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FISCAL NOTE

LATE OF ALASKA BILL NO. HB 342

1994 LEGISLATIVE SESSION

Revision Date:

Titke: Extending the Alaska Tourism Marketing Courcil BRU: Toi.rism
Componeit: Y
Sponsor Reo. Kott

Requestor House Labor and Commerce COMPONENT SERIAL NO.

BExpenditures/Revenues:
OPERATING EXPENDITURES | FY 95 J FY 9% FY 97 | FY 98 - | FY 9
PERSONAL SERVICES 0 1 0 1 0 1 0 | 0
TRAVEL 0 1 0 ! 0 ! 0 0
CONTRACTUAL 0 | 0 1 0 1 0 | 0
SUPPLIES 0 1 0 0 1 0 1 0
EQUIPMENT 0 0 1 0 0 | 0
LAND & STRUCTURES 0 i 0 0 0 | 0
GRANTS. CLAIMS 0 1 0 1 0 0 1 0
MISCaLANEQOUS 0 1 0 i 0 0 1 0
TOTAL OPERATING 0 1 0 ! 0 0 ! 0
CAPITAL EXPENDITURES 0 1 0 0 0 1 0
CHANGE INRO/ZENUES () I 0 o I 0 o 1 0
FUND SOURCE
1002 Federal Receipts 0 | o i o | o i 0
1003 GF Match 0o 1 0 0 1 o i 0
1004 GF 0 1 o) 0 | 0 i 0
1005 GF/Program Receipts 0 0 0 0o - (o]
1006 GFrMHTIA 0 0 0o 1 o 1 0
Other 0 0 0 o 1 0
TOTAL 0 0 0 i 0 i 0
Estimate of currer*year (FY ¥) asst: S 0
POSITIONS
FULL-TIME 0 0 1 1 0 1 0
PART-TIME 0 0 1 0 0 0
TEMPORARY 0 0 0 1 0 i 0

ANALYSIS: (Attach a separate page ¥necessary.)
The expenditures are contained in the proposed operating budget and the revenues are reflected In revenue projectias.

Prepared by:  nna Lindaren Phone: 465-2500
Divisian:  Alaska Tourism Marketing Council / ; Date: January 18. 19%
.|
m/// L-

Approved by Commissioner Paul Fuhs
Agency: Commerce and Economic Oeveloomenyr® pate: ///?/ V\

PREPARER TO PROVIDE ALL DISTRIBUTION COPIES TO GOVERNOR"S LEGISLATIVE OFFICE
For furtrer distritution information cll the Governor § Legislative Office
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FISCAL NOTE
BILL NO. HB 342
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1994 LEGISLA

ANALYSIS: (continued)
t

The passage of Senate Bill 478 (SLA 1988, Chapter 78} created the Alaska Tourism
Marketing Council which became law, effective July 1, 1988, Legislative findings

regarding SB 478 stated:

"The Legislature finds that a cooperative effort between the state and private
industry “to support and expand the visitor industry of the state and to foster
expansion of the market for Alaska as a destination throughout the nation and the
world isin the public interest and is a valid public purpose.” The Legislature further
finds that this cooperative effort would inure to the pbenefit of the visitor industry in
the state and that some of the costs of maintaining the effort be borne by the
industry. The Legislature further finds that expansion of the economic benefit of
tounsm is in the public interest and the state should take an active interest in the
ensurance of a quality experience for visitors to the state, coope- te with the private
sectorin |mprovmgi the amenities available to visitors to the state, and seek to ensure
authentic accessible experience for visitors throughout the state.
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CS FOR HOUSE BELL NO. 342(
IN THE LEGISLATURE OF'THE STATE OF ALASKA
EIGHTEENTH LEGISLATURE -SECOND SESSION

BY

Offered:
Referred:

Sponsors): REPRESENTATIVES KOTT, Hudson, Ulmer

A BELL
FOR AN ACT ENTITLED
"An Act relating to the Alaska Tourism Marketing Council; increasing to at least
2 38 percent the share of the council’s expenses that must be paid through
3 contributions by an association that contracts to jointly manage the council; and

4 providing for an effective date."

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

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

—

8. to promote the state as a'destination through the cooperative marketing program, the
9 commissioner shall contract with a single qualified trade association to jointly manage
y 3oyl |
11 v
12 the total operating expenses of the council for that fiscal year and the association will
13 furnish the council with evidence of additional contribution ' the form of

14 productsand services so that the total contribution of cash; products, and services:
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is at least 50 percent of the total operating expenses of the council for that fiscal
year. A product or service qualifies as a contribution under this subsection if it
is provided bv the association in a mutual undertaking with a state agency to
advertise, market, or promote the state as a visitor destination. For purposes of
this subsection, the value of a contribution other than cash is the lowest retail unit
value of the product or service or the value of the discount given to the state for
that product or service, whichever is less.(plus the actual coSt of administrative
time and expenses if the administrative costs are not vincluded in the cost
of the product/or s,ErviceT"The term of a contract under this section may not exceed
two years. ?* s \

* Sec. 2. AS 44.66.010(a)(15) is amended to read:

(15)  Alaska Tourism Marketing Council (AS 44.33.700) -
December 30. 1998 £19941. o Lo 'e

* Sec. 3. TRANSITIONAL PROVISION. Notwithstanding AS 44.33.705(b), as amended
by sec. 1of 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 provide evidence ofgpntributions of products and services, in addition to its

required cash contribution of 20 percent, so that the total contributions of cash, products, and-

services are at least the following percentages of the total operating expenses of the council

fi *those fiscal years: .

¢ *

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

* Sec. 4. APPLICABILITY. This Act applies to contracts under AS 44.33.705 that are
entered into or renewed on or after July 1, 1994,
* Sec: 5. This Act takes effect July 1, 1994, ) =
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CS FOR HOUSE BILL NO. 342( )
IN THE LEGISLATURE OF THE STATE OF ALASKA
EIGHTEENTH LEGISLATURE -SECOND SESSION

BY

Offered:
Referred:

Sponsor(s): REPRESENTATIVES KOTT, Hudson, Ulmer

A BILL
FOR AN ACT ENTITLED
"An Act relating to the Alaska Tourism Marketing Council; increasing to at least
38 percent the share of the council’s expenses that must be paid by an

association that contracts to jointly manage the council."

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 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 50 [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.

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

1 CSHB 34( )

New Text Underlined [DELETED TEXT BRACKETED]
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December 30, 1998 [1994];

* Sec. 3. TRANSITIONAL PROVISION. Notwithstanding AS 44.33.705(b), as amended
by sec. 1of 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
of the council for those fiscal years:

(1) fiscal year1995,38 percent;
Q) fiscal year1996,42 percent;
(3) fiscal year1997,45 percent.

CSHB 342( ) 2>

New Text Underlined [DELETED TEXT BRACKETED]
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AMENDMENT J- A vV M
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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& SOCIAL SERVICES PHONE (9

JUDICIARY

FAX 694-8

STATE AFFAIRS

SPECIAL COMMITTEES:
MILITARY & VETERANS AFFAIRS

OIL & GAS

SESSION:

STATE CAPITOL
JUNEAU, AK 99811

CENTER.
EAGLE ?IV R,

PHONE (907) 465-3777

Representative Pete Kott

SPONSOR STATEMENT

Itis in the pest interest of the State ofAIaska to acceﬂ HB 342,
and extend the life of t heAIaska ourism arketlng ouncil (ATMC)
to December 30, 19?8 This eng atlon copforms to"the
recommendations of the 1 %et and Audit Report.

ATI\/IC faIIsunderthe De artment of Commerce and Economic
Deve| oPment Division of Tourlsm Ten of ATMC's members are
Ff by the Gavernor, while ten oth? are aPpomtedb the

S aV|3|t rAssomatton The Director of the Division of Todrism 1S
automattca g/amem er. ATMC works to "promote the state as a
esttnatlon nd Rromoteal urms of travel to the state mcludlng
travel by air, h ?way and water gAKStatute 4433720

An example of ATMC actjvities is the publication of he Alaska
Vacation Planner's Guide," which lists 1,300 Alaskan businesses and
1S matled all over the United States and the world This 15 a vital
ve Icle orAas(a gromottneg the tourism |ndustr The Planner
has also prowde ded advertisement to businesses located in the
outerreglor]so th estate and to those that do not have a arge
promotional budget. Other ATMC activities include TV and print
a%\lljelrglr%mg research, and providing advice to the Division of

ATMC pl eys a substantial part in brln%mg over 2m|II|0h
each Xear to thé State of Alaska (McDowell Group, ) If we want
to continue to compete successfully in the nat|0hal and |nternat|onal
tourism market, we need to support extending the Alaska Tourism
Marketing Council's term.



DIVISION OF LEGAL SERVICES

LEGISLATIVE AFFAIRS AGENCY )! Jﬁ/ ) Vv
STATE OF ALASKA > U
(907) 465-3867 or 465-2450

FsIX (907) 465-2029
M ail Stop 3101

130 Seward. Street, Suite 409
Juneau, Alaska 99801-2105

MEMORANDUM 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 termination date of the Alaska Tourism Marketing Council
to December 30, 1998.

TML:pl
94-015.pim -

SecViOAc) SoorwTlacy



HB 342:  "AnAct extending the fermination date of the
Alaska Tourism Marketing Council"

The Alaska Tourism Marketing Council (ATMC? isa public-private Par_tnership
that combines the resources dnd expertise of the state and private industry.
It is jointly managed by the Department of Commerce and Economic
Development and Alaska "Visitors Association. The coupcil consists of ten
members aﬁgomted_b the Governor, ten members appointed by the visitor
Industry, and the Diréctor of the Division of Tourism.

The goal of the ATMC is to stimulate statewide economic gTowth, diversifica-
tion, and emRI_oymentthrou%h the promotion of Alaska as a'visitor destination.
To achieve this'goal, the ATMC designs and executes a marketing campaign
directed at domestic and Canadian markets with the greatest potential
for producing new and repeat visitors. ~Primary elements of the.Rro%ram
include media advertising, public relations, and distribution of the State
Vacation Planner, Theseelements are designed to interest people in AJaska
and influence their decision to visit. The program also provides the final link
between local businesses and consumers oh a scale that is possible only
through a cooperative effort.

Ifthe ATMC program did not exist, the economic impact ofthe visitor industry
would be significantly reduced and the larger*tour companies would gain an
even greater share of the remaining market. By conducting a cooperative
markéting program, everyone in the state benefits, including other state
agencies who réceive revenues from visitor spending.

WM/dglmme041pp.co
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Downtown DeliSh~fAnd Cafe

P.0. Box 2653. Anchorage. Alaska 99510 V BArThone (907) 274-0027
January 7, 1994

Brad Phillips

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

Dear Brad,

| am writing to you in your capacity as the Chair of the .Masks Tourism Marketing
CounciL 'wantto express to you my total support of 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 | have seen the
visitor business girow from a negligible portion of my sales to in excess of two
thirds of my total receipts. There Is no question that the aggressive marketing of
Alaska has played an essential part in this growth.

| am deeply disturbed that a severe reduction in the state’s part ofthe program is
bemg proposed by the Governor. Itis wellknown that tourism, currently one of
Alaska's top employers, has the greatest potential growth for both emﬁloyment
and Alaskan siuf.11business onortunities. Itis also well known that this potential
is atrisk, as there is intense global competition far the tourism and visitor dollar.

A t 2 time when there is an immediate need to develop private sectorjobs to
compensate for fewer public revenue based jobs, it is not sensible to tom. away
from the most logical source of future empIoL/ment -an expanding visitor industry,
Indeed, atatime whenAlaskais being attacked through the media, a reduction in
our marketing efforts may cause long term damage to Alaska tourism. The hottom
line is that we should consider a strategic reassessment of our marketln?_ approach
and, in light of the current situation, significantly increase both the public and
private marketing efforts forthis proven Alaskanjob developmentindustry.

Thank you, Brad, for all of your efforts to keep the visitor industry strong.
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Rick Halford

Alaska Stata Legislature
Room 111

Juneau, AK 99801-11-82

Dear Hr, Halford,

I would like to voica my 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, being able to participate in a highly visible
coopsrative marketing program as has been put togather by ATMC

has bean very 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 of a small narrative ad has doubled for 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 year 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 taken
for granted. Cutting the ATMC budget will be felt right down to my
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 trying to pull our weight on this
small business level, but we do need some assistance before the

load get3 prohibitive.
Thank you for your consideration.

Sirino-np lv_

KEMAIFJORDS NATIONAL PARK « RESURRECTION BAY « NORTH CJULFCOAST
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January 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.

My answer is a resounding, MHYes!””

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.

T»*. millions of dollars which tourists leave in Alaska

make a clifferenca to -us all. Even 1in a business such as
mine, which is hardly at the canter oj the visitor industry,
their importance 1is very real, in my opinion, if Anchorage

had no visitor industry, KLEF cculd not continue as a viable
enterprise. n

ely,

VRick Goodfellow
President and General Manager

lrg

3601 C Street, Suite 290 . Anchorage, Alaska 99503 - (907) 361-5556

Nog_gq n-YWvclToohey U-e'Wer



Mij™ Alnchorage

February 2, 1994
FEB 07 13%

Mr. Al Vezey
Chairman-State Affairs
Alaska State Legislature
State Capitol

Juneau, AK 99801-1182

Dear Mr. Vezey:

As one of the many thousand employees who is directly employed in the tourisnm
industry, 1 would like to state to you that the tourism industry as a whole

is a very important asset to our community and the people it represents. The
Anchorage Hilton, 1in which I work for, depends on the cooperative marketing
program to promote our product and service. Not only would many

organizations be out of business but myself and others would be without a

job.

As we all know, oil prices keep plummeting lower and lower and |1 feel that
this is not an appropriate time to cut the Alaska Tourism Marketing Council’s
budget. This organization has been very successful in the development of our
tourism industry. The ATMC reaches the entire traveling market nationwide
and has proven its capability in producing monies through the years.

Please do not put an end to the funding of iis organization. History has
repeated itself. ATMC and all of Alaska®s tourism industry partners are a
success story among economic development programs.

If you cut off the funds to this organization, you will be cutting off an

"education system”™. Many outside tourist are inquisitive and undecided about
that special vacation spot they want to go to. Demographics have proven that
visual advertising is one of the best means of selling a product. Other than

word of mouth, scenic photographs and an enticing narrative are the keys to
TV and magazine advertising. That 30 second TV spot featuring Prince William
Sound or Denali National Park could be the "final straw"™ 1in a decision made
by many people desiring to explore our wonderful state. Do not cut our
special visitor short of an opportunity of a lifetime by reducing the funding
to this wonderful organization!!

With shrinking oil and fish revenues, our number three state revenue maker 1is
swiftly becoming our number one money maker. The past 3-4 years has proven
that we are in the beginning stages of a wonderful uphill growth pattern.
Please do not stifle tourism®s growth pattern and progress now!

cc: Karen Cowart, AVA

Ave Hundrred Westt Third Avenue, P.0. Box 100620, Androrage, Alada 99510-9953  Telephone 907-272-7411  Fax 907-266-7175
Resenatians 1-800-11 ILTONS

'‘BACK. UP LEXTERS
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February 8, 1994

presentative Al Vezey
S ika State Legislature
nea

Capitol
Jun KK 99801-1182
Dear Representatwe,
| am writing to ask you to support continued funding for the

Re
Ala
ta

Alaska Tourism Marketing Council.

| work in the tourism industry for Denali Park Hotels at
Denali National Park, a company which employs approximately 700
people each year. We provide hotel rooms, tours and many other
guest services to visitors to our state who spend millions of
dollars each season in the Denali Park area. A majority of our
business is generated, directly or indirectly, from the exposure we
receive in the State Travel Planner and other cooperative marketing
programs of the Alaska Tourism Marketing Council. | am told that
every dollar we spend on cooperative marketing comes back one
hundredfold to the Alaskan economy in the form of visitor, business
and employee dollars spent.  Tourism is Alaska’s great renewable
natural resource and an industry we would be wise to encourage.

Again, | urge you to support the Alaska Tourism Marketing
Council and to maintain their current funding level. Thank you.

Sincerely,

Trac y Alexander
3637° Thompson A

venue #4
Anchorage, AK 99508



Anchorage

February 2, 1993

Al Vezey

Alaska State Legislature
Chair - State Affairs
State Capitol

Juneau, AK 99801-1182

Dear Mr. Vezey:

Thank you for your consideration of this letter and the action you
will take!

I work for the Anchorage Hilton Hotel and the jobs we have in the
Alaskan Tourism Industry are extremely important to us all.

As you are probably aware, the Alaska Tourism Marketing Council®s
budget has been cut. The ATMC had a dream of assisting 1in the
development of Alaska®s tourism. Without tourists and visitors to
Alaska our hotel would not exist or most certainly be 1in dire
straights. The ATMC and its industry partners have worked together
and been successful over the years to promote summer tourism.

Our hotels are now at capacity 1in the summer. However, Fall,
Winter and Spring are greatly lacking. The Anchorage Hilton Hotel
as with other hotels in the city lay off a lot of individuals each
winter.

My recommendation is that alternate action be taken to reinstate
funds through the ATMC to promote Fall, Winter, and Spring (October
through April). Our economy would be healthier, people would be
employed and the visitors from the outside could appreciate the
true Alaska.

Please support this alternative action plan. It will make a
tremendous difference to the hospitality industry.

Sincerely,

Kathleen cox
Sales Manager

CC: Karen Cowart, Alaska Visitors Association

Five Hundred West Third Avenue, P.O. Box 100620. Andhorage, Aleda 90510-9953  Telephaone 907-272-7411  Fax 907-205-7175
Reservatians 1-800-HILTONS
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February 2, 1994

Al Vezey

Alaska State Legislature
State Affairs Chair
State Capitol

Juneau, AK 99801-1182

Deer Mr. Vezey:

The astronomical budget cut being considered for Alaska®s Tourism
Industry must not happen. With cil monies projected to get leaner,
this 1is no time to cut the Alaska Tourism Marketing Council®s

budget.

ATMC 1is important in promoting Alaska as a travel destination and
has been a major factor in the successful development and growth
of the tourism industry.

With the support of ATMC®"s marketing, I will continued to be

employed in the tourism industry. My 1ipb is very important to me
and to the many visitors the Anchorage Hilton Hotel serves each
year. Furthermore, the entire 1industry 1is important to this

community and to the people you represent.

Thank you for your —consideration and understanding in the
importance the tourism industry impacts Anchorage and the State of
Alaska.

Ci \r

Toni Walker
Tour and Travel Sales Manager

CC: Karen Cowart, AVA Statewide

Fve Hundred West Third Avenue. P.O. Box 100620. Andorage, Alaska 99510-0953  Telegphone 007-272-7411  Fax 907-265-7175
Reservations 1-800-HILTONS



Anchorage

February 2, 1994

Representative Al Vezey
Chairman - State Affairs
Alaska State Legislature
State Capitol

Juneau, AK 99801-1182

Dear Rep. Vezey.:

I am writing to you to encourage you to make the Alaskan tourism
industry a priority when vyou vote on the State budget this
legislative session.

In Alaska, tourism industry ranks as either the second or third
strongest and largest industry in the economy. Tourism 1is a
renewable resource that when managed well, fostered to grow, and
protected from budgetary cut backs, will strengthen the states
ecomonic profile. "

With oil revenues continuing to be an unreliable source of monies
for a capital budget, the legislature must recognize tourism as a
viable source of revenue for the state, and support that
recognition through careful budgetary allocation efforts. If the
adverstising dollars set aside for marketing this very 1important
resource are taken away, the legislature will have been responsible
for setting the Alaskan economy back even further.

Thank you for your support. We are all trying to make Alaska a
good place to live. Make sure you help us do so by voting to
support the tourism industry through budgetary support!

Sincerely,

"ON
Keri A. Gatke
Sales Manager
cc: Karen Cowart, AVA

USA

Fve Hundrred West Third A.enue.. P.O. Box 100620, Andorage. Alaska 99510-9953  Tellephone 907-272-7411  Fax 907-206-7175
Resenvatians 1-800-HILTONS



February 7, 1994

Representative Al Vezey
Alaska State Legislature
State Capitol

Juneau, Alaska 99801-1182

Dear Rep. Vezey,

| am writing on behalf of myself and all of the members of the
visitor indUstry who are counting on your support to retain and
properly fund The Alaska Tourism Marketing Council.

This body over the last 10 years has added fuel to the flames of
Alaska tourism and has helped grow the_industry to the second
largest private employer in the “State. The partnership that has
flourished hbetween the private sector and the Government has had
positive effects on this industry and all the others which directly
or indirectly contact it on a daily basis.

The  obvious effect of this program especially for the smaller
businesses which are unable to support large marketing programs
will take a dramatic toll if the ATMC is allowed to dwindle or die.

| have been in Tourism for the past 15 years startmag as . a
housekeeper at .a National Park Iod_?e. | have seen the dramatic
growth of this industry and the positive effects it has had on me
m¥ family and the state in general. | urge you to continue support
of this “vital ‘orogram. If anything, funding must be increased  to
Insure that Alaska continues to “be a prémiere destination for
visitors into the next century.

Thank you for your support. Alaska is counting on you!

Tour & Marketing General Manager
Denali Park Resorts



DIVISION OF LEGAL SERVICES
LEGISLATIVE AFFAIRS AGENCY

STATE OF ALASKA
(907) 465-386' or 465-2450
FAX (907) 465-2029 130 Seward Street, Suite 409
Mail Stop 3101 Juneau, Alaska 99801-2105
MEMORANDUM April 20, 1994
SUBJECT: Alaska Tourism Marketing Council (CSHB 342(FIN))
T0: Representative Eileen MacLean

Representative Ron Larson _
Co-Chairs, House Finance Committee

FROM: Terri Lauterbach
Legislative Counsel

Enclosed is CSHB 342(FIN).

| have made a change that was not specificallg requested by the committee. In
section 3,1have made the same kind of change that the committee made in section 1
so that the 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 let me know if you have questions about this change or if I can be of other
assistance.

TML:mi
94-092. lai

Enclosure



G raylLine ofA laska

March 31, 1994

Al Vezey

Alaska State Legislature
State Capitol

Juneau, AK 99801-1182

Dear Al:

I am writing to ask your support of the industry that has
shaped my life and my career - Tourism.

Working my way up from a coach driver in Skagway 12 years
ago, | know how this industry has shaped the lives of
hundreds of friend , acquaintances and associates.

Tourism is vital to the livelihood of thousands of Alaskans
and demands your support.

Please use the influema vested in your position to support
this vital and growing industry by re-instating funding for
ATMC and voting for HB342.

Sincerely,

Carl Cox /
Regional Manager
Anchorage/Fairbanks

CC/kyg

745W 4th Averue, Site200 /Achorage, AK 99501 /Telephone: (207) 2778682 / Fax: (07 Rfgg 9247 ‘KAU
oy a6 NV



Total Revenues to the State of Alaska
Generated by the Visitor Industry

Revenues to the General Fund

Non-resident VisitorSpending

State Parks, FY911 ,
Camping Permits, Historical Guided Tours, Other

Department o Fish and Game. CVJ 2
Non-resident and Alien Tags and Permits

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

Gasoline Taxes Paid by Visitors, AVSP89-904

State and University Museums, FY915
Non-resident Visitor Admission Fees

Taxesand Fees from VisitorIndustry Businesses

Department of Motor Vehicles Fees, CY906
our Bus Vehicle Registration Fees

Corporate Income Tax, FY917
Business License Fees, FY918
Aviation Fuel Taxes, FY909

Tour Bus Fuel Tax, CY199110

Agencies Promoting the VisitorIndustry

Alaska Division of Tourism, FY9111
Program Receipts and ATMC

Subtotal: Revenues to the General Fund

Direct Revenues to the State of Alaska from the Visitor Industry

$273,000

$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

May, 1392 e 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 $s51,969 ,000

Note: All numbers are rounded. CY Mcalendar 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, Fishand Game Licensing."

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

4 Expenditure data fromAVSP lland gasoline price fromRunzheimer Intemational. 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 McDowe I I method of calculating share attributable to visitor industry.

3 Department of Motor Vehicles.

7 Data from Alaska Department ofRevenue and Institute of Sodal and Economic Research. See
p. 8 of this report formethod of calculation.

3 Data from Department of Commerce Occupational Licensing Division, and Alaska®s Visitor
Industry. An Economic Profile.See p. 8 of this report formethod of calculation.

9 Please refer to the explanationon p. 10.

10 Fuel purchase data from industry sources. Calculationby McDowel I 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 Systemand 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



§ 4433'30 Alaska Statutes § 4433 7(5

Revisor's notes. — Formerly AS
45.65.150. Renumbered in 1980.

Secs. 44.33530 - 44.33550. Alaska Foreign Offices. [Repealed,
E.O. No. 65, 83 (1987)]

Secs. 4433600 - 44.33.630. Power Development Revolving Loan
Fund.s%epealed E.Q. No. 75, § 5 (1989). For current law, see AS
4483500 — 44.83530]

Article 8. Alaska Tourism Marketing Council.

Section _ _ ~ Section
700. Alaska TourismMarketing Council 725, Executive Budget Act

established . 727. Fund transfer and required contribu-
705. Management of council tion S
710. Employees 730. Accounting and disposition of re-
115. Powers of the board ceipts
720. Duties of thecouncil 735. Definitions

723. Information 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 isan 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 ofthe powers conferred by AS 44.33.700 - 44.33.735 is
an essential governmental function of the state. (89 ch 78 SLA 1988)

Cross references. — For purp « see § 1, ch. 78, SLA 1988 in the Temporary
AS 44.33.119; for legislative findings, see  and Special Acts.

Sec. 44.33.705. Management of council, (@ 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.

() Ifthe commissioner determines that itis 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 ifthe 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.

(© Ifthe commissioner contracts with a qualified trade association
under (b) ofthis section, the governing body of the council isa board of



844.33.710 Alaska Statutes 844 .33.715

(1) notwithstanding AS 39.52, a board member who isamember of
the qualified trade association that has contracted with the depart—
ment under () of this sectionmay 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 familymem —
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 AS 39.52.960.

(@ A contract or granl entered into by the council is not effective
until signed by the director. 89 ch 78 SLA 1988; am &1 ch 32 SLA
1990; am 81 ch 15 SLA 1993)

Revisor's notes. — Enacted as AS  of the board" and "other board members”

44,33.710. Renumbered in 1988, in paragraph (3), and substituted "the

Effect of amendments. — The 1990 governor shall appoint a member of the

ggwdeerédmaer;t aefﬁectclve|| May 10, 1990, board to sherve” for "the director serves” in
ragr aragra

The ?993gampen($men% effective Ma¥8 P dg|t0pr5 notes — Section 5, ch. 32,

t1|9a%|3 ”mfosuob\/\sﬁrﬁtlon (c) ?ﬁ'%ﬁﬂ@%sraap“h' SLA 1990 provides that (c)(II) of this sec-
(ll(X) inserted gthe director is a member tion Is retroactive to July 1, 1388.

Sec. 44.33.710. Employees. The board of directors of the council
may employ and determine the salary ofthe staffof the council, which
may include an executive director and no more than two other em —
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. IT there is no executive director, the staff of the council is
supervised by the presiding officer of the board. (89 ch 78 SLA 1988)

Revisor's notes. — Enacted as AS
44.33.720. Renumbered in 1988.

Sec. 44.33.715. Powers of the board, (@ The board may

(D) 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;

(@ 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;

() receive contributions of money;

118



§ 4433530 Alaska Statutes § 4433705

Revisor's notes. — Formerly AS
45.65.150. Renumbered in 1980.

Secs. 4433530- 44.33550. Alaska Foreign Offices. [Repealed,
E.0. No. 65, § 3 (1987)]

Secs. 44.33.600 - 4433630 Pow I elopment Revolving Loan
Fund.&)oepealed EQ. No. /&, 85 ( ) or current law, see AS
4483500 - 44.83530]

Article 8. Alaska Tourism Marketing Council.

Section Section
700. Alaska TourismMarketing Council  725. Executive Budget Act

established 7217, Fund transfer and required contribu-
705. Management of council tion
710. Employees 730. Accounting and disposition of re-
715. Powers of the board ceipts
720. Duties of thecouncil 735. Definitions

723. Information 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 AS 44.33.700 - 44.33.735 is
an essential governmental function ofthe state. (89 ch 78 SLA 1988)

Cross references. — For purpose, see  § 1, ch. 78, SLA 1988 in the Temporary
AS 44.33.119; for legislative findings, see and Spemal Acts.

Sec. 44 33.705. Management of council, (@ 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) Ifthe 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.

(© Ifthe commissioner contracts with a qualified trade association
under (b) of this section, the governing body ofthe council isa board of



§ 4433705 State Government § 4433705

directors consisting of 21 members and subject to the following provi—
sions:

(D 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 staffmember ofa local government or
nonprofit enterprise established to promote the visitor industry; or

(D) have business or government experience that would materially
enhance the member 3 ability to contribute to the planning, execution,
or evaluation of a visitor industry promotional marketing campaign;

(@ 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 isa member ofthe board; the governor shall appoint
10 other board members; each board member appointed by the gover—
nor serves at the pleasure of the governor; inmaking 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;

@ 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;

() 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;

®) a board member may not participate or vote by proxy;

(") 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 person3 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;



§ 4433710 Alaska Statutes § 4433715

(11) notwithstandingAS 39.52, a board member who isamember of
the qualified trade association that has contracted with the depart—
ment under (b) of this sectionmay 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 3 membership in
the trade association before the vote or action; this paragraph may not
be interpreted to allow a board member or an immediate familymem —
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 AS 39.52.960.

(d A contract or grant entered into by the council is not effective
until signed by the director. (89 ch 78 SLA 1988; am 81 ch 32 SLA
19 0; am 81 ch 15 SLA 1993)

evisor's notes. — Enacted as AS of the board" and "other boaid mem! 13"

44.33.710. Renumbered in 1P98. in paragraph (3), and substituted "the
Effect of amendments. — The 1990 governor shall appoint a member of the

amendment, effective May 10, 1990,  bopxd toservef "the director serves" i

r

added paragraph (c)(ll h (
The ?993gampen4m)e(n2 effectlv"e Ma¥8 parad%%ﬁfs notes — Section 5, ch. 32,
1993, in subsection (c), deleted substan- g1 A 1990 provides that (c)(LI) o of this sec-

tially” following "be” in subparagraph
(1)(A), inserted "the director is @ member

tion is retroactive to July 1, 1988.

Sec. 44.33.710. Employees. The board of directors of the council
may employ and determine the salary ofthe staffof the council, which
may include an executive director and no more than two other em —
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, te staff of the council is
supervised by the presiding officer of the board. (§9 ch 18sLA 1!

Revisor's notes. — Enacted as AS
44.33.720. Renumbered in 1988.

Sec. 44.33.715. Powers of the board, (@ The board may

(D 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;

243 enter into agreements necessary to perform its functions;

() cooperate with a public or private board, organization, or agency
engaged in work or activities similar to the work or acti Tities of the
council, including entering into contracts for joint programs of
tourism advertising and marketing;

(6) receive contributions of money;
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(") 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;

() acquire, hold, lease, <ll, 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 mem —
bers; the presiding officer of each committee shall be a board member;

(1) prepare and implement plans for the promotion of travel to and
inside the state;

(12) =, at fairmarket value, tourism advertising space inpublica—
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 ifthe trade associ—
ation has contracted with the department under AS 44.33.705(b) and
pays its pro rata share of the production costs for the publication or
promotional material; payment under this paragraph isnot part of the
association3 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 ifthe trade associ—
ation has contracted with the department under AS 44.33.705(b).

() The board may not use funds appropriated by the legislature to
employ a lobbyist. (89 ch 78 SLA 1988; am &2 ch 32 SLA 1990)

Revisor's notes. — Enacted as AS fore "agreements" in paragraph (a)(4);
44.33.730. Renumbered in 1988. and added paragraph ga)(lfl?.

Effect of amendments. — The 1990 Editor's notes. — Section 5, ch. 32,
amendment, effective May 10, 1990, de- ~ SLA 1990 provides that the 1990 amend-
letcd "including the granfing of distribu-  ment to (%gthls section is retroactive to
tion rights to tourism ma|I|n? lists" at the  July
end of paragraph (a)(2); deleted "any” be-

Sec. 44.33.720. Duties of the council, (@ The council shall

(D 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;

(@ 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;

@ make available to all interested persons, including tourism busi—
nesses, a quarterly report of the council § actions and activities;

() annually submit a proposed operating budget to the director, to
be used by the Department of Commerce and Economic Development
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to prepare and submit the operating budget of the council under AS
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 hal f 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 ofproviding for the financial self-sufficiency of
the council.

(®) Inperforming its functions under AS 44.33.70C — 44.33.735, the
council may not favor any particular tourism business entity or other
person. (89 ch 78 SLA 1988; am 82 ch 15 SLA 1993)

Revisor's notes. — Enacted as AS promotion of the state as a destination
44.33.740. Renumbered in 1988. and promotion ofall forms of travel to the
Effect of amendments. — The 1993 state, including travel by air, h|ﬁhwa¥,
amendment, effective May 8, 1993, ado'td and water,” to the end of paragra Sagas )
"the marketing program must include and added paragraphs (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 AS 09.25.110 or 09.25.120.
Tourism mailing lists sold or leased by the qualified trade association
under AS 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. (83 ch 32 SLA 1990)

Editor's notes. — Section 5, ch. 32,
SLA 1990 provides that this section is ret-
roactive to July 1, 1988.

Sec. 44.33.725. Executive Budget Act. The operating budget of
the council shall be prepared and submitted under AS 37.07 (Execu—
tive Budget Act). 89 ch 78 SLA 1988)

Revisor's notes. — Enacted as AS
44.33.750. Renumbered in 1988.
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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 association3 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 SLA 1990)

Editor's notes. — Section 5, ch. 32,
SLA 1990 provides that this section is ret-
roactive to July 1, 1988.

Sec. 44.33.730. Accounting and disposition of receipts, (@ The
tourism marketing council shall deposit money collected under AS
44.33.700 — 44.33.735 in the general fund.

®) [Repealed, § 28¢ch 0 SLA 1991 {8 9 ch 78 SLA 1988; am S28

ch 90 SLA 1991)

Rroisor's notes. — Enacted as AS amendment, elective July 3, 1991, re-
441 760. Renumbered in 1988, pealed subsection (b).
Effect of amendments. — The 1991

Sec. 44.33.735. Definitions. In AS 44.33.700 — 44.33.735

(D "board”’means the board of directors of the Alaska Tourism
Marketing Council;

(@ "commissioner”Mmeans the commissioner of commerce and eco—
nomic development;

(® "council’”means the Alaska Tourism Marketing Council;

(@ 'director’”m. ans the director of tourism;

() "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. (89 ch 78 SLA 1988)

Vi

Revisor's notes. — Enacted as AS
.33.780.

S
44 Renumbered in 1988.
Article 9. Division of International Trade.

tion

Sec
800. Division of international trade
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Comparision of Funding Histories of ASMI and ATMC

FY90 GF FY90 GF/Pg FY91 GF FY91 GF/Pg
ATMC 6,955.6 1,500.0 5,160.9 1,500.0

FY90 GF FY90 GF/Pg FY91 GF FY91 GF/Pg

ASMi 2,188.4  2,700.0 2,453.6 2,703.3

8,000.0
6,000.0
4.000.0
2.000.0
0.0

FY90 FY90 Fyo1 Fyo1

GF/Pg GF GF/Pg

FY92 GF FY92 GF/Pg

5,070.3

1,051.0

FY92 GF FY92 GF/Pg

2,108.6

ATMC

ASMI

FY92 FY92
GF

GF/Pg

3,199.1

FY93
GF

FY93 GF
6,218.2

FY93 GF
2,527.8

FY93
GF/Pg

FY93 GF/Pg
1,326.9

FY93 GF/Pg
3,127.3

FY94
Gr

FY94 GF
5,785.4

FY94 GF
1,947.7

FY94
GF/Pg

FY94
GF/Pg

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

FY94 GF/Pg
1.706.2

FY94 GF/Pg
5.640.3



Visitor industry

should ante up

H ickels bwudgetcutis realistic

ere’s no douf) [(hat toyrism 1S a vital, g[ow ge
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recent years. More tour| ts mean more traf f
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That’s y|ti |Sﬁppo ntlhg fo see fepresentatives of th
industr -nEn e Alas aTourf ‘ketmg Counch
react so stingily t0 the governor’s call for help. He'wants the
mdustry to pay'a bigger share of the state’s marketing
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m|II|on tal; the Industry paid teremamln 7 mill on
But the governor, facmgapotentla huge deficit, Is
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.runmorehke laska’s seafood rPomohonsegency where
fishers ana processors glck up nearly halfthe tab”- tourism
officials say their industry 1s too corplicated.

Itsreally notcomphcated atall: Man tourlsm companies

Hgarent% ust don’t want to P gmore rpromote
Alaska T(# may be willin ogenda ot to promote their
own Indivi uaI busmesses ut? ? erative, generic

advertlsmagfortheenhrest te aI mu Ioweronthelrhst
ﬁ 153 pomtmg 3 |ttecon us!(ng Not only will a
shrunke Pro otloni U ﬁet urf the Alaska economy’in
eneral, It specifically will hurt the businesses that have
ade millions off tourism.
Given those stakes, industry officials should be more
willing to pay a biigger share.
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THE INVALUABLE

VACATION

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% of these people will 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 of your best
prospects— individuals who've already
shown interest in traveling to Alaska.
These prospective visitors took time
to fill out a businr's reply card in
exchange foi a copy of the Planner.
And they will take the time to read
your ad in the Planner.

PLANNER

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

Planners are sent out all year
long, so your ad's exposure continues
month after month.

The Vacation Planner is an
invaluable marketing tool for any
company associated with Alaska's
visitor industry. Ads are sold from
February through May. To place your
ad, or get more information, call
the Alaska Visitors Association at
(907)561-5733.

Rot>eit

ARE THE GAME

Imagine knowing the names and
addresses of people who are gen-
uinely interested 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
Mailing Label Program makes it
easy to get those names. Here's how
it works.

To get a Vacation Planner, people
fill out a business reply card, and
supply all sorts of information about
themselves, their interests, and
travel plans. All of these facts are
tracked by computer,

When you're ready to order
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 wildlife viewing, and
live in Montana.

The computer prints just 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
current moiling list specifically
targeted at Alaska visitors. To buy
labels, or get more information, call
the Alaska Visitors Association at
(907)561-5733.

A REE L
AOVANTAGE

Commercials and videos are
a great, marketing tool. But before
you spend a lot of time and money
to shoot your own commercial 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
of scenic and wildlife footage. We
also have scenes of visitors enjoying
cruises, bus and highway travel,
sightseeing, rafting, fishing, flight-
seeing, gold panning, as well as
indoor activities.

If you're looking for winter
footage, the AVA has dramatic snow
and ice shots, cross-country and
downhill skiing, dog mushing, and
many other winter scenes.

All of the footage is on 35 mm film,
S0 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 al
nominal cost. Fees range, depending
upon actual usage, and are well
below typical slock footage fees.

To tal3a closer look, or get more
information, call the Alaska Visitors
Association at (907)561-5733.

WORKS F

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 of the
state, consisting of all kinds of
businesses, from small family-owned
shops to major tour operators.

Through the sale of ads, labels
and rootage, the AVA generates the
private industry matching funds
necessary for the state's cooperative
marketing program (one of the world's

A V A

OR YOU

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 of 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 ahout the
Alaska Visitors Association, call
(907)561-5733. ¢ 1008 mii ttitr psscciation

Tlio Alaska Visitors Association | *
3201 C Struct, Suite 403
Ancharngo, Alaska 99503 AVA
(907) 561-5733 FAX 561-5727
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A Cooperative Program for Alaslta Tourism Promotion

The Alaska Touris?n Marketing Council (ATMC) is
aunique 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 isan independent state agency governed
by a 2L-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
(DaT). 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,e
the ATMC works closely with the Division of Tourism and the
Alaska Visitors Association. !

The Division of Tourism isfa state agency under the
Department of Qimmerce and Economic Development, reSpSn-
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.

Departmentof A laska Visitors
Commerce &. Economic A ssociation
Development

A laska Tourism
M arketing Council

10 M embers appointed 10M embers A ppointed
By The Governor BvThe Alaska Visitors

A ssociation

Director of the D ivisionof Tourisnm

WhatWwe Do

The ATMC executes a national marketing campaign
that is specifically designed to interest consumers in Alaska
and motivate them to visit. The ATMC hoard of 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 Varation 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 heBig Picture

The ATMC works closely with a number of tourism
organizations. In the big picture, the ATMC'sjob is to gener-
ically “market" Alaska as a whole and acquire names of poten-
tial visitors. Local and re(T;ional tourism grougs rely upon the
program to provide a pool of 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 of Tourism (DoT)

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 husiness 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 husinesses.
* 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).

J

How_To Take Aidlvantage of ATMC Programs

There are a variety of ways that individual busingsses
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
nﬁ)t 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'ssmall 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 of interest and activity categories and
may be used for private sector mn-Victing 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-
sion in the ATMC's monthly “Tips and Trends” sheet,
which is mailed to hundreds of 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 numoers
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 asan
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 of 35mm film footage. Tourism businesses may use
the footage in commercials, videos, and other projects by
purchasing usage rights. F > more information contact
the AVA at 561-5733.

T heResults

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. Of 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'inall, the Cooperative Marketing Program isagood
investment providing necessary income and jobs for Alaskans.





