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Mikes' Good Times Charters 
191 E. Swanson Ave 
Wasilla, Ak. 99687 
(907) 376-7809

Attn; Ginger Baim and Chairman Dave Donley 

Re; HB 442

Please read the following for the hearing Feb. 1, 1990;

As a small fishing charter business involved in the tourism for 
our state, we are concerned that the House Bill 442 will 
unfairly restrict the resources generated by the State Division 
of Tourism from availibility of the small businesses, of which 
the state abounds.

The mailing lists should be state property and should be made 
available to any tourist oriented business requesting the lists 
for a nominal charge to cover the basic cost of providing the 
lists. No organization should be making money from the sale 
of those lists.

Thank you for your consideration.

Michael Janecek 
Fishing Guide



To; Labor and Commerece

From: Cindy Bettine, ABC Travel Time, Inc.

Attn: Ginger Baim and Chairman Dave Donley

Feb. 1, 1990

Barb Hunt, Rep. Larsons aid suggested X have you read the following 
into the record at the 3pift hearing on HB442.

FOR THB H E A R ING

I do not agree with IIB 442. The Alaska Visitors Association, tho 
Tourism Marketing Counsil and the Division of Tourism have for 
years made the lables too expensive for the small tourism businesses 
to purchase.

Section 14 of HB 442 grants exclusive rights to a qualified trade 
association to sell tourism mailing list. I believe the mailing 
list should remain the property of the State of Alaska, and should 
be available at a rate similar to the voters registration list.

The tourism list should not be a vehicle for any organiztion to 
make money, it should remain the property of the State and used 
to promote tourism.

the opportunity to be hoard.

, President

cc. Kep. Ron Larson 
cc. Rep, Curt Menard

o r r v v E is w E R S
u i  i h « i  t* <
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Testimony to the House Special Committee on Tourism 
January 29,1990

Good afternoon. My name is Tom Garrett. I  am President of the Juneau Convention & 
Visitors Bureau and I  am testifying today on behalf of the Southeast Alaska Tourism 
Council in support o f HB 442.

Tourism is big business in Southeast Alaska. 70% of all Alaskan pleasure visitors spend 
part of their trip in Southeast and when they leave, they have left behind $74 million 
dollars. SATC was formed to increase independant visitation to our region and to 
increase the economic impact of tourism. The organization is the state's oldest and 
largest regional tourism marketing organization and it's membership includes seven 
southeast Alaskan dties, 38 private sector marketing partners and 101 member 
businesses.

Each year, SATC spends more than $450,000 promoting our region. We purchase an ad 
in the Vacation Planner. We produce a four-color brochure which we mail to potential 
visitors and we buy large quantities of labels based on responses to the ATMC 
advertising campaign.

A few years ago we had two ways of generating names of potential visitors: we 
advertised in consumer magazines and we purchased labels from the vacation planner 
list. GMA Research recently concluded a conversion study which looked at the efficacy 
of each method and the results were clear: it is much more efficient for us to mail to the
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vacation planner respondents list than to try to generate our own names through 
consumer magazine advertising.

One ad in Sunset magazine cost $65,667 and generated 6,429 potential visitors at a cost 
of $10.21 per lead. By comparison, our ad in the Vacation Planner and the additional 
labels that we pm chased came to $59,400 and generated 173,845 potential visitors - a 
cost of $.34 per lead.

Because o f the efficiency of using the vacation planner list, we no longer do direct 
consumer advertising and are concentrating our resources on responding to people 
who have been pre-qualified by the cooperative marketing program.

These names have great value to us because they are pre-qualified and because access 
to the list is restricted to other participants in the cooperative marketing program. We 
know that the people who are on the receiving end will only be getting information 
about Alaskan travel opportunities.

— We don't have to worry about designing our message to compete with British 
Columbia — a place that has everything that we've got and is easier and cheaper to get 
to;

— We don't have to worry about the possiblity that our brochure will arrive on the same 
day that the "Celebrate France" and "Visit Hawaii" brochure arrives;

a
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-  We don't have to worry that our message wiil be lost in a mind-boggling deluge of 
junk mail and bogus sweepstakes special offers.

SATC believes that the legislature should take any and all actions neccessary to 
preserve the cooperative marketing program. During the first eleven years o f its 
existence, the cooperative marketing program made Alaska the envy of the tourism 
world. Even today, there is oiily one other state in the union with a program similar to 
ours — Hawaii.

However, the past two years have seen an increasing amount of energy directed just at 
keeping the program together. Instead of being proactive about promoting Alaska, we 
are being reactive about defending the cooperative marketing program.

HB442 addresses all of the poltergeists that have been threatening the continued 
existence of this program and the legislation does so in a clear and direct fashion.

One issue in this legislation deserves special comment ~ the question of access to the 
vacation planner list and the public's right to know.

We believe that the intent of public disclosure laws was to protect the people o f Alaska 
from its government. The law guarantees citizens an open door, or at least a window, 
into the workings of state government so that at no time will the state take any action 
affecting its citizens without their knowledge.

However, it was not the intent of the public disclosure law to give away the farm.
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There are many instances when it is in the public interest for the state to protect our 
investment. When a state employee or contractor develops computer software, the 
results of that work become property of the state. Though the software was produced 
with public money, it is not distributed to the public for merely the cost of duplicating 
the tape because that would not be an accurate reflection of the value o f this product.

Similarly, the names, addresses and demographic information collected on business 
reply cards are a product of the cooperative marketing program and that information 
should not be distributed merely because someone can afford the cost of duplicating the 
tape.

Millions o f dollars are invested in image and response advertising for the sole purpose 
of generating qualified responses -  why would the state turn around and give that 
away?

And in considering the question of freedom of information, at what point do we draw 
the line? I f the names are not a product o f the cooperative marketing program but are 
public records, then what about the television ads themselves? Should I be able to 
request a copy for the price of dubbing a tape and then have the ability to use that ad 
for my own unrestricted commercial purposes?

You created the ATMC to direct the state's tourism marketing program and you also 
created a mechanism for making a partnership with private industry. The 21 members 
of this council have unanimously agreed that the labels are an integral part of the
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cooperative marketing program and have asked you to adopt legislation which will lay 
these questions to rest once and for all.

SATC believes strongly that the vacation planner respondent list is a product of the 
cooperative marketing program and cannot be separated from it without the 
destruction of the entire program and the loss o f a valuable public/private partnership.

We urge you to take quick action on HB442 and to pass it out o f committee with a "Do 
Pass" recommendation so that we can get on with the business of promoting Alaska as a 
visitor destination.

Thank you.



Southeast Alaska Tourism Council
" r e p r e s e n t i n g  S o u t h e a s t  A l a s k a  a n d  o u r  C a n a d i a n  n e i g h b o r s "

P.O. Box 20710 Juneau. Alaska 99802-0710 (907) 586-4777 FAX: (907) 463-4961

-f ■ ^ti
The Honorable David Finkelstein
Chairman, House Special Committee on Tourism
Rm. 607, Court
PO Box V .
Juneau, AK 9981 1 ; T’

V; ,
Dear Representative Finkelstein, * ■-.i!1.

•!r ;•

The Southeast Alaska Tourism Council supports the Alaska 
Tourism Marketing Council's resolution to protect names and other .j.
products of the Cooperative Tourism Marketing Program, just .
introduced. We further urge the administration and the 
legislature to proceed expeditiously with revisions as indicated 
by the resolution: i* ‘ *1j* ; A.

AT M C  R E S O L U T I O N  TO P R O T E C T  N A M E S  AND O T H E R  P R O D U C T S  .'.ij;/
OF C O O P E R A T I V E  T O U R I S M  M A R K E T I N G  P R O G R A M

1. All information collected by the ATMC is a product of the ' Kj 
cooperative marketing program:

2. All products of the cooperative marketing program are the
property of the Council; and , • : J

i i : . -  V  • .:•> ■: l l M .  !
j ■ 3. Granting distribution rights to all products of the

* .^cooperative marketing program i3 the exclusive right of the
_ . Counci 1. 'jusii! iufc ■' ?-j

This was passed unanimously January 24, 1990 in Juneau by 
the SATC Board Members. Your action on this matter would be most 
appreciated.-.J'
Sincerely, *•

Chip Waterbary 
President
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Orig ina l Sponsor(s): THE HOUSE SPECIAL COMMITTEE ON TOURISM

IN THE HOUSE BY THE HOUSE SPECIAL COMMITTEE ON TOURISM
CS FOR HOUSE BILL NO. 442 '(Tourism)

IN THE LEGISLATURE OF THE STATE OF ALASKA 
SIXTEENTH LEGISLATURE -.SECOND SESSION

A- BILL
\For an Act e n t i t l e d :  "An Act r e l a t i n g  to the ' Alaska Tourism Marketing

\ ̂
Council; and provid ing fo r  an e f f e c t iv e  d a t e . "

BE IT ENACTED BY THE LEGISLATURE OF THE STATE OF ALASKA:
* Section 1. AS 44.33.705(c) i s  amended by adding a new paragraph to

read:
(11) notwithstanding AS 39.52, a board member who i s  a

member of the q u a l i f i e d  t rade a s so c ia t io n  th a t  has con trac ted  with the 
department under (b) of  th i s  s e c t io n  may vote or take ac t io n  on a 
matter th a t  might b e n e f i t  the t rade  a s so c ia t io n  or members of the
trade a s soc ia t ion ,  inc lud ing the issuance o f  con t rac ts  or the g ran t ing
of r i g h t s  to the t rade a s so c ia t io n .

* Sec. 2. AS 44.33.715(a) i s  amended to read:
(a) The board may

(1) adopt, a l t e r ,  and use a corpor' e sea l ;
(2) p re sc r ibe ,  adopt, amend, and repea l  bylaws r e l a t i n g  to

the i n t e r n a l  management and opera t ions of the council [, INCLUDING THE 
GRANTING OF DISTRIBUTION RIGHTS TO TOURISM MAILING LISTS];

(3) sue and be sued in  the name of the council;
(4) en te r  in to  [ANY] agreements necessary to perform i t s

fu n c t io n s ;
(5) cooperate with a pub l ic  or p r iv a t e  board, o rgan iza t ion ,  

or agency engaged in work or a c t i v i t i e s  s im i l a r  to the work or a c t ­
i v i t i e s  of the council, inc lud ing en ter ing in to  con t rac ts  f o r  j o i n t  
programs of tourism adve r t i s in g  and marketing;

-1- CSHB 442(Tour)
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(6) rece ive con t r ibu t ions  of money;
i '(7) e s t a b l i s h  o f f f i c e s  in  the s t a t e  and otherwise incur

\ •expenses in c iden ta l  to the performance of  i t s  du t ie s ;
(8) appear on beha l f  of the council before boards, commis­

sions, departments, or o ther agencies of municipal, s t a t e ,  or fede ra l  
government except as provided under (b) of th i s  sec t ion ;

(9) acquire, hold, lease, s e l l ,  or o therwise dispose of 
property , but such property  i s  l im i ted  to tha t  which i s  necessary to 
the adm in is t ra t iv e  function ing of the council;

(10) appoint committees comprised of board and nonboard 
members; the p res id ing o f f i c e r  of each committee s h a l l  be a board 
member;

(11) prepare and implement plans fo r  the promotion of 
t r a v e l  to and ins ide the s t a t e ;

(12) s e l l ,  a t  f a i r  market va lue, tourism adv e r t i s in g  space 
in  pub l ica t ion s  and promotional m a te r i a l s  developed by the council; 
[AND]

(13) provide space to a q u a l i f i e d  t rade a s so c i a t i o n  in 
pub l ic a t ion s  and promotional m a te r ia l s  developed by the counc i l  i f  the 
t rade a s so c ia t ion  has contrac ted with the department under AS 44.33.- 
705(b) and pays i t s  pro r a t a  share o f  the production co s ts  fo r  the 
pub l ic a t io n  or promotional m a te r ia l ;  payment under t h i s  paragraph is 
not p a r t  of the a s so c ia t io n ' s  requ ired  con t r ibu t ion  under AS 44.33.- 
705(b) ; and

(14) gran t exclusive r ig h t s  to a q u a l i f i e d  t rade  a s so c ia ­
t ion  to s e l l  tourism mailing l i s t s  developed by the counc i l  i f  the 
t rade a s so c ia t ion  has con trac ted  with the department under AS 44.33.-
705(b).

* Sec. 3. AS 44.33 is  amended by adding a new sec t ion  to read: 
CSHB 442(Tour) -2-



Sec. 44.33.723. INFORMATION AND DATA. Marketing information and 
data genera ted by the council, inc luding tourism mailing l i s t s  con-

i.t a in ing  consumer names, addresses and demographic information, are
not pub l ic  w r i t ing s  or records under AS 09.25.110 or 09.25.120.
Sec. 4. AS 44.33 i s  amended by a.new sec t ion  to read:

Sec. 44.33.727. FUND TRANSFER AND REQUIRED CONTRIBUTION. All of 
the funds obtained by the q u a l i f i e d  trade a s so c ia t io n  from the sa le  of 
space in  pub l ica t ion s  and promotional m a te r ia l s  under AS 44.33.- 
715(a)(13) and from the sa le  of tourism mailing l i s t s  under AS 44.33.- 
715(a)(14) sh a l l  be t r a n s f e r r e d  to the council fo r  depos i t  in  the
general fund. The a s so c ia t ion  s h a l l  rece ive  c r e d i t  towards the s a t i s ­
f a c t io n  of i t s  requ ired  con t r ibu t ion  under AS 44.33.705(b) in the 
amount o f  the funds turned over to the council under t h i s  sec t ion .
Sec. 5. This Act i s  r e t r o a c t i v e  to Ju ly  1, 1988.
Sec. 6. This Act takes e f f e c t  immediately under AS 01.10.070(c).

-3- CSHB 442(Tour)




