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SUMMARY
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WHAT NEEDS TO BE DONE? Mar ketrng eﬁgrts need to be increased | rmmj %rder to

anrease Interest rnvrsrtrng Alaska t J etition for t ?evrsltorsw
ecome eﬁtrerrh ayreC% ||tve thh| E(rna lons around the world mar

Wge"c]teamrr% oerlrer {0 as as mes dge Iﬂ?mrﬁ%tr?%l%ﬁﬁete i dlﬁlona? ecent surveys Indicate

el
consumers gre mo% Lke {0 trave ? estical at INCll gA'[O stgy C?OSGF {0 home,
marketing eforts will be Tocused who Iy onao estrc markets.

ATIA RE U AND EXPECTE RESULTS The Alaska TraveI Indust Assocraton (AT]
IS 16 ues nhllro orrm ementation eme enc ketrnegr 6{3 n(}s 10 es
Im ato te terr 1t attacks. |s ca drtro
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SITUATION OVERVIEW
A ;ebﬂ(a I

%{ r?ve ourism uchop he voumeo business wou result
million job [0sses outo on employed worlowide.

Jyhon surve s take ove t twp months paint a negative forecast. According to the
ravel usmes Roundtah
o 1/%of all travelers sa?/ they ar travehnﬁ; less
One oﬁ of every 20trips IS bemg cancelle
Yoot le| uret?veLer ave either cancel ed, put on hold, or are still uncertain about

whether they will take an upcoming trp
toh December 1survey of Alaska husinesses throughout the state, conducted b
8eooeanec nha &Jche Inb ; gqgst y

esearch, Shows e O?oklngs compared to [ast year:
. Majortr 0des In hcatea rop
M?t rcoaf
° %ﬁ@h
/3 wﬁlnes P

ﬁge/léltng fg?nzlaa se g?arate survey of respondents to the state marketi |ng program, conducted
e 'l 4n-3 people who indicated they were definite |3|t the sta prior
ng(?}\ﬁgeg ltshveg are [ess comrhhted t0 vf|3|t|IngY Rnaﬂ havmg mage t d;ecmon
X % TQHJSDWhO have decided to visit, hav 1actually made reservations or finalized their
. ]ﬂ%oPsurvey respondents say they are less likely to travel on vacation in general
POSSIBLE OUTCOMES OF THESE REDUCTIONS IN ALASKA
+ 10% decrease In visjfors - logs of 140,000 visitors » loss of
% % n Invisitor spending an 1%%4 travefrelatedjobs
%O% decrease In visitors ¢ 10ss of 280,000 visitors  loss of
203:3 million In economic impact and 3,127 travel related johs
There is notlmehn on the ra%amst rrons nd hhls Wil undoubtedIK hejvg gq%hve

IMpPac S C {rave tOt S a [ecession In t ere 1S a
great fkerhhoog % %\H%/TICEIHSWI Spen |€SS on travel and stay c?oser to thelr OWH NOMES.

Destmatlons continue to implement. sugaglemen tal nﬁrketm rPans to minimize Iosbses The
Bacsv V\)/aghon the tates but it 1S antic) ated desa ations m?re access le by cars
E\Ia lt(ralns II'benefit at the expense of destinations prlmaryaccessmebypane such as
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ar elow avefr st e mark etrn tr{de on or aska 1S also Tow
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Emergenc Emergenc
COUNTRY Fun%s* y ATy Fun%s* y

Xravel Industry Association of New York City $0

merica
Caribbean Las Vegas $13
Miami ®

Canadian Tourism Commission
Puerto Rico
Mexico $6-
Barhados
European Travel Commission

BBE 8

(@)

Rounded to nearest mlion

B &

ortunt
885) 0] stat ﬂaartmentwarnm saPout ﬁntlal dangers to Americans tr velln%oversga§
Otgsyuergretrrsts\l\gg dEuropean or Autralian travel plans may consider a trip within the United States

|th|n Oétr ovtln coun cant ort| ns of the \ﬁo?u 8t|on ma Eesnaeto travel to the Eas
oast loni cantn% trav ers rom the West Coast an ana amays OW renewe
Interest n |3|t|ng Alas

Targeted marketing efforts tothelowr485tates could also encourage people who are thinkin
fa p%stpomngatrugtoﬂaska {0 isit this year. % peop d

VALUE OF TOURISM TO ALASKA AND ITS ECONOMY

Visitors spend. aboyt 349 million annually in Alaska.. Therefore, if there is a decline in the
numBer tﬁvm tors, Lfou?ndgsses V\nllatneeﬁhz Impact in the t%rm o? lower sales.

-unrri "nrrgtny N ST NIYTY .a WMnrrw, I~ 228, T2xima>cws g Tr

WHAT IS AVISITOR WORTH?
» Visitors spend an estimated $726 per-person, per-trip

' Toﬁal direct full-vear spending for all visitors |
million

Visitor Industry accounts for approximately 30,700
% ops ot £5 Blorjos

Alaska jobs, of 1-In-8 private seCtorjobs
J

Tourism Revenu

Prior to SeIptember 1, Alaska received - bg [rent eﬁ imatjons - a%)roxma tely 14 million
wsﬁor [ Th Se VISIOrs mtec ted over 4m| lon directly into state and’local treasuries
axes ees and other assessments



obs for.Alas H(

ourrsm |s s second largest private sector e Io er accounti for ne rr-er ht rrvate

seg or|o rs means tha r[i AI ns are d orr Irec rp] ourr
U ear round equivalent). evrsrtor |n stry asa sr ent hire rate

rg es ]|I rr?rﬁrs rles.

nxtvrsrtor rela ed Cﬁarﬁaanres throu out t eUS have laid- oﬁemr}k r%eesdu to the
as

unm n trave and the econo ttr tenrn occu fing goss ATeica ey H%essive (Y
,orgmor gn Jae 10 A eto mal arn FAlaskans employed e visitor
ndustry and the economic peRelt ot vistor spen rnt e stafe.

RECOVERY PLAN OBJECTIVES

he overall pu Epo&eo fthe ca al nvvr“ e to pre mptthe dramatic decline in travel torAIaska
Brs ear an i vasta crtwr E e state’s econo v¥ reservrnﬂysma
usinesses that make upt ac boneo as a's tourism inclustry will be a prior

RECOVER”™ PLAN OBJECTIVES

' Elg%%urage previous inquirers to proceed with thejr travel

9 . —
* Increase e[forts to convince those “willing to travel” to
come to Alaska -

o Tarqget various, sectors of trade that are in key positions/to "
ﬁe%t destination choices  m /P

+ Remind consumers xhat Alaska is part ofthe United States -

The recove y plan will relg on adverti?irp HJublrc relations, Int erne t, research, travel trade and
resident travel campaigns to accomplisit the recovery plan objectives.

crucral that Ala ka | ncr ase Its r B esence in the réatrarral mar zﬁ place mmedrate(]g Each day

ran lates tO St 00 Ings and lost revenue. P aska fravel a dﬁ
rcan some USINESSES are reportrng reservatrons Or next summer are down more than

over St year.
ATIA Images ese gjh mdpca es about half (494 of all visitors DECIDED to visit Alaska

|th SIX On € are now |nt a Cr cIsIon |n time per
Ithﬂ I’OU ? é Alaska's actual visitors éb& B errATas ﬂl 2’\ é—éj
SSIVG orts.are not.taken Immed ate the Im act ou

ont rior tO
vasta ng to many OfA as sma tourism husinesses. The time to act I now.



RECOVERY PLAN AND DELIVERABLES

s crisis recovery plan - by necessity - is considered dynamic and may be adjusted based on

Thi

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.

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

e 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 visitors 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.

e 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 information on more
than 1,000 Alaska tourism businesses.

2.5 million direct mail packages delivered to targeted independent travel prospects to
ence-'rage them to visit Alaska and persuade visitors not to postpone travel plans.

e 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.



e An additional 2 million direct mail packages will be sent to individual consumers using
targeted direct mail lists with proven track records.

< Direct mail packages will include multiple response options including d 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.

m [t 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.

e Whistle Stop promotion will result in $200,000 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.

e 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 neeos 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.

e Advertorial will result in 25,700 responses and generate 10,800 visitors to the state.



Advertorial will air on West Coast cable stations, reaching more than 500000 viewers.

. Messa ontalned in the advertorial will echo those inclyded in the Official State
Vacaﬂéﬁ anner an qblnvltau N A%s&va bro &ure an VVM ﬁso mg e testimonials
from well-known celebrties wi o ave visited Alaska.

e Anonline |cro 3|t will link to the Official Sta eTr vel Web3|r1e ThIS\I\{y allow ATIA to
capture re evant In ormat|on rom potential visitors or Use Infuture marketing efforts.

INT
dow tional multi-media features will beﬁadde to the ofgcufl Alaska travel it X
to Increase trarfic to the site and elevate Iinterest in Alaska.

" SR BN i g e

" ARl T g s el o

> U|I|2ﬁ Internet agert ?mg and opt-in email - also referred toa;\é)erm|35|on ?maﬂ t?
complement traditional acivertising programs and achieve an e evel of national reach.

. Int%rge% aadevertlsmg campaigns will generate 96000 responses and bring 51,500 visitors

e Placement of banner adve tlsemensand -Up ads on websites and search engines
Wl Encgurage ok hrough t POpp !

e Targe I || lists will rea roximatel Indlividual consumers
alr %dly In aﬂhb they are Interes edalon'O ece|V|ng r%gﬂr ate mpormanon

e (Opt-inem messagg?fe?tunn thﬁ Governor will be tested, with the most favorable

essages Dein ? or larger' mailings
essa ﬁ Wi reéectc rrent eveRits and tra&eler attltudes/concerné
be conducted against the current GQuernor mgssage and evaluated on

est
regufar B&SIS to ensure t g most e?fec tive version IS use

> Im glement an inter t|v Tra ka televigi on series and Internet promotion to boost
Interest in travel 10 as ain est oast mar ets

= Campaign will generate 62500 responses and bring 26300visitors to the state.
F AE\ Srkagsthh hlahwaéed Wedsl} Coast morm% te‘(evmon Programs a SIx-Week series

egmen e TallNg Aleska T (L. CAMng adientune
?shmg i cULra expection) J ps (Le. camping

laska tr| 1l be ro oteo on television and station w bsﬂgs allqwm Wers
eamn abo F[) ak ventures Alas acbas tP er, SerecE families % R (Led
sgga%/bewers e asked to vote for the family they would Tike to see” win' the Alas

10



e Promotion will includﬁ the messa%e ‘travel close tg home" gboost In*erest [rom
consumers fiving in the Western U.S. that may be Interested ina vacation closer to

home.

RESFARCH
> Toensyre Alaska is positioned to react to changes in the marketplace, continual travel trend
r\?searc wil %e con &lc%edo {0 measure ﬁ]e terrogrlst atta& Impact on attltuaes andt travef

plans amonyg potential visitors.

. Erovide a constant harometer of chanaes in travel plans to help the state and tourism
USinesses assess the upcoming travel season.

Wil allow ATIA to modify its marketing message and approach to optimize success in
convincing consumers t traveFto B%ka tFus 9ear. o P

. t réatl\r/eclli%%(tesnts will be contacted to gauge attitudes and trends among travel trade and

TR VEbTRADE .
| Conduct retall travel agent training programs.

« Partner with guality, high. producing trave] agencies in known productive markets to

conduct fasﬂa treYveI aining In th%lr reg|onga?o ICes. P
> Place adyertising in U.S. trade mblicatiops to ensure Alasha. IS (.oremost in the mind of travel

agents wnen t &suggest possible travel destinations to their clients.

e Partner with leading trade publications fo produce cooperative marketing inserts tq reach
Eraveq aggnues i rgu ﬁ?utptHe %ag WIth/ﬂ sﬂacs mes@age. AQ&a m? mation will a?so

e postéd simuftaneotisly on publication websites.

« Partner with trade marketing organizations, to produce Alaska travel planners, for

glrsct)?gsusﬁlgrq E) group ?eager , togr Operators, mgtor coach operators a 3 travel

> Direct mail campaign to travel agencies across the U.S.

* Send Alaska travel jnformation to U.S, travel age R using targeted majling lists, in oder
T R e ks

* Engage in cooperative mailing programs with tour operators specializing in Alaska travel
n groger 0 rea& tﬁewprospegtﬁe glaskavghents. P d ’

> Participate in trage shows to elevate interest in Alaska and establish direct relationships with
travef 0ents so ?urt er mar?<et|ng an(P eJucatlon may he conéucted. P

« Attend,U.S, trade shows to increase awareness of Alaska, provide product information
an o(?fer tnp-p?annmg too?s 0 tﬁose actively oo?qngﬂaskg traveﬁ.p



* Fqrge cooperative promotions with leading tour companies to facilitate direct contact
\évr%tﬁ?ﬁ)? qua |f|e8 tour gmcfes and encourage nevJJ Kpaska pac(i<ages gemg marketed
» Share leads with businesses so they may conduct their own marketing.

RE%DENTTRAV%L L . .
> Encourage residents and visiting friends and relatives to travel instate.

. Tele\fision .Cﬁmpﬁi n will reach more than 110000viewers and result in 20000 visitors
traveling within"Aldska.

e Television spots will encour%e residents to invite their friends and relatives to visit the
state and experience a true Alaskan adventure.

 TVadvertisements will augment current marketing efforts. By extending the campaign,
We can ensure { ? fa %%me —t%sc Veryo rowﬂ .Eaclz rYargymessagegreachesg !

greater number of residents and leads to Igner visitatiort.

> Conduct a statewide newspaper advertising campaign targeted at Alaskan residents, to
elevate Interest in ﬁasﬁa \E:IC%IIOHS access ?e ;9 C ,tralﬂ, ey ors?]ort pfane trips.

» Newspaper advertising.will be. placed in major publications throughout the state and
rein oPc messages Bglng e?n?ereg throug te‘%wsmn. J

« The State Vacation Planner will e offered free-of-charge to residents and their friends
ng reﬁat?ves %Y ceﬂlm Eumqgg&ﬁ# ?tmg orwsclﬂgith Wiﬁltﬁ. F?eg@ents wﬁpge
ar/élgglltgan onting Aliska Resident interface”page tiea'to the Official Alaska Trave

> |mplement an aggressive Public Relations outreach to local media, in order to promote
Amzﬁka V catlonggana encourage resuﬁents and visiting nen(@ ana r&anves to BISI'[ near-by

COMMUNItIES.

o Press kit will supply feature and business writers comprehensive information about
A[a§<a tourism %RJ {aufltate pubﬁcanon o?N /-(\aska travel stories.

. Resigent TlraY<e| Rromoti will increase awarenfss amon? A?sigents of the many
wonders Alaska Nhas to offer and encourage exploration of Alaskan communities:



RECOVERY BUDGET

er broad-based committee char ed with developin mark ln J|ev
mJPon IS eededa ttk) In ent (}h|s cr 1S recove fn%h r%ﬁpun Eﬂaska
will continue tﬁ 0e mar ? %are to destinatio that resswe reaC| ou 0
consumer3W| this year. ’a;estma lons ce|vee Vgt e|n unds

] e
8oun ter the e?fec?sé} eef ber’ ]_'LAqas& a hecomes even more vu e tolosing |3|tors
0 dlestinations that are actively marketing.

Ad ustments are already being.made 1o the current core marketing program, but it won't b
tH]to offset ﬁ] ae reas Inn umes ané| V|S|tat|on tozlas& gPlsga%o worth noting tﬁat

b ke
Television Campaign $3080000
Newspaper Campaign 425000
Direct Mail Campaign 975000
Online Campaign 650,000
State Vacation Planner/8004 464,000
Public Relations Campaign 722000
Website Development/Promotion 300000
TV Advertorial 250000
Research 54,000
Travel Trade Training/Marketing 280000
Instate Travel Campaign 300000

TOTAL: $12,500,000
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RETURN ON INVESTMENT

Overall, the campaign wil
> (enerate an estimated 182850 visitors to the state this year,
> Resultinad nomic impact of $132.7 million as a hased on each visitor spendin
an averageo $%on thewK\%aﬁa vagt%n lns translates into 2 ]Oé PenEing
> Toal econ mic impact of. illion (direct and indlirect spending) based on data
ca%naq eav r%)ge vsitor o\par urcqates e\woug?]t ﬁa& ggonomy aBout two
f times before leaving the state.

> Re(PIace those visitors who d& cide not to travel to Alask thls rasaresulto
8 P %%Bgs |mPacts urrent est| tes glﬂfa a Visitation could
couﬁ &rhe Jolrom 1ts present estlmat eve ilion, con0m|c IMpacts

o 10%decrease in visitors = |oss of ‘@]JO%G million in visitor spending ~ 1564jobs
o XPbdecrease nvisitors  loss of $033 million In visit orsBendmg 3127{obs

RESULTS OF $12.5 MILLION TOURISM MARKETING CAMPAIGN
+ Delivers 182,850 visitors to the state THIS year

o Generates $132,7 million in direct revenue

o Saves 2,042 jobs
» Translates to $332 million in direct/indirect spending

14



RECOVERY SCHEDULE 2002

COMPONENT Details December Jonuar  February  March
RESEARCH
Track Travel Trends 810nn Fim .
Eachwave « 120 Inovievs
PUBLIC RELATIONS
Whistle Stop Promotion 5”3]1@[5 C(]be VARA
West Coast Editor Briefings ‘MHS. Ohmb V\ACR CQ CA
Television Advertorial Pﬂﬂa‘d, Rehlc
ADVERTISING .
Television (:30 sec. Spots) CHHO: AE IN, DS(DHy H]TDf[
Cable: 45% GJlChﬂ, Gﬂ |mﬂ Oﬂl
A markets: 33% ANMGS- "O, RT"mi Sm(rm
Slﬁ Sn D\%Srmmg Denver
B Mnrkets: 22% ) n &'Eh MjS
| A. tnno. Proonlr
Newspaper 5 InAand Bvhviels
Direct Mail 2milfoulsldo liss 5inilnelculiss
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December 20. 2001

Senator Lvda Green
Alaska State Legislature
600 E Raiiroad Avenue. Ste. |
Wasilla, AK 99654

Dear Senator Green,

Alaska's travel industry is deep|¥ concerned in the aftermath of the Sept. 11 terronsi
attacks in our country. "Between the general fear of travel and the subsequent economic
downturn, it is no Understatement to say that many of Alaska's visitor busingsses are
facing a crisis and, without action, may nét survive the coming year.

Enclosed is a co r of the Alaska Travel Industry Association’s “crisis recovery plan".
As you know, ATIA has requested $12.5 million ‘in emergency marketing fundlnq. The
Blan outlines how this apBroprlatlon would go to work for Alaskans to save not only jobs

ut help small, Alaskan busingsses survive the coming Year. | know that you aré well
aware of the positive impacts, both direct and indirect, that visitor dollars make to all of

Alaska's economic sectors.

In addition to the statewide research contained within ATLA's document, | am enclosing
the results of a poll conducted among Mat-Su CVB's membership.  With over 16
response you'll see that many of our own Mat-Su Valley businesses are trying to
overcome Oecreased revenues and are anticipating workforce reductions.

In the coming days we'll be hearing more from the Governor s Task Force on Jobs and
the Economy, . This group of business leackr.-, irom all econgmic sector].} singled oui
tourism as the industry' m Alaska most affected by the event-, of September

| understand that the start of the session is a very busy time for all legislators, but ior the
tourismindustry time is a critical element in”capturing next sumimer's visitors. The
competition from other destinations; is particularly fierce Tight now. | hope that von and
your fellow lawmakers will make this a priority immediately"upon arriving in Juneau.

Thanks lor attention to these documents. | have Icli a phone message with y >ur office in
the hopes that we can meet in early January, prior to the start ul the session

Sincerely.

Julie Saupe .
Executive Director
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Honorable Governor Ton}" Knowles

Stare of Alaska
PO Box! 10001
Juneau, AK 99811-0001

Dear Governor Knowles:
| amwriting on behalf of the Board of Directors of the Alaska Native Heritage Center.

The .Alaska Native Heritage Center is a unique cultural attraction and educational faml;g in
-Anchorage. | knowyou aqree, that in our short 3-year history we have made manv stricles in
educating and informing Alaska's peaple and world travelers about the rich heritage of
Alaska's Narive people. Addltlonall?/, We have made significant progress in helping to
d?velo the pride and seli-esteem of our Native people. Indeed, we have a Center in which

all Alaskans can be proud.

Yet, we are still an insdtution in its infancy. We heavily depend upon visitors, to support our
summer programs, which in rum aliowus' to operate our educational facility in the winter.,

A stron? and viable visitor industry, the second largest industry in the state, is important for
die continued well being ol die Cénter. Maintaining a strong presence in the minds of
travelers through a strong marketing campaign is of utmost importance. Manv other US
destinations have already pursued and received emergent} funding to stabilize their tourism

programs. We need to move forward expeditiously.

Therefore, die Board of Directors of the Alaska Narive Heritage Center st_rongly rge vour
support and efforts in securing S12.5 million in erne:gencv tourism marketing Tunding.

Sincerely,

awm HERITAGE CENTER DIUVE ANCHORAGE. AL.ASRA * I'HONE 3ti-noun ¢ FAXNE miim ni
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January 3.2002
Senate President Rick HaJford
Office of Senate President
Alaska State Legislature
0 Box 110001

Junea 111-0001
Dear lIford:

| am writing you on behalf of the Alaska visitor indusirv and the Alaska Travel Industry Association to
reguest your _su%port for asupplemental appropriation of S12.5 million dollars to fund the"Alaska Tourism

Inaustry Crisis Recovery Plan.

A5 a former governor of this state and as a private individual with an extensive association with the
Alaska visitor” industry’, | have wimessed the rise of tourism &s one of the most important economic

engines of the state.

Tourisms importance cannot be understated. It is the second largest private_sector employer in our state
well over a hillion dollars annually to Alaska businessés and coptributes nearly 5125 million in

eneratin
9axes, fteeg and assessments. It stands to Incréase in economic primacy In the times to corme.

In a downturn like this big and fmall_busine,sses are_ hurt. Small “mom and go " B&B's, restaurants, efc.
00 out of business. Big ones will not invest inmore infrastructure and everyone suffers,

In recent, tyears Alaska has endured declines in,?qvernment and ol Eat%m jobs. The Ieﬁislature has an
opportunity to save jobs In the visitor |ndustr¥| It acts Sooner, rather than later. It will take the State
X%%rs to create a thousand jobs. | can tell vou Trom experience tht it is easier to Save a job than to create

Many prominent Alaskan business leaders agree with my assessment that the state's tourism industry is
vital to Alaska, hut that it needs immediate financial assistance. The cause is right, the time is now and |
ask that you and your esteemed colleagues make this request a priority matterin the coming legislative

Session.
Sincerely,

But onemeta
Port Director

cc.  The Honorable Tony Knowles. Governar for the State of Alaska

The Honorable Brian Porter, Speaker of the House -,
Tina Lindgren. President of the Alaska Travel Industry Association

(907) 343-6200 Telephone « (907) 277-5636 Facsimile ¢ httD,//www.ci.anchorage.ak.us Website

2000 Anchorage Port Road ¢ Anchorage, Alaska 09501


http://www.ci.anchorage.ak.us

Crisis Recovery Marketing Funds Appropriated

Enti unt
y Millions)
Domestic
Arizona o
trcgt (1)
F|0r| a-Lcttery Earnings 300
Hawall $100
Las Vegas $130
Massac Usetts 100
Miam 2
New York Clty - Immediate %0
New York City-2002 0
South Carolina 0
Travel Industg of America 0
Washington D.C $%0
Foreign
Albert 0
Bar % 0
Canada $00
E&rﬂ ee%nTravel Commission < :38
Pt?a(it% Rico EHC30\188
US. Virgin Islands E%1515
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m*EREATER* FAIRBANKS 250 Cushman St, Suite 2D, Fairbanks, AK 99701-466:
phone: (907/ 452-1105, fax: (907 456-696;

*-tnail: stafftSXairbinloenamDef.ov

webjile: wwwlJjirDuiiachambcr.or

OoF COMMERECE

Introduced By: Transportation

Other Review: Governmental Affairs
Date Introduced: January 21. 2002
Daie Passed: January 21, 2002

Dare Transmitted: January 24, 2002

RESOLUTION 02-0121

A RESOLUTION BY THE GREATER FAIRBANKS CHAMBER OF
COMMERCE IN SUPPORT OF SUPPLEMENTAL FUNDING FOR
THE ALASKA TOURISM INDUSTRY CRISIS RECOVERY PLAN

WHEREAS the visitor industry plays a vital part in the economic well-being
of the Fairbanks community and beyond; and

WHEREAS the terrorist attacks of September 11, 2001 have had a profound
impact on the Alaska travel industry: and

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

WHEREAS maintaining Alaska's presence as a visitor destination in the
national media is the utmost importance in recovering business lost as a result

ofthe September 11 attacks; and
Swy imrtio

WHEREAS a number of other U.S. states and cities have adopted and funded
iWi. MsOk&ep Wm\k

emergency marketing plans to help stabilize their own tourism programs:

NOW THEREFORE BE IT RESOLVED that the Greater Fairbanks Moahvimamk
Chamber of Commerce supports the Alaska Travel_ I_ndus_try' Association's FWrps Ataa0a, toic. |
request of the State of Alaska to secure S12.5 million in supplementary ioaiiiuftfimnmait Cite
funding to bolster our existing marketing program and to assist the stare in I
recovering the losses experienced by Alaskan businesses m the wake of recent Tiememttfcf CUok J
terrorist attacks.

y S T k , |
BE IT FURTHER RESOLVED that this resolution be distributed to: Jiegan i
Governor Tony Knowles

'WUMmmas

Alaska Stale Legislature
MayorRhonda Boyles, Fairbanks North Star Borough
Fairbanks North Star Borough Assembly
Mayor Steve Thompson, City of Fairbanks
W «



MATANUSKA-SUSITNA CONVENTION G VISITORS BUREAU

ARESOLUTION TN SUPPORT OF FUNDING FOR THU
ALASKA TRAVEL INDUSTRY ASSOCIATION TO IMPLEMENT AN
EMERGENCY MARKETING PLAN FOR FY2002
Mai-Fiv CVB Resolution FYCI-D-t

Whercab the Mission of the Mat-Su Convention & Visitors Bureau is to promote
economic development through tourism; and

Whereas, » healthy, growing viritor industry is vital to the economic well-being of the
State of Alaska and the Matanuska-Susitna Borough; and

Whereas the acis of terrorism committed against the United States on September 11,
2081 have impacted the economic viability of visitor destinations throughout the country;
an

-Whereas maintaining a media presence through marketing Alaska as a visitor destination
Is 0f the utmost importance in recovering tourism business losi as a result of September

11:and

Whereas %ther U.S, destinatigns have already pursued and received emergency funding
to help stabilize their own tourism programs.

Now therefore be it resolved that the Board of Directors of the Mai-Su Convention &
Visitors Bureau sui)forts the Alaska Travel Industry Association’s request to the State of
Alaska to secure S12.5 million in supplementary funding to fortify ou: existing marketing
pro%ram and help the stale recover the losses already experiencéd by Alaska” businesses
In the wake of the terrorist attacks on the United States.

Approved:

Steve/Mahay
President



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

Recovery Plan

WHEREAS, Ibs Sitka Convention and Bureau mission is to -marks: Sitka ar a year-round demeanor:
for convention, eaucationoi and insure experiences. and

WHEREAS, the visitor industry play: a vital,partin the economic well-being ofths community, and

WHEREAS,' the terrorisr attacks of September 11, 2001 have had a profound impact on the Alaska
travel industry, and

WHEREAS, the 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 ofthe
utmost importance in recovering business lost as a result of the September 11 attacks, and

WHEREAS, anumber of other U.S. states and cities have adopted and funded emergency marketing
plans to help stabilize their own tounam programs,

NOW THEREFORE BE ITRESOLVED THAT the Sitka Convention and Visitors Bureau
supports the Alaska Travel Industry Association's request tothe State of Alaska to secure S12.5 million
in supplementary funding to bolster our existing murkeLing program and to help the slate recover Ihe
losses already experienced by Alaska businesses in the wake ofthe terrorist attacks on the United

Stales. |

PASSED AND APPROVED by the Sitka Convention and Visitors Bureau Board of Directors
January 14, 2002.

£ Q Cr» fYvi...v— - -Cki.. <

m % L _A
(SIGNATURE ] [SIGNATUiof] .J

Sitka Convention <€ Visitors Bureau
PO Box 1226, Sitka, AK 99835



FDTPnrrHH A solution of the ketchikan visitors bureau
IN SUPPORT OF FUNDING FOR THE ALASKA TRAVEL

MIJm_m
IKHD INDUSTRY ASSOCIATION TO IMPLEMENT AN
EMERGENCY MARKETING PLAN FOR
FY 2002

RESOLUTION NO. 01-03

WHEREAS, the Ketchikan visitors Bureau's mission is "To promote the
GREATER KETCHIKAN 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

m\WHEREAS, THE VISITOR INDUSTRY PLAYS A VITAL PART IN THE ECONOMIC WELL
BEING OF THE COMMUNITY, AND

WHEREAS, THE COWARDLY ACTS OF TERRORISM COMMITTED AGAINST THE UNITED
States on September 11 200: have impacted the economic viability of visitor
DESTI&(ATIO\I\/I_S THROUGHOUT THE COUNTRY, AND

1

WHEREAS, MAINTAINING A MEDIA PRESENCE THROUGH MARKETING ALASKA AS A
VISITOR DESTINATION 1S OF THE UTMOST IMPORTANCE IN RECOVERING TOURISM

BUSINESS LOST AS A RESULT OF SEPTEMBER 11th, AND

WHEREAS, OTHER U.S. DESTINATIONS HAVE ALREADY PURSUED AND RECEIVED
EMERGENCY FUNDING TO HELP STABILIZE THEIR OWN TOURISM PROGRAMS,

NOW THEREFORE BE IT RESOLVED THAT THE KETCHIKAN VISITORS BUREAU
SUPPORTS THE ALASKA TRAVEL INDUSTRY ASSOCIATION'S REQUEST TC THE STATE OF
Alaska to secure $125 million dollars in supplementary funding to fortify
OUR EXISTING MARKETING PROGRAM AND HELP THE STATE RECOVER THE LOSSES
ALREADY EXPERIENCED BY ALASKA BUSINESSES IN THE WAKE OF THE TERRORIST

ATTACKS ON THE UNITED STATES.

PASSED AND APPROVED BY THE ICETCHIKAN VISITORS BUREAU BOARD OF
Directors October

ICari Erickson Patti MacV.ev ,J
|CVB Board of Directors Executive Director

131 Fronl Street mKetchikan, Alaska “940] « Phone: (‘107; 225-6166
Fax: (907) 225-4250 « E-mail: kvb@ ktn.net * www.ViSil-kelchilnn.com


mailto:kvb@ktn.net

GREATER PALMER
A CHAMBER OF COMMERCE

A RESOLUTION IN SUPPORT OF FUNDING FOR THE ALASKA
TRAVEL INDUSTRY ASSOCIATION TO IMPLEMENT AN
EMERGENCY MARKETING PLAN FOR FY2002

RESOLUTION 02-002

Whereas the Mission of the Greater Paimer Chamber of Commerce is to make Palmer the
premier community in Alaska for enterprise, recreation and civic pride; and

Whereas participation in the Matanuska-Susitna Convention & Visitors Bureau and the
Alaska Travel Industry Association to promote economic development through tourism i
paramount to that misSion; and

Whereas a healthy, growing visitor industry is vital to the economic well-being of the
State of Alaska, the Matanuska-Susitna Borough and the City of Palmer; and

Whereas the acts of terrorism committed against the United States on September 11, 2001
have impacted the economic viability of visitor destinations throughout the country, and

Whereas maintaining a media presence through marketing Alaska as a visitor destination
|1s 1of tf(\je utmost importance in recovering tourism business lost as a result of September
an

Whereas other U.S destinations have already pursued and received emergency funding to
he.p stabilize their own tourism programs,

Now therefore be it resolved that the Board of Directors of the Greater Palmer Chamber
of Commerce supports the Alaska Travel Industry' Association’s request to the State of
Alaska to secure S12.5 million in suRpIementary funding to fortify our existing marketing
program and help the state recover the losses already experienced by Alaska businesses
In the wake of the terrorist attacks on the United States.



October 19, 2001

The Honorable Tony Fuinwles
Governor

Slate of Alaska

POBox 110001

Juneau AK 99811-0001

Dear Governor Knowles:

Earlier this month, the Alaska Travel Industry Association (ATIA) sent you a letter asking for your
leadership in addressing the economic hardships that the state will endure as a result of the
shocking events of September 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 uncsnainnes 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 S12.5 million in tourism promotion
funding over the coming months.

As our state’s leader, you have an unequalcd opportunity to minimize the negative impacts of
September's tragedies on Alaska's economy by investing in the tourism industry, the second largest
pnvatc-sector employer in the state. The visitor industry is a lest- stakeholder in the success of this
state's economy, and is moving -quickly to develop and implement markeiing strategics for the
upcoming winter season and for the 2002 summer season in response to the public's reluctance to

travel.

We face aggressive destination markeiing campaigns launched by states in the Lower 48. Hawali
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 tounsm promotion We
have very strong indications that Alaska will have greater capacity' for cruise customers and visitors
than m years post. But we need to attract them. Even the continued success of your own Ancnorage

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 malcc a difference in the state’s economy:
however, it needs the State's temporary additional investment in tourism promotion to make it a
reality. You can make it happen.

ANCHORAGE

Convt-siior; &
Visitor; Bureau

5.4 W J-ouilli jWiiuc
ftiicliorjp, A lamtr.

>9501.2212

007.276-111¢€
Fa. 907.27d.55SV

»» niiklutrafr.nvt



~ A Resolution of the Juneau Convention & Visitors Bureau
In Support of Funding for the Alaska Tourism Industry Crisis
Recovery Plan Resolution No. 02-2002

WHEREAS, the Juneau Convention & Visitors Bureau mission is to enhance the locai economy by
promoting and marketing . Tuneau as a year-round destination, and

WHEREAS, the visitor industry plays avital pan in the economic well-being of the community, and

WHEREAS, the terrorist attacks of September 11. 2001 have had a profound impact on the Alaska
travel industry, and

WHEREAS, the continued decline in travel activity to the state resulting from declines in long-
distance travel plans and bookings, and

WHEREAS, maintaining Alaska's presence as avisitor destination in the national media is of the
utmost importance in recovering business lost as a result of the September 11 attacks, and

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

NOW THEREFORE BE IT RESOLVED THAT the Juneau Convention & Visitors Bureau
supports the Alaska Travel Industry Association's request to the State of Alaska to secure $12.5 million
In supplementary funding to bolster our existing marketin program and to help the state recover the
losses already experiencéd by Alaska businesses in the wake ofthe terrorist attacks on the United

States.
PASSED A.ND APPRO sfED Dy the Juneau Convention  Visitors Bureau Board of Directors

N Board of Directors
Juneau Cor.venuon & Visitors Bureau Juneau Convention & Visitors Bureau

Done this \s dayof fy.r ,2002, in~7v3" >  Alaska.

Juneau Convention & Visitors Bureau
One Scalaska Plaza. Suite 305
Juneau, Alaska 99801
(907) 586-1737



A RESOLUTION
IN SUPPORT OF FUNDING FOR THE ALASKA TRAVEL INDUSTRY
ASSOCIATION TO IMPLEMENT AN EMERGENCY MARKETING
PLAN FOR FY 2002

(Resolution 02-17)

WHEREAS, the Southeast Conference mission is to build a strong economy, healthy
communities and a quality environment in the region, and

WHEREAS, the visitor industry plays avital role in the economic well being of many of our
communities: and

WHEREAS, the cowardly acts of terrorism committed again,st the United States «1September
11,2001 have impacted thie economic viability of visitor Oestinations and attractions throughout

the country"; and

WHEREAS, maintaining a media presence through marketin? of Alaska as a visitor destination
IS 0f the utmost importancCe in recovering tourism usiness lost as aresult of September |1 11

and

WHEREAS, other U.S. destinations have already pursued and received emergency funding to
help stabilize their own tourism programs.

NOW THEREFORE RE IT RESOLVED THAT Southeast Conference supports the Alaska
Travel Industry Association’s request to the Slate of Alaska to secure 512.5 million dollars in

supplementa%emergency funding to strengthen our existing markeiing proIcK;ram and help the
state recover the losses already experienced by Alaslca businesses in the wake of terrorist attacks

on the United States.

ADOPTED BY THE SOUTHEAST CONFERENCE BOARD OF DIRECTORS
ON JANUARY 24, 2002

t A

Witnnor*

President Executive Director



FIRST BANK

January 29, 2002
Pear Members ofthe Alaska State Legislature:

Please accept this letter of support for the Alaska Tourism Industry’s request for
a supplemental appropriation of $12.5 m’llion dollars to finance the Tourism

Industry Crisis Recovery Plan.

First Bank 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 reliBs 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 ofjobs by sustaining
the second largest private sector employerin Alaska. Ultimately, these
employees spend over a billion dollars in Alaska, part of which are City and
Borough Sales and Property taxes that go to provide needed local services and

supportjobs in the government sector

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

affected across the State.

Sincerely,

VOIJKU: 9i=>, U -A

W iliam G. Moran, Jr. y
President

MAM OFFICE; POST OFFICE BOX 7620, KETCHIKAN, ALASKA 69901 « (907) 226%4200
MEMBER FOIC « OFFICES AT KETCHIKAN. CRAIG. PETERSBURG, WRANGELL, SITKA. JUNEAL)

01/28/02 21:35 TXIRX NO.3377 P.002



PEn™i-1 STV3TG BflIHK
“Your Comrnu.nitM Bank" MemberFDIC

January 24, 2002

Senator Gary Wilken

State Capito
Juneau, AK 9801-1182

Dear Senator Wilken,

I am writing this letter in support of the request to the Governor and the
Legislature by the Alaska Travel Industry Association for funding in the
amount of $12,500,000 to support the recovery of the tourist industry in
Alaska as a result of the events of September 11, 2001 and as it is further
impacted by the recession and recent stock market crisis in the lower 48.

Other than the Permanent Fund distribution, I can think of no other industry
in the State of Alaska that has such a significant impact on the nun.ber of
people as does the tourist industry.

As an Interior banker, | am astounded at the number of people that "live and

die by the sword", i.e. depend on their profitability during the late spring,

summer, and early fall.tourist industry to support the.r businesses and

financial obligations throu?hout the entire year. A decline inthe number of

V|S|_t|n? tourists to our state as experienced since September 11¥ and

BYOJ.GC ed for the upcoming 2002 season will prove to be disastrous for our
usinesses and the economy.

In recent visits with only two of our customers who have historicall
specialized in out of state tourist "Aurora viewing", Ifind that they have
experienced a decline of 68% and 70% since September 11*. Future
bookings are almost nonexistent. This takes millions of dollars out of
Fairbanks' economy itself with just these two businesses. Icould continue

NSNS Ah Y e e TOKBRANCH
Mgﬁj@: XY D 2 iy RF 2" ALAKAR v
'AD N 0 Tjut =71 , ,

F 71J50 A 0AK50 0~ F310i7=£A‘-j:<S. AK 5*9707 ~C<. éésésrégso
’-56’< -80/. %M ' 9‘?71@@3-'170 FAX *90 ’| SS3%27¢>E

www.d«n«llot*t*benk.com

01/27/02 00:14 TX/RX NO.3366 P.001



to elaborate on other instances of the negative impact that the combination
of September 11th a nationwide recession, and turbulent stock market have
had on the local businesses in Fairbanks. But in the spirit of keeping this
letter short, to_the point, end readable, Jask that you pleas© give serious and
due consideration to funding of the marketing program requested by the
Alaska Travel Industry Association. Their Crisis Recovery Plan holds merit.
Please suPport this Issue. As in many other cases, funds must be spent in
order for the economy of the State of Alaska zo realize jg £eturr) that is_

beneficial to all.
Thank you for your consideration.

rs,

President & CEO

01/27/02 09:51 TX/RX NO.3369 P.001
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Northrim Bank
Custom*- First Service January 28.2002

Representative Eldon Mulder

State Capitol
Juneau, Alaska 99801-2282

Dear Representative Mulder:

| am writing this letter to voice our support for the Alaska Tourism Industry Association’s
request to the State of Alaska for emergency marketing funds as outlined in the “Crisis Recovery
Plan", We believe this plan to be integral to a successful re-emergence of the tourism industry in

Alaska.

Following the traged%/ of September eleventh, Northrim Bank became very concerned for our
customerS who miight be affected flnanC|aII¥._ Our attentions qtl)uckl focused on tourist service
businesses, as these aPPeared to be.the mast intensely vulnerable, Northrim Bank interviewed
our customers in an effortto quantity the impending damage to the industry. The tourist services
industry often requires significant investment in high valued assets employing a large number of
Alaskans. The survivability of these Iar?e investments is often dependent on & consistent tourist
count. Any significant disruption, even Temporary, can require many years to recover.

Rumors and speculations abound regarding the prog]ectlons for the 2002 tourism season. As each
day goes by and season bookings continue to Iag the quantifiable problem becomes more acute.
W are simply facing a poor tourist season in 2002. The full ramificationis are still unknown., but
by the time we fully quantify the effects, it will be much too late to do anything about it. The
ATIA has taken a very positive and proactive approach to the problem, and neéd your help.

| believe that we need a “common thread” marketing campaign as proposed by an industry wide
grou_p. The ATIA with the State’s help can promote Alaska a5 a safe and secure domestic”
estination. | believe that the Crisis Recovery Plan is the only proposal ready to confront this

formidable task.

There arc few investments you can make today that will have such a strong and positive effect ou
our future economy. Please support the funding ofthe ATIA “Crisis Recovery Plan”. It’s good

for all Alaskans.



Subject: Urg . it- Tourism Marketing

Importance: Higt

Diane Mayer Pearson
4541 Sawa Circle
Juneau, AK 99801

January 22, 2002

Dear Representative Elton,
/Alaska State Legislate z

I am writing to urge your immediate support for a supplemental appropriaiion
of $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 of state
individuals. Most of our revenue is then re-circulated throughout the state

as payment for commissions, tours, goods, and services necessary to operate

our businesses. Though small, we have a good impact on the Alaska economy.

The September 11 terrorist attacks significantly affected our sales. Many of
our pending and confirmed reservations for lodging and tours were
immediately cancelled - not just for September, but for winter and summer as
well because of the uncertainty of travel safety and disposable income.

Worse yet is the continuing lack future 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, this will have a very serious effect on our
business and throughout Alaska due to the economic multiplier effect. This
significant downturn in business also affects our ability to market. It is
disappointing to see all the ads for other competing destinations in the
USA, while Alcska is losing more and more ground as a destination. Alaska

1



has spent time end money to build an infrastructure and support businesses
to make tourism a significant part of Alaska's economy. Lest we lose our
investment, we must shore it up now in this time of 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. | f you don't do something to turn the tide quickly, the detriment

to Alaska's economy will be exponential.

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 your support for an industry
that:
Is Alaska's second largest private SECtOI employer

Provides nearly one and one-half billion dollars in annual spending within

Alaska
Injects $125 million into state and local treasuries

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

Sincerely,

Diane Mayer Pearson
Innkeeper and Travel Consultant
Pearson's R]'d Luxury Suites and Adventure Spa, Alaska 5uites Juneau,

Pearson's Pond Travel Service, Juneau Alaska Adventure and Lodging Guide.
4541 Sawa Circle, Juneau, Alaska, USA 99801

907.789.3772; 888.658.6328; fax 907.789.6722
mailto:book@pearsonspond.com; http://www.pearsonspond.com


mailto:book@pearsonspond.com
http://www.pearsonspond.com

Tammy Bruce

Dawn Gerety
Generatino Designs

P.O. 3ox 222

Girdwood, Alaska 99587

January 22, 2002

Dear John Cowdery and Cor. Bunae,

| am writing to urge your immediate support for a supplemental
apéJroprlatlon of $12.5 million aollars to finance the Alaska Tourism
In

ustry Crisis Recovery Plan.

[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 tne 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 your support for an industry

that:
* |s Alaska's second largest private sector employer

* Provides nearly one and one-half billion dollars in annual spending
within Alaska

* Injects $125 million into state and iocai treasuries

Thank you for taking the time to understand how my easiness has beer,

impacted and how the emergency crisis plar. could make a difference for a
number of courism businesses across the state, including my own.

Sincerely,

Dawn Gerety



Tammy Bruce

From: Celia Baker

Sent: Tuesday, January 22, 2002 4:26 PM o -
To: 'Representative_Con_Bunde@]leg;S.stale.ak.us'; 'Senator_John_Cowdery@iegis.sta:e.ai\.'js
Subject: Tourism Industry Crisis Recovery Plan Funding

Gentlemen;

I am your constituent from Girdwood. | have lived in Alaska for nearly 25 years and | am writing to urge your
immediate support for a supplemental appropriation of Sl 2.5 million dollars to finance the Alaska Tourism

Industry Crisis Recovery Plan.

In the quarter of a century that | have lived in this Great Land, | have been employed in many of the state’s
key industries including oil and tourism. | am writing to you as an Alaskan concerned for our state's economic
well-being, as well as being a staff member at ATIA. | am keenly aware of tourism's impact on the state and |

urge you to support the request for emergency funding.

The statewide tourism industry is requesting a supplemental appropriation from you to help mitigate the effects
of what still looks to be a significant decline in leisure visitation during the coming year. Tne damage of a 10%
drop in visitors translates to a loss of $101.6 million in visitor spending and 1.564 jobs. A

20% drop in visitors equals a loss S203.3. million in economic impact and 3,127 jobs. We are hearing that
some tourism-oriented businesses are seeing a decline of 30 to 40% in bookings for this coming season.

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 bookingsseason. Please vote YES

now before our window of opportunity closes!

By funding the recovery plan you will show your support for an industry that:
» Is Alaska's second largest private sector employer
* Provides nearly one and one-half billion dollars in annual spending withinAlaska

* Injects $125 million into state and local treasuries

Thank you for taking the time to understand how the emergency crisis plan could make a difference for a
number of tourism businesses across the state. | sincerely hope you will vote in support of this very important

funding request.

Sincerely,

Celia Baker

International Trade Manager
Alaska Travel Industry Association
907-646-3308 phone
907-561-5727 fax

2600 Cordova St, Suite 201
Anchorage, AK 99503
www.alaskatia.org
www.travelalaska.com


http://www.alaskatia.org
http://www.travelalaska.com
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Dear Senator:

The Alaska Travel Industry Assoc., (A. T. I. A. ), has requested ar<
emergency funds allocation, for placing Alaska, as a travel destination of
choice. With the racent WTC, 911, we ir. Alaska are at a great despair of
losing tourist for the 2002 and 2003 season. If we do not make a positive
assertion in Advertising Immediately !!!

Alaska would lose Millions of dollars in lost revenues. Not only in the Major
travel industry players, but as well, your fellow Alaskans, whom voted for

you, and still sui)port you, as our representative. The 12.2 million
allocation seems like a substantial amount of money to release to the
advertising media, but look at the flip side.

Lose of jobs for the season, for college students, going to UAA or .Alaska

Pacific University. Lose of jobs for the small businesses, taxi cabs,
limousines, shuttles, and small tour & guide operators. We cannot afford to
pass up the opportunity to act NOW!' Without this substantial tourism trade
for Alaska, you will find yourself in a larger budget reform, to allocate
MILLIONS more to Public assistance for rood Stamps, medical, unemployment,
recessicn, enjoy,.ent of individual accomplishments, depression, increased
theft is a strong possibility. Look at the BIG Picture. Not just 12.2
million, the A. T. I. A is asking for, but the millions in access ir. lost
income for Alaska and Alaskans. Many people have returned to Alaska, time
and time again.

Most folks are ready to vacation!!l Yet they are Leary of the pre-reserv
ation, in lieu of something else occurring. Most are scheduling, 30 days in
Advance to travel. We NEED to ADVERTISE ALASKA as the premier choice of
there destination for this summer and 2003. The time to ACT is NOW. If we
don't get appropriation of funds, and get in the market by the 2nd week in
February, we coulc be out the tourism business totally for 2002 and 20C3. |
ask of you !' and my fellow Alaskan Senators and legislators. Strike now,
while the iron is hot, or forever hang your heads. Sincerely Howard
Shanks ~ Owner/ lifetime Alaskan, Aurora Limousines |

Tours  Anchorage


mailto:AuroraLimousines@aol.com
mailto:Senator_Ben_Stevens@legis.state.ak.us
mailto:Senator_LorenLeman@legis.state.ak.us
mailto:Senator_Randy_Phillips@legis.state.ak.us
mailto:Senator_Betty_Davis@legis.state.ak.us
mailto:Senator_Rick_Halford@legis.state.ak.us
mailto:Senator_Johnny_Ellis@legis.state.ak.us

Seprare Thill.vd

OriginaI_Messa_?e ---------- : _ o
From: Stephanie Thill [mailto:sthill@ intlinnanchorage.com]

Sent: Wednesday, January 23, 2002 10:52 AM

To: senator_randy_phillips@ legis.state.ak.us
Subject: Supporting Tourism Su.oorts Alaska's Economy

Dear Senator Phillips,

| urge you to support the emergencK funding for marketing tourism. My =
is ir. ieoparav. The company | work for is experiencing a serious lac iz
cookings, and we desperately need help to get our phones ringing.

1. Travel is depressed as a result of the September 11 crisis.
2. We are facing serious competition from other destinations that

have millions in additional funds to spend.
3. Cruiseship have increase their departures to Alaska and they are

aggressively discounting their trips, taking people away from ours.
The impact of sharply decreased tourism spending will be felt throughout

Alaska's economy. Shopping centers, restaurants, hotels, gas stations,
a wide variety of small to very small businesses,

transportation providers,

banks, food stores, to name just a few, will all feel the results.
Please, we urge you to support our cause.

Thank You,

Stephanie Thill, Director of Sales, WestCoast International Inn


mailto:sthill@intlinnanchorage.com
mailto:lips@legis.state.ak.us
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Best, Western
Golden Lion Hotel

January 23,2002

Besi Western Golden Lion
1000 East 361 Avenue
Anchorage, Alaska 99508

Dear Representative,

| am Personally writing.you on behalf of the entire staff of the Best Western Golden Lion
Hotel. In order to survive these very turbulent times that face the Travel Industry, it is
imperative that we have the lawmakers immediate support for the supnlemenlal
appropriatign of S12.5 million dollars to finance the Alaska Tounsm Industry Crisis

Recovery Plan.

We feel the need to keep our employees informed in; regards to the devastating effects of
the event of 9-11 and the economic down tum that is |mp,act|n8 the Travel Industry. To
be ve(rly honest manY of their jobs might have to be, eliminated if we do not see Some
immediate recovery 1o the Trave| Industry. The negative effect to the industry is real. If a
Recovery Plan is not put into piacc now the second largest private employer in Alaska
could very well be brought to our knees with many busingss forced out ot business.

The Trave| and Tourism Industry is a major engine that runs Alaska. If this industry
falters it will have a tremendous negative unpact on the entire Alaskan economy.

Our lawmakers have an opportunity by funding the Crisis Recovery Plan to ensure a
competitive presence in the national market place.

Thank you for taking the time to better understand how this industry" has been affected.

Best Regards,

Terry Latham
General Manager
Best Western Golden Lion

1000 East 36th Avenue
Anchorage, Alaska 66508
(907) 561*1522

?G2
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14 January 2002
Dear «Title» «Last Name,

| urge.your support for the S| 25 million ofrnan the Alaska Tourism Industry Crisis Recove

r? ﬁre UnrerJ ! ?asLa Mu eum |Is neo manya rctronst V\rrlrﬂ e urt Fﬁ Y
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0ssserot A s, programs will
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Throu h the emergency marketing plan ou state can maintain a foothold in the national media
%rketplace ?hrs Zrlan Wﬁf n?aﬁ ifference In recovering lost ground fo %her the 2002 summer

Thﬁ\rl)eyon fort krn he tr to Understand. how the Universi ofA ska Mu eum has been and
pacte eemer e fFC“S Ian could'm %F e nee oranumber of
tourrsm (isingsses across state; nciuding the University ot Alaska Museum.

Sincerely,

Aldona Jonaitis

Director, University of Alaska Museum



Tammy Bruce

Hello, Mr. Mulder,
On behalf of the 1315 business members of the Anmerage Convention ar.

Visitors Bureau, | ar. asking for your support of additional tcun sir.
marketing funds to be appropriated as quickly as possible. Through tr.e
crisis relief plan proposed by ATIA, we oar. turn the summer tourism season
around and save jobs in the Anchorage area.

The proposed plan outlines an estimated S26 return or. investment for Sl
contributed to promoting Alaska as a destination. 3ut time is rur.r.ms
and to maximize the ROI, we need to invest now. Please support the re=
for additional marketing funds that will ir. turn save many Alaskan gobe

Thank you,
Bruoe Bustamante

President/CEQ o
Ancnorge Convention and Visitors Bureau



In a recent editorial published in the Anchorage Daily News it was stated that
the tourism industry was asking for 12 million dollars and it was intimated
that tourism puts nothing back into the state coffers.

It would appear that some tourism nay sayers just don't get it! Based on that
premise, one must suppose that the state should support nothing since
virtually no one pays a state tax. In that editorial, the writer sounded much the
“Queen of Hearts" who simpty went around shouting “off with their heads™ The
cost is high when people lose jobs, regardless of what industry we work in. |
have lived in Alaska for 20 years and have sEent most of that time working in
the industry he was so criucal of. Many work in small businesses that are able
to staj”’ open year round because of tourism. Would you rather pay me
unemployment? Unemployment would amount to more than the industry is

asking for.

Tourism supports LOCAL economies! Tourism supports local govt, through
local sales taxes, fuel taxes, bed taxes and, even cruise ship head taxes. Taxes
keep our local governments working and ... employed! Most of us make even'
effort to employ locally and mostly succeed in doing so. The writer enjoyed a
meal in a restaurant that was empty in the off season. My best guess is that
the restaurant that he enjoyed going to was probably open in the off season
because of the summer visitors. Get a grip!! Alaska needs the Visitor Industry’

whether you know it or not!
| would urge you to think of the devestating effect unemployment would have

on the economy of the state. 12 million is a small price to pay to save an
industry, jobs state wide, and local economies of communities all over Alaska.

Sincerely,

Bea Findla?/
Juneau, Alaska



LETTER TO LEGISLATOR

Tia Froehle
3933 Sycamore Loop
Anchorage, AK 99504

January 23, 2002

Dear Representative Harry Crawford:

| am writing to urge your immediate support for a supplemental appropriation of $12.5
million dollars to finance the Alaska Tourism Industry Crisis Recovery Plan.

I work in the Sales and Marketing Department at the Alyeska Prince Hotel and Resort in
Girdwood, Alaska. | have worked in the travel and tourism industry' for the past 15 years
and have seen the positive impact that tourism has on the Alaska economy. This
upcoming summer is the time we need additional support from you. People want to
travel again and are looking for a destination in the United States. With your support we
could have a banner summer season or without it, we will all struggle.

September 11 has had a large impact on us as a company and a personal effect on
myself. Due to our business being down by 25% right now, we have had to down size
our staffing and no salary increases were approved. Times are tough.

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 your support for an industry that:

* Is Alaska's second largest private sector employer
« Provides nearly one and one-half billion aoliars in annual spending within Alaska

* Injects $125 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,

Tia Froehle
Senior Sales Manager
(907) 337-9055



SENT BY: WHITE PASS & YUKON ROUTE; 907 983 2017; JAN-23-02 i :45PM;

January 23, 2002

Dear Representative Albert Kookesh:

| am _writing on behalf of White Pass & Yukon Route railroad to s_upPort the Alaska
Tourism Industry Association’s request for supplemental funding in the amount of $12.5
million dollars to support tourist destination marketing for Alaska.

As you are undoubtedly aware, the industry has suffered an immediate and IonP-Iastlng
impact from the World" Trade Center incident. The Cltg_QfSka Wav is uniquely
dependant on the tourist industry* and the economic stability of the community and our
Company's 173 employees, is threatened by the probability of a severe downturn in
tourism this coming suimmer.

Also, Lfeel the Governor's proposal to levy punitive, industry specific taxes on the cruise

f
ship mdustr%/' IS the wrong tax policy implemented at the wrong time. Why would one
“00 after” the only remaining gro mdustrP/ in Southeast Aldska? A broad based,

equitable income ‘tax affecting everyone, including those who come from out-of-state,
%uld%e a better and Tairer tgx poll¥:y. ;

We would appreciate your support on both of these ahove-mentioned matters.

Sincerely,

President



Christy Cleer
6711 Weimer Drive, #4
Anchorage, AK 99502

January 23, 2002

Subject: Letter to Legislator Concerning Tourism Appropriation

Dear Representative Halcro:

| 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 | have ever had. My job involves working
directly with people visiting the state of Alaska, many of them for the first time. The
people | 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. | have the pleasure of

working with them throughout their trip to our beautiful state.

At this time, bookings throughout Alaska are down nearly 40% 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 through another season. Logistics has been
personally affected by the change in the economy by the decline in the incentive market
for the 2002 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 your support for an industry that:
* Is Alaska's second largest private sector employer
e Provides nearly ne and one-half billion dollars in annual spending within Alaska

* Injects $125 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



REGION

Southcentral
Southcentral
Southcentral
Southcentral
Southcentral
Southcentral

Southcentral

ALASKA TOURISM INDUSTRY
EXAMPLES OF LAYOFFS

COMPANY/CONTACT

Hotel

Small Regional Airline
Wilderness Lodge
Package Tour Company -
Cruises

Visitor Information

Wildnerness Lodge

Motorhome Rentals

(2-6-02)

POSITION

1-Housekeeper
1-Front Desk

2 Pilots
1 Guide
1 Manager/Mechanic

4 employees
Closed the companyl

1-Ranch Mgr
1-Ranch Foreman

1-Reservations

SALARY RANGE

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

$55/hour $66,000/year
$2,000/mo  $24,000/year
$80,000/year

Range from $35-60,000/year
$3,400/month

$2,800/monlh

$13.73/hour



Southcentral

Southcentral

Inside Passage

Inside Passage

Inside Passage

Inside Passage

Inside Passage

Inside Passage

Inside Passage

Hotel/Motel

Travel Agent

Salon and Spa

Hotel

Railroad

Tour Company

Alaska Adventure Travel Company

Alaska Cultural Tour Company

Day Cruises

Cut staff by
24 employees

1 Agent

1 Designer/Massage
Therapist

1-Van Driver/Bellman
1-Laundry Attendent
1-Head Housekeeper

1-Payroll Clerk

1-Guide/Naturallst

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

10-Sales Clerks,
Tour Guides, Van
Drivers

1-Sales Mgr

$240,000/yearty salaries

$25,000/yr

$63,000/year

$9/hour

$B, hour
$12/hour

$14/hour

SB.~0-1S/hour

$40-45,000/year
$30-36,000/year
$5-50,000/year
$32-36,000/year

$8-15/hour

$30,000/year



Inside Passage

Interior

Interior
Southcentral

Interior
Southcentral

Interior

Far North

Taxl/Tours

Hotel

Wilderness Lodge

and Guided Hikes

Hotels

Hotel/Lodging

Hotel/Motel

3 Driver/Guides

10-Housekeepers

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

2-Managers
20-Staff

8 employees

$17.5-20/hr  $36-41,000/year

$8/hour

$3,100/mon1h
$3,250/monlh
$10/hour
$10/hour

$15-20/hour
$8-10 hour

$16-20,800/year

Closed for 5 weeks as a cost saving measure
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The analysis also indicates that the $811 million in vacation/pleasure-related has
a full impact of approximately $2-2 billion, including direct, indirect and induced

spending.

Direct and indirect spending occurs in nearly every sector of the Alaska
economy. As indicated in this study and the A VSP, visitor spending occurs in
the transportation, retail and service sectors. Spending by businesses serving
visitors (airlines, hotels, restaurants, gift shops, etc.) occurs in the construction
industry, segments of the manufacturing sector, with wholesalers, with financial
mstltutlons,J)_rofessw_nal and business services, as well as the sectors that are
affected by direct visitor spending. Local and state tax revenues generated by
visitor and visitor-related business spending also creates employment and

spending opportunities in the government sector.

Secondary Employment and Eamings Impacts

To calculate employment and earnings multipliers, REA provides "direcr-erfiect
multipliers" for visitor-affected sectors of the Alaska economy. Table 3.2
provides these multipliers and presents total direct and indirect employment
and earnings in Alaska's visitor |ndustr¥, based on these multipliers. The
analysis indicates that, in addition to the 20,300 direct jobs in Alaska's visitor
industry, another 1Q,400~jobs are generated in the state's Support sector. Further, *
In addition to the $39(1 million In wage and salar%/ payroll and proprietor's
'income feamings). the visitor industry ?enerate_s another $250 million in payro(%~
in the support sector. As with indirec spendln%, this additional employmen
and earnings are created in nearly every sector of the state's economy.

Tabl/e 3-2 ..
Total Visitor Indust(rjy Employment In Alaska
Including Secondary Emgloyment, T997
Direct Eemings Plrect-Effoci Mullipliom Employment  Eamlnps
Employment (millions) Employment  Earnings (millions)
Total Transportation 4,871 $153.1 2.0317 18459 282.6
10.100
Total Retail 3,286 51.5 1.3591 1.4267 4,467 73.6
Sarvice Sector
Lodging 5,859 95.9 1.3284 1.5705 7,9)6 150.S
FoocV/Drink 4,120 63.0 1.311 1.4976 6.402 93
All Other Servico 1,874 26.9 1.4072 1.5006 2,778 40.3
Total 20,311 $390.4 30,662 $841.5
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Economic Impacts ofAlaska's Visitor Industry « may /2w3 McDowell Group, Inc. pape « 07
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In summary, Alaska's visitor industry directly and indirectly accounts for $2.6
Vijihfm in sounding activity, approximately ‘30,700 _iota nnd.lfhdQ %UIJ'&on I
personal income. The relative importance of the visitor industry in the Alaska
economy is discussed in the Chapter 4.

Economic Impacts of Alaska's Visitor Industry - May WO McDowell Group. Inc Pngn - 3D



Regional Summaries

Tables 2.5 through 2.8 summarize the employment and earnings impacts of the
industry on the Southcentral, Southeast, Southwest and

visitor y
Interior/Northern regions of Alaska for 1998. EmFonment and eamingis data
for the visitor industry are presented by industrial sector, with regional totals

only for the pleasure visitor component of the industry.

Table 2JS
C Soufheas"Reglon
Visitor Industry EmftfayiimiiTond Eamings, By Sector, 1998
Total Total Wage & Total Earning.-;
Total Wage  Employment Salary Payroll Including
4 Salary Including (millions) Proprietor's Income
Employment  Proprietor* (millions)
Transportation
Local 4 Inleoirban Passenger Transit 186 248 $2.8 $3.7
Water Transportation 329 383 0.9 11.7
Air Transportation 496 525 17.8 21.3
Transportation Services 93 124 2.2 2.8
Ratal!
General Merchandise Stores 49 50 0.9 1.0
Food Store6 74 79 1.6 1.9
Apparel & Accessory Stores 32 40 0.4 0.6
Ealing & Drinking Places 504 543 6.4 8.3
Miscellaneous Retell 416 948 7.0 12.5
Service*
Hotel* & Other Lodging Places 637 1,105 14.7 17.8
Auto Rentals 17 13 0.3 0.4
Amusement & Recreation Services 188 334 2.6 4.1
Visitor Industry Totals 3,219 4,407 $67,4 $86.1
3,035 4,154 83.5 81.1

Pleasure Visitor-Related Total

Economic Impacts ofAlaska's Visitor Industry « May IBia

McDowell Gmup, Inc. Page *31



Table 2.6

Local & Interortoan Passanger Transit
Water Transportation
Air Transportation

Transportation Services

Retail

iienaral Merchandise Stores
Stores

Apparel & Accessory Stores
Eating & Drinking Places

Miscellaneous Retail

Services
Hotels 4 Other Lodging Places

Auto Rentals

Amusement & Recreation Services

Visitor Industry Totals
Pleasure VIsltor-Relalad Total

Economic Impacts of Alaska's Visitor Industry « May 1995

_ SouthcentrorReglon
Visitor Industry EnffTOyment rind Edrnings, By Sector, 1998

Total Waga
& Salary
Employment

256
143
1,600
1*8

384
=70
159
2,292
354

2.260
237
634

8,607
6,253

Total
Employment
Including
Proprietor's

341
170
1,696

394
103
200

2,471
007

2,982
261
1,124

10,786
7,837

Total Waga &
Salary Payroll
(millions)

$3Ifl
4i3
5715
2iB

6'®
317
2-2
2911
017

3915
417
8.7

S1BIL7
12313

Total Earnings
Including
Proprietor's Income
(millions)

$5.1

51

69.4
3.6

7.0
4.3

2.9
37,8
10.6

48.0
51
13.8

$213,2
154.9

McDowell Group, Inc. Page ¢ 32



Table2.7

_ £ Interior/MNanttrermjiegion
Visitor IndustryFrfipkeyment anietarmings, By Sector, 1998

Total Total Wage & Total Earnings
Total Wage Employment Salary Payroll Including
& Salary Including (millions) Proprietor's Income
Employment Proprietor's (millions)
Transportation
Local & Interurban Pasconger Transit 536 761 $318 $11.7
W ater Transportation 42 50 113 1.5
Air Transportation 217 230 718 9.4
Transportation Services 96 129 213 2.9
*
Retalil
General Merchandise Stores 171 175 3.0 3.4
Food Stores 42 45 0.9 1.1
Apparel & Accessory Stores 6 7 0.1 0.1
Eating 4 Drinking Places 910 981 1116 15.0
Miscellaneous Retail 87 198 1.6 2.6
Services
Hotels & Other Lodging Places 1,112 1,468 19.5 23.6
Auto Rentals 68 75 1.3 1.5
Amusement & Recreation Services 85 116 0.9 14
Vishor Industry Totals 3,402 4,254 $59.1 S74.2
3,093 3,808 5S8.7 87.4

Pleasure Visitor-Related Totals

Economic Impacts ofAlaska’s Visitor Industry « May 1909 McOowell Group, Inc. Pago ¢33



Tabt*ZS S

f Southwest/Region
visitor Industry Emjsfaym*nHjnd Earnings, By Sector, 1998

Total Total Wage & Total Eamingsi
Total Wage Employment Salary Ptayroll Including
A Salary Including (millions) Proprietor's Incomo
Employment Proprietor's (millions)

Transportation

Local & Interurban Passenger Transit n 14 $012 $0.2

Water Transportation - ) * B

Air Transportation 100 106 316 4.4

Transportation Services S 7 on 0.2
Retail

General Merchandise Stores 50 51 019 1.0

Food Stores 66 71 1i4 1.7

Apparel & Accessory Stores 1 1 oto 0.0

Eating & Drinking Places 116 126 115 1.9

Miscellaneous Retail 17 39 013 0.3
Services

Hotels & Other Lodging Placet; 306 404 514 6.5

Auto Rentals 5 6 011 0.1

Amusement & Recreation Sendees 23 41 013 0.5
Visitor Induatry Totals 700 £34 $1318 $16.9

454 561 819 11.0

Pleasure Visitor-Related Totals
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Alaskan Tourism Industry - Business Climate 2001 vs 2002 Season

as of February 9, 2002

% Change in Bookings

Feb '02 DecOi

-26 -37 28 23
AIR TAXI/CHARTER 17 38 23 30
AIRUNES -20 27 27 28
back COUNTRY experiences 3 _22 18 25
bed breakfasts 236 -30 34 31
CABINS -16 24 16 33
CAMPING/RV PARKS 13 34 18 -46
CAR RENTAL/TAXI/OTHER 16 37 24 39
CRUISESHIPS 5 19 2 19
DAY CRUISES/CHARTERS 2 13 N 18
FERRIES 27 7 24 6
GIFT SHOPS 2 20 26 26
HOTELS MOTELS 3 13 23 13
LOCAL ACTIVITIES 39 32 46 34
motorcoach/bus 9 '6

-13 -
"OTHER" 29 -40 sl
OVERNIGHT CRUISE/OTHER 20 17 13
PACKAGE TOUR 13 13 12
RESTAURANTS 29 32 -46
RV RENTAUMOTORHOME 17 -19
STATEWIDE ACTIVITIES :20 a7
TRAINS -16 il
TRAVEL AGENTSfTRIP PLANNERS E) 18
VISITOR INFORMATION ORGANIZATIONS W 7

WILDERNESS LODGES/RESORTS

Inquiries are down fourteen percent
Reads- The average of all Wilderness Lodges/Resorls reporting indicate that

S h e same pedod las. 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 respondenits, including,these who provided negative ttnd

. than one category. Not all firms completed all questions.
Firms were allowed to complete more



Alaska State Legislature

Please enter into the record my testimony to the Senate Finance
committee name

Committee on SB 272 Supplemental Approp: Tourism Mktg., dated February 6, 2002
bill #/ subject

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 ta- as a really hard selll

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 state! For a family of )ur
that equals $49,375.00! We all need to think about that number for a minute, and ask ourselves, are

we really getting our money’s worth? The majority of Alaskan voters will say, “No”! The cost of
funding SB 272 or HB 359 will only put an unnecessary burden on an already swollen budget.

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

Signed: Mike McBride
Testifier

Self
Representing (optional)

PO Box 6 Kenai. Alaska 99611-0006
Address

(907) 776-5444
Phone number





