are available to Alaska cruise passengers. The
increase in the number of tour options, emphasis on cruise lines’ onboard revenues,
and changes in technology have all contributed to changes in the way passengers
research and purchase their tours. The following information is applicable to all
large cruise ships sailing in Alaska.

Approximately 60 to 90 days before their cruise departure date, passengers are sent
information about the tours offered through their cruise line. Several cruise lines
encourage passengers to reserve or pre-book tours prior to sailing. Pre-booking
ensures space on tours with limited space and allows the passengers to avoid tour
sales lines once on ship. Some cruise lines have become particularly effective in
selling tours in advance—especially Princess.

Several tour operators and travel agents have developed their own programs for
booking tours and shore excursions. Cruise passengers are typically sent a tour
booking form with a limited menu of tour options. In some cases, these tours are
sold through the cruise lines’ block. In other cases, these tours are arranged directly
between the tour operator or travel agent and local tour providers. This small, but
growing, trend allows the tour operator and/or travel agent to share in tour
commissions.

In addition, many cruise passengers research and book their own tours by contacting
local convention and visitor bureaus and tour operators via the Internet, phone, and
mail. In 2003, 29 percent of cruise passengers reported using the Internet to book a
portion of their Alaska trip; tours were the leading component booked through the
Internet.3

Once onboard their ship, passengers have several additional options for booking
tours. The Shore Excursion Office is typically located in a central location where
passengers can find shore excursion brochures, posters, videos, and tour booking
forms. In addition, shore excursion managers promote tour sales by offering
informational lectures and maintaining office hours while the ship is at sea to answer
passengers’ questions. To supplement this information, many ships also offer tour
information through the closed-circuit television programming available in guests’
cabins.

Once in port, shore excursion managers are accessible throughout the day, directing
passengers to their tours and responding to questions, weather cancellations, and
other issues. In addition, shore excursion managers continue to sell tours throughout
the day.

Many passengers purchase tours directly from tour vendors. They may be seeking
lower prices, a wider variety of tours, or be independence. Access to tour vendors
varies in each port and at each dock. In some Alaskan communities, tour vendor
booths are leased from the harbor department. In Ketchikan, the Visitors Bureau
leases tour space inside the centrally located Visitor Information Center.

Alaska Native Cultural Attractions in Southeast Alaska

Cruise passengers have many opportunities to experience Alaska Native culture
during their Inside Passage cruise. The following discussion is not

                                                       
3 Alaska Travelers Survey©, McDowell Group, 2003
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comprehensive—there are many additional smaller volume tours and attractions in
the region that feature Alaska Native culture.

Ketchikan has a strong emphasis on Alaska Native culture, offering visitors a variety
of cultural attractions. At the Totem Heritage Center, visitors learn about totem poles
and the role they play in traditional Native culture. The center houses a collection of
totem poles that were relocated from outlying village sites. The Southeast Discovery
Center is located within walking distance from cruise ships. The interpretive center
includes a collection of Native art, a recreated village site and a 20-minute
interpretive film about Southeast Alaska people and culture. Totem Bight State Park
is a waterfront park that includes trails, a clan house, and a collection of totem poles.
It is located about 20 minutes from downtown. Saxman Native Village offers visitors
a chance to watch Native artisans at work in the Village Carving Center. Visitors
watch the Cape Fox Dancers perform traditional dances and learn about Native
regalia and history. A large collection of totem poles is also available for viewing.

Alaska Native culture is also featured in many Sitka attractions. A centrally located
tribal clan house hosts Native dance performances and draws a large number of
visitors. The Isabel Miller Museum houses a collection of art and artifacts from the
area’s Tlingit, Russian and early American culture. Sheldon Jackson Museum has a
focus on Native artifacts. Harrigan Centennial Hall houses historical exhibits and a
Tlingit canoe. Sitka National Historic Park is a 107-acre park containing numerous
totem poles as well as battle sites. Totem Square is a park/plaza containing a totem
pole, Russian cannons, and historic ship anchors.

Haines also has several attractions that showcase its rich Native heritage. A Tlingit
clan house is located in the center of Fort Seward and has been used for Native
dance performances and storytelling. The Alaska Indian Arts carving center and
gallery provides an opportunity for visitors to watch and interact with local Native
artisans. Sheldon Museum and Cultural Center houses artifacts from the area’s
pioneer history and Native heritage.

A new cruise destination in 2004 will offer additional opportunities for passengers to
experience Native culture. Icy Strait Point is located just outside the Native village of
Hoonah and will feature a clan house and Native craft demonstrations, as well as
Native dancing and storytelling.

While Juneau has few tours or attractions that are specifically dedicated to Alaska
Native culture, many visitors learn about Tlingit history and culture while
experiencing other tours. Downtown Juneau is located where the Tlingit people had
their summer fish camps for hundreds of years. Passengers learn how the city
founders Joe Juneau and Richard Harris were led to gold by Chief Kowee in 1880,
drawing significant development from hard rock mining corporations. The Mt.
Roberts Tramway includes a free 20-minute interpretive film about the Tlingit
people. Tram conductors give a short welcome on the ride up the mountain, often
welcoming and thanking visitors in Tlingit. In addition, the Tramway emphasizes
Native art and culture through prominent display of totem poles, carvings, and
other hand-crafted items.

Skagway Cruise Market

In this section, the focus is narrowed on Skagway, the closest port of call to Carcross.
The section includes a discussion of the passenger expenditures, the cruise lines that
call in Skagway, tour offerings, and estimated cruise passenger participation.
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Cruise Passenger Expenditures in Skagway

Two recent sources of cruise passenger expenditures in Skagway are publicly
available. A report on the economic impact of the visitor industry in Skagway
estimated cruise passenger spending at $308 US per party and $123 US per person in
the summer of 1999.4 In an earlier study, the McDowell Group estimated that
Skagway cruise visitors spent $103 US per passenger in 1997.5

It is likely that cruise passenger expenditures have increased due to increased port
time, increased retail offerings, and increased tour prices. For comparison, cruise
passenger expenditures in the port of Juneau were estimated at $175 US per person
in 2003.6

Cruise Lines Calling in Skagway

Skagway captures about 80 percent of the Alaska cruise market, with all six major
lines including the port in at least one ship’s regular itinerary. Princess brings the
largest volume to Skagway, followed by Norwegian, Royal Caribbean, Holland
America, Celebrity and Carnival.

Skagway Cruise Volume by Cruise Line, 2003

Cruise Line Volume % of Total Market

Princess 187,700 29.9%

Norwegian 116,700 18.6

Royal Caribbean 101,600 16.2

Holland America 93,000 14.8

Celebrity 70,200 11.2

Carnival 40,800 6.5

Seven Seas Mariner 8,900 1.4

Crystal 7,400 1.2

Small ship lines 1,700 0.3

Total 628,000 100.0

Source: Cruise Line Agencies.

                                                       
4 Southeast Strategies and Dean Runyan Associates, Skagway Economic Impact Study, prepared for the City of
Skagway, February 2000.
5 McDowell Group, Inc., Cruise Industry Impacts on Local Governments in Southeast Alaska, prepared for
Southeast Conference, February 1998.
6 Alaska Travelers Survey©, McDowell Group, 2003
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Length of Time in Port

Length of time in port varies by cruise ship and from year to year. Cruise ships with
round-trip itineraries from either Seattle or Vancouver tend to have consistent
schedules throughout the summer. Cruise ships that cross the Gulf of Alaska call in
Skagway on alternating weekdays and times, depending on whether they are
headed north or south.

Generally, ships spend 13 to 14 hours in Skagway. Total port time does not directly
correspond to passengers’ time on shore. For example, several of Princess’ ships are
schedule to arrive in Skagway at 5am, but passengers generally don’t disembark for
several hours.

Skagway Cruise Ship Length of Time in Port, 2003

Cruise Ship Length of Time
Princess Cruise Line

Coral Princess 13 or 14.5 hours
Dawn Princess 13 or 15 hours
Island Princess 14.5 hours
Pacific Princess Varies
Star Princess 15.5 hours
Sun Princess 13 or 15 hours

Norwegian Cruise Line
Norwegian Sky 11 hours
Norwegian Sun 14 hours
Norwegian Wind 10 hours

Royal Caribbean
Legend of the Seas 13 hours
Radiance of the Seas 13 hours
Vision of the Seas 13 hours

Holland America
Maasdam 14 hours
Prinsendam 7 hours
Statendam 14 hours
Veendam 14 hours
Volendam 14 hours
Zaandam 14 hours

Celebrity
Infinity 13.5 hours
Summit 13 hours

Other Lines
Carnival Spirit 14 hours
Seven Seas Mariner 14 hours
Crystal Harmony 13 hours

Source: Skagway Cruise Ship Schedule, Skagway Convention and Visitors Bureau.
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Skagway Tours

Cruise lines offer a wide variety of shore excursions in Skagway, totaling around 25.
Cruise lines also offer about eight tours that occur in Haines and include a fast ferry
round trip from Skagway. Added together, this makes Skagway the most
competitive Southeast Alaska port in terms of shore excursions. Tour offerings,
capacity, and prices vary slightly between each cruise line. The following table is
derived from review of several cruise lines’ shore excursion programs.

Overview of Skagway Shore Excursions, 2004

Tour Title Price Length

City tour $35 2.5 hours

Bus tour to summit and Liarsville $50 3 hours

City tour and Liarsville $65 3 hours

Bus tour to summit $35 1.5 hours

Bus tour to Yukon $90 7 hours

Deluxe bus tour to Yukon $130 7.5 hours

Bus tour to Yukon/White Pass railway $170 8 hours

White Pass Railway $95 3.5 hours

Skagway Street Car tour $35 2 hours

Gold panning tour $35 2 hours

Jeep rental/Yukon tour $130 5.5 hours

Horseback riding $140 3.5 hours

Dyea bicycle tour $80 3 hours

Klondike bicycle tour $80 2.5 hours

Rock climbing $90 3.5 hours

Sled dog and musher’s camp $100 2.5 hours

Garden and gourmet tour $70 3 hours

Tour to Yukon with golf session $170 8 hours

Tea at Jewell Gardens $45 2 hours

Helicopter tour (Pilot’s Choice) $300 2 hours

Helicopter tour and dogsledding $400 2 hours

Helicopter glacier tour $215 1.5 hours

Chilkoot trail hike and raft tour $100 4.5 hours

Fast ferry to glacier; canoe tour $220 5.5 hours

Helicopter tour with hike and White Pass rail $300 5.5 hours

Snowshoe tour with hike and White Pass rail $185 9 hours

Helicopter tour with hike $230 3 hours

Kayak tour with White Pass rail $170 4.5 hours

Haines tour $85 4 hours

Deluxe Haines tour $100 6 hours

Haines freshwater fishing $200 6 hours

Haines eagle preserve jet boat tour $160 6.5 hours

Haines eagle preserve raft tour $175 6.5 hours

Haines nature tour $145 6 hours

Haines nature hike $130 6 hours

Haines kayak tour $150 6 hours
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Carcross-Area Tours

Skagway cruise passengers can choose from several shore excursions that venture as
far north as Carcross. They can purchase tours through their cruise line or directly
from Skagway-based tour operators. Following is an overview of the various types
of tours available.

The Experience the Yukon tour, offered by Princess Tours, lasts 7 hours and costs
$90 per person. Participants travel by bus over the White Pass summit to Carcross,
where they stop for lunch at Caribou Crossing before returning to Skagway. A
slightly longer tour (7.5 hours) can be purchased for $130 that includes a higher
quality meal and van transportation rather than motorcoach. There is also a
rail/Yukon combo tour, which follows the same route but passengers ride the
railroad one-way. That tour lasts eight hours and costs $170 per person.

Several cruise lines offer Alaska Travel Adventures’ Yukon Jeep Adventure, which
lasts five hours and costs around $120 per person. Participants drive Jeeps over the
White Pass summit to Carcross with detours onto more rugged roads.

Skagway Street Car Company also offers a Yukon Territory Scenic drive, which lasts
five to six hours and includes a stop in Carcross as well as lunch at Spirit Lake
Wilderness Resort.

Frontier Excursions offers two tours to the Yukon, one three-hour and one six-hour
tour and $55 and $85. Both tours stop at Caribou Crossing for a meal.

It is important to point out that passenger participation in tours to Carcoss
represents a fairly small percentage of the overall tour volume in Skagway. Of
approximately 30 Skagway tours, only a few include Carcross. Participation is lower
compared to other tour offering, due to the greater time commitment required and
the wide array of competitive offerings.

Skagway Tour Volume Estimates

Although actual tour volumes are proprietary information, it is possible to present
tour volume in terms of ranges. The following overview of Skagway tours by
estimated volume gives a general picture of the types of tours that are in the low,
mid, and high volume ranges.

Under 10,000 passengers

• Horseback riding
• Bike tours
• Garden tours
• Rock climbing

10,000 to 30,000 passengers

• All Carcross bus and van tours combined
• Gold panning tours
• Jeep tours
• Hike and raft tour
• Sled dog tours
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30,000 to 50,000 passengers

• Skagway Street Car
• Helicopter flightseeing
• All Haines tour offerings

50,000 to 200,000 passengers

• Skagway historical tours
• White Pass summit excursions

Over 200,000 passengers

• All rail tour combinations

Cruise Line Tour Selection Criteria

Cultural tours and experiences serve to enhance and enrich the overall experience
for cruise passengers. The most successful Alaska Native cultural tour ventures have
been packaged in ways that meet cruise passengers’ primary travel motives of seeing
scenic beauty, wilderness and wildlife.

When deciding what tours will be included in their onboard tour sales program,
cruise executives will consider a number of factors including:

• Appeal of the tour product to passengers.
• The experience and safety record of the tour operator.
• The operator’s ability to provide consistent, high-quality experiences.
•  The tour operator’s ability to secure minimum liability insurance

requirements, typically US $500,000 with the cruise line listed as co-insured.
• Tour projects that round out the community’s total tour capacity, variety and

price range.
•  How the tour fits into the overall mix of products offered throughout the

Alaska cruise.
• Impact on existing suppliers in other ports who may offer a similar product.
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OVERVIEW OF CULTURAL/HISTORICAL

ATTRACTIONS IN ALASKA AND THE YUKON

Just about every community in Alaska and the Yukon that receives some visitor
volume has developed attractions for visitors to learn about the area’s natural,
cultural, and historical heritage.

Described below is a sample of cultural and historical attractions in Alaska and the
Yukon. A more in-depth profile of four selected case study facilities is provided in
the following section.

Sample Cultural/Historical Attractions

This section presents brief profiles of a variety of cultural and historical sites in
Alaska and the Yukon. Four case study facilities (Alaska Native Heritage Center,
Southeast Alaska Discovery Center, Alaskaland, and McBride Museum) are profiled
in more depth in the following section.

Name: Liarsville
Location: Skagway, Alaska
Type of Facility: Historical theme park
Admission Price: Negotiated individually with tour operators
Amenities: Recreated Gold Rush camp, vaudeville show, gold panning,

salmon bake
Seasonality: Summer only

Name: Rika’s Roadhouse
Location: Delta Junction, Alaska
Type of Facility: Historic building and museum
Admission Price: Free
Amenities: Historic roadhouse, cabins, museum, restaurant, gift shop, park
Seasonality: Summer only

Name: Russian Bishop’s House
Location: Sitka, Alaska
Type of Facility: Historic building and museum
Admission Price: $3 US
Amenities: Historic building, artifacts
Seasonality: By appointment in off-season

Name: Caribou Crossings (formerly Frontierland Wildlife Museum and
Heritage Park)

Location: Carcross, Yukon
Type of Facility: Natural history museum and historic replica
Admission Price: Negotiated individually with tour operators
Amenities: Wildlife museum, recreated Gold Rush dwellings, café, gift shop
Seasonality: Summer only

Name: George Inlet Cannery
Location: Ketchikan, Alaska
Type of Facility: Historic buildings and museum
Admission Price: Negotiated individually with tour operators
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Amenities: Historic cannery, theater, exhibits, gift shop
Seasonality: Summer only

Name: Dänojà Zho
Location: Dawson City, Yukon
Type of Facility: Cultural center
Amenities: Museum, artifacts, displays, dance performances
Seasonality: By appointment in off-season

Name: Yukon Beringia Interpretive Centre
Location: Whitehorse, Yukon
Type of Facility: Natural history interpretive center
Admission Price: $6 CAN
Amenities: Exhibits, murals, multi-media presentations, prehistoric wildlife

recreations
Seasonality: Sundays only in off-season

Case Studies

Four case studies were selected for this project because of their relevance to the
proposed facility.

•  The Alaska Native Heritage Center was recently built, has a Native culture
focus, has an educational component, and incorporates indoor and outdoor
facilities and activities into its experience.

•  The Southeast Discovery Center boasts a modern, innovative design and
offers a model for interactive, appealing historical and cultural interpretation.

• Alaskaland was selected because of the “historical village” idea that has been
suggested for Carcross. Alaskaland is a multi-faceted attraction that covers a
huge property and includes historical buildings, a train, a boat, and
recreational facilities.

• The MacBride Museum was selected to showcase visitor volume and markets
served by this downtown Whitehorse historical attraction.

Alaska Native Heritage Center

The Alaska Native Heritage Center is located in northeast Anchorage about a 12-
minute drive from downtown. The non-profit facility opened in 1999 with the help
of thousands of donors. Cook Inlet Regional Corporation was the major funding
organization, joined by individuals, businesses, federal grants, and other Native
corporations. The total cost of the facility was approximately $15 million.

The center is located on a 26-acre campus. The main building is the 26,000 square
foot Welcome House. The Welcome House includes exhibit and demonstration
areas, a theater, cafe, gift shop, a large open circular hall for gatherings and
performances, and a rural travel information kiosk.

Five traditional village setting recreations surround a two-acre lake in front of the
Welcome House and can be accessed by a trail leading from site to site. Also along
the trail are a village circle and a talking circle, where Native dancing, storytelling
and games are demonstrated. The center emphasizes experiential, interactive
learning and interpretation.

A major focus of ANHC is education. The center sponsors a wide variety of
workshops and classes for both adults and youth. For example, the popular Master
Artist program allows adults to take two to three-week long classes from visiting
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artists. About eight sessions are offered each winter. An after-school program allows
high school students to study dance, art, leadership, or technology five days a week.
The Heritage Center undertakes cooperative programs with universities, schools and
museums at the local, national, and international levels, particularly in the
circumpolar region.

Throughout the year, the Heritage Center hosts cultural events and celebrations that
parallel traditional celebrations in Alaskan villages. The center also hosts small
conventions, banquets, and other special events.

Admission to the Heritage Center costs $20 for adults in the summer and $9 in the
off-season. Alaska residents receive a discount. Admission is free for children six and
under, ANHC members, and Alaska Natives. The center is open seven days a week
in the summer, and Saturdays only in the winter (although classes take place
throughout the week).

The total visitor volume at the Heritage Center is about 135,000 annually – all but
about 10,000 in the summer. Although the business plan projected more attendance,
the downturn in the visitor industry was felt at the center. About half of the summer
market is cruise-tour visitors on pre-packaged Anchorage city tours.

Another large segment of the center’s visitation is Alaska residents accompanied by
visiting friends and family. About 7,000 of the center’s annual market are students
on field trips. Non cruise-tour package visitors are another important source of
attendees, as well as independent travelers.

The Heritage Center spent $400,000 US on marketing in 2002, or about 8 percent of
their overall budget. This was double their 2001 marketing expenditures.

Southeast Alaska Discovery Center

The Southeast Alaska Discovery Center is located on Ketchikan’s waterfront, about
one block from the cruise ship docks. It is one of four Alaska Public Lands
Information Centers located throughout the state, joint projects of several public
lands agencies, including the National Park Service, US Forest Service, and Alaska
State Parks. It opened in 1995 with funding from these organizations. Initially it was
called the Southeast Alaska Visitor Information Center, but the name was changed to
sound more like a visitor attraction.

The Center consists of a combination of cultural, historical, and artistic presentations
and displays. Attendees weave their way through four major rooms. The Rainforest
Room contains natural history and wildlife displays. The next room is the largest of
the rooms and is focused on Native culture. It contains life-size recreations of a
village scene as well as a clan house. The next area is an open atrium that is focused
on the area’s marine habitat. The fourth room is about the region’s economic make-
up and background. Photos and interactive displays describe the area’s industries,
including fishing, timber, and tourism.

Throughout all four rooms, attendees encounter various audio-visual presentations,
including videos and recordings triggered by motion sensors. The center is very
interactive and kid-friendly – attendees open boxes to find answers underneath, feel
the texture of fishing nets, and stroke the bark of fir trees. Another appealing aspect
of the center is the way it incorporates local residents. Videos of local fishermen
talking about their way of life, recordings of Native elders telling stories, and local
artisans demonstrating their craft are a few examples.

In addition to the four rooms, the center contains a gift shop as well as a 100-seat
theater that shows a 20-minute audio/visual presentation about Southeast Alaska’s
culture and history. The center contains several classrooms and a separate meeting
area for local resident use. The Forest Service coordinates slideshows by local
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residents in the off-season. The facility initially had a large “trip planning room”
where attendees could watch videos about local attractions, read guidebooks, and
look at maps. This area has been converted into a bookstore.

The admission price is $5 US. The volume of visitors is approximately 50,000 – down
from nearly 100,000 when the facility opened. The downturn is surprising,
considering the center’s proximity to the cruise ship docks, and the growth in the
cruise industry over the last several years. One reason for the decline is the center’s
switch from being free to charging admission. Another challenge has been a lack of
signage. The center also has strong competition from the lumberjack show, which
was introduced a few years ago and is located on adjacent waterfront property.
Although the price for the lumberjack show is much higher, like the Discovery
Center it targets walk-up traffic with one or two hours to spend.

The vast majority of the Discovery Center’s attendees are cruise ship visitors.
Ketchikan’s non-cruise market is small and primarily composed of sportfishing
visitors, most of whom spend their time fishing rather than visiting area attractions.
Ketchikan’s small population base (14,000) precludes relying on the local resident
market for a significant amount business. (Residents also receive free admission
from October to April.) The center is open year round, although with limited hours
in the winter.

The center’s marketing budget is between $20,000 to $30,000 US. The center has been
marketed to cruise lines to package the center with other tours. They have not been
as successful as anticipated. However, Princess and Gray Line have begun ending
various tours at the center, which has helped boost attendance.

Alaskaland Pioneer Park

Alaskaland Pioneer Park was formed in 1967 in celebration of the 100th anniversary
of Seward’s purchase of Alaska from Russia. It encompasses a 44-acre site on the
Chena River, a 10-minute drive from downtown Fairbanks. The Fairbanks North
Star Borough owns and manages the site, although a number of other organizations
and companies are involved: nine non-profit organizations involved in historical
preservation and the arts, and over twenty retail and food concession holders.

The Park’s major attraction is Gold Rush Town, a gathering of 29 cabins and
structures from the gold rush era. Many of the cabins belonged to people that played
significant roles in Fairbanks history. A few of the cabins serve as museums. Most of
these cabins have been converted to retail or food concessions, the largest of which is
the Palace Saloon, which puts on a salmon bake dinner theater for cruise-tour
visitors in the summer. A second outdoor salmon bake is available at Alaskaland, at
a site surrounded by gold mining artifacts.

The Park’s other major asset is the Civic Center, which houses an exhibit hall, theater
and meeting rooms. Additional attractions include a historical railway car, a restored
300-ton sternwheeler that also serves as a museum, square dance hall, Pioneer
Museum, and Aviation Museum. Alaskaland also has recreational vehicle parking.

The “Alaska Native Village” consists of four structures that were indicative of
Native Alaskan lifestyles in various areas of the state. A small museum displays
Native artifacts and an Amphitheater is used for performances highlighting Native
Alaskan culture.

The grounds of Alaskaland are open 24 hours a day all year long. Several buildings
used by the community, such as the Civic Center, are open all year. The Gold Rush
Town shops, historic relics, food concessions, carousel and railroad, the “Iron
Horse,” are open from 11 a.m. to 9 p.m. during the summer season which generally
begins on Memorial Day and extends to Labor Day. Admission to the park is free
year round, with charges associated with certain attractions.



Market Demand Assessment for a Cultural Center in Carcross McDowell Group, Inc. • Page 20

Alaskaland currently caters to and serves multiple users. The major uses are
recreational (i.e., playgrounds, picnic areas, volleyball courts); historical, cultural and
retail (i.e., Riverboat S.S. Nenana, Pioneer Museum, Gold Rush Town, Aviation
Museum); and event/meeting facilities (i.e., Civic Center, square dancing, art shows,
theater productions). Alaskaland’s major market is Fairbanks residents, followed by
cruise-tour visitors and independent highway visitors.

Alaskaland’s marketing budget is small, at around $25,000 US. Gross revenues for
the operation are in the $175,000 to $200,000 US range. The organization has
struggled to maintain its out-of-town visitor market with such a limited marketing
budget. It has also struggled in accessing funds to keep park facilities and attractions
maintained.

While Alaskaland’s marketing budget is relatively small, individual concessions
such as the Palace Saloon and Alaska Salmon Bake have their own marketing
budgets and boost overall park attendance considerably.

MacBride Museum

The MacBride Museum is located in downtown Whitehorse on the waterfront. It is
constructed in a pioneer cabin style with a log frame and sod roof. Several historical
structures are also located on the site: Sam McGee’s cabin, a historical telegraph
office, a North West Mounted Police cabin, a structure housing historical vehicles
(such as old delivery trucks, sleighs, wagons, etc.), and an engine from the White
Pass and Yukon Route railway. Another un-heated structure shows temporary
exhibits. The museum has a gift shop featuring Yukon-themed souvenirs.

The museum has five permanent exhibits (Early Whitehorse, Natural History, Gold
Rush, First Nations, and North West Mounted Police) as well as temporary exhibits.
Exhibits are located on both floors of the facility and are divided by semi-walls.

The exhibits involve audio-visual presentations, artifacts, props, and photographs.
The Early Whitehorse exhibit includes a recreated, historical hotel room, office room,
and barbershop. The natural history section houses a geology and rock exhibit as
well as 35 stuffed animals. A video educates visitors about Beringia and local flora
and fauna. The gold panning section holds a recreated mine shaft, photographs, and
a gold panner’s tent. A video discusses what it was like to live in the gold rush era.
The First Nations section contains displays of historical artifacts. The police area
contains historical props and photographs.

Programs include live presentations by costumed interpreters of the life of Sam
McGee and the history of women in the Yukon. Visitors can also participate in gold
panning.

The MacBride Museum is open seven days a week in the summer, and Friday and
Saturday in the winter. Admission is $5 CAN for adults and $4 CAN for students or
tour participants.

McBride Museum hosted 14,700 visitors in 2002 and 15,200 visitors in 2003. About 8
percent of the overall market is Yukon residents. Virtually all resident attendees visit
in the off-season, often through lecture series and school trips. Of the non-resident
market, 78 percent are highway travelers, most of whom are traveling with an RV.
The center receives almost no cruise-tour visitors. About four to five other bus tours
visit the center every year.

The center’s funding comes from a variety of sources. Just over one-third (35
percent) of the budget is covered by admission fees and shop sales. The remainder is
covered by city funds, territorial funds, and federal grants.
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Implications for Four Mountains Cultural Center

Nearly all communities have developed at least one museum or cultural attraction
for residents and visitors to learn about the area’s natural, cultural, and historical
heritage. The scale of operation varies considerably by community and interpretive
purpose.

Cultural and historical attractions in Alaska are generally open seasonally. If they are
open year-round, their hours are limited.

Several museums and cultural centers develop membership programs. During the
winter, many facilities are utilized for educational lectures and classes for members
and residents.

A common characteristic of cultural and historical sites in Alaska is that their price
point is usually rather low.

Many historical and cultural facilities are run by non-profit entities or governmental
agencies.

Marketing budgets and tactics vary considerably between facilities. Those facilities
that generate moderate to large revenue streams, market themselves to cruise
passengers and package tours.
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MARKET DEMAND ANALYSIS AND RECOMMENDATIONS

Market Demand and Revenue Estimates

Market demand and revenue estimates have been presented in terms of low,
medium and high case scenarios. Actual demand will depend on a variety of factors
including marketing tactics, Yukon and Alaska visitor traffic, quality of attraction,
etc. Demand will also grow over time with the development of reputation and
contacts in the visitor industry.

All monetary figures are presented in Canadian dollars. Prices are expressed as
averages; admission prices will have to be negotiated with individual tour operators
and retail prices may fluctuate by season and with various promotions.

Cruise Passenger Day Tour Market

The Skagway cruise market reached almost 630,000 passengers in 2003. However,
the potential for the cultural center to draw from this market is limited. Skagway is
the most competitive port in terms of shore excursions, and cruise lines are wary of
crowding the market further. Currently, only 4 to 8 percent of Skagway cruise
passengers participate in tours that travel as far as Carcross.

Most cruise lines offer only a few tours to the Yukon among the 25 or 30 available in
Skagway. The low tour participation rates for Yukon tours are due in part to the
lengthy time commitment. Cruise passengers want to participate in tours and ensure
that they have time to explore the port and shop.

It is possible for the cultural center to be included with new or existing tour
packages that include Carcross such as motorcoach, van, and Jeep tours. Some of
these tours include a White Pass and Yukon Railway component. Due to the
transportation time required, most passengers will only have 45 to 60 minutes to
spend at the cultural center.

Market Demand Estimates for Cruise Passenger Day Tour Visitors

Low Case Medium Case High Case

Number of visitors 3,900 6,500 10,400

Average price $4 $4 $4

Total revenue $15,600 $26,000 $41,600
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Summer Highway Traveler Market

The cultural center has the potential to attract a significant portion of Klondike
highway visitors. This market will be particularly affected by the centers’ roadside
appeal, signage, and promotional information available in the nearby communities
of Skagway, Whitehorse, and Haines Junction.

The Carcross location provides highway travelers a convenient stopping point as
they travel between Whitehorse and Skagway, or between points in the Yukon. The
most promising segments of the highway market are RV travelers and fly/drive
travelers.

According to US Customs, 70,605 people in private vehicles entered the US at the
Skagway border station between May and September of 2003. The 2002 Alaska
Marine Highway Traffic Volume Report indicates that approximately 2,000 more people
disembark in Skagway than embark, resulting in slightly higher northbound traffic.
Using this information, the estimate of May to September traffic passing Carcross
has been rounded to 150,000 people. (Off-season visitation is addressed in the Other
Markets section.) This estimate includes the small number of travelers who do not
cross the Skagway/Fraser border, but pass or stop in Carcross.

The study team reviewed visitation at historical, cultural attractions and visitor
centers in locations accessible by highway. After reviewing comparable attractions
and interviews with tourism industry executives, the study team anticipates a fairly
high capture rate among Summer Highway Travelers.

Market Demand Estimates for Summer Highway Travelers

Low Case Medium Case High Case

Number of visitors 30,000 45,000 60,000

Average price $6 $6 $6

Total revenue $180,000 $270,000 $360,000

Motorcoach and Other Package Tour Market

The Holland America Yukon cruise-tour market represents the largest part of this
visitor segment. In recent years, the volume of cruise-tour traffic has been between
15,000 and 20,000 passengers. Drawing this market presents some challenges for the
visitor center. Itineraries along the Skagway – Whitehorse corridor are extremely
tight, influenced by train schedules, cruise sailing schedules, and meal schedules.
Despite this, cruise line executives have expressed interest in packaging the cultural
center with selected itineraries.

Using border crossing data and interviews with Alaska Marine Highway and other
tourism industry representatives, the package tour market in the Skagway –
Whitehorse corridor (not including Holland America cruise-tours) represents an
estimated 6,000 visitors. These visitors are primarily traveling on fly/drive packages,
non-cruise motorcoach packages, and RV caravans. These visitors represent a
promising market for the cultural center. They are likely to have more flexibility in
their itineraries. Further, their passengers may not have experienced Alaska Native
and/or First Nations culture to the degree that cruise and cruise-tour passengers do.



Market Demand Assessment for a Cultural Center in Carcross McDowell Group, Inc. • Page 24

Market Demand Estimates for Package Tour Visitors

Low Case Medium Case High Case

Number of visitors 5,000 7,500 10,000

Average price $5 $5 $5

Total revenue $25,000 $37,500 $50,000

Four Mountains Resort: New Markets

Virtually all Four Mountains Resort guests are expected to visit the cultural center.
Since the resort will be targeting markets that will be new to Alaska and the Yukon,
these visitors are not accounted for in the above market demand estimates. The
estimates are based on Four Mountains Resort’s business plan.

Market Demand Estimates for Four Mountains Resort Guests

Low Case Medium Case High Case

Number of visitors 3,800 4,600 6,000

Average price $5 $5 $5

Total revenue $19,000 $23,000 $30,000

Other Markets

Other markets that are potential visitors to the cultural center include Yukon
residents, Alaska residents, Whitehorse convention attendees, and winter travelers.
Together they represent a moderate number of potential visitors to the cultural
center.

Market Demand Estimates for Other Markets

Low Case Medium Case High Case

Number of visitors 4,000 8,000 12,000

Average price $6 $6 $6

Total revenue $24,000 $48,000 $72,000

Retreat and Meeting Facility Demand

The cultural center is likely to attract workshops, lectures, festivals, receptions, and
other special events. Rather than generating revenue on a per person basis, the
facility is likely to generate rental fees for these types of services. This income is not
projected in this market demand report.
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Total Market Demand and Revenue Estimates

The table below presents total market demand and revenue estimates for the overall
market. Over time, the cultural center will build its reputation and contacts within
the visitor industry and shift towards the high case scenarios.

Total Market Demand and Revenue Estimates

Low Case Medium Case High Case

Number of visitors 46,700 71,600 98,400

Total revenue $263,600 $404,500 $553,600
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Recommendations

The following recommendations are not intended to be a comprehensive marketing
plan for the Cultural Center. However, the study team would like to share a number
of recommendations based on our experience with the visitor industry, comments
from industry executives, and observation of activities conducted by comparable
attractions.

Cruise Market Recommendations

Position the tour experience as a combination of gold rush history, a chance to
experience the Yukon, and First Nations culture.

Present the cultural center concept to the regional managers for Princess and Gray
Line. These two individuals are responsible for the majority of the ground
transportation and tours offered in Skagway, Juneau, and Ketchikan. These two
individuals have a significant amount of influence over the tours that are offered on
their own cruise lines. They are also considered a resource for many other cruise
lines. In addition, both companies can provide valuable advice about product
development and communication with cruise lines.

Pursue packaging the cultural center with other existing transportation and tour
providers that have existing relationships with the cruise lines including Skagway
Streetcar Company, Alaska Travel Adventures, and White Pass and Yukon Railroad.

Meet with other influential cruise and cruise-tour representatives. Regional
Managers for Princess and Grayline are based in Juneau and make several trips to
Skagway during the summer. Invite Skagway Manager for both companies to visit
the site and learn about the concept.

Consider participation in the Alaska Travel Industry Association convention held
each October. Representatives from most cruise lines attend this forum. Cruise
executives responsible for shore excursion programs utilize this convention to meet
with existing and potential tour operators.

Recognizing that 70 percent of cruise passengers used the Internet to research or
book a portion of their trip, develop a superior web presence that links with
commonly visited Alaska and Yukon travel sites. Participate in Whitehorse,
Skagway, and Carcross promotional brochures and other marketing programs.

Summer Highway Traveler Market Recommendations

This broadly defined market has a lot of flexibility in their schedules. The difficulty
in reaching this market is that they must be communicated with one travel party at a
time. These visitors utilize a lot of information sources during their trip planning
including travel brochures, websites, and travel guides. Increase the profile of the
Yukon and Carcross in visitor-related publications.

As a new attraction, capitalize on opportunities to host travel writers and
photographers. Increase media attention on Carcross and the link between First
Nations people and the Gold Rush.

Information about Cacross and the Cultural Center should be positioned along the
Alaska Highway, Klondike Highway, and on the Alaska Marine Highway.

These visitors also rely heavily on referrals and recommendations from other
travelers. Ask cultural center customers for referrals to other travelers.
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Motorcoach and Other Package Tour Recommendations

The principal motorcoach tour operator in the region is Holland America. The
regional manager for Gray Line/Holland America will be a critical contact. Consider
a coordinated site visit or meeting with the regional manager, the Skagway Division
Manager, and the Whitehorse Division Manager. Understanding the time constraints
and existing contracts, ask these individuals for their advice on how best to serve
their cruise-tour guests.

To build relationships with other package tour operators, work closely with Tourism
Yukon staff participating in tour operator forums like the National Tour Association,
American Bus Association, and Travel Industry Association’s POW WOW. Follow
up on leads and participate in tour operator familiarization trips.

Many smaller, adventure tour operators do not participate in these types of tour
operator conventions. Seek tour operator contacts through organizations like the
Alaska Wilderness and Recreation Tourism Association and similar Canadian
organizations.

Other Markets Recommendations

These markets include Yukon residents, Alaska residents, winter travelers, and
convention attendees. Develop relationships with winter tour operators and winter
event planners. Pursue leads through the Yukon Convention Bureau and local
meeting planners. Develop a membership program.
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APPENDIX

List of Contacts

Tracy Anderson, MacBride Museum

Michael Brandt, White Pass and Yukon Route Railway

Lisa Badinhorsr, MacBride Museum

Kirby Day, Princess Tours

Noel DeChambeau, Holland America

Jeanne Gonzalez, Frontier Excursions

John Hall, Anderson House Tours

Linda Huston, Holland America

Barbara Kelly, Alaska Discovery

Shannon McKee, Norwegian Cruise Line

Frank Miller, Go Alaska Tours

Bill Pedlar, Knightly Tours

Rod Raycroft, Yukon Ministry of Tourism and Culture

John Ross, Alaska Native Heritage Center


