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The FINANCE Committee considered:

HOUSE BILL NO. 220

HB 220

ALASKA TOURISM MARKETING COUNCIL

"An Act relating to the duties of the commissioner of commerce and economic development concerning the 
Alaska Tourism Marketing Council; relating to the per diem travel expenses of the council’s board of directors; 
relating to the powers and dudes of the council; extending the terminauon date of the council; and providing 
for an effecdve date."
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To: Rep. H anley and House Finance Committee 
From: N ancy R. Lethcoe 
Date: M arch 10, 1995

RE: HB 220 Reauthorization o f the Alaska Tourism Marketing Council

On behalf of AWRTA's more than 250 members I am writing to solicit the help o f the 
House Finance Com m ittee in obtaining some amendments to HB 220 which we believe 
will help correct an in balance in representation of the types o f tourism and geographic 
areas on the ATMC. Im proving the geographic and type o f tourism representation on 
ATMC seem s the most appropriate and least disruptive way of bringing a w ider range of 
m arketing expertise to the ATMC marketing program.

The changes we would appreciate receiving your help on are:

1. Add section am ending the definition of "qualified trade organization:" (5) "qualified 
trade association" means a private, nonprofit organization whose primary purpose is the 
prom otion o f tourism to and within the state and which has a statewide m em bership com ­
prised of representatives of all m ajor sectors o f the visitor industry, including without 
lim itation hotels, lodges, bed & breakfasts, airlines, cruise lines, tour and charter boats. 
wholesale and retail travel agencies, visitor attractions, (AND) convention and visitors 
bureaus, and hunting, sport fishing, and wilderness outfitters and guides. (This expands 
the definition o f "qualified trade organization," to include types o f tourism  not mentioned 
in the current definition.)

2. Section 2. AS 44.33.705(c): change line 17: the num ber 11 to 8 so the line reads "the 
contract shall provide that the trade association may select up to 8 board m em bers; then 
change line 21: change 10 to 12, so the line reads "the governor shall appoint 12 other 
board m em bers." (This gives the governor the ability to balance the ATMC more if the 
trade association's appointees do not reflect the various types o f tourism and geographical 
areas).

3. Section 2. AS 44.33.705(c) (2) (line 17); am end to insert after the words to 10 (8) board 
m em bers; these must m em bers must be representative of the sectors o f the visitor industry

f f t
^ > \  I R G>
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is  defined in "qualified trade organization:" (This the trade organization to m ake appoint­
ments that reflect all types o f tourism and geographic areas).

4. Section 2. AS 44.33.705(c) (3) (line 23); change SHALL to must; "paragraph, the 
governor must (SHALL) ensure that the board . . .  (This strengthens the chances that 
appointments will be made which reflect all types o f tourism and geographic areas).

B ackground: The ATMC currently has seven m em bers from the cruise/tour boat industry 
or 35% o f the council members represents just one type of tourism, whereas there are no 
representatives for hunting, spoit fishing, or w ilderness guides and outfitters. There are 
three representatives from CVBs, but all from m ajor population areas. Geographically, 6 
(30%) are from out-of-state; 9 (45%) from the greater Anchorage area; 5 from various 
com m unides in SE Alaska; and 1 from Fairbanks. AWRTA appreciates the expertise 
m arketing representatives from large com panies bring to ATMC; however, we have noted 
that ATMC lacks expertise in die marketing o f small, rural Alaskan businesses that make 
up AWRTA’s mem bership. This is reflected in the Alaska Visitor Statistics Program , 
ATMC's 1993 Conversion Study, and in the drop in narrative ads in the Alaska Vacation 
Planner.

Obtaining greater depth in marketing expertise seems to be the best way to approach 
solving problem s which have been highlighted by the Alaska Visitor Statistics Program , 
ATMC's 1993 Conversion Study, and in the drop in narrative ads in die Alaska Vacation 
Planner. These include;

1) although the average visitor age is 48, the average visitor age o f the marketing 
program is 58, which gives an unintentional bias towards marketing businesses attractive 
to older visitors rather than to younger ones;

2) only 20% o f the visitors requested a Vacation Planner and only 25% of the 
independent travelers who purchased trips in A laska used the Vacation Planner, since the 
Vacation Planner is m eant to be a primary m arketing tool for small, and especially rural, 
Alaskan businesses, it is not reaching the m ajority o f their market;

3) between 1989 and 1993, the Inde-package (independent visitors who purchase a 
package trip in Alaska) lost 6% of its market share. In-state package trips, ow ned and 
operated by Alaskans, circulate tourism dollars within the local and statew ide econom y;

4) when the legislature increased the percentage the industry m ust contribute to the 
cooperative marketing program, ATMC increased the narrative advertising rates (those 
used by small Alaskan businesses) 100%. This was the largest increase in any advertising
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category. As a result, there was an approximately 30% drop in advertisers indicating that 
businesses did not iind the number of inquiries generated by the Vacation Planner's to be 
cost effective. This, in turn, reflects on ATMC’s program for m arketing the Vacation 
Planner, which is unintentionally biased towards older travelers.

We believe the ATMC program can be improved by some fine tuning to bring broader 
m arketing expertise for the types of tourism and geographic areas to the council.
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There is no doubt that tourism is an important and expanding element in 
Alaska's economy. With declining production in oil and continued instability in 
market prices, alternative sources of state revenue and private sector diversity 
and expansion become more important.

House Bill 220 is legislation that greatly assists in tourism expansion and greater 
diversification of the state's economy. This legislation calls on the Commissioner 
of the Department of Commerce & Economic Development to contract with a 
qualified in state trade association to promote Alaska as a visitor destination 
through a cooperative marketing effort. The contract term would be four years 
in order that the promotion has stability and a chance to impact the market place.

I urge your support for expansion of Alaska tourism and this legislation which 
will help it to continue to succeed in a very competitive industry.

R e p r e s e n t a t i v e  P e t e  K o t t




