


F I S C A L  N O T E

1998 LEG ISLA TIV E SESSION
R e v i s i o n  D a t e :  _

T i t le :
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A n  A c t  e x t e n d i n g  t h e  t e r m i n a t i o n  d a t e s  o f  t h e
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CAPITAL EXPENDITURES

CHANGE IN REVENUES

R e q u e s t e r :  ( S )  R E S COMPONENT SERIAL NO. 3 9 3

E x p e n d i t u r e s / R e v e n u e s ( T h o u s a n d s  o f  D o l l a r s )

OPERATING EXPENDITURES F Y  9 9 F Y  0 0 F Y  0 1 F Y 0 2 F Y  0 3 F Y  0 4

P E R S O N A L  S E R V I C E S 5 0 0 . 0  i 5 0 0 . 0 5 0 0 . 0  . 5 C 0 . 0  . 5 0 0 . 0 0 . 0

T R A V E L 7 2 . 0  i 7 2 . 0 7 2 . 0 7 2 . 0 7 2 . 0 0 . 0

C O N T R A C T U A L 2 . 4 0 1 . 0  : 2 , 4 0 1 . 0 2 , 4 0 1 . 0 2 . 4 0 1 . 0 2 . 4 0 1 . 0 3 7 5  0

S U P P L I E S 2 5 . 0  : 2 5 . 0 2 5 . 0 2 5 . 0 2 5 . 0 0 0

E Q U I P M E N T 2 . 0  ' 2 . 0 2 . 0 2 . 0 2 . 0 0  0

L A N D  & S T R U C T U R E S

G R A N T S ,  C L A I M S ' : i

M I S C E L L A N E O U S 0 . 0  ' 0 . 0 0 . 0  I 0 . 0  ■ 0 . 0 0 0

TOTAL OPERATING 3 , 0 0 0 . 0 3 . 0 0 0 . 0 3 , 0 0 0 . 0 3 . 0 0 0 . 0 3 , 0 0 0 . 0 3 7 5  0

FUND SOURCE ( T h o u s a n d s  o f  D o l l a r s )

1 0 0 2  F e d e r a l  R e c e i p t s i i j

1 0 0 3  G F  M a t c h I 1
1 0 0 4  G e n e r a l  F u n d »

1 0 0 5  G F / P r o g r a m  R e c e i p t s 3 , 0 0 0  0 3 , 0 0 0  0  ' 3 , 0 0 0 . 0 3 , 0 0 0  0 3 , 0 0 0 . 0  . 3 7 5  0

1 0 0 6  G F / M H T IA

1 0 9 1  D e s i g n a t e d  P R ! ,

TOTAL 3 , 0 0 0 . 0 3 . 0 0 0 . 0 3 . 0 0 0 . 0 3 . 0 0 0  0 3 . 0 0 0 . 0 3 7 5  0

E s t i m a t e  o f  a n y  c u r r e n t  y e a r  (FY 9 8 )  c o G t :  $

POSITIONS
F U L L - T I M E 7 7 7 / 7 T

P A R T - T I M E

T E M P O R A R Y

ANALYSIS: (A t t a c h  a  s e p a r a t e  p a g e  i f  n e c e s s a r y )

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 $4.8 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 to $4.8 million. Revenues for the marketing 
assessment are reflected in the Department of Revenue Fiscal Note.
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P r e p a r e d  b y C e c i l e  M. R i d e r P h o n e 4 6 5 - 5 5 6 0

D i v i s i o n - A l a s k a  S e a f o o d  M a r t a t i n g ^ l n s t i t u t e D a t e . A p r i l  2 3 ,  1 9 9 8

A p p r o v e d  b y  C o m m i s s i o n e r : D e b b i e  S e d w i c k  / / A ' f T D a t e

A g e n c y C o m m e r c e  a n d  E c q f r g f / n c  D e v e l o p m e n t

PREPARER TO PROVIDE ALL DISTRIBUTION COPIES TO GOVERNOR'S LEGISLATIVE OFFICE
For further distribution information, cr'l the Governors Legislative Office

Page 1 of 1



01 /0 4 /1 9 96 00 :09 3608669683 SCOTT STEVENSON PAGE 01

B r is to l B a y  D r if t ja e t te rs ’ A s so c ia t io n
PO  Box 21951 

Juneau , A lC 99802

March 25, 1998

Alaska Senator Rick Halford 
Slate Capitol Building 
Juneau, AK 99801

Dear Senator Halford.

The Bristol Bay Driftnetters7 Association is in support of the continuation of 
the 1-% ASM1 salmon assessment. As an organization we are concerned that the 
funds that we contribute to ASMI be effectively spent to promote our Sockcye as 
much as practical. We also think it is not in Alaska’s best interest to overly 
constrain ASMI from using these funds in the foreign market if by doing so they 
believe we will get the most sales stimulation for our limited funds. ASMI works 
hard for us and we should allow them to do the best job we are funding them to do.

We recently met with the General Manager of the Association of Chilean 
Salmon and Trout Farmers. They too have found that promotion is essential in the 
seafood market place. It might not be a bad idea to do some promotion with them 
since we arc selling a similar product and they have so much money. We believe 
that it is even worth exploring how we might significantly increase the demand for 
salmon by working together. In any event BBDA encourages you to continue this 
important marketing tool. After all we do want to sell our fish and believe 

otion is absolutely necessary and ASMI’s salmon efforts are vital.

Sincerely,

Dan Barr President

Scott Stevenson Vice-President

Leroy Cossette Executive Committee Member
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SPONSOR STATEMENT

HB 73, "A n A c t e x te n d in g the te rm in a tio n da tes o f the sa lm on m a rke tin g 
p rog ram s o f the A laska Sea food M a rke tin g In s titu te  and the sa lm on m a rke tin g 

asse ssm en t; and p ro v id in g  fo r an e ffe c tiv e da te ."

HB 73, if enacted, would r lend the current 1% domestic salmon marketing 
assessment when the law .vill sunset on June 30, 1990. Additionally, 
enactment of HB 73 would authorize Alaska Seafood Marketing Institute (ASMI) 
to continue to expend those revenues on salmon marketing programs.

In 1981, seafood processors elected to tax themselves in order to form a single 
marketing voice for Alaska seafood. Each processor who purchases at least 
550,000 of seafood products in Alaska pays a .3% marketing assessment.
From 1981-1993 this tax, along with the state's general fund appropriations 
were the basis for ASMI's domestic market funding. As marketing pressure 
grew from the heavily subsidized farmed salmon industry, it became apparent 
that Alaska needed to increase it's domestic marketing efforts. In 1993, in order 
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.

ASMI'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, 
sales in grocery stores increased significantly from 1995 to 1996. At a time 
when Alaska 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'aska 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  
^  AIASKA5 c a p ita l c ity  L*—— — — —



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

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

DIVISION OF LEGAL AND RESEARCH SERVICES 
LEGISLATIVE AFFAIRS AGENCY 

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

M  F . M O R A N D  V M January 22. 1997

SUBJECT: Sectional Summary of HB 73; An Act extending the termination 
dates of the salmon marketing programs of the Alaska Seafood 
Marketing Institute and the salmon marketing assessment. (HB 73)

TO:

FROM:

Representative Bill Hudson

George Utermohl^^ 
Legislative Counsel

You have requested a sectional summary of HB 73; .An Act extending the termination dates 
of the salmon marketing programs of the Alaska Seafood Marketing Institute and the salmon 
marketing assessment.

As a preliminary matter, note that a sectional summary of a bill is not an authoritative 
interpretation of the bill. The bill itself is the best statement of its contents.

Section 1 of the bill amends sec. 9, ch. 55. SLA 1993 in order to provide that the salmon 
marketing assessment established by AS 43.76.110 - 43.76.130 is not repealed until June 30,

Section 2 of the bill amends sec. 10, ch. 55. SLA 1993 in order to provide that the salmon 
marketing programs of the Alaska Seafood Marketing Institute (ASMI) under 
AS 16.51.100(7)-(9> arc not repealed until June 30. 2004. The salmon marketing assessment 
provides revenue to offset the cost of the salmon marketing programs of ASMI.

Section 3 of the bill provides that the bill lakes effect immediately.

GU:pl 
97-019. plm

2003.
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Norwegian Consu l savs:
" B l a m e  f o r  l a c k  o f  s a l m o n  
m a r k e t  s h a r e  l i e s  w i t h  A l a s k a "

By M argaret Baum an

A N C H O R A G E , A laska— Norway’s consul to Alaska, Anton Meyer says 
the state must put more money where its mouth is to gain a better market 
share in the salmon industry.

“Alaska does not have many large truly Alaskan econom ic entities which 
are willing to invest in Alaskan fishing ventures,”  Meyer told fishermen 
and state officials at a salmon forum
in Anchorage, Feb. 23.

"The on ly one who can do it is state gov­
ernment. A  reversal o f  the present situation 
depends on the leve l o f  involvement by the 
state and A SM I - the A laska Seafood M ar­
keting Institute."

M eyer said A laskans have on ly  them­
selves tc blame fo r “ this phobia o f socia l­
ism, whereby they think that large invo lve­
ments by the state are bad. This is also the 
underlying reason fc r the fact that A laska is 
not rea lly  in charge o f  either o f  its two larg­
est industries, the o il industry and the fish ­
ing industry."

The tw o -a jy  salmon fo rum , aimed at 
increasing market share and consumer p re f­
erence fo r A laska w ild  salm on, attracted a 
number o f  people in the fishing industry. 
Meyer, a iS -y ea r resident o f  A laska, had 
come to listen, but said he decided to speak 
up after he “ got the fee ling they were going 
around in cuc lcs."

Meyer drew cheers from  the audience

when he suggested that some o f the 523  b il­
lion  in the A laska Permanent Fund be put 
into im proving the state's market share in 
world salmon fisheries.

“ One can w e ll understand an /Maskan 
salmon fisherman in the present situation, 
who is asking h im self “ what has this 523 
b illion  in the bank done fo r me lately, with 
not one penny o f  it invested in A laska? For 
A laska to regain its place o f  prominence in 
sale o f  this pristine natural product an in i­
tiative by the stale o f  A laska o f m ajor p ro ­
portions w ill be necessary.”  he said. “ It was 
done in 1970. A laska can w ell a fford to do 
it again.”

M eyer drew  on strong h isto'ic bonds 
between Norw ay and A laska, and the d i­
verse tactics used to tackle sim ilar industry 
problems.

Back in 1970, the salmon industry found 
itse lf at a crossroad both in Norway and

P!tu< turn to pjge 1

B l a m e  l i e s  w i t h  A l a s k a
Continued f t .> a c a t i J
Alaska, he said.

In A laska the catch declined to 20  m il­
lion  salmon and was rescued by a state in i­
tiative o f  the hatchery and acquaculture p ro­
gram. The s la t: spent 535 m illion  building 
hatcheries. By 1995 , catches had increased 
to l-t5 m illion  fish. “ So indeed A laska has 
an excellent and proven tool which to a large 
degree can control catches,”  he said. “ A la s ­
ka's ocean ranching program is much ad­
mired in Norway. It rescued A laska's sa lm ­
on industry in the 1970s and can w e ll be 
called upon to do so again."

In Norway, which never had a large wild 
salmon stock, most coastal fisheries had 
nearly collapsed due to overfishing, mostly 
by Norw eg ians them selves, but a lso  by

many other nations who fish their coastal 
waters, M eyer said. Norway responded in 
part by reducing the number o f fishermen 

from  3 0 ,0 0 0  to 
1 5 ,0 0 0 , he sa id . 
But salmon fa rm ­
ing technology de­
v e lo p e d  in the 
1980s has resulted 
in some 8 0 0  sa lm ­
on farm s and 300  
hatcheries in N o r­
way today, he said.

M e y e r a ls o  
sa id  fish e rm en  

must do whatever (hey can to keep 'ip-lb*- 
high quality o f  their fish. A statewide stan­
dard o f quality is needed, he said.

The salmon forum  met in itia lly  in Ju­
neau in January 1997 to develop strategies 
to Increase market value and demand fo r 
A laska salmon. Strategists hope their efforts 
w ill m ove the stale's salmon industry from 
a production driven fish industry to a m ar­
ket driven food industry.

The speakers a lso  inc luded C unna r 
Knapp, a University o f  A laska economist 
with the Sa lm on Market In form ation S e r­
vice. Knapp spoke on behalf o f  Tom oliiro 
Asakawa, a fisheries trade specialist with 
National Marine Fisheries Service in Tokyo, 
who was unable to attend.

Knapp said the group should consider 
changes in the Japanese economy jn d  buy­
er attitudes in Japan as well.

“ The Japanese economy continues to be 
s low ," he said. "A lthough the Japanese gov­

ernment seems re ljc tan t to admit it. many 
economists report that Japan is in a reces­
sion which w ill continue unless the govern ­
ment lakes more drastic action."

Unemploym ent is up and retail sales 
have shown consecutive negative growth 
since April 1997, he said.

Japanese bu ye r a ttitudes a ls o  have 
changes, he said.

“ They have no immediate need to hold 
inventory They can purchase any species 
in any quantity at any lime. They are sensi­
tive to prices and can easily switch from  one 
species to another, depending on prices they 
wish to pay fo r quality.

“ For instance, a Japanese fast food chain 
that used to serve Bristo l Bay sockeye has 
now changes to Chilean coho to take ad­
vantage o f lower prices."
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E n c o u r a g e  i n n o v a t i o n
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Alaska Seafood M arketing Institute says its salmon promotion is 
paving off in more sales in the Lower 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 :o 1994..

NMFS also savs more fish soid in grocery stores from summer of• W A
1995 to this past sum m er.

That's good news and points to the vaiue of thoughtful promotion 
of .Alaska products.

The newest marketing effort is paid for with a 1 percent tax of nsh 
soid to processors.

We hope ASMI's success discourages lawm akers from cutting the 
n s titu te  s budget. Funding should be continued, perhaps expanded, 
to encourage .ASMI to extend its m arketing of other Alaska seafoods. 
.Alaska s aigh-quaiitvpoilock. specialty seafoods and shellfish would 
-ansry domestic consumers who want healthful eating.

Efforts to make products from fish, such as saimon ham and 
surimi and fish sacks from  pollock, should be encouraged and new 
products tested.

.A SM I'5prom otionhasbeeninnovadve, including sending Alaska 
fisherm en to M idwest m arkets. That look at Alaskans has increased 
saimon consumption there.

It's especially im portant to market the bum per crops of salmon 
.Alaska fisherm en are harvesting. The abundance makes prices 
drop, but ifm orefish is sold, there s still achance to make profit. The 
healthy aspects, as well as its superior taste, are natural qualities to 
market.

.Alaska needs to capitalize on its wild saim on population. Other 
countries are focusing on farm ed saimon. good enough in that 
category.,but not as tasty as the wiid .Alaska stocks.

We are encouraged by ASMI’s efforts and think its continued 
success should be supported.



A r t ic le  2. S a im o n  M a rk e t in g  Tax ,
Section
m). Salmon marketing tax 
120. Collection of tax 
>30. Definition

459 Fishery R esource L anding Tax § 43.76.130

Effective date of article. — Section 11, ch. 55. Delayed repeal of article. — Section 9. ch. 55, 
SLA 1993 makes this article effective July 1, 1993. SLA 1993 repeals this article effective June 30, 1998.

S ec. 43.76.110. S a lm o n  m a r k e t in g  ta x ,  A  person  h o ld in g  a l im ite d  e n try  p e rm it  or 
iflterim -use p e rm it  u n d e r A S  16.43 s h a ll p a y  a  sa lm o n  m a rk e t in g  ta x  a t  th e  ra te  o f  one 
percent o f the  va lu e , as de fined  in  A S  43.75.290, o f sa lm o n  th a t  th e  person  rem oves from  
the state  or tra n s fe rs  to a  b u y e r in  the  sta te . T h e  b u ye r s h a ll  co lle ct the  sa lm on  
m arketing tax  a t  the  t im e  the  sa lm o n  is  a cq u ire d  b y  th e  buyer. (§ 7 ch  55 S L A  1993)

Sec. 43.76.120. C o l le c t io n  o f  ta~L (a) A  b u y e r  w ho  a cq u ire s  sa lm o n  th a t  is  sub ject to 
a salm on m a rk e t in g  tax  im posed  b y  A S  43.76.110 s h a ll co llect th e  sa lm o n  m a rk e t in g  tax  
ac the tim e o f p u rch ase  an d  s h a ll re m it  th e  to ta l sa lm o n  m a rk e t in g  ta x  co llected  d u r in g  
each m onth  to th e  D e p a rtm e n t o f R e v e n u e  by th e  la s t  d a y  o f  th e  n e x t m onth .

(b) A  bu yer w h o  co llects  the  sa lm o n  m a rk e t in g  tax  s h a ll
(1) m a in ta in  records o f  the  v a lu e  o f  sa lm on p u rch a sed  in  th e  state;
(2) report to the  D e p a rtm e n t o f  R e v e n u e  b y  M a rc h  1 o f each  y e a r  the  to ta l va lu e , as 

defined in  A S  43.75.290, o f  th e  sa lm o n  th a t  th e  b u y e r h a s  a c q u ire d  d u r in g  th e  p reced in g  

year.
(c) T h e  ow n er o f sa lm on  rem oved  from  th e  sta te  is  l ia b le  fo r p a y m e n t o f a  sa lm on 

marketing tax  im posed  b y  A S  43.76.110 if, a t  th e  t im e  the  sa lm o n  is  rem oved from  the 
itate, the tax  p ayab le  on the  sa lm on  h a s  n o t been  co llected  b y  a  buyer. I f  th e  ow ner o f  the  
( timnn is lia b le  fo r p aym en t o f th e  sa lm o n  m a rk e t in g  ta x  u n d e r  th is  subsection , the 
owner sh a ll com p ly  w ith  the re q u ire m e n ts  u n d e r  (a) a n d  03) o f  th is  section  to re m it  the  
tax to the D e p a rtm e n t o f R even ue , to m a in ta in  records, an d  to re p o rt to th e  D e p a rtm e n t  
of Revenue.

(d) The sa lm on  m a rk e tin g  tax co llected  u n d e r  th is  section  s h a ll be deposited  in  the  
general fund. T h e  leg is lature- m a y  a p p ro p r ia te  reven u e  g e n era ted  b y  the  sa lm on  
marketing tax  to the  A la s k a  Seafood  M a rk e t in g  In s titu te  for th e  pu rpose  o f  su p p o rtin g

t  the institute’s sa lm o n  m a rk e t in g  p ro g ram  u n d e r  A S  16.51.100(7) —  (9) a n d  the  in s t itu te ’s 
domestic sa lm on  m a rk e t in g  p rogram . E x c e p t  as o th erw ise  p ro v id e d  in  an  a p p ro p ria tio n  

y  by the leg is la tu re , th e  am o u n t o f th e  a llo ca t io n  m ade  to tb.e in s t itu te ’s sa lm on  m a rk e t in g  
% program un der A S  16.51.100(7) an d  (8) sh o u ld  n o t exceed 10 p e rce n t o f th e  to ta l am o u n t

salmon m a rk e tin g  ta x  revenu e  a p p ro p r ia te d  for the  in s t itu te . (§ 7 ch  55 S L A  1993)

E
j | f  &9C. 43.76.130. D e f in i t io n .  In A S  43.76.110 —  43.76.130, “b u y e r ” m ean s a  person  
pyfho ’cquires possession  o f sa lm on  fro m  the  p erson  w ho ca u g h t th e  sa lm o n  reg a rd less  o f  

r  there is  a n  a c tu a l sa le  o f  th e  sa lm on , b u t does n o t in c lu d e  a person  engaged  
a in te rs ta te  tra n sp o rta t io n  o f  goods fo r h ire . (§ 7 ch  55 S L A  1993)

C h a p t e r  7 7 .  F i s h e r y  R e s o u r c e  L a n d i n g  T a x .
S«ctioa

iding (ax 40. Credit for approved contributions
ng renirn and payment of tax 45. Fisheries resource landing tax education credit
dit for other taxes paid 50. Separate accounting
I credit for scholarship contnbuuons 60. Revenue sharing



193 A laska S eafood M arketing LssTnxTE § 16.51.120

co llected  u n d e r A S  43.76.110 —  43.76.130; th e  co m m itte e  s h a ll cons ist o f seven  persons  
se lected  by the  board, as fo llow s:

(A) fo u r persona sh a ll be engaged  in  co m m e rc ia l sa lm o n  fish in g  an d  h o ld  sa lm on  
perm its  u n d e r A S  16.43, o f w h o m

(i) one person  s h a ll be a  m em b er o f  th e  b oa rd  o f  d ire c to rs  o f th e  in st itu te ; an d
(ii) th ree  persons s h a ll be A la s k a  re s id e n ts  fro m  d iffe re n t sa lm o n  a d m in is tra t iv e  areas  

e sta b lish e d  b y  th e  A la s k a  C o m m e rc ia l F is h e r ie s  E n tT y  C o m m iss io n ; an d
(B) th ree  persons s h a ll be engaged  in  p ro ce ss in g  o f  sa lm on , o f w hom
(i) one person  s h a ll be a  m em b e r o f  th e  b oard  o f d ire c to rs  o f  the  in stitu te ;
(ii) one person  s h a ll be a  sa lm o n  p ro cesso r w h o  is  n o t on the  board  o f d ire c to rs  o f the  

in s t itu te  a n d  w ho has an  a n n u a l p a y ro ll in  th e  s ta te  o f  m ore  th a n  52,500,000; an d
(iii) one person  s h a ll be a  sa lm o n  p ro cesso r w h o  is  no t ou the  board  o f d ire c to rs  o f  th e  

in s t itu te  a n d  w ho has an  a n n u a l p a y ro ll in  th e  s ta te  o f  $50,000 —  $2,500,000. (§ 3 ch  106 
S L A  1981; am  § 5 ch  57 S L A  1982; a m  § 6 ch  55 S L A  1J93; am  § 24 ch  21 S L A  1995)

Delayed repeal of paragraph* (7)-(9). — Under ‘domestic and" and added present paragraphs (7M9).
§ 10, ch. 55, SLA 1993, effective June 30, 1999, The 1995 amendment, effective August 8, 1995, m 
paragraphs (7W9) are repealed. paragraph (5). deleted “and the legislature’ following

Effect of amendmenta. — The 1993 amendment, ‘to the governor" and added ‘and notify the legis.a-
effective September 1,1993. inserted in paragrspn (3) ture that the report is available" at the end.

S e c . 16.51.110. P r o h ib i t e d  p r o m o t io n s .  T h e  b oard  m a y  not prom ote or m ake  a 
con tract th a t  prom otes seafood by

(1) g eograph ic  o r ig in  o th e r th a n  fro m  th e  s ta te  g e n e ra lly ;
(2) geographic region of the state; or
(3) spec ific  b ran d  nam e. (§ 3 ch  106 S L A  1981)

S e c . 16.51.120. S e a fo o d  m a r k e t in g  a s s e s s m e n t ,  (a) A  seafood m a rk e t in g  assess­
m ent s h a ll be lev ied  on th e  v a lu e  o f  sea food  p ro d u cts  p ro d u ced  in  A la s k a  as p rov ided  in  
(b), (c), (d), o r (e) o f th is  sectio n  i f  a n  e le c t io n  is  h e ld  u n d e r  A S  16.51.140 a t  w h ich  the  
assessm ent is  approved  by e lig ib le  p ro cesso rs  w h o  tog e th er p roduce  a t le a s t 51 p ercen t o f  
the va lu e  o f  seafood p ro d u cts  p ro d u ced  in  A la s k a  in  th e  ca le n d a r  year.

(b) E a c h  processor s h a ll p a y  a  sea food  m a rk e t in g  a sse ssm en t o f .1 p e rcen t o f th e  va lu e  
o f seafood p roducts  p rod u ced  in  A la s k a  b y  th e  processor.

(c) E a c h  processor sh a ll p a y  a sea food  m a rk e t in g  assessm en t o f  .2 p ercen t o f  the  va lu e  
o f seafood products p roduced  in  A la s k a  by th e  processor.

(d) E a c h  processor s h a ll p a y  a  sea food  m a rk e t in g  assessm en t o f .3 percen t o f the  va lue  
o f seafood p roducts  p roduced  in  A la s k a  by the  processor.

(e) E a c h  processor s h a ll p a y  a  sea food  m a rk e t in g  assessm en t o f .4 p ercen t o f th e  va lu e  
of seafood products p roduced  in  A la s k a  b y  th e  processor.

(f) An election under (a) of this section shall be held if the proposed election for the 
levying of an assessment under fb), (c), (d), or (e) of this section is approved by a majority 
of the whole membership of the board at a regularly scheduled meeting.

(g) N o tw ith s ta n d in g  (a) —  (e) o f  th is  sec tio n  a n d  A S  16.51.150(c), a processor is  not 
subject to, o r lia b le  for p a y m e n t of, a n  a sse ssm e n t u n d e r  th is  section  on the va lu e  o f the  
seafood p rod u cts  p roduced  in  A la s k a  i f  th e  v a lu e  o f  seafood p ro d u cts  p rodu ced  in  A la s k a  
by the  processor is  less th a n  $50,000 in  a  c a le n d a r  year. T h is  su b sectio n  does n o t exem pt 
a processor from  lia b i l i t y  for p a y m e n t o f  tax es  im p o se d  u n d e r  A S  43.75 or A S  43.77. (§ 3 
ch 106 S L A  1981; am  §§ 2 —  7 ch  81 S L A  1996)

Crou reference*. — For legislative findings, in- effective June 21, 1996, rewrote subsection (a); in
tent, and purpose relating to the 1996 amendments to subsections (bHc), deleted ‘who purchases at least
subsections (aHe) and to the enactment of subsection $50,000 or more of seafood products in Alaslta’ follow-
(g) by ch. 81. SLA 1996, see § 1, ch. 81, SLA 1996 in ing “Each processor" and substituted “value of seafood
the Temporary and Special Acta. products produced in Alaska' for “value paid", and

Effect of amendment*. — The 1996 amendment, added subsection (g).



Alaska Seafood Marketing Institute 
1% Salmon Marketing Tax Fact Sheet 

January 28. 1997

The Tax:

• Tlte Salmon Marketing Tax legislation (Chapter 76, Sec. 43.76.1 10) was enacted July I. 1993. and requires that salmon permit 
holders pay a salmon tr.arkeung tax at the rate o f 1% of the value o f 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 Bill Hudson has introduced House Bill 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 o f Directors changed from five tc twelve. ASMI’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 salmon marketing program funded through the tax.

• The Salmon Market Bulletin was established by ASMI and contracted to the University o f Alaska to collect organize, distribute 
and make available to th* public information on salmon 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 ASMI to:

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

• Contract with three marketing representauves to cover the midwest, central south and southwest, south and southeast regions of
the United States, who:

• Establish rclauonships between ASMI/Alaska salmon and the major retail chains
• "Sell in’’ ASMI's customized salmon promotions and set up in-storc demonstrations
• Keep Alaska seafood in front o f seafood buvers
• Provide ASMI's educational literature (recipes, quality guidelines, fact sheets on different species, etc.i

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

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

• Hire ASMI's first Foodservice Program Director in March 1995 to work exclusively with the nauon's restaurants, hotels, ana 
non-cominercial buyers (company cafeterias, university cafeterias, care centers).

• Through ASMI foodservice promotions. 5 million pounds o f Alaska seafood were sold in restaurants and hotels around the 
country in FY96. Salmon is always the "lead item" in the promouons.

• Train the chefs and product development executives from 24 restaurant chains. 4 major foodservice distributors and the editors 
from 6 food magazines at ASMI seafood training seminars. Through them. ASMI lias been able to influence the seatood 
purchasing in 11.242 restaurants with sales o f over S 16 billion.

• Send 156 fishers from all gear types and regions into grocery stores tn ctues in the midwest south, southeast and northeast to da
in-store dcmonstrauons o f wild Alaska salmon. Over 3 million pounds o f seafood were sold in one season, and stores routmch
sold out of product whenever the fishers were used.

For more information, please call ASMI at 907-465-5560 or 1-800-278-2903.
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February 1. 1996
Representative Bill Hudson 
State Capitol - Room 106 
Juneau. AK 99601-1162
Re 1% Salmon Tax
Dear Rep Hudson

My family and I are commercial tishermen in Bristol Bay We own three limited entry permits 
tor salmon and run a family fishing business We are writing you in support of legislation to 
continue the 1% marketing tax on salmon

My wife and I, have worked with marketing salmon in the Lower 46 and have witnessed the 
increase of sales of salmon in grocery stores because of the etforts of ASM I We believe that 
tishermen working with ASM I can make a difference in the amount of wild salmon sold in the 
Lower 46 grocery chains ASM I once strongly supported a Fisherman in the Stores Program, 
whereby, Alaskan fishermen could help promote their products directly to the public Mary 
Gore. Sen Miller s aide was m charge of this program We believe it was very successful 
and also developed a strong support among tishermen for the 1% tax
A change in leadership of ASMI brought with it a change of philosophy concerning the 
Fisherman in the Stores Program From a high of 116 tishermen going outside lo promote 
their products the program was cut to almost zero M y family's effort to bring about a change 
of direction went unheeded by the director I understand the frustration of Senator Donley 
and we certainly supported the efforts by some legislators to get a change in the leadership 
of ASM I

We now have a very competent ana nersonable new director in Barbara Belknap1 We are 
confident that she wiil be able to work with the ASMI Board to bring about necessary changes 
m marketing strategies But she needs your and our support to do this as well as the help of 
the l%  tax to provide her with a program budget
With the erosion of the Japanese yen and the increase oi tarmed salmon ettecting our 
markets, it is now more important than ever lor fishermen to support the 1% tax to help 
promote salmon in the U S
We hope that you will be supportive in our etlorts with ASMI 
Thank you

Bill and Diane Kuhlmann 
P 0  Box 770691 
Eagle River Alaska 99577 
Tel 907-694-2426 
FAX 907-694-2465



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 
ATTN: Sponsor Representative Bill Hudson

Re: House Bill 7 3 - 1 %  renewal to 2003 

D ear Rep. Hudson:

As a fisherm an in Bnstol Bay for the last 30 years and with all of our immediate 
and extended family involved in both the salmon fishery and herring fishery, I (we) have 
real concern regarding our future.

I .ike any n il.rr industry we must m arket aggressively if we are to protect (he Alaska 
industry from  encroachment by every other protein source, especially farmed salmon.

M arketing is mostly a  long term effort and results come only as we are consistent 
and aggressive, industry wide, in presenting our products.

Over the last three years ASMI has become an exceptional organization in the 
m arketing arena. ASMI has a marketing plan and works the plan very aggressively.

On behalf of the many members of my family who are fishers in Bristol 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 industry to do what the Legislature m ust 
eventually expect of every other industry in the state. Assess ourselves 1 % to market and 
promote the well being of the Alaska Seafood Industry.

Thank you for your consideration of my voice vote.

Sincerely,

David W ilder

3 3 ? 3 0 • t C itfl • Poil ll>«oiih 4loHo 9 ? 6 5 3 • P hone/ F-er 1101) /SI-7228
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Dear Representative Hudson.

On behalf of the Alaska Seafood Marketing Institute. I extend to you our best wishes for a 
productive 20th session We hope you enjoy the Alaska seafood samples enclosed, and 
that you take a few minutes to read the information provided to you about ASMI and the 
■Alaska seafood industry

The successdrl marketing of Alaska seafood in the United States is crucial to the economy 
of this state. The harvesting and processing of seafood is the number one private employer 
in Alaska, and contributes approximately SI 3 billion to the Alaska economy each year.
Not only do the state s small coastal communities benefit from seafood harvesting and 
processing, but it is also a SI00 million industry in Anchorage. In addition toAarvesting, 
processing, transportation and agency support. .Anchorage is home to more fSlirrs than 
any other area in the state.

The seafood industry (harvester and shore-based processor assessments) supports ASMI’s 
marketing in the United States. Last year, the harvesters contributed S4 S million and the 
processors contributed S3 2 million ASMI’s overseas marketing is funded by a federal 
grant of S3 9 million from the federal government This grant was leveraged by a General 
Fund cash match from the sta.e. A fact sheet on our export program is enclosed for your 
information, and we've also included a copy ot'X/arketLnie, which is our version of ASMI 
101 We hope you'll find both helpful in understanding our relationship with the state

As the newly appointed chairman. 1 look forward to meeting you. Again, best wishes for a 
productive session Please call me or Art Scheunemann. ASMI’s Executive Director, if 
you have any questions about our marketing programs or ASMI itself

Alaska Seafooi MarKetmg Institute
CC. ASMI Board 1H 1 West 0lh Street, floorr. 100

Art Scheunemann. Executive Director '^Juneau. Alaska 99801-1895
1 Tel: (907) 465-5560 
1 In Alaska: 1-600-478-2903 

Fax: (907) 465-5572



3300 Arctic Boulevard, Suite 203 
Anchorage, Alaska 99503 

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

Email: swamc@alaska.net

O c to b e r 2 , 1 9 9 6

R ep re sen ta tive A la n A u s te rm a n 
A la ska S ta te Leg is la tu re 
S ta te C ap ito l (M S 3 1 0 0 )
Juneau , A K  9 9 8 0 1 -1 1 8 2

Dear R ep re sen ta tive A u s te rm a n :

The S o u th w e s t A la s ka M un ic ip a l C on fe re n ce (SW AM C ) is a re g io n a l m em be rs h ip 
o rgan iza tio n re p re se n tin g ove r 1 3 0 m em be r c om m u n it ie s and bus ine sses in S o u th w e s t 
A la ska . W e are co n ce rn e d a b o u t m an y issue s , in c lu d in g e c o n om ic d e v e lo pm e n t, fis h e r ie s 
m anagem en t, to u r ism , tra n s p o r ta t io n , sm a ll b u s in e ss d e v e lo pm e n t, e d u c a t io n , and 
p ro v is io n o f adequa te se rv ic e s to  th e c om m u n it ie s in ou r re g io n .

Our m iss io n is to  advan ce the co lle c t iv e  in te re s ts o f S o u th w e s t A la s ka p e o p le , bus ine sses , 
and com m un it ie s and he lp p rom o te e co n om ic o p p o r tu n it ie s  to  im p ro ve th e  q u a lity  o f life 
and in flu e n ce lo n g - te rm , re spons ib le d e v e lo pm e n t. D u rin g ou r 1 9 9 6  Fall M e e tin g in 
D illin gham  th e enc lo sed re so lu tio n s co n ce rn in g ke y s ta te w id e  and reg iona l issue s w e re 
passed .

Here is the lis t o f re s o lu tio n s and th e ir s u b je c t m a tte r , w ith  com p le te  co p ie s enc lo sed :

RESOLUTION 9 6 -1 5  A re so lu tio n rega rd ing th e use o f lands on A da k .

RESOLUTION 9 6 -1 6  A re so lu tio n su p p o rtin g ch a n g e s to  th e P ow e r C os t Equa liza tio n
Program .

RESOLUTION 9 6 -1 7  A  re so lu tio n u rg ing th e a d o p t io n  o f th e "S a fe  C om m u n it ie s " P rog ram
and u rg in g su p p o r t o f re venue sha rin g p ro g ram s fo r m u n ic ip a lit ie s .

RESOLUTION 9 6 -1 8  A  re so lu tio n in su p p o r t o f fu l. fu n d in g fo r th e  U n iv e rs ity  o f A la s ka fo r
F isca l Yea r 1 9 9 8 .

RESOLUTION 9 6 -1 9  A re so lu tio n u rg ing fu ll s u p p o r t o f th e A la s k a  M a rin e H ig hw a y
o pe ra tio n and c o n tin u e s p rog re ss to w a rd  th e  c o n s tru c t io n  o f th e 
ocean c la ss vesse l.

g : f « l l c o n l . 9 0 \ rM o lu t . f t r

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

mailto:swamc@alaska.net


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

In light of competition from the fanned salmon industry. Alaska's Salmon industry has. at least on 
the short term, lost much ground. We can accept this and do nothing about rt. or, we can get sman 
and attempt to design marketing programs to help us compete in tit is rapidly evolving marketplace 
This second option takes a bn of money as well as a uruSod and organized effort, like ASMI, to 
take the lead role.

The ASMI annual budget is over SI0,000.000 Processors make the largest conmbition 
(approximately 3.7M) to this budget with their 03% assessment on the value of all 'ishery 
resources purchased. Fishermen contribute slightly less, approximately 3 4M. with their 1% 
assessment on salmoa The Federal government matches 6 to 1 the 5550.000 appropriated by the 
State Legislature

Wo naed ASMI now more than we did 10 years ago when th«*re were very few farmed nsh on the 
market and Alaska's salmon was "long" This is not the case today We are now entering the ‘‘era 
of ASMI" We have invested m ASMI for over fifteen years, and ASMI, through rt successes and 
failures, has learned a lot about marketing salmon While global salmon supptv has doubled so has 
salmon consumption and much of this growth in consumption can be directly attributed to ASMI's 
marketing efforts It is important now that the State show unity with the rrdustrv and continue its 
support of the ASM! program

I need nrt emphasize the importance of this industry on the 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 alter the wild salmon industries ‘ ability to compete Thank you 
for your tune

Taicu Smokeries 1

550 S o u th  F ran k lin  S tre e t
J u n e a u , AK 99601

(907) 463-4817



F irs t Street P.O. Box 9 9  ,
Cordova, A laska 9 9 5 7 4  u ,

(9 0 7 )  4 2 4 - 7 2 6 0  T

C o r d o v a  C h a m b e r  o f  C o m m e rc e  ./

MAR 2 3 1998

March 18, 1998

The Honorable Bill Hudson 
Alaska State Legislature 
State Capitol Room 108 
Juneau, AK 9980' °2

Dear Representati. Iudson:

The Cordova Chamber of Commerce is expressing its support for the funding of ASMI and 
extention of the 1% salmon hervester asseessment through the attached resolution.

Thank you for your consideration on these issues.

Seawan Gehlbach 
Executive Director

cc: Senator Lincoln
Repicsentative Kubina
Cordova District Fishermen United
ASMI

Sincerely.



CORDOVA CHAMBER OF COM M ERCE  
RESOLUTION  98-03

A RESOLUTION  URGING THE STATE OF ALASKA  TO  SUPPORT 
SEAFOOD M ARKETING EFFORTS

W HEREAS commercial fishing is a major industry within our region; and
W HEREAS, fisheries prices, specially salmon prices, are depressed causing economic 
damage to many Alaska residents and communities in traditional markets; and
W HEREAS, the State of Alaska has established vital marketing efforts that are working to 
reach new worldwide markets and to increase consumption in traditional markets; and
W H EREA S , the world supply of salmon is expanding, resulting in fierce competition for 
Alaska’s wild salmon products,
NOW THEREFORE BE IT RESOLVED that the Cordova Chamber of Commerce of 
Cordova. Alaska urges the Governor of Alaska and the Alaska state Legislature to support 
seafood marketing efforts by:

-fully funding the Alaska Seafood Marketing Institute (ASMI);
-supporting the passage of legislation extending the 1% salmon harvester 

assessment for a salmon marketing programs at the Alaska Seafood Marketing Institute,
Passed and approved by the Cordova Chamber of Commerce this the day of

rr. 1998.
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KETCHIKAN P.01
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CITY OF KETCH! IF"*
RESOLUTION NO. 98-1903

A RESOLUTION URGING THE STATE OF ALASKA 
TO SUPPORT SEAFOOD MARKETING EFFORTS

WHEREAS, commercial fishing is a major industry within our region; and,

WHEREAS, fisheries prices, especially salmon prices are depressed causing 
economic damage to many Alaska residents and communities dependent on the industry; 
and,

WHEREAS, the State o f Alaska has established vital marketing efforts that are 
working to reach new worldwide markets and to increase consumption in traditional 
markets; and,

WHEREAS, the world supply o f  salmon is expanding, resulting in fierce 
competition for Alaska’ s wild salmon products,

NOW, THEREFORE, BE IT RESOLVED B Y  THE COUNCIL OF THE CITY OF 
KETCHIKAN, ALASKA, as follows:

Sccrion 1; The Council o f  the City o f Ketchikan urges the Governor o f  Alaska and the 
Alaska State Legislature support seafood marketing efforts by:

fu lly funding the Alaska Seafood Marketing Institute (ASM I); and,

supporting the passage o f  legislation extending the 1% salmon harvester 
assessment for salmon marketing programs at the Alaska Seafood 
Marketing Institute.

Section 2: This resolution shall be effective upon passage and approval.

PASSED AND APPROVED this 19th day o f March, 1998.

Bob Weinstein, Mayor

C ity  C le rk
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KODIAK 
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OF COMMERCE
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(

P.O. Box 1485, Kodiak, Alaska 99615 (907) 486-5557 FAX: (907) 486-7605

Representative Bill Hudson 
Alaska State Legislature 
Room 108 
Mail Stop 3100 
State Capitol
Juneau, Alaska 99801-1182 

Dear Representative Hudson.

Enclosed please find a resolution in support of continued funding for the Alaska Seafood 
Marketing Institute (ASMI). This resolution was adopted unanimously by the Board of 
Directors of the Kodiak Chamber of Commerce. This action was taken at its regularly 
scheduled meeting of February 23. 1998.

This resolution is in support of the Alaska Seafood Marketing Institute. Resolution 98- 
02-01 urges full funding for that organization. Additionally, it supports the passage of 
your legislation extending the one percent salmon harvester assessment for salmon 
marketing programs conducted by the Alaska Seafood Marketing Institute (ASMI). We 
believe that passage of House Bill 73 will accomplish these two goals.

The Board of Directors feel strongly about the need to maintain the economic viability of 
the ASMI. The Institute has many notable accomplishments to its credit over the past 
fifteen years. It is imperative that we find a mechanism by which to continue funding this 
organization. The ever faster changing conditions in the fishing industry mandate the 
need for a marketing organization such as ASMI.

Your assistance and sup port to assure the continued success of the Alaska Seafood 
Marketing Institute is sincerely appreciated.

Yours in economic prosperity.

Alan L. Schmitt 
President

pc: Senator Jerry Mackie 
Rep. Alan Austerman
Barbara Belknap, Executive Director ASMI 
John Sevier, Chairman of the Board, ASMI

D e d ic a t e d  t o  K a d ia k ’s  F u tu r e



KODIAK CHAMBER OF COMMERCE 
RESOLUTION 98-02-01

A resolution urging the State of Alaska to support seafood marketing efforts

WHEREAS, commercial fishing is a major industry within our region; and.

WHEREAS, fisheries prices, especially salmon prices, are depressed causing economic damage 
to many Alaska residents and communities dependent on the industry; and,

WHEREAS, the State of Alaska has established vital marketing efforts that are working to 
reach new worldwide markets and to increase consumption in traditional markets; 
and.

WHEREAS, the world supply of salmon is expanding, resulting in fierce competition for 
Alaska's wild salmon products.

NOW THEREFORE BE IT RESOLVED that the Board of Directors of the Kodiak Chamber
of Commerce urges the Governor of Alaska and the Alaska State Legislature to support seafood
marketing efforts by:

• fully funding the Alaska Seafood Marketing Institute (ASMI);
• supporting the passage of legislation extending the 1% salmon harvester assessment for 

salmon marketing programs at the Alaska Seafood Marketing Institute.

PASSED AND APPROVED BY THE BOARD OF DIRECTORS OF THE KODIAK
CHAMBER OF COMMERCE ON THIS___ 22rd___DAY OF FEBRUARY 1998.

Signed this day of February 1998.
Attest:

Alan L. Schmitt. President 
Kodiak Chamber of Commerce Kodiak Chamber o f  Commerce
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CORDOVA CHAMBER OF COMMERCE 
RESOLUTION 98-03

A RESOLUTION URGING THE STATE OF ALASKA TO SUPPORT 
SEAFOOD MARKETING EFFORTS

WHEREAS, commercial fishing is a major industry within our region; and

WHEREAS, fisheries prices, specially salmon prices, are depressed causing economic 
damage to many Alaska residents and communities in traditional markets; and

WHEREAS, the State of Alaska has established vital marketing efforts that are working to 
reach new worldwide markets and to increase consumption in traditional markets; and

WHEREAS, the world supply of salmon is expanding, resulting in fierce competition for 
Alaska’s wild salmon products,

NOW THEREFORE BE IT RESOLVED that the Cordova Chamber of Commerce of 
Cordova, Alaska urges the Governor of Alaska and the Alaska state Legislature to support 
seafood marketing efforts by:

-fully funding the Alaska Seafood Marketing Institute (ASMI);
-supporting the passage of legislation extending die 1% salmon harvester 

assessment for a salmon marketing programs at the Alaska Seafood Marketing Institute.

Passed and approved by the Cordova Chamber of Commerce this the ..11. day of 
JCmdfc?, 1998.

TOTAL P .02



R E S O L U T IO N

A  R E S O L U T IO N  U R G I N G  TH E  STATE O r  A L A S K A  T O  S U P P O R T  S E A F O O D
M A R K E T I N G  E FFO R T S

W H E R E A S , c o m m e r c ia l  f is h in g  Is a  m a jo r  in d u s try  w ith in  o u r  r e g io n :  a n d .

W H E R E A S , f is h e r ie s  p r ic e s ,  e s p e c ia l l y  s a lm o n  p r ic e s ,  a r e  d e p r e s s e d
c a u s in g  e c o n o m i c  d a m a g e  t o  m a n y  A la s k a  r e s id e n ts  a n d  
c o m m u n it ie s  d e p e n d e n t  o n  t h e  in d u s try ;  a n d .

W H E R E A S , t h e  S t a t e  o f  A la s k a  h a s  e s t a b l is h e d  v ita l m a r k e t in g  e f fo r t s  t h a t  
a r e  w o r k in g  t o  r e a c h  n e w  w o r ld w id e  m a r k e t s  a n d  t o  in c r e a s e  
c o n s u m p t io n  in  v ra d it io n a )  m a r k e ts ;  a n d .

W H E R E A S , t h e  w o r ld  s u p p ly  o f  s a lm o n  is e x p a n d in g ,  r e s u lt in g  In t i e r c e  
c o m p e t i t io n  f o r  A la s k a ’s w i ld  s a lm o n  p r o d u c t s .

N O W .  T H E R E F O R E  B E  IT R E S O L V E D  t h a t r / l  O fw M fr  u rg e s
t h e  G o v e r n o r  o f  A la s k a  a n d  t h e  A la s k a  S t a t e  L e g i s l a t e  t o  s u p p o r t  
s e a f o o d  m a r k e t in g  e f fo r ts  b y :

• fu lly  f u n d in g  t h e  A la s k a  S e a f o o d  M a r k e t in g  In s t itu te  ( A S M lj :

• s u p p o r t in g  t h e  p a s s a g e  o f  le g is la t io n  e x t e n d in g  t h e  \%  s a lm o n  
h a r v e s t e r  a s s e s s m e n t  fo r  s a lm o n  m a r k e t in g  p r o g r a m s  a t  t h e  A la s k a  
S e a f o o d  M a r k e t in g  Institu te .

P A S S E D  A N D  A P P R O V E D  B Y  TH E  THIS
D A Y  O F  rtA N tfA ftY ' 1998. 0
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Anchorage 'Star of the North 
Cham ber of Commerce

Anchorage C ham ber o f Commerce R eso lu tion  97/98-12 
In  Support o f M arketing  A laska's Sa lm on

WHEREAS, commercial fishing is a major industry within Alaska and fisheries prices, 
especially salmon, are depressed causing economic damage to many Alaska residents and 
communities dependent on the industry; and

WHEREAS, the State of Alaska has established marketing efforts that are working to 
reach new worldwide markets and to increase consumption in traditional markets; and

WHEREAS, the world supply of salmon is expanding, resulting in fierce competition 
against Alaska's wild salmon products; and

WHEREAS, Alaska's commercial fishing industry previously approved a self-imposed 
assessment to financially support marketing of Alaska's salmon in the United States and 
throughout the world; and

WHEREAS, the salmon marketing assessment is set to sunset under state law and 
House Bill 73 will extend the assessment for tive years;

NOW THEREFORE BE IT RESOLVED that the Anchorage Chamber of Commerce 
Board Directors supports House Bill 73 or another bill that will extend the life of the 
assessment and that the funds collected from the assessment be spent to market Alaska's 
salmon.

Approved this 6th dav of March 1998.

441 West 5th Avenue. Suite 300. Anchorage, Alaska 99501-2309 (907) 272-2401 FAX (907) 272-4117
email: info@,unch»ragcchninhcr.org www.anclioragechamber.org

Founded 1915

http://www.anclioragechamber.org


ALASKA 
MUNICIPAL 
■ LEAGUE 217 Second Street. Suite 200 ■ Juneau, Alaska 99801 ■ Tel (907)586-1325, Fax (907)463-5480

January 21, 1997

The Honorable Bill Hudson JAN 2 7 1997
Alaska House of Representatives
Room 108 State Capitol
Juneau, Alaska 998011182
Dear Representative Hudson:
Attached are the following resolutions passed for submission to the Alaska State
Legislature by the Alaska 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 Alaska Regional Development 

Organization (ARDOR) 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 Alaska for 

Fiscal Year 1998.
• Resolution 97-07, Supporting Adequate Funding for Each Extended 

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

Statutory Change Allowing the Department of Revenue to Collect Alcohol 
Use Taxes on Behalf of “Damp” Communities.

• Resolution 97-09, Supporting the Alaska State Waters Cod Fishing 
Program.___________________________________________ ___________ ____ —

• Resolution 97-10, Urging the State of Alaska 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 Alaska to Support the Earliest Possible Development of an Economically 
Viable Alaskan North Slope Gas Export Project.

• Resolution 97-14, Requesting the Governor, Legislature, and the Alaska 
State Department of Natural Resources to Continue Adjudication of Water 
Rights, 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.

Member of the National League of Cities and the National Association of Counties



• 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 Class 
Vessel.

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

I hope we can count on your support on these issues; I assure you that members 
of the Alaska 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 Alaska 
Municipal League at 586-1325.

Thank you.

Janua ry 22,1997
Page  two

Sincerely,

Rosemary Hagevig 
President

Enclosure as stated

P : c t . r e s . s t a t e l e g i s l



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 Com m ittee on Fisheries 
Attn; Chairm an Rep. Alan Austerman

Re; House Bill 73 - 1% renewal to 2003 

D ear Rep. Austerman;

As a fisherman in Bristol Bay to r tbe last 30 years and with all of our immediate 
and extended fam ily involved in both the salmon fishery and herring firhen  , 1 (w«) b.nva 
real concern regarding our future.

Like any other industry we must market aggressi velv if  we are to protect the Alaska 
industry from encroachm ent by every other protein source, especially farmed salmon.

M arketing is mostly a long term effort and results come only as we are consistent 
and aggressive industry wide, in presenting nnr products

Over the last three years ASMI has become an exceptional organization in the 
m arketing arena. ASMI has a marketing plan and works the plan very aggressively.

On behalf o f the m any members of my fam ily who are fishers in Bristol Bay and on 
behalf o f m any fishers in the 'I_akc Country" who may never contact you, I urge \ on to 
support H.B. #73. Please allow us as an industry to do w hat the Legislature m ust 
eventually expect of every other industry in the state. Assess ourselves \% to market and 
promote the well being of the Alaska Seafood Industry.

Thank vou for your consideration o f mv voice vote.* • •

Sincerely,

David W ilder

3 3 23 0*v tu*k I’m  l l rw iuK » ! jA .  3 • r i , (907) 73 1 -22 28p a ^



Re: 1% Sa lm on  Tax 
D ear Rep. Hudson,
I am  a commercial fisherm en in  B ris to l Bay. I am  writing you  in s u p p o r t  o f 
leg islation to continue the 1% m arketing tax  on sa lm on.
I have worked with m arketing sa lm on in the Lower 4 8  and have witnessed the 
increase o f sa les o f sa lm on in grocery stores because o f the efforts o f ASMI.
ASMI nc / has a very competent and personab le new d irector in B a rb a ra  Be lknap! I 
am  confident tha t she w ill be ab le to w ork with the ASMI Board  and bring about 
some necessary changes in m arketing strategies. Bu t. she needs you r and ou r 
support to do this, as well as the help o f the 1% tax to provide he r with a  p rogram  
budget.
W ith the erosion  o f the .Japanese yen and the increase o f farmed sa lm on effecting 
ou r m arkets, it is now more im portan t than  ever fo r fisherm en to suppor. the 1% tare 
to help promote sa lm on in the domestic m arket.
I hope tha t you  will be supportive o f ASMI and the 1% tax.
Thank you.

Tonr Huffer 
18207 Sanctuary  Drive 
Eagle i<iver, A laska 9 9 5 7 7  
Tel: 9 0 7 -6 9 4 -2 3 2 6

cc: Sen. Rick Halford 
Sen. Randy Phillips 
Rep. Fred Dyson 
Rep. VicKohring 
Rep. Pete Kott.

F e b ru a ry  17, 1998 r-r-D 0 crE B  2 5 1998

Representative B ill H udson 
State Capito l - Room  108 
Juneau , AK. 99801  1182
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Sponsor: Administrator 

CITY AND B OROUGH OF SI TKA 

RESOLUTION NO. 98-698

A RESOLUTION OF THE ASSEMBLY OF THE CITY AND BOROUGH 
OF SITKA, ALASKA URGING THE STATE OF ALASKA TO SUPPORT SEAFOOD

MARKETING EFFORTS

WHEREAS, commercial fishing is a major industry within our region; and

WHEREAS, Fisheries prices - especially salmon prices • are depressed, causing 
economic damage to many Alaska residents and communities 
dependent on the industry; and

WHEREAS, the State of Alaska has established vital marketing efforts that are
working to reach new worldwide markets and to increase consumption 
in traditional markets; and

WHEREAS, the world supply of salmon is expanding, resulting in fierce competition 
for Alaska's wild salmon products:

NOW, THEREFORE, BE IT RESOLVED by the Assembly of the City and Borough of 
Sitka. Alaska that the City & Borough of Sitka urges the Governor of Alaska and the Alaska 
State Legislature to support seafood marketing efforts by fully funding the Alaska Seafood 
Marketing Institute (ASMI);

PASSED AND APPROVED by the Assembly of the City and Borough of Sitka, Alaska 
on this 24m day of February, 1998.

ATTEST:
Stan J. Filler, Mayor

r ,

Ithy Hope Erickson 
Municipal Clerk
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February 18,1997

Representative Bill Hudson 
c/o House Resources Committee 
State Capital. Juneau, Alaska 9980)

Dear Representative Hudson,

1 would like this letter to show my support to the efforts you and Rop. Orusscndorf have made In the 
introduction of House Bill No. 73. You havo a very solid base of sometimes "quiet" support from tho 
commercial fishermen in the Southeast Alaska region. Ploaso, keep up tho good work!

I am a Ufe-long resident of Alaska and a full-time commercial fisherman. My family has been in the 
seafood industry in Alaska for over 65 years and wc hope to continue well into tho future in this dynamic 
industry. Many fishermen sometime* wonder as to tho best uso of tho assessments or whether there should 
bo en-essetament at all? My experience and judgment clearly indicate that marketing is the key to getting 
a stable demand for our resource.

I shutter to think of the consequences that would suffocate our already stressed industry if the assessments 
ire not continued into tho futuro and our sole marketing ability is severed. Without trying to dramatize 
the future without a marketing assessment, 1 surely feel the salmon industry mry collapse from within.
Our industry collectively has some substantial obstacles to hurdle, but without the marketing presence of 
an organization such as ASMI, (in the words ofmy8yr. old) we are doomed!

1 feel the successes that ASMI has msde on behalf of our industry are beyond dispute. It probably is the 
ono entity capable of keeping our processing and harvesting working together toward a market-driven 
industry which is tho only premise that our industry can survive under.

Any way, the vast majority of commercial fishermen in tins com vmlty definitely realize tho importance 
of marketing and tho future positive impact it will havo on our liv ..moods and the value of our industry to 
the entire slate of Alaska.

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

John R. Swanson F/V l.ogan T (Salmon Seine, Halibut, Sablofisb, Roc Herring)
PO Box 1546 F/V Ruthie (Bristol Bay Salmon)
Petersburg, Alaska 99833 
Ph. & fox #(907) 772-3501

cc: Co-sponsor Representative Ben Grussendorf fax #907-465-2278 
Senator Robin Taylor, fax #907-465-3922 
Barbara Belknap, fax #907-465-5572
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Again I would l ik e  to ask what you can do to emphasize the need fo r  
matching funds from the State to  increase the ASMI Budget. What 
ASMI has accomplished w ith such a small budget is  a m ira c le , but 
m iracles don 't la s t  fo rever. The State o f A laska r e a lly  needs to 
focus i t s  a tten tion  on what can be done fo r  the su rv iv a l o f our 
f is h e r ie s .

Thank you fo r  your dedicated hard work that you are doing in  Juneau 
and your support fo r  HouBe B i l l  No. 73.

S i n c e r e l y ,

Cece lia  A. Angasan 
ASMI Board Member
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Representative Hudson 
State Legislature Office 
Juneau, Alaska 
Fax: 465-2273

Dear Representative Hudson,

Thank you for sponsoring House Bill 73, the ASMI 1% renewal to 2003. The 
renewal this year will save money, time and energy. The salmon industry needs the 
efforts 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. The raw fish tax to the state and 
communities is dependent on the value of salmon when it leaves the fishing vessels, 
the state should do all it can to keep that value up. I know for Cordova raw fish tax is 
essential for the city to survive. The fish tax revenues have gone down and our sales 
tax and property tax have increased, and budgets have been cut. It is easy to see how 
the value of salmon can directly relate to the education our children receive. ASMI’s 
efforts have a definite impact on ex-vessel value. I would rather pay more assessment 
than to loose the edge ASMI gives. To not be assessed would be much more costly, to 
the harvesters, to the communities and to the state.

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!

I would like to ask that you also support the $518,000 that is in the Governor’s 
budget so that ASMI can receive the federal grant money from USDA to maintain their 
overseas marketing program.

The investment the state makes generates 13 times that dollar value for the 
marketing budget from federal and foreign contributions. That is a 1,306% return.
This does not include the contributions made by the communities and their citizens. 
When a French group came to Cordova the community had a potluck BBQ to welcome 
them. The owner of a cate donated the space. The fishermen pulled game (cherished 
by the French) out of their freezers and the processors donated fish. A family invited 
them into their home for a reception (they loved the idea of seeing how we live). The 
processors gave them tours of their facilities. The harvesters invited them on their 
boats. One year when a group was there during a fishing opener the fishermen 
welcomed them on their boats out fishing. The value of the fishery resource to the 
state and the citizens and the impact of the fisheries with such a snowball effect on 
coastal communities, I hope the overwhelming value of this program is recognized.

Thank you aga in for you r support.

Kathy Halgren 
Box 784
Cordova, Alaska 99574-0784
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Le roy  L. C abana 
0 1 0 0  Andover C ir. 
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R ep resena tive  B i l l H u d son  
F e b ru a ry  13 , 1 9 9 7

M r H ud son , I re c en tly  received a  m em o ra n d u m  on  H B  73  extending 
the 1%  m a rk e t in g  a sse ssm en t to J u n e  3 0 , 2 0 0 3 . I w ou ld  like  to 
th a n k  y o u  fo r  y o u r  tim e a n d  in te re s t in  sp on so rin g  H 3  73 . The 
sa lm on  in d u s try , indeed  a l l c om m erc ia l fish e rie s  in  A la ska  a re  m ore  
dependen t n ow  on  ASM I’s  m a rk e t in g  e ffo rt th a n  ever before. As a  
sa im on  fish e rm an  w ith 1 8  y e a rs  experience a s  a n  ow n e r/o p e ra to r o f  a  
se ine r, I h ave  w itnessed  a  com p le te  re v e rs a l o f  s a lm on  ha rvest and  
m a rk e t in g  op p o rtu n it ie s . In  the 7 0 ’s , we h ad  few  fish  and  m ore  
m a rk e ts  th a n  we cou ld  fill. W ith  fa rm ed  sa lm o n  p roduction  
in c reas in g  eve ry  y e a r and  the re c o rd  h a rv e s t o f  A la ska  sa lm on  in 
recen t y e a rs , ex is ting  m a rk e ts  c a n n o t ab so rb  ava ilab le  p roduction . It  
is u n lik e ly  we a s  a  s a lm on  in d u s try  w ill rem a in  econom ica lly  v iab le  in 
the lo n g  te rm  i f  fa rm ed  sa lm on  c on tin u e s  to aggressive ly m a rk e t an d  
in c rease  p ro d u c t io n  an d  o u r  re ac tion  Is to d iscon tin u e  ASM I’s 
fu nd in g . I k n ow  p rices a re  a t re c o rd  low s a n d  a  m o re  reasonab le  
reac tion  w ou ld  b e  in c reas in g  o u r  m a rk e t in g  a ssessm en t, no t 
e lim in a ting  o u r  m a rk e tin g  p ro g ram . 1 s tro n g ly  su p p o rt the 
m a rk e t in g  a s se ssm en t an d  app rec ia te  y o u r  tim e a n d  e ffo rt on  HB 73 .

S ince re ly ,

L e ro y  C ab a n a



Rose Heyano 
PO Box 1409 

Dillingham, Ah. 99576 
907-542-1053  

fax If 907-842-1355

February 9.1997

Representative Bill Hudson 
Alaska State Legislature 
State Capirol
Juneau, Ak. 99801-1182 via fax @465-2273

Dear Representative Hudson:

Thank yon for introducing HB 73 that would extend the 1% assessment for marketing 
programs initialed by the Alaska Seafood Marketing Institute. Governor Tony Knowles 
appointed me to the be ud of directors of ASMI in October 1996. The two meetings I’ve 
attended since appointed has deariy shown me the importance of marketing Alaska salmon. 
Alaska's wild saimon is facing very stiff competition with farmed salmon in domestic as 
well as worid-wxdc markets. We roust continue our efforts to keep the market share wc 
currently have and strive to increase our salmon markets both domestically apd 
internationally.

I have been a commercial drift fisherpcrson iu Bristol Bay foe the past 20 years. We arc 
experiencing declining salmon prices which is directly attributed to the influx of fanned 
salmon. The days of our wild salmon selling itself is no longer. Wc must continue to 
design marketing programs to help us compete in this rapidly evolving market place.

The Alaska Seafood Marketing Institute is the marketing agency that needs to represent 
fisheipersons in the Stare of Alaska. ASMI needs fishermen's support as well as the 
State's. The Stare of Alaska needs to support the salmon industry by continuing to 
provide the 20% match thar ASMI needs to receive the US Dope of Agriculture’s export 
grant. Without the 1% fisher assessment and the State of Alaska’s match ASh^Ts 
marketing efforts would be sharply curtailed.

In the Bristol Bay region most fisheipersons fed that the 1% assessment bdps than very 
little since it can only be used for promoting and increasing domestic markets. Bristol Bay 
contributes dose to 37% of the entire assessment and thrir product is sold primarily in 
Japan. Realizing any benefit of the 1% assessment is not forthcoming. If you can add into 
HB 73 the change in the wording that would allow the 1% assessment to be used nationally 
as well aa internationally many fishermen would support the continuation of if.

Alaska’s salmon industry ls vital to Alaska’s ccooomy. We arc the largest employer in the 
State and provide revenue from the raw fish tax that pays for all aspects of the State 
government. In order for the salmon indusny to continue to play such a vital role in Alaska 
we must alt continue to support and promote the marketing of the product.



In closing I would like to emphasize the importance of supporting the ASMI program, the 
continuation of a 1% assessment used worldwide; and to encourage the legislatures to 
provide the match that the ASMI program needs for their export marketing grant. I strongly 
support the passage of this bill with the above mentioned changes and encourage our Stale 
legislator to do the same. Thank you for your time.

ccz Representative Ivan M. Ivan 
Representative Jeannette A. James 
Representative Cad E. Moses 
Representative Richard Foster
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February 18.1997

Representative Bill Hud ton 
do House Reiources Committee 
State Capital. Juneau, Alaska 99801

Deer Representative Hudscn,

1 would like thia letter to show my inppert to the efforts you and Rep. Orusaendorf havo made in the 
introduction of Houo Bill No. 73. You have a very solid base of sometime* "quiet” support from the 
commercial fishermen m the Southeast Alaska region. Please, keep up tho good work!

! am a life-long resident of Alaska end a lull-time commercial fisherman. My fkmily h u  been in the 
seafood industry in Alaska for over 65 years and wc hope to continue well into the fature in this dynamic 
industry. Many fishermen sometimes wonder as to the best uso of tho assessments or whether there should 
bo ait assessment at all? My experience and judgment dearly indicate that markoting is the key to getting 
a stable demand for our resource.

I shutter to think of the consequences that would suffocate our already stressed industry if the aarosnnems 
are not continued into the future and our sole marketing ability is severed. Without trying to dramaisc 
the future without a marketing assessment, 1 surety fed the salmon industry may collapse from within.
Our industry collectively has some substantial obstacles to hurillo, but without the marketing pretence of 
an organization such as ASMI, (in the words of my 8yr. old) we are doomtdl

I fed the successes that ASMI has made on behalf of our industry are beyond dispute. It probably Is the 
one entity capable of keeping our processing and harvesting working together toward a market-driven 
industry which ii tho only premise thit our industry can survive under.

Any way, tho vast majority of commercial fishermen in thia community definitely realize the importinct 
of marketing and tho future positive impact it will have on our livelihoods and the value of our industry to 
the endre state of Alaska.

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

John R. Swansea F/V F.ocin T (Salmon Seine, Halibut, Sableflsh, Roe Herring)
PO Box 1546 F/V Ruthie (Bristol Bay Salmon)
Petersburg. Alaska 99833 
Ph. A flrx #(907) 772-3501

cc: Co-sponsor Representative Ben Orusaendorf fix II907-465-2271 
Senator Robin Taylor, fax *907-465-3922 
Barbara Belknap, fax *907-465-5572
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P E T E R S B U R G  C H A M B ER  O P  C O M M E R C E  ' ^ *
n E s o u m m  9 * * i

A Resolution of the Petersburg Chamber of Commerce urging the honorable 
Tony Knowles, Governor of Alaska State and the Alaska State Legislature to support 
the seafood marketing efforts of our State.

Whereas, commercial fishing is a major industry within our region; and

Whereas, the City of Petersburg’s local business and residential community is 
largely involved in the active production of seafood; and

Whereas, the economic well being of Petersburg is largely dependent upon 
the stability of prices and the increase of healthy markets for seafood; and

Whereas, the State of Alaska has established vital marketing efforts to 
increase consumption in traditional domestic markets

THEREFORE BE IT RESOLVED:
The Petersburg Chamber of Commerce requests that Alaska State 

continue its support of seafood marketing efforts by fully funding the Alaska Seafood 
Marketing Institute (ASMI)

Further, we request that the Governor urge and support the 
passage of legislation extending the 1% Salmon Harvester Assessment, for salmon 
marketing programs at the Alaska Seafood Marketing Institute

Passed andApproved by the Petersburg Chamber of Commerce EJoard of Directors, 
this — day of 1998

John Baird /  Gerald A. Plank
President, Board of Directors Director
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Februar/ 6, ‘ 998
R e p re se n ta tiv e  Bill H u d so n  
C a p ito l  Bu ild ing, R o o m  08 
Ju n e a u . AK 998C1

D e a r  R e p re s e n ta t iv e  H uason .

a m  w riting to  y o u  as  o  Ju n e a u  se a ?o o a  o rocesso r w h o  d e p e n d s  u p o n  th e  
m a rk e tin g  su p o o r i o f  th e  A la sk a  S e a fo o d  M a rke tin g  Institute. I su p p ort th e  
p a s s a g e  o f H o u se  Bill No. 73. e x te n d in g  th e  i%  sa lm on  m ark® ring assossm on ' that 
p ro v id e s  th e  m ojority o f  In® ‘u n e fn g  for d o m e s t ic  m arketin g  p ro g ram s o f the  
A la sk a  S e a fo o d  M a rk e tin g  institute.

The A lask a  s e a fo o d  m d osh y is a t a  crossroaas. E x p a n d in g  supp lies  a n d  
e o m o e t 't iv e  m ark e tin g  ac ro ss  the  g o b e  n a v e  c o u s e d  d e p re s s e d  p rice s  e n d  
e c o n o m ic  d a m a g e  to  m a n y  A laska  residents a n d  co m m u n itie s  w Ho c e p o r d  
u p o n  th e  industry.

It is net a n  e x a g g e ra t io n  to  say  that the  fa  lure to  pass this fax  will m e a n  th e  
d issolution o f th.9 A la sk a  S e a fo o d  M a rke tin g  Institute a n d , w ith  it, th e  strong  
m arke tin g  p r e s e n c e  A ias< a has in the m a rk e tp la ce .

The A la sk a  s e a fo o d  indust*\ is th e  n u m p -r  o n e  p riva te  e m p lo y e r  in A laska , 
g e n e ra t in g  re v e n u e s  s e c o n d  on ly  to th e  ci! industry M o re  th an  700 p - c c e i j in g  
fac ilities o f all sizes e p e n e 'e  in A laska, e m p lo y in g  nearly 70,CC0 full-tim e a n d  
se a so n a l w orkers. A lm os i 50.000 p e o p le  hor/esf fish c o m m e r c ia ly  in A laska  
a n n u a lly .

Than<  y o u  for y o u ' e ffo A s to  p ro te c t  the v o ic e  of  tne  n a u s v y  in w o rld  m arkets  b y  
m a in ta in in g  c u  m ark erin g  p ro g ram s for A laska  se a fo o d .

S incere l/ ,
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A l u l a  F l i h t r l f i  D t v t lo p m t a r  F o u o d i t fo n .  In c .

Rep. BUI Hudson February 6, 1998
State Capitol Room 108 
Juneau, Alaska 99801-1182

Dear Rep. Hudson,

The Alaska Seafood Marketing Institute’s activities have directly resulted in millions of dollars 
of sales of Alaska salmon and other seafoood that probably would not otherwise have taken place.

ASMI’s programs open doors into seafood markets that many individual companies could not 
gain access to on their own.

For example: ASMI was a key player in gaining a contract with the USDA to purchase S14 
million worth of salmon products including nuggets and pouches for the school lunch program. ASMI 
single-handedly negotiated deals with several major hotel chains including Hilton, Hyatt and Westin, 
to serve Alaska seafood in their hotel restaurants throughout the country.

They also have negotiated similar deals with large restaurant chains like Skipper’s. This kind 
of grand-scale market development can only be accomplished by an organization like ASMI that 
represents the whole industry and the interests of the citizens of Alaska, who aie owners and stewards 
of the fish.

ASMI has held training seminars for top executive chefs at the Culinary Institute of America, 
and for three years has been training the nation's domestic chefs with their “Fishermen in the Stores" 
program. These efforts have eased Alaska salmon over one major hurdle: lots of people would cat 
more salmon if. they just knew how to cook it.

ASMI’s international market development efforts have increased exports to Europe and Asia, 
and most recently opened doors into markets in Spain, Taiwan and China.

Most importantly, ASMI has established a presence for Alaska seafood in the higltly 
compeutive world market. Without ASMJ’s efforts in this regard, producers of Alaska seafood would 
find it exceedingly difficult to gain visibility for their own products, and would be competing against 
each other for space in the world’s grocery stores.

I urge you most strongly to fully fund :he Alaska Seafood Marketing Institute, and to extend 
the 1 % salmon assessment for salmon marketing. Failure to extend the assessment will only provide 
a greater opportunity fo r ou r rom petititors to wallop us on the m arket.

Chris Mitchell 
Executive Director

W  W csi F ifth  Avenue, Sm ie  *100. Anchorage. A lw fc j. >W 01  <*M7) 2 7 6 -7 3 1 5  FAX (0 0 7 1 2 7 1  31S0
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Representative Oil) Hudson 
State Capitol Room 108 
Juneau, AK, 99801-1182

Dear Representative Hudson,

1 am writing concerning the importance of the contributions given to the Alaskan 
Seafood Industry by Alaska Seafood Marketing Institute (ASMI). We at Alaska 
Marine Trucking recogni/.e the value of marketing. Wc feel the ASMI effort 
accomplishes goals vitnl to the development of new seafood commodities, along with 
continued support of well established seafood standards. As you know the seafood 
industry in Alaska has seen a great many changes in the elTort to remain 
competitive in a world market that is driven by complex equations. The seafood 
industry, along with the industries that support them, nerd the help of ASMI to 
define the potential direction of consumer need, which in hand allows us th 
opportunity to focus our energy in ihe proper direction.

Representative Hudson, please feel free to forward this letter to whomever you feel 
needs to recognize the importance of ASMI as a vital marketing gauge in one of 
Alaska’s most important economic basis.

Sincerelv, ✓
s ' ?  &

Kevin Anderson 
General Manager 
Alaska Marine Trucking
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5434 Shaune Dr. 8-B Juneau, AK 99801 (907)780*5111

3 Feb 98
To : R e p . . B i l l  Hudson
Fm: D icK Hand

Dear B i l l :

I  am u / r i t i n g  t h i s  l e t t e r  i n  s u p p o r t o f  ASMI. C u r r e n t l y  
I am awa re t h a t  HB 73 i s  unde r a t t a c k  so t h a t  ASMI may n o t 
g e t i t ' s  1% fu n d in g .

ASMI i s  many t h i n g s  t o  many p e o p le . I n  to d a y s  m a rk e t 
P la c e th e  p r i c e  and vo lum e o f  A la s k a  f i s h  i s  u n d e r a t t a c k  as 
u/e have n o t seen b e fo r e . To s to p  fu n d in g  o f  o u r s i n g l e  b e s t 
a d v o c a te  f o r  t h e  s e a fo o d in d u s t r y  w ou ld be s u i c i d a l .

Thank you f o r  y o u r s u p p o r t and t im e  on t h i s  b i l l .

B e s t r e g a rd s

c c : B a rb a ra  B e lk n a p



Petersburg Vessel Owners Association
P.O. Box 232 

Petersburg, Alaska 99833 
Phone (907) 772-9323 Voice and Fax

January 26, 1998

Representative Bill Hudson 
Chair, Committee on Resources 
Alaska State Capitol 
Juneau, AK 99801-1182

Dear Representative Hudson:

We are writing in support of H.B. 73, an act extending the termination dates of the 
salmon marketing programs of the Alaska Seafood Marketing Institute and the salmon 
marketing assessment.

We are supporting reauthorization of the 1% marketing assessment because we 
recognize ASMI's work as essential to maintaining our share of the domestic salmon 
market. Over the years, ASMI has developed programs which are having measurable 
results on the sale of our seafood products. It would be shortsighted of us to believe 
we could improve upon our current position without a strong marketing effort directed 
at the seafood consumer. ASMI's programs can only serve to bolster the seafood 
industry's position in what has become a highly competitive marketplace and we 
support your efforts to continue these programs.

Thank you for introducing and working on this important piece of legislation.

Sincerely,

/ u  C‘^ .w JAtl z  8 ,
Xjz Cabrera .
Director

cc: Senator Robin Taylor
Representative Ben Grussendorf
ASMI
UFA
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Priority: N o r m a l
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Subject: C o p y  of: A t t a c h e d  Let te r

------------------------------------------------  M e s s a g e  C o n t e n t s  --- ------------------------

 ----------  F o r w a r d e d  M e s s a g e  -------------

From: G r e g  M c I n t o s h ,  7 4 6 0 3 , 1 7 1 4
TO: B a r b a r a  Belknap, I N T ER N E T : a l a ska_seafoodi§commerce.s t a t e .a k . u s

B a r b a r a  Belknap, I N T E R N E T : B a r b a r a _ 3 e i k n a D l3comnerce. s t a t e . a k . us 
DATE: 2 / 9 / 9 8  9:30 A M

RE: C o p y  of: A t t a c h e d  Lat t e r

E arb-

C a n  y o u  u s e  t h i s ?  Still on the road. Greg

F e b r u a r y  5, 1998

M c I n t o s h  M a r i n e ,  Ir.c.
Post O f f i c e  B o x  6404 
H a l i b u t  Cove, A K  59603 
F e b r u a r y  6, 1998

T h e  H o n o r a b l e  B ill H u d s o n  
S t a t e  C a p i t o l  
R o o m  103
Juneau, A K  S 9801 

Dear Mr. Huds o n :

I u n d e r s t a n d  th e  H ou s e  a n d  the S e n a t e  m a y  scon be d i s c u s s i n g  the  m e r i t s  of 

the 1% tax, u s e d  to fund th e  A l a s k a  S e a f o o d  M a r k e t i n g  I n s t i t u t e  ( A S M I ) . I 
e n c o u r a g e  y o u  a n d  you r  c o l l e a g u e s  to act r e s p o n s i b l y  an d  f und ASM I in o r d e r  
that it m a y  c o n t i n u e  to c o n t r i b u t e  to an d  e n h a n c e  the S t a t e ' s  e c o n o m i c  
base. Let m e  b e  a bi t  m o r e  s p e cific.

As one  of the f o u n d e r s  of A r c t i c  A l a s k a  Seafoods, Inc., d e v e l o p e r s  of the 
a w a r d  w i n n i n g  (1997 S y m p h o n y  of salmon, G o v e r n o r ' s  E x p o r t  Award, 1997), 
"Pinks in a P o u c h "  v a l u e - a d d e d  s a l m o n  p r oducts, I ca n  a s s u r e  y o u  the 
p r o d u c t  w o u l d  no t  b e  e x p e r i e n c i n g  the succ e s s  it p r e s e n t l y  e n j o y s  w e r e  it 
n o t  for A S M I ' s  m a r k e t i n g  e f f orts. T h i s  b r e a k t h r o u g h  p r oc e s s ,  t h a t p r o v i d e s  
jobs b y  a l l o w i n g  c a n n e r i e s  to c o n t i n u e  p r o d u c t i o n  t h r o u g h o u t  the winter, 
was i n t r o d u c e d  into th e F e d e r a l  Sc h o o l  L u n c h  Program, m  p a r t  b y  the 
e f f o r t s  of C l a u d i a  H o g u e  a nd  he r  A SM I  co l l ea g u e s .  As y o u  know, full 
e m p l o y m e n t  at A l a s k a ' s  c a n n e r i e s  m e a n s  e c o n o m i c  s t a b i l i t y  in c o a s t a l  
co m m u n i t i e s -  E c o n o m i c  s t a b i l i t y  m e a n s  w o r k  for fish e r m e n ;  w o r k  for 
f i s h e r m e n  m e a n s  t i m e l y  p a y m e n t  of loans; t i m e l y  p a y m e n t  cf l o a n s  m e a n s  m o r e  
e f f i c i e n t  b a n k i n g .  A S M I ' s  m a k e s  sense. A l l o w i n g  A S M I  to founder, b y  r.ot 
c o n t i n u i n g  or i n c r e a s i n g  its funding, w o u l d  no t  be g o c d  b u s i n e s s .

T h o s e  of us w h o  h a v e  s p e n t  tim e  an d  m o n e y  in an e f f o r t  to b r i n g  A l a s k a ' s  
f i s h e r y  r e s o u r c e s  up to full u t i l i z a t i o n  a p p r e c i a t e  ar.d r ely u p o n  A S M I ' s  
m a r k e t i n g  a b i l i t i e s .  W e  e n c o u r a g e  t h e  H o u s e  a n d  S e n a t e  to act r e s p o n s i b l y  
a n d  c o n t i n u e  to p r o v i d e  m e c h a n i s m s  that w i l l  e n s u r e  A S M I ' s  c o n t i n u e d  
success. A  g u a r a n t e e  of f u n d i n g  w i l l  a l l o w  A S M !  s t a f f  to m a r k e t  A l a s k a ' s  
fine s e a f o o d  pr o d u c t s ,  ra t h e r  t h a n  m a r k e t  i t s e l f  to the L e g i s l a t u r e  for 
funding.

Sincerely,

G r e g  M c I n t o s h

G r e g o r y  S. M c I n t o s h  
P r e s i d e n t
M c I n t o s h  Mari n e , Inc.
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Barbara Belknap 
Executive Director 
Alaska Seafood Marketing Institute 
Juneau, Alaska 99801

Barbara:

As the only processor from the AYK area on the board of ASMI, I believe I should tell you about 
my experiences concerning the marketing of AYK salmon. As you may not be aware, ray 
company participates in all four fishing districts in the AYK and is the only processor who does. 
That includes the Kuskokwirn, Yukon, Norton Sound, and Kotzebue Sound. I am fairly certain 
that we are the largest buyer of AYK salmon. Naturally, we also have the market share needed to 
support these fisheries.

It was not until the past couple of seasons and right around the time when the large hatchery 
chum landings started to affect the western Alaska markets ibat I began to realize the impact 
ASMI has on the marketing of salmon, especially in the domestic U.S. markets. No doubt the 
abundance of hatchery chums greatly affected traditional fresh and frozen markets for AYK fish. 
It certainly weeded out several producers from western Alaska, and made the remaining 
processors work a lot harder at marketing those fish. At the same time, I feel ibat ASMI put a 
tremendous effort into retail sales promotions in the lower 48 m order to create additional outlets 
for Alaskan fresh salmon.

Based on my experience, things would be considerably worse in western Alaska, if it wasn’t for 
ASMI and the effort put forward by the Retail Program Manager. AYK fish fit very nicely into 
the majority of the promotional campaigns launched and supported by ASMI. I sincerely fee! that 
if it wasn't for the staff at ASMI, it is quite possible there would virtually be little if  any market 
for AYK production.

An example of this situation can clearly be demonstrated by what happened in Norton Sound last 
season. Basically the fishermen there had no market for their chum salmon. Because o f an ASMI 
sponsored program with a retail chain in Denver, it gave us and in turn, the fishermen a market 
for that fish. Otherwise, those local fishermen would have been left with nothing. That salmon 
from Norton Sound had a market solely because of ASMI. Period

I
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A similar sitaution occurred with the Kotzebue salmon fishery in M y and August Again, 
becasue of ASMI work, we were able to. find a market for Kotzebue production.
We provided the Kotzebue fleet a market, only because ASMI was running promos at that time. 
Otherwise, we would of never been able to support that fishery.

I believe that the majority of salmon from western Alaska is sold strictly because of ASMI 
marketing strength. Out of our own production from AYK, at least 70% goes into domestic retail 
sales promoted by the Institute. It is doubtful that we would be able to operate or even want to 
operate in these areas if it wasn’t for the support given by ASMI. Jn my professional opinion, and 
I have been involved in the AYK fisheries since 1973,1 sincerely feel that most fishing districts 
would be without markets if it was not for ASMI.

Although I am a member of the AYK Chum Marketing Council, and have been since its’ 
inception, the truth of the matter is that the Alaska Seafood Marketing Institute has done far more 
to promote and market fish out of western Alaska than any other entity that has came and went. 
There has been millions of dollars poured into western Alaska fisheries through state and federal 
grant programs in the name of marketing. I know of one that went through several hundred 
thousand dollars of federal money and not a pound of salmon was ever marketed. ASMI has been 
able to provide the true expertise and talent required to promote salmon without name branding it 
or regionalizing fish.

i * > i
There are many fishery problems in western Alaska, but ASMI is not one of them. Actually it is 
the only positive thing that I have seen happen in a long, long time out there.
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