





senate finance committee report

DATE: 3/5/08

Finance Committee considered CS FOR HOUSE BILL NO. 147(RLS)

FURTHER:

DATE TURNED
INTO OFFICE:

HB 147 TOURISM CONTRACT: STATE FUNDS AND MATCH

H'tO-0V

"An Act relating to matching funds and state money for state tourism marketing contracts with trade
associations; and providing for an effective date."

and recommends-

[ 1 bereplaced with [ ]SCS or[ ]JCS
[ 1 adopt previous [ ]SCS or[ ]JCS
[ 1 attached amendment(s)

[ 1 adopt

Letter of Intent

[ 1 further referral to

NEW FISCAL NOTE(S):

Department Date Fiscal Indet.

[ ] APPROPRIATION - no fiscal note

Committee

Zero FN#

PREVIOUS FISCAL NOTE(S):

Department

c& D

Date

Viffsy

SENATE BILL:
[ 1 Same Title
[ J New Title

HOUSE BILL:
[V) Same Title

f j Technical Title

Change

f ] New Title w/

Fiscal

y

SCR#

Indet.

Zero

FN#



FISCAL NOTE

STATE OF ALASKA Fiscal Nole Number:
2008 LEGISLATIVE SESSION Bill Version- CSHD 147(RLS)
(H) Publish Date: 3/3/08
Identifier (file name): Dept. Affected: DCCED
Title "An Act relating to matching funds and slate money for state 'RDU Comm Assist & Ec Dev (405)
tourism marketing contracts with trade associations..."” Component Office of Economic Development
Sponsor Rep. Harris by Request
Requester 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 4,794.9 9,000.0 9,000.0 9.000.0
Supplies
Equipment
Land & Structures
Grants & Claims
Miscellaneous
TOTAL OPERATING 4,794.9 C,000.0 9,000.0 9,000.0

CAPITAL EXPENDITURES

CHANGE IN REVENUES (
FUND SOURCE (Thousands of Dollars)

1002 Federal Recr . Is

1003 GF Match
1004 GF 4,794.9 9,000.0 9,0000 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 sopatato patjo it nocossnry)

The House Rules Committee Substitute for HB 147 cnanges the match required of tho 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 Slate funds used lor the marketing campaign. Tho amount of State
funds used for tho marketing campaign may not exceed $9,000,000. With the passago of HB 147, a QTA will bo
required to provido matching funds in tho amount of $2,700,000.

Effective, July 1 2011 the amendments mado in HB 14/ to AS 44 33.125(a) are repealed and tho program will return to
Ihe 50/50 matching program that is in current law, unless further changes are made to AS 44.33.125(a).

Phono 405-0875
Dato/Timo 2/28/08 8:43 a m.

Prepared by:  Suzanne_Armstrong

Division House Finance Committee

Approved by;  Rep John Coghill, Chairman Palo 2/28/2008
House Rule- Committee
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FISCAL NOTE

STATE OF ALASKA
2008 LEGISLATIVE SESSION

Identifier (filo name):

Fiscal Note Number:

Bill Version:
(H) Publish Date:

Dept. Affected:

3

CSHB 147(RLS)
3308

DCCED

Comm Assist & Ec Dev (405)

Component Office of Economic Development

Title "An Act relating to matching funds and state money for state RDU
tourism markoting contracts with trade associations.

Sponsor Rep. Harris by Request

Requester House Rules Committee

Component Number

Expenditures/Revenues

(Thousands of Dollars)

2743

Note: Amounts do not Include inflation unless otherwise noted below.

Appropriation
Required

OPERATING EXPENDITURES FY 2009 FY 2009
Personal Services
Travel
Contractual 4.794.9 9.000.0
Supplies
Eqr pment
Land & Structures
Grants & Claims
Miscellaneous

TOTAL OPERATING 4,794.9 9,000.0

ICAPITAL EXPENDITURES | o

[CHANGEIN REVENUES ( ) | |
FUND SOURCE

Information

FY 2010 FY 2011 FY 2012

9.000.0 9.000.0

9,000.0 9,000.0

1 ... 1
(Thousands of Dollars)

1002 Foderal Receipts

1003 GF Match

1004 GF 4,794.9 9.0000
1005 GF/Frogram Receipts
1037 GF/Mental Health

Other Interagency Receipts
TOTAL 4,794.9 9,000.0

Estimate of any current year (FY2008) cost:

POSITIONS
Full-time
Part-time
Temporary

ANALYSIS: (Attnch aiPimralo pntjo tinvcossary)

9.000.0 9.0000

9,000.0 9,000.0

e

FY 2013

FY 2014

The House Rules Committee Substitute for H3 147 changes ttio 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 Ihe marketing campaign. The amount of State

funds used for tho marketing campaign may not exceed 59,000,000. With tho passage of HB 147, a QTA will be

required to provide matching funds in Ihe amount ol 52,700.000.

Elfective. July 1, 2011 the amendments made in HB 147 to AS 44.33.125(a) aru repoaled and the program will return to
the 50/50 matching program that is In current law, unless further changes to made to AS 44.33.125(a).

Prepared by:  Suzanne Armstrong
Division Houso Finance Conmnttou

Approved by:  Rep. John Coohill. Chairman

Phono 465-6875

Dale/Time 2/28/08 8:43 am

Houso Rulos Committee

(1 0t . 1 M

Date 2/28/2008

Pago lof 1



gllas&n i>tnte Hegfetnturc

Interim: (/unc-Dec) Session: (fnii-Mnij)
716 Wi si 4tii avenue, SUM; 600 State Caittol, Room 208
Anchorage, AK Juneau‘AK
99501-2133 "99801-1182
(907) 269-0129 (“07) 465-4859

Fax (907) 465-3799

Fax (907) 269-0126

John Harris

Speaker ofthe House

SPONSOR STATEMENT
HOUSE JRILL 147

“An Act relating to matching funds in state tourism marketing contracts with trade
associations’-

In 2001, the State of 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 of 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 the dual
effect of generating significant involuntary revenues to die state’s general fund and
eliminating the viability of voluntarily raising the private sector’ dollars required to meet

the 50% match.

The FYO07 budget for the core tourism marketing program consisted of $5.0 million in
state funds matched bv $5.0 million in private sector dollars to create a $10.0 million
marketing program. In EYO0S, 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 market Alaska and
compete lor 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 IWO to 200b.

| ethitlhilimm eii>'|\vi Cinlri o IML) liiih IM i e liclmiii » F.uftil e <Irn.lli'ii » I"iotm o S.Itilifl ®Slurp Mmmt.un o Siilliut o lilr.nn.i o V.iliiv



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 of the travel industry to grow Alaska’s private sector economy.

Therefore, CSHIB147 (RLS) 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
70/30 reflecting the reality of the travel industry’s ability to raise $2.7 million in
voluntarily private sector dollars to fund the core tourism marketing program. However
the amount of Slate funds used for the marketing campaign will be limited to $9,000,000.
The statutory changes made by MB 147 will be repealed July 1, 2011 and the program will

return to the 50/50 matching program.



Session: (Jan-M oay)
Slate Capitol, Room 208
Jun:au,AK 99801-1182
(907) 465-4859

Fax (907) 465-3799

Alaska State Legislature

Interim

(June-Dee)

716 West 4th Avenue, Suite 300
Anchorage, AK 99501-2133
(907) 269-0129

Fax (907)269-0128

John H arris

Speaker of the House

SECTIONAL ANALYSIS
HOUSE BILL 147

“ An Actrelating to matching funds in state tourism marketing contracts with trade

association”

Section 1 ofthe 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 Industry Association) to plan and execute a tourism
marketing campaign during the next fiscal year.

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

Explanation: In FYO7 the total combined funds from state and private contributions was

$10 million; $5 million in state funds matched by S5 million voluntarily
contributed from the tourism industry. With the passage of the cruise ship tax
initiative, the ATIA will no longer be able to voluntarily raise S5 million. The
state’s largest tourism segment, the cruise industry, will now be required to pay
millions of 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 SIS 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.



FYOQ07 Current Private Fund Sources:

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

$ 2,000.0

Private Industry Match

*Volunteer Cruise Contribution (no longer available)

Cruise Industry Advertising (redirected to their own programs)
AVisitor & Convention Bureau Contributions (no longer available)

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



Industry PILOT v2

Tourism Marketing - Industry Payment in Lieu of Taxes

mReg. Match PollarsTEbther Dollars DCoop Marketing CIPILT |

$7,000,000

millions

$6,000,000
$5,000,000 -
$4,000,000 -
$3,000,000
$2,000,000

$1,000,000 r i1 1

FY89 FYQ90 FY9L FY92 FY93 FY94 FYO95 FY96 FY97 FY98 FYID FYOQO0 FYOL FY02 FYO03 FY04 FYO5 FY06 FYO7
Fiscal Year

Alaska T *'cl Industry Association Confidential



KETCHIKAN

Our lileslylo, your reward

March 9,2008

The Honorable Bert Stedman
State Senate

Alaska State Capitol

Juneau, Alaska 99801-1182

Dear Senator Stedman,

As you know, the House passed II1B 147 last week. This is the bill introduced last session to change the
match requirements for the Alaska Travel Industry Association’s tourism marketing appropriation. My
understanding is that the hill has been referred to the Senate Finance Committee.

You will recall that during a meeting in your office on January 22 we discussed this bill as well as SB144,
a similar bill also introduced last session which was passed out of Finance committee to Rules on 5/7/07
and has not moved this session. During that meeting you urged our association to work on getting the
House version ol the bill approved and moved to the Senate.

It was very gratifying to see that 1IB 147 passed the House with a 34 to | vote. Now that the bill is
awaiting action in Sena.? Finance, | want to urge your support for scheduling a hearing and approving its

passage at your earliest possible opportunity.

| wish you the best as the session continues, and look forward to your valuable support in moving ItB147
through the Senate.

Sincerely,

Patti Mackey
executive Director

C AHA Board of Director
Ketchikan Visitors Bureau Board of Directors

KI KItIKAN VISIIOKS BURTAII « 131 front Street Ketchikan, Alaska 99901 « 907-225-f>I<>G
[-mail: pmaikey<«visil-ketchikan.com « www.visil-ketchikan.com


http://www.visil-ketchikan.com

Industry PILOT v2

Tourism Marketing - Industry Paymentin Lieu of Taxes

Fiscal Year

Alaska T  'ol Industry Association Confidential 44" "007
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Alaska Tourism Fact:

Tourism driven salary & benefits

Sovko: AUslu Dept of Commerce, Commodity A Economic Development - 2002
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Alaska Tourism Fact

4 600 Hotel Rooms

Constructed in the past 10 years

Source: Alaska Dept, of Labor - 2004 (updJ»<od with AHA data)
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Alaska Tourism Fact:

Industry Infrastructure Investment

Source: Alaska Dept, of Commerce, Comauutlty A Economic Development *2002
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Alaska Tourism Fact:
#

Benefit to non-tourism business

S««irct: Alaska Dept. of Commerce, Community 4 Economic Development - 2002
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Source: Alaska Dept, of Commerce, Community 4 Economic Development - 2006



Alaska Canada Border Crossings
2001 -2006
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Years

2001 2002

Border crossings (ALCAN and Poker Plats) evclusive of Motorcoach and Commercial Truck Traffic

Numbers Provided By Tok APLIC-Visitors Center



Today, fyou live in Alaska, you benefit from the visitor industry. From cab drivers to accountants, construction workers >0 florists, virtually
everyone isaffected by the business of travel dut because tourism iscomprised of many different sectors and thousands of smJ 1 businesses,
Its importance isoften hard to discern. This report ismeant to help Alaskans better understand one of our co.e industries - travel and tourism.

TOUR S M

It's everyone's business



TRAVEL & TOURISM

SALES BY SPENDING CATEGORY
Source: The Alaska Ti'Uftsm Salclllte Account
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Direct travel-related sales equal more than $856
million dollars annually in Alaska. The largest single
category is accommodations, which makes up 15%
ol sales. But spending doesn stop there. Avariety ol
industries seemingly unrelated to travel and tourism
benefit from supplying busine ses that service travelers.

TRAVEL & TOURISM CONSTRUCTION

Sc ree rile

rouiivn

AtcuM

is a renewable resource that helps
diversify our economy and enhances the quality of life for Alaskans. Avibrant 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 ot Alaska's greatest opportunities.

ECONOMIC CONTRIBUTION

Engine of Growth

The tourism industry is one of our slate's most important economic engines. Overall, travel
ana tourism's economic contribution in Alaska stands at more than $1.6 billion annually, not
including goods and services coming from outside the state. This represents 5.6% of Alaska's

gross state product.

The travel industry is also an area of potentirl economic growth. Between 1998 and 2002 (the most
recent year data is ava table), tourism's economic contribution in Alaska rose 28%.

REVENUE REALIZED BY NON-TRAVEL & TOURISM INDUSTRIES
Source: Too Alasi3 Toursm Satellite Acoount

RANK INDUSTRY $ VALLE
Real Estate 24.4 million
Engineering-Architectural Services 16,3 million
"Wholesale Trade 14.9 million
Arrangement of Transpoitau n 14.9 million
Banking 14.5 million
Maintenance and Repair Facilities 13./ million
Natural Gas and Crude Petroleum 12.3 million
Motor Freight TransportAVarehousing 12.0 million
Communications 11,5 million
Accounting-Auditing and Bookkeeping 11.3 million
Management and Consulting Services 9 8 million
Other Business Services 8.8 million
Personnel Services 8 7 million
Computer and Data Processing Services 7 4 million
Electric Services 7.2 million
All Qilier Industries 96.5 million
Total $284.1 million

(lie impact travel and tourism spending has on revenues is i ntensive. Tin's list mhows the degree tn
which tourism activity supports oilier businesses that provide serv.ci sto the travel businesses ul Alaska

$4/0 Million in Investments

In addition, travel-related businesses invest millions of dollars each year in capital pioiecls that
play a key roln in Alaska's economy. Iliese include construction ol hotels, equipment and ulhei
infrastructure expenditures, While Ihe amounts varv from year to yeai, the chart at left gives an
example of construction expenditures related to travel and tourism over a live-yenr period.



revenue. to government

Taxes and Fees
Visitors and visitor-related businesses are a source of revenue for state and local government in
Alaska. In 2002, $152.4 million in state and local government revenue was generated by travel

and tourism in Alaska.

State taxes and fees include corporate protits tax, property tax, transportation and landing fees,
licenses and an excise tax on rental vehicles, of which 85% or $6.5 million is attributable to visitors.

Local governments colleger) $58 million, primarily from property and bed taxes. In addition, cruise
companies pay communities about $14.6 million in dockage and moorage fees each year.

The Travel Industry Association of America estimates that each U.S. household would pay $923
more in taxes without the tax revenue generated by the travel and tourism industry.

Lodging Taxes
Bed taxes are levied in many communities in Alaska. In 2005, 42 Alaska communities collected
a lodging tax at a rate langing between 3-10% and totaling $21.5 million in tax revenues to

local governments.

VISITOR STATISTICS

Visitor Spending
Onaverage, each vacation/pleasure visitortoAlaska
spends $2,430, excluding transportation

Visitor spending has increased dramatically over the last decade. This growth is fueled by an
increase in the overall number of visitors. Opportunities for visitors to spend money have also

broadened with the expan ;ion of tours and retail stores.

Most ol the visitor industry growth in the last dccadc has been fueled by increased cruise travel.
Affordable rates, cap.tal nvestments and a worldwide growth in cruise travel have made this
method of visiting Alaska a popular option. While many lirst-time visitors like the convenience
ol buying a prepackaged lour, almost a third (27%) ot visitors who come back on their own first

visited Alaska on acruiseship.

Interesting Facts about Alaska Visitors

¢ 61% rate tlieir trip as excellent

e 31% are repeat travelers

e 26% use frcquent-flyer miles

e 81?% are college educated

e lhe average age is 54

« Theaverage length of stay is 10.7 days

REVENUE TO STATE & LOCAL GOVERNMENT

Sourcct THe Alaska Tourism Sate"le Accouni .

$94.3 million

State Government
(revenues

LODGING TAXES, 2001-2005
Source: Ali-uka Tatable 2005 Dollars

5

VISITOR VOLUME
2002-2006, MAY-SEPTEMBER

SoufCC: AVSP, AllA 2005

VISTOPS BY TRAVEL MODE
2006 MAY-SdVEER
S(]I(L‘. AVSP

fFRRY

110
HGHWAY
65,00



INDUSTRY EMPLOYMENT

Tourism Generates Jobs

Travel and Tourism Economic Activity in Alaska Generates:
e 40,000 full-time equivalent jobs
¢ 13.7% of all employment in Alaska
¢ $1.15 biilion in wages and benefits to Alaska workers

These numbers show travel and tourism in Alaska to be a valuable industry in creating employment
opportunities for residents. Alaskas travel industry accounts for 13.7% of all employment in Alaska.
In other words, the industry directly and indirectly accounts for about one in every seven jobs.

Travel-related jobs are growing 3t a faster rate than overall employment in Alaska. Leisure and
hospitality employment increased 10% between 2001 and 2005. This is good news for Alaskans in
search of employment and a corresponding challenge to businesses that need to fill a wide variety ol
positions. Studies also show that the Alaska hire rate for lhe visitor industry (78%) is well above that

of most other industries.

TOURISM MARKETING

Return on Investment

Every $1 spent o:t state tourism marketing *nturns an estimated $1G3
31% of all respondents to the state's tourism marketing program travel
to Alaska within four years

Instead of moving the product to the consumer, touiism is unique in that the consumer must be
enticed to travel to the product. However, few businesses in Alaska are large enough to conduct
a national advertising program to lire visitors north. As a result, most cities, states and even
ountrios conduct arr overall campaign lo generate interest in the destination. It is then up to
individual companies to attract visitors tothe:r placcof bh. ess. Alaska’ state tourism marketing
program in EYO7 is $11.5 million. This includes more than $5 million raised and contracted
by the private sector. Ot the 16 states that use pr-vate sector dollars for state marketing, only
Florida and California contribute more to their ste t's tourism marketing program. lhe majority
of states utilize public funds Alaska ranks 38th in public sector funding for tourism promotion.

Competition

Countries throughout the world have open’d their doors to tourism as one of the most direct, low-
mipacl aieas foi growth. Unfortunate!/, this has also tt J to extreme competition for visitor dollars
While Alaska has much to offer, there are many destinations m the world that ore ol equal interest
tn visitors. At the same time, leieardi indicates that in the last six years, the percentage of U$,
adults who are high-potential Alaska travelers has dot lined from 11% lo 9%.
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Q Who makes up the vis tor industry?

A The vast majority of travel-related businesses in Alaska
are small. Most companies have less than 50 employees and
a great many have less than five employees. Businesses are
interdependent with small 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 io the Alaska Travel Industry Jobs website at
wwwAlaskaTourismJobs.com. Job fairs are also held each
year for seasonal positions. Asummer job is a great way to
stait in the business. Many of the state's most successful
travel industry CEGs staiiad with a front line position.

Q I've got relatives corning. Whe'u can 1get more information
on travel to Alaska?

A: For more information on trip planning to and within
Alaska, log on to wv.vcTravelAlaska.com. The site gives you
.nfurmation on all regions of Alaska and puls you in touch
with hundreds of Alaska businesses. You can also order a
free State Vacation Planrcr for you or your visiting friends

and relatives.

Q: Whois the Alaska Travel Indusliy Association?

A The Alaska Travel Industry Association (ATIA) is a non-
profit organization that represents the visitor industry in
Alaska. ATIA'4 contracted by the State ol Alaska to serve as
its official tourism marketing organization. ATIAS mission
includes promoting travel to and within the state, increasing
overall awareness of tie visitor industiy and working
coot)' “itively with the stite on tourism development and

inge planning.
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ALASKA TRAVEL INDUSTRY

ASSOCTI ATTI ON
March 5. 2007

The Honorable Representative John Harris
SPeaker, House of Representatives

State Capitol

Juneau, AK 99801

Dear M. Speaker,

Thank you so much for supporting the Alaska Travel IndustrY A_ssociation_[ATIAJ
through your sponsorship of HB 147, “An Act relating to matching fund., in stdte
tourism marketing contracts with trade associations."

Seventeen_¥_ears ago Harvard economist Michael Porter put forward the recipe
for competitive success by establishing that winning industries or regions will be
those that differentiate themselves _bY promoting their uniqueness. Alaska tourism
has a competitive advantage by virfue of its beauty, location and natural
resources, and the tourism industry has worked hard to promote the state's
exceptional attractions.

But an increasingly competitive global marketplace is bearing down on us, and
itis no longer enough to have a ?reat product. As Porter said, we must have the
means to compete and differentiate ourselves ina marketplace where other
destinations are willing and able to spend much more to reach their markets.

The good news is that tourism, through its destination marketing efforts, offers a
strong pipeline - a marketing pipeline that connects the Alaska travel experience
and Alaskan businesses with consumers all over tho world. The deliverable is
immediate and equates to more than 1.9 million visitors every year.

Like other natural resource industries, we endeavor lo reach the market, but our
pipeline - built mere than 50years ago - needs refurbishing. Ihe current
destination-mar' oting budget combines $5 million in private funds raised from
the indusfn/ with $5 million matched by the state, all managed by ATIA But that
amount is no longer en_ou%_h for our message to penetrate the market.
Increasingly. other destinations are flooding consumers with more television



commercials, travel stories, co-promotions, direct mail, brochures and Internet
marketing. Infact, Alaska now ranks 3gth out of the 5o states interms of public
sector funding for tourism marketing.

ATIA antm[Pate_s that its marketing effort will be further impacted when industry
partners with bigger tax bills to pay are forced to abandon their voluntary
contributions to the ma.keting program. Conservatively, ATIA stands to lose $25
million in industry contributions along with the matching $2.5 million from the
state. Other state and mumcg)al taxes, fees, transport charges, a new car rental
tax, lodging tax increa es an pendm? cruise industry taxes now account for an
estimated $140 million collected from tourism businesses and our visitors. This
number increases when you add in other municipal and state assessments.

Sowho gers hurt when Alaska's competitiveness dwindles? Small tourism
businesses, those who want jobs in the fourisi n industry, our economy and our
economic advantage.

The decision to grow Alaska travel should ue an economic development and
investment deciSion - not a budget decision - in which the governor and the
legislature Fartlmpate. As the tourism industry faces an ever-compctitive future
with dwindling resources, the legislature has been asked to look at tourism  a
renewable economic resource and to develop the economic potential 0. ‘he
industry by overhauling the existing pipeline to bring Alaska's travel resource to
market, including: o _ _
1. Increase the funding level for the ATIAcore destination-marketing program in
the next state operatm? budget to $20 million; _

2. Increase the current funding level for a separate program to entice more
mdteplyetndent travelers to $8.5 million equal to the amount of the current vehicle
rental tax.

The potential for the iravel _mdust[}/ to fi rther strengthen Alaska's economy and
enhance itsresidents’ qluahty of life is tremendous - each vacationer spends
about $1,260 to en.'oy flightseeing trips, f|sh|nchharters, museums, rg}lam_ers. _
Native culture and state and national parks. But developing it further will noi
happen by accident. If Alaska is to stay competitive for the good of future
?eneratlons, it will be imoodaof to remember tourism is not just ATIA'S business or
he state's business or the legis'ature’s business. Tourism is everyone's business.

Ron Peck, COO .
Alask. Travel Industry Association
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EVENMOTHER NATURE HAS FAVORITES! SEE WHY, VISIT VALDEZ.

Representative Mark Neuman
Slate Capitol, Room 432
Juneau, AK 99801

RB: 11B 147 and HB 167

Dear Representative Neuman:

On behalfofthe 175 members of the Valdez Convention and Visitors Bureau we are writing you this Cucr
to urge you to support [1B 147 and MB 167.

The community of Valdez is often known in the State as an oil town; however we arc also a tourism town
with the ability to host over 2500 guests in a given night. Our community and member businesses arc
directly dependent on the travelers coming to Alaska and therefore dependent on the generic marketing

program of the Alaska Travel Industry Association.

In the last year the programs o f the Alaska Travel Industry Association have produced major results for
Valdez such as:

« 6 travel related features in national newspapers, magazines, and on radio stations,

« 5new itineraries in brochures from international tour operators, and

« Thousands of leads from cooperative advertising and marketing programs.
"Lhcsc amazing results aic created from the current budget; imagine the results that could be realized if the
increase in the funding equations and levels outlined in HB 147 and HB 167 were a reality.

Currently Alaska ranks 38|Kamong the 50 States in the amount of public funds used for tourism marketing.
The public funding in other states and r.cn cities has continued to grow larger than that of the State of
Alaska, causing Alaska to quickly loose its ability to properly compete in the marketplace both nationally
and internationally. Additional funding is necessary to stop the lors and allow Alaska *' make the
necessary gain in the marketplace. The communities that stand to benefit the most from increased generic
marketing for Alaska ar: those like Valdez the smaller towns of the State.

"I lie Valdez Convention and Visitors Bureau urges you to support 11B 147 and 1B 167 bemuse by
supporting these pieces of legislation you arc supporting the heath o fthe tourism industry in Alaska.

Sineetcly,

CoUUM IWI>

( ollecn Stephens

President o f the Board of Directors
Valdez Convention and Visitors Bureau
POBox 1603

Valdez, AK 99686
info@valdezaluskn.org

CC. Representative John llattis
Alaska Travel Industry Association
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Representative Neuman,

We own a vacation rental business, the Homer Retreat, in Homer, Alaska. We also
own and operate the Chicken Gold Camp & Outpost, a tourist resort in Chicken Alaska
>n the Taylor Highway. We have operated businesses in the Chicken area for 28 years.
Our tourism business, which incorporates a campground, restaurant, gift store, adventure
tours and National Historic Site, has grown significantly over its 6 years of existence. Our
businesses have provided a number of benefits to the rural local economy and the Stale,
including increased employment, more local services, etc. But wc are concerned with the
continuing downturn in individual highway travelers.

The number of travelers using the Taylor Highway and Top of the World Highway has
decreased from highs in the late!990’s to a decade low last summer. The number of
border crossings at the Poker Creek station in Jr!'y of 2006, was down 42.5% from the
previous year and more than 50% from the pn*t 10 year average. The 2006 numbers were
actually worse than 2004, which was an exceptionally bad year due to the Taylor
Complex fires. Border crossings at all borders were lower last year than any in this
decade. This reduction corresponds with the inadequate funding to promote independent

travel statewide.

The Alaska Travel Industry Association has proposed seeking S8.5 million in State
funding for independent and highway travel marketing. In our view, it is warranted and
long overdue. »B 167 has been introduced and wc strongly encourage you to support this
bill as well as 11B147. The passage of I1B 167 would help re-invigorate the independent
travel segment of State tourism. Although the Homer market has faired rather well in
comparison to other areas, it too would benefit with passage of this Bill. The independent
campground owner, fishing charter operator, girt store operator, bed and breakfast owner,
small tour operator, rental agencies, etc, all can benefit by marketing independent travel.

Added promotional marketing of’independent travel will serve to spread the tourism
economy to some of'the under-served, rural areas of the State as well as encouraging
visitors to see more and stay longer. Increased spending for marketing of independent and
highway travel will help to develop more destinations and reduce some ofthe overuse of
the high profile destinations for our business and other small, rural, seasonal businesses,
increased marketing can prime the pump and foster more local hire and economic growth
in the areas of the State with the highest un-employment. Thanks for your consideration.

Respectfully,
Mike & l.ou Bushy

Chicken <iold Camp  Outpost
www.eliickenuold.com

Ilomcr Retreat
www.honicrrctrent.com
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Atlention: Finance Committee & Economic Development Trade and Tourism

Committee

| firmly believe that tourism Is one of the biggest brightest spots for the
future economical health of our State of Alaska. My family has been earning a
healthy living In tourism since 1968 and now my daughter Is being trained in tire
essential real world skills of business, custon»er service and professionalism
thanks to touhsm. | have trained many young people in the upper Su-Valley 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. Houso Bill #167 will remedy this oversight and fund the marketing of
Alaska and benefit ali the small mom and pop businesses that rely on the tourism

season to sustain their families.

Also, House Bill #147 Is vital to the tourism industry. Having been a
member and past president of the Mat-Su Convention and Visitors Bureau as
well as a lifetime resident of the Upper Susltna Valley | havo 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
thoir funding. The cruise ship industry has marketed our state very well and the
numbers show it, thoy aro tho only reason the number of visitors to our state
haven't bottomed out. My small company does not have a oontract with a cruise
company, however we know our clients 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 as the world market place becomos more and more competitive. Other
“destinations" havo boon much quicker on the up-take in seeing the economic
value of tourism dollars.,, or money flowing into state coffers (licences, fees,

jobs, construction, infrastructure, taxes).

Wo havo gono from boing in the top ten to the 38thin rank for tourism
marketing funds. Twenty five states spent more than double. Plefl9e support
small business; have the vision to bring the benefits of this renewable industry
home and add to the economic stability of our State.

y

P6-Sox 73
Talkeetna AK 99676
(907)733-1861
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Rex Shattuck

From: Lori Stepansky [Istepansky@haines.ak.us]
Sent: Thursday, March 08, 2007 1:42 PM

To: Rep. Mark Neuman

Subject: ¥exkkSPAM* ** Please Support Tourism

Follow Up Flag: Follow up
Flag Status:  Purple

Representative Neuman,

You are probably being inundated with the ATIA member emails to support tourism funding. I’ll add my
personal note that it is a no-brainer to see that promotion of Alaska as a destination will provide
employment for people as well as bringing people here to spend money means more tax dollars for the state
to work with. | know there are many issues to consider and no industry wants to deal with decreases in
funding. | don profess to be the most knowledgeable of all the realms of politics, but it has never made
sense to me to cur 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

WHERE DOES ALASKA RANK IN PUBLIC SECTOR TOURISM FUNDING?

* In 2005 we ranked 39tli in public sector funding for Tourism Marketing. That year, 25 states spent
more than double Alaska's public sector funding.

The Alaska Travel Industry Association (ATIA) has consistently argued that the State's Tourism Marketing
programs aie essential to insure the visitor industry remains a strong, vibrant and growing sector of Alaska's
economy. ATIA was established in 1999 and has accomplished a greet deal m marketing Alaska as a
destination for both domestic and international travelers.

Alaska now ranks 38th among the 50 states in public sector funding for tourism. We have rapidly lost much of
our voice in the marketplace, while other states (and even many cities) as well as computing International
destinations continually increase their investments in promotion. With current levels oi funding for visitor
marketing, Alaska's visibility in our extremely competitive industry will continue to decline.

Alaska has not only lost ground against competing destinations, but in the costs associated with our marketing
effort;;. Postage, TV airtime, Magazine ad space and even the simple cost of the paper have more than
doubled since 1990 - in that same timespan the Slate's contribution to marketing has dropped from over »-14
million (over 7.7 million in 2006 dollars) to only 55 million last year. Simply put, Alaska's marketing budget fa
combined $10 million last year) buys only a fraction of what it used to,

Since starting up in 1999, AITA’s financial participation in Alaska's tourism marketing program has grown from
$2 million to over $5 million. The state's participation has dropped from over $15 million In the early 90s to §5
million m 1YOG. No other state has been as successful in raising marketing funds through voluntary private-

sector contributions.

3/10/20(17
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ATIA raised over $5 million in marketing funds in FY07. The State's operating budget reached parity with the
industry at $5 million each. However, taxes targeted at the industry will Increase again this year arid it is
unrealistic to expect the same level of voluntary participation by heéavily taxed sectors of the mdustrg -
therefore ATIA expects to reach only $2 million”in funds from our cooFeratlve _marketmc}; proqrams. ome of
the additional taxes received by the State in the next fiscal year should be re-invested to replace lost
voluntary marketing contributions.

Tourism is not a drain on the State's resources. In fact, a 2006 report by the State's Department of
Commerce, Community & Economic DeveIoEment showed that Tourism had a net henefit to the State's coffers
of $20 million in FY05 - nearly as much as the combined net benefit of the Timber, Mining and Commercial

Fishing industries.

Alaska's visitor industry continues to be ong of the state's largest emﬁloyers and one of the bright spots in
Alaska’s economy during the post decade. The latest statistics from the Alaska Department of Labor show
almost 40,000 annual jobs in the leisure and hospitality industry, more than 13% of the state's total job force.
The industry represents $1.15 Billion in wages & benefits to Alaskan workers.

Alaska's visitor industry is also an important economic engine that reaches out to many other industries and
creates even more jobS for Alaskans. When you add in refail trade, transportation and “service jobs, anyone
can see why the tourism industry is so important to Alaska's economy.

For those who_comﬁlain that tourism marketing is only for big business, they should look at ATIA's
membership list. The major|t1y of ATIA members have five or fewer employees. Over 90% have fewer than 50
employees. If it wasn't for AT|A's cooperative marketing programs, most wouldn't be able to afford to reach

national and international audiences.

We understand the hard decisions facing the legislature as they plan each year's budglet. However, as _
legislators consider the budget for Alaska's Tourism Marketing program we hope they'll keep in mind that this
isan investment in Alaska's most vibrant and growing economic sector - and unlike many other sectors, one

that is matched by the industry itself.

ATIA strongly believes that the $18 million funding requested from State (matched by a private sector
contribution of $2 mI||I0n2 toward the ATIA administered Alaska Tourism marketing campaign should come
from funding source(s) other than the State's vehicle rental tax.

ATIA urges the legislature to follow through on the original intent of the legislation that established the
statewide vehicle tental tax, by depositing vehicle rental tax collections into a separate account angd
reinvesting 100% of the revenues (estimated at $8.5 million in FY08) toward the funding of an Independent
Traveler Marketing Campaign.

l.ori Stepansky

lixccutive Director, Haines CVB
PO Box 530

Haines, AK 99827
907-766-2234

Fax 907-766-3155

Cell 907-314-0067
w-wwcluincs.nk.us
Isu,p,insk)@luiiies..ik,us

Haines...everything you dreamed Alaska would be.

3/10/2007



Beth Schneider

From: Mark Miller [tourpl@hotmail.com]
Sent: Tuesday, February 27, 2007 10:10 AM
To: Rep. Mark Neuman

Subject: Legislative Request

Dear Representative Neuman:

It was a pleasure to meet you at the Big Lake Corum the other Saturday and talking to you
and your staff member about issues imoortant to the tourism irdustry in Alaska. As a
resident of Meadow Lakes, 1 appreciate the leaadership you and Senator Huggins have
exibited in the early part of this session and look forward to working with you both

throughout this session and future sessions.

As the State"s Tourism Planner working at the Alaska Travel Industry Association (ATIA), |
have the opportunity to work next to those that market the State. Their $10 million
annual budget is funded from membership contributions and some money from the State as a
qualified trade association within the Department of Community, Commerce and Economic

Development,

In years past the split between state and membership funds has been 50-50 and the total
allocation has been about $5.0 million.

This year you have the opportunity to forge a lasting and positive impact on tourism
marketing in Alaska, and its your participation in making that happen that brings me to

you today.

In your position as Chairman of the House Committee for Commerce, Trade and Economic
Development, 1 am asking for your support of recently submitted legislation by request of
representative Harris, HB 147, that changes the State-ATIA split from 50-50 to 90

(State)-10 (ATIA).

This change is needed to maximize the funding that ATIA will receive from membership with
State funds in light; of potential decreased contributions from the Cruise Shipsector. As
you know, once the Cruise Ship Initiative was passed lastyear by the electorate ina very
close vote, tho Cruise Ship contribution directly to the state went to possibly over $100
million. It is my own opinion that the Cruise Ship industry, who has been a leading
contributr to ATIA, will [limit their contributions to ATIA in the future, therefore the
50-50 split is no longer valid and failure to change it may jeopardize the excellent

marketing program conducted by ATIA.

Please support HB 147,

Additionally, ATIA is requesting that the marketing budget contribution from the State be
increased from $5.0 million to $28.5 million.

Some $8.5 million should come from the rental car tax passed in 2005, whose legislation
states clearly that the tax collected was to be allocated to tourism marketing.
Unfortunately, that has not you happened.

Another $20 million could come from part of the Cruise Ship allocation that will start
flowing into the stato general fund starting this spring. As a member of the Commerce,
Community and Economic Development House Finance Sub-committee, you have tho opportunity
to make this happen. Based on the CPI increases between the Alaska tourism marketing
budget in 1990 compared to 2006, tho State contribution in 2006 should havo been $23
million, just to keep pace. The move to $28.5 million for the total State contribution
lor the coming year is more than justified if the State wants to continue one of its

strongest economic engine called tourism.

Thank you for considering my request. I bcloive you will find very strong support loi
these requests in tho many members 0f. the tourism industry in your D istrict.

Take Care


mailto:tourpl@hotmail.com
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Rex Shattuck

From: Bruce Bustamante [bbustamante@anchorage.net]
Sent:  Friday, March 09, 2007 2:32 PM

To: Rep. Mark Neuman

Subject: HB 147 and HB 167

Dear Representative Neuman:

Alaska’s visitor industry is also an important economic engine that reaches out to many other industries
and creates even more jobs for Alaskans. When you add in retail trade, transportation and sendee jobs,
anyone can sec why the tourism industry is so important to Alaska's economy.

The Alaska Travel Industry Association (ATIA) also urges the legislature to follow through on the
original intent of the legislation that established the statewide vehicle rental tax, by depositing vehicle
rental tax collections into a separate account and reinvesting 100% of the revenues (estimated at $8.5
million in FY08) toward the funding of a separate marketing campaign targeting independent travelers

most affected by this tax.

ATIA's request for the State to appropriate $18 million to fund a Statewide Tourism Marketing program
will be matched by $2 million generated from the industry in cooperative marketing programs to achieve
a $20 million marketing campaign. The state's rc-investment, even at $18 million, will be a fraction of
the conservatively estimated $130 million the State will receive in revenues.

We understand the hard decisions facing the legislature as they plan each year's budget. As legislators
consider the budget for Alaska's Tourism Marketing program wc hope they'll keep in mind that this is an
investment in Alaska's most vibrant and growing economy. With that, 1ask for your support of HB 147

and HB 167.

Thank you.

Bruce Bustamante

Presidcnt/CEQO

Anchorage Convention & Visitors Bureau
524 W Fourth Avenue

Anchorage, Alaska 99501-2212

Ph: (907) 276-4118

Fax: (907) 278-5559

Anchorage: Big Wild Life™

4-Time All-America City
H.xplore Anchoiage.net

3/10/2007
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Rex Shattuck

From: director@sitka.org

Sent: Thursday, March 08, 2007 2:17 PM
To: ROF.Mam Neuman

Subject: Bills HB147 and HB167

Follow Up Flag: Follow up

I lag Status: Purple

March 7, 2007

Representative Mark Neuman,
Chair of the House Special Committee on Economic Development, Trade and Tourism State

Capitol, Room 432 Junea, Alaska 99801

Dear Representative Neuman:
I urge you to realize the importance of Bills HB147 and HB167, which will affect the

State"s tourism marketing formula and core marketing program.

Our agency relies heavily upon the Alaska Travel Industry Association®s marketing efforts
to assist in reaching world-wide audiences. By their programs that offer co-operative
efforts, we have been able to participate within our budget means for much needed
additional exposure. Cuts to any of ATIA"s marketing programs would strongly affect our

promotion.

The decisions facing the legislature are difficult and | hope you will realize the state's
marketing budget is an investment in Alaska®s most vibrant and growing economic sector,
tourism! ATIA members and partners have all invested in this worthwhile industry which
has almost 40,000 annual jobs in leisure and hospitality, representing

1.15 billion in wages and benefits to Alaskan workers (according to the latest statistics

from the AK Dept, of Labor)!

Out of the 50 U.S. States, Alaska ranks 38th in public sector funding for tourism. The
state lias lost much of its momentum in the extremely competitive marketplace. With
current levels of funding for visitor marketing, Alaska®"s visibility in our extremely
competitive industry will continue to decline. 1 trank you in advance for iooking
seriously at the importance of the bills HB147 and HB167.

Respect Cully,

Sandy Lorrigan

Sitka Convention and Visitors Bureau

(907) 747-5940

PO Box 1226, Sitka, AK 99835

Sitka, Alaska - The Natural Place to Visit!
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KETCHIKAN

Our lifestyle, your reward

March 9, 2007

The Honorable Mark Neuman

State Capitol, Room 432

Juneau, AK 99801

Rep Mark Neumanfflilegis.state.ak.us

Dear Representative Neuman,

The Ketchikan Visitors Bureau represents 300 businesses, organisations and indi dduals who support our
efforts to market Ketchikan and the southern southeast region of the state as a /isitor 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 italone. That's why Iam writing you to let you
know how important the Alaska Travel Industry Association’s marketing programs are to our organization
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. | 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 RE
jobs (The Economicand Employment Impacts of the Visitor Industiy in Ketchikan, JUO-1: McDowell
Group). The request before you and other legislators this year to increase funding of and lessen the
match requirements for AHA 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 visitois but you have the opportunity now to
grow the industry by increasing ATIA's ability to market Alaska to the world. |urge your suppoit of
1113147 and 1113107. It's vital to Ketchikan, it's vital to Alaska.

Sincerely,

Patti Mackey
Executive Director

C. Representative Kyle Johansen
Representative Bill Thomas
Representative Peggy Wilson

KI K'ill KAN VISITORS BUREAU « 131 Iront Street Ketchikan, Alaska 99901 « 907-225-611.G
E-mail: pmackeywivisit-ketchikan.com « www.visitkotchikan.com
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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.

S00000 — 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 this committee has given each of you a
30,000 foot view of Alaska's private sector economy — a view | 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 —

| encourage this committee to view these two bills as an economic development

proposal — you are the investment committee for Alaska, Inc. — we, the
proposers, are Ale ska 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 become 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) Astrong brand creates a strong market but we still have to make the sale
— if we do not ask people to visit, they will NOT come anyway — each of
us have destinations on our personal B4UDIE lists - none of us will make
it to each of the places on our list — we are most likely to visit those
destination that invite us — the 70 million dollars cruise companies spend
inviting people to Alaska each year certainly has shown us that which we
already knew — MARKETING WORKS

4) The dollars proposed for reinvestment back into destination marketing are
dollars coming into state government from the travel industry — they
represent a sustainable funding source — the state receives a net return
of over 20 million from the travel industry —- that money can either be
spent on growing state government or reinvested into growing the private

sector.

5) Our proposal's ROl — IF you choose to reinvest travel industiy tax dollars
into destination marketing --- the return will be a substantial dividend for
Alaska — for the private sector economy — for the quality of life --- for
local governments — AND for state government — the term reinvestment
is not used as a euphemism for "spending” — the difference between a
budget increment for destination marketing and thousands of other
competing priorities is that reinvesting in destination marketing today will
bring more travel industry tax dollars into state government tomorrow —
our investment proposal will help not hurt the state's future ability to

balance its budget.

Having a great Alaska travel industry is not a matter of chance, it is a matter of
choice — but for good or for bad, it must be realized that it is not a choice that
the thousands of Alaskan small business entrepreneurs can make on their own -
— the laws of economics and the global marketplace dictate that it is a choice
that must be made in partnership with you, the elected representatives of the
State’s public sector — Alaska's entrepreneurs CAN provide the great ideas and
the 24/7 energy required to produce great travel product — but it will require
private industry, the Legislature, and the Governor all workinn together if we are
to find a way to overhaul and upgrade the destination marketing pipeline that
must exist if Alaska's travel resource is to continue to be brought to market —
the reward for success in this effort will be great — a balanced, sustainable, and
growing Alaska travel industry that will continue to deliver its significant
economic and quality of life benefits to Alaskan's for decades to come.



Page 1ot'l

Rex Shattuck

From: Karen Hess [riveradventures@aptalaska.net]
Sent:  Sunday, March 18, 2007 10:17 AM

To: Rep. Mark Neuman

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

lam sending this e-mail to let all of you know that Iam in support of the fol'owing bills: HB 147 & HB 167

My husband and Iown and operate a tour company in Haines and have been in business since 1991. During
those years we have grown our company from Ihe 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. Twould encourage the State of Alaska to increase funding for marketing
Alaska as a destination. Itamazes me that we can see commercials advertising states like Idaho, lowa,
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 greatjob of advertising Alaska for us, that does
not bring the "rubber tired” traffic that we are losing. We need itall, 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 Iam very actively involved in promoting our state but we need more
funding from the Slate level. Please consider funding the Alaska Marketing Program as requested. When AVA
and ATMC combined in 1999 itlifted employee burden from the state and reduced expenses. |believe this was a
gcod move but continuing to reduce funding and expecting the private sector to pick up that slack is not adequate.

Thank you for your consideration.
Karen M. Hess

Chilkat River Adventures, Inc.

Haines, Ak.
(907) 766-2050

3/18/2007
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Alaska State Legislature

Please enter into the record my testimony to the House Special Committee on Economic
Development, Trade and Tourism, dated 3/13/07.

We would like to add our voice to the chorus asking that the funding
for Alaska Tourism be maintained at the highest level possible. We
have had the advantage of true wilderness authenticity for 50 years
but as new worldwide adventure destinations multiply Alaska will be
forced to compete—-via elevated advertising and promotion—for the

traveler dollars.

Without aggressive financial support from our government, our
industry can possibly hold our own— for awhile. But the state needs,
not status cpio, but a growth industry that benefits all Alaskans.

Thanks you for maximum financial support of an important economic
engine.

Laurence
Laurence John
Great Alaska Adventure lodge

www.ureatalaska.com

800 544 2261
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