




HOUSE COMMITTEE REPORT
(ii)
Date R eferred to  Com m ittee: M arch 12, 1997 FURTHER REFERRALS:

Date of Committee Action: \  ̂\ ^ \ ^ 

The FINANCE Committee considered: HB 73

HOUSE BILL NO. 73 SALMON MARKETING ASSESSMENT & ASMI

“An Act extending the termination dates of the salmon marketing programs of the Alaska Seafood Marketing Institute 
and the salmon marketing assessment; and providing for an effective date.”

recommends it be replaced 
with the following committee substitute

[ ] additional referral to_____________
f ] attached amendment's)

Committee
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[ I a new title

ADOPTS: Letter of Intent
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^  L/.J fiscal note(s) [ ] fiscal note(s)

(DepVDne)

[ J zero fiscal note(s) [ ] zero fiscal note(s)

WITH ENDATIONS
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1998 LEGISLATIVE SESSION
Revision Date: Department: Commerce and Economic Development
Title: An Act extending the termination dates ot the  BRU: Alaska Seafood Marketing Institute
salmon marketing program o( the Alaska seafood Marketing Institute Component: Alaska Seafood Marketing Institute
Sponsor: HUDSON, Grussendorf,_Elton_______________________  _______________________________________
Requester: House Finance______________________________________ COMPONENT SERIAL_NO.____________ 393______

FISCAL NOTE
STA TE O F  ALASKA BILL N O .________ HB 73

Expenditures/Revenues________________  (Thousands o( Dollars)
OPERATING EXPENDITURES FY 99 FY 00 FY 01 FY02 FY 03 FY 04
PERSONAL SERVICES 500.0 500.0 500.0 500.0 500.0 500.0 |
TRAVEL 100.0 100.0 100.0 100.0 100.0 100.0 i
CONTRACTUAL 3,518.0 3,518.0 3,918.0 4,118.0 4,118.0 4,118.0 I
SUPPLIES 75.0 75.0 75.0 75.0 75.0 75.0
EQUIPMENT 7.0 7.0 7.0 7.0 7.0 7.0
LAND & STRUCTURES
GRANTS. CLAIMS
MISCELLANEOUS 0.0 0.0 0.0 0.0 0.0 0.0
TOTAL OPERATING 4,200.0 4,200.0 4,600.0 4,800.0 4,800.0 4,800.0

[CAPITAL EXPENDITURES

ICHANGE IN REVENUES

FUND SOURCE____________________________________________________ (Thousands of Dollars)
1002 Federal Receipts 1 1
1003 GF Match I 1
1004 General Fund 1 1
1005 GF/Program Receipts 4,200.0 4,200.0 | 4,600.0 4,800.0 4,800.0 | 4,800.0
1006 GF/MHTIA I
1091 Designated PR !
TOTAL 4,200.0 4,200.0 | 4,600.0 4,800.0 4,800.0 I 4,800.0

Estimate of any current year (FY 98) cost: S

POSITIONS
FULL-TIME 7 7 7 7 I 7 | 7
PART-TIME 1 |
TEMPORARY 1 1

ANALYSIS: (Attach a separate page if necessary)
The salmon marketing assessment is levied at 1% of the ex-vessel value on all salmon harvested in Alaska. 
The
assessment generates revenue in a. range from a high of S4.8 million to a low of $3.5 million. In FY98 the 
revenues
are at a low point due to the decline in harvest and value of the 1997 salmon season. The market value of the 
salmon harvest is anticipated to gradually increase over the next three years tc ^4.8 million. Revenues for the
morl/olinn oecoeemonf ora rofloofoH in fho norfmnnt nf Dowom m Ciê ol Klnta

Prepared by:______________Cecile M. Rider____________________________________________Phone:_________ 465-5560_______
Division: Alaska Seafood Marketing Institute___________________  Date. January 20, 1998

Approved by Commissioner____________ Debby Sedwick • . /___ ____________  Do te: / • : i , ('_______
Agency: Commerce and Economic Development______________

i-iicPARER TO PROVIDE ALL DISTRIBUTION COPIES TO GOVERNOR'S LEGISLATIVE OFFICE
For further distribution information, call the Governor's Legislative Office
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i ^
STATE OF ALASKA
19S8 LEGISLATIVE SESSION

BILL NO: HB73
FISC A L  NOTE

Revision Dale: January 16.1998__________________
Title: Salmon Marketing Assessment & ASMI

Sponsor
Requestor

Rep. Hudson
(H) FSH

Expenditures/Revenues:

Dept Affected: Revenue

_BRU:
Component:

Revenue Operations
Income and Excise Audit

COMPONENT SERIAL NO.

(Thousands of Dollars)

i\3

OPERATING EXPENDITURES FY 99 FY00 FY 01 FY02 FY 03 FY 04

PERSONAL SERVICES
TRAVEL
CONTRACTUAL

SUPPLIES
EQUIPMENT
LAND & STRUCTURES

GRANTS, CLAIMS
MISCELLANEOUS
TOTAL OPERATING 0.0 0.0 0.0 0.0 0.0 0.0

CAPfTAL EXPENDITURES

! CHANGE IN REVENUES (GF) 3,000.0 3,000.0 3,000.0 3,000.0 3,000.0 375.0

FUND SOURCE (Thousands of Dollars)

1002 Federal Receipts

1003 GFMalch

1004 GF 0.0 0.0 0.0 0.0 0.0 0.0

1005 GF/Prograrn Receipts
1037 GF/Mental Health

Other

TOTAL t.O 0.0 0.0 0.0 0.0 0.0

Estimate of any current year cost $ 0.0

POSITIONS:
FULL-TIME
PART-TIME
TEMPORARY

ANALYSIS: (Attach a separate page If necessary) 

(Gee Attached Analysis)

Prepared by:

Dĥ on:

Approved by Commissioner 

Agency:
PREPARER TO PROVIDE ALL DISTRIBUTION COPIES TO GOVERNOR'S LEGISLATIVE OFFICE

For further distribution information call the Governor’s Legislative Office

HB73ln.XLS

Phone: 465-3691

Date: January 16.1998

Date: January 16.1998
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Alaska Department of Revenue 
Income and Excise Audit Division

H B  73

Salm on M arketing  A ssessm ent &  A S M I 

January  16 , 1998 

Page 2 o f 2

BILL ANALYSIS

Se ctio n  1 extends the sunset date fo r the sa lm on  m arketing  tax (A S  4 3 .7 6 .1 1 0 -1 3 0 ) authorized 

under ch  55 , S L A  1993. T h is  b ill extends the sunset date from  June 30 , 1998 to June 30 , 2003 .

Section 2 extends the sunset date fo r duties o f  the A S M I board related to sa lm on  m arketing  

authorized under ch 55. S L A  1993. T h is  b ill extends the sunset date from  Ju n e  30 , 1999 to June 

30 , 2004 .

Section 3 estab lishes an im m ediate e ffe c tive  date.

Operating Costs

Departm ent o f  Revenue does not antic ipate  that theie w il l  be any additional costs associated w ith 

extending the sunset date for the sa lm o n  m arketing  tax, T h e  department w o u ld  continue 

adm in istering  th is program  w ith  e x is tin g  staff.

Revenue

T h e  departm cn. -stimates that sa lm on  m arketing  tax co llections w il l  be $ 3 .0  m illio n  fo r each 

year during the extension , F Y  99 through F Y  03 . T a x  co llections w il l  fluctuate  depending on 

p rices paid  fo r salm on and the vo lu m es harvested in  a g iven  year. W e estim ate co llec tio n s o f  

$375 .0  in  F Y  04 because June 2003  m o n th ly  tax returns w il l  be received  and processed in Ju ly  

and A ugust 2003 . June co llectio n s represent about 1/8 o f  total tax revenues in  a f is ca l year.



Alaska 3tate legislature
COMMITTEES

CO-CHAIR
Resources Committee

MEMBERTVansportaiion Committee 
Labor & Commerce Committee

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

S la t e  C a jD ito l 

J u n e a u ,  A l a s k a  
9 9 8 0 1 -1 1 8 2  

(9 0 7 )  4 6 5 - 3 7 4 4  

F a x  (9 0 7 )  4 6 5 - 2 2 7 3

SPONSOR STATEMENT

HB 73, ‘An Act extending the term ination dates o f the  salm on marketing, 
program s of the Alaska Seafood Marketing Institute  and th e  salm on marketing 

assessm ent; and p rov id ing  fo r an e ffective  date."

HB 73, if enacted, would extend the current 1% domestic salmon marketing 
assessm ent when the law will sunset on June 30, 1998. Additionally, 
enactment of HB 73 would authorize A laska Seafood Marketing Institute (ASMI) 
to continue to expend those revenues on salmon marketing programs.

In 1981, seafood processors elected to tax them selves in order to form a single 
marketing voice for A laska seafood. Each processor who purchases at least 
$50,000 of seafood products in A laska pays a .3%  marketing assessm ent.
From 1981-1993 this tax, along with the state's general fund appropriations 
were the basis for ASM I's domestic market funding. As marketing pressure 
grew from the heavily subsidized farmed salmon industry, it became apparent 
that A laska needed to increase it's domestic marketing efforts. In 1993, in orde-' 
to provide additional funding for this effort, a 1% salmon marketing tax was 
enacted by the legislature, stipulating that limited entry permit holders shall pay 
a market tax at the rate of 1% of the value of salmon that is either removed from 
the state or transferred to a buyer within the state. Current law will be repealed 
on June 30, 1998 unless legislation is passed to extend the tax.

ASM I’s domestic salmon marketing program is paying off in more sales in the 
Lower 48. Salmon consumption has increased 27%  nationwide according to 
National Marine Fisheries Service. Salmon orders by diners in over 900 
restaurants increased almost 60% in 1995 compared to 1994. Additionally, 
sa les in grocery stores increased significantly from 1995 to 1996. At a time 
when A laska salmon harvests are at all time highs, and foreign produced 
salmon are threatening Alaska's traditional markets, it is especially important to 
increase our markets. A laska salmon prices are a product of supply, demand 
and consistency in marketing. HB 73 will enable harvesters to continue 
underwriting this valuable marketing program.

R E P R E S E N T IN G
ALASKA'S CAPITAL CITY



L E G A L  S E R V I G E S

(907) 465-3867 or 465-2450 
FAX (907) 465-2029 
Mail Stop 3101

DIVISION OF LEGAL AMD RESEARCH SERVICES 
LEGISLATIVE AFFAIRS AGENCY 

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

M E M O R A N D U M January 22 , 1997

SUBJECT: Sectional Sum m ary o f  H B  7 3 ; A n  A c t  extending the term ination 

dates o f  the salm on m arketing programs o f  the A la sk a  Seafood 

M arketing Institute and the salm on m arketing assessm ent. (H B  73)

F ROM:

TO: Represe ; Jtive  B i l l  Hudson

George U te rm o hh^ j^  

Le g is la tive  Counsel

Y o u  have requested a sectional sum m ary o f  H B  73; A n  A c t extending the term ination dates 

o f  the salm on m arketing programs o f  the A la ska  Seafood M arketing Institute and the salm on 

m arketing  assessm ent.

A s  a p re lim in a ry  m atter, note that a sectional sum m ary o f  a b ill is not an authoritative 

interpretation o f  the b ill. T h e  b ill itse lf  is the best statement o f  its contents.

S e c tio n  1 o f  the b ill am ends sec. 9 , ch. 55, S L A  1993 in  order to provide that the salm on 

m arketing assessment established by A S  43 .76 .110  - 43 .76 .130  is not repealed until June 30,

S e ctio n  2 o f  the b ill amends sec. 10, ch. 55, S L A  1993 in  order to provide that the sa lm on 

m arketing  program s o f  the A la sk a  Seafood M arketing  Institute (A S M I)  under 

A S  16,51 .100 (7 )-(9 ) are not repealed until June 3 0 ,2 0 0 4 . The  salmon m arketing assessment 

p rovides revenue to offset the cost o f  the salm on m arketing programs o f  A S M I.

S e ctio n  3 o f  the b ill provides that the b ill takes effect im m ediately .

G U .p l 

9 7 -0 19 .plm

2003 .



Alaska Seafood Marketing Institute 
1% Salmon Marketing Tax Fact Sheet 

January 28. 1997

The Tax:

• The Salmon Marketing Tax legislation (Chapter 76. Sec. 43.76.110) was enacted July 1, 1993, and requires that salmon permit 
holders pay a salmon marketing tax at the rate of 1% of the value of salmon that the person removes from the state or transfers 
to a buyer in the state. The tax will be repealed June 30, 1998 unless it is extended.

• Representative B ill Hudson has introduced House B ill No. 73 that will extend the 1% salmon tax an additional five years until 
June 30, 2003.

Changes the tax brought to the ASMI organization:

• The number of harvesters on the Board of Directors changed from five to twelve. A SM l’s board has 12 processors. 12 
harvesters, and one public member.

• A seven member salmon marketing committee (4 harvesters, 3 processors) was established to assist and advise the board in 
administering the saJmon marketing program funded through the tax.

• The Salmon Market Bulletin was established by ASM I and contracted to the University of Alaska to collect, organize, distribute 
and make available to the public information on saJmon prices and market conditions.

■ ASMI cooperates with other fishing, seafood and state/federal entities on new value-added salmon products.

The increase in funds for salmon marketing enabled ASM I to:

• Move 10.7 million pounds of Alaska salmon from the summer of 1995 to the fall of 1996 as a result of ASMI store promotions

• Contract with three marketing representatives to cover tiie midwest, central south and southwest, south c'nd southeast regions of 
the United States, who:

• Establish relationships between ASMI/Alaska salmon mid the major retail chains
• "Sell in” A SM l’s customized sah.ion promotions and set up in-storc demonstrations
• Keep Alaska seafood in front of seafood buyers-
• Provide A SM l’s educational literature (recipes, quality guidelines, fact sheets on different species, etc.)

• Increase the sales of canned salmon by 7% through in-store demonstrations and ASM I programs.

• Bring a group of five major seafood purchasers from national grocery store chains to Alaska to see the catching and processing
of salmon for themselves.

Hire ASM l’s first Foodservice Program Director in March 1995 to work exclusively with the nation’ s restaurants, hotels, and 
non-commercial buyers (company cafeteria:;, university cafeterias, care centers).

Through ASMI foodservice promotions, 5 million pounds of Alaska seafood were sold in restaurants and hotels around the 
country in FY96. Salmon is always the “ lead item”  in the promotions.

Train the chefs and product development executives from 24 restaurant chains. 4 major foodservice distributors and the editors 
: ‘oin 6 food magazines at ASMI seafood training seminars. Through then. ASMI has been able to influence the seafood 
purchasing in 11,242 resraurants with sales of over $16 liilion .

Send 156 fishers from all gear types and regions into grocery stores in cities in the midwest, south, southeast and northeast to do 
in-store demonstrations of wild Alaska salmon. Over 3 million pounds of seafood were sold in one season, and stores routinely 
sold out of product whenever the fishers were used.

F o r  more inform ation, please ca ll A S M I at 907-465-5560  o r 1-800-273-2903.



A S M I’S  U.S. M A R K E TIN G  PROGRAMS F A C T  SH EE T
Alaska Seafood M arketing Institute

THE ASMI RETAIL MARKETING PROGRAM:
• Increases awareness and trial usage of Alaska seafood products.
• Develops distribution and brand (Alaska) identity programs for Alaska 

seafood at the wholesale/distributor, retail and consumer levels. “Buy 
A’aska salmon!”

• Jointly funds newspaper ads for Alaska seafood products with grocery 
store chains during key sales periods: Fall/National Seafood Month, 
Spring/Lent, Summer/fresh salmon, and other time periods as the budget 
allows. Salmon must be the lead item in the ads.

• Through extensive research, identifies key retail and consumer obstacles 
to the purchase, usage and distribution of Alaska seafood products and 
develops strategies to successfully overcome these obstacles.

THE ASMI FOODSERVICE PROGRAM:
• Targets growing segments of the foodservice industry with the greatest 

potential for Alaska seafood usage (commercial chain restaurants, hotel 
chains, foodservice management firms).

• Increases sales of Alaska seafood throughout the year by obtaining 
promotions and permanent menu placements in targeted, high-volume 
foodservice chains. For example, Denny’s menus now have the word 
“Alaska” with its salmon dinners.

• Builds and strengthens the Alaska brand to pre-empt further competition 
from.farm-raised products (i.e., “Wild Aaska Salmon”, “Natural Salmon 
from Alaska”, “pristine waters of Aaska”).

• Establishes a leadership position for ASMI in the are is of seafood 
education and promotions with the goal of building brand loyalty within 
the foodservice marketplace.

• Communicates promotion results to the industiy.
• Encourages the use of new value-added salmon products in the nation’s 

foodservice industiy.
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Encourage innovation
2 2 ?  r c i

Alaska Seafood M arketing Institute says its salmon promotion is 
paying off in  more sales in  the Low er 48.

Salmon consumption has increased 27 percent nationwide, ac­
cording to National M arine Fisheries Service.

Salmon orders by diners in 900 restaurants and hotels increased 
almost 60 percent in  1995 compared to 1994.

N M FS also says more fish sold in  grocery stores from sum m er of 
1995 to this past sum mer.

That's good news and points to the value of thoughtful promotion 
of A laska products.

The newest marketing effort is paid for w ith  a 1 percent tax of fish 
sold to processors.

W e hope A SM I's  success discourages lawm akers from cutting the 
institute’s budget. Funding should be continued, perhaps expanded, 
to encourage A S M I to extend its marketing of other Alaska seafoods. 
A laska'shigh-qualitypoIlock.specialtyseafoodsandshelLfishwould 
satisfy domestic consumers who want healthful eating.

Efforts to m ake products from fish, such as salmon ham and 
surim i anci fish sticks from pollock, should be encouraged and new 
products tested.

A SM I's  promotion has been innovative, including sending Alaska 
fisherm en to M idw est m arkets. That look at .Alaskans has increased 
salm on consumption there.

It's especially important to market the bumper crops of salmon 
.Alaska fisherm en are harvesting. The abundance makes prices 
drop, but Lf more fish is sold, there's still achance to make profit. The 
healthy aspects, as w ell as its superior taste, are natural qualities to 
m ^ ket.

A laska needs to capitalize on its w ild  salmoi population. Other 
countries are focusing on fiirmed salmon, good enough in that 
category, but not as tasty as the w ild  A laska stocks.

We are encouraged by A SM I's efforts and think its continued 
success should be supported.



\ o  K E f t / V

February 4,1997

Representative Bill Hudson 
Alaska State Legislature 
State Capitol
Juneau, Alaska 99801-1182

via fax (2) 465-2273

Dear Representative Hudson,

I would like to thenk you for introducing HB 73, “ An Act extending the Termination of the salmon 
marketing programs of the Alaska Seafood Marketing Institute and the marketing assessment, and 
providing for an effective date " 1 strongly support the passage of this Bill. Please feel free to use 
my letter as public testimony.

In Ii,r»ht of competition from the farmed salmon industry, /Uaska’s Salmon industry has, at least on 
the short tram, lost much ground. We can accept this and do nothing about it, or, we can get smart 
and attempt to design marketing programs to help us compete in this rapidiy evolving marketplace 
This second option takes a brt of money as well as a unified and organized effort, like ASMI, to 
take the lead role.

The ASMI annual budget is over $10,000,000 Processors make the largest contribution 
(approximately 3.7M) to this budget with their 03% assessmoit on the value of all fishery 
resources purchased. Fishermen contribute slightly less, approximately 3 4M. with their 1% 
assessment on salmon The Federal government matches 6 to 1 the $550,000 appropriated by the 
State Legislature.

We need ASMI now more than we did 10 years ago when there were very few fanned fish on the 
market and Alaska’s salmon was "king" This is not the case today. We are now altering the "era 
of ASMI”. We have invested m ASMI for over fifteen years, and ASMI, through it successes and 
failures, has learned a lot about marketing salmon While global salmon supply has doubled so has 
salr ion consumption and much of this growth m consumption can be directly attributed to ASMI's 
marketing efforts It is important now that the State show unity with the industry and cor.rmue its 
support of the ASM] program.

1 need not emphasize the importance of diis industry on tho Alaskan economy. It would be a 
disaster to allow legislators, who lack in understanding of the huge impacts of this industry, dictate 
policy which would permanently after the wild salmon industries' ability to compete Thank you 
for your time

Sandro Lane, President 
Taku Smokeries

550 South Franklin Street
Juneau, AK 99901

(907) 493-4617



3300 Arctic Boulevard, Suite 203 
Anchorage, Alaska 99503 

Phone (907) 562-7380 
Fax (907) 562-0438 

Email: swamc@alaska.net

October 2, 1996

Representative Alan Austerman 
Alaska State Legislature 
State Capitol (MS 3100)
Jur.aau, AK  99801-1182

Dear Representative Austerm an:

The Southwest A laska Municipal Conference (SW AM C) is a regional membership 
organization representing over 130 member communities and businesses in Southwest 
A laska. We are concerned about many issues, including economic development, fisheries 
manage nent, tourism, transportation, small business development, education, and 
provision of .adequate services to the communities in our region.

Our mission is to advance the collective interests of Southw est Alaska people, businesses, 
and communities and help promote economic opportunities to improve the quality of life 
and influence long-term, responsible development. During our 1996 Fall Meeting in 
Dillingham the enclosed resolutions concerning key statewide and regional issues were 
passed.

Here is the list of resolutions and their subject matter, w ith complete copies enclosed:

RESOLUTION 96-15 A  resolution regarding the use of lands on Adak.

RESOLUTION 96-16 A resolution supporting changes to the Power Cost Equalization
Program.

RESOLUTION 96-17 A resolution urging the adoption of the "Safe  Communities" Program
and urging support of revenue sharing programs for municipalities.

RESOLUTION 96-18 A resolution in support of full funding for the University of Alaska for
Fiscal Year 1998.

RESOLUTION 96-19 A  resolution urging full support of the A laska Marine Highway
operation and continues progress toward the construction of the 
ocean class vessel.

i:fallconf.96\re«olul.hr

Southwest A
m u n i c i p a l * ; ?

C O N F E R E N C E o '

Kodiak Island ♦ Alaska Peninsula ♦ Bristol Bay ♦ Aleutian Chain ♦ Pribilof Islands

mailto:swamc@alaska.net


RESOLUTION 96-20 A resolutioh urging full support for the A lask Regional Development
Organization (ARDOR) Program.

RESOLUTION 96-21 A resolution urging legislative action on a solution for Title 47 .

RESOLUTION 96-22 A resolution supporting the State of A laska state w aters cod fishiny
program.

RESOLUTION 96-23 A  resolution iequesting the development of a Southw est A laska
Regional Transportation Plan.

RESOLUTION 96-24 A resolution urging the State of A laska to develop a State Highway
System .

RESOLUTION 96-25 A resolution urging the State of A laska to increase salmon marketing
efforts.

We encourage you to give these.issues serious consideration. The economies and health 
of rural and urban Alaska are interdependent. A  strong, healthy, rural A laska means a 
strong, healthy A laska statewide. Thank you for consideration of our v ie w s . Should you 
have any questions about these resolutions, please contact me at 56 2-7 38 0 . We look 
forward to working with you in the future.

Sincerely,

Enclosures



m u  3 1  « 37January 27, 1997 , 0 ^

Dear Representative Hudson:

On behalf o f  the A laska  Seafood M arketing Institute, I extend to you our best w ishes for a 

productive 20th session. W e hope you enjoy the A laska  seafood samples enclosed, and 

that you take a few  m inutes to read the information provided to you about A S M I and the 

A laska  seafood industry.

Th e  successful m arketing o f  A laska  seafood in the United States is crucial to the economy 

o f  this state. Th e  harvesting and processing o f  seafood is the number one private employer 

in A laska , and contributes approxim ately $1.3 billion to the A laska  econom y each year.

Not only do the state’ s small coastal communities benefit from seafood harvesting and 

processing, but it is also a $100 m illion industry in Anchorage. In addition to harvesting, 

processing, transportation and agency support, Anchorage is home to more fishers than 

any other area in the state.

Th e  seafood industry (harvester and shore-based processor assessments) supports A S M I ’ s 

m arketing in the United States. La st year, the harvesters contributed $4.8  m illion and the 

processors contributed $3 .2  m illion. A S M I ’ s overseas m arketing is funded by a federal 

grant o f  $ 3 .9  m illion from  the federal government. Th is  grant w as leveraged by a General 

Fund cash match from the state. A  fact sheet on our export program is enclosed for your 

inform ation, and w e 've  also included a copy o f  M a r k e t  L i  l ie ,  which is our version o f  A S M I 

101 W e hope yo u ’ ll find both helpful in understanding our relationship w ith the state.

A s  the new ly appointed chairm an, I  look forward to meeting you. A gain , best w ishes for a 

productive session. P lease call me o r A rt Scheunemann, A S M l ’ s Execu tive  D irector, i f  

you have any questions about our marketing programs o r A S M I itself.

cc : A S M I Board

A rt Scheunem ann, E xecu tive  D irector

Alaska Seafood Marketing Institute 
1111 West 8th Street. Room 100 

Juneau, Alaska 99801 -1895 
Tel: (907) 465-5560 

In Alaska: 1-800-478-2903 
Fax: (907) 465-5572



217 Second Street. Suite 200 ■ Juneou. Alaska 99801 ■ Tc! (907)586-1325. Fax (907)463-5480

January  21, 1997

The Honorable Bill Hudson JAN 2 7 1997
A laska House of Representatives
Room 108 State Capitol
Juneau , A laska 998011182

Dear Representative Hudson:

Attached are the following resolutions passed for submission to the A laska State
Legislature by the A laska Municipal League at its recent annual meeting:

• Resolution 97-01, Urging the Adoption of the "Safe Communities” Program 
and Urging Support of Revenue Sharing Programs for Municipalities.

• Resolution 97-02, Urging Legislative Action on a Solution for Title 47.
• Resolution 97-03, Urging Full Support for the A laska Regional Development 

Organization (A RD O R) Program.
• Resolution 97-04, Supporting Passage of a Bill Increasing State Taxes on 

Tobacco products.
• Resolution 97-06, In Support of Full Funding for the University of A laska for 

F isca l Y ea r 1998.
• Resolution 97-07, Supporting Adequate Funding for Each Extended 

Cam pus of the University of Alaska.
• Resolution 97-08, Urging-ihe Legislature and Governor to Support a 

Statutory Change Allowing the Department of reven u e  to Collect Alcohol 
U se T axes  on Behalf of "Damp" Communities.

• Resolution 97-09,../Supporting the A laska State W aters Cod Fishing 
Program.______________ - v .________________________________________________     . —

• Resolution 97-10, Urging the State of A laska to Increase Salmon Marketing 
Efforts.  —  -----

• Resolution 97-11, Supporting Legislation to provide for the Conveyance of 
isolated Tracts of State Land to Boroughs and Unified Municipalities.

• Resolution 97-12, Urging Governor Knowles and the Legislature of the State 
of A laska  to Support the Earliest Possible Development of an Economically 
V iab le Alaskan North Slope G as Export Project.

• Resolution 97-14, Requesting the Governor, Legislature, and the A laska 
State Department of Natural Resources to Continue Adjudication of Water 
R ights, Continue as the Custodian of the Program, and to Continue 
Maintenance of the Historical Water Rights Data Base.

• Resolution 97-15, Supporting Changes to the Power Cost Equalization 
Program.

ALASKA 
MUNICIPAL" 

LEAGUE c

M em ber of the National League of Cities an d  the National Association of Counties



J a n u a r y  2 2 , 1997
P a g e  tw o

• Resolution 97-15, Supporting Changes to the Power Cost Equalization 
Program.

• Resolution 97-17, Urging Full Support of the Alaska Marine Highway 
Operation and Continued Progress Toward Construction of the Ocean C lass 
V esse l.

• Resolution 97-18, Urging the State of A laska to Develop a State Highway 
System .

I hope we can count on your support on these issues; I assure you that members 
of the A laska Municipal League are ready to help in any way we can. If you 
have questions, you may contact me directly at 364-2154 or through the A laska 
Municipal League at 586-1325.

Thank you.

Sincerely,

President

Enclosure as stated

D:ct.res.statelegisi
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l a k e  a n  d  p e n i n s u l a  a i r l i n e s

February 17, 1997

House Special Committee on Fisheries 
A T T N : Sponsor Representative B il l  Hudson

R c : House B il l  73 - 1%  renewal to 2003 

D ear Rep . Hudson:

A s  a fisherm an in Bristo l B ay  for the last 30  years and with all of our immediate 
and extended fam ily  involved in both the salmon fishery and herring fishery. I (w e) have 
real concern regarding our future.

1 .ike any of her industry we must market aggressively i f  we are to protect the A laska 
industry from encroachment by every other protein source, especially farmed salmon.

Marketing is  mostly a long term effort and results come only as we are consistent 
and aggressive, industry w ide, in presenting our products.

O ver the last three years A S M I has become an exceptional organization in the 
marketing arena. A S M I has a marketing plan and works the plan very aggressively.

On behalf o f the many members o f my fam iiy  who are fishers in Bristo l Bay and on 
behalf o f many fishers in the “ Lake  Country”  who may never contact you, I urge you to 
support H .B . #73. Please allow us as an industiy to do what the Legislature must 
eventually expect o f every other industry in the state. Assess ourselves 1% to market and 
promote the w ell b jing  o f the A laska Seafood Industry.

Thank you for your consideration o f my voice vote.

Sincerely,

David Wilder

3323 0 1y C i t t k  • Poll A lmo i th ,  Alcjko 95 6 53 • Phone/hr r  (907 ) 7 8 1-2228
~ ? S t -
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‘ C E C E L I A  A .  ANGASAN 
P . O .  B O X  1 3 8 9  

D IL L IN G H A M , A L A S K A  9 9 5 7 6  
PHONE ( 9 0 7 )  8 4 2 - 5 5 0 3  

F A X  ( 9 0 7 )  8 4 2 - 1 5 3 8

F e b r u a r y  1 8 ,  1 9 9 7

R e p r e s e n t a t i v e  B i l l  E j d s o n  
H O U SE O F R E P R E S E N T A T IV E S  
J u n e a u ,  A l a s k a  9 9 8 0 1

D e a r  R e p r e s e n t a t i v e  H u d s o n :

My n a m e  i s  C e c e l i a  A -  A n g a s a n ,  A S M I B o a r d  M e m b e r . I  f i r s t  b e c a m e  
i n v o l v e d  w i t h  A S M I i n  t h e  r 8 0 ' s  a s  a  C a n n e d  S a lm o n  C o m m it t e e  
M e m b e r , a n d  l a t e r  w a s  a p p o in t e d  t o  t h e  B o a r d . ,

I  h a v e  w a t c h e d  w i t h  g r e a t  a n x i e t y  w h a t  i s  h a p p e n in g  t o  t h e  s a lm o n  
i n d u s t r y  a n d  t h e  f r u s t r a t i o n  o f  g e t t i n g  a p p r o p r i a t e  f u n d s  t o  m a r k e t  
o u r  w i l d  s a lm o n  w i t h  d i r e c t  c o m p e t i t i o n  o f  f a r m e d  s a lm o n .

I  h a v e  so m e  g r e a t  c o n c e r n s  a b o u t  h o w  o u r  S t a t e  G o v e r n m o n t  v i e w s  t h e  
s a lm o n  i n d u s t r y  a n d  w h y  i t  s e e m s  t o  p u t  i t  o n  t h e  b a c k  b u r n e r  o f  
p r i o r i t i e s .

I ' d  l i k e  t o  s h a r e  a n  e x p e r i e n c e  I  h a d  w h e n  I  w a s  i n  J u n e a u  l a s t  
y e a r  f o r  a n  A S M I m e e t i n g .  I  m e t  a  m an  i n  t h e  lo u n g e  w h o  w a s  w i t h  
a  l a r g e  o i l  g r o u p  c o m in g  t o  J u n e a u  t o  lo b b y  t h e i r  c > u s e ,  a n d  w h a t  
h e  s a i d ,  w a s  " i t s  a  p i e c e  o f  c a k e ,  y o u  j u s t  h a v e  t o  i j .a v e  t h e  r i g h t  
c o n n e c t i o n s  p o l i t i c a l l y , "  I  s a t  t h e r e  a n d  t h o u g h t  a b o u t  t h i s  f o r  
a  l o n g  t i m e ,  a n d  a s k e d  m y s e l f  w h a t  d o e s  A S M I ,  f i s h e r m e n ,  p r o c e s s o r s  
a n d  A l a s k a n  w o r k e r s  n e e d  t o  d o  t o  w a k e  u p  t h e  l e g i s l a t u r e  t o  t h e  
f a c t  t h a t  w e  h a v e  a n d  a r e  l o s i n g  g r o u n d  i n  g e t t i n g  o u r  e a lm o n  t o  
t h e  d o m e s t i c  a n d  f o r e i g n  m a r k e t s  w i t h  l i t t l e  o r  n o  m o n e y  t o  
p r o p e r l y  a d v e r t i s e  o u r  p r o d u c t  e f f e c t i v e l y ?

T h e  1% t h a t  i s  t a k e n  f r o m  t h e  f i s h e r m e n  t o  h e l p  a d v e r t i s e  o u r  
s a lm o n  i n  t h e  d o m e s t i c  m a r k e t  h a s  b e e n  a  g r e a t  h e l p ,  b u t  t h a t  i s  
s t i l l  n o t  e n o u g h .  T h e  b e e f ,  p o u l t r y ,  a n d  o t h e r  c o m m o d i t i e s  i n  t h e  
U . S .  g e t  s u c h  a  l a r g e  su m  o f  ra o n e y  t o  m a r k e t  t h e i r  p r o d u c t ,  a n d  t h e  
r e s u l t s  t e l l  t h e  s t o r y .

I  w o u ld  l i k e  t o  a s k  t h a t  y o u  s u p p o r t  H o u s e  B i l l  7 3  f o r  a n o t h e r  5 
y e a r s .  F u r t h e r  I  w o u ld  l i k e  t o  a s k  y o u  t o  c o n s i d e r  a  B i l l  t o  h a v e  
t h e  S t a t e  o f  A l a s k a  m a t c h  t h e  I t  t h a t  i s  c u r r e n t l y  b e in g  t a k e n  f r o m  
F i s h e r m e n  t o  h e l p  A S M I g e t  t h e  m u c h  n e e d e d  f u n d s  f o r  m a r k e t i n g  i n  
t h e  f o r e i g n  a n d  d o m e s t i c  m a r k e t s .
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A g a i n  I  w o u ld  l i k a  t o  a a k  w h a t  y o u  c a n  d o  t o  e m p h a s i z e  t h e  n a a d  f o r  
m a t c h in g  f u n d a  f r o m  t h o  S t a t e  t o  i n c r a a a e  t h a  A S M I B u d g e t .  W h a t  
A S M I h a s  a c c o m p l i s h e d  w i t h  j u c h  a  s m a l l  b u d g a t  i s  a  m i r a c l e ,  b u t  
m i r a c l e s  d o n ' t  l a s t  f o r e v e r .  T h e  S t a t e  o f  A l a s k a  r e a l l y  n e e d s  t o  
f o c u s  i t s  a t t e n t i o n  o n  w h a t  c a n  b e  d o n a  f o r  t h e  s u r v i v a l  o f  o u r  
f i s h e r i e s .

T h a n k  y o u  f o r  y o u r  d e d i c a t e d  h a r d  w o r k  t h a t  y o u  a r e  d o in g  i n  J u n e a u  
a n d  y o u r  s u p p o r t  f o r  H o u s e  B i l l  M o . 7 3 .

S i n c e r e l y ,

C e c e l i a  A .  A n g a s a n  
A S M I B o t t r d  M e m b e r
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Representative Hudson 
State Legislator Office 
Juneau, Alaska 
Fax: 4652273
Dear Representative Hudson,

Thank you for submitting House Bill 73, the ASMI 1% renewal to 2003. 
The renewal this year will save money, time and energy. The salmon 
industry needs the efiorts of ASMI.

I am a 20+ year harvester and have not been making much money 
lately but feel without ASMI’s efforts, it would be even less.

Earlier this month at the Salmon Forum it became very obvious that 
ASMI is the only body the industry has in common. Every time there was an 
assignment or a need ASMI was the only entity that people thought of that 
could accomplish the goals. The industry is going through tough times but 
without ASMI we would be crippled!

Thank you again for your support.

Kathy Halgren 
Box 784
Cordova, Alaska 99574-0784
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Rose Heyano 
JPO Box 1499 

D m ,  Ale. 99576 
S42-I*53  

fax # 907-342-1355

February 9.1997

Representative Bill Hudson 
Alaska State Legislature 
Stare Capitol 
Juneau, Ak. 99801-1182 via fax @465-2273
Dear Representative Hudson;
Thank you for introducing HB 73 that would extend the 1% assessment for marketing 
programs initiated by the Alaska Seafood Marketing Institute. Governor Tony Ktr, wlcs 
appointed me to the board of directors of ASMI in October 1996. The two meeting; I ’ve 
mended since appointed has deariy shown me the importance of marketing Alaska salmon. 
Alaska’' wild salmon is facing very stiff competition with farmed salmon in domestic as 
well as world-wide markets. We must continue our efforts to keep the market share we 
currently have and strive to increase our salmon markets both domestically apd 
internationally.
I have been a commercial drift fiisherpczsoQ in Bristol Bay for tire post 20 years. We are 
experiencing dedining salmon prices which is directly attributed to die influx of fanned 
salmon. The days of car wild salmon selling itself is no longer. We must continue to 
design marketing programs so help us compete in this rapidly evolving market place.
The Alaska Seafood Marketing Institute is the marketing agency that needs to represent 
fisheipersofls in the State of Alaska. ASMI nerds fishermen's support as well as the 
State’s. The State of Alaska needs to support the salmon industry by contmning to 
provide the 20% match that ASMI needs to receive the US Dept, of Agriculture's export 
grant Without the 1% fisher assessment and the State of Alaska’s match AShJI’s 
marketing efforts would be sharply curtailed.
In the Bristol Bay region most fisherpersons fed that the 1% assessment helps them very 
little since it can only be used for promoting and increasing domestic markets. Bristol Bsy 
contributes dose to 37% of the entire assessment and their product is sold primarily in 
Japan. Realizing toy benefit o f the l%assessziacnt is not forthcoming. If you can xid into 
HB 73 the change in the wording that would allow the 1% assessment to be used nationally 
as wdl aa internationally many fishermen would support the cootimancm of ir.
Alaska’s salrooo industry is vital to Alaska’s economy. We are the largest employer in fhe 
State ?jk1 provide revenue from the raw fish tax that pays foi all aspects of the Stine 
govemtnenf In order for the salmon industry to continue to play such a vital role in Alaska 
we must all continue to support ana promote the marketing of the product.
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Cose Heyano

cc: Representative Ivan M Ivan 
Representative Jeannette A. Jaunes 
Representative Catl E. Moses 
Representative Richard Foster
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Leroy L. Cabana 
6100 Andover Clr. 
Anchorage, AK 99516 
Ph 907-345-5827 
fax 907-345-2190

Represenative Bill Hudson 
February 13, 1997
Mr Hudson, I recently received a memorandum on HB 73 extending 
the 1% marketing assessment to June 30, 2003. I would like to 
thank you for your time and interest in sponsoring HB 73. The 
salmon industry, indeed all commercial fisheries in Alaska are mere 
dependent now on ASMI’s marketing effort than ever before. As a 
salmon fisherman with 18 years experience as an owner/operator of a 
seiner, I have witnessed a complete reversal of salmon harvest and 
marketing opportunities. In the 70’s, we had few fish and more 
markets than we could fill. With farmed salmon production' 
increasing every year and the record harvest of Alaska salmon In 
recent years, existing markets cannot absorb available production. It 
is unlikely we as a salmon industry will remain economically viable in 
the long term if fanned salmon continues to aggressively market and 
increase production and our reaction Is to discontinue ASMI's 
funding. I know prices are at record lows and a more reasonable 
reaction would be Increasing our marketing assessment, not 
eliminating our marketing program. I strongly support the 
marketing assessment and appreciate your time and effort on HB 73.

4T S 
1  -Sincerely, ^

Leroy Cabana
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February 18, i 997

Representative B ill Hudson 
c/o House Resource* Committee 
State Capital, Juneau, Alaska 9980)

Dear Representative Hudson,

I would like this letter to show my support to the efforts you and Rep. Oussendorf have made in the 
introduction o f House B lit No. 73. You have a very solid base of sometimes “ quiet”  support from tho 
commercial fishermen in the Southeast Alaska region, Pioase, keep up the good work!

I am a life-long resident of Alaska and a full-time commercial fisherman. My fhmily has been in the 
seafood industry in Alaska for over 65 years and we hope to continue well into the future in this dynamic 
industry. Many fishermen sometimes wonder as to tho best use of the assessments or whether there should 
be an assessment at all? My experience and judgment clearly indicate that marketing is the koy to getting 
a stable demand for our resource.

I shutter to think of the consequences that would suffocate our already stressed industry i f  the assessments 
are not continued into the future and our sole marketing ability is severod. Without trying to dramatize 
the future without a marketing assessment, I surely feel the salmon industry may collapse from within.
Our industry collectively has some substantial obstacles to hurdle, but without the marketing pretence of 
an organization such as ASMI, (in the words of my 8 yr. old) w  are doomcdl
1 feel the successes that ASMI has made on behalf o f our industiy are b^ond dispute. It probably Is the 
ono ontity capable of keeping our processing and harvesting working together toward a market-driven 
industry which is the only premise that our industry can survive under.

Any way, tho vast majority of commorclul fishermen in this community definitely realize the importance 
of marketing and the future positive impact it w ill have on our livelihoods and the value o f our industry to 
the entire state o f Alaska.

Again, thank you for your support of our industry needs.

John R. Swanson F/V l.ogan 7  (Salmon Seine. Halibut, Sableflsh, Roc Herring)
PO Box 1546 F'/V Ruth’ tf (Bristol Bay Salmon)
Petersburg, Alaska 99833 
Ph. &  ftx  #(907) 772-3501

cc: Co-sponsor Representative Ben Clrussendoif fax i/907-465-2278 
Senator Robin Taylor, fax #907-465-3922 
Barbara Belknap, fax #907-465-5572


