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Letter of Intent
The Legislature acknow ledges that tou rism  book ings in  A laska  are w e ll below  
the forecasts p r io r  to the te rro ris t attack on  Am erica Septem ber 11 ,2 001 . Su rveys 
show  that actual book ings a re  30 %  to 40%  be low  n o rm a l. I t  is the intent o f the 
Leg is la tu re that the app rop ria tion  m ade by H ou se  B ill 359 be focused at 
increasing tou rism  in A laska in 2002.

The Leg islature expects that the A laska T ou rism  In d u s try  A ssociation w ill re p o rt 
back to the Legisla tu re d u ring  the FY  2003 and FY  2004 budget de liberations. 
That repo rt shou ld  inc lude m easures that indicate the resu lts o f the advertis ing  
supported  by this leg is la tion .

Rep. B ill W illiam s 
C o-C ha ir

January 3 0 ,2 0 0 2

P a s s e d  b y  t h e  H o u s e  0 2 - 0 4 - 0 2
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SENATE CS F O R  H O USE  B IL L  NO . 359 ( )

IN  THE LEG ISLATURE  OF THE STATE OF A LA SKA  

TW ENTY-SECOND LEG ISLA TURE  - SECOND SESSION

BY
Offered:
Referred:
Funding Information: General Fund S 828.500

Other Funds 5,171,500 
Total S 6,000,000

Sponsor(s): HOUSE FINANCE COMMITTEE
A B IL L

FO R  AN A CT  E N T IT LE D  

"An Act making a supplemental approp riation  fo r tourism  m arketing  e ffo rts ; and 

providing fo r an effective date."

BE  IT  ENACTED  B Y  T H E  L E G IS LA T U R E  OF TH E  STA TE  O F  A LA SK A :

* Section 1. TO UR ISM  M ARKETING , (a) The balance, not to exceed 55 .171 ,500 , o f  the 
international trade and business endowment (AS 37.17 .440) is appropriated to the Department 
o f  Community and Economic Development fo r the fiscal years ending June 30, 2002, and 
June 30, 2003, fo r payment as a grant under AS 37.05.316 to the Alaska Travel Industry 
Association for additional tourism marketing efforts to mitigate the economic effects on the 
Alaska tourism industry from the September 11, 2 0 0 1, terrorist attacks.

(b) The sum o f  5828,500 is appropriated from the general fund to the Department o f  
Community and Economic Development for the fiscal years ending June 30, 2002, and 
June 30, 2003, to match, on a dollar-for-do lla r basis, expenditures o f  nonstate funds by the 
Alaska Travel Industry Association for tourism marketing.

(c) It is the intent o f  the legislature that the funds appropriated by this Act represent

-1- SCS HB 359( )
New Text U nderlined [DELETED TEXT BRACKETED]



partial forward funding o f  the state funds portion o f  the qualified trade association contract for 
fiscal year 2003.

(d ) It is the intent o f  the legislature that, within 60 days after the effective date o f  this 
Act, the Alaska Travel Industry Association provide a plan, other than instituting broad-based 
taxes such as an income or sales tax. to generate industry funds to replace all state funding for 
the tourism marketing program.

(e) It is the intent o f  the legislature that the Alaska Travel Industry Association report 
back to the legislature during deliberations on the fiscal year 2003 and fiscal year 2004 
budgets on the results o l the marketing program funded by this Act.

* Sec. 2 . This Act takes effect immediately under AS 0 1. 10.070(c).

WORK DRAFT WORK DRAFT 22-LS1360 W |
I

SCS HB 359( ) -2-
New Text Underlined (DELETED TEXT BRACKETED]
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SENATE FINANCE 
COMMITTEE a - i 

Amendment Number: 1
Bill Number: jV S  
Sponsor: Date: 2./ 19 /0Z

A M E N D M E N T Logged In By: PQi ndvA

O FFER ED  IN  T H E  S E N A T E  B Y  S E N A T O R  A U S T E R M A N
T O : H B  359

Page 1, line 1:
Delete “ making a supplemental appropriation for tourism marketing efforts”  
Insert “ making supplemental appropriation for tourism marketing efforts and 

generic salmon marketing; making a special appropriation for the Joint Legislative 
Salmon Industry Task Force”

Page 1, follow ing line 9:
Insert new bill sections to read: 0^  c, 0<?o

“ * Sec. 2. GENERIC  SALMON M ARKETING . The sum o f $2;588$§& is appropriated 
from the general fund to the Department o f Community and Economic Development,
Alaska Seafood Marketing Institute, fo r generic salmon marketing fo r the fiscal/years 
ending June 30 , 2 0 02 , and June 30, 2003 . 

*^v3^JOINT~LEGI-SLAT-I-VE-SA-fcMeNTNDUSTR-Y-T1A SKEO RCE ._C on lingeH r^  
upoA the pa ssugtToFirconeurTejaCresolutmn^by tlie^TwcnU^Secorid Alaska'State 
Legislature establishing the Joint Le^islabve=S^mon-Indu$try Task Force, the sum o f / f  
$5d0,000Js a p p ro p rikted. JYoirrt hege h e ra 1 fund to the Legislatn^Gouncii fo r me /  (
op cn^ i^^pen ses^ fU te  Joint LegislativeSa lmon Industry T-aSk Force f o r the~T7sbaLycars 
ejadmfTune 30 , 2 002 , and June 30 , 2 0 03 .”

Renumber the follow ing bill section accordingly.
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Alaska State Senate
S e n a t e  F i n a n c e  C o m m i t t e e

Mail Stop 3100 
State Capitol 

Juneau. Alaska 99SOI-HS

Sec. 37.17.440. International trade and business endowment.
(a ) The international trade and business endowment is established in the Alaska 

Science and Technology Foundation. The endowment consists o f money appropriated to 
the endowment. Income earned by the endowment may be appropriated to support 
programs for the development o f international trade and business in the state.

(b ) The principal and income o f the endowment shall be held and invested by the 
Alaska Permanent Fund Corporation subject to A S 37 .13 .1 20 ; however, nei income from 
the endowment and subsequent income earned on net income from the endowment shall 
be held in a separate account until appropriated by the legislature. Net income from the 
endowment may not be included in the computation o f net income available for 
distribution under AS 37 .13 .140 .

(c ) Appropriations made to the endowment do not lapse unless otherwise 
provided by the legislature in the act in which the appropriation is made.
History -
(Sec. 1 ch 53 S LA  1997)
Article Notes -

Effective Dates. Section 3. ch. 55 . S LA  1997 makes this article effective M ay 31, 
1997, in accordance with AS 01 .1 0 .0 70 (c ).

Official Business



C om ponen t Deta il - FY 03 O pe ra tin g B udg e t - G o ve rn o r S tru c tu re

Numbers AND Language Sections!
Component: Int’l Trade and Market Dev Agency: Department of Community and Econom ic Development
BRU: Community Assistance & Economic Development

01 Actual 02 CC 02 Auth 02MgtPln Adj Base Gov 02MatPln to Gov

Total 0.0 2,102.6 2,102.6 2,102.6 2,131.3 2,109.1 6.5 0.3 %

Obiecls of Expenditure:
Personal Services 0 .0 769.6 769.6 710.1 745.4 745.4 35 .3 5 .0 %
Travel 0 .0 70.7 70.7 70 .7 79 .7 70 .7 0 .0 0 .0 %
Contractual 0 .0 947.8 947.8 1,006.9 1 ,000 .3 978.1 -28 .8 -2.9 %
Commodities 0 .0 19.5 19.5 19.5 19.5 19.5 0 .0 0 .0 %
Equipment 0.0 0 .0 0 .0 0.0 0 .0 0 .0 0.0 0 .0 %
Lands/Buildings 0.0 0.0 0.0 0 .0 0 .0 0 .0 0 .0 0 .0 %
Grants, Claims 0.0 295.0 295.0 295.4 295.4 295.4 0 .0 0 .0  %
Miscellaneous 0.0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 0 .0 %

Fundina Sources:

1004 Gen Fund 0.0 1,461.3 1,461.3 1 ,461.3 1 ,490 .0 1,580.0 118.7 8.1 %
1005 GF/Prgm 0.0 12.7 12.7 12.7 12.7 12.7 0 .0 0 .0 %
1007 I/A Rcpts 0 .0 112.2 112.2 112.2 112.2 0 .0 -112 .2 -1 0 0 .0%
1108 Stat Desig 0.0 20.0 20 .0 20.0 20 .0 20 .0 0.0 0 .0  %
1115 ITDF 0.0 496.4 496.4 496.4 496.4 496.4 0.0 0 .0  %
Positions:
Perm Full Time 0.0 11.0 11.0 10.0 10.0 10.0 0 .0 0 .0 %
Perm Part Time 0.0 1.0 1.0 1.0 1.0 1.0 0.0 0 .0 %
Temporary 0.0 0.0 0 .0 0.0 0.0 0 .0 0.0 0 .0 %
NOTE: Anticipated earnings for !;Y 02 were less than the anticipated $4% ,400; the division lias requested $230,400 OF in supplemental funding in SB 281 (Senator 

Donley’s office; 2/19/02)

Page 5 J lcq iita tivc 'penance 'Diui&u)* 12/31/2001 9:43 AM



Provided by Permanent Fund Corporation
February 19, 2002
Senator Donley's Office

INTERNATIONAL TRADE & B U S IN E SS  ENDOW M ENT FUND
B a la n c e  S h e e t s / S t a t e m e n t s  o f  N e t A s s e t s

Unaudited
(Thousands o f Dollars)

January 31, 
2002

June 30, 
2001

Assets
Cash and temporary investments S (61.3) 134.4
Receivables, prepaid expenses and other assets 73.1 79.3
Investments —

Marketable debt securities 2,241.0 2,512.7
Preferred and common stock 2,396.6 2.340.4
Real estate 597.2 611.7
Alaska certificates o f  deposit 11.1 36.2

Total investments 5.245.9 5.501.0
TOT AL ASSETS S 52257.7 5,714.7

Liabilities
Accounts payable S 86.2 68.2

TOTAL LIABILITIES 86.2 68.2

Fund Balances/Net Assets
Reserved/Restricted:

Principal 4,950.0 4,950.0
Unrcserved/Unrestriccd:

Unrealized earnings reserve (464.8) (371.4)
Remaining earnings reserve 686.3 1,067.9

Total earnings reserve 221.5 696.5
--------s>  TOTAL FUND BALANCES/NET ASSETS — _T> 5.171.5 5.646.5

TOTAL LIABILITIES & . FUND BALANCES/ 
NET ASSETS S 5.257.7 5,714.7



Provided by Permaneni Fund Corporation
February 19, 2002
Senator Donley’s Office

INTERNATIONAL TRADE a  B U S IN E SS  ENDOWMENT FUND 
S t a t e m e n t s  o f  R e v e n u e s ,  E x p e n s e s  a n d  C h a n g e s  
in  F u n d  B a la n c e s / S t a t e m e n t s  o f  A c t iv i t ie s

Month Seven months Fiscal year-end
Unaudited ended January 31, ended January 31, projected/actual June 30,
(Thousands o f Dollars)_________________________________________ 2002____________2002________2002________ 2001

Revenues

Interest
Dividends
Real estate and other income 

Total interest, dividends, real

S 9.3
2.0
6.7

73.4
17.7
29.1

133.5
29.4
46.6

154,6
33.8
49.0

estate & . other 18.0 120.2 209.5 237.4

Net increase (decrease) in the fair value o f investments —  
Marketable debt securities 
Preferred and common stock 
Real estate
Foreign exchange contracts 
Currency

5.2
(65.7)
(9.8)
2.2 

(0,2)

43.7
(213.2)

(8.2)

(0.4)

43.7
(132.4)

(6.9)

(0.4)

78.7
(541.3)

26.0
8.0

(1.1)
Total net decrease (68.3) (178.1) (96.0) (429.7)
TOTAL REVENUES (50.3) (57.9) 113.5 (192.3)

Expenditures/Expenses
Operating expenses (0.7) (4.9) (8.4) (8.6)

EXCESS OF REVENUES OVER
EXPENDITURES/EXPENSES S (51.0) (62.8) 105.1 (200.9)

Other Financing Sources/Uses
Contributions
Distributions

—
(412.2) (412.2) (70.0)

EXCESS OF REVENUES & TRANSFERS IN OVER 
EXPENDITURES/EXPENSES &  TRANSERS OUT (51.0) (475.0) (307.1) (270.9)

Fund Balances/Net Assets
Beginning of period 5,222.5 5,646.5 5,646.5 5,917.4
End o f period ----- - 5,171.5 5,171.5 5,339.4 5,646.5

Statutory Income Calculation
Excess o f revenues over expenditures/expenses 
Adjustments to bring net income 

to statutory net income

STATUTORY NET INCOME

(51.0) (62.8) 105.1 (200.9)

52.9 93.3 50.9 466.0
S 1.9 30.5 156.0 265.1



Provided by Permanent Fund Corporation
February 19, 2002
' cnaior Donley’s Office

INTERNATIONAL TRADE & B U S IN E SS  ENDOWMENT FUND 
R e c e i v a b le s  a n d  P a v a b le s

Unaudited January 31,
(Thousands of Dollars)__________________________2002

Accounts Receivable

Interest Receivable $ 29.5
Dividends Receivable 2.7
Pending Sales Fixed Income 21.0
Pending Sales Equities 18.2
Pending Sales Real Estate 1.7
Prepaid and Other Receivables —

TOTAL RECEIVABLES $ 73.1

Accounts Payable

Operating Accrued Payables $ 2.7
Pending Purchase Fixed Income 63.8
Pending Purchase Equities 17.9
Pending Purchase Real Estate 1.7
Real Estate Fees Payable 0.1

TOTAL PAYABLES $ 86.2



C om pone n t De ta il - FY 03 O pera ting B udge t - G o ve rn o r S tru c tu re

Numbers AND Language Sections!
Component: Qualified Trade A ssoc Contract Agency: Department of Community and Econom ic Development
BRU: Qualified Trade Association Contract

01 Actual 02 CC 02 Auth 02MgtPln Adj Base Gov 02MatPln to Gov
Total 4,800.0 4,655.2 4,655.2 4,655.2 4,655.2 4,005.1 -650.1 -1 4 .0%
Objects of ExDenditure:
Personal Services 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 %
T ravel 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 %
Contractual 4,800.0 4,655.2 4,655.2 4,655.2 4,055.2 4,005.1 -650.1 -14 .0%
Commodities 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 %
Equipment 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 %
Lands/Buildings 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 %
Grants, Claims 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 %
Miscellaneous 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 %

Fundina Sources:
1004 Gen Fund 4,800.0 4,605.1 4,605.1 4,605.1 4,605.1 4,005.1 -600.0 -13 .0%
1007 I/A Rcpts 0.0 50.1 50.1 50.1 50.1 0.0 -50.1 -100 .0%
Positions:
Perm Full Time 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 %Perm Part Time 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 %Temporary 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 %

Page 11 JLĉ icOxtioc 'pittance. "Dioiciott 12/31/2001 9:43 AM



Component —  Qualified Trade Association Contract

Q u a lifie d  T ra d e  A s s o c ia t io n  C on tra c t 
P ro p o s e d  C h a n g e s  in L e v e ls  o f S e rv ic e  fo r  F Y 2 0 0 3

Reduce uncollectable 1/A authorization. When the BRU for the Qualified Trade Association was established in FY 
2001 from the former Division of Tourism, interagency receipts were transferred from the division. The Division of 
Tourism collected these receipts from the Department of Transportation for Tourism North and Scenic Byways 
projects. Since QTA is not a state agency, these funds cannot be collected as interagency receipts. __ _
Reduce authorization. When tourism marketing was transferred to a qualified trade association (QTA) by statute in 
1999, 30%  of the marketing budget was to be raised by the QTA. By statute (AS 44 .33.125(a )), this percentage 
increases to 60%  in the FY03 contract. Assuming the tourism industry can generate the contribution assumed under 
the Millennium Plan, based on the Plan’s projected total budget of Si 0 million, the State's share of the budget will be 
reduced from $4.6 million to $4.0 million.

S um m a ry  o f  C om p o n e n t B udg e t C h an g e s  
F rom  F Y 2 0 0 2  A u th o r iz e d  to  FY 2003  G o v e rn o r

All do lla rs in thousands
General Funds Federal Funds Other Funds Total Funds

FY2002 Authorized 4,605.1 0.0 50.1 4 ,655.2

Proposed budget decreases: 
-Reduce uncollectable I/A 
authorization 

-Reduce authorization per statute 
(AS 44.33.125(a))

0 .0
-600 .0

0.0
0.0

-50.1
0.0

-50.1
-600 .0

FY2003 Governor 4,005.1 0.0 0.0 4,005.1

Released December 15th FY2003 Governor
12/17/2001 12:00________________Department ol Community & Economic Development Page 103
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Alaskan Tourism Industry -  Business Climate 2001 vs 2002 Season
as of February 9, 2002

Business
as of...

AIR TAXI/CHARTER 
AIRLINES
BACK COUNTRY EXPERIENCES
BED BREAKFASTS
CABINS
CAMPING/RV PARKS
CAR RENTAUTAXI/OTHER
CRUISESHIPS
DAY CRUISES/CHARTERS
FERRIES
GIFT SHOPS
HOTELS MOTELS
LOCAL ACTIVITIES
MOTORCOACH/BUS
"OTHER"
OVERNIGHT CRUISE/OTHER 
PACKAGE TOUR 
RESTAURANTS 
RV RENTAUMOTORHOME 
STATEWIDE ACTIVITIES 
TRAINS
TRAVEL AGENTSfTRIP PLANNERS 
VISITOR INFORMATION ORGANIZATIONS 
WILDERNESS LODGES/RESORTS

AVERAGE - All Categories

% Change in Inquiries __ % Change 1t Bookings
Feb '0 2 Dec'01 Feb '02 Dec '01

-28 -37 -28 -23
-17 -38 -23 -30
-20 -27 -27 -28
-23 -22 -18 -25
-36 -30 -34 -31
-16 -24 -16 -33
-13 -34 -18 -46
-16 -37 -24 -39
-25 -19 -22 -19
-21 -13 -21 -18
-27 -7 -24 -6
-22 -20 -26 -26
-23 -13 -23 -13
.39 -32 -46 -34
-13 -9 -18 -6
-39 -40 -33 -31
-20 -17 -20 -13
-13 -13 -16 -12
-22 -32 -25 •46
-17 -19 -22 -18
-20 -47 -28 -50
-16 -21 -23 -28
-1 -18 3 -26
-14 1 rô 4 -24 -19

-22 -23 -24 -23

leads: The average of all Wilderness Lodges/Resorts reporting indicate that Inquiries are down fourteen percent 
from the same period t^st year. Bookings are down 24 percent.

Methodology:

Invitations were sent out to 703 ATIA member firms.
Polling was open 6 days. 295 firms responded.
Results are the average of respondents, including those who provided negative and positive changes.
Firms were allowed to complete more than one category. Not all firms completed all questions.
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SUMMARY

The tenorist attacks that occurred on September 11. 2001 are having an extraordinary impact 
on the travel industry throughout the world. As a result, consumers are more reluctant to fly, are 
planning to travel closer to home, are uncertain about the future and are less willing to commit 
to long-term travel plans. This will have a profound impact on Alaska’s visitor industry and the 
state’s economy.
WHAT DOES THIS MEAN FOR ALASKA? The forecast is bleak. A survey of Alaska travel 
businesses shows a 30 to 46 percent decline in bookings for major sectors of the industry, 
including: airlines 30% , cruise ships 39% , motorcoaches 34% , and RV rentals 46% .

Research also indicates current marketing efforts may yield significantly fewer visitors. To 
protect our market share and strive to maintain visitation, adjustments are being made to current 
marketing efforts to bolster programs that stimulate inquiries and attract more visitors.

IMPACT ON ALASKA. A decrease in visitors coming to the state will mean less revenue for 
Alaska visitor industry businesses and municipalities that are funded in part through bed taxes. 
This in turn, will trickle through all areas of the state's economy. Businesses have indicated 
they are cutting back on business upgrades and improvements to lessen their debt load in 
anticipation of an extremely tight year. The impact of reduced development spending on top of 
reduced visitor spending will effect many sectors of the Alaskan economy that benefit from 
visitor spending.

WHAT NEEDS TO B E  DONE? Marketing efforts need to be increased immediately in order to 
increase interest in visiting Alaska this year. Competition for those visitors willing to fly has 
become extremely competitive with destinations around the world marketing furiously to 
maintain their share of the pie. If Alaska is going to compete, additional financial resources are 
needed in order to get Alaska's message into the national marketplace. Recent surveys indicate 
consumers are most likeiy to travel domestically and inclined to stay closer to home, so 
marketing efforts will be focuseJ wholly on domestic markets.
ATI A REQUEST AND EXPECTED RESULTS. The Alaska Travel Industry Association (ATIA) 
is requesting $12.5 million for implementation of emergency marketing programs to lessen the 
impact of the September 11 terrorist attacks. This campaign will generate an additional 182,850 
visitors to the state this season, each spending an aveiage of $726 per trip. This equates to an 
overall economic impact of $332 million in direct and indirect spending. This is a return rate 
of more than 26:1.

$ 3 3 2  million return

$12.5 million request
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SITUATION OVERVIEW

Unquestionably, the events of September 11 severely impacted the travel and tourism industry 
nationwide. The total U .S . job losses are estimated to be up to one million. Estimates by the 
World Travel & Tourism Council indicate a 10% reduction in the volume of business would result 
in 8.8 million job losses out of 207 million employed worldwide.
National surveys taken over the last two months paint a negative forecast. According to the 
Travel Business Roundtable (10/31/01):

• 17%  of all travelers say they are traveling less
• One out of every 20 trips is being cancelled
• 13% of leisure travelers have either cancelled, put on hold, or are still uncertain about 

whether they will take an upcoming trip

Closer to home, a December 1 survey of Alaska businesses throughout the state, conducted by 
GMA Research, shows a sharp decline in bookings compared to last year:

• Major travel modes indicate a drop of:
o  34%  Motorcoach 
o  46%  RV Rental 
o  39%  Cruise ship 
o  30%  Airlines

Results from a separate survey of respondents to the state marketing program, conducted 
November 28, suggest:

• 1-in-3 people who indicated they were definitely planning to visit the state prior to 9/11 
now indicate they are less committed to visiting, with 1-in-10 having made the decision 
not to visit this year

• Only 1-in-10 who have decided to visit, have actually made reservations or finalized their 
travel plans

• 10% of survey respondents say they are less likely to travel on vacation in general

P O S S I B L E  O U T C O M E S  O F  T H E S E  R E D U C T I O N S  IN  A L A S K A♦
• 1 0 % decrease in visitors • loss of 1 4 0 , 0 0 0  visitors » loss of 

$1 0 1 . 6  million in visitor spending and 1 , 5 6 4  travel related jobs

• 2 0 % decrease in visitors loss of 2 8 0 , 0 0 0  visitors » loss of 
$2 0 3 . 3  million in economit? impact and 3 , 1 2 7  travel related jobs

There is no timeline on the war against terrorism and this will undoubtedly have a negative 
impact on the psychology of future travelers. Add to this a recession in the U.S. and there is a 
great likelihood that Americans will spend less on travel and stay closer to their own homes.

Destinations continue to implement supplemental marketing plans to minimize losses. The 
impacts vary among the states but it is anticipated that destinations more accessible by cars 
and trains will benefit at the expense of destinations primarily accessible by plane, such as 
Alaska.

4



The Air Transport Association reports domestic revenue passenger miles have dropped by 
21.1%  and International by 37 .3% . According to the Travel Industry Association of America 
(TIA), U .S . travel in the fourth quarter dropped significantly and the projections are soft for the 
first quarter. Over 50 percent of Alaska’s non-resident visitors arrive or depart by plane. 
Because the majority of travelers to Alaska arrive by air, visitation to the state may be impacted 
to a greater degree than those states that are easily reached by road or rail. According to NFO 
Plog Research's Travel Confidence Survey, conducted October 3-8, total air passengers are 
down by 23%  over last year.
International flight itineraries to Alaska from Asian markets have been cut. Alaska Airlines 
flights were reduced by 15%. Delta Airlines ended service to Fairbanks in October.

The cruise industry has repositioned ships to Alaska but a significant number of cancellations to 
the industry, as a whole, could reach the $2 billion mark according to industry analyst Lazard 
Freres. Even with increased ship activity to Alaska, there are no guarantees that these vessels 
will operate at near capacity and incentive discounts could translate to significant reductions in 
land-based expenditures in Alaska.

The result is that more Americans will travel closer to home, or not at all. Inbound international 
travel is also expected to decline. Travel and tourism related operations will suffer business 
declines or erosion of profits in 2002 with small businesses particularly vulnerable. Long-term 
predictions will depend upon a return of consumer spending, the public's willingness to travel 
and Alaska's ability to compete with other destinations for market share.
Competition
Within 60 days of the attacks, many destinations were already in the marketplace with multi­
million dollar marketing plans in order to lessen the impact of September 11 on travel to their 
destinat’on. Some of these destinations are shown below.

To understand the overall competitive marketing picture for Alaska you must understand the 
state’s pi e-September 11 position. Before the attacks, Alaska was at a significant marketing 
disadvantage compared to other states. Alaska's current marketing budget -  $7 .8 million -  is 
far below the average state marketing budget of $13 .7  million for 2000-2001 . Alaska is also low 
in terms of state funding for tourism, ranking 36th out of 50 states.

Compounding the problem, countries, states and even cities have received emergency state 
funds to bolster their tourism marketing efforts. The Alaska Travel Industry Association is 
requesting $12.5 million from the state for a national emergency marketing campaign so Alaska 
can compete against destinations that are aggressively targeting U .S . consumers.

* 1 1 ■ ■—!■
Hawaii Vrginia US Vrgin Is S Carolina Alaska

$59 $25 $24 $14 $78

Florida

$88
5 *Roun6»d to tha naarast m illion



COUNTRY Emergency
Funds* CITY Emergency

Funds*

Travel Industry Association of 
America $20 New York City $40

Caribbean $16 Las Vegas $13

Canadian Tourism Commission $20 Miami $2

Puerto Rico $15

Mexico $ 6 -8

Barbados $6 'Rounded to nearest million

European Travel Commission $3

Opportunity
Due to state department warnings about potential dangers to Americans traveling overseas, 
consumers with European or Australian travel plans may consider a trip within the United States 
this year instead.

Within our own country, significant portions of the population may hesitate to travel to the East 
Coast. Significant numbers of travelers from the West Coast and Canada may show renewed 
interest in visiting Alaska.

Targeted marketing efforts to the lower 48 states could aiso encourage people who are thinking 
of postponing a trip to Alaska to visit this year.

VALUE OF TOURISM TO ALASKA AND ITS ECONOMY

Visitors spend about $949 million annually in Alaska. Therefore, if there is a decline in the 
number of visitors, businesses will feel the impact in the form of lower sales.

j
|j

T ou r ism  R evenu e
Prior to September 11, Alaska received -  by current estimations - approximately 1.4 million 
visitors per year. These visitors injected over $124 million directly into state and local treasuries 
in the form of taxes, fees and other assessments.

I  W H A T v I S  A  V I S I T O R  W O R T H ?
_ • Visitors spend an estimated $ 7 2 6  per-person, ̂ er-trip 

• Total direct full-vear spending for all visitors is $ 9 4 9  
million 

; • Visitor industry accounts for approximately 3 0 , 7 0 0  
Alaska jobs, or 1 -in- 8  private sector jobs

6



Jobs for A laskans
Tourism is Alaska's second largest private sector employer, accounting for one-in-eight private 
sector jobs. This means that 30 ,700 Alaskans are directly or indirectly employed in the tourism 
industry (full-time, year-round equivalent). The visitor industry has a 78%  resident hire rate, the 
highest of all industries,
Many visitor-related companies throughout the U .S . have laid-off employees due to the 
downturn in travel and the economic belt-tightening occurring across America. By aggressively 
promoting travel to Alaska, we hope to maintain the number of Alaskans employed in the visitor 
industry and the economic benefit of visitor spending within the state.

RECOVERY PLAN OBJECTIVES

The overall purpose of the campaign will be to preempt the dramatic decline in travel to Alaska 
this year and the devastating effect it will have on the state's economy. Preserving small 
businesses that make up the backbone of Alaska's tourism industry will be a priority.

R E C O V E R Y  P L A N  O B J E C T I V E S
Encourage previous inquirers to proceed with their travel 
plans -

Increase efforts to convince those “willing to travel” to 
come to Alaska 1_____________________

4
Target various sectors of trade that are in key positions to 
affecf̂ lestination choices 

Remind consumers 4 hat Alaska is part of 4 he-United States

The recovery plan will rely on advertising, public relations, Internet, research, travel trade and 
resident travel campaigns to accomplish the recovery plan objectives.
Timing
It is crucial that Alaska increase its presence in the national marketplace immediately. Each day 
delay translates to lost bookings and lost revenue. Bookings for Alaska travel are down 
significantly -  some businesses are reporting reservations for next summer are down more than 
50% over last year.

ATIA Images 2000 research indicates about half (<-9%) of all visitors DECIDED to visit Alaska 
within six months of actual travel. We are now in :hat critical decision-making time period.
In addition, roughly half (49% ) of Alaska's actual v sitors BOOKED their Alaska trip within 3-6 
months prior to travel. If aggressive efforts are no; taken immediately, the impact could be 
devastating to many of Alaska's small tourism businesses. The time to act is now.
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RECOVERY PLAN AND DELIVERABLES

This crisis recovery plan - by necessity -  is considered dynamic and may be adjusted based on
changing market conditions and updated research results.
ADVERTISING
> Aggressive television advertising campaign launched to elevate interest in visiting Alaska 

this year and enhance performance of other marketing efforts. Data indicates the 
effectiveness of other marketing such as magazine and direct mail greatly increases when 
TV advertising runs concurrently.

• TV campaign will generate 100,000 requests for trip-planning infonmation and bring 
42 ,100 visitors to the state.

• Television ads will include a toll-free 800# and website address so potential visitors may 
request Alaska trip-planning information. This will generate exposure for the more than 
1,000 Alaska businesses with advertisements in the Planner and on the website.

• Existing film footage will be used in production of television ads to ensure Alaska's 
message can be placed on the air as soon as funding is available.

• Television ads will run on national cable network stations.

> Page-dominant Alaska newspaper advertisements placed in 25 national markets and sub- 
markets.

• Newspaper campaign will generate 13,000 responses and bring 10 ,400 'isitors to the 
state.

• Newspaper advertising placements will leverage travel sections, thereby increasing 
editorial exposure for Alaska. Research indicates newspaper articles are highly credible, 
and therefore a very effective method to communicate Alaska’s message

• Alaska's small tourism businesses partner directly with ATIA to participate in the national 
newspaper campaign. This partnership provides greater media exposure for smaller 
tourism businesses than they could achieve on their own.

• Toll-free 800# and the website address will be included in
newspaper advertising, allowing potential visitor to access specific infonmation on more 
than 1,000 Alaska tourism businesses.

>  2.5 million direct mail packages delivered to targeted independent travel prospects to 
encourage them to visit Alaska and persuade visitors not to postpone travel plans.

• Direct mail campaign will generate 135,000 responses and bring 33 .400 visitors to the 
state.

• A modified direct mail package will be sent to roughly 452 ,000 potential visitors that have 
already indicated they are interested in visiting Alaska to encourage them to travel this 
year.
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• An additional 2 million direct mail packages will be sent to individual consumers using 
targeted direct mail iisls with proven track records.

• Direct mail packages will include multiple response options including a toll-free 800#, 
URL. postage-paid return request card and write-to address to assist potential visitors in 
obtaining Alaska travel information.

> Printed information, including the Official State Vacation Planner, will be produced in order to 
respond to inquiries.
■ It will be necessary to send additional trip planning information in order to generate the 

same number of actual visitors as in previous years.

PUBLIC RELATIONS
>  Whistle Stop promotion conducted to spotlight Alaska and generate news coverage that will 

capture the imagination of people of all ages.

• Whistle Stop promotion will result in S200 .000 in national editorial coverage for Alaska 
and bring 1,400 visitors to the state.

• ATIA will directly reach 20 key editorial publications and/or broadcast stations, along with 
150 key travel agencies over the course of the promotion.

• ATIA will partner with the Alaska Railroad to transport a railcar to Vancouver, BC for 
travel along the West Coast. Stops along the way will generate news events targeting 
media and travel trade in order to boost awareness and knowledge of Alaska.

• Well-known Alaska dignitaries and celebrities will be invited to travel on the train and 
attend media/trade events to boost interest in Alaska and generate news exposure.

• Tie-in marketing may include trip and merchandise give-aways, travel press receptions 
featuring Alaska food and drink, and distribution of Alaska trip-planning information.

>  West Coast Editor Briefings scheduled with 60 key travel editors from influential consumer 
and travel trade publications along the West Coast.

• Elevate awareness of Alaska and establish ATIA as a resource for editors so they will 
consider writing Alaska stories.

• One-on-one editor briefings will leverage ATIA's ongoing media relations efforts and 
ensure greater editorial reach in those markets.

• Extensive follow-up efforts with editors will ensure editor needs for story ideas, 
photography and other information are being met. This follow-up greatly facilitates the 
process for getting Alaska stories into the marketplace.

>  Two-minute television advertorial (combination of advertisement message and editorial 
comment) placed on West Coast cable stations to showcase the beauty and splendor of 
Alaska.

• Advertorial will result in 25 ,700 responses and generate 10,800 visitors to the state.
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• Advertoria l will air on W est Coast cable stations, reaching more than 500,000 viewers.

• Messages contained in the advertorial will echo those included in the Officia l State 
Vacation Planner and Invitation to Alaska brochure and will also include testimonials 
from well-known celebrities who have visited Alaska.

• An online micro site will link to the Offic ia l State Travel Website . This will allow ATIA to 
capture relevant information from potential visitors fo r use in fu tu re marketing efforts.

INTERNET
> Additional multi-media features will be added to the officia l A laska travel site

to increase tra ffic to the site and elevate interest in Alaska.

• Enhanced features will encourage longer online vis its and lead to more extensive 
search of the website. This increases exposure fo r A laska businesses.

• Incorporating messages from other media campaigns will enhance overall performance 
o f all marketing efforts by providing rein forcement o f key messages.

> Utilize Internet advertising and opt-in email -  also referred to as perm ission email -  to
complement traditional advertis ing programs and achieve an effic ient level o f national reach.

• Internet advertising campaigns will generate 96,000  responses and bring 51,500 visitors 
to the state.

• Placement o f banner advertisements and pop-up ads on websites and search engines 
will encourage click-through to :

• Targeted opt-in email lists will reach approximate ly 800,000  individual consumers 
already indicating they are interested in receiving travel-re lated information.

• Opt-in email messages featuring the Governor will be tested, with the most favorable 
messages being used fo r larger mailings.

- Messages will reflect current events and trave ler attitudes/concerns.
- Tests will be conducted against the current Governor message and evaluated on 
regular basis to ensure the most effective version is used.

> Implement an interactive Travel Alaska television series and Internet promotion to boost
in terest in travel to Alaska in W est Coast markets.

• Campaign will generate 62 ,500  responses and bring 26,300  visitors to the state.

• Partnering with highly rated W est Coast morning television programs, a six-week series 
of Alaska segments will be produced featuring Alaska trips (i.e., camping adventure, 
fishing trip, cultural expedition).

• A laska trips will be promoted on television and station websites, allow ing viewers to 
learn about different adventures Alaska has to offer. Selected fam ilies will be profiled 
and viewers will be asked to vote for the fam ily they would like to see 'win' the Alaska 
vacation.
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• Promotion will include the message “travel close to home" to boost interest from 
consumers living in the Western U.S. that may be interested in a vacation closer to 
home.

RESEARCH
> To ensure Alaska is positioned to react to changes in the marketplace, continual travel trend 

research will be conducted to measure the terrorist attack impact on attitudes and travel 
plans among potential visitors.

• Provide a constant barometer o f changes in travel plans to help the state and tourism 
businesses assess the upcom ing travel season.

• W ill allow ATIA to modify its marketing message and approach to optim ize success in 
convincing consumers to travel to A laska this year.

• Travel agents will be contacted to gauge attitudes and trends among travel trade and 
their clients.

TRAVEL TRADE
> Conduct retail travel agent tra in ing programs.

• Partner with quality, high producing travel agencies in known productive markets to 
conduct Alaska travel training in their regional offices.

> Place advertising in U.S. trade publications to ensure Alaska is foremost in the mind of travel 
agents when they suggest possible travel destinations to their clients.

• Partner with leading trade publications to produce cooperative marketing inserts to reach 
travel agencies throughout the U.S. with A laska's message. Alaska information will also 
be posted simultaneously on publication websites.

• Partner with trade marketing organizations, to produce A laska travel planners for 
distribution to group leaders, tour operators, motor coach operators and travel 
professionals.

> D irect mail campaign to travel agencies across the U.S.

• Send Alaska travel information to U.S. travel agents, using targeted mailing lists, in order 
to put A laska trip-planning tools into the hands o f those selling travel. A postage paid 
card will be included so individual requests may be facilitated.

• Engage in cooperative mailing programs with tour operators specializing in Alaska travel 
in order to reach the ir prospective Alaska cliento.

> Participate in trade shows to elevate interest in A laska and establish direct relationships with 
travel agents so further marketing and education may be conducted.

• Attend U.S. trade shows to increase awareness o f A laska, provide product information 
and offe r trip-planning tools to those active ly booking Alaska travel.

11



• Forge cooperative promotions with leading tour companies to facilita te direct contact 
with highly qualified tour guides and encourage new Alaska packages being marketed 
and sold.

• Share leads with businesses so they may conduct their own marketing.

RESIDENT TRAVEL
r  Encourage residents and visiting friends and relatives to travel instate.

• Television campaign will reach more than 110,000 viewers and result in 20,000 visitors 
traveling within Alaska.

• Television spots will encourage residents to invite the ir friends and relatives to visit the 
state and experience a true Alaskan adventure.

• TV advertisements will augment current marketing efforts. By extending the campaign, 
we can ensure the “stay home - discover your own back yard" message reaches a 
greater number o f residents and leads to higher visitation.

> Conduct a statewide newspaper advertising campaign targeted at Alaskan residents, to 
elevate interest in A laska vacations accessib le by car, train, ferry o r short plane trips.

• Newspaper advertising will be placed in major publications throughout the state and 
reinforce messages being delivered through television.

• The State Vacation P lanner will be offered free-o f-charge to residents and their friends 
and relatives by calling a unique 800#, writing or visiting the website. Residents will be 
driven to an online A laska Resident interface page tied to the Officia l Alaska Travel 
Website.

> Implement an aggressive Public Relations outreach to local media, in order to promote 
Alaska vacations and encourage residents and visiting friends and relatives to visit near-by 
communities.

• Press kit will supply feature and business writers comprehensive information about 
A laska tourism and facilita te poolication of Alaska travel stones.

• Resident Travel promotion will increase awareness among residents o f the many 
wonders A laska has to o ffe r and encourage exploration o f Alaskan communities.



RECOVERY BUDGET
A 28 member broad-based comm ittee charged with developing the marketing plan believes 
$12.5 million is needed to implement this crisis recovery plan. W ithout additional funding Alaska 
will continue to lose market share to destinations that are aggressively reaching out to those 
consumers willing to travel this year. As more destinations receive emergency marketing funds 
to counter the effects o f September 11, Alaska becomes even more vulnerable to losing visitors 
to destinations that are actively marketing.

Adjustments are already being made to the current core marketing program , but it won’t be 
enough to offset the decrease in inquiries and visitation to Alaska. It is also worth noting that 
the travel industry has already contributed S1.2 million ABOVE the required state match 
in FY02 in an effort to boost A laska 's marketing position among competing destinations.

Television Campaign $8 ,0 80 ,0 00

Newspaper Campaign 4 25 ,0 00

Direct Mail Campaign 975 ,000

Online Campaign 650 ,0 00

Ltate Vacation Planner/800# 464 ,0 00

Public Relations Campaign 722 ,000

Website Development/Promotion 300 ,000

TV Advertorial 250 ,000

Research 54 ,000

Travel Trade Training/Marketing 280 ,0 00

Instate Travel Campaign 300 ,0 00

TOTAL: $12,500,000
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RETURN ON INVESTMENT

Overall, the campaign will:

>  Generate an estimated 182,850 visitors to the state this year.

> Result in a direct econom ic impact o f $132.7 million as a based on each visitor spending 
an average o f $726 on the ir Alaska vacation. This translates into 2,042 jobs.

>  Total econom ic impact o f $332 million (direct and indirect spending) based on data 
indicating the average visitor dollar circulates through the Alaska economy about two 
and a half times before leaving the state.

> Replace those visitors who decide not to travel to Alaska this year as a result of 
econom ic or crisis impacts. Current estimates suggest that Alaska visitation could 
decline 10-20% from its present estimated level of 1.4 million. Econom ic impacts 
could be:
• 10% decrease in visitors loss o f $101.6 million in visitor spending »• 1,564 jobs
• 20% decrease in visitors loss o f $203.3 million in visitor spending 3,127 jobs

rr
If?«a3A

R E S U L T S  O F  $12.5 M ILL ION TO U R ISM  M A R K E T IN G  C A M PA IG N .
• Delivers 182,850 visitors to the state THIS year

• Generates $132.7 million in direct revenue__________________

• Saves 2,042 jobs

• Translates to $332 million in direct/indirect spending,
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RECOVERY SCHEDULE 2002

Jonuor February March

I f  t i l l
i

I f  11 I I I J i l l  l l l l

A Markets: Scenic, Portland, Snn Iran, 
SLC, Son Diogo, Socrnnicnlo. Denver

B Markets: 22% B Markets: W. Palm Bench. Mpls.

PUBLIC RELATIONS
Whistle Stop Promotion 5 markets: Canada, WA, OR. CA

ADVERTISING
Television (:30 sec. Spots) Cable: A&E, INI. Discovery, Homo A

Cable: 45% Garden. History ChrsJ. Ituvel Chnl
A markets: 33%

I.A.. Tnmpo, Phoenix

Website Development

COMPONENT

RESEARCH
Track Travel Trends

West Coast Editor Brielings D Markets: Canada, WA. OR, CO, CA
Television Advertorial Portland, OR ♦ Cable

Newspaper 25 newspapers In A ond B Maikets 
2 ma/outsldo lists; .5 milt/lnsldo listsDirect Mall

Vacation Planners Print additional 150,000

Online Ads/Opt-ln Email Banner Ads. 800.000 Opt-In Emmls

8-10 mln phono survey.
Each wove = 1200 Inlervlews

RESIDENT TRAVEL

Interactive Travel Scries

Details

TRAVEL TRADE

INTERNET

Travel Agent Training
Trade Advertising
Direct Mail
Trade Shows

Television ARCS. GCI Coble (17 coblo stations)

December

Newspaper Stmcwklc
Public Relations Statewide

12/14/01



D e c e m b e r 2 0 . 2001

S e n a to r  L vda G reen 
A la sk a  S ta te  L eg is la tu re  
6 0 0  E  R a ilro ad  A v en u e . S te. 1 
W asilla , A K  99654

D e a r S en a to r G reen ,

A la s k a 's  travel in d u stry  is d eep ly  co n ce rn ed  in the  afte rm ath  o f the Sept. 11 te rro n s i 
a ttack s in our coun try . B etw een  the genera l fe a r o f  trave l and  the su b seq u e n t eco n o m ic  
d o w n tu rn , it is no  u n d ers ta tem en t to  say  that m an y  o f  A la sk a ’s v is ito r  b u sin esses  are 
fac in g  a cris is  and , w ithou t ac tio n , m ay  n o t su rv iv e  the  co m in g  year.

E n c lo se d  is a copy  o f  the A lask a  T rav e l In d u stry  A sso c ia tio n ’s ‘ c ris is  re co v e ry  p lan ” . 
A s  you know , A T IA  has req u es ted  S 12 .5  m illion  in em erg en cy  m ark e tin g  fu n d in g . T h e  
p lan  o u tlin es  how' th is  ap p ro p ria tio n  w o u ld  go  to w o rk  fo r A lask an s to  save no t o n ly  jo b s  
bu t he lp  sm all, A lask an  b u sin esses  su rv iv e  the co m in g  year. I k n o w  that you are well 
aw a re  o f  the p o s itiv e  im pacts , both  d irec t and in d irec t, that v is ito r d o lla rs  m ake to  all o f  
A la sk a ’s eco n o m ic  sec to rs.

In ad d itio n  to the sta tew id e  research  co n ta in ed  w ith in  A T lA ’s d o cu m en t, I am  en c lo s in g  
the  re su its  o f  a poll co n d u c ted  am o n g  M at-S u  C V B ’s m em b ersh ip . W ith  o v e r 1691. 
re sp o n se  you 11 see that m an y  o f  o u r ow n M at-S u  V alley  b u s in esses  are try ing  to  
o v e rc o m e  d ecreased  rev en u es and are an tic ip a tin g  w o rk fo rce  red u c tio n s .

In the co m in g  days w e ’ll be hearin g  m o re  from  the G o v e rn o r 's  T ask  F orce  on Jo b s  and 
the E conom y. T h is  g roup o f  b u sin ess  leaders from  all e co n o m ic  sec io rs  s in g led  om  
to u rism  as the in d u s try  in A lask a  m ost a ffec ted  by th e  ev en ts  o f  S ep tem b er 11

I u n d ers tan d  that the start o f  the sess io n  is a very busy  tim e fo r all leg is la to rs , but for the 
to u n sm  industry  tim e is a critica l e lem en t in ca p tu r in g  nex t s u m m e r 's  v isito rs . T he 
co m p e titio n  from  o th e r d es tin a tio n s  is p a rticu la rly  fierce riah i now1. 1 hope that von and  
y o u r fellow' law m ak ers  will m ake th is a p rio rity  im m ed ia te ly  upon  a rriv in g  in Ju n eau .

T h an k s  fo r a tten tion  to  these d o cu m en ts . 1 have left a phone m essag e  w ith  your o ffice  in 
the h opes that w e can  m eet in ea rly  Jan u a ry , p rio r to  the start o f  the sessio n

S in cere ly .

Ju lie  S aupe 
E x ecu tiv e  D ireclo r



A L A S K A
N A T I V E  

H E R I T A G E
C E N T E R

R E C E I V E D

Jan u ary  1C, 2 Q02 1 H 20QZ

H onorab le  G o v e rn o r T o m 'K n o w le s  
State o f  Alaska 
P O B o x  110C01 
Juneau , A K  99811-0001

D e a r  G o v e rn o r K now les:

I  am  writing o n  behalf o f the  B o ard  o f D irec to rs o f  the  Alaska N ative H eritage C enter.

The Alaska N ative  H eritage C en te r  is a un ique cultural a ttraction  and educational facility in 
A nchorage. I k no  w y o u  agree, th a t in o u r sh o rt 3-year history-we have m ade m an v  strides in 
educating and inform ing  A las l a ’s people and  w orld travelers ab o u t th e  rich heritage o f 
A laska’s N arive people. A dditionally , we have m ade significant p rogress in helping to  
develop  the p ride  and  self-esteem  of o u r  N ative peop le. Indeed , we have a C en te r in w hich 
all Alaskans can  be p ro u d .

Y et, we are still an in stitu tion  in its infancy. W e heavily  d ep en d  upon  v isitors to  su p p o rt o u r 
su m m er program s, w hich  in ru m  allow  us to  operate o u r  educational facility  in the w inter.

A  s tro n g  and viable v isito r industry , the  second  larges: in d u stry  in  the state, is im p o rtan t fo r 
the  continued  well being ol th e  C enter. M aintain ing a strong  p resence in the m inds of 
travelers th ro u g h  a s tro n g  m arketing  cam paign  is o f u tm o st im portance. M an v  o th e r  US 
destinations have already  p u rsu ed  and received em ergency  fund ing  to  stabilize th e ir tourism  
program s. We need  to  m ove fo rw ard  expeditiously.

T herefore, the B oard  o f  D irec to rs  o f the A laska N ative H eritage C en te r s tro t.g lv  urge your 
su p p o rt and efforts in securing  S12.5 m illion in em ergency  to u rism  marketin'.; funding.

Sincerely,

dHtio H tl l lT A C E  CEifTEH  DIUVE A N C H O K A G L  ALASKA * I’H O N t  ‘>0“ '  I a ;. >»r m i i -w H ii
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P O R T  O F  
A N C H O R A G E

January 3 .2 0 0 2

S enate P residen t Rick H alford  
O ffice o f  S enate President 
A laska S ta te  Legislature
P O B o x  110001 
Juneu 11-0001

Dear Szfiator Halford:
I am  w ritin g  you on behalf o f  the A lask a  visitor industry and the A laska Travel Industry .Association to 
request y o u r support for a supplem ental appropriation o f S I 2.5 m illion  dollars to fund the A laska Tourism  
Industry  C risis Recovery Plan.

As a fo rm er governor o f th L  state and as a private individual with an extensive association with the 
.Alaska v isito r industry, I have w itnessed  the rise of tourism as one o f  the m ost im portant econom ic 
eng ines o f  the state.

T o u rism s  im portance cannot be understated . It is the second largest p rivate sector em plover in our state 
generating  w ell over a billion dollars annually to Alaska businesses and contribu tes nearly S125 m illion  ir, 
taxes, fees and  assessm ents. It stands to increase in economic prim acy in the tim es to com e.

In a d o w ntu rn  like this big and sm all businesses are hurt. Small “m om  and pop" B & B 's. restaurants, etc.. 
go out o f  business. Big ones will not invest in more infrastructure and everyone suffers.

In recen t years  Alaska has endured declines in governm ent and oil patch jobs. The legislature has an 
opportun ity  to save jobs in the v isito r industry if  it acts sooner, ra ther than later. It will take the Star? 
years to c reate  a thousand jo b s. 1 can tell vou from experience that it is easie r to save a ioh than to create 
o n e .

M any p rom inen t Alaskan business leaders agree with my assessm ent that the state’s tourism  industry is 
vital to A laska, but that it needs im m ediate financial assistance. The cause is right, the time is now  and 1 
ask that you and your esteem ed co lleagues make this request a priority  m atter in the cum ins legislative 
session.

Bm  a n e n ie ia  
Port D irecto r

cc: T he H onorable Tony K now les. G overnor for the Slate of A laska
T h e  Honorable Brian Porter. S peaker of the House 
T in a  Lindgren. President o f the A laska Travel Industry A ssociation

(907) 343-6200 Telephone • (907) 277-5636 Facsimile • httD.//www.ci,anchorage.ak.us Wcositc 
2000 Anchorage Port Roao • Anchorage, Alaska 09501

S incerely .



Crisis Recovery Marketing Funds Appropriated

Entity Amount
______________ ^(Millions)

Domestic

Arizona $5.5
Detroit $0.1
Florida $20.0
Florida-Lottery Earnings $9.0
Hawaii $10.0
Las Vegas $13.0
Massachusetts $10.0
Miami $2.2
New York City - Immediate $40.0
New York City-2002 $25.0
South Carolina $2.0
Travel Industry of America $20.0
Washington D.C. $5.0

Foreign

Alberta $1.0
Barbados $6.0
Canada $20.0
Caribbean $16.0
European Travel Commission $3.0
Mexico $6.0-$8.0
Puerto Rico $15.0
U.S. Virgin Islands $6.5
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Introduced By: 
Other Review: 
Date Introduced: 
Date Passed:
Date Transrained:

Transportation 
Governments] Affairs 
January 2 1 . 20 0 2  
Jan u a ry  21 , 2002  
January 2 4 , 2002

RESOLUTION 02-0121

A RESOLUTION BY THE GREATER FA IRBANKS CHAMBER OF 
COM M ERCE IN  SUPPORT OF SUPPLEMENTAL FUNDING FOR 
TH E ALASKA TOURISM  INDUSTRY CRISIS RECOVERY PLAN

W HEREAS the visitor industry plays a vital part in the economic -well-being 
o f the Fairbanks community and beyond; and

W H E REAS the terrorist attacks o f September 11, 2001 have had a profound 
impact on the Alaska travel industry; and

W HEREAS there is continued decline in travel activity to the state resulting 
from declines in long-distance travel plans and bookings; and

W HEREAS maintaining Alaska’s presence as a visitor destination in the 
national media is the utmost importance in recovering business lost as a result 
o f the Sep ember 11 attacks; and

W HEREAS a number of other U.S. states and cities have adopted and funded 
emergency marketing plans to help stabilize their own tourism programs:

NOW  THEREFORE BE I T  RESOLVED that the Greater Fairbanks 
Chamber of Commerce supports the Alaska Travel Industry Association’s 
request o f the State o f A laska to secure S12.5 million in supplementary 
handing to bolster our existing marketing program and to assist the state in 
recovering the losses experienced by Alaskan businesses in the wake o f recent 
terrorist attacks.

BE IT  FURTHER RESOLVED that this resolution be distributed to:

G overnor Tony Knowles 
A laska State Legislature
M ayor R honda Boyles, Fairbanks North Star Borough 
Fairbanks N orth Star Borough Assem bly 
M ayor Steve Thomoson, City o f  Faiioanks
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M A T A N U SK A -SU SITN A  CO N V EN TIO N  £  V ISITO RS BUREAU

A  R E S O L U T IO N  TN S U P P O R T  O F  F U N D IN G  F O R  T H E  
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 IO N  T O  IM P L E M E N T  AN’ 

E M E R G E N C Y  M A R K E T IN G  P L A N  F O R  F Y 2002  
Mat-Su CVB Resolution FY02-04

W h e re a s  the M issio n  o f  the  M a t-S u  C onven tion  &  V isito rs  B ureau  is to  p rom ote  
eco n o m ic  d ev e lo p m en t th ro u g h  to u rism ; and

W h e re a s ,  a h ea lth y , g ro w in g  v is ito r  industry  is viral to  the eco n o m ic  w e ll-b e in g  o f  the 
S ta te  o f  A lask a  and  th e  M a ta n u sk a -S u s itn a  B o ro u g h ; and

W h e re a s  the ac ts  o f  te rro rism  co m m itted  against the U n ited  S ta tes on S ep tem b er ! 1, 
2001 have im p ac ted  th e  e c o n o m ic  v iab ility  o f  v is ito r d es tin a tio n s  th ro u g h o u t the  c o u n ty ;  
and

-W h e re a s  m a in ta in in g  a m e d ia  p re se n c e  through  m ark e tin g  A laska as a v is ito r d es tin a tio n  
is o f  the  u tm o st im p o rtan ce  in re c o v e r in g  tou rism  b u sin ess  losi as a resu lt o f  S e p tem b e r 
1 1; and

W h e re a s  o th er U .S . d e s tin a tio n s  h av e  already  p u rsu ed  and  rece iv ed  em erg en cy  fu n d in g  
to  h e lp  s tab ilise  their ow n to u rism  p ro g ram s.

N o w  th e re fo re  be  it r c s o 'v e d  th a t th e  B oard o f  D ire c to rs  o f  the M at-S u  C o n v en tio n  & 
V isito rs  B u reau  su p p o rts  th e  A lask a  T rav el Industry  A sso c ia tio n ’s request to the  S ta te  o f  
A lask a  to secu re  S I 2.5 m illio n  in su p p lem en ta ry  fu n d in g  to  fo n ify  o u r ex is tin g  m a rk e tin g  
p ro g ram  and h e lp  the sta te  re c o v e r  the  losses a lready  ex p e rien ced  b y  A laska b u s in e sse s  
in  th e  w ake o f  th e  terro rist a tta c k s  o n  the  U nited  S tales.

E u g e n e S h c c h a f /

S e c re ta ry

A p proved :

P res id en t



A Resolution of the Sitka Convention and Visitors Bureau in 
Support of Funding for the Alaska Tourism Industry Crisis

Recovery Plan

W H E R E A S ,  the Silka C onven tion  und B ureau m ission  is lo m i i : :  Sitka as a year-round dcsunanor. 
for convention, educauonni and  insure csoenences. and

W H E R E A S ,  the v isitor industry  p lays a  v ita l,p a rt in th e  econom ic w ell-be ing  o f  th e  com m unity , ana

W H E R E A S , ’ the te rro ris t attacks o f  Septem ber 11, 2001 have, had a  profound im p ac t on the  A laska 
travel industry , and

W H E R E A S ,  th e  continued decline in  traveL activ ity  to the  state resu lting  from  declines in  long­
distance travel p lan s and bookings, and

W H E R E A S ,  m aintain ing A la sk a 's  presence as a visitor riastinarion in  the n a tional m ed ia  is  o f  the 
u tm ost im portance in reco v erin g  b usiness lo st as a resu lt o f  the  Septem ber 11 attacks, and

W H E R E A S ,  a  num ber o f  o th er U .S . states and cities have adopted, and fu n d ed  em ergency m arketing 
plans to  help  stabilize their ow n tou rism  program s,

N O W  T H E R E F O R E  B E  I T  R E S O L V E D  T H A T  the Sitka C onven tion  and V isitors B ureau 
supports the A lask a  T ravel Industry  A ssocia tion 's  request to th e  State o f  A lask a  to  secure S12.5 m illion 
in  supplem entary ' funding lo b o lste r o u r ujdsling m arketing  p rogram  and to he lp  Lhe stale reco v er the 
losses a lready  experienced  by A lask a  businesses in the w ake o f  the te rro ris t a ttack s on the U nited 
States.

P A S S E D  A N D  A P P R O V E D  b y  the Silica C onvention and V isitors B ureau B oard  o f  D irectors 
January' 14, 2002.

J iH  'r.
( S IG N A T U R E  ]

n

[ S IG N A T U R E  ]

S itka  Convention. <fc V isito rs B ureau 
P O  Box 1226, Sitka, A K  99835



A RESOLUTION OF THE KETCHIKAN VISITORS BUREAU  
IN SUPPORT OF FUNDING FOR THE ALASKA TRAVEL 

INDUSTRY ASSOCIATION TO IMPLEMENT A N  
EMERGENCY MARKETING PLAN FOR

FY 2002  
RESOLUTION NO. 01-03

W H E R E A S, THE ICETCHIICAN VISITORS BUREAU'S MISSION IS "TO PROMOTE THE 
GREATER ICETCHIICAN AREA AS A VISITOR DESTINATION AND MEETING SITE, TO 
ENHANCE THE ECONOMY OF THE COMMUNITY, AND ASSIST IN PROMOTION OF THE 
AREA'S ATTRACTIONS AND EVENTS", AND

W H E R E A S, THE VISITOR INDUSTRY PLAYS A VITAL PART IN THE ECONOMIC WELL 
BEING OF THE COMMUNITY, AND

W H E R E A S, THE COWARDLY ACTS OF TERRORISM COMMITTED AGAINST THE UNITED
S t a t e s  o n  S ep tem b er 11, 2001 h a v e  im p a c te d  t h e  e c o n o m ic  v ia b i l i ty  o f  v i s i t o r
DESTINATIONS THROUGHOUT THE COUNTRY, AND

>, ; •; r r

WHEREAS,.MAINTAINING a  MEDIA PRESENCE THROUGH MARKETING ALASKA AS A 
VISITOR DESTINATION IS OF THE UTMOST IMPORTANCE IN RECOVERING TO'JPJSM 
BUSINESS LOST AS A RESULT OF SEPTEMBER 1 l Tr:, AND

W H E R E A S, OTHER U .S. DESTINATIONS RAVE ALREADY PURSUED AND RECEIVED 
EMERGENCY FUNDING TO HELP STABILIZE THEIR OWN TOURISM PROGRAMS,

N O W  T H E R E F O R E  E E  I T  R E SO L V E D  T H A T  THE ICETCHIICAN VISITORS BUREAU 
SUPPORTS THE ALASKA TRAVEL INDUSTRY ASSOCIATION'S REQUEST TO THE STATE OF 
ALASKA TO SECURE S12.5 MILLION DOLLARS IN SUPPLEMENTARY FUNDING TO F ORTIFY 
OUR EXISTING MARKETING PROGRAM .ANT; HELP THE STATE RECOVER THE LOSSES 
ALREADY EXPERIENCED BY ALASICA BUSINESSES IN THE WAKE OF THE TERRORIST 
ATTACKS ON THE UNITED STATES.

ICETCHIICAN VISITORS BUREAU BOARD OF

Patti Madcey ,J
Ex ec u tiv e  D ir e c t o r

Eridcson 
KVB Bo a r d  o f  D ir e c t o r s

PA S SE D  A N D  A P P R O V E D  BY THE 
D ir ec t o r s  O c to b e r  23, 2001.

31 F r o n t  S t r e e t  • K e t c h i k a n ,  A l a s k a  “ 9901 • P h o n e -  ( 907)  2 2 f»- 6 1 6 n 
x:  ( 907 )  3 2 5 - 4 2 5 0  • E - m a i l :  k v h @ U t n . n e t  • w w  w , v j s j t -1, e t cli i 1: a n . co m

mailto:kvh@Utn.net


G R E A T E R  P A L M E R  

C H A M B E R  O F  C O M M E R C E

• buewty to Hu the r tu i  •

A RESOLUTION IN SUPPORT OF FUNDING FOR THE ALASKA 
TRAVEL INDUSTRY ASSOCIATION TO IMPLEMENT AN 

EMERGENCY MARKETING PLAN FOR FY2002

RESOLUTION 02-002

W h ereas  the M iss io n  o f  the  G rea te r P a lm er C ham ber o f  C o m m e rc e  is to  m ake P alm er the 
p re m ie r co m m u n ity  in A lask a  for en terp rise , re c rea tio n  and c iv ic  p rid e ; and

W h ereas  p a rtic ip a tio n  in th e  M a tan u sk a -S u sitn a  C onven tion  &  V is ito rs  B u reau  a rd  the 
A lask a  T ravel In d u s try  A sso c ia tio n  to  p rom ote  eco n o m ic  d ev e lo p m e n t th ro u g h  to u rism  is 
p aram o u n t to  th a t m issio n ; and

W h erea s  a h ea lth y , g ro w in g  v is ito r industry' is vital to  th e  ec o n o m ic  w e ll-b e in g  o f  the 
S ta te  o f  A laska , the M atan u sk a -S u s itn a  B orough  and the  C ity  o f  P a lm e r; and

W h e rea s  the  ac ts  o f  te rro rism  com m itted  against the U nited  S ta te s  on  S ep tem b er 11, 2001 
havr im p acted  th e  eco n o m ic  v iab ility  o f  v isito r destinations th ro u g h o u t the co u n try ; and

W h erea s  m ain ta in in g  a m ed ia  p resen ce  th rough  m ark e tin g  A lask a  as a v is ito r  destination  
is o f  th e  u tm o st im p o rtan ce  in re co v erin g  tourism  b u sin ess  lo st as  a re su lt o f  S ep tem b er 
11; and

W h ereas  o th e r U .S . d e s tin a tio n s  hav e  already pursued  and re ce iv ed  em erg en cy  fu n d in g  to  
help  stab ilize  th e ir ow n to u rism  program s,

N o w  th e re fo re  b e  it re so lv ed  that the B oard  o f  D irec to rs  o f  the  G re a te r  P a lm er C ham ber 
o f  C o m m erce  su p p o rts  th e  A laska T ravel Industry' A sso c ia tio n ’s re q u e s t to  the S ta te  o f  
A lask a  to  secu re  S I 2.5 m illio n  in su p p lem en ta ry  fund ing  to  fo r tify  o u r  ex is tin g  m arke ting  
p ro g ram  and he lp  the  s ta te  re co v e r th e  losses a lready  ex p e rien ced  b y  A lask a  b u s in esses  
in  th e  w ake  o f  th e  te rro ris t a ttacks cn  the U nited  S tates,

th is 18,h day o f  Jan u a ry . 2002.

Glenn Massay, President



October 19, 2001

The Honorable Tony Kjiowles
Governor
State ol'Alaska
POBox 110001
Juneau AJC 9981J -0001

Dear Governor Knowles:

Earlier this month, the Alaska Travel Industry Association (ATIA) sent you a letter asking for your 
leadership us addressing the economic hardships that the state will endure as a result of the 
shocking events of S ptember 11, Specifically, the ATIA requested emergency tourism marketing 
and advertising funds to promote the state of Alaska as a travel destination to ensure visitor dollars 
for Alaska businesses. Given the uncenainnes of the future, the commitment of the airlines, cruise 
companies and other tourism-related business, the Board of Directors of the Anchorage Convention 
&. Visitors Bureau (ACVB) fully supports ATIA’s request for £12.5 million in tourism promotion 
funding over the coming months.

As our state's leader, you have an unequaled opportunity to minimize the negative impacts of 
September's tragedies on Alaska's economy by irrvesring in the tourism industry', the second largest 
pnvatc-secror employer in the state. The visitor industry is a key stakeholder in the success of this 
state's economy, and is moving quickly to develop and implement marketing strategics for the 
upcoming winter season and for the 2002 summer seasc.t in response to the public's reluctance to 
travel.

Wc face aggressive destination marketing campaigns launched by states m the Lower 48. Hawaii 
realizes the critical importance of tourism-related revenue to its citizens, and the state's government 
has already taken action in getting supplemental appropriations dedicated to tourism promotion. We 
have very strong indications that Alaska will have greater capacity for cruise customers and visitors 
than in years past. But we need to attract them. Even the continued success of your own Anchorage 
business. The Downtown Deli, depends on it.

We thank you, Governor Knowles, for your past support of Alaska's visitor industry, The visitor 
industry', in turn, now stands ready' to take swift action to roalce a difference in the state's economy; 
however, it needs the State's temporary additional investment in tourism promotion ro make it a 
reality. You can make it happen.

Chair

A N C H O R A G E
Convention 
Viai tort Bureau

5 til Novell. A..  '•U*
A n c t i i ' i  j | . ' i , A l j . L ,

* ' 9 5 0 1 - 2 2 1 :

9 I) 7 . 2 7 6 - i l l  i» 
F*. 9fl7.27tt.55SV
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A Resolution of the Juneau Convention & Visitors Bureau 
in Support of Funding for the Alaska Tourism Industry Crisis 

Recovery Plan Resolution No. 02-2002

W H E R E A S  , the  Ju n eau  C o n v e n tio n  <S: V isito rs  B u reau  m is s io n  is  to  en h an ce  the local econom y by 
p ro m o tin g  an d  m ark e tin g  Ju n ea u  a s  a  y ea r-ro u n d  destination , and

W  H  U R E  A S . th e  v is ito r in d u s try  p la y s  a v ita l p a n  in  th e  e c o n o m ic  w e ll-b e in g  o f  the  co m m u n ity , and

W H E R E A S ,  th e  te rro ris t a ttack s  o f  S ep tem b er 1 1 .2 0 0 1  h av e  h ad  a  p ro fo u n d  im pact on  th e  A laska 
trav e l industry ', and

W H E R E A S ,  th e  co n tin u ed  d e c lin e  in  trav e l activity' to  th e  s ta te  re su ltin g  fro m  dec lines in  lo n g ­
d is tan ce  trav e l p lan s  and b o o k in g s , and

W H E R E A S ,  m a in ta in in g  A la s k a 's  p re sen ce  as a v is ito r d e s tin a tio n  in  th e  n a tional m e d ia  is  o f  the 
u tm o s t im p o rtan ce  in  re co v erin g  b u s in e s s  lo s t as a re su lt o f  th e  S ep tem b er 11 attacks, and

W  H E R E  A S ,  a n u m b er o f  o th e r U .S . s ta tes  and  cities h av e  ad o p te d  an d  fu n d ed  em erg en cy  m arketing  
p lan s  to  h e lp  s tab iliz e  th e ir  ow n to u rism  p ro g ram s,

N O W  T H E R E F O R E  B E  I T  R E S O L V E D  T H A T  th e  Ju n ea u  C o n v en tio n  &. V is ito rs  B ureau
su p p o rts  th e  . \ la s k a  T rav el In d u s try  A sso c ia tio n 's  req u est to  th e  S ta te  o f  A lask a  to  secu re  S12.5 m illion  
in  sup p lem en tary 7 fu n d in g  to  b o ls te r  our ex is tin g  m arke ting  p ro g ra m  an d  to  h e lp  th e  state  re c o v e r  the 
lo sses  a lre ad y  ex p e rien ced  by  A la s k a  b u s in e sse s  in  the  w ak e  o f  th e  te rro ris t a ttack s on th e  U n ited

P A S S E D  A N D  A P P R O ’S T D  b y  th e  Juneau  C onven tion  i t  V is ito rs  B u reau  B oard o f  D irec to rs

S tates.

Ju n eau  C o n v en tio n  &. V is ito rs  B u rea u
B o a rd  o f  D irec to rs
Ju n e a u  C o n v en tio n  & V is ito rs  B u reau

D o n e  th i ;  day  o f  -Sjvn , 2 0 0 2 , in  .w r\e e x v >  A lask a .

Ju n e a u  C onven tion  &  V is ito rs  B u rea u  
O n e  S ealaska P laza. S u ite  305 

Ju n eau . A laska 99801 
(9 0 7 )5 8 6 -1 7 3 7



A RESOLUTION 
IN SUPPORT OF FUNDING FOR THE ALASKA TRAVEL INDUSTRY 

ASSOCIATION TO IMPLEMENT AN EMERGENCY MARKETING 
PLAN FOR FY 2002 

(Resolution 02-17)

W H E R E A S , the S o u th east C onference m issio n  is to  b u ild  a shrcng econom y, h ea lth ) ' 
com m unities and a q u a lity  env ironm ent in the reg io n ; and

W H E R E A S , the v is ito r in d u stry  p lays a v ital ro ’e in the econom ic w ell being  o f  m a n y  o f  our 
com m unities: and

W H E R E A S , the co w ard ly  acts o f  terro rism  co m m itted  against the U nited  S tates o n  S ep tem b er 
11, 2001 have im pacted  th e  econom ic viab ility  o f  v is ito r destinations and a ttrac tio n s th roughou t 
th e  country; and

W H E R E A S , m ain ta in ing  a m ed ia  p resence th ro u g h  m ark e tin g  o f  A laska as a v is ito r destination  
is  o f  th e  utm ost im p o rtan ce  in  recovering  tourism  b usiness lost as a resu lt o f  S ep tem b er 11 
and

W H E R E A S , o ther U .S . destin a tio n s have a lready  p u rsu ed  and received  em erg en cy  fu n d in g  to 
h e lp  stab ilize their ow n to u rism  program 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  S o u th east C onference su pports  the A lask a  
T rav el Industry  A sso c ia tio n ’s  request to the S ta te  o f  A lask a  to secu re  S12.5 m illion  d o lla rs  in 
su pp lem en tary  em ergency  fu n d in g  to streng then  o u r ex is tin g  m ark e tin g  program  an d  h e lp  the 
s ta te  reco v er the  losses a lread y  experienced b y  .Alaska b u sin esses  in  the w ake o f  te rro ris t attack:, 
o n  th e  U nited  States.

A D O PTED  BY TH E SO U T H E A ST  C O N FER EN C E B O A RD  O F D IR EC TO R S 
O N JANUARY 24, 2002

W itness: 1, A ttest:

P resid en t Executive D irec to r
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FIRST B A N K

January 29, 2002

Dear Members of the Alaska State Legislature:

Please accept this letter of support for the Alaska Tourism Industry's request for 
a supplemental appropriation of $12.5 million dollars to finance the Tourism 
Industry Crisis Recovery Plan.

First Rank is a small commercial bank headquartered In Southeast Alaska. The 
total population of our market area only about 70,000 people, most of which are 
impacted In some way by the tourism industry. The strength of the banking 
industry relies directly on the economic and financial strength Its customers, both 
large and small. As a local bank, we have made substantial investments in 
Alaskan individuals and businesses dependent on the income the Tourism 
Industry provides.

The economic conditions in southeast Alaska are tenuous. To make matters 
worse, the September 11 attacks have damaged the one, seemingly healthy, 
industry we had in southeast Alaska. With the downturn in the Timber and 
Fishing Industries, a third blow to the economy in southeast Alaska will be 
devastating. Now, more than ever, our State must maintain a high profile in the 
national media to support and market Alaska as a tourist destination. Other 
states are in a similar situation and will be actively competing for our tourism 
dollars.

The return on this investment will be realized by State and Local treasuries, 
helping bridge the revenue gap our state and municipalities are currently 
experiencing. This investment will also support thousands of jobs by sustaining 
the secend largest private sector employer in Alaska. Ultimately, these 
employees spend over a billion dollars in Alaska, part of which are City and 
Borough Sale6 and Property taxes that go to provide needed local ser vices and 
support jobs in the government sector.

Thank you for considering this letter in support of the supplemental appropriation 
during your decision making process. I truly believe that funding the Tourism 
Industry Crisis Recovery Plan will make a difference to the many businesses 
affected across the State.

Sincerely,

Wiliam G. Moran, Jr. 
President

MAM OFnC£: POST OFFICE BOX 7020. KETCHIKAN. ALASKA 99»0l • ,907) 229-4200 
MEMBER FDlC • OFFICES AT KETCHIKAN. CRAIG. PETERSBURG, WRANGELL, SITKA. JUNEAU
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D e r w i _ i  s w e  b a h k

-Voun C o m m u n it u  B a n k -  FO,c

J a n u a r y  2 4 , 2 0 0 2

Senator Gary W ilken 
State Capitol
Juneau', A K  9801-1 1'82 ""

Dear Senator W ilken,

I am writing this letter in support o f the request to the Governor and the 
Legislature by the A laska Travel Industry A ssoc ia tion  for funding in the 
am ount o f $1 2 ,500 ,000  to support the recovery o f the tourist industry in 
A laska  as a result o f the events o f Septem ber 1 1, 2001 and as it is further 
im pacted by the recession and recent s to ck  m arket cris is in the lower 4-8.

O ther than the Permanent Fund d istribution , 1 can think o f no other industry 
in the State of A laska that has su ch  a s ign ifican t im pact on the number o f 
people as does the tourist industry.

A s  an Interior banker, I am astounded at the number o f people that “ live and 
die by the sw ord", i.e. depend on the ir pro fitab ility  during the late spring, 
summer, and early fa lLtourist industry  to  support their businesses and 
financia l obligations throughout the  entire year. A  decline in the number o f 
visitir.g tourists to our state as experienced since S ptember 1 V ” and 
projected for the upcom ing 2002  seas*, n w ill prove to be d isastrous for our 
businesses and the econom y.

In recent v isits w ith  only tw o o f our custom ers w ho have h istorically 
specia lized in out o f state tourist "A u ro ra  v iew ing ", I find that they have 
experienced a decline o f 68%  and 70%  since Septem ber 1 1*. Future 
bookings are alm ost nonexistent. Th is  takes m illions o f dollars out of 
Fairbanks' econom y Itself w ith ju s t these  tw o  businesses. I could continue

M A I N  B R A N  J H
p ec:<
1 CUSHMA’J
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to e laborate on other instances o f the negative  im pact that the com bination 
o f Septem ber 1 1th, a nationw ide recession , and turbulent stock market have 
h a d  on the local businesses in Fa irbanks. But in the spirit o f keeping t h i s  
letter short, to the point, and readable, J ask tha t you p lease give s e r i o u s  a n d  

due consideration to funding o f the m arketing program requested by the 
A laska  Travel Industry A ssoc ia tion . The ir C ris is  Recovery Plan ho lds m e r i t .  

Please support th is Issue. A s  in m any other cases, funds m ust bo spent in 
order fo r the econom y o f the S ta te  o f A la ska  j o  realize £  £eturrj that is_  . 
benefic ia l to all.

Thank you for your consideration, 

ra,

President & CEO

01 /2 7 /0 2 09:51 TX/RX NO.3369 P . 001



JAN .2 9 .2 0 0 2  3 : 30PM NORTHRIM BANK FTC NO.694

INorthrim Bank
C u sto m e r F r i t  Service Jan u a ry  2 8 , 2 0 0 2

R ep re sen ta tiv e  E ld o n  M u ld e r  
S ta te  C ap ito l
Ju n eau , A la s k a  9 9 8 0 1 -2 2 8 2

D e a r R e p re sen ta tiv e  M u ld er:

I am  w ritin g  th is  le tte r  to  v o ice  o u r su p p o rt fo r  th e  A la sk a  T o u rism  In d u s try  A sso c ia tio n ’s 
re q u e s t to  th e  S ta re  o f  A la sk a  fo r em erg en cy  m ark e tin g  fu n d s  as o u tlin e d  in  th e  "C ris is  R eco v e ry  
P la n ” . W e b e liev e  th is  p lan  to  b e  in teg ra l to  a su ccessfu l re -em erg en ce  o f  th e  to u rism  in d u stry  in  
A laska .

F o llo w in g  th e  trag e d y  o f  S ep tem b er e lev en th , N o rth r im  B an k  b ecam e v e iy  co n c e rn e d  fo r  o u r 
cu s to m ers  w h o  m ig h t b e  a ffec ted  fin an c ia lly . O u r  a tten tio n s  q u ick ly  fo cu sed  o n  to u r is t  se rv ice  
b u sin esses , as  th e se  ap p eared  to  b e  th e  m o s t in ten se ly  v u ln erab le . N o rth r im  B a n k  in te rv iew ed  
o u r cu s to m ers  in  an  e f fo rt to  q u an tify  th e  im p en d in g  uaroage  to  th e  in d u stry . T h e  to u ris t serv ices  
in d u s try  o ften  re q u ire s  s ig n ific an t in v es tm en t in  h ig h  valued  a sse ts  em p lo y in g  a  la rg e  n u m b er o f  
A lask an s . T h e  su rv iv ab ility  o f  th e se  la rg e  in v es tm en ts  is  o fte n  d e p e n d e n t o n  a  c o n s is te n t to u r is t  
c o u n t  A n y  s ig n ific an t d is ru p tio n , ev en  tem p o ra ry , can  re q u ire  m an y  y e a rs  to  reco v er.

R u m o rs  an d  sp e c u la tio n s  ab o u n d  re g a rd in g  the p ro jec tio n s  fo r  th e  20 0 2  to u rism  seaso n . A s ea ch  
day  g o es  b y  and  sea so n  b o o k in g s  co n tin u e  to lag, th e  q u an tifiab le  p ro b lem  b e c o m e s  m o re  acu te . 
W c  are  d im ply  fac in g  a  p o o r  to u ris t sea so n  in  2 0 0 2 . T h e  fu ll ra m ific a tio n s  a re  still u n k n o w n , bu t 
b y  th e  t im e  w e  fu lly  q u a n tify  th e  effec ts , i t  w ill b e  m u ch  too  la te  to  do an y th in g  ab o u t it. T h e  
A T IA  h as  ta k e n  a  v ery  p o s itiv e  an d  p ro a c tiv e  ap p ro ach  to  th e  p ro b lem , a n d  n e e d  y o u r help .

I b e liev e  th a t w e  n eed  a  “co m m o n  th rea d ”  m ark e tin g  cam p a ig n  as p ro p o se d  by  an in d u s try  w id e  
g ro u p . T h e  A T IA  w ith  the  S ta te ’s  h e lp  c a n  p ro m o te  A lask a  as a  sa fe  an d  secu re  d o m estic  
d e s tin a tio n . I b e liev e  th a t th e  C ris is  R eco v e ry  P lan  is  th e  o n ly  p ro p o sa l re ad y  to  co n fro n t th is  
fo rm id ab le  task .

T h ere  arc fe w  in v es tm en ts  y o u  c a n  m ak e  to d ay  th a t w ill h av e  s u c h  a  s tro n g  an d  p o s itiv e  e ffec t on  
o u r fu tu re  ec o n o m y . P le a se  su p p o rt the fu n d in g  o f  th e  A T IA  “C ris is  R eco v e ry  P lan ” . It.'s good  
fo r  all A lask an s .



Subject: Urgent - Tourism Marketing

Importance: High

Diane Mayer Pearson 
4541 Savva Circle 
Juneau, AK 99801

January 22, 2002

Dear Representative Elton,
Alaska State Legislature:

I  am writing to urge your immediate support fo r a supplemental appropriation 
o f $12,5 million dollars to finance the Alaska Tourism Industry Crisis 
Recovery Plan.

Like many Alaska businesses, we are heavily impacted by tourism spending. We 
are a small-business which sells lodging and tours primarily to out o f state 
individuals. Most o f our revenue is then re-circulated throughout the state 
as payment fo r  commissions, tours, goods, and services necessary to operate 
our businesses. Though small, we have a good impact on the Alaska economy.

The September 11 te rro r is t attacks significantly a ffec ted  our sales. Many of 
our pending and confirmed reservations fo r lodging and tours were 
immediately cancelled - not just fo r  September, but fo r  winter and summer as 
well because of the uncertainty o f travel safety and disposable income.

Worse yet is the continuing lack fu ture bookings. In the past, Pearson’s 
Pond Luxury Inn and Adventure Spa, Alaska Suites Juneau Corporate and 
Vacation Rentals, and Pearson's Pond Travel Service pre-sold 80% of its room 
capacity and tours at least 5 months in advance in summer and 70% capacity 
at least 2 months in advance in winter. Right now, we have advance sales 
averaging 15% occupancy in off-season, and 25% in peak season. This is a 
significant drop in current and advance sales.

We will survive; however, th is will have a very serious e ffe c t  on our 
business and throughout Alaska due to the economic multiplier e ffe ct. This 
significant downturn in business also a ffe c ts  our ability to market. I t  is 
disappointing to see all the ads fo r  other competing destinations in the 
USA, while Alaska is losing more and more ground as a destination Alaska

l



has spent tinv-: nnd money to build an in frastructure and support businesses 
to make touris n a significant part of Alaska's economy. Lest we lose our 
investment, we must shore it up now in this time o f crisis.

Travelers respond to frequent marketing. When times get tough, that is the 
BEST time to finance marketing plans. Please, please help the Alaska 
economy. I f  you don't do something to turn the tide quickly, the detriment 
to Alaska's economy will be exponential.

I t  is imperative that the legislature act now to protect Alaska's tourism 
industry. By supporting the emergency marketing plan our state can maintain 
a competitive presence in the national media and marketplace. This 
awareness could make a d iffe rence in recovering lost ground fo r the 2002 
bookings season.

By funding the recovery plan you will show your support fo r an industry 
that:

Is  A laska's second largest private sector employer
Provides nearly one and one-half billion dollars in annual spending within

Alaska
In jects $125 million into state and local treasuries

Thank you fo r  taking the time to understand how my business has been 
impacted and how the emergency cris is plan could make a d ifference fo r a 
numbe o f tourism businesses across the state, including my own.

Sincerely,

Diane Mayer Pearson 
Innkeeper and Travel Consultant
Pearson's Pond Luxury Suites and Adventure Spa, Alaska Suites Juneau, 
Pearson's Pond Travel Service, Juneau Alaska Adventure and Lodging Guide 
■4541 Sawa Circle. Juneau, Alaska, USA 59801 
907.789.3772; 888.658.6328; fax  907.789.6722 
mailto:book@pearsonspond.com; http://www.pearsonspond.com
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Tammy Bruce

Dawr. G e re ty  
G e n e r a t in g  D e s ic r .s  
P .O . Bo>: 222 
G ird w o c c , A la s k a  9555"

J a n u a r y  22 , 2002

D ear Jo h n  C ow dery a n c  Cor. B unce,

I  ar, w r i t i n g  t o  u rg e  y o u r  im m e d ia te  s u p p o r t  t o r  a s u p p le m e n ta l  
a p p r o p r i a t i o n  o f  $ 1 2 .5  m i l l i o n  c o l l a r s  t c  f i n a n c e  t h e  A la s k a  T o u r ism  
I n d u s t r y  C r i s i s  R e c o v e ry  P la n .

I t  i s  i m p e r a t i v e  t h a t  t h e  l e g i s l a t u r e  a c t  now t o  p r o t e c t  A l a s k a 's  
t o u r i s m  i n d u s t r y .  3y  s u p p o r t i n g  t h e  e m e rg e n c y  m a r k e t in g  p l a n  o u r  s t a t e  
c a n  m a i n t a i n  a c o m p e t i t i v e  p r e s e n c e  i n  t n e  n a t i o n a l  m e d ia  an d  
m a r k e t p l a c e .  T h is  a w a r e n e s s  c o u ld  make a d i f f e r e n c e  _r, r e c o v e r i n g  l o s t  
g ro u n d  f o r  t h e  2002 b o o k in g s  s e a s o n .

By fu n d in g  t h e  r e c o v e r y  p ia r .  you  w i l l  show  y c u r  s u p p o r t  f o r  ar. i n d u s t r y  
t h a t :
* I s  A l a s k a 's  s e c o n d  l a r g e s t  p r i v a t e  s e c t o r  e m p lo y e r
* P ro v id e s  n e a r l y  o n e  a n d  o n e - n a i f  b i l l i c r .  d o l l a r s  i r .  a n n u a l  s p e n d in g  
w i t h i n  A la s k a
’ I n j e c t s  $125  m i l l i o n  i n t o  s t a t e  and  l o c a l  t r e a s u r i e s

T hank  you f o r  t a k i n g  t h e  t im e  t o  u n d e r s t a t e  how my o u s i .n e s s  h a s  b e e n  
im p a c te d  a n d  how th e  e m e rg e n c y  c r i s i s  p l a n  c o u ld  ma.*:e a d i f f e r e n c e  f o r  a 
num oer o f  t o u r i s m  b u s i n e s s e s  a c r o s s  tn e  s t a t e ,  i n c l u d i n g  my own.

S i n c e r e l y ,

Dawn G e re ty
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Tammy Bruce

From:
Sent:
To:
Subject:

Rpkpr
Tuesday, January 22, 2002 4:26 PM
'Representative_Con_Bunde@ legis.state.ak.us'; 'Senator_John_Cowdery@ iegis.state.ar;.us 
Tourism Industry Crisis Recovery Plan Funding

Gentlemen;

I am you r cons tituen t from G irdwood . I have lived in A laska fo r nearly 25 yea rs and I am  w riting to urge your 
immed ia te suppo rt fo r a supp lem en ta l app rop ria tio n o f S12.5 m illion do lla rs to finance the A laska Tourism 
Industry Crisis Recove ry Plan.

In the quarte r o f a cen tu ry tha t I have lived in th is G rea t Land , I have been em p loyed in m any o f the sta te ’s 
key industries inc lud ing oil and tou rism . I am w riting to you as an A laskan conce rned fo r ou r s ta te 's econom ic 
we ll-be ing , as well as being a s ta ff m em be r at AT IA . I am keen ly aware o f tou rism 's im pac t on the sta te and I 
urge you to suppo rt the request fo r em e rgen cy fund ing .

The sta tew ide tou rism  industry is reques ting a supp lem en ta l app rop ria tion from  you to he lp m itiga te the effects 
o f wha t still looks to be a s ign ifican t dec line in le isu re v is ita tio n during the com ing year. The dam age of a 10% 
drop in vis ito rs trans la tes to a loss o f $101 .6 m illion in v is ito r spend ing and 1.564 jobs . A 
20% drop in v is ito rs equa ls a loss $203 .3 . m illion in econom ic im pac t and 3 ,127 jobs . W e are hearing that 
som e tou rism -o rien ted bus inesses are see ing a dec line o f 30 to 40% in book ings fo r th is com ing season.

It is im pera tive tha t the leg is la tu re act now to p ro te c t A la s ka ’s tou rism  indus try . By suppo rtin g the em ergency 
m arke ting plan ou r sta te can m ain ta in a com pe titive p resence in the na tiona l m ed ia and m arke tp lace . This 
awareness could make a d iffe rence in recove ring lost g round fo r the 2002 book ings season . P lease vote YES 
now before our w indow o f oppo rtun ity c loses!

By fund ing the recove ry plan you w ill sh ow  you r suppo rt fo r an indus try that:
• Is A laska 's second la rges t p riva te sec to r em p loye r
» Provides nearly one and one -h a lf b illion do lla rs in annua l spend ing w ith in A laska
• Injects $125 m illion into sta te and local treasu rie s

Thank you fo r tak ing the tim e to unde rs tand how the em e rgen cy cris is p lan cou ld m ake a d iffe rence fo r a
num ber o f tou rism  bus inesses across the sta te . I s in ce re ly hope you w ill vo te in suppo rt o f th is ve ry im portan t
fund ing request.

S incere ly ,

Celia Baker
In te rna tiona l T rade M anager 
A laska T rave l Industry A ssoc ia tion 
907 -646-3308 phone 
907 -561-5727 fax 
2600 Cordova St, Suite 201 
Ancho rage , AK 99503 
www .a laska tia .o rg 
www .trave la laska .com

l
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Tammy Bruce

From : AuroraLimousines@aol.com
Sent: Tuesday, January 22, 2002 10:11 PM
To: Senator_Ben_Stevens@legis.state.ak.us; Senator_LorenLeman@ iegis.state.ak.us:

Senator_Randy_Phillips@ legis.state.ak.us; Senator_Betty_Davis@ legis.state.ak.us; 
Senator_Rick_Halford@ legis.state.ak.us; Senator_Johnny_Ellis@ legis.state.ak.us; 
Senator_Jerry_Ward@legis.state.ak.us 

Sub ject: Emergency Approp ria te is of funds for Tourism Industry

D ear S e n a to r :
The A la s k a  T r a v e l  I n d u s t r y  A s s o c . ,  (A. T. I .  A. i ,  h a s  r e q u e s t e d  ar. 

e m e rg e n c y  fu n d s  a l l o c a t i o n ,  f o r  p l a c i n g  A la s k a ,  a s  a t r a v e l  d e s t i n a t i o n  o f  
c h o i c e .  W ith  t h e  r e c e n t  WTC, 9 1 1 , we i n  A la s k a  a r e  a t  a  g r e a t  d e s p a i r  o f  
l o s i n g  t o u r i s t  f o r  t h e  2002 a n d  2003  s e a s o n .  I f  we do  n o t  m ake a p o s i t i v e  
a s s e r t i o n  i n  A d v e r t i s i n g  Im m e d ia te ly  ! ! •
A la s k a  w ould  l o s e  M i l l i o n s  o f  d o l l a r s  i n  l o s t  r e v e n u e s .  N ot o n l y  i n  t h e  M ajo r 
t r a v e l  i n d u s t r y  p l a y e r s ,  b u t  a s  w e l l ,  y o u r  " e l lo w  A la s k a n s ,  whom v o t e d  f o r  
y o u , an d  s t i l l  s u p p o r t  y o u , a s  o u r  r e p r e s e n t a t i v e .  The 1 2 .2  m i l l i o n  
a l l o c a t i o n  seem s l i k e  a s u b s t a n t i a l  am ount o f  m oney t o  r e l e a s e  t o  t h e  
a d v e r t i s i n g  m e d ia , b u t  lo o k  a t  t h e  f l i p  s i d e .
L o se  o f  j o b s  f o r  t h e  s e a s o n ,  f o r  c o l l e g e  s t u d e n t s ,  g o in g  t o  UAA o r  .A lask a  
P a c i f i c  U n i v e r s i t y .  L o se  o f  } o b s  f o r  t h e  s m a l l  b u s i n e s s e s ,  t a x i  c a b s ,  
l im o u s r n e s ,  s h u t t l e s ,  an d  s m a l l  t o u r  & g u id e  o p e r a t o r s .  We c a n n o t  a f f o r d  t o  
p a s s  up  th e  o p p o r t u n i t y  t o  a c t  NOW!! W ith o u t  t h i s  s u b s t a n t i a l  t o u r i s m  t r a d e  
f o r  A la s k a ,  you w i l l  f i n d  y o u r s e l f  i n  a l a r g e r  b u d g e t  r e f o r m ,  t o  a l l o c a t e  
MILLIONS m ore t o  P u b l i c  a s s i s t a n c e  f o r  Food S ta m p s , m e d ic a l ,  u n e m p lo y m e n t, 
r e c e s s i o n ,  e n jo y m e n t o f  i n d i v i d u a l  a c c o m p l is h m e n ts ,  d e p r e s s i o n ,  i n c r e a s e d  
t h e f t  i s  a s t r o n g  p o s s i b i l i t y .  L ook a t  t h e  BIG P i c t u r e .  N ot j u s t  1 2 .2  
m i l l i o n ,  t h e  A. T. I .  A. i s  a s k i n g  f o r ,  b u t  t h e  m i l l i o n s  i n  a c c e s s  i n  l o s t  
in co m e  f o r  A la s k a  and  A la s k a n s .  Many p e o p le  h a v e  r e t u r n e d  t o  A la s k a ,  t im e  
an d  t im e  a g a in .
M ost f o l k s  a r e  r e a d y  t o  v a c a t i o n ! ! !  Y et t h e y  a r e  L e a ry  o f  t h e  p r e - r e s e r v  
a t i o n ,  i n  l i e u  o f  s o m e th in g  e l s e  o c c u r r i n g .  M ost a r e  s c h e d u l i n g ,  30 d a y s  i n  
A d v an ce  t o  t r a v e l .  Vie NEED t o  ADVERTISE ALASKA a s  t h e  p r e m ie r  c h o i c e  o f  
t h e r e  d e s t i n a t i o n  f o r  t h i s  sum m er a n d  2 0 0 3 . The t im e  t o  ACT i s  NOW. I f  we 
d o n ' t  g e t  a p p r o p r i a t i o n  o f  f u n d s ,  a n d  g e t  i n  t h e  m a rk e t  b y  th e  2 nd  w eek i n  
F e b r u a r y ,  we c o u ld  b e  o u t  t h e  t o u r i s m  b u s i n e s s  t o t a l l y  f o r  2002  an d  2 0 0 3 . I  
a s k  o f  you !! an d  my f e l l o w  A la s k a n  S e n a t o r s  and  l e g i s l a t o r s .  S t r i k e  now, 
w h i le  t h e  i r o n  i s  h o t ,  o r  f o r e v e r  h an g  y o u r  h e a d s .  S i n c e r e l y  H ow ard 
S h a n k s  O w ner/ l i f e t i m e  A la s k a n ,  A u ro ra  L im o u s in e s  £
T o u rs  A n c h o rag e
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Stephimt Thill.vri

 O r i g i n a l  M e ssa g e ---------
From: S te p h a n ie  T h i l l  [m a i l t o : s t h i I l G i n t l i n n a n c h o r a g e . c o m ] 
S e n t :  W ed n esd ay , J a n u a r y  2 3 , 2002 1 0 :5 2  AM 
T o : s e n a t o r _ r a n d y _ p n i l l i p s G l e g i s . s t a t e . a k . u s  
S u b je c t :  S u p p o r t i n g  T o u r is m  S u p p o r t s  A l a s k a 's  Economy

D ear S e n a to r  P h i l l i p s ,

I  u rg e  you t o  s u p p o r t  t h e  e m e rg e n c y  f u n d in g  f o r  m a r k e t in g  t o u r i s m .  My g e t  
i s  ir . j e o p a r d y .  The com pany  I  w ork  f o r  i s  e x p e r i e n c i n g  a s e r i o u s  l a c  rr. 
c o o k in g s ,  a n d  we d e s p e r a t e l y  n e e d  h e lp  t o  g e t  o u r  p h o n e s  r i n g i n g .

1 . T r a v e l  i s  d e p r e s s e d  a s  a r e s u l t  c f  t h e  S e p te m b e r  11 c r i s e s .
2 . We a r e  f a c i n g  s e r i o u s  c o m p e t i t i o n  fro m  o t h e r  d e s t i n a t i o n s  t h a t

h a v e  m i l l i o n s  i n  a d d i t i o n a l  fu n d s  t o  s p e n d .
3 . C r u i s e s h i p  h a v e  i n c r e a s e  t h e i r  d e p a r t u r e s  t o  A la s k a  a n d  t h e y  a r e  

a g g r e s s i v e l y  d i s c o u n t i n g  t h e i r  t r i p s ,  t a k i n g  p e o p le  aw ay fro m  o u r s .
The im p a c t o f  s h a r p l y  d e c r e a s e d  t o u r i s m  s p e n d in g  w i l l  b e  f e l t  t h r o u g h o u t  
A l a s k a 's  econom y. S h o p p in g  c e n t e r s ,  r e s t a u r a n t s ,  h o t e l s ,  g a s  s t a t i o n s ,  
t r a n s p o r t a t i o n  p r o v i d e r s ,  a w id e  v a r i e t y  o f  s m a l l  t o  v e r y  s m a l l  b u s i n e s s e s ,  
b a n k s ,  fo o d  s t o r e s ,  t o  name j u s t  a few , w i l l  a l l  f e e l  t h e  r e s u l t s .

P l e a s e ,  we u r g e  you t c  s u p p o r t  o u r  c a u s e .

T han k  You,

S te p h a n ie  T h i l l ,  D i r e c t o r  o f  S a l e s ,  W e s tC o a s t I n t e r n a t i o n a l  In n
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B es t W estern  
G o lden  L io n  Hotel

.January 2 3 ,2 0 0 2

B est W e s ie m  G olden  L io n  
1000 E ast 3 6 th A v en u e  
A n c h o rag e , A la sk a  99508

D e a r R e p re sen ta tiv e ,

I am  p e rs o n a lly  w ritin g  y ou  on b e h a lf  o f  the  en tire  s ta f f  o f  the B est W e s te rn  G o lden  L ion  
H o te l. In  o rd e r  to  su rv iv e  th ese  very  tu rb u len t lim es that face d ie  T ra v e l Industry ', it is 
im p e ra tiv e  tha t w e  h av e  th e  law m ak e rs  im m ed ia te  su p p o rt for th e  su p p lem en ta l 
ap p ro p ria tio n  o f  S 12 .5  m illio n  do llars to  finance the  A lask a  T o u n s m  In d u s try  C ris is  
R eco v e ry  P lan .

W e feel th e  n eed  to keep  o u r em p lo y ees  in fo rm ed  in reg ard s  to th e  d e v a s ta tin g  effec ts  o f  
th e  even t o f  9 - 1 1 and the econom ic, dow n  turn lhai is im p ac tin g  th e  T ra v e l Industry , T o 
be v ery  h o n e s t m an y  o f  th e ir jo b s  m ig h t have  to be  e lim in a ted  i f  w e  d o  no t see som e 
im m ed ia te  re c o v e ry  to  the  T rav el Industry . T h e  n eg a tiv e  effec t to  th e  in d u s try  is real. I f  a 
R eco v e ry  P la n  is no t p u t in to  p lace  now  the second  la rg est p riv a te  e m p lo y e r  in A lask a  
cou ld  v e ry  w ell b e  b ro u g h t to  o u r knees w ith  m any  b u sin ess  forced  cu t o f  b u s in ess .

T h e  T rav e l and  T o u rism  Industry’ is a m a jo r en g in e  that runs A lask a . I f  th is in d u stry  
fa lte rs it w ill h a v e  a trem en d o u s  n eg a tiv e  im p act on  the en tire  A lask an  eco n o m y .

O u r law m ak e rs  h av e  an o p p o rtu n ity  by  fu n d in g  the  C risis  R ecovery ' P lan  to en su re  a 
c o m p e titiv e  p re se n c e  in th e  n a tio n a l m ark e t p lace .

T han k  y o u  for tak in g  the tim e to be tte r u n d e rs ta n d  h o w  th is  industry ' has b een  affected .

R r? t PpajirH c

T erry  L a th am
G enera l M a n a g e r
B est W este rn  G o ld en  L ion

1000 East 36lh Avanue 
Ancootago, Alaska 90500 

(907) 561-lfi??



U N I V E R S 1 T Y  OF
ALASKA

MUSEUM
«Title» «First_N am e» «Last_Name»
Alaska State Capitol 
Room «Room »
Juneau A K  99801-1182 
(9 0 7 )«Phone»
Fax: (907) «Fax»

14 January 2002

D ear «Title» «Last_Name»,

I urge your support for the $12.5 million to finance the Alaska Tourism Industry Crisis Recovery 
Plan. The U niversity o f Alaska M useum is one o f many aaractions that will be hurt by a large 
drop in visitor number!:. We have already felt the impact o f  low er num bers in the fall and over the 
holiday season. I f  the num bers were to drop dramatically this sum m er there would be a ripple 
effect throughout our organization. The University o f Alaska M useum  relies heavily on tourism 
revenue. Approxim ately one third o f our budget is derived from tourism  dollars. This m oney is 
spent on educational program s, exhibitions, research and a variety' o f  other things integral to our 
m ission. A loss in visitation to our Museum means that people will loose their jobs, program s will 
loose there funding anc: financial support for research will be decreased

Through the em ergency m arketing plan our state enn maintain a foothold in the national media 
and marketplace. This plan will make a difference in recovering lost ground for the 2002 sum m er 
season.

Thank you for taking the time to understand how the University o f  Alaska M useum has been and 
w ill be impacted, and how the emergency crisis plan could m ake a difference for a num ber o f 
tourism  businesses across the state; including the University o f  A laska M useum .

Sincerely,

A ldona Jonaitis
D irector, University o f  Alaska M useum



Tammy Bruce

H e l l c ,  Mr. M u ld e r ,
On b e h a l f  o f  t h e  1315 b u s i n e s s  n e m o e rs  c f  t h e  A n c h o rag e  C o n v e n t io n  ar.c 
V i s i t o r s  B u re a u , I  ait a s k i n g  f o r  y o u r  s u p p o r t  c f  a d d i t i o n a l  t o u r i s m
m a r k e t in g  fu n d s  t o  b e  a p p r o p r i a t e d  a s  q u i c k l y  a s  p o s s i b l e .  T h ro u g h  tn e
c r i s i s  r e l i e f  p l a n  p r o p o s e d  by  ATI.-., we car. t u r n  t h e  summer t o u r i s m  s e a s o n
a ro u n d  a n d  s a v e  jo b s  i n  t h e  A n c h o ra g e  a r e a .
The p ro p o s e d  p l a n  o u t l i n e s  an  e s t i m a t e d  526 r e t u r n  or. i n v e s t m e n t  f o r  SI 
c o n t r i b u t e d  t o  p ro m o t in g  A la s k a  a s  a d e s t i n a t i o n .  B u t t im e  i s  r u n r . in  
a n d  t o  m ax im iz e  t h e  ROI, we n e e d  t c  i n v e s t  now. P le a s e  s u p p o r t  t h e  r e  _ 
f o r  a d d i t i o n a l  m a r k e t in g  fu n d s  t h a t  w i l l  i n  t u r n  s a v e  m any A la s k a n  -c o s . 
T hank  you ,

B ru ce  B u s ta m a n te  
P re s id e n t /C E O
A*ncnorge C o n v e n t io n  a n d  V i s i t o r s  B u re a u
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In a  re c e n t ed ito ria l p u b lish e d  in th e  A nchorage  D aily News it w as s ta te d  th a t  
th e  to u r ism  in d u s try  w as  a sk in g  for 12 m illion d o lla rs  a n d  it w as in tim a te d  
th a t  to u r is m  p u ts  n o th in g  b a c k  in to  th e  s ta te  coffers.

It w ould  a p p e a r  th a t  som e to u r ism  n ay  sa y e rs  j u s t  d o n ’t  get it! B ased  on th a t  
p rem ise , one m u s t  su p p o se  th a t  th e  s ta te  sh o u ld  s u p p o r t  n o th in g  s in ce  
v irtu a lly  n o  one  p ay s  a  s ta te  tax . In  th a t  ed ito ria l, th e  w rite r  so u n d e d  m u ch  th e  
“Q u een  of H e a r ts ” w ho sim p ly  w en t a ro u n d  sh o u tin g  “off w ith  th e ir  h e a d s ”! The 
c o s t is h ig h  w h en  people  lose  jo b s , re g a rd le ss  of w h a t in d u s try  we w o rk  in. I 
have lived in  A laska  for 2C y e a rs  a n d  have s p e n t m o s t of th a t  tim e w o rk in g  in 
th e  in d u s try  h e  w as so c ritica l of. M any w ork  in  sm all b u s in e s s e s  th a t  a re  ab le  
to s ta y  o p en  y e a r  ro u n d  b e c a u se  of to u rism . W ould  y o u  r a th e r  pay  m e 
u n e m p lo y m en t?  U n em p lo y m en t w ould  a m o u n t to m o re  th a n  the  in d u s try  is 
a sk in g  for.

T o u rism  s u p p o r ts  LOCAL econom ies! T o u rism  s u p p o r ts  local govt, th ro u g h  
local s a le s  ta x e s , fuel tax e s , b ed  ta x e s  a n d , even c ru ise  sh ip  h ead  tax es . T axes 
keep  o u r  local g o v e rn m en ts  w o rk in g  a n d  ... em ployed! M ost of u s  m ak e  every 
effort to  em ploy locally a n d  m o stly  su cceed  in  d o in g  so. T he w rite r en joyed  a  
m eal in a  r e s ta u r a n t  th a t  w as em p ty  in  th e  off se a so n . My b e s t g u e s s  is th a t  
the  r e s ta u r a n t  th a t  h e  en joyed  going to w as p ro b ab ly  o p en  in  th e  off se a so n  
b e ca u se  of th e  su m m e r  v is ito rs . G et a  grip!! A la sk a  n e e d s  th e  V isito r In d u s try  
w h e th e r  y o u  know it o r not!

I w ould u rg e  y o u  to th in k  of th e  d ev es ta tin g  effect u n em p lo y m e n t w o u ld  h av e  
on th e  econom y of th e  s ta te . 12 m illion is a  sm all p rice  to  p ay  to save a n  
in d u s try , jo b s  s ta te  w ide, a n d  local econom ies of c o m m u n id e s  all over A laska.

S incerely ,

Bea F ind lay  
J u n e a u ,  A laska



LETTER TO LEGISLATOR

T ia F roeh le
3933 Sycam ore Loop
Ancho rage , AK 99504

Janua ry 23, 2002

D ea r R ep resen ta tive Harry C raw ford :

I am w ritin g to u rge you r imm ed ia te suppo rt fo r a supp lem en ta l app rop ria tion o f $12.5 
m illion do lla rs to finance the A laska Tourism  Industry C ris is R ecove ry Plan.

I w o rk in the Sa les and M arke ting Departm en t a t the A lyeska P rince Hote l and Resort in 
G irdw ood , A laska . I have worked in the trave l and tou rism  indus try fo r the past 15 years 
and have seen the positive im pact tha t tou rism  has on the A laska econom y. This 
upcom ing sum m e r is the tim e we need add itiona l suppo rt from  you. People wan t to 
trave l aga in and are looking fo r a destina tion in the United S ta tes. W ith you r suppo rt we 
cou ld have a banne r summ er season or w ithou t it, we w ill all s trugg le .

S ep tem be r 11 has had a la rge im pact on us as a com pany and a persona l e ffec t on 
m yse lf. Due to o u r business being down by 25% righ t now , we have had to down size 
ou r s ta ffing and no sa la ry increases were approved . T im es are tough .

It is im pe ra tive tha t the leg is la tu re act now to pro tec t A laska 's tou rism  industry . By 
suppo rting the em e rgency m arke ting plan our sta te can m ain ta in a com pe titive presence 
in the na tiona l m ed ia and m arke tp lace . Th is awareness cou ld make a d iffe rence in 
recove ring lost g round fo r the 2002 bookings season .

By fund ing the recove ry plan you w ill show you r suppo rt fo r an indus try that:
• Is A laska 's second la rgest priva te sec to r em p loye r
• P rov ides nearly one and one -ha lf billion do lla rs in annua l spend ing w ith in A laska
• In jects $125 m illion in to sta te and local treasu rie s

T hank you fo r tak ing the tim e to understand how m y bus iness has been im pacted and 
how the em e rgency cris is p lan could make a d iffe rence fo r a num be r o f tourism 
bus inesses across the state , inc lud ing my own.

S ince re ly ,

T ia Froeh le 
S en io r Sa les M anage r 
(907) 337 -9055
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January 23, 2002

D ear R ep re sen ta tiv e  A lb ert K o o k esh ;

I am  w ritin g  on  b e h a lf  o f  W hite  P ass &. Y ukon R ou te  ra ilro ad  to  su p p o rt th e  A lask a  
T o u rism  In d u stry  A sso c ia tio n ’s re q u es t for su p p lem en ta l fu n d in g  in th e  a m o u n t o f  S 12.5 
m illio n  d o lla rs  to  su p p o rt to u ris t d es tin a tio n  m ark e tin g  for A laska.

A s  you  are u n d o u b ted ly  aw are , the industry ' has su ffe red  an  im m ed ia te  and  lo n g -la s tin g  
im p ac t from  the W o rld  T rad e  C en te r inciden t. T he C ity  o f  S k ag w ay  is u n iq u e ly  
d ep en d an t on the to u ris t industry- and the  econom ic s tab ility  o f  the  c o m m u n ity  and  our 
C o m p a n y ’s 173 em p lo y ees , is th rea ten ed  by the  p ro b ab ility  o f  a sev e re  d o w n tu rn  in 
to u rism  th is  co m in g  su m m er.

A lso , 1 feel the G o v e rn o r 's  p ro p o sa l to  levy  pun itive , in d u stry  sp ec if ic  tax es  on the c ru ise  
sh ip  in d u stry  is  th e  w ru n g  tax  p o licy  im p lem en ted  at the  w ro n g  tim e. W h y  w o u ld  one 

V  “ g o  a fte r"  the o n ly  rem a in in g  g ro w th  industry ' in S o u th eas t A lask a?  A b ro ad  based .
eq u itab le  in co m e tax a ffec tin g  ev e ry o n e , in c lu d in g  th o se  w h o  co m e fro m  o u t-o f-s ta te , 
w o u ld  he a b e tte r and  fa ire r tax  p o licy .

W c w ould  ap p rec ia te  y o u r su p p o rt on  both  o f  these ab o v e -m en tio n ed  m atte rs .

Sincerely,

Frederick C. McCorriston 
P re s id e n t



Christy Clear
6711 Weimer Drive. #4
Anchorage, AK 99502

January 22, 2002

Subject: Letter to Legislator Concerning Tourism Appropriation 

Dear Representative Halcro:

I am writing to urge your immediate support for a supplemental appropriation of S12.5 
million dollars to finance the Alaska Tourism Industry Crisis Recovery Plan.

I am employed as a Program Manager by Logistics, LLC a Conference Servicing and 
Destination Management Company in Anchorage, AK. This is my second year working 
in the travel industry and this is the best job I have ever had. My job involves working 
directly with people visiting the state of Alaska, many of them for the first time. The 
people I work with are here to either attend a conference or because their company is 
sponsoring a trip to Alaska as an award for their hard work. I have the pleasure of 
working with them throughout their trip to our beautiful state.

At this time, bookings throughout Alaska are down nearly 40°o  for the summer season. 
Most of the companies that we promote are small business owners working hard to 
make ends meet and without the support of this supplemental appropriation to help 
promote our state, they may not make it tnrough another season. Logistics has been 
personally affected by the change in the economy by the decline in the incentive market 
for the 2 0 0 2  summer season. This affects us as well as the vendors we support by 
booking their tours, lodging and venues.

It is imperative that the legislature act now to protect Alaska's tourism industry. By 
supporting the emergency marketing plan our state can maintain a competitive presence 
in the national media and marketplace. This awareness could make a difference in 
recovering lost ground for the 2002 bookings season.

By funding the recovery plan you will show youi support for an industry that:
• is Alaska's second largest private sector employer
• Provides nearly one and one-half billion dollars in annual spending within Alaska
• Injects S125 million into state and local treasuries

Thank you for taking the time to understand how my business has been impacted and 
how the emergency crisis plan could make a difference for a number of tourism 
businesses across the state, including my own.

Sincerely,

Christy Cleer



ALASKA TOURISM INDUSTRY 
EXAMPLES OF LAYOFFS 

( 2 - 6 - 0 2 )

REGION

Southcentral

Southcentral

Southcentral

Southcentral

Southcentral

Southcentral

Southcentral

COMPANY/CONTACT POSITION SALARY RANGE

Hotel

Small Regional Airline

1-Housekeeper 
1-Fnont Desk

2  P i l o t s

$8-9/hour 
$9-10/hour

$55/hour $66,000/year

Wilderness Lodge 1 G u .J a $2,000/mo $24,OOC/year

Package Tour Company • 
Cruises

Visitor Information

Wildnerness Lodge 

Molorhome Rentals

1 Manager/Mechanic $80,000/year

4 employees 
Closed the company!

1-Ranch Mgr 
1-Ranch Foreman

I-Reservations

Range from $35-60,000/year

$3,400/mon!h
$2,800/month

$13.73/hour



Southcentral Hotel/Motel

Southcentral Travel Agent

Inside Passage Salon and Spa

Inside Passage Hotel

Inside Passage Railroad

Inside Passage Tour Company

Inside Passage Alaska Adventure Travel Company

Inside Passage Alaska Cultural Tour Company

Inside Passage Day Cruises

Cut staff by 
24 employees

1 Agent

$240,000/yearly salaries

$25,000/yr

1 Designer/Massage 
Therapist

$63,000/year

1-Van Driver/Bellman $9/hour
1-Laundry Attendent $8/hour
1-Head Housekeeper $12/hour

1-Payroll Clerk $14/hour

1-Guide/Naturallst $8.50-15/hour

1-Mechanic
1-Reservations
2-Tour Managers
1-Guide/Asst Mng

$40-45,000/year 
$30-36,000/year 
$45-50,000/year 
$32-36,000/year

10-Sales Clerks, 
Tour Guides, Van 
Drivers 
1-Sales Mgr

$8-15/hour

$30,000/year
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Inside Passage Taxi/Tours

Interior Hotel

Interior Wilderness Lodge
Southcentral and Guided Hikes

Interior Hotels
Southcentral

Interior Hotel/Lodging

Far North Holel/Motol

3 Driver/Guides $17.5-20/hr $36-41,000/year

10-Housekeepers

1-Lodge Manager 
1-Sales Mgr 
1-Offlce Asst
1-Reservations

2-Managers 
20-Staff

8 employees

$8/hour

$3,100/month 
$3,250/month 
$10/hour 
$ 10/hour

$15-20/ hour 
$0-10 hour

$16-20,800/year

Closed for 5 weeks as a cost saving measure
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T he ana lysis  also  in d ica tes  th a t  the  $#11 m illio n  in  v a c a tio n /p le a s u re - re la te d  h a s  
a  fu ll im p a c t o f ap p ro x im a te ly  $2.2 billion, in c lu d in g  d irec t, in d ire c t  a n d  in d u ced  
sp en d in g .

D irect a n d  in d irec t sp e n d in g  occurs in  n e a rly  ev e ry  sec to r o f  the A lask a  
econom y. A s in d ica ted  in  th is  s tu d y  a n d  the AVSP, v is ito r sp e n d in g  occurs m  
the tran sp o rta tio n , re ta il a n d  serv ice  sectors. S p en d in g  b y  b u s in esses  se rv in g  
v isito rs (a irlines, ho tels, re s ta u ra n ts , g ift sh o p s , etc.) occu rs in  th e  co n stru c tio n  
in d u s try , seg m en ts  o f  th e  m a n u fa c tu r in g  sec to r, w ith  w h o lesa le rs , w ith  financia l 
in s titu tio n s , p ro fessio n al a n d  b u s in ess  serv ices, as w e ll as th e  sec to rs  th a t  a re  
affected  b y  d irec t v is ito r sp en d in g . Local a n d  s ta te  tax re v e n u e s  g e n e ra ted  by 
v is ito r a n d  v is ito r-re la ted  b u s in e ss  sp e n d in g  also  c rea tes e m p lo y m e n t a n d  
sp e n d in g  o p p o rtu n itie s  in  th e  g o v e rn m e n t sector.

Secondary Em ploym ent and Earnings Im pacts

T o ca lcu la te  em p lo y m en t a n d  ea rn in g s  m u ltip lie rs , BEA p ro v id e s  "d irec t-e ffec t 
m u ltip lie rs"  fo r v isito r-affected  secto rs o f th e  A laska eco n o m y . T ab le  3.2 
p ro v id es  th ese  m u ltip lie rs  a n d  p re sen ts  to tal d irec t a n d  in d ire c t  em p lo y m e n t 
a n d  ea rn in g s  in  A lask a 's  v isito r in d u s try , b ased  on  th ese  m u ltip lie rs . T he 
ana lysis  Ind ica tes th a t, in  a d d it io n  to  the 20,300 d ire c t jobs in  A la sk a 's  v isito r 
in d u s try , a n o th e r  10,400*jobs a re  g en e ra ted  In th e  s ta te 's  s u p p o r t  sec tor. F u rth er,*  
In  ad d itio n  to  the $390 m illion in  w ag e  an d  sa la ry  p ay ro ll a n d  p ro p r ie to r 's  

'T nrnm p /p am m g s^  the v is ito r  in d u s try  g en era tes  an o th e r $250 m illio n  In p a y ro ll"  
in  the s u p p o r t  sector. A s w ith  in d irec t sp an  d in  g7~this ad d itio n a l e m p lo y m e n t^  
a n d  ea rn in g s  are  c rea ted  in  n ea rly  ev e ry  sec to r of th e  s ta te 's  eco n o m y .

Tabic 3JZ
Total Visitor Industry Employment In Alaska 

including Secondary Employment, 1997

Direct T am ings Dircct-EPoct MuWi4iftm Em ploym ent Earnlnys
Em ploym ent (millions) Em ploym ent E arnings (millions)

Total Transportation 4.971 3163.1 2.0317 t 0459 202 «
10,100

Total Retail 3.280 fit.5 1.3591 1 4207 4.4b7 73.0

Service Sector

Logging 6.909 95.0 1.3264 1.5705 7.016 1S0.B

EootVDnnk 4.120 63.0 i . a i t 1,4976 0.402 94 3
All Other Service 1,974 26.0 1.4072 1.S006 2,77/1 40.3

Total 20.311 $300.4 30,082 $641J

'Sourx* Or»Ct vi*ner InOustry e n v V y m e r taamtnga wu McOmw< Orouu osnrolet. Orrct-eifarJ ftv/HJptJeni am tanari from 9m OLA 
puMeoVon Hagtonal Mulfmn: A Urwr Handbook Or tna Hrg>onal Mooeiryg S/wivm (fUMSif). May IBP?

Economic Intact! of Alaska's Visitor Industry • May 193!) McOovrrrlt Group, Inc. f'aga • 3?
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In  g u m m aiy , A laska 's  v isito r indust~y  d irec tly  an d  in d irec tly  accoun ts for $2.6 
'b il l io n  in  sp en d in g  ac tiv ity^  ap p ro x im a te ly  30,700 joh«; and  <&M m illion In 
p e rso n a l incom e. T he re la tiv e  im p o rtan ce  of th e  v is ito r  in d u s try  in the A laska 
eco n o m y  is d iscu ssed  m  th e  C h a p te r  4.

Economic Impacts of Alaska's Visitor Industry - May 1WW McDowell Group, Inc Pnyrt • 3d



Regional Summaries

Tables 2.5 th rough  2.8 sum m arize the em ploym ent an d  earnings im pacts of the 
v isitor industry  on tiic Southcentral, S o u th eas t Southw est and 
In te rio r/N o rth ern  regions of Alaska for 1998. E m ploym ent and  earnings data 
for the v isitor industry  are presented by  industria l sector, w ith  regional totals 
only for die pleasure v isiter com ponent o f the industry .

Table Z £  ^  ----

C Southeos^eglon 
Visifor Industry ErniSttryiimirTand Earning*, By Sector, 1998

Total Wage 
It Salary 

Employment

Total
Employment

Including
Proprietor's

Total W age & 
Salary Royroll 

(million*)

Total Earnings 
Including 

Proprietor's Income 
(m illions)

Transportation
LoceJ & Iniemrban Passenger Transit 186 248 S2.8 $3.7

Water Transportation 329 393 0.9 11.7

Air Transportation 496 525 17.B 21.5

Transportation Services 93 124 2.2 2.8

Retail

General Merchandise Stores 49 50 0.9 1.0

Food Stores 74 79 1.6 1.9

Apparel 4  Accessory Stores 32 40 0.4 0.6
Ealing 4  Drinking Places 504 543 6.4 8.3

Miscellaneous Retail 416 948 7.8 12.5

Services
Hotels & Other Lodging Places 037 1,105 14.7 17.8

Auto Rentals 17 18 0.3 0.4

Amusement & Recroation Services 188 334 2.6 4.1

Visitor Industry Totals 3,219 4,407 $67.4 $66.1
Pleasure Visitor-Related Total 3,035 4.154 63.5 81.1

Economic Impacts o f Alaska's Vhitor Industry • May 1999 McDowell Group, Inc. Pago • J f



Tab!* 2 .6

(Southcentraf Region 
Visitor Industry Em̂ ToymenHJnd Earnings, By Sector, 1998

Total Wage 
4  Salary 

Em ploym ent

Total
Em ploym ent

Including
P rop rie to r 's

Total W age & 
Salary  Payroll 

(mllllcma)

Total E arn ings 
Including 

P ro p rie to r 's  Incom e 
(m illions)

T ransporta tion
LocaJ 4  Interurbar P a ssen g e r Transit 2S6 341 $3:e $5.1

W ater Transportation 143 170 4i3 5.1

Air Transportation 1,800 1,698 5715 69.4

Transportation Services 118 156 2:8 3.0

Retail

General Merchandise Stores 384 394 6.3 7.6

Food Stores 170 163 3I7 4 3

Apparel & Accessory Stones 159 200 212 2.9

Eating 4  Drinking Places 2,292 2,471 29:1 37.8

Miscellaneous Retail 354 807 «:7 10.6

S erv ices
Hotels 4 Other Lodging P laces 2.260 2,682 3915 46.0

Auto Rentals 237 261 4.7 5.1

Amusement 4  Recreation Services 634 1,124 8.7 13.B

Vlaltor Industry  T otals 8,607 10,746 8 i e a 7 $213.2
Pleasure Visitor-Related Total 6,253 7,837 123.3 154.9

Economic Impacts of Alaska's Visitor Industry * AU y  1999 McOuwoll Group, Inc. Psg» • 32



(^Interlor/Northem^egion 
Visitor IndustryTrnpiOymenr ancrtarnings, 8y Sector, 1998

Table 2.7 _____________

Total W age 
4  Salary  

E m ploym ent

Total
Employment

Including
Proprietor's

Total W age 4 
S alary  Payroll 

(m illions)

Total E arnings 
Including 

P ro p rie to r 's  Incom e 
(m illions)

Transportation

Local 4  Interuftoen Passenger Transit 5S6 781 $8,8 $11.7

W ater Transportation 42 50 1.3 1.5

Air Transportation 217 230 7! 8 9.4

Transportation Services 96 129 213 2.9

Retail
-

General Merchandise Stores 171 175 &0 3.4

Food Stores 42 45 0.9 1.1

Apparel 4  Accessory Stores 6 7 0.1 0.1

Eating 4  Drinking P laces 910 981 11t6 15.0

Miscellaneous Retail 87 198 1;6 2.6

Service*

Hotels 4  O ther Lodging Places 1,112 1.468 19.5 23.6

Auto Rentals 68 75 1.3 1.5

A musement 4  Recreation Services 65 116 0 9 1.4

VIsKor Industry  T otals 3,402 4,254 $391 574.2
Pleasure Visitor-Related Totals 3,003 3,868 517

•rCD

Economic Impacts o l Alaska's Visitor Industry • May WOO McOowcll Group. Inc. Pago • 33



(soufhwsrt/Region 
Visitor Industry Em^Jfoyment^nd Earnings, By Sector. 1998

Tabla 2.8

Total W age 
& Salary 

Em ploym ent

Total
Em ploym ent

Including
P ro p rie to r 's

T otal W aga & 
S a la ry  Payroll 

(m illions)

Total E a rn in g s  
Including 

P ro p rie to r 's  incom e 
(m illions)

T ransportation

Local & Interurban P assen g er Transit 11 14 $012 $0.2

W ater Transportation - - • -

Air Transportation 100 106 316 4.4

Transportation Services 5 7 on 0.2

Retail
General Merchandise S tores 50 51 019 1.0

Food Stores 66 71 V.4 1.7

Apperal & Accessory S tores 1 1 0:0 0.0

Eating & Drinking P laces 116 126 1:5 1.9

Miscellaneous Retail 17 39 0:3 0.5

S erv ices

Hotels & Other Lodging P laces 306 404 5:4 6.5

Auto Rentals 5 6 0:1 0.1

Amusement 8. Recreation Services 23 41 013 0.5

V isitor Industry  T otals 700 864 $1318 $16.9

Pleasure Visitor-Related Totals 454 561 819 11.0

Economic Impacts of Alaska's Visitor Industry • May 1999 McDowwll Qmup. Inc. Pag• • 34



FEB-05-2002 TUE 12:39 PH KENAI LIO FAX NO. 907 283 3075

HB A

Alaska State Legislature
Please enter into the record my testimony to the late Finance

com m ittee nam e

Committee on SB 272 Supplemental Approp: Tourism  M ktg ., dated February 6, 2002
b i l l# /s u b je c t  "

Please do NOT support SB 272. Please do NOT give any more of OUR money to private business. 
Instead, make sure money Is made available for funding present and future essential government 
services such as education, roads, public health & safety. Some will call this piece of special interest 
legislation "economic development", or “disaster relief; while others will more accurately call it 
"corporate welfare"!

This industry should have assumed full financial responsibility for tourism marketing years ago. It 
appears that no effort has been made by the association, or individual members of the association, to 
provide any extra emergency marketing money to promote their businesses! Instead they want you 
to give them our school money!

According to press releases issued by everybody from the Governor on down, we are in a serious 
budget crisis. If these statements are accurate, doesn't that mean we no longer have excess funds 
available to support the tourism association or any other special Interest group? Life is full of risk, 
and so is business. We can not expect the public to Insure everyone against these risks. If you 
approve this legislation, you are telling everyone in the state, “it’s business as usual folks, and there 
really is no budget problem". That will make implementing any new taxes a really hard sell!

Given the Governor's proposed budget, and fiscal notes attached to bills currently pending before the 
Alaska Legislature, this year's spending could easily exceed $7,500,000,000. If you divide 
$7,500,000,000 by the number of people who applied for a PFD in 2000 (607,596), it comes out to a 
whopping $12,344.00 being spent for every man, woman, and child In the statol For a family of four 
that equals $49,375,001 We all need to think about that number for a minuto, and ask ourselves, are 
we really getting our money’6 worth? The majority of Alaskan voters will say, "NO"! The cost of 
fundin') SB 272 or HB 359 will only put an unnecessary burden on an already swollen budget.

Please think about the futuro of All Alaskans; then vote NO on this, and ALL non-essential spending 
bills that come before you this session. Thank you.

Signed: M ike  M c B r i d e ________
T estifier

Self_________________________________________________________________________________________
R epresenting (optional)

PO  B ox 6 K enai. A laska 99611-0006_________________________________________________________
Address

(907) 776-5444 
Phone num ber



HB 359-SUPPLEMENTAL A PPRO P  T O U R IS M  M A R K E T IN G  
S E N A T E  F IN A N C E  C O M M IT T E E

S I G N - I N

J  r.

y ^ N A M E :  —------------------------------------------------------- S u b jec t/B ill N o: ----------------

C o . / D c p t . / T i t l c : ^ l l J , n u r  Phone:

A d d re s s : .^ . U P  ^  °  ____________________ Z i p : _ Z ^ Z ______________

D o you  w ish  to te s tify ?  J _ Y e s   N o  R esp o n d  T o  Q u estio n s

y 'k 'A M E :  T V . A / A — 7S/~------- — :-----------------------  S u b jec t/B ill No:

C o ./D cp l./T illc : . A T I  P i— /? £ £ ! >  u A a J z  P h o n e  * ?  '  2 -

a , i , i , ^  ^ 0 O  C o j L P Q V a  ______________  __________________

D o you w ish  to te s tify ?  * ^ Y es   N o ^ R esp o n d  T o  Q u estio n s

y f ^ A M E : -------------------------------------------------------------------_ _ L 1-----------  S u b jec t/B ill No:

C o ./D ep t./T ille : — ^ — Q e ^ c d ^ r \ ^  / j jPrc&J p honc: ^

Address: X 6 & Q  I c ^ C l  ____ \ { \ f U c ~ * j _____ 7ip- 4 ^ 8 °  ! _______________

D o you w ish  to  te s tify ?  V Y e s   N o  R esp o n d  T o  Q u estio n s

V̂ AME:----- ----------------------------------------------------------------------------------  S u b jcc l/B ill N o: — ^

C o ./D c p t/T it le :  g g t f g T ---------------------  p |,on c; ^ _____

Art ««• 3 ^  ________ z iP: _ Z £ 2 £ i _________________

D o you w ish  to  te s tify ?  Ye s   N o  R esp o n d  T o  Q u estio n s

S P C -0 1 -1- 4/10/01
S B  X X



=. tiM L  lm £ AN A M E : V

C o ./D cp l./T itle :

A ddress

S u b je c t /B i l l N o :

5!. Z ip :.

D o you w ish  to  te s tify ?  ^  Y es  N o  R esp o n d  T o  Q u estio n s

N A M E :

C o ./D cp t./T itle : 

A d d ress:_______

D o you w ish  to  te s tify ? Y es N o

S u b je c t/B ill N o:

P h o n e :---------------

Z ip :_____________

.R e sp o n d  T o  Q u estio n s

N A M E :

C o ./D cp t./T itle : 

A d d re ss :_______

D o you  w ish  to  te s tify ?

S u b je c t/B ill N o:

P h o n e :---------------

Z ip :_____________

_Ycs  N o  R esp o n d  T o  Q u estio n s

N A M E :

C o ./D cp t./T itle : 

A d d ress:-----------

D o you w ish  lo  te s tify ? Y es N o

S u b jec t/B ill N o:

P h o n e :--------------

Z ip : ------------------

.R e sp o n d  T o  Q u estio n s

N A M E :

C o ./D cp t./T illc : 

A d d re ss :_______

Do you  w ish  to  te s tify ?

S EC -01

S B  X X

Yes _No

S u b je c t/B ill N o:

P h o n e :--------------

Z ip : -------------------

.R e sp o n d  T o  Q u estio n s

4/10/01



s i t e : K e n a i  LIO SUBJECT OF MEETING:

COMMITTEE: S e n a t e  F i n a n c e H B 3 5 9  S u p p l e m e n t a l  A p p r o p . T o u r i s m
M a r k e t i n g

DATE: 2 - 1 9 - 2 0
UPDATE f t :

P L E AS E  S I GN  I N

's}? \

I v< <-1 <

P R I N T  YOUR NAME AD D RESS (M A IL IN G £ Z I P ) R E P R E SE N T IN G T E S T IF Y IN G ?  
Y  o r  N

Ricky Gease HB359 ] 1471 Kenai Spur H yw y  K ena i, A K Visitor’s Center Y
Em ail add ress:

E m ail ad d ress:

E m ail add ress: i

E m ail add ress:

E m ail add ress:

E m ail add ress:

E m ail add ress:



DO YOU WANT

P R I N T  YOUR NAME AD D RESS (M A IL IN G  & Z I P )  R E P R E SE N T IN G  TO T E S T IF Y ?
Y  o r  N

A l a n  L e M a r t e r
C o p p e r  R iv e r  S a lm o n  
C h a r te r s

Y -  S B  2 7 2

“E m ail ad d ress:

S u z a n n e  R u s t Y - S B  2 7 2

E m ail ad d ress:

E r i c  D o w n e y Y - S B  2 7 2

Em ail ad d ress:

Em ail ad d ress:

Em ail ad d ress:

E m ail ad d ress:

Em ail add ress:



S I T E : MATSU LIO

COMMITTEE: SF IN

D A TE : 0 2 / 1 9 / 0 2

SUBJECT OF MEETING:
HB359
SB 272

UPDATE #:

P L E AS E  S I GN  I N
P R I N T  YOUR NAME AD D RESS (M A IL IN G  & Z I P ) R E P R E SE N T IN G

DO YOU WANT 

TO T E S T IF Y ?  
Y  o r  N

K a t r i n a  K i n g S 3  5 l 7 J Y  ( ? )
Em ail add ress:

J u l i e  S a u p e 2 - 7  X Y

E m ail add ress:

B o n n i e  Q u i l l 5 6  2 - l . X Y  ( ? )
E m ail add ress:

S t u  G r a h a m 5 < £ Y  ( ? )
E m ail ad d ress:

R a n d i  P e r l m a n 5  0  J ~ > 9 ~ Y  ( ? )
E m ail ad d ress:

Emr.il ad d ress:



s i t e :  C o r d o v a  LIO

COMMITTEE: SF IN  

D A TE : 0 2 / 1 9 / 0 2

P L E A S E  S I G N  I N \ , '.MSf - • ■ < ''s/2:--
A m s m r ir Am ?  /

P L E A SE  P R IN T :

NAME
DO YOU WANT

ADDRESS (MAILING & ZIP) REPRESENTING TO TESTIFY? 
Y or N

M s. S a n d y  K in g P O B o x  99 C o rd o v a , A K  99574 C h a m b e r  o f  C o m m e rc e  Y

P O B o x  1560 C o rd o v a ,  A K  99574
M s. K r is t in  S m ith

C o p p e r  R iv e r  W a te r s h e d  
P ro je c t____________________

Y
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