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Date: January 21, 1990

Contact: Representative Dave Donley, Chair
House Labor and Commerce Committee
465-4954, 465-3892, 465-3893

COMMITTEE BILL ADDRESSES TOURISM CRISIS

The House Labor and Commerce Committee sponsored a major funding bill last week
to help the state"s tourism industry respond to recent cataclysmic events.

"Eetween the oil spill and the Mt. Redoubt we"ve been hit with a lot of bad
press we must counteract™, said Committee Chairman Representative Dave Donley,

D-Spenard. "Tourism is one of Alaska®s brightest hopes and we shouldn®t sit
back and watch it being tarnished.”

The 54 million doilar appropriation measure will fund an aggressive
international tourism markrting program to mitigate the damage caused by the

eruption of Mt. Redoubt a:.u the reduction in international flights stopping
over in Alaska.

"The Redoubt eruption has raised safety questions and longer range passenger
jets are bypassing our international airport. This can cost us millions of
dollars in state revenues in just the next few months," Donley said.

Included in House Bill 431 is funding to for the Alaska Tourism Marketing
Council®s domestic tourism program and $200,000 for the 1990 International
Travel Fair, a major event for Alaska®s tourism industry.

"The House Labor and Commerce Committee proposed this as a supplemental
appropriation to advance our marketing strategy and to assist the tourism

industry this summer,” Donley said. "Funding coming through the regular budget
process will arrive tco late."

"Without immediate funds the state can take no new initiatives

in time to avoid
a serious loss of tourism activity this summer,” Donley said.

dd/gbs90
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Alrport manager
OVercomes Crises

By DOUG FORD

Time* Budnea* Writer

If crisis management wasn't his strong
suit before, new Anchorage International
Airport Manager Ken Burdette became a
veteran ina hurry.

Since starting his job Dec. 11, the air-
port suffered a power blackout, a nearby
volcano erupted and filled the sky with
ash, and a 747 passenger jet plummetted
13,000 feet before restarting engines and
making it to the airport. Since then Re-
doubt Volcano has continued to disrupt,
and a suitcase feared to contain explo-
sives was detonated by the Anchorage po-
lice bomb squad.

Even though calamity after near catas-
trophe has dogged him since he took of-
fice, Burdette loves his job.

"Looking back on it, it was beneficial
for me to see the machine in action," he
said. He was impressed by the efficiency
of his staff. When the power went out that
first night, "I kind of sat around nnd

watched,"” he said,
The airport’s generators clicked in al-
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most immediately, leaving no disruption
in service, he said. But the reduced light-
ing gave the terminal a gloomy glow for a
few hours.

While he regrets all the fuss and incon-
venience created over blowing up a suit-
case over false bomb suspicions, Burdette
said, "if the circumstances were the
same | would do it again."

In the end toys caused the suspicious
noises, but X-rays revealed two wires in
the suit that could not be identified. "No-
body wants to get on an airplane where
there's the possibility of a bomb,” he said.
"We spend tremendous amounts of money
onsafety."”

Although the volcano has been a con-
stant worry, it is not particularly Bur-
dette’s problem. The Federal Aviation Ad-
ministration coordinates volcano report-
ing and the airlines must decide — based
on the FAA information — whether they

fly or not.
Even If ash fell on the uiiport, it is

doubtful Burdette will close it. "Airports i . .
See Burdette, page D-4 Alrport manager Ken Burdette stands on a ramp at Anchorage International Alrp<

- Fntrinpprs boost search for aul
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Burdette: Airport

Continued from page D-

justdon’t close," he said. "It (the
ash) would have to pose some
kind of health problem to close
down.”

Like the more common dirt
and snow, the ash would have to
be cleaned off. Maintenance
crews routinely clear the longest
runway of snow in 45 minutes.
Since the airport has 911 lane
miles of tarmac, when it snows
the activity goes on for hours.

“1 just sit here and gape at the
beehive of activity when it
snows,” he said. Expensive
chemicals such as urea prevent
any ice build-up and the runways
arc even swept, he added.

The airport’s response to
crashes and other accidents is
even faster. By FAA regulations
they must be able to respond in
three minutes to the farthest
point at the airport, he said. The
crash team was ready for the
KLM flight that lost all the alti-
tude after flying through the dust
cloud, he said, “but the pilot
brought it in for a beautiful land-
ing."
gAs an ex-army pilot who re-
tired In August after 23 years, he
could appreciate the pilot's ac-
complishment under such stress-
ful circumstances. His last duty
had been as airfield commander
at Fort Richardson. He is a polit-
ical appointee with Alaska Inter-
national Airport System Director
Glnna Marie Lindsay as his boss.

While he may serve at the be-
hest of the governor, Burdette

said, it’s the airlines that pay for
the airport.

The airport leases most every-
thing: ramp space, boarding
gates, counter space even the
restaurant and shop space.
These leases — especially the
airline leases — pay for the air-
port's ty ret. It receives only a
small a “iint of federal money
for airfield Improvement.

Despite some loss in interna-
tional passenger flights the air-
port continues to grow. Total
landings at the airport topped
16,300 in October 1989 (the last
month available), up 10 percent
over the previous year. The facil-
ity’s eight international gates
and 40 domestic gates should
serve the airport into the mid-
1990%s, he said. However, due to
cargo carriers such as Federal
Express’ increased traffic the
airport is increasing its ramp
space.

Burdette's second-floor office
looks south towards the moun-
tains of the Kenai Peninsula and
on this day one of Alaska’s fa-
mous sunsets. Unlike the re-
porter gazing at the vista, he
watches a recently arrived
MarkAir Boeing 737 as the
ground crew gathers to unload,

refuel, clean up and restock the
aircraft.

“You should see when one of
these airplanes gets in here." he
said, “Those guys engulf it." The
speed and efficiency with which
the plane is prepared for its next
flight, “it’s almost poetic," he
said.
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Quiettime on the International concourse

[rr
There was no activity at the International concourse of the Anchorage International Airport one afternoon

eruc

this week. Two major international carriers, Korean Air and China Airlines, have diverted flights from Spm
Anchorage after recent eruptions from Redoubt Volcano, H.
ager

said
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heights o fup Co45,000 feetand cora-
.mugidettjn Jjc|Ce«i Peninsula wpre
hcavn?{ Coveredinash ofaboutnhalf
an inch; some,schools were closed and
people were k&DtoistA”aUfotoe: .
Agraln, M cg""sal",t.hejAlser-
vatory -docstrrHknow ‘liow” long
Redoubt wiU, continue its activity, he
said so far, iliofi& 'like it;will erupt
e % N
a_g' With each vowano, Xoﬁ/cratﬁ’t per-
dict when it wflltappen,** McQ&nsey
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Aviation AdmMmtbbiT spokesman
said the aitcrajfcwill help. pinpoint
where the ash is so commercial aircraft
won't accidently fly into it.
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[kﬁe; Januory 23, 1990 From:, Keith Fernandez

TO- Rep. Dave Donley RE Int“l Tourism Teleconference

AK Travel Fair Request
c/o Juneau LJ|O q

U<f3'-.Luui—

FO”OWI Igtgll?r a)g<e P Ign?%?) 218-5559" HPaHQZ(e

Rep. Don leyi

3 Ifthis does not reach you in full, please inform

Attached 1Is information which I will present* on behalf of the Alaska International
Airport Tourism Marketing Council, for a $200,000 budget request for the 1991
Alaska Travel Fair.

I look forward to presenting this paper this afternoon; please contact me at the
you have any questions.

Director of Marketing
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In September, 1989, the AlaBka International Airport Tourism
Marketingl Council (AIATMC) sponsored tho flrat AlaBka Travel Fair,
bringing more than 150 major tour operators and travel agents from
Japan to Alaska. The purpose of this Fair — promote Alaska as a
destination In Japan (particularly in the non-summer months).

This was certainly not the first effort to court overseas travelers,
but it did mark a beginning. It signalled tho start of cooperative
overseas marketing efforts by private businesses throughout Alaska
along with state government to target overseas Vvisitor promotion
efforts. For one week in September, 1980, the state pulled together
to showcase Alaska: from Barrow to Ketchikan, the stato's visitor
features were on display for the Japanese travel industry leaders.

What happened? Well, I'm not going to say it was a - .ooeBS. I'm
going to let Sandra Gamo, of the US Travel & Tourism Administration
office in Japan highlight the success...she said, and | quote, "This
is the best such program any destination has put on for Japanese
travel industry. The Japanese who camo to Alaska are impressed with
the quality of what Alaska has to offer.” (end quote) 'l lot
Kojiro Abe, who runs the state Division of Tourism office in Japan
speak for it's success when he said, one, it's the largest such show
any destination has put on for the Japanese and, two, it Bhowed
Alaska was serious about selling itself to the Japanese, I'll let the
Japanese tour operators and travel agents speak for its success, which
was highlighted by them signing a petition urging airlines to open
more destination seats into Alaska and for national governments to
work on cooperative efforts to allow freer air traffic passage between

Japan and Alaska. TheBe same Japanese travel agents said to us in
Alaska's travel industry...do it again!

The Alaska Travel Fair was not an inexpensive endeavor. Tho state
contributed $100,000 to the program, AIATMC contributed another
$25,000 in cash...and Alaska's travel industry, showing itB belief in
the need for more international travel promotion, contributed in-kind
Borvices totalling more than $700,0001

I'm hero today to reinforce the fact Alaska Travel Fair 1989 was just
the beginning...and we have more to do before international travelers
flock to Alaska. Work is being done by various groups to key off the
success of the Alaska Travol Fair...for examplo, tho Stato Division of
Tourism has successfully sold several carriers on opening more scats
into the state from ;an, on carriers such as Sabona and Swissair.

The momemu . .d by the Alaska Travel Fsir can't stop. We are
asking the state to appropriate $200,000 to support tho development of
the next Alaska Travol Fair, for May, 1991. It will be a bigger
program, targeting Asian markets (Japanese, Korean 6 Taiwanoee) and
European markets. AIATMC wishes to show off as much of the state
to as many international travel leaders to foous attention on Alaska
and create the pressure on international carriers to open more seats
to Alaska throughout the year. Alaska's visitor industry is ready to
again contribute incredible amounts of time, effort and services to
support international tourism efforts. We can't do it by seeing these
people once every five or so years...the momentum started by the
first Alaska Travel Fair has built Alaska's reputation among one
particular group of overseas travel loaders. We look forward to
working with the state on cooperative effortD to showcase Alaska
tourism on an even broader international scale.

P.02



January 9, 1990

Honorable Dave Donley

Alaska House of Representatives
P. 0. Sox V

Juneau, AX 99811

Dear Representative Donley:

I an writing 1n response to your request for Information relating to
strategies the division and ATHC could undertake should the
legislature appropriate supplemental funds for tourism. As | begin,
I should note that the division supports the Governor's approved

FT 91 budget submission and the strategies 1t would fund. Youhave
asked questions about additional funding for FY 90, however, and |
will respond 1n the order asked on the attached.

11.8 million In general funds appropriated to the Division of
TouHsm for international airport airfcatinu. 1 ° ~~

7he Division of Tourism is currently actively engaged In proetoting
Alaska In several developing and new markets overseas. Me maintain
tourism representation 1n Japan and West Germany, represent Alaska
at several travel trade shows overseas, and engage 1ln advertising,
public relations, and technical assistance activities.

One of the greatest obstacles to stimulating dramatic growth Is the
lack of competitive direct alr routes or allocations ef seats from
target countries to Alaska. Breaking this obstacle 1s one of the
division's highest priorities.

The division 1s aggres_sively pursying this problem by making direct
contact with the deécision makers in European and Aslan airlines

working In conjunction with the Alaska International Airport System
and the Office ‘of International Trade.

Airlines reviewing proposals to establish direct routes or allocate
seats to and from Alaska have several factors that must be con-
sidered. Significant among them are the economic, viability of, the

route and thé level of support the destination will apply to fillin
the seats. PP PPy J
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Should the funds become available through a general fund special
appropriation, the division would apply”then“as follows:

0 In conjunction with MAS, Intensify the direct sales contact
with prospective domestic and International carriers,

0 Produce presentation materials to augment sales efforts,

0 Establish an air route promotional fund to suPport seat

allocations, turnaround service, and new charters by Inter-
national carriers.

f the funds were aPprop,riat_ed b¥ Harch, they could be used to
timulate additional 'visitation through charters and through seat
locations currently under discussion by as early as this™ summer.

I .
he funds would also (?”OW accelerated sales contact with other
airlines almost Irmedlately.

I
S
d
$

$2 wllllon general fund supplemental appropriation to the ATMC

While | am Chairman of the Alaska Tourism Marketing Council, 1t 1s
governedlbx a 21 member board of directors and employs .Its own
a

staff. ve had an opportunity to speak with Executive Director
Bob Hiller who, with me, forwards the consents below.

The program planned and executed by the ATMC Is a well-established
multifaCeted marketing program that peaks In fall and spring adver-
tising .waves. While Some cooponents such as glossy stock magazine
advertising could not be moved fast enough to Impdct summer 1990 due

to lead times needed, other components could benefit from additional
1990 funding.

In recent years, media costs have risen steadily eroding the reach
of Alaska's television advertising.. As costs have ?one up and

available funds have remained relatively constant, the council has
had to drop some of Its secondary market coverage. Additionally,
rather than producing new adverhsmgf the agencv has reconfigured

Bnor advyertising f,o stretch Its shélf life.™ The same Images have
een used now for five years,

The oil spill may also place additional need for state exposure as
we approach the first anniversary of the spill.. At that time, the
media w ill agaln focus on the disaster, potentially adding to per-
ceptions of ama?e to Alaska's tourism resources. ~ While we don't
know the full extent of spill coverage Impact on Alaska's Image, the

anniversary affords us an opportunity to reduce potential visitor
concern.

?hhouk%l the funds become available during FY 90, the ATNC would use
em o
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0 Restore television advertising In key *B" markets during the
spring wave of promotion,

0 Exe_?u e a,eublic relations campaign coinciding with the oil
spill anniversary,

0 i’g%%uce new television advertising for use during early fall

| hope that this response 1s of help to you 1n Identifying some of
the areas that_additional FY 90 funding Could be put to use by the
division and ATOC. Tourism is a business that depends on both.
awareness of and access to the destination. Supplemental finding
could generate additional visits 1n the short run by Increasing
awareness prior to. summer and greater otential for the future by
Increasing our ability to acceSs International markets.

Please contact me If | can be of further assistance.

Sincerely

Dana Brockway
Director
DB/jc/0943Y
00930¢



1909-90
Executive Officers

0,"“Sicknt

SR

| & Vice-President

s B

2nd Vice-President

Sl R

Vice-President/
Government Relations

e

Secretary
Tern/ rood
Seaﬂi%ug e
Treesurer

i jr
1%%@%&@%@

N
RIS
N L ARG

AT
TR
R
mﬁ%ﬁr’ﬁ%%
S e e
mmqé%ﬁﬁﬁ%

e pticn gk

gl
Hnce VR
iR

RS

Frillis RS AYDR

e
e

A 1 as k a isitor s i i

501 West Northern Lights, Suite 201 Anchorage Naska 99503

Tel: (907) 276-6663 « Fax: (907) 258-4036

o n

January 23, 1990

Honorable Dave Donley

Chairman

House Labor and Commerce Committee
P.0. Box Y

Juneau, Alaska 99B11

Dear Representative Donley:

You have asked me, as President of the Alaska Visitors
Association, to comment on the need for a two million dollar
special and supplemental appropriation to the Alaska Tourism
Marketing Council.
As has been well established, the Alaska tourism marketing
program has lost substantial impact in the domestic market
since 19B5. While we as a destination have increased our
domestic advertising expenditures by 2.57., all other States
have increased their advertising expenditures by 51.97. and
total promotional expenditures by 66.87.. Our foreign
competitors have increased their advertising expenditures
during the same period by 53.67.. Our major competitors 1in
the domestic market for U.S. visitors remains: Hawail,
Canada, Europe, and Mexico.

Specifically, Canada is outspending Alaska 3 to 1 after
receiving a 397. budget increase 1in 1988. Hawaii 1is
outspending Alaska 4.5 to 1 after receiving a budget
increase of 337. in 19B9. During the last four years,
Alaska®s share of voice in the domestic market place has
declined 457.. Our television advertising program has
decreased from exposure in 21 markets to only 12 markets.

Newspaper special Alaska sections have decreased from 35 to
25.

With new destinations coming on line in Eastern Europe that
are of high interest to American consumers, Alaska can
little afford to take a passive approach to tourism
marketing.

In 1 ght of these facts, it is not surprising that while the

potential for growth 1in Alaska®s visitor industry remains
high, we have been in virtually a no growth mode since the
summer of 19B6. It is estimated that the target market

(those people matching the profile of Alaska visitors) will
expand by aver 30V. during the 1990°"s. However, 1increased
potential means nothing unless the necessary tools are put
in place to allow Alaska to reap this valuable harvest.



While the cooperative marketing effort as managed by the
ATMC 1is effective, efficient, and highly regarded 1in the
travel community, the reach of their efforts must be
extended. We would propose the immediate funding of the
following supplemental programs:

1. Extension of the existing television program to all "B"
markets. The "B" markets are those with high potential
relative to their current delivery of Alaska visitors.
Increased efforts in these markets will allow for greater
penetration of the Alaska message.
Approximate cost $600,000.

2. A direct mail effort to pickup the estimated 50,000
shortfall 1in current year 1inquiry levels. Inquiry
generation 1is currently running 127. behind last years pace.
Supplementing this program will allow for full distribution
of the "Official State Vacation Planners™ which have already
been printed. These planners are of little value if not
distributed prior to the upcoming season.

Approximate cost $450,000.

3. Extension of the Newspaper advertising program to regain
the lost Alaska Travel Sections. These travel sections
which appear in the Sunday Travel Supplements of most major

newspapers can provide almost immediate return to Alaska
operators.

Approximate cost $100,000.

4. Early funding of new television commercials. Unless the
development of new commercials are funded early, we will
once again be battling September weather during filming and

will need to delay airing for editing and post production
work .

Approximate cost $550,000.

5. Funding of a special public relations effort to deal
with the adverse publicity that will be generated by the
"First Anniversary of the Oil Spill” and the current adverse
publicity being generated by Redoubt Volcano.

Approximate cost $300,000.

The Alaska Visitors Association is certain that a progranm
can be put in place this year to generate greater economic
activity, and employment during the coming season. It is
estimated that successful execution of this effort could
generate 16,000 additional visitors spending over
$30,000,000 and generating an additional 300 jobs for
Alaskans this season. Combined with the need to create
greater understanding of Alaska by U.S. citizens so the
adverse publicity regarding the Oil Spill and Redoubt
Volcano can be put in proper prospective, and the need to
get an early start on the replacement of our five year old

Paae - 2



television commercials so that Alaska can be shown at its*
best, underlines the need for immediate and decisive action.

We support House Bill No. 431 and ask the members of the
Alaska Legislature to do the same.

Respectful 1 by

fi. Dindinge
President





