
FROM: KPTMC 

KENAI PENINSULA BOROUGH 
144 North Binkley Street • Soldotna, Alaska 99669-7599 

PHONE: (907) 714-2153 • FAX: (907) 714-2377 
EMAIL: bahlberg@kpb.us 

KPB ACCOUNT: 100.94900.KPTMC.43021 
Contract Amount: $150,000 
Ending: June 30, 2020 

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii Financial I Progress Report 
Submit Report To: Project Name: Tourism Marketing/Peninsula Promotion 

Brenda Ahlberg Date: April 15, 2020 

Community & Fiscal Projects Manager Report No.: 1 

Kenai Peninsula Borough Quarter From: January 7, 2020 

144 N. Binkley St. , Soldotna, AK 99669 To: March 31 , 2020 

FI~ .\~CL\1. REPOR'I : FINAL REPORT DUE ON OR BEFORE 10JULY2020 

Authorized 
Expenditures 

Expenditures 
Total 

Balance of 
Cost Category 

Budget 
from Last 

This Period 
Expenditures to 

Funds 
Report Date 

Personnel $ 20,000.00 $ - $ - $ - $ 20,000.00 

Contractual $ 123,300.00 $ - $ 28,319.92 $ 28,31 9.92 $ 94,980.08 

Travel $ 6,700.00 $ - $ - $ - $ 6,700.00 

TOTALS $ 150,000.00 $ - $ 28,319.92 $ 28,319.92 $ 121 ,680.08 

I Payment Request 1 $ 28,319.921 

Pn.m;RESS REPOR'l : Describe activities that have occurred during this reporting period. Describe any 
challenges you may have e perienced any foreseen problems, and/or any special requests. Attach additional pages. 

KPB - KPTMC FY20 Agreement 



Staffln& Update: 

In January 2020 Debbie Speakman was hired as the Executive Director after a three-month contract. This was a good 
trial period for both the Board and Speakman as the organization has been working on restructuring. Speakman 
came to Alaska in 1999 to work for Holland America as a Tour Director and moved into Alaska sales and marketing 
that fall representing Alaska land tours in South Florida. Since then she has spent the last twenty years working in a 
variety of tourism positions, the last nine specifically marketing the Kenai Peninsula. 
In February Monique Burgin was hired as the Office Assistant after five years working for the Alaska Sea Life Center in 
Seward. Burgin brings a wealth of knowledge In social media marketing and communication. 

Resolution 202Q.003 

Section 1, A.: Develop and implement strategies for attracting online impressions and conversions, and tracking 
conversions of impressions to sales in the tourism markets; and 

KPTMC's strategy for attracting online impressions and conversions was as follows: 
• Google AdWords - Pay-Per-Click 
• Search Engine Optimization (SEO) Onsite- Research , strategy 
• Search Engine Optimization (SEQ) Offsite - Guest post and back link 
• Digital Monitoring 
• KenaiPeninsula.org: Website Conversion Optimization (using site tag manager and analytlcs) 
• Social Media 
• Alaska Channel Map: Digital and Hard Copy Map 

Google and Social Media Ads: 
Behaviors: Frequent travelers, Age: 21-65+, Location: Alaska, California, Florida, Idaho, Illinois, Oregon, Texas and 
Wash in 
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Text: Want to learn more about the Kenai 
Peninsula? Download our FREE Discovery Guide 
for the best tips on your next Alaskan Adventure! 
Headline: Welcome to the Kenai, Alaska s 
Playground. 

Text: Catch a bear (or twenty!) fishing or making a 
splash in the water on a once in a lifetime bear 
viewing experience on the Kenai Peninsula! 
Headline: Alaska Bear Viewing 
Description: Guided Bear Experiences 

Text: Visit the Kenai for world-class fishing! Spend 
a day out on the water to feel the sea breeze and reel 
in that bam-door size halibut! 
Headline: World-Class Fishing 
Description: Alaskan Guided Fishing Experiences 



Digital Monitoring: 

Text: Alaska's Kenai Peninsula offers something for 
everyone. No matter what type of adventure or 
activity level you like there's something to take 
your breath away or get your adrenaline pumping. 
Headline: Alaska Sightseeing 
Description: Once in a lifetime Alaskan Experiences 

Text: Explore the best of Alaska! Visit The Kenai 
Peninsula for scenic bear tours fishing, adventure 
excursions, and morel 
Headline: The Kenai Alaska s Playground 
Description: Up Close and Personal Alaskan 
Experiences 

Weekly we create a report of all real time inquiries from travelers looking to make travel plans for Alaska/ Kenai 
Peninsula. We are able to immediately engage with people looking to travel. 

Example of report from February 10th: 

""""'" ....... ,, ... ..., ........ , ..... .u..,. • 

CBS Howl News 
, ... _ .. ..... 

Twili• Social Modi• ..... - ntJtJ 
Tripoto Dloccwr Blag I N~ .. ·-"'"'· Fori>• Blag I N~ .. -Iori>M 

otp,.yphoto Blag l!<tn ,,........,., ....... 
MSN Blag I N~ ... 
H•p Hem- Memo Blag 1 ..... 

ThoNI.d!ll Blag INIM. ·--ina/ 
ThoRopcn• Blag 1 ~-~t ... 
Tr-JT odoy rope Blag lhll ... I 

Nlllle on thoR- .Bio!!. It<!,.. 
SllnHI Blag 

1 ..... ___ 

Deollnlllan Dolulo Blag I...,., 
T~lllithl<lclo Slog 1 ~-~todw_., 

Malad Of ,._ Blag ...... 
TripAothor FONnl ..... r 4~u .... t ~'""' Hl!lo-,r,ta .. a ~tr-1 

TripAdlooor FOIUIII l ltll>OhlwwlnD ........... · ,,_,?'\.JAI<I F•hH ~ t;Nn<kM. A!Uw! "' .... 
Trip Ad\loor FoiUIII l'fl»<-tna-..-ISI>..,T lhll"l 

TrljiAd\loor FOIUIII I.,; •• _,,..,._ ·-151\-T 1 . ,,..,.,,. .... .... 
TnpAd\loor FoNm INt .. ·-· ... -· T•-• aM "'""""'"" 

News outlets send out requests for content that we produce and submit for consideration. We have also been asked 

to provide photos which we watermark with our branding. 

Example: 
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How to plan a summer vacation amid a coronavlrus outbreak 
Contact 

OulleL 

De dllne 

Pitch ReCipient 

!.INDPIT C ... 

Opportunity 

CtorisEIIIon 

The Washington Post 

3/6/20 6 :00 PM 

11vocu~com 

I'm working on a story about planning a summer vacation In the face of the coronav rus outbreak. I'd love to hear from anyone 
Who Is planning a summer vacation, despite the oUtbreak. Where are you going? Why did you decide to go? From travel 
experts. I'd be Interested In hearing about the steps people must take If they are going to plan a vacation. How do you stay safe 
and protect your vacation Investment? 

Requirements 

Please read th is before answering. I'd be very grateful If you could send an In itial response to my qu&Stions by email. Please do 
not respond with a note that says you would like to be considered for this story o r want to set up a phone Interview with a 
source. I'm happy to cons ider you for this story. I'Ve lnduded all of my questions In this query. Please take a m inute to briefly 
answer them. If a phone lnterv ew Is necessary, I will follow up right away. Kindly also lndude your full name and a jargon-free, 
b rief (two to three word) description o f your company o r attiUatlon as you would like It to appear In the article. 1 w ill do my 
absolute best to ack.nowledge that I received your pitCh and will make every effort to let you know when the story appears. 
More Information on my querlu can be found on my site: https://ChrlseUJons.comllrequently-asked-questions-about-medla­
querles/ 
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Google Analytics January 7-March 31 2020 

COMMENTS 

TOP CITIES CllckJ lmpreulon 1 Cost Conversions 

5,067 196,009 $1,]59 .11 0.00 
Kltnet 91 15,920 $2S.06 0.00 
N~Vot 10 11,300 $29.04 o.oo 
LOI An got,.. 51 9 ,764 $51.)1 1.00 
Anchor~ 35 2,392 $11.73 o.oo 
Toronto 21> 10,109 $10. 25 0.00 
Chlc.go 25 6,952 $11.11 o.oo 
D•llas 25 6,731 $9.21 0.00 
Wtsnlngton 23 4,329 $6.57 o.oo 
Mioml 22 7,6U $24.7 9 o.oo 
H Ul\On 22 4 ,900 $11>.54 1.00 

2 of4 
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TOP KE '!'WORDS WITH OUIWTY SCORE 

ttiP.,efiCA 

U•wtt CIUfMI 

COntent 

lOUt J» ,tgH 

Lt11¥etOA ~ 

bcok•no rravel 

uips and toun 
tour I" oi•Cti 
tours moan~ 

tour booklno 
the beSt pliCal to '11ilt 

TOP CLIC ED loD GROUPS 

(S) Touriun fra~lltln«ar, 

(D)I<oin .. 

(S) Tour 15m 1 Cion6f >1 
(0) Northern Ugl>ts 

{S} TouriJm I Travellllner..-y 9 \tltn 

VIdeO Alu 1' P&•~-ound 
(S) 9 Stat• I Tr I Ciul 
(S) Tourism I Bovs 
(~) Tourbm I Frlhlng 

COMMENTS 
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5,291 
686 
397 
351 
120 
116 
53 

• 
4 

TOP C""'l>l'.lGN BY CLIC S (AU. l 

Tratnc. 2020 

Llke"a 

Cllcko 

617 
511 
404 
364 
305 
256 
117 
181 
157 
156 
114 

lmpren1ona 

14,379 
6,773 

64,014 
3,211 
2,370 
9,999 
2,076 
4,462 

152 
1,250 
2,655 

11,551 
\062 

Click-Through R. •• Quality Score 

4.7 .,. 1 .... ,. HIA 
o.u ,. H/A 
11.31,. H/A 

12.17,. H/A 
2.56,. HIA 
9.0,. HIA 
4.06,. 1 

11.43,. H/A 
12.48,. N/A 
4.29,. l 
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ENGAGEI'ENT BY AD (WITH IMAGE) 

COMMENTS 

Ot5COv•ry Gu101 (Ia 
2ll .. n• o tzooot5) 

B ~,VIe nu Clo 
lli .. J1417l510.15) 

Post Re•c &Ions Unk Clicks 

271 NP. 1,059 

141 N"' 1,116 

CTR (Link Click· ... CPC (Coat per L •. 

N-4' $0.J1 • SI.11 " NAil 

lA $0.21 •U.U v NA 

Year over year, we're seeing drastic Increases across the board. Olcks are up 291" , 1mpresslons increased 480", and 
engagementS are up 184%. 

These increases have contributed to the large Increase In website traffic (see Go ogle Analytlcs). 

The top performing ad links to the Discovery Guide with copy that says, "Want to Jearn more about the Kenai Peninsula? 
Download our FREE Discovery Guide for the best tips on your next Alaskan Advencure!• This tells us our targeted 
audience wants to learn more about Kenai and is interested in traveling to the Kenai PeninsUla. 

This also tells us our targeting is working. We are targeting the states with the highest interest In travel: Alaska, California, 
Florida, Idaho, Illinois , Michigan. Minnesota. Oregon, Texas. Washington and Wisconsin. 

.._.. .... 
dosh1hls 

4of4 
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Expenditures for relmbursment Jan 7-Mar 31, 2020 

Cooperative Marbtlnc 
ATIA-SOA Leads 

IN FOX Travel Agent Mailing 

Travel Alaska Banner Ad 

Social Media Hosting 

Dl&ftal SEO Manqement 
SEO Optimization & Monitoring 

Sodal Media, Blogs, and RS Feed 
www.KenaiPenlnsula.org Updates and Hosting 

Alaska Channel map 

Social Media 

Challenges and moving forward: 

$1,400.00 
$1,250.00 

$450.00 
$1,000.00 

$16,454.00 

$1,344.61 
$3,800.00 
$2,621.31 

Total $28,319.92 

Early February we started to run all of our social media and Google AdWords advertising in earnest. We tracked 
success through Google analytics and expanded our demographics to States that in the past haven't showed up in 
our target markets. Travel to Alaska was forecasted to increase over last year and cruises were seeing record 
bookings. In communication with our business members their bookings for 2020 were strong. As we moved into late 
February when the US started to see the first onset of Covid-19 infections bookings came to an abrupt halt. Traffic on 
social media was strong but visits to the website slowed considerably and requests for guides diminished. 

In early March our marketing targets continued to pivot with each new health mandate with all destination marketing 
organizations completely ceasing marketing in mid-March. At our March 20th Board of Directors meeting it was 
decided that all spending on ads would halt for at least two-weeks, then we would re-evaluate, hoping that we would 
have an idea of when health mandates would be adjusted to allow travel. That would have been on April 3rd. We 
have seen increased travel restrictions, mass cancellations with no end in sight. We have continued our digital 
monitoring and continue to provide content, stories and photos. 

The outlook for the 2020 season is dire with all events either cancelled or looking at rescheduling with no dates 
announced. All charters, excursions and lodging businesses are seeing mass cancellations with many businesses 
cancelling plans to open at all. The situation on the Peninsula Is very dire with many businesses still trying to recover 
from losses felt In 2019 from the Swan Lake Fire. Cross gulf cruise ship sailings have nearly all cancelled, land based 
cruise tours have cancelled and discussions about 2021 cruise sailings show indications offewer sailings being 
announced. 

We have been reviewing what campaigns we can produce to recover any revenue for 2020. We have been hesitant 
to start any campaigns until we get an idea of when the State will loosen travel restrictions. We received some 
encouraging news on Monday with the Department of Fish and Game and the Governor's office allowing instate 
personal use fishing. The mandate asks for those fishing to minimize their interactions in the areas in which they fish 
and that they fish as close to home as possible. We are In communication with Fish and Game and the Governor's 
office to see what the restrictions on charter fishing is in light of the announcement. 
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The major demographic of visitors to the Kenai Peninsula are fellow Alaskans and they will be the first visitors to 
return to our area. It is doubtful that we will see travelers from the lower 48 in any number. With a focus on instate 
travel we want to look at showing accessibility, wide open spaces, variety and supporting Alaskans. 

There are many ways that we can access great numbers of fellow Alaskans including boosted social media posts, 
radio, lV and working with our business partners to promote the "journey". 

• Promote the Seward and Sterling Hwy as destinations promoting points along the route. 
• The Kenai Peninsula is close and provides a travel escape. 
• Alaska's Playground is waiting for you. 
• Alaskans supporting Alaskans: together we create a place to live, work and play. 
• Partner with community organizations to promote any and all events moving forward. 

The printed coupon booklet MPassport to the Kenai" has been a successful tool for Alaska's Playground prior to the 
pandemic we printed 15,000 and are ready to mass mail these Passports to households across Anchorage and the 
Mat-Su Valley with ways to support their Alaskan neighbors. 

Grantee CertifiCJttion: I certify that the above information is true and correct, and that expenditures have been 
made for the purpose of, and in accordance with, applicable grant agreement terms and conditions. 

Signaturelii-· ..,~R. a_~ Date: tlp.t 161 W 2.0 

Printed Name and Title: D f3..6f!;( £.. -r'fE-11 k M lfN J £X f3L.l.< Tl V £ j) !f2£L7Dj2/ 
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Divining Point, LLC Invoice 
8804 Dulcet Dr 
Austin, TX 78745 
(888) 380-4841 
coywest@diviningpoint.com 
www.diviningpoint.com 

BILL TO 

Debbie Shipman 

Kenai Peninsula Tourism Marketing 
Council Inc 

INVOICE# 

1444 

35477 Kenai Spur Hwy 
Soldotna, AK 996697642 USA 

DATE TOTAL DUE 

0212812020 $0.00 

DUE DATE TERMS 

0311412020 Net 15 

PLEASE DETACH TOP PORTION AND RETURN WITH YOUR PAYMENT. 

DATE ACCOUNT SUMMARY 

0612712019 Balance Forward 

0212812020 I Payments and credits already applied tot · 

ugh 0212712020 

0212812020 Other invoices from this date 

New charges (details below) 

Total Amount Due 

DATE DESCRIPTION QTY 

0212812020 Online Marketing 
Google AdWords 

0212812020 1 Online Marketing 
Social Media 

0212812020 SEO 
Digital Monitoring I SEO Strategy I 

TOTAL OF NEW CHARGES 

BALANCE DUE 

D I V I N I N Gy P 0 I NT 

ENCLOSED 

AMOUNT 

$22,955.69 

-7,600.00 

-22,955.69 

0.00 

7,600.00 

$0.00 

RATE AMOUNT 

3,000.00 3,000.00 

2,300.00 2,300.00 

2,300.00 2,300.00 

7,600.00 

$0.00 



Divining Point, LLC 

8804 Dulcet Dr 

Austin, TX 78745 

(888) 380-4841 

coywest@diviningpoint.com 

www.diviningpoint.com 

BILL TO 

Debbie Shipman 

Kenai Peninsula Tourism Marketing 

Council Inc 

INVOICE# 

1461 

35477 Kenai Spur Hwy 

Soldotna, AK 996697642 USA 

DATE TOTAL DUE 

0313112020 $3,486.50 

Invoice 

DUE DATE TERMS 

0411512020 Net 15 

PLEASE DETACH TOP PORTION AND RETURN WITH YOUR PAYMENT. 

DATE 

0212812020 

0313112020 

0313112020 

DATE 

0313112020 

0313112020 

0313112020 

ACCOUNT SUMMARY 

Balance Forward 

Payments and credits already applied to this invoice 

Other payments and credits after 0212812020 through 0313012020 

Other invoices from this date 

New charges (details below) 

Total Amount Due 

DESCRIPTION 

Online Marketing 
Google AdWords 

I 
Online Marketing 
Social Media 

SEO 

QTY 

L..._ _______ LD~i=ita"'"I _,_,Mc:..::o,._n ... it,...or'-"-'ing I SEO Strategy I 

TOTAL OF NEW CHARGES 

BALANCE DUE 

0 I V I N I N G( >P 0 I N T 

ENCLOSED 

AMOUNT 

$7,600.00 

-3,486.50 

-8,227.00 1 

0.00 

7,600.00 

$3,486.50 

RATE AMOUNT 

3,000.00 3,000.00 1 

2,300.00 2,300.00 

2,300.00 2,300.oo f 

7,600.00 

$3,486.50 



Nextlevel Media Development 
3609 Locarno Drive 
Unit D 
Anchorage , AK 99508 

TO : 

Kenai Peninsula Tourism Marketing Council 
Debbie Speakman 
14896 Kenai Spur Hwy 
Kenai , AK 99611 

Time Entry Notes 

1/24 Updated new links containing SEO, update HTML template & 

Integrate google tag manager 

March 2019 over-payment 

Make all checks payable to Nextlevel Med1a Development 

RATE 

135.00 

-48. 

January IT Support 

NEXTLevel 
DIS NCT MfOIA DfVf OPMfHT -

INVOICE #000013 
DATE: JANUARY 31 , 2020 

HOURS LINE TOTAL 

5 675 .00 

-48 . 

TOTAL 627.00 



Kenai Peninsula Tourism 
~-rfll..,a Marketing Council 
.aliiiiillll¥,!~ 14896 Kenai Spur Hwy. Suite 

306 
Kenai Alaska 99611 

BILL TO 

Brenda Ahlberg 
Community & Fi cal Projects Manager 
Kenai Peninsula Borough 
144 N. Binkley Street 
Soldotna, AK 99669 

ITEM DESCRIPTION 

Cooperative Marketing 
Digital SEO Management 
Social Media 

Cooperative Marketing 
Digital SEO Managment 
Social Media 

Phone # I 907-262-5229 I 
Email : Monique Burgin 

Membership and Marketing 

Fax # I 
I monique@kenaipeninsula.org 

Invoice 
DATE INVOICE # 

5/1/2020 150-838 

QTY 

Total 

RATE 

4,100.00 
16,454.00 
7,765.92 

Payments/Credits 

Balance Due 

TERMS 

AMOUNT 

4, 100.00 
16,454.00 
7,765.92 

28,319.92 

$0.00 

$28,319.92 



Kenai Peninsula Tourism Marketing Council 
Expense Report 

January 7through March 31, 2020 

Jan 7- Mar 31, 20 
Ordinary Income/Expense 

Expense 
5000 ·Administration 

Contract Services 
Total 5000 ·Administration 
6000 · Marketing 

6100 · Advertising 
6101 · ATIA & SOA 
6107 · Alaska Magazine 

Total 6100 ·Advertising 
6420 · Online Expense 

6425 · ATIA Email Leads 
6422 ·Social Media 
6423 · Website Hosting & Updates 
6420 · SEQ - Digital Monitoring 

Total 6420 · Online Expense 
Total Expense 

941 .91 
941.91 

2,700.00 
3,800.00 
6,500.00 

1,400.00 
2,621 .31 

402.70 
16,454.00 
20,878.01 
28,319.92 
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