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H O U S E  B IL L  147
“An Act relating to matching funds in state tourism marketing contracts with trade

associations”

In 2001, the State o f Alaska privatized the functions of the tourism marketing program by 
contracting with the Alaska Travel Industry Association. Prior to the current structure, 
Alaska’s travel industry was promoted by a membership organization comprised of both 
private sector and state officials at significant cost to the State of Alaska.

Since that time, the Department o f Commerce, Community & Economic Development 
contracts with the Alaska Travel Industry Association (referred to in AS 44.33.125 as the 
Qualified Trade Association) to design and implement Alaska’s tourism marketing 
program. Utilizing professional contractors and a multitude of marketing experts, thirty 
private sector representatives from large and small businesses volunteer hundreds of 
hours and contribute thousands of private sector dollars each year to develop and oversee 
this program.

State statutes currently require 50/50 matching funds; state general funds matched by 
private industry dollars. The recent passage of travel industry taxes has had .he dual 
effect o f generating significant involuntary revenues to the state’s general fund and 
eliminating the viability of voluntarily raising the private sector’ dollars required to meet 
the 50% match.

The FY07 budget for the core tourism marketing program consisted o f $5.0 million in 
state funds matched by $5.0 million in private sector dollars to create a $10.0 million 
marketing program. In FY08, it is anticipated that $2 million is the maximum amount 
that can be raised in voluntary contributions toward the private sector match from Alaska 
travel industry businesses participating in marketing pay-to-play programs.

Further jeopardizing the travel industry’s ability to successfully ma ket Alaska and 
compete for travelers in the national and worldwide marketplace is the fact that inflation- 
adjusted data indicates that the State of Alaska’s general fund support for tourism 
marketing has declined from $23 million to $5.7 million from 1990 to 2006.

S t a t e  L e g i s l a t u r e
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In addition, the travel industry has historically identified a $20 million core tourism 
marketing budget as the minimum necessary to regain Alaska’s market share and retain 
the ability o f the travel industry to grow Alaska’s private sector economy.

Therefore, HB 147 will allow Alaska’s travel industry to continue to receive state funds 
by changing the statutory match required in AS 44.33.125 from 50/50 to 90/10 reflecting 
the reality of the travel industry’s ability to raise $2.0 million in voluntarily private sector 
dollars to fund the core tourism marketing program.
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Section 1 of the bill states that by April 1 of each fiscal year, the Dept, of Commerce, 
Community and Economic Development may contract with a qualified trade 
association (the Alaska Travel I n d u s t r y  A s s o c i a t i o n )  to plan and execute a tourism 
marketing can aign during the next fiscal year.

HB 147 changes the matching fund requirement from 50% of the costs o f  the 
marketing campaign described in the contact to 10%.

Explanation: In FY07 the total combined funds from state and private contributions was 
$10 million; $5 million in state funds matched by $5 million voluntarily 
contributed from the tourism industry. With the passage of the cruise ship tax 
initiative, the ATLA will no longer be able to voluntarily raise $5 million. The 
state’s largest tourism segment, the cruise industry, will now be required to pay 
millions o f dollars directly to the state and will no longer be able to contribute 
voluntarily to the state marketing program. The ATIA believes that they will be 
able maintain $2 million in private industry match.

In concert with HB 167 which appropriates $18 million to the QTA Tourism 
Grant Line, the total tourism marketing budget will be $20 million; of which $2 
million is private industry funds for a 90/10 match.



F Y 0 7  Curren t P riva te  Fund Sources:

$5,000.00 
-$2,000.00 
-$ 500.00 
-$ 500.00

$ 2,000.0

Private Industry Match
*Volunteer Cruise Contribution (no longer available)
Cruise Industry Advertising (redirected to their own programs) 

*Visitor & Convention Bureau Contributions (no longer available)

Remaining ATIA funds available through membership dues and 
pay to play participant programs



FISCAL NOTE
S T A T E  O F  A L A S K A
2 0 0 8  L E G I S L A T I V E  S E S S IO N

Identifier (file name):
Title "An Act relating to matching funds and state money for state

tourism marketing contracts with trade associations.

Dept. Affected: 
'RDU

Fiscal Note Number:
Bill Version:
() Publish Date:

CSHB147J)

DCCED

Sponsor
Requester

Rep. Harris by Request

Comm Assist & Ec Dev (405) 
Component Office of Economic Development

House Rules Committee Component Number 2743

Expenditures/Revenues (Thousands of Dollars)
Note: Amounts do not include inflation unless otherwise noted below.

Appropriation
Required Information

OPERATING EXPENDITURES FY 2009 FY 2009 FY 2010 FY 2011 FY 2012 FY 2013 FY 2014
Personal Services 
Travel 
Contractual 
Supplies 
Equipment 
Land & Structures 
Grants & Claims 
Miscellaneous

4,794.9 9,000.0 9,000.0 9,000.0

TOTAL OPERATING 4.794.9 9,000.0 9,000.0 9,000.0

| CAPITAL EXPENDITURES I I I  I I

ICHANGE IN REVENUES ( ) j t  i r  r  '  -

FUND SOURCE (Thousands of Dollars)
1002 Federal Receipts
1003 GF Match
1004 GF 4.794.9 9.000.0 9,000.0 9,000.0
1005 GF/Program Receipts
1037 GF/Mental Health
Other Interagency Receipts

TOTAL 4,794.9 9,000.0 9,000.0 9,000.0

Estimate of any current year (FY2008) cost: 

POSITIONS
Full-time
Part-time
Temporary

ANALYSIS: (Attach a separate page if necessary)
The House Rules Committee Substitute for HB 147 changes the match required of the qualified trade association (QTA) 
to receive State funds for a tourism marketing contract under AS 44.33.125(a). The QTA would be required to provide 
matching funds equal to at least 30 percent of the State funds used for the marketing campaign. The amount of State 
funds used for the marketing campaign may not exceed $9,000,000. With the passage of HB 147, a QTA will be 
required to provide matching ' nds in the amount of $2,700,000.

Effective luly 1, 2011, the amendments made in HB 147 to AS 44.33.125(a) are repealed and the program will return to 
the 50/50 matching program that is in current law. unless further changes are made to AS 44.33.125(a).

Suzanne ArmstrongPrepared by:
Division

Approved by: Rep. John Coghill, Chairman

Phone 465-6875
House Finance Committee Date/Time 2/28/08 8:43 a.m.

Date 2/28/2008
House Rules Committee

(Revised 11/19/2007 OMB) Page 1 of 1



FISCAL NOTE
S T A T E  O F  A L A S K A
2 0 0 7  L E G I S L A T I V E  S E S S IO N

Revision Date/Time (Note if correction):_____
Title Tourism Contract Matching Funds

Fiscal Note Number:
Bill Version:
(H) Publish Date:

Dept. Affected: 
RDU

1
HB 147
3/21/07

Commerce
Comm Assist & Ec Dev (405)

Harris by Request
Component Office of Economic Development

Requester House EDTT Component No. 2743

Expenditures/Revenues Thousands of Dollars)
Note: Amounts do not include inflation unless otherwise noted below
OPERATING EXPENDITURES FY 2008 FY 2009 FY 2010 FY 2011 FY 2012 FY 2013
Personal Services
Travel
Contractual
Supplies
Equipment
Land & Structures
Grants & Claims
Miscellaneous

TOTAL OPERATING 0.0 0.0 0.0 0.0 0.0 0.0

ICAPITAL EXPENDITURES ] !
ICHANGE IN REVENUES ( ) !
FUND SOURCE (Thousands of Dollars)
1002 Federal Receipts
1003 GF Match
1004 GF
1005 GF/Program Receipts
1037 GF/Mental Health
Other (Specify Type--Do not abbreviate)

TOTAL 0.0 0.0 0.0 0.0 0.0 0.0

Estimate of any current year (FY2007) cost: 0.0
Mark this box (X) if funding for this bill is included in the Governor’s FY 2008 budget proposal: I

POSITIONS
Full-time
Part-time
Temporary

ANALYSIS: (Attach a separate page tlnecessary)

This legislation reduces from 50 percent to 10 percent the minimum amount Alaska's qualified trade 
association must provide as match for Alaska's tourism marketing campaign. This reduction in the match 
will not impact the department's cost to contract with the qualified trade association.

Prepared by: 
Division

Approved by: 
Agency

Bill Allen. Development Manager Phone 907 269.8112
Office of Economic Development Date/Time 3/12/07 4:07 PM

Emil Notti, Commissioner Date 3/12/2007
Commerce. Community, and Economic Development

9/18/2006 OMBI Page  1 of 1



FISCAL NOTE
S T A T E  O F  A L A S K A
2008  L E G IS L A T IV E  S E S S IO N

Identifier (file name): HB147-CED-QEP-02-13-08
Title Tourism Contracl Matching Funds

Dept. Affected;______
'RDU

Fiscal Note Number.
Bill Version:
(H) Publish Date

CSHB 147(FIN)
2/15/08

DCCED

Sponsor
Requester

Harris by Request. Kelly

Comm Assist & Ec Dev (405) 
Component Office of Economic Development

House Finance Component Number 2743

Expenditures/Revenues (Thousands of Dollars)
Note: Amounts do not include inflation unless otherwise noted below.

Appropriation
Required Information

OPERATING EXPENDITURES FY 2009 FY 2009 FY 2010 FY 2011 FY 2012 FY 2013 FY 2014
Personal Services 
Travel 
Contractual 
Supplies 
Equipment 
Land & Structures 
Grants & Claims 
Miscellaneous

TOTAL OPERATING 0.0 0.0 0.0 0 0 0.0 0.0 0.0
ICAPITAL EXPENDITURES

ICHANGE IN REVENUES~

FUND SOURCE Thousands of Dollars)
1002 Federal Receipts
1003 GF Match
1004 GF
1005 GF/Program Receipts 
1037 GF/Mental Health 
Other Interagency Receipts

TOTAL 0.0 0.0 0.0 0.0 0.0 0.0 0.0

Estimate of any current year (FY2008) cost: 

POSITIONS
Full-time
Part-time
Temporary

ANALYSIS: (Attach a separate page it  necessary)

This legislation would change the match required of the qualified trade association (QTA) to receive State funds for the 
tourism marketing campaign. The current formula requires a 50/50 contribution from the State and the QTA based on the 
total funding for the campaign. The QTA would be required to provide matching funds equal to at least 30 percent of the 
state money used for the marketing campaign Unless the appropriation that funds the marketing campaign exceeds $8 
million, the state money used for the campaign would not exceed $8 million. The change in match would not impact the 
department's cost to contract with the qualified trade association

Prepared by: Joe Auslerman, Director___________________________________________________  Phone 907.269.4568
Division Office of Economic Development, Manager__________________________________  Date/Time 2/13/08 12.00 AM

Approved by Emil R Notli, Commissioner________________________________________________ Dale 2/13/2008______
Commerce, Community, and Economic Development_____________________

(Rovisud 11/19/2007 OMBI Page 1 of 1



FISCAL NOTE
S T A T E  O F  A L A S K A
2008  L E G IS L A T IV E  S E S S IO N

Identifier (file name)
Title "An Act relating to matching funds and state money for state

tourism marketing contracts with trade associations..."

Dept. Affected.
'R D U

Fiscal Note Number:
Bill Version:
(H) Publish Date:

CSHB 147(RLS )
3/3/08

DCCED
Comm Assist & Ec Dev (405) 

Component Office of Economic Development
Sponsor
Requester

Rep Harris by Request
House Rules Committee Component Number 2743

E xp en ditu res/R evenu es (Thousands of Dollars)

Note. Amounts do not include inflation unless otherwise noted below.

Appropriation
Required Information

OPERATING  EXPEND ITURES FY 2009 FY  2009 rY  2010 FY 2011 FY 2012 FY  2013 FY 2014
Personal Services 
Travel 
Contractual 
Supplies 
Equipment 
Land & Structures 
Grants & Claims 
Miscellaneous

4.794.9 9.000.0 9.000 0 9.000 0

TO TAL O P ER AT IN G 4,794.9 9,000.0 9,000.0 9,000.0
CAPITAL EXPEND ITURES

CHANGE IN R EVEN U ES  (

FUND SOURCE (Thousands of Dollars)

1002 Federal Receipts
1003 GF Match
1004 GF
1005 GF/Program Receipts 
103. GF/Mental Health 
Other Interagency Receipts

4.794 9 9,000 0 9.000 0 9.CJ0 0

TO TAL 4,794.9 9,000.0 9,000.0 9,000.0

Estimate of any curren* year (FY2008) cost: 

POSITIONS
Full-time
Part-time
Temporary

ANALYSIS : [Attach a separate page if necessary)
The House Rules Committee Substitute for HB 147 changes the match required of the qualified trade association (QTA) 
to receive State funds for a tourism marketing contract under AS 44 33.125(a). The QTA would be required to provide 
matching funds equal to at least 30 percent of the State funds used for the marketing campaign. The amount of State 
funds used for the marketing campaign may not exceed $9,000,000 With the passage of HB 147 , a QTA will be 
inquired to provide matching funds in the amount of $2,700,000

Effective, July 1 2 0 11 , the amendments made in HB 14 7  to AS 44 33.125(a) are repealed and the program will return to 
the 50/50 matching program that is in current law, unless further changes are made to AS 44 33 125(a)

Prepared by Suzanne Armstrong________________________________________________ Phone 465-6875
Division House Finance Committee Date/Time 2/28/08 8 43 a m

Approved by Rep John Coghill, Chairman________________________________________  Dale 2/28/2008_______
House Rules Committee____________________________________________

iRovimd n/19/3007 oMti> Page 1 of 1

C O M M IT T E E  C O P Y



o

(7 )

H O U SE  C O M M IT T E E  REPC T

F U R T H E R  R E F E R R A L S :Date Referred to Committee: February 15, 2008
Date of Committee Action: f  O'*?________
The RULES Committee considered: HB 147
HOUSE BILL NO. 147 TOURISM CONTRACT MATCHING FUNDS
"An Act relating to matching funds in state tourism marketing contracts with tra 'e associations."
Recommends it be replaced with [ J HCS or | J CS f o r

F o r  Senate B ills  with new title: /  /  Technical Title [  J N ew  Title: H CR______  | -j Same Title l^f'fcew  Title

3 - 3 - °

[ ] a ttach  am e n d m e n ts
[ ] ad d  new  re fe rra l to 
f ] L ette r o f  In ten t_____

C o m m itte e
C o m m ittee

List of
Ahbrev
for
Dept s.:
ADM
CED
COR
CRT
EED
DEC
DFG
G OV
1ISS
LW F
LAW
LEG
M VA
DNR
DPS
REV
DOT
UA

NEW FISCAL NOTES
•Assigned by Chief Clerk's Office

List by Dept(s): *FN# | Fiscal . Indet. Zero

S 3

PREVIOUS FISCAL NOTES
List by Dept(s): FN# Fiscal 1 indet. Zero

SiRiiint! with recommendations Printed Lust Name ©
DM*

< ? ;
AM

J c  A «r a  ,A

CUi/noo y / . -f-CUAiiou ’ A FfllfiCLOUthl X
: 4 T , m if  0 X

/  /  / S 's'
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V  0 . l S ' D Q
(ID  ^
D a te  R e ferred  to C om m ittee : M a rch  2 1 ,2 0 0 7  F U R T H E R  R E F E R R A L S :

H O U SE  C O M M IT T E E  R E PU  ?  C l

D a te  o fC o m m itte e  A ct io n : _

T h e  F IN A N C E  C om m ittee  co n sid e re d : H B  1 4 7

H O U S E  B I L L  N O . 14 7  T O U R IS M  C O N T R A C T  M A T C H IN G  F U N D S

" A n  Act r  dating to m atch ing  fu n d s in  sta te  to u r ism  m arketing  co n tra cts w ith  tra d e  a sso c ia t io n s ."

R e co m m e n d s it be rep laced  w ith  | j H C S  or I X I c s ________________________________________ l E Z A L )
F o r  Senate B ills with new  title: I  I  T echn ica l Title /  /  N ew  Title: H C R ________________[ J Same Title |X 1  New T it le

[ ] attach amendments
[ ] add new referral t o _____________ Committee
[ ] Letter o f  Intent____________ Com m ittee

List of 
Abbrev 
for
Depts.:
A D M
CED
COR
CRT
EED
D EC
DFG
G O V
HSS
L W F
L A W
LE G
M V A
DNR
DPS
REV
DOT
UA

NEW  F IS C A L  N OTES
‘ Assigned by Chief Clerk’s Office

List by Dcpt(s): *FN# Fiscal Indet. Zero

Cc?X> P ' '

PREVIO US  FISCA L NOTES
List by Dept(s): FN# Fiscal Indet. Zero
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D ate  R efe rred  to  C om m ittee: F e b ru a ry  21 ,2007  

D ate  o f C om m ittee A ction: 'X .O  /l/|c6A  $  ~f-

FU RTH ER  RE FER RA LS : Finance

i he HOUSE SPECIAL COM M ITTEE ON ECONOMIC DEVELOPMENT. TRADE. AND TOURISM considered :
HB 147

H O U SE  B IL L  NO. 147 T O U R IS M  C O N T R A C T  M A T C H IN G  FUNDS

"A n  Act re la tin g  to m atch ing  fu n d s  in  s ta te  tou rism  m arketing  c o n tra c ts  w ith  tra d e  associations."

R ecom m ends it be rep laced  w ith  | | H C S or | J CS for J
For S en a te  Bills with new  title: [ ]  Technical Title [  /  N ew  Title: HCR_ j J Same Title | ) New Title

[ ] attach amendments
[ ] add new referral to 
[ ] Letter o f Intent____

Committee
Com m ittee

Lisi of
Abbrev
for
Dept s.:
ADM
CED
COR
CRT
EED
DEC
DFC
G O V
HSS
LW F
LA W
LEG
M VA
DNR
DPS
REV
DOT
l)A

N E W  F IS C A L  N O T E S
♦Assigned by Chief Clerk’s Office

List bv Dcpt(s): *FN# Fiscal Indet. Zero

C L 'D I 1/

P R E V IO U S  F IS C A L  N O T E S

List by Dept(s): FN# Fiscal Indet. Zero
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Tourism Marketing - Industry Payment in Lieu o f Taxes
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Alaska Travel Industry Association Confidential
4/17/2'
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Tourism  Marketing - Industry Paym ent in Lieu of Taxes

Fiscal Year

Alaska Travel Industry Association Confidential 4/17/2007
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oday, if you live in Alaska, you benefit from the visitor industry. From cab drivers to accountants, construction workers to florists, virtually 

iveryone is affected by the business of travel. But because tourism is comprised of many different sectors and thousands of small businesses, 

ts importance is often hard to discern. This report is meant to help Alaskans better understand one of our core industries -  travel and tourism.

 ■ ' ■_____• • ■. - ii

0

. T 0  U R I S M
. I t ’s e v e r y o n e ’s b u s in e s s



The travel mdtistry is atgfdwtli sector 
in the Alaska economy.

Did you know that travel & tourism is:

One of A laska’s largest, industries!
•  $1.6 billion in .economic impact

One-.of Alaska's largest generators of 
empfbym'ent!

•  40.000 jobs- .
•  13.7% of all employment

.‘31

TRA V EL  &  T O U R IS M
SA LE S  B Y  S P E N D IN G  C A T E G O R Y
Source: The Alesha Tourism Satellite Account . *■

- Hotel & Lod£tn|

Air Tnmportetion

Automotive 
Dealers A
Services

W c / i  :■
Eetlnf I - i - r S r *
Oeinkini.. V'."- . \ ■

Direct trave l-re la ted  sa les equa l more than $856 
million do lla rs  annually In A laska. The largest single 
category is accommodations, which makes* up* 15%  
of sales. But spending doesn’t  stop there. A variety of- 
industries seemingly unrelated to travel and tourism 
benefit from supplying businesses that service travelers:

T RA VEL  &  T O U R IS M  C O N S T R U C T IO N
Source: The Alaska Tourism Satellite Account

Tourismis a renewable resource that helps 

diversify our economy and enhances the quality of life for Alaskans. A vibrant and 

growing visitor industry creates increased recreational opportunities for Alaskans, 

more frequent air service, lower property taxes and a wider variety of stores and 

restaurants to pick from. Many businesses in Alaska report that were it not for 

visitors, they would not be able to keep their doors open for residents.

Whether measured by jobs, economic contribution, quality of life or revenue to 

government, travel and tourism is one of Alaska's greatest opportunities.

ECONOMIC CONTRIBUTION
E ngine of Growth
The tourism industry is one o f our state ’s  most important economic engines. Overall, travel 
and tourism's economic contribution in Alaska stands a t more than $ 1 .6  billion annually, not 
including goods and services coming from outside the state . This represents 5 .6%  o f A laska ’s 
gross state product.

The trave l industry is a lso  an area o f potential economic growth. Between 1998  and 200 2  (the most 
recent year data is avai'ab le ), tou rism ’s economic contribution in A laska rose 3 8% .

R E V E N U E  R E A L IZ E D  B Y  N O N -TRA V EL  &  T O U R IS M  IN D U S T R IE S
Source.* The Alaska Tourism Satellite Account

RANK INDUSTRY $ VALUE
Real Estate 24 .4  million
Engin ring-A rchitectura l Services 16 .3 million
W holesale Trade 14 .9  million
Arrangement o f Transportation 14.9 million
Banking 14 .5  million
Maintenance and Repair Facilities 13 .7  million
Natural Gas and Crude Petroleum 12 .3  million
Motor Freight Transport/Warehousing 12 .0  million
Communications 11 .5  million
Accounting-Auditing and Bookkeeping 11 .3  million
Management and Consulting Services 9 .8  m illion
Other Business Services 8 .8  m illion
Personnel Services 8 .7  m illion
Computer and Data Processing Services 7 .4  m illion
Electric Services 7 .2  m illion
All Other Industries 9 6 .5  million
Total $284 .1  m illion

1999 ' ?000,‘,  2001.. 200*.;, - ,

The impact travel and tourism  spending has on revenues is extensive. This list shows the degree to 
which tourism activity supports other businesses that provide services to the travel businesses in Alaska.

$ 4 7 0  Million in In v e s tm e n ts
In addition, trave l-re la ted  businesses invest m illions o f do llars each year in cap ita l projects that 
play a key role in A laska's economy. These include construction o f hote ls , equipment and other 
infrastructure expenditures. While the amounts vary from year to year, the chart at le ft gives an 
example o f construction expenditures related to trave l and tourism over a five-year period.



REVENUE TO GOVERNMENT
Taxes a n d  Fees
Visitors and v is itor-re la ted  businesses are a sol rce o f revenue fo r s ta te  and loca l ^ . ■ ,nent in 
Ala iia. In 2 0 0 2 . $ 1 5 2 .4  m illion in s ta te  and loca l government revenue was g en e rr' u by trave l 
and tourism  in A laska.

State taxes and fees include corporate pro fits tax, property tax, transportation and landing fees, 
licenses and an excise tax on rental vehicles, o f which 8 5%  or $ 6 .5  million is attributable to visitors.

Local governments collected $ 58  m illion , prim arily from property and bed taxes. !n addition, cruise 
companies pay communities about $ 1 4 .6  m illion in dockage and moorage fees each year.

The Travel Industry Association o f America estim ates th a t each U.S. household woulo pay $923  
more in taxes without the tax revenue generated by the trave l and tourism  industry.

Lodging Taxes
Bed taxes are levied in many communities in A laska. In 2 0 0 5 , 4 2  Alaska communities collected 
a lodging tax a t a rate ranging between 3 - 1 0 %  and to ta ling $ 2 1 .5  m illion in tax revenues to 
local governments.

VISITOR STATISTICS
V isitor S p e n d in g

On average, each vacation/pleasure visitor to Alaska 
spends $2,430, excluding transportation
Visitor spending has increased d ram atica lly  over the la s t decade. This growth is fueled by an 
increase in the overa ll number o f vis itors. Opportunities fo r v isitors to spend money have a lso 
bioadened with the expansion of tours and re ta il stores.

Most o f the v isitor industry growth in th e  la s t decade has been fueled by increased cruise travel. 
A ffordable rates, cap ita l investments and a worldwide growth in cruise trave l have made this 
method o f visiting A laska a popu lar option . While many firs t-tim e visitors like the convenience 
o f buying a prepackaged tour, a lm ost a th ird (2 7 % ) o f vis itors who come back on their own first 
visited Alaska on a cruiseship.

In te re s tin g  F a c ts  a b o u t A lask a  V isitors

•  6 1 %  ra te their trip as excellent
•  3 1 %  are repeat trave lers
•  2 6 %  use frequent-flver m iles
•  8 1%  are college educated
•  The average age is 54
•  The average length o f stay is 10 .7  days



INDUSTRY EMPLOYMENT
Tourism  G e n e ra te s  Jo b s

Travel and Tourism Economic Activity in A laska Generates:
•  4 0 , 0 0 0  fu l l - t im e  e q u iv a le n t  j o b s
•  1 3 . 7 %  o f  a l l  e m p lo y m e n t  in  A la s k a
•  $ 1 . 1 5  b i l i i o n  in  w a g e s  a n d  b e n e f i t s  t o  A la s k a  w o r k e r s ’

These numbers show trave l and tourism  in A laska to be a va luab le industry in creating employment 
opportunities fo r residents. A laska's trave l industry accounts fo r 13 .7%  o f a ll employment in Alaska. 
In o ther words, the industry directly and indirectly accounts fo r about one in every seven jobs .

Travel-related jobs are growing at a fa s te r rate than overall employment in Alaska. Leisure and 
hospitality employment increased 10%  between 2001 and 2005. This is good news for Alaskans in 
search o f employment in d  a corresponding challenge to businesses that need to fill a wide variety of 
positions. Studies a lso show tha t the Alaska hire rate for the visitor industry (7 8% ) is well above that 
o f most other industries.

TOURISM MARKETING
R etu rn  on In v e s tm e n t

•  E v e ry  $ 1  s p e n t  o n  s t a t e  t o u r i s m  m a r k e t in g  r e t u rn s  a n  e s t im a te d  $ 1 6 8
•  3 1 %  o f  a l l  r e s p o n d e n t s  t o  t h e  s t a t e 's  t o u r is m  m a r k e t in g  p r o g r a m  t r a v e l  

to  A la s k a  w ith in  f o u r  y e a r s

Instead o f moving the product to the consumer, tourism is unique in that the consumer must be 
enticed to trave l to the product. However, few businesses in Alaska are large enough to conduct 
a national advertising program to  lure v isitors north. As a result, most cities, states and even 
countries conduct an overa ll cam paign to generate interest in the destination. It is then up to 
individual companies to a ttrac t vis itors to their place o f business. Alaska's state tourism  marketing 
program in FY07 is $ 1 1 .5  m illion . This includes more than $5 million raised a d contributed 
by the private sector. Of the 16 sta tes th a t use private sector do llars for state marketing, only 
Florida and Ca lifo rn ia  contribute more to their state's tourism marketing program . The majority 
o f states utilize public funds. A laska ranks 38th in public sector funding for tourism promotion.

C o m p etitio n
Countries throughout the world have opened their doors to tourism as one o f the most direct, low- 
impact areas fo r growth. Unfortunately, th is has a lso  led to extreme competition fo r visitor do lla rs. 
While Alaska has much to offer, there are many destinations in the world that are o f equal interest 
to v isitors. At the sam e time, research indicates that in the las t six years, the percentage o f U.S. 
adu lts who a re high-potential A laska trave lers has declined Irom 11%  to 9%

Q : Who makes up the visitor industry?
A: The va st majority o f trave l-re lated businesses in A laska 
are sm a ll. Most companies have less than 50  employees and 
a great many have less than five employees. Businesses are 
interdependent with sm a ll companies dependent upon the 
larger companies and vice versa.

Q : Where can people find out about tourism job openings?
A : In addition to applying directly with businesses, you 
can log on to the Alaska Travel Industry job s website at 
www.AlaskaTourism jobs.com. Job fairs are a lso  held each 
year fo r seasonal positions. A summer job is a great way to 
s ta rt in the business. Many of the state's most successfu l 
trave l industry CEOs started with a front line position.

Q: I’ ve got relatives coming. Where can I get more information 
on trave l to  Alaska?
A : For more information on trip planning to and within 
A laska, log on to www.TravelAlaska.com. The site gives you 
information on a ll regions o f A laska and puts you in touch 
with hundreds o f Alaska businesses. You can a lso order a 
free State Vacation P lanner lo r you or your visiting friends 
and 'e latives.

Q: Who is the Alaska Travel Industry Association?
A : The Alaska Travel Industry Association (AIIA) is a non­
profit organization that represents the visitor industry in 
A laska. ATIA is contracted by the State o f Alaska to serve as 
its o ffic ia l tourism marketing organization. ATIA’s m ission 
includes promoting trave l to and within the state, increasing 
overa ll awareness o f the visitor industry and working 
cooperatively with the state on tourism development and 
long-range planning.

SOURCES: The Alaska Tourism Satellite Account. A Comprehensive Analysis ol the Economic Contribution ol Travel and Tourism, prepareo lor the Alaska Department o( Commerce. Community and Economic 
Development IOCCEO), October, 2004 by Global Insight * Alaska Travel Industry Association 2003 & 2005 Conversion Studies, prepared by G V.A Research * Alaska Economic Performance Report 2005. 
OCCED. June 2006 • The Net Return to the State of Alaska, Prepared lor Alaska Senate Labor and Commerce Committee by the OCCEO, March, 2006 • The Power ot Travel 2006 and Survey ol State 
Tourslm Offices,Travel Industry Association ol America
NOTE: Statements contained In this report are based on the most recent information available at the time ol printing and are believed to be tellable. In Spring 2007. the Alaska Oepartment ol Commerce. 
Community and Economic Development will release the 2006 update to the Alaska Visitors Statistic Progiam.

Alaska Travel Industry Association
2600 Cordova Street, Suite 201, Anchorage, AK 99503 • (907) 929 ATIA (2842) • atiaOalaskatia.org

Consumer Website: TravelAlaska.com 
Association Websltei Alaskatia.org

A l a s k a
T R A V E L  I N D U S T R Y
A S S O C I A T I O N

http://www.AlaskaTourismjobs.com
http://www.TravelAlaska.com


A T  ! A
A L A S K A  T R A V E L  I N D U S T R Y
A S S O C I A T I O N

M arch 5, 2007

The H onorab le  R ep resen ta tive  John  Harris 
S peaker, House of R epresen tatives 
S ta te  C apito l 
Ju n e a u , AK 99801

D ear Mr. S peaker,

Thank you so m u c h  for supporting th e  Alaska Travel Industry A ssociation [ATIA] 
th rough  your sponsorship of HB i47, "An A ct relating to  m a tch in g  funds in s ta te  
tourism m arketing  c o n tra c ts  with tra d e  associations."

S ev e n te e n  y ears  a g o  Harvard eco n o m ist M ichael Porter p u t forw ard th e  re c ip e  
for co m p e titiv e  su ccess  by establishing th a t winning industries or re*_ ns will b e  
those  th a t  d iffe ren tia te  them selves by prom oting their un iqueness. Alaska tourism 
has a  c o m p e titiv e  a d v a n ta g e  by virtue of its b eau ty , loca tion  a n d  natu ra l 
resources, a n d  th e  tourism industry has w orked h ard  to  p ro m o te  th e  s ta te 's  
e x ce p tio n a l a ttrac tio n s .

But a n  increasingly  com petitive  g lobal m a rk e tp la c e  is b ea rin g  d o w n  on  us, a n d  
it is no  longer e n o u g h  to  h a v e  a  g re a t p ro d u c t. As Porter said, w e  m ust h a v e  th e  
m e a n s  to  c o m p e te  a n d  d ifferen tiate  ourselves in a  m a rk e tp la c e  w h e re  o th e r 
destinations a re  willing a n d  a b le  to  sp en d  m uch  m ore  to  re a c h  their m arkets.

The g o o d  new s is th a t  tourism, through its destination  m arketing  efforts, offers a  
strong p ipeline - a  m arketing pipeline th a t c o n n e c ts  th e  Alaska travel e x p e r ie n c e  
a n d  A laskan businesses with consum ers all over the  world. The d e liv e rab le  is 
im m ed ia te  a n d  e q u a te s  to  m ore  th a n  1.9 million visitors every  year.

Like o th e r n a tu ra l reso u rce  industries, w e  e n d e a v o r  to  re a c h  th e  m arke t, b u t our 
p ipeline - built m ore  th a n  50 years a g o  - n e e d s  refurbishing. The cu rren t 
destination -m arketing  b u d g e t  co m b in es  $5 million in p riva te  funds ra ised  from 
th e  industry with $5 million m a tc h e d  by th e  s ta te , all m a n a g e d  by  ATIA. But th a t 
a m o u n t is no  longer e n o u g h  for our m e ssa g e  to  p e n e tra te  th e  m arke t. 
Increasingly, o th e r destinations a re  flooding consum ers with m o re  television



com m ercia ls, travel stories, co-prom otions, d irec t mail, b rochures a n d  Internet 
m arketing . In fa c t ,  Alaska now  ranks 38th ou t of th e  50 sta tes  in terms of public 
sec to r fund ing  for tourism m arketing.

ATIA a n tic ip a te s  th a t its m arketing  effort will b e  further im o a c te d  w hen  industry 
partners with b ig g e r tax  bills to  p a y  a re  fo rced  to  a b a n d o n  their voluntary 
contributions to  th e  m arketing p rogram . Conservatively, ATIA stands t* use $2.5 
million in industry contributions a lo n g  with th e  m a tch in g  $2.5 million from th e  
s ta te . O th e r s ta te  a n d  m unicipal taxes, fees, transport ch a rg e s , a  new  c a r  ren tal 
tax, lodg ing  tax  in c reases  a n d  p en d in g  cruise industry taxes now  a c c o u n t for a n  
e s tim a ted  $140 million c o lle c te d  from tourism businesses a n d  our visitors. This 
n u m b er in c re ase s  w h en  you a d d  in o th e r m unicipal a n d  s ta te  assessm ents.

So w ho  g e ts  hurt w h en  A laska's com petitiveness dw indles? Small tourism 
businesses, th o se  w ho  w an t jobs in fh e  tourism industry, our e c o n o m y  c id  our 
e c o n o m ic  a d v a n ta g e .

The decision  to  g row  Alaska travel should b e  a n  e c o n o m ic  d e v e lo p m e n t a n d  
investm en t decision  - no t a  b u d g e t  decision - in w hich th e  governor a n d  th e  
legislature p a r tic ip a te . As th e  tourism industry fa c e s  a n  ever-com petitive  future 
with dw indling resources, th e  legislature has  b e e n  ask ed  to  look a t  tourism a s  a  
re n e w a b le  e c o n o m ic  reso u rce  a n d  to  d e v e lo p  th e  e c o n o m ic  poten tial of fhe 
industry by  overhau ling  th e  existing pipeline to bring A lasxa’s travel reso u rce  to  
m arket, including:
1. In c rease  th e  funding  level for th e  ATIA c o re  destination-m arketing  p ro g ram  in 
th e  next s ta te  o p e ra tin g  b u d g e t to  $20 million;
2. In c rea se  fhe  cu rren t funding level for a  s e p a ra te  p ro g ram  to  en tice  m ore 
in d e p e n d e n t travelers to  $8.5 million e q u a l to  th e  a m o u n t of th e  current veh icle  
rental tax.

The p o te n tia l for th e  travel industry to  further s tren g th en  A laska's e co n o m y  a n d  
e n h a n c e  its residen ts ' quality of life is trem en d o u s -  e a c h  v a c a tio n e r  sp en d s  
a b o u t $1,260 to enjoy flightseeing trips, fishing charters, m useum s, glaciers. 
N ative cu ltu re  a n d  s ta te  a n d  na tional parks. But d ev e lo p in g  ii further will no t 
h a p p e n  by  a c c id e n t .  If Alaska is to  stay  co m p e titiv e  for th e  g o o d  of future 
g en era tio n s , it will b e  im portan t to  re m e m b e r tourism is no t just ATIA's business or 
th e  s ta te 's  business or th e  legislature’s business. Tourism is ev ery o n e 's  business.

Ron P eck , COO
A laska T ra v e l In d u s tr y  A sso c ia tio n
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From : Lori Stepansky [lstepansky@haines.ak.us]
Sent: Thursday, March 08, 2007 1:42 PM
To: Rep. Mark Neuman
Sub ject: *****SPAM***‘ * Please Support Tourism
Follow Up Flag: Follow up 
Flag Status: Purple

Representative Neuman,

Y ou are probably being inundated with the A TIA  m em ber emails to  support tourism funding. I ’ll add my 
personal note that it is a no-brainer to  see that prom otion of Alaska as a destination will provide 
em ploym ent for people as well as bringing people here to  spend money means more tax dollars for the state 
to w ork with. I know there are many issues to  consider and no industry wants to deal with decreases in 
funding. I d o n ’t profess to  be the most knowledgeable of all the realms of politics, but it has never made 
sense to  me to  cut back and add taxes in the areas which provide the sources of funding for many other 
areas.

I trust you will consider all the facts in making your decision.

Sincerely.

Lori Stepansky

Rex S hattuck

W H E R E  D O ES A LASK A  R A N K  IN  P U B L IC  SECTOR T O U R IS M  F U N D IN G ?

• In  20 0 5 w e  ra n k ed  3 9 th  in public secto r funding for Tourism  Marketing. That year, 25 sta te s spent 
m ore than double A la ska 's public secto r funding.

The Alaska Travel Ind u stry  A ssociation (ATIA) has con sistently  argued that the State 's Tourism  Marketing 
program s are e ssentia l to in su re  the v isito r industry rem ains a strong , vibrant and growing se c to r of A laska's 
econom y. ATIA w as e sta b lished  in 19 99  and has accom plished a great deal in marketing Alaska a s a 
destination for both dom estic and international travelers.

Alaska now ranks 38th among the 50 sta te s in public secto r funding for tourism . We have rapidly lo st much of 
our voice in the marketplace, while other sta te s (and even many citie s) as well as competing international 
destina tion s continually increa se  their investm ents in promotion. With current levels of funding for v isito r 
m arketing, A laska 's v isib ility  in our extrem ely com petitive industry will continue to decline.

Alaska has not only lo st ground against competing destination s, but in the co st s  associated with our marketing 
e ffo rts. Postage, TV airtim e, Magazine ad space and even the sim ple co st of the paper have m ere than 
doubled sin ce  1990 - in that sam e timespan the S ta te 's contribution to marketing has dropped from over S 14  
million (over 22 million in 2006 dollars) to only $5  million last year. Sim p'y out, A laska's marketing budget (a 
com bined $ 10  million last year) buys only a fraction o f what it used to.

S ince  starting up in 19 9 9 , A T IA 's financial participation in A laska's tourism  marketing program has grown from 
$2 m illion to over $5  m illion. The sta te 's participation has dropped from over $ 1 5  million in the early 90s to $5 
million in FY06. No other state has been as su cce ssfu l in raising marketing funds through voluntary private- 
secto r contributions.

3/10/2007
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ATIA ra ised over $5  million in marketing funds in FY07. The S ta te 's operating budget reached parity with the 
industry  at $ 5  million each. However, ta xes targeted at the Industry will increa se again th is year and It is  
u nrea listic  to expect the sam e lev/el of voluntary participation by heavily taxed se c to r s  of the industry - 
therefore ATIA expects to reach nly $2  m illion in funds from our cooperative marketing program s. Som e o f 
the additional taxes received by the State in the next fiscal year should be re-invested  to replace lost 
voluntary marketing contributions.

Toi .sm  is  not a drain on the I e 's  re so u rce s. In fact, a 2006 report by the S ta te 's  Department of 
Com m erce, Community & Econom ic Development showed th^t Tourism  had a net benefit to the S ta te 's co ffe rs 
o f $20 million in FY05 - nearly a s much a s the combined net benefit o f the T im ber, Mining and Commercial 
F ish ing ind u stries.

A la ska 's v isito r Industry con tinu es to be one o f the sta te 's largest em ployers and one of the bright sp o ts in 
A la ska 's econom y during the past decade. The latest sta t ist ic s from the Alaska Department of Labor show  
a lm ost 40,000 annual jo b s  in the le isu re  and hospitality industry, more than 13 %  of the sta te 's total job  force . 
The industry rep re sen ts $ 1 . 1 5  Billion in w ages & benefits to Alaskan w orkers.

A la ska 's v isito r industry i s  a lso  an important econom ic engine that reaches out to many other ind u strie s and 
crea te s even more jo b s for A laskans. When you add in retail trade, transportation and serv ice  jo b s , anyone 
can se e  why the tourism  industry  i s  so  important to A laska's econom y.

For th o se  who complain that tourism  marketing is  only for big b u sin e ss , they shou ld  look at A T IA 's 
m em bership list . The m ajority o f ATIA m em bers have five or fewer em ployees. Over 90%  have few er than 50 
em ployees. I f  it w asn't fo r A T IA 's cooperative marketing program s, m ost wouldn't be able to afford to reach 
national and 'international aud iences.

We ui ' rstand the hard d e c is io n s facing the legislature as they plan each yea r's budget. However, as 
leg isla to rs con sid er the budget for A la ska 's Tourism  Marketing program we hope they 'll keep in mind that th is  
is  an Investm ent in A laska's m ost vibrant and growing econom ic se c to r - and unlike many other se c to rs , one 
that i s  matched by the industry  itse lf.

ATIA strong ly  believes that the $ 1 8  m illion funding requested from State (matched by a private secto r 
contribution of $2  m illion) toward the ATIA administered Alaska Tourism  marketing campaign should  com e 
from funding so u rce (s)  other than the S ta te 's vehicle rental tax.

ATIA u rges the legislature to follow through on the original intent of the leg islation that estab lished  the 
statew ide vehicle rental tax, by depositing vehicle rental tax co llections Into a separate account and 
re investing  10 0 %  of the revenu es (estim ated at $ 8 .5  million in FY08) toward the funding of an Independent 
Traveler Marketing Campaign.

Lori Stepansky
Executive Director, Haines CVB
PO Box 530
Haines, AK 9982 7
907-766-2234
Fax 907-766-3155
Cell 907-314-0067
www.haines.ak.us
lstepansk)@ haines.ak.us

Haines...everything you dreamed A laska  w ou ld be.
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TO: House Finance Committee Members 
FR: ChipThoma, Box 21884,Juneau, 99802 
RE: ATIA Funding Request, HB 147 
DATE: April 17, 2007

The state funding request today by the Alaska Travel Industry 
Association (ATIA) is a dramatic change from past agreements with 
the state to share equally in Alaska tourism promotion. Going from a 
50-50% share to a 90-10% state-industry split is a fiscal departure 
that should be based on both demonstrated need and a logical 
advertising strategy for the future. Yet neither situation has 
transpired.

The ATIA has failed to make the case that its past state 
appropriations were well spent, or that increased 90-10 funding is the 
simple answer. Instead, the ATIA has chosen to blame the cruise 
ship initiative as the ‘probable’ cause of its funding woes, while 
ignoring the fact that private advertising for cruises to Alaska now 
tops $70M a year. Market forces appear to be working naturally to 
make the ATIA irrelevant in the big picture of advertising for a $2B a 
year Alaska tourism industry.

Governor Jay Hammond articulated the standard for state funding of 
industry years ago; no subsidies. ATIA should wake up and put its 
considerable marketing skills together to raise monies for the 50% 
share agreement they now enjoy, before it all dissolves in the wake of 
the wealthy cruise industry.

Please consider these points in deciding the appropriate funding 
levels and participation rates by the state and the private Alaska 
Travel Industry Association. Please reject HB 147 as an inappropriate 
level of state tourism funding.

Thank you for your attention to this issue. Chip Thoma



Beth S ch n e id e r

From:
Sent:
To:
Subject:

Mark Miller r‘iurpl@hotmail.com] 
Tuesday, February 27, 2007 10:10 AM 
Rep. Mark Neuman 
Legislative Request

D ear R e p r e s e n ta t iv e  Neuman:

I t  was a  p le a s u r e  to  m eet you a t  th e  B ig Lake fox urn th e  o th e r  S a tu rd a y  and  t a lk in g  to  you 
and y o u r s t a f f  member a b o u t i s s u e s  im p o r ta n t to  th e  to u r is m  in d u s t r y  in  A lask  . As a 
r e s id e n t  o f  Meadow L ak e s , I  a p p r e c ia t e  th e  le a a d e r s h ip  you and S e n a to r  H uggins have 
e x i b i t e d  in  th e  e a r l y  p a r t  o f  t h i s  s e s s io n  and lo o k  fo rw a rd  to  w ork ing  w ith  you b o th  
th ro u g h o u t t h i s  s e s s io n  and f u tu r e  s e s s io n s .

As th e  S t a t e ' s  T ou rism  P la n n e r  w ork ing  a t  th e  A laska  T ra v e l  I n d u s t r y  A s s o c ia t io n  (ATIA), I 
have th e  o p p o r tu n i ty  t o  work n e x t  to  th o s e  t h a t  m ark e t th e  S t a t e .  T h e ir  $10 m i l l io n  
a n n u a l b u d g e t i s  fu n d ed  from  m em bership c o n t r ib u t io n s  and  some money from  th e  S ta t e  a s  a 
q u a l i f i e d  t r a d e  a s s o c i a t i o n  w i th in  th e  D epartm ent o f  Community, Commerce and Economic 
D evelopm ent,

In  y e a r s  p a s t  th e  s p l i t  betw een  s t a t e  and m em bership fu n d s  has  been 50-50  and  th e  t o t a l  
a l l o c a t i o n  h a s  b een  a b o u t $ 5 .0  m i l l i o n .

T h is  y e a r  you have th e  o p p o r tu n i ty  to  fo rg e  a  l a s t i n g  and  p o s i t i v e  im pact on to u r ism  
m a rk e tin g  in  A la sk a , an d  i t s  y o u r  p a r t i c i p a t i o n  in  m aking t h a t  happen t h a t  b r in g s  me to  
you to d a y .

In  y o u r p o s i t i o n  a s  C hairm an o f  th e  House Com m ittee f o r  Commerce, T rad e  and  Economic 
D evelopm ent, I  am a s k in g  f o r  y o u r s u p p o r t o f  r e c e n t ly  s u b m it te d  l e g i s l a t e b y  r e q u e s t  o f  
r e p r e s e n t a t i v e  H a r r i s ,  HB 147, t h a t  changes th e  S ta te-A T IA  s p l i t  from  50-50 to  90 
( S t a t e ) -1 0  (ATIA).

T h is  change  i s  needed  to  m axim ize th e  fu n d in g  t h a t  ATIA w i l l  r e c e iv e  from  m em bership w ith  
S t a t e  fu n d s  in  l i g h t  o f  p o t e n t i a l  d e c re a se d  c o n t r i b u t i o n s  from  th e  C ru is e  s r iip  s e c to r .  As
you know, once th e  C ru is e  S h ip  I n i t i a t i v e  was p a s s e d  l a s t  y e a r  by th e  e l e c t o r a t e  in  a  v e ry
c lo s e  v o te ,  th e  C ru is e  S h ip  c o n t r i b u t i o n  d i r e c t l y  to  th e  s t a t e  w ent to  p o s s ib ly  o v er $100 
m i l l i o n .  I t  i s  my own o p in io n  t h a t  th e  C ru is e  S hip  i n d u s t r y ,  who h as  b een  a  le a d in g  
c o n t r i b u t r  to  ATIA, w i l l  l i m i t  t h e i r  c o n t r ib u t io n s  to  ATIA in  th e  f u tu r e ,  th e r e f o r e  th e  
50-50  s p l i t  i s  no lo n g e r  v a l i d  and  f a i l u r e  to  change i t  may je o p a r d iz e  th e  e x c e l le n t  
m a rk e tin g  p rogram  c o n d u c te d  by ATIA.

P le a s e  s u p p o r t  HB 147.

A d d i t io n a l ly ,  ATIA i s  r e q u e s t in g  t h a t  th e  m a rk e tin g  b u d g e t c o n t r i b u t i o n  from  th e  S ta t e  be 
in c r e a s e d  from  $ 5 .0  m i l l i o n  to  $ 2 8 .5  m i l l i o n .

Some $ 8 .5  m i l l i o n  s h o u ld  come from  th e  r e n t a l  c a r  ta x  p a s s e d  in  2005, whose l e g i s l a t i o n  
s t a t e s  c l e a r l y  t h a t  th e  ta x  c o l l e c t e d  was to  be a l l o c a t e d  to  to u r ism  l .a r k e t in g .
U n fo r tu n a te ly ,  t h a t  h a s  n o t  y e t  happened .

A n o th er $20 m i l l i o n  c o u ld  come from  p a r t  c f  th e  C ru is e  S h ip  a l l o c a t i o n  t h a t  w i l l  s t a r t  
f lo w in g  i n t o  th e  s t a t e  g e n e r a l  fu n d  s t a r t i n g  t h i s  s p r in g .  As a  member o f  th e  Commerce, 
Community and  Economic D evelopm ent House F in an ce  S u b -co m m ittee , you h av e  th e  o p p o r tu n i ty  
to  make t h i s  h ap p en . B ased on th e  CPI in c r e a s e s  betw een  th e  A lask a  to u r is m  m a rk e tin g  
b u d g e t in  1990 com pared to  2006, th e  S ta t e  c o n t r i b u t i o n  in  2006 sh o u ld  have been  $23 
m i l l i o n ,  j u s t  to  keep  p a c e . The move to  $28 .5  m i l l io n  f o r  th e  t o t a l  S t a t e  c o n t r ib u t io n  
f o r  th e  com ing y e a r  i s  more th a n  j u s t i f i e d  i f  th e  S t a t e  w an ts  to  c o n t in u e  one o f i t s  
s t r o n g e s t  econom ic e n g in e  c a l l e d  to u r ism .

Thank you f o r  c o n s id e r in g  my r e q u e s t .  I  b e l e iv e  you w i l l  f in d  v e ry  s t r o n g  s u p p o r t f o r  
t h e s e  r e q u e s t s  in  th e  many members o f  th e  to u r ism  in d u s t r y  in  y o u r D i s t r i c t .

T a k e  C a r e
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From : Bruce Bustamante tbbustamante@anchorage.net]
S en t: Friday, March 09, 2007 2:32 PM
To: Rep. Mark Neuman
S u b jec t: HB 147 and HB 167

D ear Representative N eum an:

A laska’s visitor industry  is also an im portant econom ic engine that reaches out to m any other industries 
and creates even m ore jo b s  for Alaskans. W hen you add in retail trade, transportation and service jobs, 
anyone can see w hy the  tourism  industry is so im portant to Alaska's economy.
The A laska Travel Industry  Association (ATIA) also urges the legislature to follow  through on the 
original intent o f  the legislation that established the statewide vehicle rental tax, by depositing vehicle 
rental tax collections into a  separate account and reinvesting 100% o f  the revenues (estim ated at $8.5 
m illion in FY08) tow ard the funding o f  a separate m arketing cam paign targeting independent travelers 
most affected by this tax.

ATIA 's request for the S tate to appropriate $18 m illion to fund a Statew ide Tourism  M arketing program  
will be m atched by $2 m illion generated from  the industry in cooperative m arketing program s to achieve 
a $20 million m arketing cam paign. The state’s re-investm ent, even at $18 m illion, w ill be a fraction o f  
the conservatively estim ated $130 m illion the State w ill receive in revenues.

We understand the hard decisions facing the legislature as they plan each year's budget. As legislators 
consider the budget for A laska's Tourism  M arketing program  we hope they’ll keep in mind that this is an 
investm ent in A laska's m ost vibrant and growing economy. With that, I ask for your support o f  HB 147 
and HB 167.

Thank you.

Bruce Bustam ante 
President/CEO
A nchorage C onvention & V isitors Bureau 
524 W Fourth Avenue 
Anchorage, A laska 99501-2212 
Ph: (907)276-4118 
Fax: (907) 278-5559

A nchorage: Big W ild  Life™
4-Time A ll-A m erica City 
Explore A nchorage.net

Rex S hattuck

3/10/2007
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Rex S ha ttuck

From:
Sent:
To:
Subject:

director@ sitka.org 
Thursday, March 08, 2007 2:17 PM 
Rep. Mark Neuman 
Bills HB147 and HB167

Follow Up Flag: 
Flag Status:

Follow up 
Purple

March 7 , 2007

R e p r e s e n ta t iv e  Mark Neuman,
C h a ir  o f  th e  House S p e c ia l  Com m ittee on Economic D evelopm ent, T rade and T ourism  S ta te  
C a p i to l ,  Room 432 Ju n e a , A lask a  99801

D ear R e p r e s e n ta t iv e  Neuman:
I  u rg e  you to  r e a l i z e  th e  im p o rtan ce  o f  B i l l s  HB147 and HB167, w hich w i l l  a f f e c t  th e  
S t a t e ' s  to u r is m  m a rk e tin g  fo rm ula  and c o re  m a rk e tin g  p rogram .

Our ag en cy  r e l i e s  h e a v i ly  upon th e  A laska  T ra v e l I n d u s try  A s s o c i a t i o n 's  m a rk e tin g  e f f o r t s  
to  a s s i s t  in  r e a c h in g  w o rld -w id e  a u d ie n c e s .  By t h e i r  p rogram s t h a t  o f f e r  c o - o p e r a t iv e  
e f f o r t s ,  we have been  a b le  to  p a r t i c i p a t e  w ith in  ou r b u d g e t means f o r  much needed  
a d d i t i o n a l  e x p o su re . C u ts  to  any o f A TIA 's m a rk e tin g  p rogram s w ould s t r o n g ly  a f f e c t  o u r  
p ro m o tio n .

The d e c i s io n s  f a c in g  th e  l e g i s l a t u r e  a r e  d i f f i c u l t  and I hope you w i l l  r e a l i z e  th e  s t a t e ’s 
m a rk e tin g  b u d g e t i s  an in v e s tm e n t in  A la s k a 's  m ost v ib r a n t  and grow ing econom ic s e c to r ,  
to u r ism !  ATIA members an d  p a r tn e r s  have a l l  in v e s te d  in  t h i s  w o rth w h ile  in d u s t r y  w hich 
h a s  a lm o s t 40 ,000  a n n u a l jo b s  in  l e i s u r e  and h o s p i t a l i t y ,  r e p r e s e n t in g
1 .1 5  b i l l i o n  in  wages and  b e n e f i t s  to  A laskan  w o rk ers  (a c c o rd in g  to  th e  l a t e s t  s t a t i s t i c s  
from  th e  AK D ep t, o f  L a b o r ) !

Out o f  th e  50 U .S. S t a t e s ,  A lask a  ra n k s  3 8 th  in  p u b l ic  s e c to r  fu n d in g  f o r  to u r ism . The 
s t a t e  h a s  l o s t  much o f  i t s  momentum in  th e  e x tre m e ly  c o m p e ti t iv e  m a rk e tp la c e . W ith 
c u r r e n t  l e v e l s  o f  fu n d in g  f o r  v i s i t o r  m a rk e tin g , A la s k a 's  v i s i b i l i t y  in  o u r e x tre m e ly  
c o m p e t i t iv e  in d u s t r y  w i l l  c o n t in u e  to  d e c l in e .  I th an k  you in  advance f o r  lo o k in g  
s e r i o u s l y  a t  th e  im p o rta n c e  o f  th e  b i l l s  HB147 and HB167.

R e s p e c t f u l ly ,
Sandy L o r r ig a n
S i tk a  C o n v en tio n  and  V i s i t o r s  Bureau 
(907) 7 .7 -5 9 4 0
PO Box 1226, S i tk a ,  AK 99835
S i tk a ,  A la sk a  -  The N a tu ra l  P la c e  to  V is i t !
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K L E T C H I  £CAN

Our lifestyle, your reward

The Honorable If :k Neuman 
State Capitol, Room 432 
Juneau, AK 99801
Reo Mark Neuman@legis.state.ak.us 

Dear Representative Neuman,

The Ketchikan Visitors Bureau represents 300 businesses, organizations and individuals who support our 
efforts to market Ketchikan and the southern southeast region of the state as a visitor destination. 
Approximately 81% of our members employ 20 or fewer people. The visitor industry is vitally important 
to Ketchikan and to our members located in Saxman, on Prince of Wales Island, Hyder, Wrangell and 
Metlakatla. While the Ketchikan Visitors Bureau prides itself on executing and delivering a cost effective 
and results based marketing program, we cannot do it alone. That’s why I am writing you to let y*. j  
know how imoortant the Alaska Travel Industry Association’s marketing programs are to our organisation 
and our membership.

The KVB simply doesn't have the resources to launch a full scale national and international marketing 
program. Television, national and international magazine ads, direct mail and public relations 
campaigns are critical to promoting a destination- which is why you will see so many states and large 
cities using these techniques to attract visitors. The fact that ATIA has a presence in the national media 
to promote Alaska, gives the Ketchikan Visitors Bureau a place there too. A percentage of my annual 
budget is contributed to ATIA each year towards the match required by the legislature. I participate in 
many ATIA advertising and marketing programs at additional cost because they are effective in my efforts 
to promote Ketchikan.

The tourism industry is a critical component of the economy in my community, generating $152,000,000 
in local spending and revenue to city and borough governments annually and accounting for 1,500 FTE 
jobs {The Economic and Employment Impacts o f the Visitor Industry in  Ketchikan, 2004: McDowell 
Group). The request before you and other legislators this year to increase funding of and lessen the 
match requirements for ATIA destination marketing dollars really does matter and must be viewed as an 
investment that returns many times over revenues to the state and local communities. We have already 
lost ground in the competition with other states to attract visitors but you have the opportunity now to 
grow the industry by increasing ATIA’s ability to market Maska to the world. I urge your support of 
HB147and HB167. It’s vital to Ketchikan, it's vital to Alaska.

M a rc h  9 , 2 0 0 7

Patti Mackey 
Executive Director

C: Representative Kyle Johansen
Representative Bill Thomas 
Representative Peggy Wilson

Sincerely,

KETCHIKAN VISITORS BUREAU • 131 Front Street Ketchikan, Alaska 59901 • 907-225-6166 
E-mail: pmackey@visit-ketchikan.com • www.visit-ketchikan.com

mailto:Neuman@legis.state.ak.us
mailto:pmackey@visit-ketchikan.com
http://www.visit-ketchikan.com


20 March 2007

House Economic Development, Tourism, and Trade Committee 
Public Hearing: HB147 & HB167

PUBLIC TESTIMONY

Brett Carlson
Northern Alaska Tour Company 
Coldfoot, Alaska 
ATIA, Vice-Chair

Thank you for choosing to serve on the Economic Development, Trade, and 
Tourism Committee --- and by doing so implicitly communicating that you believe 
the private sector economy in Alaska does matter.

In a State where state and federal government play such a significant role in the 
economy —  it is probably too easy to forget that private industry still exists as 
an economic engine that on a daily basis injects critical new dollars into Alaska's 
economy —  and in doing so — balances the budget for thousands of Alaskan 
families — plays a large role in balancing budgets for local governments across 
Alaska --- and plays a small but growing role in helping state government 
balance its budget.

Sooooo — A big thank to each of you for your service on this committee and for 
not forgetting the importance of the private sector economy.

I am guessing that your service on tnis committee has given each of you a 
30,000 foot view of Alaska's private sector economy --- a view I would assume 
comes with the somewhat uneasy and discomforting realization that Alaska's 
private sector economy, like private sector economies worldwide, is dependent, 
an increasingly so, on forces that are much larger than, and beyond the direct 
influence of any state or local government —

Sure — local and state governments — can work to create the right "investment 
climate" — and government leaders can declare themselves "open for business"

But there is no escaping the truth that the global economy is for real —  and it is 
the global consumer that now runs the show —  this global economic reality 
dictates that the global consumer's relentless pursuit of those goods and services 
that provide the greatest value at the lowest cost —  drives global capital 
markets that logically allocate investments to those locales that offer the greatest 
relative competitive advantages — and, end of day — dictate whether or not



Brett Carlson has a private sector economic future in Coldfoot, Alaska — or any 
other Alaskan has a private sector economic future in Anywhere, Alaska.

Yet ---

There are times when state government does have an opportunity to positively 
influence the future of Alaska's private sector economy —

I would respectfully submit that the two bills before this committee today — 
HB147 and HB 167 — represent exactly such an opportunity —

I encourage this committee tc view these two bills as an economic Development 
proposal —  you are the investment committee for Alaska, Inc. --- we, the 
proposers, are Alaska Travel Industry Inc. —  over 1,100 primarily small Alaska 
travel industry businesses, that together, are a big business — this year our big 
business will take in over 1.6 billion in annual revenues and employ over 40,000 
Alaskans.

I further encourage this committee to carefully scrutinize our economic 
development proposal carefully to ensure that it provides an adequate return on 
investment for Alaska and Alaskans —

And —  this committee, and all legislators — have a commitment from Alaska's 
travel industry to spare no effort in rolling-up our sleeves and making a case for 
the reinvestment of travel industry tax dollars into destination marketing that is 
grounded in solid facts and hard evidence.

Five quick points related to this investment proposal:

1) Travel is a natural resource industry —  fortunately, the Alaska travel 
product brings significant competitive advantages to the global 
marketplace --- natural beauty and cultural heritage that cannot be 
manufactured by other destinations — and, that will be-ome more scarce 
in the global travel marketplace over time.

2) Great product means nothing if it can't be brought to market — in the 
global travel marketplace ALASKA is a brand --- brand is a very real asset, 
a little bit of a consumer's mindshare that is built upon firsthand 
experience, word-of-mouth, unpaid media, and paid advertising —  
Alaskans are very fortunate to collectively own a strong and powerful 
brand —  but we cannot take its existence for granted —  destination 
marketing plays an important role in keeping brand ALASKA strong and 
vibrant — the decreased funding for Alaska's destination marketing efforts 
since 1990 has begun to have a negative effect — a new marketing study 
indicates that the number of high potential Alaska travelers in the United 
States has recently declined for the first time in twenty years.



3 )  A s tro n g  brand  c re a te s  a  s tro n g  m arke t bu t w e  still h a v e  to  m ake  th e  s a le  

—  if  w e  do not a s k  peop le  to  v is it , th e y  w ill NOT com e a n y w ay  —  e a c h  o f  

u s  h a v e  d e s t in a t io n s  on our p e rso n a l B4U D IE  lis t s  -  none o f u s  w ill m ak e  

it to  e a ch  o f th e  p la c e s  on o u r lis t  —  w e  a re  m o st like ly  to v is it  th o se  

d e st in a t io n  th a t in v ite  u s  — th e  7 0  m illion do lla rs c ru ise  c o m p an ie s  sp en d  

in v it in g  peop le to A laska  e a ch  y e a r  ce rta in ly  h a s  sh o w n  u s  th a t  w h ich  w e  

a lr e a d y  k n ew  —  MARKETING WORKS

T h e  d o lla rs  p ropo sed  for re in ve stm en t b ack  into d e stin a tio n  m a rke t in g  a re  

d o lla r s  com ing into s ta te  go ve rn m en t from  th e  trave l in d u stry  —  th e y  

re p re se n t  a su s ta in a b le  fu nd in g  so u rce  —  the  s ta te  re ce iv e s  a  n e t re tu rn  

o f  o ve r 2 0  m illion from  th e  trave l in d u stry  — - th a t m oney  c an  e ith e r  b e  

sp e n t  on g row in g  s ta te  go v e rn m en t o r re in ve sted  into g ro w in g  th e  p r iv a te  

se c to r .

5 )  O ur p ro p o sa l's  ROI —  IF  you ch o o se  to  re in v e s t trave l in du stry  ta x  d o lla r s  

in to  d e st in a t io n  m arke tin g  —  th e  return  w ill be a  su b s ta n t ia l d iv id end  fo r 

A la ska  —  for the  p r iva te  se c to r  econom y —  for th e  qu a lity  o f life  - - -  fo r 

loca l g o v e rn m en ts  —  AND for s ta te  go v e rn m en t —  th e  term  r J ,  .v e s tm en t 

is  no t u sed  a s  a  e u p h em ism  fo r " sp e n d in g "  — th e  d iffe ren ce  b e tw ee n  a  

b u d g e t in c rem en t fo r d e st in a t io n  m arke tin g  and  th o u sa n d s  o f o th e r  

co m p e tin g  p rio ritie s is  th a t re in ve st in g  in d e stin a tio n  m arke tin g  to d ay  w ill 

b r in g  m ore trave l indu stry  ta x  d o lla rs in to  s t a te  go ve rn m en t tom o rrow  —  

o u r in v e stm e n t p ropo sa l w ill he lp  not hu rt th e  s t a te 's  fu tu re  ab ility  to  

b a la n c e  it s  budge t.

H av ing  a  g r e a t  A laska trave l indu stry  is  not a m atte r o f ch an ce , it is  a m a tte r  o f  

cho ice  —  bu t fo r good  o r fo r b ad , it m u st be re a lized  th a t  it is  no t a cho ice  th a t  

th e  th o u sa n d s  o f A laskan  sm a ll b u s in e s s  en trep ren eu rs  can  m ake  on th e ir  ow n  - 

—  th e  la w s  o f e conom ic s and  th e  g lo b a l m arke tp la ce  d ic ta te  th a t  it is  a  cho ice  

th a t m u st  b e  m ade  in p a rtn e rsh ip  w ith  you , th e  e lec ted  re p re se n ta t iv e s  o f th e  

S ta te 's  pub lic  se c to r —  A la sk a 's  e n trep ren eu rs  CAN prov ide th e  g re a t  id e a s  an d  

th e  2 4 / 7  e n e rg y  requ ired  to  p roduce g r e a t  trave l p roduct —  b u t it w ill re q u ire  

p r iva te  in d u stry , th e  L e g is la tu re , and  th e  G overnor all w o rk ing  to g e th e r  if w e  a re  

to find  a  w a y  to  ove rhau l and  up g rad e  th e  d e st in a t io n  m arke tin g  p ip e lin e  th a t  

m u st  e x is t  if A la sk a 's  trave l re so u rce  is  to con tinue  to be b ro u gh t to  m a rk e t —  

th e  rew a rd  fo r su c c e s s  in th is  e ffo rt w ill be  g re a t  — a b a lan ced , su s ta in a b le , an d  

g ro w in g  A la ska  trave l in d u stry  th a t  w ill co n tin ue  to d e liv e r  it s  s ig n if ic a n t  

e conom ic  an d  qu a lity  o f  life  b e n e f its  to A la skan 's  for d e c ad e s  to com e.
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Iftlkoetna Air Taxi, Inc

March 23, 2007
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AIRCRACr ON WHfctlS AND SKIS
Attention; Finance Committed 4 Economic Development Trade and Tourism 
Committee

! firmly believe that tourism Is one of the biggest brightest 5ts for the 
future economical health of our State of Alaska. My family has beun earning a 
healthy living In tourism since 1968 and now my daughter Is being trained in the 
essential real world skills of business, customer sendee and professionalism 
thanks to tourism. I have trained many yiung people in the upper Su-Vafley and 
showed them a viable future in tourism enabling them to live and thrive in Alaska.

It is imperative that our State stand by the original Intent of the Vehicle 
Rental Tax. House Bill #167 will remedy this oversight and fund the marketing of 
Alaska and benefit all the small mom and pop businesses that rely on the tourism 
season to sustain their families.

Also, House BHI #147 Is vital to the tourism industry. Having been a 
member end past president of the Mat-Su Convention and Visitors Bureau as 
well as a lifetime resident of the Upper Susltna Valley i have watched the rural 
businesses fade and struggle. It seems that the beginning of the struggle 
matched the beginning of the steady decline in the State's contribution towards 
tourism marketing, while at the same time other "destinations" have increased 
their funding. The cruise ship industry has marketed our state very well and the 
numbers show It they are the only mason the number of visitors to our state 
haven't bottomed out. My small company does not have a contract with r  cruise 
company, however we know our dients and my estimate is that 45-70% of our 
clientele are the "disappearing cruiser" (pre or post cruisers who travel the 
interior on their own). Without their marketing efforts we would be almost out of 
business. With the new "head tax" we are In danger of losing those marketing 
dollars aa the world market place becomes more and more competitive. Other 
"destinations" have been much quicker on the uptake in seeing the economic 
value of tourism dollars.or money flowing Into state coffers (licences, fees, 
jobs, construction, infrastructure, taxes.).

We have gone from being in the top ten to the 36* in rank for tourism 
marketing funds. Twenty five states spent more than double. Please support 
small business; have the vision to bring the benefits of this renewable Industry 
home and add to the economic stability of our State.

p6"Box 73 
Talkeetna AK 99676 
(907)733-1861
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C O N V E N T IO N  & VISITORS BUREAU
P.O. Box 1603 • Valdez, A laska 9 9 6 8 6  • Ph: (907) 835-2984  • Fax: (907) 8 35 -4845 • w w w .valdezalaska.org

EVEN MOTHER NATURE HAS FAVORITES! SEE WHY, VISIT VALDEZ.

R epresentative M ark  N eum an 
S tate C apitol, R oom  432 
Juneau, A K  99801

RE: HB 147 and H B  167

v\bc.'Vrv. •», .

—  J"- -d

D ear R epresentative N eum an:

O n b e h a lf  o f  the 175 m em bers o f  the V aldez C onvention and V isitors B ureau w e are w riting  you  this letter 
to urge you to  support HB 147 and H B  167.

T he com m unity  o f  V aldez is often  know n in the S tate as an oil tow n; how ever w e are also  a tourism  town 
w ith the ability  to host over 2500 guests in a given night. O ur co.1 nunity  and m em ber businesses are 
d irectly  dependent on  the travelers com ing to A laska and therefore dependent on  the generic m arketing  
program  o f  the A laska T ravel Industry  A ssociation.

In the last year the program s o f  the A laska Travel Industry A ssociation  have produced  m ajor results for 
V aldez such as:

•  6 trayel re la ted  features in national new spapers, m agazines, and on rad io  stations,
V. s ^ - .o  new  itineraries- in  b r o c l ^ j ^ ^ o i n  in ternational tour operators, and

advertising  and m arketing program s.
im agine the results that could  be realized  if  the

eqlS tions. and levels ou tlined in HB 147 and H B 167 w ere a reality.
5r*» * *

rren tly  A laska ranks 38lh am ong the 50 States in  the am ount o f  public funds used  for tourism  m arketing.
T he public  funding in other sta tes and even cities has continued to grow  larger than that o f  the S tate o f  
A laska, causing  A laska to qu ick ly  loose its ability  to properly  com pete in the m arketplace both nationally  v 
and in ternationally . Ad " :onal ftinding is necessary to  stop the loss and allow  A laska to  m ake the 
necessary  gain in the m arketplace. T he com m unities that stand to benefit the m ost from  increased genei^c^'*::V ./  " 
m arketing  for A laska arc those like V aldez -  the sm aller tow ns o f  the State.

z y .- .v  .Wtf'' *
The V aldez C onvention and V isitors B ureau urges you to support HB 147 and H B 167 because by..,’ 
supporting  these pieces o f  leg isla tion  you are supporting  the health  o f  the tourism  industry  in A laska.

S incerely, . • ‘

C olleen S tephens • > ' '
P resident o f  the B o -rd  o f  D irectors 
V aldez C onvention  and V isito rs B ureau
PO  B ox 1603 '

. V a ld ^ .A K  99686   ̂ ci..- 
v ' in ib@ valdezalaslca.drg

CC: R epresen tative John H arris
A laska T ravel Industry Associatio:

-

' ,V

http://www.valdezalaska.org
mailto:inib@valdezalaslca.drg
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Rex S hattuck

From: Karen Hess [riveradventures@aptalaska.nel]
Sent: Sunday, March 18, 2007 10:17 AM
To: Rep. Mark Neuman

Subject: "****SPAM***** Support HB147 & HB167

I am sending this e-mail to let all of you know that I am in support of the following bills: HB 147 & HB 167

My husband and I own and operate a tour company in Haines and have been in business since 1991. During 
those years we have grown our company from the simple Mom & Pop (literally) operation, to a business that owns 
property, has infrastructure in place to accommodate our customers, feed lunches and provide a wilderness 
experience to our visitor’s. We work with the cruise ships but also try our best to attract the independent clients 
that can spend more time in Alaska. I would encourage the State of Alaska to increase funding for marketing 
Alaska as a destination. It amazes me that we can see commercials advertising states like Idaho, Iowa,
Nebraska and countries like Ireland and yet our own State of Alaska, the most beautiful State in the Union cuts 
funding each year for marketing. Although the cruise lines do a great job of advertising Alaska for us, that does 
not bring the "rubber tired” traffic that we are losing. We need it all, cruise ships, air traffic, rubber tire traffic and 
visitors that spend time and money. We need to grow our economy and the only way to do that is to advertise 
that we are "open for business”.

As a business owner and a member of ATIA I am very actively involved in promoting our state but we need more 
funding from the State level. Please consider funding the Alaska Marketing Program as requested. When AVA 
and ATMC combined in 1999 it lifted employee burden from the state and reduced expenses. I believe this was a 
good move but continuing to reduce funding and expecting the private sector to pick up that si ick is not adequate.

Thank you for your consideration.

Karen M. Hess
Chilkat River Adventures, Inc.
Haines, Ak.
(907) 766-2050

3/18/2007

mailto:riveradventures@aptalaska.nel


W e own a  vacation  rental business, the H om er Retreat, in Homer, A laska. W e also 
own and operate the Chicken Gold Cam p & Outpost, a tourist resort in Chicken A laska 
on the T aylor H ighw ay. W e have operated businesses in the Chicken area for 28 years. 
Our to . rism business, which incorporates a cam pground, restaurant, gift store, adventure 
tours and N ational H istoric Site, has grow n significantly over its 6 years o f  existence. Our 
businesses have provided a num ber o f  benefits to the rural local econom y and the State, 
including increased  em ployment, m ore local services, etc. But we are concem e ’ 'ith the 
continuing dow nturn  in individual highw ay travelers.

The num ber o f  travelers using the Taylor H ighw ay and Top o f  the W orld H ighw ay has 
decreased from  highs in the la te l9 9 0 ’s to a decade low last summer. The num ber o f  
border crossings at the Poker Creek station in  July o f  2006, was down 42.5%  from  the 
previous year and m ore than 50%  from  the past 10 year average. The 2006 num bers were 
actually w orse than  2004, w hich was an exceptionally bad year due to the Taylor 
Com plex fires. B order crossings at all borders w ere lower last year than any in this 
decade. This reduction corresponds w ith the inadequate funding to prom ote independent 
travel statewide.

The A laska Travel Industry Asoociation has proposed seeking $8.5 million in State 
funding for independent and highw ay travel m arketing. In our view, it is w arranted and 
long overdue. HB 167 has been introduced and wc strongly encourage you to support this 
bill as well as H B 147. The passage o f  HB167 w ould help re-invigorate the independent 
travel segm ent o f  S tate tourism . A lthough the H om er m arket has faired rather w ell in 
com parison to o ther areas, it too would benefit w ith passage o f  this Bill. The independent 
cam pground ow ner, fishing charter operator, gift store operator, bed and breakfast owner, 
small tour operator, rental agencies, etc, all can benefit by m arketing independent travel.

A dded prom otional m arketing o f  independent travel will serve to spread the tourism  
econom y to som e o f  the under-served, rural areas o f  the State as well as encouraging 
visitors to see m ore and stay longer. Increased spending for m arketing o f independent and 
highw ay travel will help to develop m ore destinations and reduce some o f  the overuse o f  
the high profile destinations. For our business and other small, rural, seasonal businesses, 
increased m arketing can prim e the pum p and foster more local hire and econom ic growth 
in the areas o f  the State w ith the highest un-em ploym ent. Thanks for your consideration.

Respectfully,

M ike &  Lou B usby

Chicken G old C am p & O utpost 
w w w .chickengold.com  
H om er Retreat 
w w w .hom erretreat.com

Representative Neuman,

http://www.chickengold.com
http://www.homerretreat.com


A l a s k a  S t a t e  L e g i s l a t u r e

P lease  en te r in to  th e  reco rd  m y testim ony  to  the  H o u s e  S p e c ia l C o m m itte e  o n  E c o n o m ic  
D e v e lo p m e n t, T r a d e  a n d  T o u r ism , d a ted  3 /13 /07 .

W e w o u ld  l ik e  t o  a d d  o u r  v o ic e  t o  t h e  c h o r u s  a s k i n g  t h a t  t h e  f u n d i n g  
f o r  A la s k a  T o u r i s m  b e  m a i n t a i n e d  a t  t h e  h i g h e s t  le v e l  p o s s ib le .  W e 
h a v e  h a d  t h e  a d v a n t a g e  o f  t r u e  w i l d e r n e s s  a u t h e n t i c i t y  f o r  5 0  y e a r s  
b u t  a s  n e w  w o r l d w i d e  a d v e n t u r e  d e s t i n a i  j n s  m u l t i p l y  A la s k a  w i l l  b e  
f o r c e d  to  c o m p e te - —v ia  e l e v a t e d  a d v e r t i s i n g  a n d  p r o m o t i o n —i o r  t h e  
t r a v e l e r  d o l l a r s .

W i th o u t  a g g r e s s iv e  f i n a n c i a l  s u p p o r t  f r o m  o u r  g o v e r n m e n t ,  o u r  
i n d u s t r y  c a n  p o s s i b ly  h o ld  o u r  o w n -— f o r  a w h i l e .  B u t  t h e  s t a t e  n e e d s ,  
n o t  s t a t u s  q u o , b u t  a  g r o w t h  i n d u s t r y  t h a t  b e n e f i t s  a l l  A la s k a n s .

T h a n k s  y o u  f o r  m a x im u m  f i n a n c i a l  s u p p o r t  o f  a n  i m p o r t a n t  e c o n o m ic  
e n g in e .

L a u r e n c e

Laurence John 
Great Alaska Adventure lodge 
www.greatalaska.com

8 0 0  5 4 4  2261

http://www.greatalaska.com


Notes o n C S  HB 147 (F IN )

CS HB 147 (FIN) Tourism Contract Matching Funds
The Finance Committee Substitute for HB 147 changes the match required o f  the 
qualified trr association (QTA) to receive State funds for the tourism marketing 
campaign. The current formula requires a 50/50 contribution from the State and the QTA 
based on the total funding for the campaign.

Under the CS, the QTA would be required to provide matching funds equal to at least 30 
percent o f the state money used for the marketing campaign. The State money used for 
the campaign may not exceed $8 million.

Why do we need a new fiscal note?
Now that the dust has settled, for the most part, on the operating budget, it was decided 
that a fiscal note should accompany HB 147 that includes an appropriation that would 
bring the total amount available for the contract to $8 million. This approach would be 
best, since if  HB 147 is not passed by the Legislature this year, the QTA would operate 
under the current program, which is a 50/50 matching program and the QTA cannot 
match $8 million.

There is S4.2 million in the FY 09 operating budget currently. A fiscal note that 
appropriates S3.79 should be attached to the bill. This would bring total funding for a 
QTA to S8 million in FY 09 if HB 147 passes.

It was also agreed upon that the QTA would not seek supplemental grant authority in the 
capital budget either this year, or in the following years. Currently, there is S3.0 million 
in the capital budget that will be removed.

Why did Finance not adopt a fiscal note to accomplish this ’
The FY 09 operating budget was still being considered by subcomm ittees when HB 147 
was back before the Finance Committee this year for consideration. It was unknown at 
that time if  an amendment would be made to add the funds to the Departm ent o f  
Commerce, Comm unity and Economic Developm ent’s budget. Since the appropriation 
should be contingent on passage o f  the legislation, than it most accurately reflected in a 
fiscal note.


