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STATE O F ALASKA
1994 LEG ISLA TIV E SE SSIO N

FISC A L N O TE
B IL L  NO. SB 341

Revision Oate:______3/9/94 ______________________  Department Affected: Commerce and Economic Development
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PERSONAL SERVICES
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CONTRACTUAL
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MISCELLANEOUS
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1006 GF/MHT1A 0 0 0 0 0 0
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CS FOR SENATE BILL NO. 341 (REST 

IN THE LEGISLATURE OF THE STATE OF ALASKA 

EIGHTEENTH LEGISLATURE - SECOND SESSION 

BY T H E  S EN A T E  RESO URC ES  C O M M IT T E E

Offered: 4/I9//94
Referred: Finance

Sponsor(s): S EN A T E  LA B O R  AN D  C O M M E R C E  C O M M IT T E E

A BILL 

FOR AN ACT ENTITLED 

"An Act relating to the Alaska Tourism Marketing 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 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 25 [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) — 

December 30, 1996 [1994];

S B 0 3 4 1 b  - I -  C S S B  3 4 1  ( R E S )
New Text Under]ined (DELETED TEXT BRACKETED]
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(7) establish offices in the state and otherwise incur expenses inci­
dental to the performance o f its duties;

(8) appear on behalf o f the council before boards, commissions, de­
partments, or other agencies o f municipal, state, o r federal govern­
ment except as provided under (b) o f this section;

(9) acquire, hold, lease, sell, or otherwise dispose o f property, but 
such property is lim ited to that which is necessary to the administra­
tive functioning o f the council;

(10) appoint committees comprised o f board and nor.board mem­
bers; the presiding officer o f each committee sha ll be a board member;

(11) prepare and implement plans for the promotion o f travel to and 
inside the state;

(12) sell, at fa ir 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 i f  the trade associ­
ation has contracted with the department under AS 44.33.705(b) and 
pays its pro rata share o f the production costs for the publication or 
promotional material; payment under this paragraph is r o t  part o f 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 i f  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 SLA. 1988; am § 2 ch 32 SLA 1990)

R e v iso r’s  no tes. — Enacted as AS 
44.33.730. Renumbered in 1988.

EfTect o f amendments. — The 1990 
amendment, effective May 10, 1990, de­
leted "including the granting of distribu­
tion rights to tourism mailing lists” at the 
end of paragraph (a)(2); deleted "any” be­

fore "agreements" in paragraph (a)(4); 
and added paragraph (a)(14).

E d ito r ’s  no tes. — Section 5, ch. 32, 
SLA 1990 provides that the 1990 amend­
ment to (a) o f this section is retroactive to 
July 1, 1988.

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

the purposes o f AS 44.33.700 —  44.33.735; the marketing program 
must include promotion o f the state as a destination and promotion o f 
a ll forms o f travel to the state, including trave l by a ir, highway, and 
water;

(2) prepare and implement plans for the promotion o f A laska 
tourism, including necessary research;

(3) submit an annual report to the governor and the legislature 
describing the activities o f the council;

(4) make available to a ll interested persons, including tourism busi­
nesses, a quarterly report o f the council’s actions and activities;

(5) annually submit a proposed operating budget to the director, to 
be used by the Department o f Commerce and Economic Development
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A BILL 

FOR AN ACT ENTITLED
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3 BE IT ENACTED BY THE LEGISLATURE OF THE STATE OF ALASKA:

:ction 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 25 [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, 

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

(15) Alaska Tourism Marketing Council (AS 44.33.700) -  

December 30, 1996 [1994];

SB034lb -1- CSSB 341 (RES)
New T e x t U n d e r lin e d  (DELETED  TEXT BRACKETED]



1 * Sec. 3. APPLICABILITY. AS 44.33.705(b), as amended by sec. 1 of this Act, applies

2 :.o contracts entered into or renewed on or after the effective date of this Act.

3 * Sec. 4. This Act takes effect immediately under AS 01.10.070(c).

CSSB 341(RES) -2-
New T e x t  U n d e r lin e d  [ DELETED TEXT BRACKETED]

SB0341b
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(7) establish offices in the state and otherwise incur expenses inci­
dental to the performance o f its duties;

(8) appear on behalf o f the council before boards, commissions, de­
partments, or other agencies o f municipal, state, or federal govern­
ment except as provided under (b) o f this section;

(9) acquire, hold, lease, se ll, or otherwise dispose o f property, but 
such property is limited to that which is necessary to the adm inistra­
tive functioning o f the council;

(10) appoint committees comprised o f board and nonboard mem­
bers; the presiding officer o f each committee sha ll be a board member;

(11) prepare and implement plans for the promotion o f travel to and 
inside the state;

(12) sell, at fa ir 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 i f  the trade associ­
ation has contracted with the department under AS 44.33.705(b) and 
pays its pro rata share o f the production costs for the publication or 
promotional material; payment under this paragraph is not part o f 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 i f  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 SLA . 1988; am § 2 ch 32 SLA 1990)

Revisor’s notes. — Enacted as AS 
44.33.730. Renumbered itTl988.

Effect o f amendments. — The 1990 
amendment, effective May 10, 1990, de­
leted "including the granting of distribu­
tion rights to tourism mailing lists” at the 
end of paragraph (a)(2); deleted "any” be­

fore "agreements” in paragraph (a)(4); 
and added paragraph 'a)(14).

Editor's notes. — Section 5, ch. 32, 
SLA 1990 provides that the 1990 amend­
ment to (a) o f this section is retroactive to 
Ju ly 1, 1988.

Sec. 44.33.720. Duties o f  the counc il, (a) The council sha ll
(1) conduct a tourism marketing program designed to accomplish 

the purposes o f AS 44.33.700 —  44.33.735; the marketing program 
must include promotion o f the state as a destination and promotion o f 
a ll forms o f travel to the state, including trave l by air, highway, and 
water;

(2) prepare and implement plans for the promotion o f Alaska 
tourism, including necessary research;

(3) submit an annual report to the governor and the legislature 
describing the activities o f the council;

(4) make available to a il interested persons, including tourism busi­
nesses, a quarterly report o f the council’s actions and activities;

(5) annually submit a proposed operating budget to the director, to 
be used by the Department o f Commerce and Economic Development
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A l a s k a  T c u p i s m  i V l a p k e f i n g  C o u n c i

C ,r a a n iz a fion

The A laska Tourism  M a r k e t in g  Council w as c r e a t e d  by th e  A laska Le g is la tu re  in 

]£'&& as a jo in t  venture between the  S ta te  c f  A laska arei th e  v is ite r  ind u s try . 

This tru iv  unique m eid irg c f  pubiic and p riva te  expertise  and fund ing  is 

cra llenged w ith  keeping A laska a ta p  con tender in th e  highiv com petitive , 

wcridwide to u r is m  m arketplace.

The ATfviC is a oubiic co rpora tion  m u tua ilv  managed th rough  a c o n tra c tt i w - -

between th e  A laska S e o a rtm en t o f Commerce and E c o n o m ic  Developm ent aneii «
tine A laska V is ito rs  A ssoc ia tion .

The 21-member council is com prised o f 10 d ire c to rs  appo in ted  by the  G o v e r n o r ,i • I
10 d ire c to rs  appo in ted A/ AVA, and th e  D irec to r o f th e  A laska D ivision c f* i -
Tourism as an a u to m a tic  appo in tm ent. The council w orks th rough  a s tro n n

i •

com m itte e  s tru c tu re  w ith  each d ire c to r se r/ing  on a t  le a s t one o f th e  following 

com m ittees : fa ll/w in te r/sp rin g  prom otion ; co lla te ra l; public re la tions; research; 

advertis ing  and planning.

i he p rim ary  ob jective  o f th e  ATfviC is to  encourage expansion and g row th  c r th e  

s ta te 's  v is ito r  indus try . I t  is a iso charged w ith  ensuring th e  economic bene fits  

derived from  th e  in d u s try  remain in A laska and th a t  a maximum num ber or 

A laska re s id e n ts  are employed in in d u s try  businesses. The council p ro m o tes  

coopera tion  between s ta te  and p riva te  se c to rs  in developing v is ito r m arketing• l w
cam paigns and v is ito r  in d u s try  fa c ilitie s , both in th e  public and p riva te  dcm ain, 

to  ensure th e  v is ito r  experience is, and con tinues to  be, positive.

F undinq

The council’s opera ting  budget is determ ined by a yeariy  a pp rop ria tion  fro m  the  

S ta te  Legis la ture, plus funds from  th e  p riva te  in d u s try . The in d u s try  is 

responsible fo r  no less th a n  a 15% cash m atch ing co n tribu tio n , and m u s t also 

share a p o rtio n  o f p roduction  c o s ts  fo r  th e  O fficia l S ta te  Vacation F \anner .  

The sale o f vaca tion  planner a d ve rtisem en ts , d ire c t mailing labels and s to ck  

film fo o ta g e  to  in d u s try  businesses is adm in is te red  by th e  A laska V is ito rs  

A sso c ia tion  to  genera te  th e  p riva te  s e c to r 's  m atch ing co n tribu tio n .



Cccct'poi'iv^ V la p K t fin a  P p c a ra m
i i *

The AT VIC a c h i e v e s  i t s  c r c m c t i c n a i obiect.ves th rough  an in te g ra te d  m arketing

cron ram d ire c to r a t  dom estic  and Canadian m a r k e t s  w ith  one g re a te s t »
p o te n tia l fo r  producing new ann resea t via ite rs . C em eonents or the  programi i - i » * -
developed by th e  ATMC inciude:

'  The O ffic ia l S ta te  V a c a t io n  P lanner d is tr ib u te d  sc more than  

5 0 0 ,0 0 0  p o te n tia l v is ite rs ;

" D om estic  and Canadian magazine adve rtis ing , ta rg e tin g  

adven ture  and o u td o o r trave lers ;

" N a tiona l te levision image advertis ing ; ,

'  N ationa l pubiic re la tions  e r rc r z s ;

* D ire c t maii advertis ing  cam paigns;

'  Special A laska newspaper sec tions  in m a jor U.S. m a rke ts ;

’  W in te r c a m p a i g n  prom oting "o ff-season" tra ve l to  A laska.

Through extensive m arke t research, ana lys is  o f conversion ra te s  and v is ito r 

spending h a b its ,' th e  cooperative m arketing  e f fo r t  has resu lted  in award- 

winning m arketing  cam paigns and unprecedented g row th  in A laska ’s v is ito r 

industry .

Benefils c f C ccpsra five  iV larkefinq 

A s  a comprehensive trave l guide c rea ted  and designed spec ifica lly  fo r  people 

who have a lready ind icated a s trong  in te re s t in an A laska vaca tion , th e  

Vacation P lanner represen ts  an e x tra o rd in a rily  a ffo rdab le  and e ffe c tive  vehicle 

fo r  all to u r is m -re la te d  businesses.

For th e  nominal c o s t o f a na rra tive  adve rtisem en t, businesses can reach 

hundreds o f tho u sa nd s  o f p o te n tia l cu s to m e rs  th rough  d is tr ib u tio n  o f the  

p la n n e r  via d ire c t mail, a t  tra d e  shows and trave l events, and to  5 0 , 0 0 0  trave l



a g e n t s  a r c u n a  the  nation. Vic reeve r, d isc iay advertis ing  in tr.e planner o ffe rs  

jnpara lle ied  exposure fo r  Aias.<a tou rism  businesses.

in add itio n  to  offering advertisem ent, th e  Cooperative M arketing Program  gives 

in d u s tr /  businesses th e  option to  develop th e ir  own custom izes d ire c t maiii i
m arketing c a m p a ig n  th rough  the  saie c f  iabeis. Using a l is t  generated from  

-eauests  fo r  th e  vaca tion  Planner. th is  orcsram  is eapabie c f  so ,tin s  namesI i -
a n a  addresses o f mere than  - 5 0 . COO p o te n tia l v is ito rs  bases on a va rie tv  o fI •*
dem ographic d a ta . The Iabeis program o ffe rs  v ir tu a lly  ail in d u s try  businesses a 

higniv c o s t e ffective  prom otional avenue to  reach an extrem eiv ta rg e te d  

m arke t base.



A l a s k a  D i v i s i o n  o f  T c u p is m

The A l a s k a  Division o r Tourism is s division or the  D e p a r t m e n t  o r Commercei
and E c o n o m ic  Development. The DOT D irec to r se r/es  as an a u to m a tic

i

a p p o i n t m e n t  z o  th e  A laska Tourism M arketing Council, ar.c\ has a scarp ing  

s e a t  on  th d  A laska V is ito rs  A sso c ia tion 's  o c a r d  c f  Apiviscrs.

Thd DOT m a in ta in s  a va rid tv  o r p rom otiona l p ro ie c ts  anp o r c c r a m s  th a tt i - i
cem piim ent z'ne d f f c r z s  o f  A ''VIC and AVA to  serve th d  v is ito r  and e n c o u r a g e  

business d e v e l o p m e n t .i

Tourism  iV larkeiinq

On th d  in te rn a tio n a l s c e n e ,  th d  DOT p r o m o t e s  A laska, focusing p rim arily  in 

Japan and th d  G erm an-speakinp co un trie s  o f Europe. W ith tou rism  o fficds in• i i
both Japan and Germ anv, th is  prom otion includes c o n s u m e r  a d v e r t i s in g ,  trove:I ^ i - J
tra d e  show exhib its, trave l w r ite rs /to u r  wholesaler fa m ilia riza tio n  to u rs , and 

p r o d u c t io n  o f  fo r e ig n  language co lla te ra l.

On th e  d o m e s tic  f r o n t ,  th e  DOT engages in a c tiv itie s , b c tn  independent o f and 

in coopera tion  w ith  th e  ATfviC. to  prom ote Alaska in th e  Lower A c .  Amcnn1 i
those  a c tiv it ie s  is an extensive v is ito r  r e e e a r c n  program  used by the  division, 

ATlvIC, c o n n ,u n ity  o rgan iza tions  and p riva te  business to  guide m arketing 

e ffo rts . In a d d itio n ,.th e  division d ire c tly  m aiis d e s t i n a t i o n  in fo r m a t io n  z o  trave l 

a g e n c ie s  nationw ide, and r e s p o n d s  t o  o v e r  \ 3 \ , 0 0 0  telephone and mailt j
requests  fo r  in fo rm a tion  from  po ten tia l v is ito rs .* l

V  isifor S  erv ices

The DOT p a rtic ip a te s  w ith  s ta te  and federa l agencies in opera ting  A laska 

Public Land I n fo r m a t i o n  C e n t e r s  in Anchorage and Fairbanks, and fu lly  funds 

and o p e ra tes  th e  Tok V is ito rs  C enter as an APLIC. The DOT also p r in ts  and 

d is tr ib u te s  i n fo r m a t i o n a l  brochures and m aps fo r  A laska t r ip  planning.



Business Cevelccmenf and Assistance 
The DOT provides t e c h n i c a l  a s s i s t a n c e  t o  com m unities developing v is ito rI 1
a t t r a c t i o n s  a n d  p r iv a t e  busine ses in itia tin g  o r expanding th e ir  p r o d u c t .  As 

p a r t c f  t h a t  e ffo r t , th e  division is spearheading developm ent o f the 

A l a s k a H c e t  cu s to m e r sen/ice tra in ing program  o f f e r e d  t o  to u rism  businesses 

s ta tew ide . In add ition , th e  d iv is io n 's  A laska Film Of f i ce  p r o m o t e s  A laska  as a 

m otion p ic tu re  and te levision production location.t l

Ppcducf A na lqs is
DOT p a rtic ip a te s  in fe a s ib ility  analysis and design o f new in -s ta te  v is ito r

I • w —

a t t r a c t i o n s ,  and works cooperatively to  p r o m o t e  c r e a t i o n  c f  new d ire c t 

passenger a ir  ro u ts  from  overseas.



T h e  A l a s k a  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

The Cooperative Marketing Program is a unique joint venture between the 
state and private industry to bring visitors to Alaska. The .Alaska Visitors» * w

Association, representing private industry, contracts with the State or 
Alaska to jointly manage the Alaska Tourism Marketing Council which 
executes rhe marketing program.

AV A

The Alaska Visitors Association is a statewide, non-profit trade association 
representing more than 700 Alaska businesses. With a charter o f promoting 
travel to and within .Alaska, the association provides a unified voice for the 
visitor industry, lobbies the legislature co encourage funding and support or 
tourism issues and provides a matching contribution to state tourism funds. 
This match is generated by ad and mailing label revenues from the Official 
AJaska State Vacation Planner. The association has four primary goais fori O
the coming year: _
• Increase the number o f visitors to .Alaska
• Increase the stace funding for counsm promotion
• Educate the visitor industry on important tourism issues
• Encourage and support AVA member businesses

A T M C

The Alaska Tourism Marketing Council is a public corporation jo in tly 
managed bv AVA and the Alaska State Department o f Commerce and 
Economic Development. It is charged with development and execution of* V *

Alaska's domestic and Canadian marketing program. ATMC promotes 
Alaska as a worid-dass visitor destination through marketing, advertising 
and public relations. A yearly appropriation from the legislature and a 15 
percent matching contribution from the AVA gives the coundl its operatinz» w u r w

capital. The 21-member council is comprised o f 10 governor-appointed 
members, 10 AVA- appointed members and the Director of the Division of 
Tourism.

D O T

The goal o f the state Division of Tourism is to foster the growth o f tourism 
in Alaska. The division follows up on more than 50,000 separate requests for 
in fo rm a tion  and rep resen ts A laska at consum er and trade shows 
throughout the nation. The DOT is responsible for developing international 
markets, deve lop ing research data, p rov id ing  assistance to tourism  
businesses and overseeing grant programs. The division also promotes 
.Alaska as a filming location to the movie industry.

ATMC

AVA DOT

C o o p e r a t i v e  M a r k e t i n g  
C o m p o n e n t s

A laska's C oopera tive  M arketing 
P rog ram  is a nationa l p rogram  

' p rom oting . A laska as a v is ito r 
destination. The components orthe- 
program , which are developed b y  
the ATMCj indude: ..

• • The Vacation P!anner,.'sent to more
than 700,000 potehtiaT.yisiiors: .

• Domestic &' Canadian, magazine.. 
advertis ing ,, ta rge ting •; adven.-"

' • ture/butdoor travelers- \ :777
. .. ..  .-'Tc'WW"
• N a t io n a l:T  te lev is ion . im.ag.e~; 
‘'advertising- *?■! " .

- \  . ' d . ■ y
' • Nationd'pubticrelatibns effo^A i-T ' 

’ Direct mail'advertising- campmgp?7i'
* " , ,• •■/vi -

• Speciai7“'CAlaski''v,newspaper;‘.
sectionsin-.majortTiST marketsdT-i:^ . j
• F a l l/  W in ter a Sp ring : cam'paigriT-j 

*v;; promoting-j'off-season-’' -Aiaska-oE^-i



I  he Alaska Visitors Association (AVA) contracted with 
Craciun & Associates to conduct a statew ide public 
opin ion survey on tourism . The main purpose or the 
survey was to understand Alaskan residents' experiences 
and perceptions or the role the tourism industry plays in 
diversifying the State's economy.

The statewide public opin ion survey on tourism was 
cor.ducred with several objectives in mind:

gather data on .Alaskan views o f the tourism industrv;

^  ider.rifv the current image and perception o f tourism 
specifically, ana in relationship to other industries l i.e. 
mining, fishing, timber, oil and government);

E3> exp lore attitudes regard ing the fu tu re economic 
impacr of tourism; and

^  track public op in ion  so that p o licy  makers and 
businesses can better m on ito r the grow th and 
development of tourism in the State o f Alaska.

A  S u r v e y  o f  P u b l i c  A t t i t u d e s  
T o w a r d  T o u r i s m  i n  A l a s k a

I Conducted bvrC-adum it Associates July 1991 1

Tourism is.im portan t to (he loca l economy;' v"
i;

Tourism provides fob's fo r loca ls. .1 •

Tourism.Helps ou t y e a c - rd u n d tb u s in e s s^ T ..- -  ' I.

. • -t:. .

J  .'«-i :•

VTsitars.crowd my,favorife-places- A v
fc-\:

liwoulyn^tiwcmTltarseetmor^yintarsri-
V .> r  •• • _ P f£?r • —9

Sfrooqfy. agree*'

<•*- vv:-»*•

0% 20% .103 60% 30% 100%

If State revenue from oil declines, four out o f five Alaska 
residents, 79.6% o f Alaskans surveyed, believe tourism 
and fishing will be cnncal for a healthy state economv.

When attention is turned to their local area, seven out of 
ten A la skan s fee l tou rism  is essen tia l to the locai 
economy. This was especiailv true for .Anchorage. Kenai, 
K od iak . Fa irbanks, and southeast A laska. Demo- 
graphicallv, more women saw tourism as important to the 
econom y o f the area than d id men (81%  to 63% , 
respectively). By the same token, a respondent's age and 
length o f residence in .Alaska had no bearing on their 
opinions about the importance o f tourism to the locai 
economy.

Half o f the respondents either worked or knew someone 
who worked in a tourism-related industry.

in a series o f questions designed to assess underlying 
values and beliefs about tourism and its effect on the 
quality o f Life in Alaska, the public response to arguments 
for and against tourism revealed a resounding positive 
experience toward tou rism , both econom ica lly  and 
personally.

M ore than three qua rte rs  (7S% ) AGREE with the 
statement, "Tourism is important to my locai economy." 
When residen ts w ere queried about the pocential 
encroachment of tourists, 74% DISAGREE chat "I wouldn't 
want to see any more visitors in my area than there are 
now." C leariv two-thixds (66%) held strong beliefs that 
tourists, in fact, provided jobs for locals and helped out 
year-round local businesses (62%).

A comparison o f a sim ilar lifestyle question from a 1989 
study on tourism  found  24% o f Anchorage residents 
AGREEING with the statement "Tourists crowd ail the 
good places in Anchorage in the summer." In the current 
study, on ly  15% o f Anchorage residents AGREE that 
"visitors make it d ifficu lt fo r me to go to my favorite 
places."k
Finally, the study looked at the public sentiment regarding 
State spending on advertising and promotion. Nearly one- 
third thought the State should SPEND MORE, (a rare 
statement o f suppo rt at a time o f increasing cuts in 
government spending) no doubt to fu lfill their hopes o f 
tourism dollars replacing declining oil revenues.

K e y  F i n d i n g s



T h e  v i s i t o r  b u s i n e s s  i s  A l a s k a ' s  # 1  g r o w t h  i n d u s t r y .  

S p e c i f i c a l l y ,  t h e  v i s i t o r  i n d u s t r y :

^  Has the highest percentage or Alaska resident hire or ail basic industry sectors, vvich an 34% local Alaska hire rate;

^  Is the second largest private sector employer in Alaska, surpassed only by the seafood industry. The industrv 
employs 13.300 during the peak season and 13,500 people year-round;

lS? Affects the employment o f more than 52,000 other peopie in the transportation, retail or service sectors. And. it 
would most likely account for another 3,000 primary jobs if travel by Aiaskans wichin Alaska had been calculated:

Employs the most people in Southcentral (7,256 jobs ’.vith a peak season total o f 9.573). Southeast accounts for the 
second highest employment (2.598 with a peak season total of 3.949) and the interior: Far North employment ranks 
third (2.038 jobs with 2.975 during peak season);

^  Generates 5244 m illion in annual payroll (based on 1990 employment data);

^  Generates S1.1 b illion in revenues and soenas an estimated S590 m illion on inventor/, advertising, marketing and
labor. An additional S260 million is paid out in taxes and other business-related expenses;

^  Spends the most in Southcentral (5163 million in 1990), second highest amount in Southeast (S56 million), third
highest in interior/Far North (S52 miilion) and 59 million in Southwest Alaska; and,

^  Invests heavily in Alaska. Investments in Alaska are estimated to be S44S m illion  in property and operaring 
equipment. The industry investment in Alaska is expected lo top half a biilion dollars within the next few years.

T o u r i s m  b r i n g s  $ 1 . 1  b i l l i o n  i n  r e v e n u e s  t o  A l a s k a .

Between 1989 and 1990, visitor businesses generated 51.1 billion in revenues. O f this, approximately 5822 m iilion 
represented business spending, with the remaining 5260 million going for taxes, payment to capital, and profits to 
business owners.

The total investment in Alaska's visitor industrv is estimated at S448 million, not including an estimated 52 billion or 
more in cruiseship investments.

T o u r i s m  iis a  s t a t e w i d e  i n d u s t r y .

in all o f .Alaska's regional economies, the tourism industry is a leading industry in the private sector. In the Southcentral 
and Interior/North regions, it ranks second, and in Southeast it ranks third. It is a growing factor in the Southwest and 
.Arctic .Alaska economies.

A s  t h e  f a s t e s t  g r o w i n g  i n d u s t r y  i n  A l a s k a ,  t o u r i s m ' s  f u t u r e  p r o m i s e  i s  a  l o n g  
r a n g e  e c o n o m i c  f o r c e  o f f e r i n g  y e a r - r o u n d  e m p l o y m e n t  t o  t h o u s a n d s  o f  
r e s i d e n t s .



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  f r o m  t h e  V i s i t o r  I n d u s t r y

the tallowing table illustrates, 
a tota l or ove r 330 m illio n  
attributable to the visitor industry 
flows into the state's general fund 
each year. The A laska M arine 
H ighway System, Departm ent o f 
Fish and Game, and co rp o ra te  
mcome taxes are the largest sources.

In addition, the Alaska Railroad and 
international A irport System also 
receive a s ign ifican t am ount o f 
revenue attributable to the visitor 
industry. A lthough these are state 
ooeranons. their finances are iargeiv 
independent, and their revenues do 
not :low into the state general fund. 
3oth o f these revenue sources are 
included under "revenues to other 
stace endues" in the adjoining tabie. 
Together, they received close to 521 
m illion in revenues attributable to 
the visitor industry.

The figures included in this table 
rep resent a m in im u m  le v e l o f 
revenues to the state from the visitor 
indu stry . There are ce rta in ly  
additional sources o f revenue to the 
stare from  the visitor industry thac 
cou ld not be quantified here (,cor 
example, rental car registration fees).

R e v e n u e s  t o  t h e  G e n e r a l  F u n d

Non-resident Visitor Spending
State Parks, FY91

Camping Permits, Historical Guided Tours, Other S' 273.000
Depanmenc o f Fish and Game. 0 /9 1

Non-resident and Alien Taos and Permits 5 7,607,000
Alaska Marine.Highway System, A.VSPS9-90

Non-resident Spending on Ferro Transportation S 14,900,000
Gasoline Taxes Paid by Visitors, AVSPS9-90 S 517,000
State and University Museums, F /91

Non-resident Visitor Admission Fees 5 240,000

Taxes and Fees from-Visitor Industry Businesses
Department o f Motor Vehicles Fees, Cy?0

Tour Bus-Vehicle-Registration Fees 5 43,000
Corporate Income Tax, FY91 ’ S. 4,169,000
Business License Fees, FY91 S 125,000
Aviation Fuel Taxes, FY90 5 2,000,000

. ••• Tour Bus Fuel Tax, CY91   41,000:

Agencies-Promoting:the-Visitor Industry
.Alaska D iv is io n  o f  T ou rism ,. FY91 

• . ;  Program Receipts and A T N IC  ■. S '■ 1,269,000

S u b to ta l: R e v e n u e s  t o ft h e G e n e r a l Fu n d . ■ ;"S 31.134,000;-
Despite these limitations, the, data 
presented captures the most 
significant visitor industry sources of 
revenue to the state. The figures 
presented are based on hard data 
gathered from a varietv of sources. 
Where necessary, conse rva tive  
estimates were made. The result is a 
defensible, detailed estimate o f the 
contribution of the visitor industry 
to state general fund revenues.

R e v e n u e s  l o  O t h e r .  S t a t e  E n t i t i e s

* (Direct Revenues to the State of Alaska from.the Visitor Industry, McDowell Croup-, May 1992)
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M EM O R A N D U M

TO: Honorable Walter J. Hickel
Paul Fuhs, Commissioner ol' Commerce 
and Economic Development

Mary Pignalberi, Director. A laska D ivision o f  Tourism 
Members. Alaska House o f  Representatives 
Members, Alaska Senate

Attached to this memorandum, you w ill find a resolution passed by the A laska 
Native Tourism Council ar its March meeting, which states unanimous support fo r the 
A laska Tourism Marketing Council (A TM C ). This resolution illustrates our support for 
fu ll refunding o f  the ATM C ’ s FY  95 budget as well as for its rcauihorization.

As you head into final budget considerations fo r the FY  95 year, please 
understand that the ATM C program significantly benefits many small businesses 
throughout Alaska, including rural tourism entrepreneurs. The ATM C, through its 
domestic marketing efforts, helps stimulate the A laska economy, creates jobs in rural 
A laska and produces a good income for many in rural Alaska.

Through the cooperative marketing program managed by the ATM C. the Alaska 
Native Tourism Council membership can effectively market Native cultural attractions to 
m illions o f  potential visitors every year. Our research shows that 50 percent o f  tho^e 
people who received information from our members, and who visited A laska, did visit 
rural/cultural tour products.

I

Our membership o f  10 community-owned tourism businesses representing the 
width and breadth o f A laska, is asking each o f  you to support our industry through your 
support o f  the Alaska Tourism Marketing Council’ s $7 .2 m illion budget and its 
longevity.

FROM : Ann Campbell. Executive Director
Alaska Native Tourism Council

RE : Resolution in Support o f  the Alaska Tourism Marketing Council

DATE: March 9, 1994

15'/'/ 'C" STREET. SwiTF 304 • ANCHORAGE, AlASXA 99501 
PHONF. 9C7-27J-54C0 • FAX 907-263.9971

m
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R E S O L U T I O N

Whereas the Alaska tourism industry is strong and growing with over a million visitors arriving 
each year;

Whereas the strength of Alaska tourism is based upon a successful cooperative marketing 
program;

Whereas the Alaska Native Tourism Council is a body representing a wide spectrum of 
Native-owned and operated tourism projects across the state; -

Whereas Alaska Native Tourism Council depends on the efforts of the Alaska Tourism
Marketing Council (ATMC), whose cooperative marketing program is regarded as 
one of the most effective in the nation;

Whereas mailing lists from the ATMC program produce outstanding conversions of visitors to 
Native tourism products;

Whereas many organizations like the Alaska Native Tourism Council couldn't afford to 
develop mailing lists as productive as the ATMC's leads;

Whereas the continued success of the Alaska Native Tourism Council is dependent upon the 
continuation of the ATMC;

Whereas the combined efforts of the ATMC and the Alaska Native Tourism Council have 
produced additional income and jobs for rural Alaskans;

N ow th e re fo re  be it reso lved that the Alaska Native Tourism Council supports a 
continuation of the authorization of ATMC;

Be it fu r th e r reso lved that the Alaska Native Tourism Council strongly supports full 
funding for the ATMC program which is so essential for rural tourism success.

This resolution was passed unanimously by the Alaska Native Tourism Council on
March 1, 1994.

\S77 -C STXEET. SL'Ilt .104 t aNC.hOSAGE. AIASka O950I 
PHONE VO/-274.5400 • FAX 907-363-9971



REPORT CONCLUSIONS

C u rren tly  A S 4 4 .6 6 .0 1 0  has A T M C  sch ed u led  fo r te rm in a tio n  on Ju n e  30, 1993 and  p rov ides  
A T M C  w ith  a y ear in w hich  to co n c lu d e  its a ffa irs . W e reco m m en d  that the leg is la tu re  
c o n s id e r  leg is la tio n  .that ex ten d s  A T M C ’s te rm in a tio n  date  to Ju n e  30, 1997  w ith  the 
p ro v is io n  th a t cu rren t state  genera l funds su p p o rtin g  th e ir  b udget be g rad u a lly  re p la c e d  by 
p rog ram  rece ip ts  genera ted  from  revenues d e riv ed  from  the tou rism  in d u s try  (see 
R e c o m m e n d a tio n  N o. 1). G iv en  the fu ture p ro sp e c t o f  d ec lin in g  sta te  oil rev e n u e s  and  the 
c o n tin u in g  g ro w th  and m atu rity  o f  the tou rism  in d u stry , it is ou r o p in io n  th a t state 
p a rtic ip a tio n  in fund ing  the do m estic  tourism  m ark e t sh o u ld  be g rad u a lly  re p la c e d  w ith  se lf­
a ssessed  taxes, fees, and /o r c o n trib u tio n s . T h is  co u ld  take the form  o f  e n a c tin g  leg is la tio n  
to  rep lace  sta te  genera l fund m o n ey  w ith  an a sse ssm e n t tax on the tou rism  in d u stry , s im ila r 
to  that pa id  by co m m erc ia l se a fo o d  p rocesso rs , to fund  the o p era tio n s  o f  the A la sk a  S eafood  
M ark e t In stitu te . T n is reco m m en d a tio n  is c o n s is ten t w ith  the A d m in is tra tio n ’s d es ire  to 
e n co u rag e  p riv a tiz a tio n  o f  A T M C . T he D iv ision  o f  T o u rism  (D O T ) sh o u ld  c lo s e ly  m o n ito r 
the  e ffec t th is ac tion  has, if  any , on im m atu re  o r u n d ev e lo p ed  tou rism  m arkets a n d  a d ju s t the 
D O T  p ro g ram  acco rd ing ly .

-  S T A
O E  t l  «  IN OF LEGISLATIVE AUDIT



FINDINGS AND RECOMM ENDATIONS

Of the following three recommendations, note that the tnird is directed solely at the 
Department of Commerce and Economic Development (DCED), Division of Tourism (DOT). 
Its inclusion in this report is due to our discovery of a material internal control weakness in 
DOT’s disbursement procedures.

Recommendation No. 1

The legislature should consider legislation that extends the Alaska Tourism Marketing 
Council’s fATMC’s) termination date to June 30. 1997 with the provision that current state 
general funds supporting its budget be gradually replaced with program receipts from tourism 
industrv contributions or assessments within that four vear period.

During Governor Hickel’s Organizational Efficiency Task Force review, the operations of 
DCED as well as other state agencies were examined. In their summary report dated July 
1992, the task force felt that state funds should be targeted to assisting the creation of new 
ventures rather than subsidizing the costs of maturing businesses. Consequently they felt that 
the efforts to privatize the activities of the ATMC should continue.

Currently the industry is required by statute to contribute at least 15% of the costs of ATMC. 
AVA has indicated a willingness to increase their contribution to the program. In a 
December 1991 letter to the commissioner of DCED they state:

W e u n d erstan d  an d  are com m itted to the d e sire  o f  the ad m in istration  to re d u ce  
the con tribution  fr o m  the g en era l fu n d  f o r  g e n eric  m arketing in an effo rt to 
re p la ce  that so u rce  o ver a f iv e  (5) y e a r  p e r io d  with re so u rc e s o f  p r iva te  a n d  
state su p p o rt in colla b ora tio n  with the A la sk a  V isito rs A sso c ia tio n  (A V A ) . T he  
A V A  su p p o rts  in p r in c ip a l the co n cep t that g e n eric  m arketing sh o u ld  be  
su p p o rted  in pa rt by p riva te  se cto r  con tribution  and by new  fu n d in g  so u r c e s , 
rather than so le ly  by the state g en era l fu n d  . . .

AVA has stated that they will increase their contribution to the marketing program. 
However, in an AVA project entitled Destination: Alaska, Strategies for the Visitor Industry, 
draft recommendations (among many others) were made that the /ishci Industry should be 
taxed and increased state general funds should be allocated to ATMC and DOT. It is our 
understanding that this report is currently being revised, thus these recommendations may 
be subject to change.

We recommend that current state general funds be gradually replaced by tourism industry 
generated funds. DCED should coordinate with the industry in determining the options 
available by which the industry can generate these funds. These funds may be increased 
industry contributions, industry assessments, tourism-related taxes or a combination of these.

-9- nivKinM n v lecislattvi: Aimrr



As the goal of replacing state general funds with program receipts from the tourism industry 
is effectuated, the relationship between DCED and the industry as it is cirrently legislated 
may need re-evaluated.

Recommendation No. 2

The legislature should consider legislation to incorporate ATMC’s staff within the Division 
of Tourism.

Currently, Alaska Statutes 44.33.710 provides that the ATMC board of directors may employ 
and determine the salary of the staff of ATMC. Staff is limited by the statutes to an 
executive director and no more than two employees. The statutes further provide that if there 
is no executive director, the staff of the council is to be supervised by the director of DOT.

Presently there is duplication of duties between DOT and ATMC staff. The director of DOT 
is statutorily responsible for ATMC’s procurement activities. AS 44.33.120(b)(3) states, 
"T h e  A la sk a  d iv is io n  o f  tourism  sh a ll . . . re v ie w  an d  ap prove the p ro cu rem en t docum ents  
a n d  p r o c e d u re s  o f  the tourism  m arketing c o u n c il to ensure co m p lia n ce  with a p p lic a b le  law s 
a n d  re g u la tio n s . . Additionally, AS 44.33.705 (ll)(d ) provides that “a con tract or grant 
entered  into by he co u n cil is not effective  u n til sig n ed  by the d ire cto r [ o f  the D iv is io n  o f  
T o u r ism ].”  DOT staff are therefore responsible for monitoring ATM C’s contracts, payments, 
and procurement. However, ATMC staff duties also include preparing budgets, 
administering contracts, and handling procurement.

Incorporating ATM C’s staff within the Division of Tourism would eliminate these duplicate 
duties and provide for more efficient operations.

Recommendation No. 3

The Department of Commerce and Economic Development (DCEDl. Division of Tourism 
(DOT) should comply with the state budgetary process, state procurement code, and 
generally acceptable accounting principles and immediately cease the practice of diverting 
funds to non-state agencies. DCED should work with the Department of Administration in 
resolving this issue and make recovery to the State as mav be considered necessary.

DOT directed a State of Alaska subcontractor to pay the Alaska Highway Rendezvous ’92 
Society $6,500 that should have been credited to the State of Alaska. This check 
accompanied a letter dated November 5, 1992 from DOT that stated:

. . . the re v ise d  “ W ings O v e r  the N o rth ”  p ro d u ctio n  w as n eve r  a p p ro ved  n o r  
b u d g eted  f o r  by the D iv is io n  o f  T o u rism . R a th er, you p r o c e e d e d  on a verb a l 
com m itm ent m ade in a telep hon e co n versa tio n  with L t . G o v e rn o r  C o g h ill , 
w h ich  h e d o e s not re ca ll h a vin g  m ad e a n d  w hich w e h a ve  tried  u n su ccessfu lly  
to d o cu m en t.

ALASKA STATE LEGISLA7LHE - 1 0 - DIVISION OF LEGISLATIVE ALEUT



T h e  le tte r fu rth e r stated  that

. . . d u e co A la ska  procurem ent la w s w hich req u ire  so m e fo r m  o f  com petitive  
so lic ita tio n  in order to enter into con tracts, we do not h a ve  a  con tractua l 
a rrang em ent. . . . T herefore , o u r on ly  a p p ro a ch  lies in re d ire ctin g  fu n d s . . . .
A  g o o d  exam ple is the e n c lo se d  ch eck  fr o m  a p rin ter w ho o w ed  the d iv is io n  
a cred it a n d  w hich we are now  d irectin g  to yo u .

It is in co n c e iv a b le  to us that sta te  em p lo y ees  w ou ld  believe  d iv e rtin g  m on ies due the S ta te  
is an a p p ro p ria te  and legal action . T he p rac tice  c ircu m v en ts  the sta te  a c co u n tin g  sy stem  and  
c e rtif ic a tio n  p ro cess . A t a m in im um , c irc u m v e n tio n  o f  this p ro c e s s  resu lts  in the s ta te  
a c co u n tin g  reco rd s  not accu ra te ly  re flec tin g  the financ ia l tra n sa c tio n s  o f  the S ta te . 
P ro c ess in g  tran sac tio n s  ou tside  the sta te  acco u n tin g  system  c rea te  an  e n v iro n m e n t co n d u c iv e  
to  fra u d u len t tran sac tio n s . S ince the ch e ck /c re d it n o ted  above  re la ted  to  F Y  92 ex p e n d itu re s , 
it is p o ss ib le  tha t this d iversion  o f  funds a lso  v io la tes  p ro v is io n s  re g a rd in g  the e x p e n d itu re  
o f  s ta te  funds as ou tlined  in S ec tion  13, A rtic le  IX  o f  the .A laska C o n s titu tio n .

In  ad d itio n  to the  p reced ing  check , acco rd in g  to D O T  p e rso n n e l, a t least an o th e r S700  in 
s ta te  funds h av e  been  d iverted  in a s im ila r m anner.

In te rn a l co n tro ls  shou ld  ensure  tha t s ta te  reso u rces  are sa fe g u a rd e d  a g a in s t w aste , lo ss , and  
m isu se ; tha t s ta te  resources are  used  c o n s is ten t w ith  law s, re g u la tio n s , and  p o lic ie s ; and  
re liab le  d a ta  is ob ta ined , m ain ta in ed , and  fairly  d isc lo sed  in r e p o n s . M a n ag e m en t is 
re sp o n s ib le  fo r im p lem en ting  and  m a in ta in in g  ad eq u ate  in ternal c o n tro l sy stem s and sh o u ld  
in s titu te  tim e ly  ac tion  to co rrec t id en tified  in te rnal con tro l sy stem  w e a k n e sse s .

D C E D  sh o u ld  w ork  w ith the D ep a rtm en t o f  A d m in is tra tio n  to d e te rm in e  the ap p ro p ria te  
c o rre c tiv e  ac tio n  to rem edy  the above  m atte r.

ALASKA STATE LEGISLATURE -1 1 - DtVISION OF LEGISLATIVE AUDIT



WALTER J .  NICKEL. GOVERNOR

ECONOMIC DEVELOPMENT JUNEAU. ALASKA 99811-0800
PHONE: (907) •165-2500

OFFICE OF THE COMMISSIONER fax: (907) 463-3841

DEPARTMENT OF COMMERCE AND

February 26, 1993

Mr. Randy S. Welker 
Legislative Auditor Alaska State Legislature Legislative Budget and Audit Committee 
Division of Legislative Audit 
P.O. Box 113300 
Juneau, AK 99811-3300
Dear Mr. Welker:

Re: Preliminary ReportDepartment of Commerce and Economic Development 
Sunset Review of the Alaska Tourism Marketing Council

This letter presents the response of the Department of Commerce and Economic 
Development (DCED) to the sunset review of the Alaska Tourism Marketing Council 
(ATMC). You will also find enclosed a separate response from the ATMC’s Planning 
C om m itte e .

Recommendation No. 1: The Legislature should consider legislation that extends the 
ATMC's termination date to June 30. 1997 with the provision that current State general 
funds supporting its budget be gradually replaced with program receipts from tourism 
industry contributions or assessments within that four vear period.

-Nr r - ' . _ '"PTT?17
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We agree that the ATMC should be extended. Furthermore, the Hickel Administration 
has taken the position that the visitor industry's share of the cost of the ATMC should be increased. In the FY 94 operating budget, the Governor has proposed increasing the 
industry’s share of the ATMC operating budget from 15 percent to 20 percent. Whether State general fund support obtained from existing sources can be phased out entirely 
depends bn legislative enactment of a new revenue source in support of the state’s 
tourism promotion efforts.
Recommendation No. 2: The Legislature should consider legislation to incorporate 
ATMC’s staff within the Division of Tourism.
I disagree. There is currently no duplication of duties between the Division of Tourism 
(DOT) and the ATMC. The statutes creating the ATMC do not delineate areas of specific 
responsibility which, to. those not intimately involved with the program, might lead to 
confusion about each agency's responsibilities. We have overcome this by ensuring that both organizations meet cooperatively to determine the most efficient and effective ways 
to share responsibilities.
The legislation which established the ATMC clearly shows that the ATMC is to operate 
independently of the DOT. As long as the ATMC is operating under the contractual
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arrangements provided for in the statutes and agreed to by the Commissioner, then the ATMC should have its own staff and executive director.
Regarding the statutory requirement that the Director of Tourism sign ail ATMC 
contracts, just because there exists this requirement does not mean that there is 
duplication of duties. Departments regularly require ac least two signatures on contracts: director and commissioner.
Recommendation No. 3: The DCED. DOT should comply with the State budgetary 
process. State procurement code, and generally acceptable accounting principles and 
immediately cease the practice of diverting funds to nonstate agencies. DCED should 
work with the Department of Administration in resolving this issue and make recovery 
to the State as may be considered necessary.
I must first state that this recommendation has absolutely nothing to do with the ATMC 
and should not be part of this audit report. Nonetheless, I concur with this 
recommendation. The department's standard operating procedure is to require line 
divisions to discuss any and all financial or procurement practices out of the ordinary 
with the staff and director of the Division of Administrative Services. Had these 
procedures been followed, this incident would not have occurred.
This incident resulted from poor communication, a lack of understanding of appropriate 
State procedures, and the attempt by the DOT to honor what was felt to be a financial 
obligation of the State of Alaska to the International -Joint Commission (IJC). The IJC 
has been in existence for three years and is a joint effort between the Canadian and 
Alaskan governments to promote tourism.
In FY 92, $25,000 in expenses were incurred by the IJC on the State’s behalf in relation to the Alaska promotional event, "Wings Over the North." The IJC believed it would be 
reimbursed for these expenses by the State while the DOT believed the project had been 
reduced and/or canceled. When the expenses were presented to the DOT it was 
determined by the director that in order to maintain the excellent working relationship 
that exists between the two governments, the IJC should be reimbursed, if at all possible.
Therefore, rather than receiving the unanticipated payments from United Graphics Inc. 
for lost slides and the Fairbanks Convention and Visitors’ Bureau, the DOT requested 
that these monies owed the State be routed directly to the IJC. This was not a 
deliberate attempt to circumvent any State statute or procedure. It was an honest 
attempt to honor what was felt to be an obligation of the State. I have been in contact 
with the director of DOT and he is clearly aware of and apologetic for the circumvention of appropriate State procediires.
In an effort to resolve this issue, the department requested that the IJC return the funds to the State. The money was returned on February 5, 1993.
Analysis of Public Need.
My responses to the auditor’s comments in this section are limited to specific quotes with which I disagree or which I feel need clarification.
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Page 14: DCED does not document analysis performed before entering into an 
agreement with AVA for joint management of ATMC.
I think this statement has arisen from a misunderstanding of the intent of the statute 
on the part of the legislative auditor. It is not up to the Commissioner of the Department of Commerce and Economic Development to determine whether there should 
be a tourism marketing program: that decision resides with the Governor and the State 
Legislature. The statute cited by the auditor (AS 44.33.705), limits the Commissioner’s 
authority to determining whether the tourism marketing program should be run 
"through a cooperative marketing program between the state and a qualified trade 
association having expertise in tourism" o r through "a board of directors consisting of the director of tourism, the commissioner of commerce and economic development, and 
the commissioner of another principal executive department designated by the governor." 
Once again, the judgement and review of corroborating backup to determine whether there should be a tourism marketing program rests with the Governor and the State 
Legislature.
Page 15: The DCED/AVA joint management agreement not in compliance with Alaska 
Statutes.
As the auditor has indicated, the current joint management agreement between DCED 
and the AVA has been reviewed and approved by the Department of Law. The current agreement expires on June 30, 1994.
Page 15: DOT’S potential conflicts of interest within ATMC.
With respect to conflicts of interest between the department and the ATMC, I can only 
speak from my own experience as Commissioner of DCED since July 1992. I have an 
excellent working relationship with the members of the ATMC. In my experience, the 
ATMC has proven a valuable organization which operates in the public interest.
Thank you for the opportunity to comment, and if you require additional information, please contact me at 465-2500.

Sincerely,

 v
T  Paul Fuhs 

/ Commissioner
GB/yd005.bel
022293a
Enclosure
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