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FISCAL NOTE

Revision Date:____________________________
Title: Extending the Alaska Tourism Marketing Council

LATE OF ALASKA BILL NO. HB 342
1994 LEGISLATIVE SESSION

Sponsor Reo. Kott
Requestor House Labor and Commerce______________________ COMPONENT SERIAL NO.

Expenditures/Revenues:

OPERATING EXPENDITURES | FY 95 j FY 96 FY 97 I FY 98 - | FY 99 FY 00
PERSONAL SERVICES 0 1 0 1 0 1 o | 0 1 0
TRAVEL 0 1 0 ! 0 ! o 0 1 0
CONTRACTUAL 0 I 0 1 0 1 o | 0 1 0
SUPPLIES 0 1 0 0 1 o 1 o ! 0 1
EQUIPMENT 0 0 1 0 0 | o 1 0
LAND & STRUCTURES o i 0 0 0 | 0 0
GRANTS. CLAIMS 0 1 0 1 0 0 1 0 I fJ 1
MISCaLANEOUS 0 1 0 i 0 0 1 o 1 0 !
TOTAL OPERATING 0 1 0 ! 0 o ! 0 o

CAPITAL EXPENDITURES 0 1 0 0 o 1 0 i 0

CHANGE IN R0/ENUES ( ) I 0 o ! 0 o 1 0 o 1

Department Affected: Commerce and Economic Development
BRU: Toi.rism________________________________

Componeit: v :_________

FUND SOURCE

1C02 Federal Receipts 0 I o i o I o i 0 1 o i
1003 GF Match 0 1 o 0 1 o i 0 1 0
1004 GF 0 1. o 0 | 0 i 0 1 o
1005 GF/Program Receipts 0 0 0 0 - o ! 0
1006 GFrMHTIA 0 0 0 1 o 1 0 I 0 i
Other 0 0 0 o 1 0 1 0
TOTAL 0 0 0 i o i 0 1 o i
Estimate of currer* year (FY 94) cost: S _0 
POSITIONS

FULL-TIME 0 0 1 0 1 0 1 0 1 0
PART-TIME 0 0 1 o 1 0 I 0 0
TEMPORARY 0 0 0 1 0 i 0 j 0

ANALYSIS: (Attach a separate page if necessary.)

The expenditures are contained in the proposed operating budget and the revenues are reflected in revenue projections.

   i
Prepared by: nna Lindaren_________________________________________ Phone: 465-2500
Division: Alaska Tourism Marketing Council / ; Date: January 18. 1994

/  / y /  ■■ /
Approved by Commissioner Paul Fuhs ■ / //  I- L-
Agency: Commerce and Economic Oeveloomenyr'   Date: / / /?  / V \

PREPARER TO PROVIDE ALL DISTRIBUTION COPIES TO GOVERNOR'S LEGISLATIVE OFFICE 
For further distribution information call the Governor’s Legislative Office 
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FISCA L N O TE

STATE OF ALASKA B ILL  NO. HB 342
1994 LEG ISLA T IV E SESSIO N

ANALYSIS: (continued)

t; .

T he  p a s s a g e  o f S en a te  B ill 478 (SLA 1988, C h a p te r  78) c rea ted  th e  A la sk a  T o u rism  
M a rk e t in g  Council w h ich  becam e law , effective J u ly  1, 1988. L eg is la tiv e  fin d ing s 
re g a rd in g  SB 478 s ta te d :

"T he L eg is la tu re  finds t h a t  a coopera tive  e ffo rt b e tw een  th e  s ta te  a n d  p r iv a te  
in d u s t ry  to  su p p o r t an d  expand  th e  v is ito r in d u s t r y  o f th e  s ta te  a n d  to fo s te r 
e x p an s io n  o f th e  m a rk e t for A la sk a  as a  d e s t in a t io n  th ro u g h o u t th e  n a tio n  a n d  th e  
w o rld  is in  th e  pub lic  in te re s t  a n d  is  a  va lid  pub lic  pu rpose . T he L eg is la tu re  fu r th e r  
f in d s t h a t  th is  coopera tive  effo rt w ou ld  in u re  to th e  bene fit of th e  v is ito r  in d u s try  in  
th e  s ta te  a n d  th a t  som e of th e  co sts of m a in ta in in g  th e  effo rt be bo rn e  by  th e  
in d u s try . T h e  L eg is la tu re  fu r th e r  f in d s th a t  ex p an s io n  of th e  econom ic b ene fit of 
to u n sm  is  in  th e  pub lic  in te r e s t  a n d  th e  s ta te  sh o u ld  ta k e  a n  ac tiv e in te re s t  in  th e  
e n su ra n c e  o f a q u a lity  experience  for v is ito rs  to th e  s ta te , coope-_te w ith  th e  p r iv a te  
sec to r in  im p rov ing  th e  am en itie s  av a ilab le  to  v is i to rs  to  th e  s ta te , a n d  seek  to en su re  
a u th e n t ic  accessib le experience for v is ito rs  th ro u g h o u t th e  s ta te ."

>VM/dgl259fu.wm P age  2 of
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4/18/94

CS FOR HOUSE BELL NO. 342(

IN THE LEGISLATURE OF'THE STATE OF ALASKA 

EIGHTEENTH LEGISLATURE - SECOND SESSION

B Y  .

Offered:
Referred:

Sponsors): REPRESENTATIVES KOTT, Hudson, Ulmer

A BELL 

FOR AN ACT ENTITLED 

"An Act re la ting  to the Alaska Tourism  M arketing Council; increasing to a t least 

38 percent the share of the council’s expenses tha t m ust be paid th rough 

contributions by an association tha t contracts to jo in tly  m anage the  council; and 

providing for an  effective date."

BE IT  ENACTED BY THE LEGISLATURE OF THE STATE OF ALASKA:

* Section 1. AS 44.33.705(b) is amended to read:
(b) If the commissioner determines that it is in the best interests o f the state 

to promote the state as a'destination through the cooperative marketing program, the 
commissioner shall contract with a single qualified trade association to jointly manage

the total operating expenses of the council for that fiscal year and  the  association will 
furn ish the  council with evidence of additional contribution ' the form  o f 
products a n d  services so th a t the to ta l contribution of cash; products, and  serv ices:

a l i i i
/s'Wi'Ar.Vf.'fey i.CYWh'
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is a t least 50 percent of the total operating expenses of the council for th a t fiscal 
year. A product o r service qualifies as a contribution under this subsection if it 
is provided bv the association in a mutual undertak ing  with a sta te agency to 
advertise, m arket, o r promote the state as a visitor destination. F o r purposes of 
th is subsection, the value o f a contribution other than cash is the lowest re ta il un it 
value of the  product o r service o r  the value of the d iscount given to the sta te for 
th a t p roduct o r service, whichever is less.(plus the actual co§t o f adm inistrative
tim e and expenses if the adm inistrative costs a re  not v included in the cost
of the product/or s,£rviceT^The term of a contract under this section may not exceed 
two years. ? * * ................... \

* Sec. 2. AS 44.66.010(a)(15) is amended to read:
(15) Alaska Tourism Marketing Council (AS 44.33.700) - 

December 30. 1998 f 19941: " ' : ‘ '•
* Sec. 3. TRANSITIONAL PROVISION. Notwithstanding AS 44.33.705(b), as amended 

by sec. 1 o f this Act, if  the commissioner o f commerce and economic development contracts 
with a single qualified trade association to jointly manage the Alaska Tourism Marketing 
Council, the contract must provide that before the end o f the following fiscal years, the 
association will provide evidence o f contributions of products and services, in addition to its

t •
required cash contribution o f 20 percent, so that the total contributions o f cash, products, and- 
services are at least the following percentages o f the total operating expenses o f the council 
fi * those fiscal years: • ‘ *

(1) fiscal year 1995, 38 percent;.
(2) fiscal year 1996, 42 percent;
(3) fiscal year 1997, 45 percent

* Sec. 4. APPLICABILITY. This Act applies to contracts under AS 44.33.705 that are 
entered into o r renewed on or after July 1, 1994.

* Sec: 5. This Act takes effect July 1, 1994. J  ■

• • * . •
■■■■■ - . . . •. ;;V •. . .  • .... - . . ’ . / •* •. .» r• - . , ' ■ -  •

'-V ■
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4/11/94

CS FOR HOUSE BILL NO. 342( )

IN THE LEGISLATURE OF THE STATE OF ALASKA 

EIGHTEENTH LEGISLATURE - SECOND SESSION

B Y

Offered:
Referred:

Sponsor(s): REPRESENTATIVES KOTT, Hudson, Ulmer

A BILL 

FOR AN ACT ENTITLED 

"A n Act relating to the Alaska Tourism  M arketing Council; increasing to a t least 

38 percent the share of the council’s expenses tha t m ust be paid by an 

association tha t contracts to jo intly manage the council."

BE IT  ENACTED BY TH E LEGISLATURE OF THE STATE OF ALASKA:

* Section 1. AS 44.33.705(b) is amended to read:
(b) If the commissioner determines that it is in the best interests of the state 

to promote the state as a destination through the cooperative marketing program, the 
commissioner shall contract with a single qualified trade association to jointly manage 
the council if the trade association agrees that, before the end o f each fiscal year that 
the contract covers, the association will contribute at least 50 [15] percent of the total 
operating expenses o f the council for that fiscal year. The term of a contract under 
this section may not exceed two years.

* Sec. 2. AS 44.66.0I0(a)(15) is amended to read:
(15) Alaska Tourism Marketing Council (AS 44.33.700) -

-1-
N e w  T e x t  U n d e r l i n e d  [D E L E T E D  T E X T  B R A C K E T E D ]

CSHB 342( )



December 30, 1998 [1994];
* Sec. 3. TRANSITIONAL PROVISION. Notwithstanding AS 44.33.705(b), as amended 

by sec. 1 of this Act, if the commissioner of commerce and economic development contracts 
with a single qualified trade association to jointly manage the Alaska Tourism Marketing 
Council, the contract must provide that before the end of the following fiscal years, the 
association will contribute at least the following percentages of the total operating expenses 
o f the council for those fiscal years:

(1) fiscal year 1995, 38 percent;
(2) fiscal year 1996, 42 percent;
(3) fiscal year 1997, 45 percent.

W O R K  D R A F T  W O R K  D R A F T  W O R K  D R A F T

CSHB 342( ) -2*
N e w  T e x t  U n d e r l i n e d  [ D E L E T E D  T E X T  B R A C K E T E D ]



OFFERED IN THE HOUSE BY REPRESENTATIVE MACLEAN
TO: CSHB 342( ) Draft 8-LS142GT

Page 1, line 11:
Delete ’TO"
Insert "25"

Page 2, line 19:
Delete-"20”
Insert "25"
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COMMITTEES:
HEALTH, EDUCATION 
& SOCIAL SERVICES 

JUDICIARY 
STATE AFFAIRS

SPECIAL COMMITTEES:
MILITARY & VETERANS AFFAIRS 
O IL & GAS

glastea g>tate legislature 
J l o u s e  of ^ c p r e s e n t a t i b e s

Representative Pete K ott

INTERIM :
EAGLE CENTER. SU ITE 141 
EAGLE R IVER , AK 9 95 77  
PHONE (907 ) 694 -8944  
FAX 694 -8945

SESS IO N :
STATE CAPITOL 
JUNEAU, AK 99811 
PHONE (907 ) 465 -3777

SPONSOR STATEMENT
It is in the best interest of the State of Alaska to accept HB 342, 

and extend the life of the Alaska Tourism Marketing Council (ATMC) 
to December 30, 1998. This legislation conforms to the 
recommendations of the 1993 Budget and Audit Report.

ATMC falls under the Department of Commerce and Economic 
Development, Division of Tourism. Ten of ATMC's members are 
appointed by the Governor, while ten others are appointed by the 
Alaska Visitor Association. The Director of the Division of Tourism is 
automatically a member. ATMC works to "promote the state as a 
destination and promote all lurms of travel to the state, including 
travel by air, highway, and water" (AK Statute 44.33.720 a) 1).)

An example of ATMC activities is the publication of "The Alaska 
Vacation Planner's Guide," which lists 1,300 Alaskan businesses and 
is mailed all over the United States and the world. This is a vital 
vehicle for Alaska in promoting the tourism industry. The Planner 
has also provided needed advertisement to businesses located in the 
outer regions of the state, and to those that do not have a large 
promotional budget. Other ATMC activities include TV and print 
advertising, research, and providing advice to the Division of 
Tourism.

ATMC plays a substantial part in bringing over $52 million 
each year to the State of Alaska (McDowell Group, 1992.) If we want 
to continue to compete successfully in the national and international 
tourism market, we need to support extending the Alaska Tourism 
Marketing Council's term.



LEGISLATIVE AFFAIRS AGENCY 
STATE OF ALASKA

DIVISION OF LEGAL SERVICES

( 9 0 7 )  4 6 5 - 3 8 6 7  o r  4 6 5 - 2 4 5 0  
F s lX  ( 9 0 7 )  4 6 5 - 2 0 2 9  
M a i l  S to p  3 1 0 1

) !  j y )  v
>• 12 U

1 3 0  Sew ard . S treet, S u ite  4 0 9  
J u n e a u , A la s k a  9 9 8 0 1 - 2 1 0 5

M E M O R A N D U M  January 7, 1994

SUBJECT: Sectional Summary of HB 342 (8-LS1426\E)

TO: Representative Pete Kott

FROM: Terri Lauterbach
Legislative Counsel

You have requested a sectional summary of the above bill.

Section 1. Extends the term ination date of the Alaska Tourism  M arketing Council 
to D ecem ber 30, 1998.

TML:pl
94-015.plm -
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H B  342: "A n  A c t e x t e n d in g  th e  f  e r m in a t i o n  d a t e  o f  t h e
A la s k a  T o u r i s m  M a r k e t i n g  C o u n c i l "

T he A la sk a  T ou rism  M a rk e tin g  Council (ATMC) is a  public-private p a r tn e r s h ip  
th a t  com bines th e  re sou rce s an d  ex p e r tis e  o f th e  s ta te  a n d  p r iv a te  in d u s try . 
I t  is jo in t ly  m an ag ed  by  th e  D e p a r tm e n t of Com m erce a n d  Econom ic 
D evelopm en t a n d  A la sk a  V is ito rs A ssocia tion . T h e  council co n s is ts  o f te n  
m em bers  appo in ted  by th e  Governor, te n  m em bers  appo in ted  by  th e  v is ito r  
in du s try , a n d  th e  D irec to r o f th e  D iv ision  o f Tourism .

The goal o f th e  ATMC is  to  s t im u la te  s ta tew id e  econom ic gTowth, d iv e rs if ic a ­
tion, an d  em p loym en t th ro u g h  th e  p rom o tion  o f A la sk a  a s  a  v is ito r d e s tin a tio n . 
To ach ieve th is  goal, th e  ATM C designs a n d  execu tes a  m a rk e tin g  c am p a ig n  
d irec ted  a t  dom estic a n d  C an ad ian  m a rk e ts  w ith  th e  g re a te s t p o te n t ia l 
for p ro du c in g  n ew  and  re p e a t v is ito rs . P r im a ry  e lem en ts  o f th e .p ro g ra m  
in c lude  m ed ia  advertis ing , pub lic re la tio n s , an d  d is tr ib u tio n  o f th e  S ta te  
V aca tion  P la n n e r . T h ese  e lem en ts  a re  d es ig n ed  to  in te re s t  peop le in  A Jask a  
an d  in flu en ce  th e ir  dec ision  to v isit. T h e  p ro g ram  a lso  p rov ides th e  f in a l lin k  
b e tw een  local b u s in e sse s  a n d  con sum ers on  a  sca le  t h a t  is  po ss ib le  on ly  
th ro u g h  a  coopera tive effort.

I f  th e  ATM C p ro g ram  d id  n o t ex ist, th e  econom ic im p ac t o f th e  v is ito r in d u s t r y  
w ould be s ig n if ic an tly  re d u c ed  an d  th e  la rg e r^ to u r com pan ies w ou ld  g a in  a n  
even g re a te r  s h a re  of th e  rem a in in g  m a rk e t.  B y conduc ting  a  coope ra tiv e  
m a rk e tin g  p rogram , everyone in  th e  s ta te  benefits, in c lu d in g  o th e r  s t a te  
agencies w ho  rece ive re v en u e s  from  v is ito r  spend ing .

WM/dglmme041pp.co



Tina Lindgren rsrnn-Alaska Tourism Marketing Council CtC»-% ]9S33601 C Street, Suite 700.Anchorage, Alaska 99503 ^ UrjSM
, w «EnNQCOUMc;r

Decem ber 23, 1593 >**..

Dear Tina,
Just a quick note to say "thank you" for conducting th.8 recent survey, and by providing us with some informative wards on vha/whafc ATMC actually is & does.My husband and I have run a small business here in Haines for 15 years, and greatly appreciate and depend upon the s ta te1s/private sector's co-oper­ative marketing program. Without you ve could not exist! Thanks again for a l l  your e f fo r ts ,  and i f  you're e ss in cur neighborhood, we'd fca happy to put you up I
BEST WISHES FOR THE HOLIDAY'S!

S in c a r e ly ,  ,
, /  C '  *  o  ‘  *✓

Norm & Suzanne Smith Owners/Operators, Fort Seward B & B

\ 2 - - 2 V R 3  Le-tVer



Downtown Deli Sh^fAnd Cafe
P.O. Box 2653. Anchorage. Alaska 99510 V  B ^ r T h o n e  (907) 274-0027 

January 7, 1994

B rad Phillips
Phillips Cruises and Tours 
509 W. 4th Ave.
Anchorage, Alaska 99501

Dear Brad,

I am writing to you in your capacity as the Chair of the .Masks Tourism Marketing 
CounciL I want to express to you my total support o f the Council's public/pri'vate 
marketing efforts. My business is the Downtown Deli and Cafe, which has been 
operating for 18 years in the same location. During this tune I have seen the 
visitor business grow from a negligible portion o f my sales to in  excess o f two 
thirds o f my total receipts. There is no question that the aggressive marketing o f 
Alaska has played an essential part in this growth.

I am deeply disturbed that a severe reduction in the state’s part o f the program is 
being proposed by the Governor. It is well known that tourism, currently one of 
Alaska's top employers, has the greatest potential growth for both employment 
and Alaskan siuf.11 business opportunities. It is also well known that this potential 
is at risk, as there is intense global competition far the tourism and visitor dollar.

A t  a time when there is an immediate need to develop private sector jobs to 
compensate for fewer public revenue based jobs, it is not sensible to tom. away 
from the most logical source o f  future employment - an expanding visitor industry, 
Indeed, at a  time when Alaska is being attacked through the media, a reduction in 
our marketing efforts may cause long term damage to Alaska tourism. The bottom 
line is that we should consider a strategic reassessment o f our marketing approach 
and, in light o f the current situation, significantly increase both the public and 
private marketing efforts for this proven Alaskan job development industry.

Thank you, Brad, for all o f your efforts to keep the visitor industry strong.
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i/12/94

Rick Halford
Alaska Stata Legislature 
Room 111
Juneau, A K  99801-11-82 

Dear Hr, Halford,

I would like to voica m y  concern ragarding the proposed $3 
million, cut to the Cooperative Marketing Budget. Aa a small 
businessman directly dependent on tourism dollars during a short 
summer season, b e i n g  able to participate in a highly visible 
coopsrative marketing program as has been put togather by ATMC 
has be a n  v e r y  productive for us. The Yacation Planner is the 
single most productive vehicle we have to market ourselves nation*- 
ally and internationally at a price we can afford. However, even 
the cost o f  a small narrative ad has doubled f o r  thB 1995 Planner. 
This is in response to past and proposed cuts to the Cooperative 
Marketing Budget.

We all realize times are getting leaner and subsidies are being 
cut because of decreased oil revenues and other factors. One bright, 
consistent light in the gloom however, has been the inflow of 
tourism dollars to the state, A definite renewable reeource that 
shows positive grovrth every ye a r  and benefits virtually everyone 
in the state at one level or another! As strong as tourism is 
becoming, it definitely needs nuturing and attention and not t a ken 
for granted. Cutting the ATMC budget will be felt right down to m y  
level and this is a most important level to me and many other 
companies, and our employees, and their families! It gets right 
down to the basics.

Please consider increasing funding for the Cooperative Marketing 
Budget, not decreasing. We are tr y i n g  to pull our weight on this 
small business level, but we do ne e d  some assistance before the 
load get3 prohibitive.

Thank you f o r  y o u r  consideration.

S i  rino-np 1 v _

KEMAI FJORDS NATIONAL PARK • RESURRECTION BAY • NORTH CJULFCOAST

\ / i z f a 1-! "RacM
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J a n uary 9, 1994 

Hon. Cynthia Toohey
Alaska Stats House of Representatives 
State Capitol Building MS 3100 
Juneau, Alaska 99302

Dear Cynthia,

I understand there's some question as tD whether the 
state should continue helping fund the marketing of Alaska 
as a tourist destination.

M y  answer is a resounding, 11 Y e s !”

The growth of the visitor industry is one cf the best 
things that's ever happened to Alaska, and the state's 
financial participation is critical to  this continued 
success.

Th»'. millions of dollars w h i c h  tourists leave in Alaska 
make a clifferenca to -us all. E v e n  in a business such as 
mine, w h i c h  is hardly at the canter oj the visi t o r  industry, 
their importance is very real, in my  opinion, if Anchorage 
had no v i s i t o r  industry, KLEF cculd not continue as a viable 
enterprise. ^

...i.l'V,-.-

ely,

VRick Goodfellow 
President and General M a n ager

/ j r g

3601 C Street, Suite 290 • Anchorage, Alaska 99503 ■ (907) 361-5556
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^jjj^ A\nchorage

FEB 0 7 1394
Mr. A 1  V e z e y  
C h a i r m a n - S t a t e  A f f a i r s  
A l a s k a  S t a t e  L e g i s l a t u r e  
S t a t e  C a p i t o l  
J u n e a u ,  A K  9 9 8 0 1 - 1 1 8 2

D e a r  Mr. V e z e y :

A s  o n e  o f  t h e  m a n y  t h o u s a n d  e m p l o y e e s  w h o  is d i r e c t l y  e m p l o y e d  in t h e  t o u r i s m  
i n d u s t r y ,  I w o u l d  l i k e  t o  s t a t e  t o  y o u  t h a t  t h e  t o u r i s m  i n d u s t r y  a s  a w h o l e  
is a v e r y  i m p o r t a n t  a s s e t  t o  o u r  c o m m u n i t y  a n d  t h e  p e o p l e  it r e p r e s e n t s .  T h e  
A n c h o r a g e  H i l t o n ,  i n  w h i c h  I w o r k  for, d e p e n d s  on  t h e  c o o p e r a t i v e  m a r k e t i n g  
p r o g r a m  t o  p r o m o t e  o u r  p r o d u c t  a n d  s e r v i c e .  N o t  o n l y  w o u l d  m a n y  
o r g a n i z a t i o n s  b e  o u t  of  b u s i n e s s  b u t  m y s e l f  a n d  o t h e r s  w o u l d  b e  w i t h o u t  a 
j o b .
As w e  all k n o w ,  o i l  p r i c e s  k e e p  p l u m m e t i n g  l o w e r  a n d  l o w e r  a n d  I f e e l  t h a t  
t h i s  is n o t  a n  a p p r o p r i a t e  t i m e  t o  c u t  t h e  A l a s k a  T o u r i s m  M a r k e t i n g  C o u n c i l ' s  
b u d g e t .  T h i s  o r g a n i z a t i o n  h a s  b e e n  v e r y  s u c c e s s f u l  in t h e  d e v e l o p m e n t  of o u r  
t o u r i s m  i n d u s t r y .  T h e  A T M C  r e a c h e s  t h e  e n t i r e  t r a v e l i n g  m a r k e t  n a t i o n w i d e  
a n d  h a s  p r o v e n  its c a p a b i l i t y  in p r o d u c i n g  m o n i e s  t h r o u g h  t h e  y e a r s .

P l e a s e  d o  n o t  p u t  a n  e n d  t o  t h e  f u n d i n g  o f  ‘Uii s  o r g a n i z a t i o n .  H i s t o r y  h a s  
r e p e a t e d  i t s e l f .  A T M C  a n d  a l l  o f  A l a s k a ' s  t o u r i s m  i n d u s t r y  p a r t n e r s  are a 
s u c c e s s  s t o r y  a m o n g  e c o n o m i c  d e v e l o p m e n t  p r o g r a m s .

If y o u  c u t  o f f  t h e  f u n d s  t o  t h i s  o r g a n i z a t i o n ,  y o u  w i l l  b e  c u t t i n g  off an  
" e d u c a t i o n  s y s t e m " .  M a n y  o u t s i d e  t o u r i s t  a r e  i n q u i s i t i v e  a n d  u n d e c i d e d  a b o u t  
t h a t  s p e c i a l  v a c a t i o n  s p o t  t h e y  w a n t  t o  g o  to. D e m o g r a p h i c s  h a v e  p r o v e n  t h a t  
v i s u a l  a d v e r t i s i n g  is o n e  of t h e  b e s t  m e a n s  of  s e l l i n g  a p r o d u c t .  O t h e r  t h a n  
w o r d  o f  m o u t h ,  s c e n i c  p h o t o g r a p h s  a n d  a n  e n t i c i n g  n a r r a t i v e  a r e  t h e  k e y s  t o  
T V  a n d  m a g a z i n e  a d v e r t i s i n g .  T h a t  30 s e c o n d  T V  s p o t  f e a t u r i n g  P r i n c e  W i l l i a m  
S o u n d  o r  D e n a l i  N a t i o n a l  P a r k  c o u l d  b e  t h e  " f i n a l  s t r a w "  in a d e c i s i o n  m a d e  
b y  m a n y  p e o p l e  d e s i r i n g  t o  e x p l o r e  o u r  w o n d e r f u l  sta t e .  D o  n o t  c u t  o u r  
s p e c i a l  v i s i t o r  s h o r t  o f  a n  o p p o r t u n i t y  of a l i f e t i m e  b y  r e d u c i n g  t h e  f u n d i n g  
to t h i s  w o n d e r f u l  o r g a n i z a t i o n ! !

W i t h  s h r i n k i n g  o i l  a n d  f i s h  r e v e n u e s ,  o u r  n u m b e r  t h r e e  s t a t e  r e v e n u e  m a k e r  is 
s w i f t l y  b e c o m i n g  o u r  n u m b e r  o n e  m o n e y  m a k e r .  T h e  p a s t  3-4 y e a r s  h a s  p r o v e n  
t h a t  w e  a r e  i n  t h e  b e g i n n i n g  s t a g e s  of a w o n d e r f u l  u p h i l l  g r o w t h  p a t t e r n .  
P l e a s e  d o  n o t  s t i f l e  t o u r i s m ' s  g r o w t h  p a t t e r n  a n d  p r o g r e s s  now!

F e b r u a r y  2 , 1994

cc: K a r e n  C o w a r t ,  A V A

Five Hundred West Third Avenue, P.O. Box 100520, Anchorage, Alaska 99510-9953 Telephone 907-272-7411 Fax 907-265-7175
Reservations 1-800-1IILTONS
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F e b r u a r y  8, 1994

R e p r e s e n t a t i v e  Al Vezey  
A l a s k a  S t a t e  L e g i s l a t u r e  
S t a t e  C a p i t o l  
J u n e a u ,  AK 99801-1182

Dea r  R e p r e s e n t a t i v e ,

I am w r i t i n g  t o  a s k  you t o  s u p p o r t  c o n t i n u e d  f u n d i n g  f o r  t h e

A l a s k a  T o u r i sm  M a r k e t i n g  C o u n c i l .

I wo r k  i n  t h e  t o u r i s m  i n d u s t r y  f o r  D e n a l i  P a r k  H o t e l s  a t

D e n a l i  N a t i o n a l  P a r k ,  a company wh i c h  e m p l o y s  a p p r o x i m a t e l y  700

p e o p l e  e a c h  y e a r .  We p r o v i d e  h o t e l  r o oms ,  t o u r s  and  many o t h e r

g u e s t  s e r v i c e s  t o  v i s i t o r s  t o  o u r  s t a t e  who s p e n d  m i l l i o n s  o f

d o l l a r s  e a c h  s e a s o n  i n  t h e  D e n a l i  P a r k  a r e a .  A m a j o r i t y  o f  o u r

b u s i n e s s  i s  g e n e r a t e d ,  d i r e c t l y  o r  i n d i r e c t l y ,  f r om t h e  e x p o s u r e  we

r e c e i v e  i n  t h e  S t a t e  T r a v e l  P l a n n e r  a n d  o t h e r  c o o p e r a t i v e  m a r k e t i n g

p r o g r a m s  o f  t h e  A l a s k a  T o u r i s m  M a r k e t i n g  C o u n c i l .  I am t o l d  t h a t

e v e r y  d o l l a r  we s p e n d  on c o o p e r a t i v e  m a r k e t i n g  com es b a c k  one

h u n d r e d f o l d  t o  t h e  A l a s k a n  e conomy i n  t h e  f o rm  o f  v i s i t o r ,  b u s i n e s s

a nd  e mp l o y e e  d o l l a r s  s p e n t .  T o u r i s m  i s  A l a s k a ’ s g r e a t  r e n e w a b l e

n a t u r a l  r e s o u r c e  and  an  i n d u s t r y  we wo u l d  be w i s e  t o  e n c o u r a g e .

Ag a i n ,  I u r g e  you t o  s u p p o r t  t h e  A l a s k a  T o u r i s m  M a r k e t i n g

C o u n c i l  and  t o  m a i n t a i n  t h e i r  c u r r e n t  f u n d i n g  l e v e l .  Thank  you .

Si  n c e r e l y ,

T r a c y  A l e x a n d e r  
3637 Thompson Avenue  #4 
A n c h o r a g e ,  AK 99508



Anchorage

F e b r u a r y  2, 1993

A l  V e z e y
A l a s k a  S t a t e  L e g i s l a t u r e  
C h a i r  - S t a t e  A f f a i r s  
S t a t e  C a p i t o l  
J u n e a u ,  A K  9 9 8 0 1 - 1 1 8 2

D e a r  Mr. V e z e y :

T h a n k  y o u  f o r  y o u r  c o n s i d e r a t i o n  of  t h i s  l e t t e r  a n d  t h e  a c t i o n  y o u  
w i l l  t a k e !

I w o r k  f o r  t h e  A n c h o r a g e  H i l t o n  H o t e l  a n d  t h e  j o b s  w e  h a v e  in t h e  
A l a s k a n  T o u r i s m  I n d u s t r y  a r e  e x t r e m e l y  i m p o r t a n t  t o  u s  all.

A s  y o u  a r e  p r o b a b l y  aware, t h e  A l a s k a  T o u r i s m  M a r k e t i n g  C o u n c i l ' s  
b u d g e t  h a s  b e e n  cut. T h e  A T M C  h a d  a d r e a m  o f  a s s i s t i n g  in t h e  
d e v e l o p m e n t  of A l a s k a ' s  t o u r i s m .  W i t h o u t  t o u r i s t s  a n d  v i s i t o r s  to 
A l a s k a  o u r  h o t e l  w o u l d  n o t  e x i s t  or  m o s t  c e r t a i n l y  b e  in d i r e  
s t r a i g h t s .  T h e  A T M C  a n d  its i n d u s t r y  p a r t n e r s  h a v e  w o r k e d  t o g e t h e r  
a n d  b e e n  s u c c e s s f u l  o v e r  t h e  y e a r s  t o  p r o m o t e  s u m m e r  t o u r i s m .

O u r  h o t e l s  a r e  n o w  a t  c a p a c i t y  in t h e  s u m m e r .  H o w e v e r ,  Fall, 
W i n t e r  a n d  S p r i n g  a r e  g r e a t l y  l a c k i n g .  T h e  A n c h o r a g e  H i l t o n  H o t e l  
a s  w i t h  o t h e r  h o t e l s  in t h e  c i t y  l a y  o f f  a lot o f  i n d i v i d u a l s  e a c h  
w i n t e r .

M y  r e c o m m e n d a t i o n  is t h a t  a l t e r n a t e  a c t i o n  b e  t a k e n  t o  r e i n s t a t e  
f u n d s  t h r o u g h  t h e  A T M C  t o  p r o m o t e  Fall, W i n t e r ,  a n d  S p r i n g  ( O c t o b e r  
t h r o u g h  A p r i l ) . O u r  e c o n o m y  w o u l d  b e  h e a l t h i e r ,  p e o p l e  w o u l d  be  
e m p l o y e d  a n d  t h e  v i s i t o r s  f r o m  t h e  o u t s i d e  c o u l d  a p p r e c i a t e  t h e  
t r u e  A l a s k a .

P l e a s e  s u p p o r t  t h i s  a l t e r n a t i v e  a c t i o n  plan. I t  w i l l  m a k e  a 
t r e m e n d o u s  d i f f e r e n c e  t o  t h e  h o s p i t a l i t y  i n d u s t r y .

S i n c e r e l y ,

K a t h l e e n  c o x  
S a l e s  M a n a g e r

CC: K a r e n  C o w a r t ,  A l a s k a  V i s i t o r s  A s s o c i a t i o n

Five Hundred West Third Avenue, P.O. Box 100520. Anchorage, Alaska 90510-9953 Telephone 907-272-7411 Fax 907-205-7175
Reservations 1-800-HILTONS
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F e b r u a r y  2, 1994

A l  V e z e y
A l a s k a  S t a t e  L e g i s l a t u r e  
S t a t e  A f f a i r s  C h a i r  
S t a t e  C a p i t o l  
J u n e a u ,  A K  9 9 8 0 1 - 1 1 8 2

D e e r  Mr. V e z e y :

T h e  a s t r o n o m i c a l  b u d g e t  c u t  b e i n g  c o n s i d e r e d  f o r  A l a s k a ' s  T o u r i s m  
I n d u s t r y  m u s t  n o t  h a p p e n .  W i t h  c i l  m o n i e s  p r o j e c t e d  t o  g e t  leaner, 
t h i s  is n o  t i m e  t o  c u t  t h e  A l a s k a  T o u r i s m  M a r k e t i n g  C o u n c i l ' s  
b u d g e t .

A T M C  is i m p o r t a n t  in p r o m o t i n g  A l a s k a  as a t r a v e l  d e s t i n a t i o n  a n d  
h a s  b e e n  a m a j o r  f a c t o r  in t h e  s u c c e s s f u l  d e v e l o p m e n t  a n d  g r o w t h  
of  t h e  t o u r i s m  i n d u s t r y .

W i t h  t h e  s u p p o r t  o f  A T M C ' s  m a r k e t i n g ,  I w i l l  c o n t i n u e d  t o  be 
e m p l o y e d  in t h e  t o u r i s m  i n d u s t r y .  M y  i p b  is v e r y  i m p o r t a n t  t o  m e  
a n d  t o  t h e  m a n y  v i s i t o r s  t h e  A n c h o r a g e  H i l t o n  H o t e l  s e r v e s  e a c h  
year. F u r t h e r m o r e ,  t h e  e n t i r e  i n d u s t r y  is i m p o r t a n t  to  t h i s  
c o m m u n i t y  a n d  t o  t h e  p e o p l e  y o u  r e p r e s e n t .

T h a n k  y o u  for y o u r  c o n s i d e r a t i o n  a n d  u n d e r s t a n d i n g  in t h e  
i m p o r t a n c e  t h e  t o u r i s m  i n d u s t r y  i m p a c t s  A n c h o r a g e  a n d  t h e  S t a t e  of 
A l a s k a .

C i  \ r

T o n i  W a l k e r
T o u r  a n d  T r a v e l  S a l e s  M a n a g e r

CC: K a r e n  C o w a r t ,  A V A  S t a t e w i d e

Five Hundred West Third Avenue. P.O. Box 100520. Anchorage, Alaska 99510-0953 Telephone 007-272-7411 Fax 907-265-7175
Reservations 1-800-HILTONS



Anchorage

F e b r u a r y  2, 1994

R e p r e s e n t a t i v e  Al  V e z e y  
C h a i r m a n  - S t a t e  A f f a i r s  
A l a s k a  S t a t e  L e g i s l a t u r e  
S t a t e  C a p i t o l  
J u n e a u ,  A K  9 9 8 0 1 - 1 1 8 2

D e a r  Rep. Vezey.:

I a m  w r i t i n g  to  y o u  to e n c o u r a g e  y o u  to m a k e  t h e  A l a s k a n  t o u r i s m  
i n d u s t r y  a p r i o r i t y  w h e n  y o u  v o t e  on t h e  S t a t e  b u d g e t  t h i s  
l e g i s l a t i v e  se s s i o n .

I n  A l a s k a ,  t o u r i s m  i n d u s t r y  r a n k s  a s  e i t h e r  t h e  s e c o n d  o r  t h i r d  
s t r o n g e s t  a n d  l a r g e s t  i n d u s t r y  in t h e  e c o n o m y .  T o u r i s m  is a 
r e n e w a b l e  r e s o u r c e  t h a t  w h e n  m a n a g e d  well, f o s t e r e d  to  g row, a n d  
p r o t e c t e d  f r o m  b u d g e t a r y  c u t  b a c k s ,  w i l l  s t r e n g t h e n  t h e  s t a t e s  
e c o m o n i c  p r o f i l e .

4b
W i t h  o i l  r e v e n u e s  c o n t i n u i n g  t o  b e  a n  u n r e l i a b l e  s o u r c e  o f  m o n i e s  
f o r  a c a p i t a l  b u d get, t h e  l e g i s l a t u r e  m u s t  r e c o g n i z e  t o u r i s m  as a 
v i a b l e  s o u r c e  of r e v e n u e  f o r  t h e  state, a n d  s u p p o r t  t h a t  
r e c o g n i t i o n  t h r o u g h  c a r e f u l  b u d g e t a r y  a l l o c a t i o n  e f f o r t s .  If  t h e  
a d v e r s t i s i n g  d o l l a r s  s e t  a s i d e  f o r  m a r k e t i n g  t h i s  v e r y  i m p o r t a n t  
r e s o u r c e  a r e  t a k e n  away, t h e  l e g i s l a t u r e  w i l l  h a v e  b e e n  r e s p o n s i b l e  
f o r  s e t t i n g  t h e  A l a s k a n  e c o n o m y  b a c k  e v e n  f u r t h e r .

T h a n k  y o u  f o r  y o u r  s u p p o r t .  W e  a r e  a l l  t r y i n g  t o  m a k e  A l a s k a  a 
g o o d  p l a c e  to  live. M a k e  s u r e  y o u  h e l p  u s  d o  so by  v o t i n g  t o  
s u p p o r t  t h e  t o u r i s m  i n d u s t r y  t h r o u g h  b u d g e t a r y  s u p p o r t !

S i n c e r e l y ,

'ON

K e r i  A. G a t k e  
S a l e s  M a n a g e r

cc: K a r e n  C o w art, A V A

U S A

Five Hundred West Third A.enue. P.O. Box 100520, Anchorage. Alaska 99510-9953 Telephone 907-272-7411 Fax 907-205-7175
Reservations I-800-HILTONS



Februar y  7, 1994

R e p r e s e n t a t i v e  Al Vez ey  
A l a s k a  S t a t e  L e g i s l a t u r e  
S t a t e  C a p i t o l  
J u n e a u ,  A l a s k a  99801-1182

Dea r  Rep.  Vezey ,

I am w r i t i n g  on b e h a l f  o f  m y s e l f  a nd  a l l  o f  t h e  membe r s  o f  t h e  
v i s i t o r  i n d u s t r y  who a r e  c o u n t i n g  on y o u r  s u p p o r t  t o  r e t a i n  and  
p r o p e r l y  f u n d  The A l a s k a  T o u r i s m  M a r k e t i n g  C o u n c i l .

T h i s  body  o v e r  t h e  l a s t  10 y e a r s  h a s  a d d e d  f u e l  t o  t h e  f l a m e s  o f  
A l a s k a  t o u r i s m  and  h a s  h e l p e d  g r ow t h e  i n d u s t r y  t o  t h e  s e c o n d  
l a r g e s t  p r i v a t e  e m p l o y e r  i n  t h e  S t a t e .  The  p a r t n e r s h i p  t h a t  h a s  
f l o u r i s h e d  b e t w e e n  t h e  p r i v a t e  s e c t o r  a nd  t h e  Gov e r nmen t  h a s  had  
p o s i t i v e  e f f e c t s  on t h i s  i n d u s t r y  a n d  a l l  t h e  o t h e r s  wh i c h  d i r e c t l y  
o r  i n d i r e c t l y  c o n t a c t  i t  on  a d a i l y  b a s i s .
The o b v i o u s  e f f e c t  o f  t h i s  p r o g r a m  e s p e c i a l l y  f o r  t h e  s m a l l e r  
b u s i n e s s e s  wh i c h  a r e  u n a b l e  t o  s u p p o r t  l a r g e  m a r k e t i n g  p r o g r a m s  
w i l l  t a k e  a d r a m a t i c  t o l l  i f  t h e  ATMC i s  a l l o w e d  t o  d w i n d l e  o r  d i e .

I h a v e  b e e n  i n  T o u r i s m  f o r  t h e  p a s t  15 y e a r s  s t a r t i n g  a s  a 
h o u s e k e e p e r  a t  a N a t i o n a l  P a r k  l o d g e .  I h a v e  s e e n  t h e  d r a m a t i c  
g r ow t h  o f  t h i s  i n d u s t r y  a nd  t h e  p o s i t i v e  e f f e c t s  i t  h a s  had  on me, 
my f a m i l y  and  t h e  s t a t e  i n  g e n e r a l .  I u r g e  you t o  c o n t i n u e  s u p p o r t  
o f  t h i s  v i t a l  p r o g r a m .  I f  a n y t h i n g ,  f u n d i n g  mus t  be  i n c r e a s e d  t o  
i n s u r e  t h a t  A l a s k a  c o n t i n u e s  t o  b e  a p r e m i e r e  d e s t i n a t i o n  f o r  
v i s i t o r s  i n t o  t h e  n e x t  c e n t u r y .

Thank  you  f o r  y o u r  s u p p o r t .  A l a s k a  i s  c o u n t i n g  on you!

Tou r  & M a r k e t i n g  G e n e r a l  Ma n a g e r  
D e n a l i  P a r k  R e s o r t s
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M E M O R A N D U M April 20, 1994

SUBJECT: A laska Tourism  Marketing Council (CSHB 342(FIN))

TO: Representative E ileen M acLean
Representative Ron Larson 
Co-Chairs, House Finance Committee

FROM: Terri Lauterbach
Legislative Counsel

Enclosed is CSHB 342(FIN).

I have m ade a change that was no t specifically requested by the committee. In 
section 3 ,1 have m ade the same kind of change tha t the committee m ade in section 1 
so tha t th e  association could provide additional cash as its contribution to the  council 
during the transitional years covered by section 3. Compare page 1, lines 13 - 14, 
with page 2, lines 16 - 17, of the enclosed CS.

Please le t me know if you have questions about this change o r if I can be  o f o ther 
assistance.

TML:mi 
94-092. lai

Enclosure



G r a y  L i n e  o f  A l a s k a

M a r c h  31, 1994

A l  V e z e y
A l a s k a  S t a t e  L e g i s l a t u r e  
S t a t e  C a p i t o l  
J u n e a u ,  A K  9 9 8 0 1 - 1 1 8 2

D e a r  Al:

I a m  w r i t i n g  t o  a s k  y o u r  s u p p o r t  of  t h e  i n d u s t r y  t h a t  h a s  
s h a p e d  m y  l i f e  a n d  m y  c a r e e r  - T o u r i s m .

W o r k i n g  m y  w a y  u p  f r o m  a c o a c h  d r i v e r  in S k a g w a y  12 y e a r s  
ago, I k n o w  h o w  t h i s  i n d u s t r y  h a s  s h a p e d  t h e  l i v e s  o f  
h u n d r e d s  of f r i e n d  , a c q u a i n t a n c e s  a n d  a s s o c i a t e s .

T o u r i s m  is v i t a l  to  t h e  l i v e l i h o o d  o f  t h o u s a n d s  of  A l a s k a n s  
a n d  d e m a n d s  y o u r  su p p o r t .

P l e a s e  u s e  t h e  i n f l u e m  a  v e s t e d  in y o u r  p o s i t i o n  t o  s u p p o r t  
t h i s  v i t a l  a n d  g r o w i n g  i n d u s t r y  b y  r e - i n s t a t i n g  f u n d i n g  f o r  
A T M C  a n d  v o t i n g  f o r  HB 3 4 2 .

S i n c e r e l y ,

C a r l  C o x  / 
R e g i o n a l  M a n a g e r  
A n c h o r a g e / F a i r b a n k s

C C / k g

745 W  4th Avenue, Suite 200 / Anchorage, AK 99501 / Telephone: (907) 277-5581 / Fax: (907) 277-9247I;.*:;--.' vV' ■ ‘ K\ :V.U■ f.i .



T o t a l  R e v e n u e s  t o  t h e  S t a t e  o f  A l a s k a  
G e n e r a t e d  b y  t h e  V i s i t o r  I n d u s t r y

Revenues to the General Fund
N o n - r e s i d e n t  V i s i t o r  S p e n d i n g

S ta te  Parks, FY911
Camping Permits, Historical Guided Tours, Other

Departm ent o f  Fish and  Game. CV J 2 
Non-resident and Alien Tags and Permits

Alaska Marine Highway System , AVSP89-903 
Non-resident Spending on Ferry Transportation

Gasoline T axes Paid  by Visitors, AVSP89-904

S tate and  University M useums, FY915 
Non-resident Visitor Admission Fees

T a x e s  a n d  F e e s  f r o m  V i s i t o r  I n d u s t r y  B u s i n e s s e s

Departm ent of Motor Vehicles Fees, CY906 
Tour Bus Vehicle Registration Fees

Corporate Income Tax, FY917

Business L icense Fees, FY918

Aviation Fuel T axes, FY909

Tour Bus Fuel Tax, CY199110

A g e n c i e s  P r o m o t i n g  t h e  V i s i t o r  I n d u s t r y

A laska Division of Tourism, FY9111 
Program Receipts and ATMC

Subtotal: Revenues to the General Fund

$7,607,000

$14,900,000

$517,000

$240,000

$43,000

$4,169,000

$125,000

$2,000,000

$41,000

$1,269,000

$31,184,000

$273,000

Direct Revenues to the State of Alaska from the Visitor Industry May, 1392 • Page 2



Revenues to Other State Entities

Alaska Railroad. CY9112 
Pull Revenues, Specials, and
Estimated Non-resident Ticket Receipts $7,400,000

Alaska International Airport System , FY9113 $13,385,000

Subtotal: Revenues to Other State Entities $20,785,000

Grand Total $5 1 , 9 6 9  , 0 0 0

Note: All numbers are rounded. CY m calendar year. FY = fiscal year. AVSP 89-90 = June 1989 through May 
1990.

1 Alaska Department of Natural Resources, Division of Parks.
2 Alaska Department of Fish and Game, Division of Administration, Fish and Game Licensing.'

3 AVSP II, Alaska Visitor Expenditures. Summer 1989 and Fall/Wintcr/Spring 1989-90.

4 Expenditure data from AV S P  II and gasoline price from Runzheimer International. See p. 5 of
this report for method of calculation.

3 Revenue data from Alaska State Museum and University of Alaska Museum. See p. 5 of this 
report for McDowell method of calculating share attributable to visitor industry.

3 Department of Motor Vehicles.
7 Data from Alaska Department of Revenue and Institute of Sodal and Economic Research. See 

p. 8 of this report for method of calculation.
3 Data from Department of Commerce Occupational Licensing Division, and Alaska's Visitor 

Industry. A n  Economic Profile. See p. 8 of this report for method of calculation.

9 Please refer to the explanation on p. 10.

10 Fuel purchase data from industry sources. Calculation by McDowell Group.

11 Alaska Division of Tourism.
12 Data from the Alaska Railroad. See p. 13 of this report for method of calculation.
13 Data from Alaska International Airport System and AVSPH. See p. 14 of this report for method 

of calculation.

Direct Revenues io the State of Alaska from the Visitor Industry May, 1992 • Page 3



§ 44.33.i30 A l a s k a  St a t u t e s § 44.33 705

R e v is o r ’ s n o te s . —  F o rm e r ly  AS
45 .6 5 .1 5 0 . Renum bered in  1980.

Secs. 44.33.530 —  44.33.550. Alaska Foreign Offices. [Repealed, 
E.O. No. 65, § 3 (1987).]

Secs. 44.33.600 —  44.33.630. Power Development Revolving Loan 
Fund. [Repealed, E.O. No. 75, § 5 (1989). For current law, see AS
44.83.500 —  44.83.530.]

Article 8. Alaska Tourism Marketing Council.

S e c t io n  S e c t io n
700 . A la sk a  Tou rism  M a rke tin g  C ounc il 725 . Executive Budget Act

estab lished 727 . Fund  tran s fe r and requ ired  contribu-
705 . M anagem ent o f  council tion
710 . Em p loyees 730 . Accounting and  d isposition o f re-
715 . Pow ers o f  the board  ceipts
720 . D u tie s  o f  the council 735 . D e fin ition s
723 . In fo rm a tio n  and data

Sec. 44.33.700. Alaska Tourism Marketing Council estab­
lished. The Alaska Tourism Marketing Council is established as a 
public corporation of the state. It is an instrumentality of the state in 
the Department of Commerce and Economic Development, but has a 
legal existence independent of and separate from the state. Exercise 
by the council of the powers conferred by A S  44.33.700 —  44.33.735 is 
an essential governmental function of the state. (§ 9 ch 78 S L A  1988)

C ro s s  re fe re n c e s . —  F o r  purp •«, see § 1, ch. 78 , S LA  198 8  in  the T em po ra ry  
A S 44 .3 3 .1 1 9 ; fo r  leg is la tiv e  find ings, see and Spec ia l Acts.

Sec. 44.33.705. M anagement of council, (a) Unless the commis­
sioner contracts with a qualified trade association under (b) of this 
section, the governing body of the council is a board of directors con­
sisting of the director of tourism, the commissioner of commerce and 
economic development, and the commissioner of another principal ex­
ecutive department designated by the governor.
(b) If the commissioner determines that it is in the best interests of 

the state to promote the state as a destination through the cooperative 
marketing program, the commissioner shall contract with a single 
qualified trade association to jointly manage the council if the trade 
association agrees that, before the end of each fiscal year that the 
contract covers, the association will contribute at least 15 percent of 
the total operating expenses of the council for that fiscal year. The 
term of a contract under this section may not exceed two years.
(c) If the commissioner contracts with a qualified trade association 

under (b) of this section, the governing body of the council is a board of



§ 44.33.710 A l a s k a  S t a t u t e s § 44.33.715

(11) notwithstanding A S  39.52, a board member who is a member of 
the qualified trade association that has contracted with the depart­
ment under (b) of this section m a y  vote or take action on a matter that 
might benefit the trade association or members of the trade associa­
tion, including the issuance of contracts or the granting of rights to 
the trade association, but shall disclose the person's membership in 
the trade association before the vote or action; this paragraph may not 
be interpreted to allow a board member or an immediate family m e m­
ber of a board member to receive, apply for, be a party to, have a 
personal or financial interest in, or attempt to acquire a grant or 
contract made by the council; in this paragraph, "immediate family 
member” has the meaning given in A S  39.52.960.
(d) A  contract or granl entered into by the council is not effective 

until signed by the director. (§ 9 ch 78 SLA 1988; a m  § 1 ch 32 S L A  
1990; a m  § 1 ch 15 S L A  1993)

R e v is o r 's  n o te s . —  Enacted as AS 
4 4 .3 3 .7 1 0 . Renum bered in  1988 .

E f fe c t  o f  am en d m en ts . —  The 1990  
am endm ent, e ffective M ay  10 , 1990 , 
added pa rag raph  ( c ) ( l l ) .

The 1993 am endm ent, e ffective M ay  8 , 
1993 , in  subsection (c), de leted "substan ­
t ia l ly ”  fo llow ing  "be”  in  subparag raph  
(11(A ), in se rted  "the d irec to r is a  m em ber

o f  the board" and "o th e r board m em bers ’' 
in  parag raph  (3 ) , and substitu ted "th e  
gove rno r s h a ll appo in t a m em ber o f  the 
board to se rve ”  fo r  "the d irec to r serves”  in 
p arag raph  (c )(5 ).

E d i t o r ’s n o te s . —  Section 5 , ch. 3 2 , 
SLA. 1990 p rovides th a t ( c ) ( l l )  o f  th is sec­
tion is re troac tive  to J u ly  1, 1988 .

Sec. 44.33.710. Employees. The board of directors of the council 
may employ and determine the salary of the staff of the council, which 
may include an executive director and no more than two other e m­
ployees. The executive director and the employees of the council shall 
be paid salaries that are comparable to salaries paid to employees of 
the state. If there is no executive director, the staff of the council is 
supervised by the presiding officer of the board. (§ 9 ch 78 S L A  1988)

R e  v is o r ’ s  n o te s . —  Enacted as AS
44 .3 3 .7 2 0 . R enum bered in  1988 .

Sec. 44.33.715. Powers of the board, (a) The board may
(1) adopt, alter, and use a corporate seal;
(2) prescribe, adopt, amend, and repeal bylaws relating to the inter­

nal management and operations of the council;
(3) sue and be sued in the name of the council;
(4) enter into agreements necessary to perform its functions;
(5) cooperate with a public or private board, organization, or agency 

engaged in work or activities similar to the work or activities of the 
council, including entering into contracts for joint programs of 
tourism advertising and marketing;
(6) receive contributions of money;

I
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§ 44.33.530 A l a s k a  St a t u t e s § 44.33.705

R e v is o r 's  n o te s . —  F o rm e r ly  AS
45 .6 5 .1 5 0 . Renum bered in 1980 .

Secs. 44.33.530 —  44.33.550. Alaska Foreign Offices. [Repealed, 
E.O. No. 65, § 3 (1987).]

Secs. 44.33.600 —  44.33.630. Power Development Revolving Loan 
Fund. [Repealed, E.O. No. 75, § 5 (1989). For current law, see AS
44.83.500 —  44.83.530. ]

Article 8. Alaska Tourism Marketing Council.

S e c t io n  S e c t io n
700 . A la sk a  T ou rism  M a rk e tin g  C ounc il 7 2 5 . Executive Budget Act

estab lished 727 . Fund  tra n s fe r and requ ired  contribu-
705 . M anagem ent o f  council tion
710 . Em p loyees 730 . Accounting and d isposition  o f  re-
715 . Pow ers o f  the board  ceipts
720 . D u tie s  o f  the council 735 . D e fin it ion s
723 . In fo rm a tio n  and da ta

Sec. 44.33.700. Alaska Tourism Marketing Council estab­
lished. The Alaska Tourism Marketing Council is established as a 
public corporation of the state. It is an instrumentality of the state in 
the Department of Commerce and Economic Development, but has a 
legal existence independent of and separate from the state. Exercise 
by the council of the powers conferred by A S  44.33.700 —  44.33.735 is 
an essential governmental function of the state. (§ 9 ch 78 S L A  1988)

C ro s s  re fe re n c e s . —  F o r  purpose , see § 1, ch. 78 , S LA  1988  in  the T em po ra ry  
A S  4 4 .3 3 .1 1 9 ; fo r  leg is la t iv e  find ings , see and Spec ia l Acts.

Sec. 44 33.705. Man a g e m e n t  of council, (a) Unless the commis­
sioner contracts with a qualified trade association under (b) of this 
section, the governing body of the council is a board of directors con­
sisting of the director of tourism, the commissioner of commerce and 
economic development, and the commissioner of another principal ex­
ecutive department designated by the governor.
(b) If the commissioner determines that it is in the best interests of 

the state to promote the state as a destination through the cooperative 
marketing program, the commissioner shall contract with a single 
qualified trade association to jointly manage the council if the trade 
association agrees that, before the end of each fiscal year that the 
contract covers, the association will contribute at least 15 percent of 
the total operating expenses of the council for that fiscal year. The 
term of a contract under this section may not exceed two years.
(c) If the commissioner contracts with a qualified trade association 

under (b) of this section, the governing body of the council is a board of



§ 44.33.705 St a t e G o v e r n m e n t § 44.33.705

directors consisting of 21 members and subject to the following provi­
sions:
(1) a board member shall
(A) be involved in a visitor or recreation industry business;
(B) have training in a field such as marketing;
(C) be an officer or a senior staff member of a local government or 

nonprofit enterprise established to promote the visitor industry; or
(D) have business or government experience that would materially 

enhance the member’s ability to contribute to the planning, execution, 
or evaluation of a visitor industry promotional marketing campaign;
(2) the contract shall provide that the trade association may select 

up to 10 board members; the governor may remove a member of the 
board selected under this paragraph on the delivery by the governor to 
the board of a written statement explaining the reasons for the re­
moval;
(3) the director is a member of the board; the governor shall appoint 

10 other board members; each board member appointed by the gover­
nor serves at the pleasure of the governor; in making appointments to 
the board under this paragraph, the governor shall ensure that the 
board, including members selected under (2) of this subsection, is 
broadly representative of the different regions of the state and the 
various sectors of the visitor industry;
(4) eleven members of the board constitute a quorum for the trans­

action of business and the exercise of the powers and duties of the 
board, and any action by the board requires 11 affirmative votes;
(5) the governor shall appoint a member of the board to serve as 

presiding officer of the board; the board shall elect other necessary 
officers from among its members annually;
(6) a board member may not participate or vote by proxy;
(7) the board shall meet at least four times a year at the call of the 

presiding officer or upon the written request of seven members of the 
board;
(8) the members of the board appointed by the governor serve stag­

gered three-year terms, subject to continuation of the contract, and 
may be reappointed;
(9) a person appointed to fill a vacancy on the board holds office for 

the balance of the term of the person’s predecessor;
(10) board members receive no salary for serving in that position, 

but are entitled to per diem and travel expenses under AS 39.20.180, 
except that they are entitled to per diem and travel expenses for travel 
only for the percentage of total travel that occurs within the state; the 
contract must provide that the trade association will reimburse the 
council for per diem and travel expenses paid to those board members 
appointed by the trade association; reimbursed under this paragraph 
does not qualify as a part of the association's required contribution 
under (b) of this section;



§ 44.33.710 A l a s k a  St a t u t e s § 44.33.715

(11) notwithstanding A S  39.52, a board member who is a member of 
the qualified trade association that has contracted with the depart­
ment under (b) of this section m a y  vote or take action on a matter that 
might benefit the trade association or members of the trade associa­
tion, including the issuance of contracts or the granting of rights to 
the trade association, but shall disclose the person’s membership in 
the trade association before the vote or action; this paragraph may not 
be interpreted to allow a board member or an immediate family m e m­
ber of a board member to receive, apply for, be a party to, have a 
personal or financial interest in, or attempt to acquire a grant or 
contract made by the council; in this paragraph, "immedia.te family 
member” has the meaning given in A S  39.52.960.
(d) A  contract or grant entered into by the council is not effective 

until signed by the director. (§ 9 ch 78 S L A  1988; a m  § 1 ch 32 SLA

o f  the board" and "o th e r boa id  mem! .'r3 ”  
in  pa rag raph  (3 ) , and substitu ted "the  
g ove rno r s h a ll appo in t a m em ber o f  the 
bopxd to se rve ”  fo r  "the d irec to r se rves" in  
pa rag raph  (c )(5 ).

E d i t o r ’ s n o te s . —  Section 5 , ch. 32 , 
SLA  1990 p rov ides th a t (c ) ( l . l )  o f  th is  sec­
tion is re tro ac tiv e  to J u ly  1 , 1988 .

Sec. 44.33.710. Employees. The board of directors of the council 
may employ and determine the salary of the staff of the council, which 
may include an executive director and no more than two other e m­
ployees. The executive director and the employees of the council shall 
be paid salaries that are comparable to salaries paid to employees of 
the state. If there is no executive director, ’•.he staff of the council is 
supervised by the presiding officer of the board. (§ 9 ch 78 S L A  1988)

R e  v is o r ’ s n o te s . —  Enacted as A S
44 .3 3 .7 2 0 . Renum bered in  1988.

Sec. 44.33.715. Powers of the board, (a) The board may
(1) adopt, alter, and use a corporate seal;
(2) prescribe, adopt, amei d, and repeal bylaws relating to the inter­

nal management and operations of the council;
(3) sue and be sued in the name of the council;
(4) enter into agreements necessary to perform its functions;
(5) cooperate with a public or private board, organization, or agency 

engaged in work or activities similar to the work or acti’fities of the 
council, including entering into contracts for joint programs of 
tourism advertising and marketing;
(6) receive contributions of money;

19 0; a m  § 1 ch 15 SLA 1993)

R e v is o r ’ s n o te s . —  Enacted as A S  
44 .3 3 .7 1 0 . Renum bered in  1P98.

E f fe c t  o f  am en d m en ts . —  The 1990  
am endm ent, e ffective M ay  10 , 1990 , 
added pa rag raph  ( c ) ( l l ) .

T he  1993 am endm ent, effective M ay  8 , 
1993 , in  subsection (c), de leted "sub stan ­
t ia l ly ”  fo llow ing  "be”  in  subparag raph  
(1 )(A ), inserted  "th e  d irec to r is a  m em ber



§ 44.33.720 St at e G o v e r n m e n t § 44.33.720

(7) establish offices in the state and otherwise incur expenses inci­
dental to the performance of its duties;
(8) appear on behalf of the council before boards, commissions, de­

partments, or other agencies of municipal, state, or federal govern­
ment except as provided under (b) of this section;
(9) acquire, hold, lease, sell, or othenvise dispose of property, but 

such property is limited to that which is necessary to the administra­
tive mnetioning of the council;
(10) appoint committees comprised of board and nonboard m e m ­

bers; the presiding officer of each committee shall be a board member;
(11) prepare and implement plans for the promotion of travel to and 

inside the state;
(12) sell, at fair market value, tourism advertising space in publica­

tions and promotional materials developed by the council;
(13) provide space to a qualified trade association in publications 

and promotional materials developed by the council if the trade associ­
ation has contracted with the department under A S  44.33.705(b) and 
pays its pro rata share of the production costs for the publication or 
promotional material; payment under this paragraph is not part of the 
association’s required contribution under AS 44.33.705(b); and
(14) grant exclusive rights to a qualified trade association to sell or 

lease tourism mailing lists developed by the council if the trade associ­
ation has contracted with the department under AS  44.33.705(b).
(b) The board may not use funds appropriated by the legislature to 

employ a lobbyist. (§ 9 ch 78 S L A  1988; a m  § 2 ch 32 S L A  1990)

R e v is o r 's  n o te s . —  Enacted as A S  fo re  "ag reem ents" in  p a rag raph  (a )(4 ) ; 
4 4 .3 3 .7 3 0 . Renum bered in  1988 . and added pa rag raph  (a )(1 4 ).

E f fe c t  o f  am en dm en ts . —  The 1990 E d ito r 's  n o te s . —  Section 5 , ch. 32 , 
am endm ent, effective M ay 10 , 1990 , de- S LA  1990 provides th a t the 1990  amend- 
le tcd  "inc lud ing  the g ran ting  o f  d istrib u - m ent to (a ) o f  th is section is re troac tive  to 
tion  righ ts  to tou rism  m a ilin g  lis ts "  a t the j u [y  1938. 
end o f  pa rag raph  (a )(2 ); deleted "an y ”  be-

Sec. 44.33.720. Duties of the council, (a) The council shall
(1) conduct a tourism marketing program designed to accomplish 

the purposes of AS 44.33.700 —  44.33.735; the marketing program 
must include promotion of the state as a destination and promotion of 
all forms of travel to the state, including travel by air, highway, and 
water;
(2) prepare and implement plans for the promotion of Alaska 

tourism, including necessary research;
(3) submit an annual report to the governor and the legislature 

describing the activities of the council;
(4) make available to all interested persons, including tourism busi­

nesses, a quarterly report of the council’s actions and activities;
(5) annually submit a proposed operating budget to the director, to 

be used by the Department of Commerce and Economic Development



§ 44.33.723 A l a s k a  St a t u t e s § 44.33.725

to prepare and submit the operating budget of the council under A S  
44.33.725;
(6) provide advice, on the request of the director of tourism, on the 

programs of the division;
(7) submit a report to the legislature, by the 10th day of each regu­

lar session, describing how the contractual money was spent in the 
first half of the year and explaining the plan {hr expenditures during 
the second half of the year;
(8) consider methods to fund tourism marketing using both public 

and private assets; and
(9) consider methods of providing for the financial self-sufficiency of 

the council.
(b) In performing its functions under A S  44.33.70C —  44.33.735, the 

council may not favor any particular tourism business entity or other 
person. (§ 9 ch 78 S L A  1988; a m  § 2 ch 15 SLA 1993)

R e v is o r ’ s n o te s . —  Enacted as AS p rom otion  o f  the sta te  as a destination
44 .3 3 .7 4 0 . R enum bered in 1988 . and p rom otion o f a l l  fo rm s o f  t ra v e l to the

E f fe c t  o f  am en d m en ts . —  The 1993 state , inc lud ing t ra v e l by a ir , h ighw ay,
am endm ent, e ffective M ay 8 , 1993 , ado'td and w ater,”  to the end o f p a rag raph  (a )(1 )
"the  m a rke tin g  p rog ram  m ust inc lude and added parag raphs (a )(8 ) and (a )(9 ).

Sec. 44.33.723. Information and data. Marketing information 
and data generated by the council, including tourism mailing lists 
containing consumer names, addresses, and demographic information, 
are not public writings or records under A S  09.25.110 or 09.25.120. 
Tourism mailing lists sold or leased by the qualified trade association 
under A S  44.33.715(a)(14) shall be sold or leased without discrimina­
tion to any individual or business for the purpose of promoting an 
Alaska tourism product or service. The qualified trade association 
may restrict the subsequent sale or lease of the tourism mailing lists 
by purchasers or lessees. (§ 3 ch 32 S L A  1990)

E d ito r 's  n o te s . —  Section 5 , ch. 32 ,
SLA  1990 provides th a t th is section is re t ­
roactive to J u ly  1, 1988 .

Sec. 44.33.725. Executive Budget Act. The operating budget of 
the council shall be prepared and submitted under A S  37.07 (Execu­
tive Budget Act). (§ 9 ch 78 S L A  1988)

R e v is o r 's  n o te s . —  Enacted as AS 
4 4 .3 3 .7 5 0 . R enum bered in  1988 .



§ 44.33.727 St a t e G o v e r n m e n t § 44.33.735

Sec. 44.33.727. Fund transfer and required contribution. All 
of the funds obtained by the qualified trade association from the sale 
of space in publications and promotional materials under AS 
44.33.715(a)(13) and from the sale or lease of tourism mailing lists 
under AS  44.33.715(a)(14), less the association’s expenses related to 
those sales and leases, shall be transferred to the council for deposit in 
the general fund. The amount of the funds turned over to the council 
under this section shall be applied to the required contribution of the 
association under AS 44.33.705(b). (§ 4 ch 32 S L A  1990)

E d i t o r ’ s n o te s . —  Section 5, ch. 32 ,
S LA  1990 p rov ides that th is  section is re t­
roactive to J u ly  1, 1988.

Sec. 44.33.730. Accounting and disposition of receipts, (a) The 
tourism marketing council shall deposit money collected under AS 
44.33.700 —  44.33.735 in the general fund.
(b) [Repealed, § 28 ch 90 SLA 1991.] {§ 9 ch 78 S L A  1988; a m  § 28 

ch 90 S L A  1991)

R r  i s o r ’ s n o te s . —  Enacted as A S  am endm ent, e le c t iv e  J u ly  3 , 1991 , re- 
4 4 .L  760 . Renum bered in  1988. pealed subsection (b ).

E f fe c t  o f  am en d m en ts . —  The 1991

Sec. 44.33.735. Definitions. In A S  44.33.700 —  44.33.735
(1) "board” means the board of directors of the Alaska Tourism 

Marketing Council;
(2) "commissioner” means the commissioner of commerce and eco­

nomic development;
(3) "council” means the Alaska Tourism Marketing Council;
(4) "director” m. ans the director of tourism;
(5) "qualified trade association” means a private, nonprofit organi­

zation whose primary purpose is the promotior of tourism to and 
within the state and which has a statewide membership comprised of 
representatives of all major sectors of the visitor industry, including 
without limitation hotels, airlines, cruise lines, wholesale and retail 
travel agencies, visitor attractions, and convention and visitors bu­
reaus. (§ 9 ch 78 S L A  1988)

R e v is o r ’ s n o te s . —  Enacted as AS 
44 .3 3 .7 8 0 . Renum bered in  1988 .

Article 9. Division of International Trade.

S e c t io n
800 . D iv is ion  o f  in te rn a tio n a l trade
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Comparision of Funding Histories of ASMI and A T M C

ATMC

ASMi

FY90 GF FY90 GF/Pg FY91 GF FY91 GF/Pg FY92 GF FY92 GF/Pg FY93 GF FY93 GF/Pg
6,955.6  1 ,500 .0  5 ,160 .9  1 ,500.0 5,070.3 1 ,051.0  6 ,218 .2 1 ,326.9

FY90 GF FY90 GF/Pg FY91 GF FY91 GF/Pg FY92 GF FY92 GF/Pg FY93 GF FY93 GF/Pg
2,188 .4  2 ,700 .0  2 ,453 .6  2 ,703 .3 2 ,108 .6 3,199.1 2 ,527 .8  3 ,127 .3

FY94 GF
5,785.4

FY94 GF 
1,947 .7

FY94 GF/Pg
1.706.2

FY94 GF/Pg
5.640.3

ATMC

8,000.0 
6,000.0
4.000.0
2.000.0 

0.0
FY94

GF/Pg

ASMI

FY90 FY90 FY91 FY91 FY92 FY92 FY93 FY93 FY94 FY94
GF GF/Pg GF GF/Pg GF GF/Pg GF GF/Pg Gr GF/Pg

Note: There was a GF increase for ASMI in FY91 and FY93 because of the match requirement to obtain additional federal dollars.



V i s i t o r  i n d u s t r y  

s h o u l d  a n t e  u p

H i c k e l ’s  b u d g e t  c u t  i s  r e a l i s t i c

1
m  here’s no doubt that tourism is a vital, growing 

industry in Alaska. In Southeast especially, the 
number of summer visitors has grown steadily in 
recent years. More tourists mean more traffic for 

businesses, more people with jobs and, ultimately, more 
spending throughout the community.

Obviously, Alaska’s tourism industry must remain strong.
That’s why it’s disappointing to see representatives of the 

industry - namely, the Alaska Tourism Marketing Council - 
react so stingily to the governor’s call for help. He wants the 
industry to pay a bigger share of the state’s marketing 
budget.

This year, the state contributed $5.8 million of the $7.5 
million total; the industry paid the remaining $1.7 million.
But the governor, facing a potentially huge deficit, is 
proposing a $3 million state cut next year. If the industry 
contribution doesn’t change, only $4.5 million would be 
available for tourism marketing.

At stake is a national newspaper and television advertising 
campaign that has lured many visitors to Alaska.

Industry officials say they want to help, but have been less 
than enthusiastic. Despite pleas from lawmakers, the 
industry so far only has proposed a politically unrealistic , 
solution - a constitutional amendment that would dedicate 
tourism-related taxes to the industry. Other ideas - like a 
simple bed tax, or per-head taxes on cruise ship passengers 
and airport arrivals - have generated little support among 
tourism officials.

They keep promising they’ll devise a plan to pay more, but 
they’re really sending an opposite signal. In the real worid of 
Alaska politics, their proposal to amend the constitution - 
which takes a two-thirds vote of the Legislature and 
statewide approval from voters - is akin to doing nothing.

Then, to suggestions that the marketing council should be 
. run more like Alaska’s seafood promotions agency - where 
fishers and processors pick up nearly half the tab - tourism 
officials say their industry is too complicated.

Yeah, right.
It’s really not complicated at all: Many tourism companies 

apparently just don’t want to pay more to help promote 
Alaska. They may be willing to spend a lot to promote their 
own individual businesses, but cooperative, generic 
advertising for the entire state falls much lower on their list.

That’s disappointing, and a little confusing. Not only will a 
shrunken promotions budget hurt the Alaska economy in 
general, it specifically will hurt the businesses that have 
made millions off tourism.

Given those stakes, industry officials should be more 
willing to pay a bigger share.
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Alaska's Official State Vacation 
Manner puts your ad in the hands of 
500,000 potential visitors, who are 
serious about visiting Alaska. In fact, 
19% o f these people w ill come to 
Alaska within 24 months. And 30% of 
those visitors will use the Planner as 
a travel guide while they're here.

The Vacation Planner is sent to 
more than a half-million o f your best 
prospects— individuals who've already 
shown interest in traveling to Alaska. 
These prospective visitors took time 
to fill out a busin r's reply card in 
exchange foi a copy o f the Planner. 
And they will take the time to read 
your ad in the Planner.

The Vacation Planner is a 100 + 
page, four-color publication, produced 
in conjunction with the Alaska Tourism 
Marketing Council. It is the flagship 
o f Alaska's multimillion-dollar national 
advertising program.

P lanners are sent out a ll year 
long, so your ad's exposure continues 
month after month.

The Vacation P lanne r is an 
invaluab le marketing tool fo r any 
company associated with Alaska's 
visitor industry. Ads are sold from 
February through May. To place your 
ad, o r get m ore in form ation , call 
the Alaska V isitors Association at 
(907)561-5733.

T H E  I N V A L U A B L E  
V A C A T I O N  P L A N N E R

V ' ' V  ■ ' V ' ' * '  ' : V > V  '
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T H E  N A M E S  

A R E  T H E  G A M E
Imagine knowing the names and 

addresses o f people who are gen­
u in e ly  in te rested  in the specific  
services you provide. You could send 
each person a brochure or a letter, 
and be confident that every penny is 
well-spent.

The Alaska Visitors Association 
M ailing Label P rog ram  makes it 
easy to get those names. Here's how 
it works.

To get a Vacation Planner, people 
fill out a business rep ly card, and 
supply all sorts o f information about 
them se lves , th e ir in te re s ts , and 
travel plans. All o f these facts are 
tracked by computer.

W hen y ou 're  ready  to o rd e r 
mailing labels, the computer lets you 
set the guidelines. For example, /ou 
can select people who are under 60, 
and will drive their own car, and are 
interested in w ild life viewing, and 
live in Montana.

The com pu ter p rin ts  ju s t  the 
mailing labels you select, so there's 
no wasted circulation or postage.

New names are added to the list 
all year long. You can't get a more 
cu rren t m o ilin g  lis t sp ec ific a lly  
targeted at Alaska visitors. To buy 
labels, or get more information, call 
the Alaska V isitors Association at 
(907)561-5733 .

A  R E E  L 
A O V A N T A G E

C om m erc ia ls  and videos are 
a great, marketing tool. But before 
you spend a lot o f time and money 
to shoot you r own commercia l or 
video, lake a look at the AVA's Stock 
Footage library.

The AVA has a vast collection of 
fresh images, including those perfect 
shots you can't live without, at a price 
you can live with.

Summer shots cover a wide variety 
o f scenic and w ild life footage. We 
also have scenes o f visitors enjoying 
cru ises, bus and highway trave l, 
sightseeing, rafting, fishing, flight- 
seeing , go ld panning, as w e ll as 
indoor activities.

I f  y ou 're  look ing fo r  w in te r 
footage, the AVA has dramatic snow 
and ice shots, c ro ss-coun try  and 
downhill skiing, dog mushing, and 
many other winter scenes.

All of the footage is on 35 mm film, 
so you can get top-quality images, 
without top-dollar production costs.

You can preview the footage for 
free before you make any commit­
ments. or receive a demo tape a l 
nominal cost. Fees range, depending 
upon actua l usage, and a re  well 
below typical slock footage fees.

To ta1 3 a closer look, or get more 
information, call the Alaska Visitors 
Association at (907)561-5733.

T H E  A V A  

W O R K S  F O R  Y O U
For more than 40 years, the Alaska 

Visitors Association has been inviting 
visitors to come to Alaska and helping 
our guests to enjoy the experience 
to the fullest.

The AVA is a privately funded, 
statewide, non-profit trade associ­
ation. There are more than 700 AVA 
members, from every region o f the 
s ta te , con sisting  o f a ll kinds o f 
businesses, from small family-owned 
shops to major tour operators.

Through the sale o f ads, labels 
and rootage, the AVA generates the 
p riva te  indu stry  m atching funds 
necessary for the state's cooperative 
marketing program (one o f the world's

most aggressive marketing programs, 
producing nearly a million visitors a 
year). The AVA co-manages the Alaska 
Tourism Marketing Council, which 
produces the state's domestic public 
relations and marketing programs.

By uniting hundreds o f private 
businesses, the AVA turns competitors 
into a single force with the power to 
promote favorable tourism legislation, 
and increase the $1.1 biilion tourism 
brings to Alaska each year.

For more information about the 
A laska V is ito rs  A ssoc ia tion , call 
(907)561-5733. C 1003 AliKkii Vlftilor* Association

Tlio Alaska Visitors Association 
3 2 0 1  C  Struct, S u i t e  4 0 3  
A n c h a r n g o ,  A l a s k a  9 9 5 0 3  
(907) 561-5733 F A X  561-5727

I  *
AVA



s
The Alaska Tourism .Marketing Council ( ATMC) is 

a unique joint venture between the state anJ private industry. 
The ATMC’s primary goal is to attract visitors from the United 
States and Canada through a targeted national advertising' 
and public relations program. The ATMC' works to stimulate 
economic growth, diversification, and employment hy pro­
moting Alaska as a visitor destination.

The ATMC is an independent state agency governed 
by a 21 -member hoard, including ten members who are appoint­
ed by the Governor, ten who are appointed hy the Alaska Visitors 
Association (AVA), and the Director of the Division of Tourism 
(DoT). ATMC hoard members serve on at least one of the six 
standing committees shown in the organizational chart. The 
program is administered on a day-to-day basis by the ATMC 
Executive Director, Marketing Coordinator, and Administrative 
Assistant, all located in Anchorage. In carrying out its mission,• 
the ATMC works closely with the Division of Tourism and the

v IAlaska Visitors Association.

A T M C • •

• • • •

Alaska Tourism Marketing Council 
• • • •

3601 C Street, Suite 700 
• • • •
Anchorage, Alaska 99503

o • •

(907) 563-2289

• • * •

A L A S K A  

• • •

T O U R I S M  

• • « •

M A R K E T I N G  

• •

C O U N C I L

• •

• •

• •

The Division of Tourism is(a state agency under the 
Department of Qimmerce and Economic Development, reSjpSn- 
sihle for tourism development, research, and international promotion.

The Alaska Visitors Associationiis a statewide non­
profit trade association that represents th/visitor industry. The 
AVA jointly manages the ATMC anthraises the required visitor 
industry contribution. )

D e p a r t m e n t  o f  

C o m m e r c e  &. Ec o n o m i c  

D e v e l o p m e n t

A l a s k a  V isitors 

A ssociation

This publication was released hy (he Alaska Tourism Marketing 

Council al a cost of $.57 per copy to provide information about 

the A T M C  mission and activities. Printed in Anchorage, Alaska.

A C ooperative Program  fo r  A la s lta  Tourism  Prom otion

A l a s k a T o u r i s m 

M a r k e t i n g C o u n c i l

10 M e mbers a p p o i n t e d 

B y T h e  G o v e r n o r

10 M embers A ppointed 

B v T he A l a s k a V isitors 

A ssociation

D irector o f  t h e  D ivision o f T o u r i s m

W h a t  W e  Do
The ATMC executes a national marketing campaign 

that is specifically designed to interest consumers in Alaska 
and motivate them to visit. The ATMC board o f directors 
constantly investigates new marketing opportunities while 
relying upon elements that have been tested and fine-tuned 
for more than a decade. The link between visitors and 
Alaska’s products and services is created through the 
following elements:
• Official State Vacation Planner

A comprehensive travel guide with information on Alaska 
tourism businesses is distributed to approximately 
650,000 potential visitors and travel agents each year.

• Television Advertising
A national image campaign using 30-second commercials 
is shown on network cable and syndicated television 
programs.

• National Magazine Advertising
Full-page color advertisements, offering potential visitors 
a free Va ration Planner, are featured in U.S. and 
Canadian magazines.

• Direct Mail Campaign
Over 700,000 direct mail packages, offering a free Vacation 
Planner, are distributed using targeted mailing lists.

• Public Relations
A national public relations effort to assist travel writers 
is conducted, resulting in positive broadcast and editorial 
coverage on Alaska.

• Fall, Winter, Spring Marketing
Specific programs are designed to expand the peak season 
and increase winter travel.

• Research
Studies are conducted to measure the cost efficiency of 
individual print ads in generating visitors, and to test the 
effectiveness of other promotional material developed 
by the ATMC.

• Alciska Travel Sections
Editorial coverage about Alaska is generated through the 
placement of large ATMC ads in select U.S. newspapers 
that feature special Alaska Travel sections.

• Mailing Labels
A database is created from over 150,000 highly targeted 
prospective visitors who request a Vacation Planner.

T he Big Picture

The ATMC works closely with a number of tourism 
organizations. In the big picture, the ATMC’s job is to gener- 
ically “market" Alaska as a whole and acquire names of poten­
tial visitors. Local and regional tourism groups rely upon the 
program to provide a pool o f visitors from which they can 
draw leads. Combined with the developmental efforts of the 
DoT and private sector participation by the AVA, this multi­
layered tourism structure benefits businesses statewide.
The Division o f Tourism (D oT )
The state agency primarily responsible for tourism 
development.
• Develops international markets (approximately 6% 

of total visitors and growing).
• Responds to requests for information.
• Compiles visitor research.
• Provides business assistance.
• Markets Alaska as a film production location.
Alaska Visitors Association (AVA)
A statewide non profit trade association that represents the 
visitor industry.
• Provides a unified voice for the visitor industry 

and businesses.
• Lobbies the Legislature on issues that affect tourism.
• Jointly manages the ATMC by raising the requited 

industry contribution and making appointments to 
the board.

Regional Marketing Organizations
Groups that focus on a region or segment in the state.
• Marker" the region as a destination.
• Organizations such as Alaska’s Southwest, Kenai 

Peninsula Tourism Marketing Council, Native Tourism 
Marketing Council, Prince William Sound Tourism 
Coalition, and Southeast Alaska Tourism Council.

Local Visitor Organizations 
Organizations that focus on a single location.
• Promotes visitation to a specific community.
• Operates visitor information centers.
• Markets the location to meeting and convention planners.
• Usually funded through municipal bed taxes and 

membership dues.
• Primarily convention and visitor bureaus (CVBs).

H o w  T o  T a k e  A d v a n t a g e  O f  A T M C  P r o g r a m s
t • - ‘ i . iy ... ' •

There are a variety of ways that individual businesses 
or regions in the state can piggyback on the ATMC’s programs. 
By participating in the following, businesses are assisting with 
the private sector contribution an : ensuring the ongoing suc­
cess of the Cooperative Marketing Program. Membership is 
not required to take advantage of programs available through 
the AVA.
•  The Official State Vacation Planner

The Vacation Planner is the primary vehicle used hy 
Alaska’s small businesses to gain affordable advertising 
access to a national marketplace. This comprehensive 
travel guide is designed specifically for people who have 
indicated a strong interest in traveling to Alaska, pro- 

. viding advertisers with access to a highly receptive audi­
ence. Research shows that of those who request the 
Vacation Planner, 12% will visit Alaska within the first 
year and 6-8% will follow the next year. In addition, over 
30% of Alaska’s visitors use the Vacation Planner prior to 
and during their trip. For information on placing an ad, 
contact the ATMC at 563-2289 or the AVA at 561-5733.

•  Mailing Labels
The ATMC marketing program is structured to provide 
businesses and local tourism organizations with direct 
access to a large pool of potential visitors. The names and 
addresses of travelers who have indicated they are coming 
to Alaska are available for purchase. These labels can be 
sorted by a variety o f interest and activity categories and 
may be used for private sector mn-Vcting efforts. For 
information contact the ATMC at 563-2289 or the AVA 
at 561-5733.

•  Public Relations
Tourism-related businesses can participate in the ATMC’s 
statewide public relations efforts. One of the primary 
ways to get involved is to provide your local convention 
and visitor bureau (CVB) or regional marketing organi­
zation with information about your business. These groups, 
in turn, communicate with the ATMC. Businesses can 
also submit newsworthy information for possible inclu- 

j sion in the ATMC’s monthly “Tips and Trends” sheet,
which is mailed to hundreds o f national travel writers.
For more information contact the ATMC at .563-2289.

• Familiarization Tours
"Fam” tours provide an opportunity for businesses to 
showcase their product or service first-hand. Many 
businesses are willing to host tour operators or travel 
writers at a reduced or complimentary rate.

Tour operators develop itineraries based upon their experience, 
and travel writers and photographers influence large numbers 
of potential visitors. To participate in future ATMC familiari­
zation tours, contact your local CVB, regional marketing group, 
or call die ATMC at 563-2289.

• Alaska Travel Sections
Each year the ATMC advertises in newspapers nation­
wide between January and April. In addition to generating 
editorial coverage, the ATMC’s large ad serves as an 
anchor for smaller Alaska advertisers. For a list of news­
papers that will run Alaska travel sections, contact the 
ATMC at 563-2289. Lists for the following year are 
available beginning in mid-December. \

•  Film Footage
Over the years, the ATMC has compiled an extensive 
library o f 35mm film footage. Tourism businesses may use 
the footage in commercials, videos, and other projects by 
purchasing usage rights. F >r more information contact 
the AVA at 561-5733.

T h e  R esults
The Cooperative Marketing Program has resulted in 

unprecedented growth in Alaska’s visitor industry. Tourism in 
Alaska has grown from 78,000 visitors in 1964 to the one- 
million mark in 1993. Alaska’s visitors spend nearly $550 . 
million annually in the state and an additional $620 million 
on transportation to and from the state. As the fastest growing 
industry in Alaska, tourism will continue to be a major 
economic force in the future.
The Visitor Industry:
• Is Alaska’s second largest private-sector employer.
• Directly employ;-19,000 Alaskans. O f these, 84% are 

Alaska residents, the highest percentage of all basic 
industries.

• Impacts 52,000 Alaskan jobs.
• Contributes $626 million in primary and secondary wages.
• Generates $1.1 billion in revenues.
• Generates over $50 million return to state government.

All in all, the Cooperative Marketing Program is a good 
investment providing necessary income and jobs for Alaskans.




