




c L\ 17 2 f ^i^i

SEN A  IE FINANCE COMMITTEE REPORT

DATE: 4/1/99 FURTHER:

DATE TURNED 
IN TO OFFICE:.

Finance Committee considered SENATE BILL NO. 107

“An Act relating to tourism and tourism marketing; eliminating the Alaska Tourism Marketing Council; 
and providing for an effective date."

4

and recommends: 

be rep laced  with 

[ ] adopt previous

c s _ _ S c L ! o 3 l

c s _________
.c FtsJ ) PS

[ ] attached amendment(s)

[ ] adopt Letter of Intent by _ 

[ ] further referral to th e___

C n v a n  C
u

Senate Bill:
same title 
new title 
H ouse Bill:

J  [ ] same title 
[ ] technical title 
[ ] new: SCR*___

■ S

SIGNING Q b  P/)SS _ /  / /  / D P OTHER RECOMMENDATIONS NR DNP AM

t  ^  e C  - t o . .

C
X

X
/

.  ( i  J u  S L A .—

x f c I
/ n  /

C o - C h a i r / l / Co-Chair: y

Co-Chair: V  v C o -C h a î y ^ ^ ^ fr /̂ ^ f^ t̂ f^
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R e v is io n  D a te :  0 4 /2 3 /9 9 _______________________________________________________________________________ D e p t. A f fe c te d  C o m m e r c e  a n d  E c o n o m ic  D e v .
TIUe: A b o lis h  A l a s k a  T o u r is m  M a rk e t in g  C o u n c il_______________  B R U  T o u r is m ____________-___________

___________________________________________________________________  C o m p o n e n t  A T M C ______________________________
S p o n s o r :  S e n a t e  L a b o r  a n d  C o m m e r c e  C o m m itte e ________________  ________________________________________

R e q u e s to r :  S e n a t e  F i n a n c e  C o m m it te e ________________________________  C o m p o n e n t  S e r ia l  N o .________________________________________

FISCAL NOTE
S T A T E  O F  A L A S K A  BILL NO.  __________ S B  107___________
1999 Legislative Session

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 lla r s )
O PE R A T IN G  E X P E N D IT U R E S F Y 0 0 FY01 FY 02 FY 03 FY04 FY05
P e rs o n a l  S e rv ic e s 2 1 6 .8 0 .0 0 .0 0 .0 0 .0 0 .0
T ravel 53 .4 0 .0 0 .0 0 .0 0 .0 0 .0
C o n trac tu a l 4 .3 61 .1 0 .0 0 .0 C.O 0 .0 0 .0
S u p p lie s 4 .0 0 .0 0 .0 0 .0 0 .0 0 .0
E q u ipm en t 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0
Land  & S tru c tu re s 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0
G ra n ts  & C la im s 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0
M isce llan eo u s 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0

TO TA L O P E R A T IN G 4.6 3S .3 0 .0 0 .0 0 .0 0 .0 0 .0

| C A PITA L E X P E N D IT U R E S _ _ 0.0 m 0 .0  | 0 .0 0 .0 0 .0  1

|C H A N G E IN  R E V E N U E S  [ ] 0 .0 0 .0 0 .0 1  0.0 0 .0 0 .0  |

FUND S O U R C E (T h o u s a n d s  o f D ollars)
1002  F e d e ra l R e c e ip ts 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0
1003  G F  M atch 0 .0 0 .0 0 .0 o .n 0 ,0 0 .0
1004  G F 3 .3 35 .4 0 .0 0 .0 0 .0 0 .0 0 .0
1005  G F /P ro g ra m  R e c e ip ts 1 .2 99 .9 0 .0 0 .0 0 .0 0 .0 0 .0
1037  G F /M en tal H ea lth 0 .0 0 .0 0 .0 0 .0 0 .0 o .c
1091 D e s ig n a te d  P ro g ra m  R e c e ip ts 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0

T O T A L 4 ,6 3 5 .3 0 .0 0 .0 0 .0 0.0 0 .0

E s t im a te  o f  a n y  c u r r e n t  y e a r  (FY 99) c o s t s : 0 .0

PO SIT IO N S
Full-tim e !>' 3 JJ 0 0 0 0
P art-tim e  * 0 0 0 0 0 0
T e m p o rary 0 0 0 0 0 0



 — /f»nrr./pci . » L.U •«• » >/ *
FISCAL NOTE s : -l _ _

R e v is io n  D a to : 0 4 /2 3 /9 9

S T A T E  O F  A L A S K A

1999 Legislative Session

BILL NO. SB  107

Title: Abolish the Alaska Tourism Marketing Council

Sponsor: Senate Labor and Commerce Committee
Requester: Senate Finance Committee________________

Dept. Affected Commerce and Economic Dev.
BRU Tourism___________ • -

Component Tourism Development________

Component Serial No.____________________________

Expenditures/Revenues (Thousands of Dollars)
O PE R A T IN G  E X P E N D IT U R E S F Y 0 0 FY01 FY 02 FY 03 FY04 FY05 J
P e rs o n a l  S e rv ic e s 5 7 3 .6 4 0 0 .0 4 0 0 .0 4 0 0 .0 4 0 0 .0 4 0 0 .0
T ravel 71.1 3 0 .0 30 .0 3 0 .0 3 0 .0 3 0 .0
C o n trac tu a l 1 ,3 6 1 .2 5 ,2 0 0 .0 4 ,7 0 0 .0 4 ,2 0 0 .0 4 ,2 0 0 .0 4 .2 0 0 .0
S u p p lies 12.0 10 .0 10 .0 10.0 10.0 10 .0
E q u ipm en t 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0
Land & S tru c tu re s 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0
G ra n ts  & C la im s 6 0 .0 6 0 .0 6 0 .0 6 0 .0 6 0 .0 6 0 .0
M isce llan eo u s 0 .0 - 0 .0 0 .0 0 .0 0 .0 0 .0

T O T A L  O P E R A T IN G 2 ,0 7 7 .9 5 .7 0 0 .0 5 ,2 0 0 .0 4 ,7 0 0 .0 4 ,7 0 0 .0 4 ,7 0 0 .0

IC A PITA L E X P E N D IT U R E S 0 .0 0 .0  | 0 .0 0 .0  | 0 .0 0 .0  |

IC H A N G E IN R E V E N U E S  [ ] 0 .0 0 .0 0 .0 0 .0 0 .0  | 0 .0  |

rU N D  S O U R C E ( T h o u s a n d s  o f D o llars)
'i ;0 2  F e d e ra l  R e c e ip ts o .o
1003  G F  M atch 0 .0
1004 G F 1 ,9 8 3 .0 5 .7 0 0 .0 5 ,2 0 0 .0 4 ,7 0 0 .0 4 .7 0 0 .0 4 ,7 0 0 .0
1005  G F /P ro g ra m  R e c e ip ts 0 .0
1037  G F /M en la l H ea lth 0 .0
1108  D e s ig n a te d  P R 9 4 .9 0 .0 0 .0 0 .0 0 .0 0 .0

T O T A L 2 ,0 7 7 .9 5 ,7 00 .0 5 ,2 0 0 .0 4 ,7 0 0 .0 4 ,7 0 0 .0 4 ,7 0 0 .0

E s t im a te  o f  a n y  c u r r e n t  y e a r  (FY 99) c o s t s 0 .0

P O S IT IO N S  „
Full-tim e 11 0 0 0 0 0
P art-tim e 3 0 0 0 0 0
T e m p o rary 0 0 0 0 0 0

A N A LY SIS: (Attach a separate page Itnocessary)

Prepared By: SENATfE FINANCE COMMITTEE

SENATOR SEAN PARN ELL, CO-CHAIR

SE N A T O R 'JbH N T O R ptR S O N , CO-CHAIR

Date: 4/23/99
Phone: 465-2995

Date: 4/23/99
Phone: 465-2828



SENATE FINANCE COMMITTEE
1999 COMMITTEE ACTION

Bill Number, l n - p
Amendment, | /V rr fo

Motion: r - V a fl"  noXJ

Motion by \
Objection I *

Objection bv
Removed i

Second Objection by \
Committee Member Vote

Senator Gary Wilken I 9
Senator Pete Kelly
Senator Lyda Green
Senator Randy Phillips V
Senator Dave Donley ------
Senator Loren Leman
Senator Al Adams
Co-Chair Sean Parnell
Co-Chair John Torgerson V

I

Tally.
Yea 0  F t

Nay 0  9 .
Absent o *2 ,

j

MOTION!

V o t e s h e e t .X L S P a g e  1 o f  1



°  ( D R A F T
F I S C A L  N O T E

STATE OF ALASKA BILL NO. H B136
1999 LEGISLATIVE SESSION

Title: "An Act relating to tourism and tourism
e!im'liatLng. the Alaska Tourism..." 

Sponsor: REPRESENTATIVE Gene Therriault
Requestor: House PIN Committee

EXPENDITURES/REVENUES: (THOUSANDS OF DOLLARS)

Dept. Affected: Commerce and Economic Dev 
BRU: Tourism

Components: Tourism Development* 

Serial #

Gp e r a YING FY 00 FY 01 EY 02 FY 03 FY 04 FY 05
Personal Services 
Travel 
Contractual 
Supplies 
Equipment 
Land & Structures 
Grants, Claims 
Miscellaneous

573.6 400.0 400.0 400.0 400.0 400.0
71.1 30.0 30.0 30.0 30.0 30.0

1361.2 5200.0 4700.0 4200.0 4200.0 4200.0
12.0 10.0 10.0 10.0 10.0 10.0

0.0 0.0 0.0 0.0 0.0 0.0
0.0 0.0 0.0 0.0 0.0 0.0

60.0 60.0 60.0 60.0 60.0 60.0
0.0 0.0 0.0 0.0 0.0 0.0

TGt a L GPERa t i^ g 2077.9 5700.0 5200.0 4700.0 4700.0 4700.0

ICAPITAL
...

o.o| 0.0 0 .0 1 0 .0 1 0 .0 1 0.0

IREVENUE I 0 .0| 0.0 0 .0| C.0| 0 .0 1 0 .0|

FUNDING: (THOUSANDS OF DOLLARS;
General Fund 
Federal Fund 
Other

2011.1 5700.0 5200.0 4700.0 4700.0 4700.0
0.0 0.0 0.0 0.0 0.0 0.0

94.9 0.0 0.0 0.0 0.0 0.0
Y b tA L 2106.0 5700.0 5200.0 4700.0 4700.0 4700.0

POSITIONS:
Full-Time
Part-Time
Temporary

11 0 0 0 0 0
3 0 0 0 0 0
0 0 0 0 0 0

ANALYSIS: (ATTACH A SEPARATE PAGE IF NECESSARY)

See attached sheet for additional details.

Prepared by: _______________________________________ Date:

_._____________________________________  Phone:

Phone:

PAGE 1 OF 1



F I S C A L  N O T E

STATE OF ALASKA BILL NO. H B136
1999 LEGISLATIVE SESSION

Dept. Affected: Commerce and Economic Dev 
Title: "An Act relating to tourism and tourism BRU: Tourism

marketing; eliminating the Alaska tourism..." Components: X f 'MC
Sponsor: REPRESENTATIVE Gene Therriault_________________________________ ___________________________
Requestor: House FlNl Committee Serial # ____________________________

EXPENDITURES/REVEN UES: (THOUSANDS OF DOLLARS)
OPERATING FY 00 FY 01 FY 02 FY 03 FY 04 FY 05
Personal Services 216.8
Travel 53.4
Contractual 4361.1
Supplies 4.0
Equipment 0.0
Land & Structures 0.0
Grants, Claims 0.0
Miscellaneous 0.0
TOTAL OPERATING 4635.3 0.0 0.0 0.0 0.0 0 .0

ICa Pit a l  I 0.0| 0.0| 0.01 Q.0| 0.0| 0.0|

IheV̂ NUE “ ' I '   Q.o|  o.o | o.oi o.oi o.ol o.Q|
FUNDING: (THOUSANDS OF DOLLARS;
General Fund 
Federal Fund 
Other

3335.4
0.0

1299.9
TOfAL 4635.3 0.0 0.0 0.0 0.0 0 .0

POSITIONS:
Full-Time
Part-Time
Temporary

3 0 0 0 0 0
0 0 0 0 0 0
0 0 0 0 0 0

ANALYSIS: (ATTACH A SEPARATE PAGE IF NECESSARY)

See attached sheet for additional details.

Prepared by: ________________________________  Date:
.  Phone:

Phone:

PAGE 1 OF 1



F I S C A L  N O T E

STATE OF ALASKA BILL NO. HB136
1999 LEGISLATIVE SESSION

Dept. Affected: Commerce and Economic Dev 
Title: "An Act relating to tourism and tourism BRU: Tourism

marketing; eliminating the Alaska T o u r i s m " Components:  ~ATK/lb
Sponsor: REPRESENTATIVE Gene T h e r r i a u l t __________________________
Requestor: House FIN Committee Serial#__________________________

EXPENDITURES/REVENUES: (THOUSANDS OF DOLLARS)
6 p e Aa YIN6 - PToo PY 0 1 FY 02 FY 03 FY 04 FY 05
Personal Services 
Travel 
Contractual 
Supplies 
Equipment 
Land & Structures 
Grants, Claims 
Miscellaneous

216.8
53.4

4361.1
4.0
0.0
0.0
0.0
0.0

To t a l  o p e r a t in g 4635.3 0.0 0.0 0.0 0 .0 0.0

[CAPITAL I o.u, o.oi "o.oi o.oi ooT______ o.oi
IREVenue I o.o| o.oT~ o.oi Q-Q| o.oT______
FUNDING: (THOUSANDS OF DOLLARS
General Fund 
Federal Fund 
Other

3335.4
0.0

1299.9
TbYAL 4635.3 0.0 0.0 0.0 0.0 0.0

POSITIONS:
Full-Time
Part-Time
Temporary

3 0 0 0 0 0
0 0 0 0 0 0
0 0 0 0 0 0

ANALYSIS: (ATTACH A SEPARATE PAGE IF NECESSARY)

See attached sheet for additional details.

Prepared by: _________________________________  Date:
.________________________________  Phone:

Phone:

PAGE 1 OF 1



FISC A L N O TE

Revision Date/Time (Note if correction) __________________
Title An Act relating to tourism and tourim marketing;
____________ eliminating the ATMC_____________________

STATE OF ALASKA
1999 LEGISLATIVE SESSION

BILL NO. CSSB107(L&C) revis

Dept. Affected
' bru

DCED
Tourism

Sponsor
Requester

Mackie
Component Tourisirf Development 

ATMC
Sen. Labor & Commerce Component Serial No. 1026

Expenditures/Revenues (Thousands of Dollars)
Note: Amounts do not include inflation unless otherwise noted below.
OPERATING EXPENDITURES FY 2000 FY 2001 FY 2002 FY 2003 FY 2004 FY 2005
Personal Sen/ices 
Travel 
Contractual 
Supplies 
Equipment 
Land & Structures 
Grants & Claims 
Miscellaneous

216.8 0.0 0.0 0.0 0.0 0.0
53.4 0.0 0.0 0.0 0.0 0.0

4,361.1 0.0 0.0 0.0 0.0 0.0

TOTAL OPERATING 4,631.3 0.0 0.0 0.0 0.0 0.0

0.0 ICAPITAL EXPENDITURES

CHANGE IN REVENUES ( ) | I
FUND SOURCE (Thousands of Dollars)
1002 Federal Receipts
1003 GF Match
1004 GF
1005 GF/Program Receipts 
1037 GF/Mental Health 
Other

2,331.4
1,299.9

1,000.0
TOTAL 4,631.3 0.0 0.0 0.0 0.0 0.0

Estimate of any current year (FY99) cost: 0.0

POSITIONS
Full-time 3 (3) (3) (3) (3) (3)
Part-time
Temporary

ANALYSIS: 'Attach a separate page if necessary)

Prepared by Tom Lawson, Director_________________________   Phone 465-2506
Division Administr -itive S e r v i c e s  Date/Time 4/19/99 1:09 PM
Approved by Commissioner   Date____4/19/99______
Agency CiawpHer/e and Econony^Development

P R E P A R E R  T O  P R O V I D E  A L L  DISTRIBUTION C O P I E S  T O  G O V E R N O R ' S  LEGISLATIVE O F F I C E

For further distribution information, call the Governor's Legislative Office
(Rev 10/98) 99tnlorm.*ls/OMB Page 1 Of 1



Revision Date/Time (Note if correction) ____________________ Dept. Affected________ DCED______________
Title An Act relating to tourism and tourim marketing; BRU______ Tourism_______________________
____________ eliminating the ATMC Component Tourism Development____________

FISCA L N O TE
STATE OF ALASKA BILL NO. CSSB107 (L&C) revi
"999 LEGISLATIVE SESSION

Sponsor Mackie
Requester Senate Finance Component Serial No. 2278

Expenditures/Revenues (Thousands of Dollars)
Note: Amounts do not include inflation unless otherwise noted below.
OPERATING EXPENDITURES FY 2000 FY 2001 FY 2002 FY 2003 FY 2004 FY 2005
Personal Services 673.6 569.2 569.2 569,2 569.2 569.2
Travel 71.1 68.1 68.1 68.1 68.1 68.1
Contractual 1,381.2 4,634.2 4,134.2 3.634.2 3,634.2 3,634.2
Supplies 12.0 12.0 12.0 12.0 12.0 12.0
Equipment
Land & Structures
Grants & Claims 60.0 60.0 60.0 60.0 60.0 60.0
Miscellaneous

TOTAL OPERATING 2,197.9 5,343.5 4,843.5 4,343.5 4,343.5 4,343.5

CAPITAL EXPENDITURES 0.0

CHANGE IN REVENUES ( ) j

FUND SOURCE (Thousands of Dollars)
1002 Federal Receipts
1003 GF Match
1004 GF 2,103.0 5,343.5 4,843.5 4,343.5 4,313.5 4,343.5
1005 GF/Program Receipts
1037 GF/Mental Health
1108 Stat. Designated PR 94.9 0.0 0.0 0.0 0.0 0.0

TOTAL 2,197.9 5,343.5 4,843.5 4,343.5 4,343.5 4,343.5

Estimate of any current year (FY99) cc 2,197.9 

POSITIONS
Full-time 11 8 8 8 3 8
Part-time 3 3 3 3 3 3
Temporary

ANALYSIS: (Attach a separate page ilnecessary)
Eliminates 3 positions in the Division of Tourism Inquiry Section in FY01.

Includes one time contractual cost of 20.0 in FY00 to conduct a feasibility study on the contracting out of the inquiry 
section function, "determining the potential costs and benefits which would result from contracting out the work in 
question," per Article 13 of the G6U Agreement.

For FY2000, there is a separate fiscal note for the ATMC.

See attached details.

Prepared by Tom Lawson, Director_______________________________  Phone 465-2506
Division Administrative Services Date/Time 4/19/9911:47 AM
Approved by Commissioner / / .  ( s  //L s C . __________________ Date 4/19/99
Agency _____

fe fe j / « r -------------
rperce and EcopQmic Development

PR EPA R E R  TO PROVIDE ALL DISTRIBUTION C O PIE S TO G O V E R N O R 'S  LEGISLATIVE OFFICE
For further distribution Information, call the Governor’s Legislative Office

(Hov 10/98) 09fnloim.xls/OMD Page 1 Of 5



Alaska Department o f Commerce and Economic Development, Division of Tourism
SB 107/HB 136 Fiscal Note Details

FY 2001 FY02 FY03 FY04 FY05
Personal Services 569.2 Reduction of $321.2 from FYOO Division and ATMC. 569.2 569.2 569.2 569.2

Tok APLIC
Admin Clerk I 13.9 Part time 13.9 13.9 13.9 13.9
Admin Clerk I 13.6 Part time 13.6 13.6 13.6 13.6
Admin Clerk I 15.3 Part time 15.3 15.3 15.3 15.3
Admin Clerk III 50.5 Full time 50.5 50.5 50.5 50.5

Juneau
Director 98.4 98.4 98.4 98.4 98.4
Admin Manager I 48.4 Share w/ DTD 48.4 48.4 48.4 48.4
Secretary I 38.4 Share w/ DTD 38.4 38.4 38.4 38.4
Dev Spec I 72.3 See attached sheet for descriptions and activities of 72.3 72.3 72.3 72.3

these four positions.
Dev Spec I 72.6 72.6 72.6 72.6 72.6
Proj. Asst. 54.7 54.7 54.7 54.7 54.7
Proj. Asst. 54.7 54.7 54.7 54.7 54.7
Pub. Specialist 36.4 More than 50% shared & funded by other divisions 36.4 36.4 36.4 36.4

and independent agencies
Travel 68.1 Travel throughout Alaska for 5 professional staff to 

support community tourism development, meet with 
other state and federal counterparts; a $56.1 
reduction from FYOO for DOT & ATMC 7 professional 
staff.

68.1 68.1 68.1 68.1

Grants 60.0 Rural Tourism Center 60.0 60.0 60.0 60.0
Supplies 12.0 Office and data processing supplies in Juneau and 

Tok offices.
12.0 12.0 12.0 12.0

Contractual
Tourism North 331.0 Alaska's contribution to the cooperative highway 

promotion program with the Yukon and British 
Columbia.

331.0 331.0 331.0 331.0

N. American 47.3 Work with Alaska tour operators and suppliers, 47.3 47.3 47.3 47.3
Travel Trade destinations, and travel agents to increase Alaska 

travel experiences in tour offerings.
International 640.0 Contract representatives in Japan, Korea, Taiwan, 

Australia, United Kingdom and Western Europe.
640.0 640.0 640.0 640.0

Research 195.4 Annual conversion study and annualized Alaska 
Visitor Statistics Program

195.4 195.4 195.4 195.4

Fixed costs 385.1 Chargebacks, leases, phone, printing. Reduced 385.1 385.1 385.1 385.1
$153.3 from FYOO.

Subtotal, allk 4,634.2 4,134.2 3,634.2 3,634.2 3,634.2
contractual^ *   — ----------------
Total Tourism 5,343.5 4,843.5 4,343.5 4,343.5 4,343.5

*A portion of Division contractual is transferred to the QTA assuming they agree to conduct those marketing components 
The subtotal increases because research previously part of the ATMC budget is transferred to the Division.
FY99 and FYOO ATMC state contribution is $3,335.4; 25% industry contribution/PR is $1,299.9.4; industry contribution 
is taken off budget beginning FY01. Total FY99 and FYOO state funding for tourism is $5,533.3.
Per the Millennium Plan, the State's contribution is reduced approximately $300.0 in FY01 and $500.0 each year in 
FY02 and FY03 and then stabilizes.



Division of Tourism
State Tourism Development and Coordination 

Purpose
The purpose o f  these four professional positions is to assist Alaska businesses and 
communities in developing opportunities in the tourism industry. This is accomplished 
by providing a range of expertise in the fields of business and management in order to 
enhance, stabilize and diversify the economy, thereby creating opportunities for 
Alaskans. In order to address prior year budget reductions, two higher range positions 
were reclassified to project assistants. Pairs comprised of one development specialist and 
one project assistant work together to more effectively accomplish the large workload at 
a lower cost. One pair focuses on planning, transportation and access, and working with 
other state and federal agencies. The other pair focuses on assisting small businesses and 
communities develop products. Some of the major activities o f the four professional 
positions are described below.

1) Development Specialist and Project Assistant

• Consult with small businesses and communities on tourism development 
opportunities including feasibility studies for implementation of a tourism program 
based on limited community resources.

• W ork with convention and visitor bureaus statewide, providing technical assistance, 
coop-marketing opportunities cross promotion, and membership 
meetings/consultation.

• Provide technical assistance to communities, nonprofit organizations, and individual 
businesses desiring guidance in the development and implementation o f economic 
development programs related to tourism.

• Provide technical assistance by meeting with the private sector to discuss proposals 
for tourism attractions and facilities on public lands

• Serve as counsel, on development issues, to public and private sectors o f the visitor 
industry. This includes Convention and Visitors Bureaus, Chambers o f Commerce, 
various State offices, trade associations, and the industry representatives.

• Analyze and address the potential for economic development created by tourism 
throughout the state, coordinate with federal and state agencies, and work with 
community groups and private sector organizations to expand the visitor industry.

• Participate in land use decision-making processes to insure consideration of tourism 
issues; serve as a liaison to other public agencies whose activities affect division 
functions and to discuss proposals for tourism attractions and facilities with those 
agencies.



• Liaison to the Rural Tourism Center.

2) Development Specialist and Project Assistant

e W ork with existing businesses in developing new tourism products and new or 
improved offerings, and getting more exposure in key markets.

• Coordinate with the State of Alaska’s overseas trade contractors in Japan, Korea and 
Taiwan to increase exposure of rural Alaska tourism opportunities and rural Alaska 
arts and crafts export products. Assist in the produce o f informational materials about 
rural tourism and.export products in the language o f the host countries and 
promotional activities. Alaska’s overseas contractors can facilitate the opening of 
rural Alaska to more commerce with the major Asian markets.

• Coordination of Top of the World (Alaska) travel agent training to train travel agents 
and wholesale packagers o f Alaska travel products.

• Coordination of Alaska Travel Fair where wholesale packagers are brought to Alaska 
to meet with small businesses mat can not afford to attend trade show or travel on 
trade missions. The most recent fair provided Alaska businesses access to more than 
50 tour operators from Europe, North America, Asia and Australia/New Zealand.

• Primary contact for North American tour operators offering Alaska tour products; 
provide referrals to businesses in Alaska.

• M eet regularly with key decision makers in the international tourism markets, 
including tour operators, airline officials, and government agencies, regarding the 
development and promotion of Alaska as a visitor destination.

•  Assist in developing business plans, feasibility analyses, and funding packages 
leading to the development of new or upgraded visitor attraction/activity/destination 
in Alaska.

• Oversee contracts for tourism research including the Alaska Visitor Statistics 
Program.

• Coordinates development efforts for direct air service, supports promotional 
campaigns for increased highway traffic, cruise ship capacity, Alaska Railroad and 
Alaska Marine Highway utilization. These are executed in coordination with 
A laska’s foreign offices as well as working closely and cooperatively with Alaska 
convention and visitor bureaus, trade associations, and other destination marketing 
organizations.

• W ork cooperatively with airlines worldwide is required of this position to develop 
new and unproved access to Alaska.



Maintain resource library on domestic and international tourism data, contacts and 
materials.

Serve on the Visitor Center Committee overseeing the operation of the Alaska Public 
Lands Information Centers (APLIC). This also involves planning exhibits, training 
staff, and coordinating projects that serve visitors.



Numb e r  of Staff in State Tourism Offices

Number of 
S ta te _________________________Staff
Alabama 63
Alaska* 17
Arizona 25
Arkansas 70
California 26
Colorado 4
Connecticut 26
Delaware 11
Florida 100
Georgia 125
Hawaii 74
Idaho 15
Illinois 20
Indiana 13
Iowa 25
Kansas 29
Kentucky 62
Louisiana 75
Maine 7
Maryland 62
Massachusetts 33
Michigan 20
Minnesota 110
Mississippi 86
Missouri 42
Montana 26
Nebraska 61
Nevada 34
New Hampshire 8
New Jersey 13
New Mexico 13
New York 26
North Carolina 32
North Dakota 13
Ohio 25
Oklahoma 75
Oregon 9
Pennsylvania 15
Rhode Island 27
South Carolina 97
South Dakota 23
Tennessee 150
Texas/Travel & Info 89
Texas/Economic Dev. 29
Utah 22
Vermont 14
Virginia 91
Washington 11
West Virqinia 98
Wisconsin 105
Wyominq 20
Washington, DC 47
Puerto Rico Tourism" 605

'Alaska's number includes the Division of Tourism and the Alaska Tourism Marketing Council. 
"  Puerto Rico's number includes visitor centers and is not included in the range or average.

Range 4-150 
Average 36

Source: Travel Industry Association of America, Survey of State 
Tourism Oflices, 1998-1999. January 1999.
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State Capitol 
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(907)465-3844

SPONSOR STATEMENT

SB 1 0 7 , A b o l i s h in g  t h e  T o u r is m  M a rk e t in g  c o u n c i l .

s e n a t e  Bill 1 0 7  i n i t i a t e s  a  f u n d a m e n t a l  c h a n g e  in  t h e  m a n n e r  a n d  
m e t h o d  o f  s t a t e  g o v e r n m e n t  i n v o l v e m e n t  in  p r o m o t i n g  A la sk a n  
to u r i s m ,  u n d e r  p r o v i s io n s  o f  t h e  le g is la t io n ,  t h e  s t a t e 's  c u r r e n t  
p a r t i c i p a t i o n  in  t h e  m a r k e t i n g  o f  A lask a  a s  a  t o u r i s m  d e s t i n a t i o n  
w o u ld  b e  a c c o m p l i s h e d  t h r o u g h  a  c o n t r a c t  w i th  a  s in g le  q u a l i f i e d  
t r a d e  a s s o c ia t io n  t o  p r o v i d e  t h e  p l a n n in g  a n d  e x e c u t i o n  o f  t h e  
m a r k e t i n g  p r o g r a m .

H e r e t o f o r e ,  t h e  s t a t e  h a s  a p p r o p r i a t e d  s u b s t a n t i a l  a m o u n t s  o f  p u b l i c  
f u n d s  t o  p a r t i c i p a t e  in  a  c o o p e r a t i v e  m a r k e t i n g  e f f o r t  w i th  
r e p r e s e n t a t i v e s  o f  t h e  t o u r i s m  in d u s t r y .  C o m b in e d  w i th  m a t c h i n g  
f u n d s  f r o m  t h e  i n d u s t r y  i t s e l f ,  t h e  e f f o r t  is a  j o i n t l y  m a n a g e d ,  
c o o r d i n a t i o n  o f  p u b l i c  a n d  p r i v a t e  r e s o u r c e s  t o  p r o m o t e  t h e  e n t i r e  
s t a t e  a s  a  t o u r i s m  d e s t i n a t i o n .  T h e  c o o r d i n a t i o n  o f  t h e  e f f o r t  is 
a c c o m p l i s h e d  t h r o u g h  t h e  a c t i v i t i e s  o f  t h e  A lask a  T o u r is m  M a r k e t in g  
c o u n c i l .

It is t h e  i n t e n t  o f  S3 1 0 7  t h a t  a ll o f  t h e  s t a t e 's  t o u r i s m  m a r k e t i n g  
f u n c t i o n s  a r e  c o n s o l i d a t e d  a n d  p e r f o r m e d  u n d e r  c o n t r a c t  t o  a c h ie v e  
a  m o r e  e f f i c i e n t  a n d  e f f e c t i v e  r e s u l t .  T h e  le g is la t io n  w o u ld  d is s o lv e  
t h e  A lask a  T o u r is m  M a r k e t in g  C o u n c il  a n d  e l i m in a t e  o t h e r  t o u r i s m  
m a r k e t i n g  f u n c t i o n s  in  t h e  D iv is io n  o f  T o u r is m , in i ts  s t e a d ,  t h e  s t a t e  
w o u ld  p u r s u e  i t s  m a r k e t i n g  g o a l s  c o n t r a c tu a l l y .  T h e  c o n t r a c t o r  m u s t  
b e  a  q u a l i f i e d  t r a d e  a s s o c i a t i o n  t h a t  in it ia l ly  c o n t r i b u t e s  a t  l e a s t  30  
p e r c e n t  o f  t h e  c o s t s  o f  t h e  c o n t r a c t e d  m a r k e t i n g  c a m p a ig n ,  in 
t h r e e  y e a r s  t i m e ,  t h e  a s s o c i a t i o n 's  c o n t r i b u t i o n  t o  t h e  c a m p a ig n  
in c r e a s e s  t o  a t  l e a s t  6 0  p e r c e n t  o f  t h e  c o s t .  T h e  D iv is io n  o f  T o u r is m  
r e t a i n s  i t s  o v e r s i g h t ,  g o v e r n m e n t a l  c o o r d i n a t i o n ,  a n d  a d v o c a c y  
f u n c t i o n s  f o r  t o u r i s m  d e v e l o p m e n t .



Alaska State Legislature
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SECTIONAL FOR

CSSB 107 (LscC), Relating to Tourism and Tourism Marketing

Section 1. The section establishes the intent of the legislature to contract all 
tourism marketing functions of the state to achieve efficiency and more 
effectiveness.

Section 2. A  technical section that eliminates the citation of the executive director 
of the Alaska Tourism Marketing Council in AS 23.20, the Alaska Employment 
Security Act.

Section 3. A  tourism marketing contract awarded under AS 44.33.125 in section 
7  of this act is exempt from the state procurement code.

Section 4. The purpose section for the Alaska division of tourism is condensed 
from eight goals and objectives to five.

Section 5. The duties of the Alaska division of tourism in AS 44.33.120 are re­
enacted to generally define its responsibilities to advocate, cooperate and 
coordinate tourism development within the public and private sectors and to 
administer visitor information centers and a tourism marketing contract under AS 
44.33.125.

Section 6. A  new subsection is added to the Alaska division of tourism duties that 
prohibits the execution of multiple tourism marketing contracts when a contract 
with a.qualified trade association under AS 44.33.125 is in force.

Section 7. A  new section, AS 44.33.125, describes the purpose, terms, and 
conditions for a division of tourism contract with a qualified trade association to 
conduct a destination marketing campaign.

Section 8. Subsection AS 44.33.125 (a) in section 7 above is re-enacted to 
increase the trade association contribution toward the cost of a marketing campaign 
from 30 to 60 percent. This provision is effective in 2002.



Section 9. The citation of the executive director for the Alaska Tourism Marketing 
Council is deleted from the State Personnel Act and the conflict of interest statute. 
The Alaska Tourism Marketing Council statutes are repealed.

Sections 10 and 11. Effective dates.
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1 9 9 9  S T A T E  L E G I S L A T I V E  P R I O R I T I E S

The Alaska V isito i»Association (AVA) is a statewide, private, non-profit trade association representing the com m on 
interests o f Alaska s tourism industry. Nearly 92 pet cent o f A V A ’s 650-plus members are small Alaskan businesses. 
Collectively, they encompass all sectors o f  travel and tourism  and em ploy m ore than 25,000 Alaskans.

T he visitor industry is one of the most significant industries in Alaska, proviuing one in eight private-sector jobs. AVA 
urges the Alaska State Legislature and Administration to  dem onstrate their com m itm ent to helping tourism realize its full 
potential as an employer and contributor to the state’s economy. T he following are priorities in accomplishing this goal.

E n a c t  l e g is la t io n  th a t  w ill h e lp  A la s k a  re g a in  i ts  c o m p e t i t iv e  p o s i t io n  a s  a  v is i to r  d e s t in a t io n  a n d  
c o n s o l id a t e  s t a te w id e  to u r is m  o r g a n iz a t io n s
Last year the Legislature approved an industry-led plan to increase private-sector contributions and consolidate the  .Alaska 
Tourism  M arketing Council (ATMC), the Alaska Visitors Association (AVA), and the marketing functions of the State 
Division o f T ourism  into a single non-profit entity. However, the bill failed to receive final concurrence before the 
session ended. This year, AVA again supports passage o f legislation provided that all marketing functions are offered in a 
fee-for-seiwice contract with the state, as called for in the plan. T o  do otherwise will leave the industry unable to raise the 
required funds.

State funding for tourism pronrcrons in Alaska has declined by 60 percent over the last decade, dropping the state from 
7th place in state spending in 1989 to 27th in 1998; this decrease in funding corresponds w ith a drop in .Alaska's annual 
rate of visitor grow th from  13 percent to less than 6 percent. By increasing private-sector contributions to S6 million 
through pay-to-play programs and increased contributions from businesses, communities, and cruise companies, the plan 
■will help return .Alaska’s tourism marketing to a more com petitive position. A transition team with representatives irom 
ATMC. AVA, AW RTA, and the D epartm ent o f Commerce has already begun w ork to  set up the new no orofit 
organization should legislation be enacted.

C o n t in u e  to  p ro v id e  c o r e  fu n d in g  fo r  d e s t in a t io n  m a r k e t in g
Under the N ew  Millennium Plan, the industry proposes increasing private-sector funds while gradually decreasing state 
general fund participation. While the industry recognizes tha t overall state funding may decrease in the face o f budget 
shortfalls, AVA  believes the state has a vested interest in maintaining core funding for tourism  marketing:

•  T he industry’s direct contributions to government (more than S124 million in taxes and fees to state and 
local governments) dem onstrate that funds spent on  tourism  prom otion are a long-term investm ent that will 
com e bade to  the state in increasing amounts.

•  T he state will ultimately save money through lower unem ploym ent and decreased state social services 
expenditures.

• T he state needs to help level the playing field as Alaska com petes with other states and countries who are 
spending millions o f general fund dollars.

•  N early everyone benefits from  tourism, although no t everyone pays. From  gas stations and florists to 
construction companies and caterers, businesses that may no t contribute to tourism funding still profit from 
the money visitors inject into Alaska’s economy.

T he entire state gains by being able to com pete with other destinations, creating a healthier econom y with greater 
numbers o f  people employed. As businesses -  even those not generally viewed as tourism-related -  benefit from the 
dollars visitors p u t into Alaska’s economy, the industiy maintains tha t the state has a responsibility to assist the tourism 
industry with the financial burden of marketing a product which benefits .ill Alaskans. The N ew  Millennium Plan cails :or 
phasing in a decrease in state funding by 25 percent over three years, reducing the state's current general fund 
contribution from S5.3 million in FYCO to S5.0 -  FY01, S4.5 -  FY22, and S4.0 thereafter. Conversely, the private sector's 
contribution would increase by 3C0 percent, with a target o f S6 million by FYC3. T he base-level tunding would be in the 
form of a fee-for-service contract with the state.



A l a s k a  V i s i t o r ' s  A s s r  c ia f i o n  1 9 9 9  L e g i s la t i v e  P r io r i t i e s ,  p a g e  2  

E n a c t  l e g i s l a t i o n  to  re fo rm  r e c r e a t io n  liab ility  la w s
AVA continues to  support passage o f legislation to decrease legal uncertainties for commercial re eation businesses and 
to acknowledge som e level o f inherent risk on the parr o f those participating in recreational act:- .s. O ne o f  Alaska’s 
m ajor visitor draws is outdoor adventure, yet high liability insurance costs are prohibitive, espc w  for smaller businesses 
offering com m ercial recreation opportunities. Recreational liability reform legislation should also include indemnification 
for private landowners w ho allow a public trail across their property. Alaska is the only sta.e in America that does not 
provide this indemnification.

I m p le m e n t  a  tw o -y e a r  A la s k a  M a rin e  H ig h w a y  s c h e d u l e
AVA supports changes that will allow the Alaska Marine H ighway System to implement a two-year ferry schedule. 
A ccording to  the AMHS, the current legislative funding cycle prevents this. Visitor use of the ferry system is the prim ary 
revenue generator for the .Alaska M arine Highway System, yet the lack of a two-year schedule significandv inhibits 
advance sales and bookings and prevents appreciable increases in revenues. W hen attracting visitors, Alaska must 
com pete w ith adventure tours to places around the world in both cost and quality. Surveys show 60 percent o f visitors 
com ing to  Alaska start their planning six to >2 m onths prior to departure. Tourism operators have to prepare business 
plans, make itinerary decisions, and develop and distribute brochures marketing their products in advance o f client 
bookings. U nder the current planning cycle, businesses and communities are unable to make these advance preparations.

I n c r e a s e  a c c e s s  to  p u b lic  la n d s
Alaska is largely com posed o f public lands, making access critical to  tourism activities within the state. The public has a 
desire to  engage in a variety of outdoor activities on  these lands, although there is tremendous pressure to restrict further 
access to  public lands for commercial use o f  any kind. T he tourism  industry provides an opportunity for people to 
participate in guided outdoor experiences they might not be able to  enjov on their own and in a manner that has a 
relatively low  impact on the land. While AVA appreciates the  initial efforts o f the .Alaska Land Managers Forum  in 
focusing on  tourism /public land issues such as permitting, the  association encourages the Legislature to prom ote use o f  
public lands for tourism  and require public agencies to  include tourism  com ponents in all government and public 
plannin? docum ents.

A d d u s s  im p o r t a n t  c a p i ta l  b u d g e t  p r o je c ts
A dequate infrastructure is crucial to all o f Alaska’s basic industries. The association supports the concept of a fuel tax 
with revenues dedicated to a highway maintenance fund and the creation o f a proposed state highway system funding 
category. A VA  has also identified these transportation projects as top  priorities:

•  P etcrsv ille  R oad  rehabilitation and extension to  Tokositna and construction of a visitor facility'
. • D enali H ighw ay  hard surfacirg

•  M cC arthy  R oad  hard surfacing and wayside construction
•  A laska M arine H ig h w ay ’s continued Lynn Canal day boat service and fleet-wide vessel maintenance and 

safety improvements
• P ark s H ighw ay  and D enali N a tio n a l P a rk  G atew ay  road and pedestrian improvements
•  T a y lo r H ighw ay reconstruction and T o p  of th e  W orld H ighw ay  improvements from Tedin Junction to 

Jack W ade Junction
• Im plem entation of the S o u th east A laska T ra n sp o rta tio n  Plan
• Statewide system of re s t and  in fo rm ation  stops
• Statewide system of snow  m ach in e  trails utilizing snow  machine registration fees for trail development
• H a tc h e r  Pass road im provem ents and driving loop through Willow

M a in ta in  S t a t e  P a rk  fu n d in g
AVA supports the governor’s budget for State Parks. Although parks are utilized by SO percent of residents, they are also 
im portant attractions to .Alaska's visitors.

.ALASKA VISITORS ASSOCIATION  
phone: 907-561-5733 □  fax: 9C7-561-5727



V i s i t o r s  

C o n v e n t i o n  B u r e a u ,  me.

A p r il 1, 1999

I want to express m y personal thanks to you fo r the tim e you made available to us while  
we were in Juneau fo r the tourism  industry “ f ly - in .”  W e enjoyed ta lk ing  w ith  you about 
tourism  issues.

A  lo t was accomplished w h ile  we were in Juneau. A V A ’s meetings on the “ New 
M illenn ium  Plan”  were successful and productive. The v is ito r industry and the 
Department o f  Commerce have achieved fu ll agreement on HB136 (the committee 
substitute) and SB 107. We appreciated the hard w ork and com m itm ent o f  Commissioner 
Debby Sedwick and her s ta ff which helped to make this possible.

D uring  our last day in Juneau, the executive d irectoi >f the A laska W ilderness Recreation 
&  Tourism  Association announced that A W R T A  was also backing the restructuring plan 
as presented by A V A .

The v is ito r industry plan calls for a transition period w h ile  we begin to move toward 
more privatization o f  tourism  marketing. I t  is p a ra m o u n t th a t the State o f  A laska  
m a in ta in  its  core  fu n d in g  f o r  tou rism  m arke ting  a t the cu rre n t leve l o f  $5.3 m illio n  as we 
beg in  th is  process.

Once the New M illenn ium  Plan is adopted by the A laska State Legislature, we know  we 
have our w ork cut out fo r us at the regional and local levels. The funding form ula  
proposed fo r the Convention &  V is ito r Bureaus (o r com m unities) is s till not entire ly 
resolved. On the Kenai Peninsula, we plan to hold several w ork sessions on the N ew  
M ille nn iu m  Plan. We w il l keep your o ffice  posted about these developments and 
welcom e any o r a il suggestions you may have.

Senator John Torgerson 
A laska State Legislature 
State Capitol 
Juneau, A laska 99801

Dear Senator t orgerson,

1 1471 Kenai S pur H ighw ay • Kenai. A laska 9 9 6 1 1 • (907) 2 8 3 -1 9 9 1  • Fax: (907) 2 8 3 -2 2 3 0  • E-mail: kvcb@ alaska.net

mailto:kvcb@alaska.net


Senator John Torgerson
April 1, 1999
Page 2

D uring  the fina l weeks o f  this legislative session, please don’ t hesitate to call me i f  I  can 
be o f  assistance to  your o ffice  on th is im portant tourism  legislation. I  am planning to 
tes tify  by teleconference on SB 107 on A p r il 13.

On beha lf o f  A V A , and your Kenai Peninsula “ tourism ”  constituents, thank you fo r being 
such a strong supporter o f  the v is ito r industry.

Sincerely,

Kathy Tan- 
Executive D irecto r
Kenai V is ito rs  &  Convention Bureau &  
Board M em ber, A V A

t j ^ ^  

( j x .  f * '



The New Millennium Plan
A  C o n c e p t  f o r  t h e  F u t u r e  o f  T o u r i s m  i n  A l a s k a

A l a s k a  T r a v e l  I n d u s t r y  A s s o c i a t i o n  

O r g a n i z a t i o n a l  O u t l i n e
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Alaska Travel Industry Association
A'New Concept for the Future

A. O V E R V IE W

Presented in this document is an industry-led initiative to regain Alaska’s competitive position as a 
visitor destination and to consolidate Alaska’s statewide tourism organizations -  the Alaska Tourism  
Marketing Council, the Alaska Visitors Association, and the marketing functions o f the Alaska 
Division o f Tourism -  into one new, non-profit organization.

This streamlined structure is the industry’s solution to several issues facing Alaska tourism: 
greatly reduced government funding, continued threats of industry taxes, increased 
com petition from other destinations, and a decline in the rate of visitor growth. W ithout a 
renewed effort to regain our position in the marketplace, the downward trends w ill continue.

Rather than continue to watch Alaska’s marketing decline further, the tourism industry has taken a 
proactive approach to deal w ith the problem. Under this plan, the industry would greatly increase its 
marketing contribution and the State would continue to provide a core level of funding through a fee- 
for-services contract with the new non-profit organization. After a phase-in period, the goal is ro 
raise a minimum of $10 million, with $6 million coming from the private sector and $4 m illion  
coming from the State. This represents a 25 percent reduction in state general funds and a more than 
300 percent increase in private sector funds.

B. A  N E W  O R G A N IZ A T IO N

Dissolve the Alaska Tourism Marketing Council, the Alaska Visitors Association, and die marketing 
functions o f the Alaska Division of Tourism. In their place, create a new statewide organization that 
would accomplish much of what is being done by all three, while realizing efficiencies from  
streamlining. While all the marketing functions would be consolidated, the D ivision of Tourism  
(DoT) would remain a separate . entity within state goveri 'ent for planning, government 
coordination and advocacy.

Within the organization, there would be three major program areas. A  board o f  directors would set 
overall policy and budget, overseeing the Tourism Industry Services, Administration and Marketing 
functions. The marketing program would be implemented by a professional staff at the direction o f  
the Alaska Travel Industry Association board of directors or a committee thereof. It is intended that 
developmental programs aimed at expanding fall/winter/spring, highway travel, and international 
markets would continue.
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A L A S K A  T R A V E L  IN D U S T R Y  A S S O C IA T I O N

O rganizational Structure

C. M E M BER SH IPS

There would be tw o types of memberships: marketing partners and affiliates. The marketing partner 
category includes separate funding formulas for the industry at-large, cruise lines, and communities. 
Affiliate memberships are reserved for businesses not directly in the visitor industry. Membership 
categories and buy-in costs for program participants are outlined below. Each member receives one 
vote in the board elections.

M a rke tin g  P artne r M em berships
Participating industry businesses and organizations would receive benefits such as:

•  Listing ad in the Vacation Planner, or a $200 credit toward a larger ad
•  Listing on the website
•  ' Newsletter and industry briefings
•  Access to member mailing labels
•  Research and other industry information
•  Convention and trade show participation discounts
•  Access and participation in other marketing programs offered at an additional 

charge
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M a rk etin g  M em b ersh ip  D u es
Based on peak-season em ployee counts, as follows:

o f Employees A m o un t
<  5 $200
5-15 300

16-50 500
51-100 1,000

101-300, 2,000
301-500* 3,000

501-1 ,000 4,000
1 0 0 0 + 5,000

C ru ise  L ines
In addition to  the m em bership fees, cruise lines w ould  pay a voluntary assessm ent based on  
th eir  percentages o f the total Alaska cruise market. T he form ula-based assessm ent w ould  be  
phased in over a three-year period, with a funding goal o f  $2 m illion  in the third year.

C om p an y ’s A laska passenger cruise days’1- x $1.0 m illion  in  FY01
T ota l passenger cruise days’1' in Alaska market x $1.5 m illion  in FY 02

x $2.0 m illion  in FY03

See A ppendix  for contributions beyond FY03.

D e stin a tio n  M a rk etin g  O rgan ization s and C o m m u n itie s
Local destinations w ould  have the opportunity t^ dovetail w ith  the state program  as a  

*. com m u n ity  partner and leverage their m arketing doilars w ith  the V isit A laska efforts. In  
addition to  the m em bership benefits, participating destinations w ou ld  receive additional 
m arketing and prom otion  tools for their com m unities, such as advertising and label d iscounts.

Partnering com m unities and destination m arketing organizations (DMCL) w ould receive  
benefits such as:

•  Participation in press trips com ing to Alaska
•  25 percent d iscount on m ailing labels
•  Editorial coverage in m arketing materials
•  C on ven tion  and m eeting leads
•  Vacation Planner advertising”

•  Buy-ins betw een $500-$4,000 receive a narrative ad
•  Buy-ins berween $4,000-$7,000 receive a 2 ” color display ad
•  Buy-ins betw een $7,000-$30,000 receive a lA page display ad
•  Buy-ins' above $30,000 receive a Vi page display ad
•  O p portunity  to  access Pay-to-Play and all other cooperative m arketing program s 

“Based on  com m unity  buy-in at FY01 level see Appendix for further details.



<

T h e com m u n ity  in vestm en t formula is based on out-of-state visitor spending in each  
com m u n ity  and w o u ld  be phased in over a thret-year period. A s a com m un ity’s relative  
'econom ic return from  v isitors increases, so would its investm ent.

C o m m u n ity ’s % o f  V isitor  Expenditures x  $ .50 m illion  in FYOI
x  $ .75 m illion  in FY02  
x  $1.25 m illion  in FY03

See A ppendix for in form ation  on  com m unity percentages and contributions beyond F Y 03.
t

Individual com m u n ities w ou ld  determine how  best to  fund their m arketing buy-ins. W here  
there are regional organizations, such as the Kenai Peninsula T ourism  M arketing C oun cil or  
Southeast A laska T ourism  C ouncil, it  would be up to  the regions w hether the buy-in com es  
from  individual com m u n ities or the regional organizations.

A ffilia te  M em b ersh ip s
M any non-industry businesses receive significant revenue from  the tourism  industry, but are n o t able 
to  d irectly  participate in  th e  m arketing programs. A n affiliate m em bership offers these businesses an 
op p ortu n ity  to  support and n etw ork  w ith the industry. T o  qualify, businesses and organizations  
w o u ld  derive less than 10 percent o f  revenues from goods a n d /o r  services sold  directly to  visitors. 
E xam ples o f affiliate m em bers include suppliers, advertising and PTv firms, printers, insurance  
com panies, som e governm en t agencies, media, and financial services. I  refits m ay include:

•  N ew sletter  and industry briefings
•  R ecognition  as an industry supporter
•  A dvertising opp ortun ities to  the industry
•  Access to  m em bership  labels
•  C on ven tion  and trade sh ow  participation and discounts
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A ffilia te  M em b ersh ip  D u e s  
D u es level is voluntary.

L evel A m o u n t
B ronze Supporter $500

Silver Supporter 1,000
G old  Supporter 5,000

Patron 10,000

D . P A Y -T O -P L A Y  P R O G R A M S

Participation w ould  be lim ited  to  m arketing members on ly . These programs w ould allow  businesses 
to  d ovetail w ith  statew ide tourism  efforts and leverage their m arketing dollars. This list o f possib le  
program s is subject to  frequent change as new opportunities arise and as industry participation  
indicates the value o f  each program .
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•  State Vacation Planner ads
•  Sector G uide ads, such as highway travel, w inter guide, sportfishing guide
•  M ailing label and film  footage access
•  Trade Show  participation, both international and dom estic
•  N ew spaper cooperative ads, Internet ads and link purchase
•  Brochure distribution
•  Trade prom otion, m edia events, and i~m  participation
•  Research
•  M eeting and w orkshop registrations

E. ST A T E  P A R T IC IP A T IO N

T he State’s responsibility to  assist Alaskan businesses w ith  econom ic developm ent and g row th  
dictates a need to  help level the playing field for A laska’s tourism  industry as w e  com p ete  against 
other destinations receiving m illions o f dollars from  their ow n states’ general funds. In addition, th e  
tourism  industry’s direct contributions to  governm ent (over $123 m illion  in taxes and fees to  state  
and local governm ents in 1995) dem onstrate that funds spent on tourism  prom otion  are a long-term  
investm ent w h ich  w ould com e back to  the state in  increasing am ounts as the industry con tin u es to  
grow .

T he state fee-for-service contract o f $4 m illion  represents a 25 percent decrease from  current state  
general fund spending on tourism  programs and a 40 percent decrease in total tourism  program  
spending. T his decrease w ould  be phased in over a three-year period as the private sector’s  
contributions increase.

T he n ew , non-profit Alaska Travel Industry A ssociation  w ould  contract w ith  the State o f  A laska to  
provide m arketing services, w h ich  m ay include:

•  Producing and distributing a state vacation planner or other materials
•  Producing and m aintaining a tourism  w eb  site
•  R esponding to visitor inquiries received by the state
•  Including state inform ation such as border crossings, hunting/fish ing licenses, and roa d

conditions in visitor publications and on  the Internet
•  Support to  com m unities just beginning tourism  developm ent

Division of Tourism
A  separate D iv is ion  o f Tourism  w ith in  the D epartm ent o f  Com m erce and E con om ic D ev e lo p m en t  
(D C E D ) w ou ld  be m aintained for governm ental coordination , state policy  d evelopm en t, business  
developm ent, advocacy, planning, and any visitor inform ation centers. T he D o T  w ou ld  also serve as  
a liaison to  the new  organization and enter in to  the m arketing contract w ith  A T IA .
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F. B O A R D  O F  D IR E C T O R S
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Structure and Elections
Seats: 21 total -  17 elected and 4 appointed by the Chair o f the Board.

e t

4 9
Representation:
► 17 elected seats that correspond to the regions in the State Vacation Planner:

1 Far N o rth  
1 Southw est
3 Southcentral, w ith  at least one outside o f  M unicipality o f Anchorage 
3 Interior, w ith  at least one outside o f  the Fairbanks N o rth  Star Borough  
3 Inside Passage, w ith  at least one outside the C ity  and Borough of Juneau 
3 O utside  
3 At-Large

♦ E lectio n s &  T erm s: D irectors w ould  be elected by  the entire m em bership, w ith  each
business receiving one vo te . Elected seats voted in to  staggered three-year term s. 
A ppointm ents serve one year.

Travel assistance w ould  be 'able so that n o  one is excluded from  serving on the board.

♦ C om m ittees: A  seven-m em ber Executive C om m ittee  elected by the Board w ould  co n sist o f  
the Chair o f the Board, V ice Chair, Chair o f  M arketing, Chair o f  G overnm ent R elations, 
Secretary/Treasurer, Im m ediate Past Chair, and President (chief staff adm inistrator). T h e  
succession to  C hair o f  the Board w ou ld  require one year on the Executive C om m ittee , th e n  
one year as V ice Chair. O th er  standing and advisory com m ittees w ould  be appointed fo r  o n e  
year on an as-needed basis.

G. F U N D IN G  G O A LS

D irect C ontributions
Transition

FYOO FY01 FY 02 FY 03
G eneral M em berships 0 .3 .35 .4
D M O s/C o m m u n ities 0 .3 .7 1.0
C ruise C om panies 0 1.0 1.5 2 .0
Pay-to-Play Programs 1.4 1.7 2.0 2 .4

«-—  .--S ta te ------------ —^ 5.3 5.0 4.5 4.0
T ota l 6 .7 8.3 9.05 9 .8

O th er Incom e
C on ven tio n  &  Sponsorships 0 .2 •2 .2
Reserve 1.0 .5 0 0
T ota l O th e r  In com e 1.0 .7 .2 .2

T ota l B u d g et 7.7 9.0 9.25 10.0

Board
♦

4
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H . T IM E L IN E

Im plem entation o f  this proposal w ould require approxim ately one full transition year, b eg in n in g  in  
1999. A  transition team  com prising representatives from  the A T M C , A V A , State o f A laska, 
D estination M arketing O rganizations, and Alaska W ilderness T ourism  & R ecreation A ssocia tion  w as 
formed in July 1998 to  w rite bylaws, incorporate the new  organization, and facilitate the e lection  o f  
the first board o f  directors. T he directors o f each o f  the existing organizations (A V A , A T M C , and  
D oT ) also serve as advisors to  this transition team.

T o  ensure a sm ooth  transition, the three current organizations w ould  con tin u e to  operate  
concurrently w ith  the n ew  organization for a period o f 6 to  12 m onths. O n  or before Ju ly  1, 2000, 
the new  organization w ou ld  officially  take over the m arketing functions currently  served b y  th e  
existing organizations. O n ce seated, the Alaska Tourism  Industry A ssociation Board o f  D irectors  
w ould hire the C h ie f Staff E xecutive. Staff o f the current organizations w ould be given first p r io r ity  
for positions w ith  the n ew  organization.

R evised plan distributed to  travel and tourism  businesses statewide for approval 
L egislation introduced  
Legislature adjourns before enacting plan
T ransition  team  form ed to  begin w ork  on bylaws and articles o f  incorporation  

N e w  legislation introduced
T ransition  team  coordinates election o f  first board o f directors 
N e w  organization begins initial operations

Full plan takes effect: m arketing duties o f  A T M C  and D o T  are transferred to  n e w  
organization and A V A  and A T M C  are dismantled.

1998 
January 
March 
M ay
J u ly

1999 
W inter 
Spring
July l

2000 

Spring
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B U IL D IN G  O N  O U R  SUCCESS 

H is to ry  o f Cooperative M a rke tin g  In  Alaska
C ooperative M \rketing in Alaska really began w ith  the creation o f the Alaska V isitors A ssocia tion  
(A V A ) in  1950. T he major emphasis o f  the association was prom otion, including production  o f  th e  
Alaska Yukon Travel Manuals. In fact, between 1959 and 1970, A V A  was know n as the A laska T ravel 
P rom otion  Association and w orked on marketing projects w ith  the D ivision  o f T ourism  after ir w as  
form ed in  the ‘60s.

In 1976 the first formal cooperative tourism  m arketing efforts between the State o f  A laska and the  
tourism  industry began, w hen A V A  approached the state w ith  an innovative proposal to  co -m in g le  
private and state funds to draw visitors to  Alaska. T he idea was simple: com bine funding from  the  
state w ith  m oney, marketing talent, and know ledge contributed by the private industry to  bu ild  a 
program to  prom ote the entire state as a destination. Program  recom m endations w ere provided  by  
the Alaska Visitors A ssociation M arketing C ouncil and im plem ented by the D ivision  o f  T ou rism .

A  M odel Program
T his m elding o f industry and state tourism  efforts w en t a step further w ith  legislation passed in  1988 
to  form  the Alaska Tourism  M arketing C ouncil (ATM C). Jo in tly  managed by the state and A V A , 
the A T M C  oversees prom otion o f Alaska to  the dom estic and Canadian m arkets, w h ile  the State  
D ivision  o f Tourism  (DoT) manages the international m arketing efforts for Alaska.

T his unique program has created a consistent, high-quality marketing plan that has bolstered indu stry  
expansion efforts, as evidenced by the phenom enal grow th in the number of visitors to  the state. For  
m any years, Alaska’s sophisticated m arketing techniques and public/private structure served as a 
m odel for other destinations. The m arketing materials produced were award-winning.

T O U R IS M  IN  T R A N S IT IO N  

Alaska is Losing G round
Since 1989, state funding for tourism  programs has declined nearly 60 percent, from  $15 m illio n  in  
FY90 to  under $6.7 m illion  in FY 99. A t the same tim e, other states have increased their  tourism  
p rom otion  by 26 percent in the last five years.

Background
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Alaska State Tourism Spending: (ATMC and DoT combined)

FY 90 $15,029,050
FY91 $12,446,571
FY92 $10,526,171
FY93 $10,933,387
FY94 $10,913,338
FY95 $8,038,963
FY96 $8,384,047
FY 97 $7,990,100
FY98 $6,728,950
FY 99 $6,696,950

State Tourism Spending 1989 - 1999

(in m il l ions of dollars) 
$ 1 6 1--------------------------------------------------------------------------------------

$0 1990 1991 1992 1993 1994 1995 1996 1997 1998 1999

Further, we see support for tourism declining as the legislature becomes increasingly focused on cuts. 
The 1997 budget process was a roller-coaster ride for tourism. One version of the budget eliminated 
the Division of Tourism; another version restructured all tourism programs and combined the 
ATM C and DoT; and yet another reduced the Division of Tourism into an "Office o f Tourism .” It 
became apparent that tourism restructuring is happening through the budget process, rather than 
through a thoughtful discussion with the industry. The time and effort expended in Juneau by 
industry leaders and visitor businesses throughout the state has been enormous just to  retain the 
current level's of funding for promotion. Given this sentiment, in the future we can realistically 
expect the state’s tourism program to remain a target for further reductions.

C o m p e tit io n  is Increasing
Alaska is also losing ground due to increasing competition from other states, co”ntries and new  
destinations. While Alaska’s most direct competitors are foreign countries, we are also being out 
spent in promotion by other states and even cities. This lack of advertising dollars has placed the 
visitor industry at a competitive disadvantage.
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G row th  R ate  is D e c lin in g
Alaska’s relative decline in  m arketing com petitiveness is being felt w ith in  the industry. W hile  overall 
visitor num bers have con tin u ed  to  rise, the rate o f grow th  has slow ed . Som e segm ents o f  the  
industry, m ost notab ly  h ighw ay-dependent businesses, have felt the first effects o f decline.

V is ito r In d u s try  Taxes and Fees Increase
Between 1992 and 1995, state taxes paid by visitors and visitor industry businesses increased b y  99  
percent, fees b y  62 percent, and other revenue assessments by 6 percent. D espite these increases, 
general fund dollars going back to the industry decreased by  over 32 m illio n  -  the equivalent o f  a 24  
percent decrease during the sam e period o f time.
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St2te and local governments are increasingly targeting the visitor industry when looking for ways to  
fund general government. Taxation of the visitor industry is particularly appealing to some since 
visitors are not voting constituents. In 1997, two tax bills were introduced in the Senate that targeted 
tourism as a revenue source: SB23 proposed a 2 percent excise tax on statewide lodging facilities, and 
SB5 sought to  levy a $25 per-passenger fee for each port of call within Alaska. Although neither bill 
passed, they are one more indication of the interest to increase taxes on the industry.

S E A R C H IN G  F O R  S O LU T IO N S

The time has come for a change. The visitor industry cannot afford to watch as the state’s tourism  
contributions continue to erode the effectiveness of our marketing. This, combined with the 
increasing competitiveness of other destinations, dictates the need for a proactive approach. AVA has 
undertaken exhaustive research to see what alternatives exist to move the industry forward.

V is ito r-O rie n te d  Taxes Studied
To develop a concept for discussion, AVA researched a number of funding alternatives. These 
included an analysis of revenue that could be generated from different versions o f a statewide sales tax 
designed to target retail and service expenditures by visitors. Alaska faces a challenge in  
implementing many of these due to the state’s relatively small number o f businesses and state 
prohibition on some types of taxes. So long as the state constitution precludes dedication of funds, 
there is also no guarantee that money generated by tourism taxes would continue to be used for 
tourism promotion. Moreover, the lack of any statewide taxing mechanisms means a significant 
amount of revenue would be consumed in administering a new system.

O th e r D estina tions Researched
Funding methods employed in other states were studied to see how each approach might work in 
Alaska. The most prevalent source for tourism promotion is state general funds, which were reported 
as the sole funding mechanism in 23 states. O f the remaining states, 17 have a dedicated portion o f  
state lodging taxes, plus a variety of levies including: taxes on gross sales, admissions and amusements, 
car rentals, camping, recreation equipment rentals, lift tickets, tours and meals; membership fees; 
lottery funds; and highway and motor vehicle funds. O nly a few states currently have a privately 
operating tourism office, including Colorado, Florida, and Virginia; several others are currently 
looking at this possibility. A  few states, like Oregon and California, are in the process of trying to  
implement a levy on gross receipts, while Florida’s privatized program raises funds through a 
surcharge on car rentals. In order to generate the funds necessary, assessments; in Alaska would need 
to be substantially higher than other states due to the smaller number o f businesses. In addition, most 
of these scenarios incorporate some form of dedicated funding to tourism marketing and most all 
include state general fund support, including those states that have privatized tourism marketing.

Tourism staff sizes in other states vary from 5 to 158 full-time employees, with an average o f 37 
(ATMC, D oT , and AVA combined have 23).
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In d u s try  A ttitu d e s  Surveyed
The A V A  surveyed its members in July 1997 to gauge the opinions and attitudes toward various 
funding and organization scenarios. As a result of this survey, four general points of agreement were 
clear:

•  Members strongly believe a statewide tourism marketing program is needed.
•  Members strongly believe the state has a role to play in providing funds for tourism

promotion.
•  Members oppose additional taxes focused on the visitor industry for the purpose o f  

funding general government.
•  Tw o out o f three members believe some sort of assessment or fee should be used to  

support tourism marketing, although there is no consensus about what specific option  
should je  implemented.

D eve lop ing  A  Concept
After researching funding alternatives and studying the survey results, the AVA board o f directors 
contacted convention & visitors bureaus, government officials, and other industry lead" o r  input
and ideas. When all of this information was taken into account, an outline o f what ,.as desired
emerged. A  plan was designed to accomplish the following:

•  Shift marketing efforts to a private entity that combines the activities of the Division o f  
Tourism and Alaska Tourism Marketing Council

•  Return Alaska’s marketing efforts to a competitive position
•  Reach a goal of $10 m illion for marketing
•  Utilize pay-to-play programs
•  Increase private sector funding while state general funds decrease under a phased-in 

approach
•  Increase participation from businesses 

N ew  M ille n n iu m  P lan Takes Shape
This concept was first presented to 650 industry members during the October 1997 AVA convention. 
There was general consensus for the proposal as outlined, both during the meeting and in follow-up  
questionnaires. Convention & visitors bureaus, tourism associations, chambers of commerce, and 
other organizations arranged meetings to distribute and debate the proposal. The administration and 
members o f the Legislature were briefed and the details of the proposal were published in A V A ’s 
newsletter and other print media statewide. A number of changes were made to the draft based on  
feedback.

In January 1998 a revised plan was mailed to 3,000 tourism businesses statewide in order for them  to  
determine if the plan should be further developed for presentation to the Legislature. Eighty-five 
percent o f  respondents recommended moving forward with the plan.

Legislation to implement much of the plan was introduced in 1998 and was passed by both the H ouse 
and Senate, but failed to reach a final concurrence vote. The industry continued tv.: actively support 
the legislation, communicating support to their legislators and AVA. A transition team formed in  
July 1998 to begin working on the details of implementing the plan. The team presented proposed 
changes to the 1998 AVA convention delegation and, based on their feedback, revised the plan to this 
present form for increased industry distribution and comment throughout the fall/early winter of 
1998/1999.
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APPENDIX

A P P E N D IX

Cruise L ine M em berships

C o m p a n y ’s Alaska passenger cruise days’1' x $1.0 m illion  in  FY01
T ota l passenger cruise days’* in Alaska m arket x $1.5 m illion  in  FY 02

x $2.0 m illion  in  FY 03

*A passenger cruise day is the number of available berths multiplied by the number of days deployed.

In 2003, a passenger-day fee w ould  be established based on that year’s form ula. Subsequent 
years’ assessments w ould  be the established per-passenger fee m ultip lied  b y  the com p an y’s 
num ber o f  cruise days in the market.

A P P E N D IX

D estination  M arketing O rganizations and C om m unities M em berships

C om m u n ity ’s % of V isitor Expenditures x $ .50 m illion  in FY01
x $ .75 m illio n  in FY 02
x $1.25 m illion  in FY 03

In 2003, a funding goal w ould be established using a fixed percentage o f  total v isitor  
expenditures (such as 14 o f 1 percent). Subsequent years’ assessm ents w o u ld  be the  
c om m u n ity ’s percentage o f visitor expenditures m ultiplied by  the fixed percentage amounr. 
T hu s, a com m u n ity’s contribution w ould  be directly related to  the econ om ic  benefit received. 
T h ose com m unities that do participate w ill not be expected to  pay m ore to  m ake up for  
com m un ities that do not.

T h is form ula w ould  require m ore frequent visitor expenditure studies, including one at the  
outset to determ ine each com m un ity’s relative ranking. W hile this is an additional expense, 
th is research is needed by visitor industry businesses throughout the state. A s a baseline 
reference, the m ost current research (1993-94) indicates visitor expenditures were distributed  
as fo llow s, suggesting the estim ated buy-in for years 2001, 2002, and 2003. Please n o te  th a t th is  

is in te n d e d  o n ly  as a ro u g h  g u id e lin e  a n d  new  research w o u ld  be needed to  d e te rm in e  the a c tu a l 

am o u n ts .
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C om m unity %
Estimated

C ontribution
FY01

Estimated
C on trib u tion

FY02

Estimated
C ontribution

FY03
Anchorage 32% $160,000 $240,000 $400,000

Fairbanks 9 % 45,000 67,500 112,500
Juneau 8% 40,000 60,000 100,000
D enali 6% 30,000 45,000 75,000

Ketchikan 5% 25,000 37,500 62,500
Skagway 5% 25,000 37,500 62,500

Kenai /  Soldotna 3% 15,000 22;500 37,500
Sitka 2% 10,000 15,000 25,000

H om er 2% 10,000 15,000 25,000
Seward 2% 10,000 15,000 25,000
Valdez 2% 10,000 15,000 25,000

O th er Com m unities* 24% combined

'‘Individual community percentages not available, but each receives less than 2 percent 
of total visitor expenditures
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