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T O :  S e n a t e  State Affairs C o m m i t t e e  

FR: C hi p  T h o m a ,  B o x  21884, Juneau, 9 9 8 0 2  

R E :  A T I A  F u n d i n g  Request, S B  1 4 3  &  S B  1 4 4  

D A T E :  M a y  8, 2 0 0 7

T h e  state funding request by the Alas ka  Travel Industry Association 

(ATIA) is a dramatic change from past a g r e e m e n t s j n  Alaska tourism 
promotion. G o i n g  from a 5 0 - 5 0 %  s h ar e to a 90-10% state-industry 
split is a fiscal departure that should b e  b a s e d  o n  both 
d e m o n s t r a t e d  n e e d  a n d  a logical advertising strategy for the future. 

Yet neither situation h a s  occurred.

T h e  A T I A  h a s  failed to m a k e  the c a s e  that its past state 

appropriations w e r e  well spent, or that increased 90 -1 0 funding is the 
simple answer. Instead, the A T I A  b l a m e s  the cruise ship initiative a s  

the ‘probable’ c a u s e  of its funding w o e s ,  while ignoring the obvious 
fact that private advertising for cruises in Alaska n o w  tops $ 7 0 M  a 

year. M arket forces a p p e a r  to b e  working naturally to m a k e  the A T I A  

irrelevant in the big picture of advertising for a $ 2 B  a year Alaska 

tourism industry.

G o v e r n o r  J a y  H a m m o n d  articulated the gold standard for state 

funding of industry 3  d e c a d e s  ago; n o  subsidies. ATIA should wake 
up, a n d  u s e  its considerable marketing skills to raise m o n i e s  for 
the 5 0 %  share a g r e e m e n t  they n o w  enjoy, before it all dissolves in 

the w a k e  of the very wealthy cruise industry.

P lease consider these issues in deciding the appropriate funding 
level a n d  participation rates by the state a n d  the ATIA. Please reject 

S B  1 4 3  &  1 4 4  a s  inappropriate levels of state tourism funding.

T h a n k  y o u  for your attention to these tourism funding issues.



A L A S K A  S T A T E  L E G I S L A T U R E

Session 
S tate  Capitol Buiiduig, Room  125 
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Phone (907) 465-2995 

F ax (907) 465-6592

In terim
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SPONSOR STATEMENT 
SB 144

“A n  A c t  r e l a t i n g  to  m a t c h i n g  f u n d s  in  s t a t e  t o u r i s m  m a r k e t i n g  c o n t r a c t s  w i th  t r a d e  a s s o c i a t i o n s .  "

In 2001 the State o f  A laska privatized the functions o f  the tourism m arketing program by 
contracting with the Alaska Travel Industry A ssociation. Prior to the current structure, A laska’s travel 
industry was prom oted by a m em bership organization com prised o f  both private sector and state officials 
at significant cost to the State o f  Alaska.

Since that time, the Dept, o f  Com m erce & Econom ic Development contracts with the Alaska 
Travel Ind •* ry A ssociation (referred to in AS 44.33.125 as the Qualified Trade A ssociation) to design 
and implement A laska’s tourism m arketing program. U tilizing professional contractors and a multitude 
o f  m arketing experts, thirty private sector representatives from large and small businesses volunteer 
hundreds o f hours and contribute thousands o f  private sector dollars each year to develop and oversee this 
program.

State statutes currently require 50/50 m atching funds; state general funds m atched by private 
industry dollars. The recent passage o f  travel industry taxe; has had the dual effect o f  generating 
significant involuntary revenues to the state’s general fund AND elim inating the viability o f  voluntarily 
raising the private sec to r’ dollars required to meet the 50%  match.

The FY07 budget for the core tourism m arketing program  consisted o f  S5.0 million in state funds 
matched by 5.0 million in private sector dollars to create a $10.0 million m arketing program. In FY08, it 
is anticipated that $2 million is the maximum am ount that can be raised in voluntary contributions 
towards the private sector match from Alaska travel industry businesses participating in m arketing pav-to- 
play programs.

Further jeopard izing  the travel industry’s ability to successfully market A laska and com pete for 
travelers in the national and w orldw ide m arketplace is the fact that inflation-adjusted data indicates that 
the State o f A laska’s general fund support for tourism m arketing has declined from $23 m illion to $5.7 
million from 1990 to 2006.

In addition, the travel industry has historically identified a $20 million core tourism marketing 
budget as the m inim um  necessary to rega.n A laska’s m arket share and retain the ability o f  the travel 
industry to grow  A laska’s private sector economy.

Therefore, SB 144 will allow A laska’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 o f  the 
travel industry’s ability to raise $2,0 million in voluntarily private sector dollars to fund the core tourism 
m arketing program.

Chair 
Senate State Affairs 

Administrative Regulation Rev

Member 
Senate Judiciary Committee 
Senate Resources Committee

S E N A T O R  L E S I L  M C G U I R E
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S E C T IO N A L  A N A L Y S IS  
SB 144

" A n  A c t  r e l a t i n g  t o  m a t c h i n g  f u n d s  i n  s t a t e  t o u r i s m  m a r k e t i n g  c o n t r a c t s  w i t h  t r a d e  a s s o c i a t i o n s .  "

Section 1 - Amends AS 44.33.125(a) to change the matching fund requirement from 50% o f  the 
costs o f  the marketing campaign described in the contract to 10%.

E xplanation  - By April 1 o f  each fiscal year, the Dept, o f  Commerce, Community and 
Economic Development may contract with a qualified trade association ( .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 )  to plan and execute a tourism marketing campaign during the next fiscal year.

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 o f  the cruise ship tax initiative, the Alaska Travel Industry Association (ATIA) 
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 to maintain $2 million in private industry match.

In concert with SB 143 which appropriates $18 million to the QTA Tourism Grant Line, the total 
tourism marketing budget will be $20 million, o f  which $2 million is private industry funds for a 
90/10 match.

FY07 Current Private Fund Sources:

$5,000.00 Private Industry Match
-$2,000.00 ^Volunteer Cruise Contribution (no longer available)
-$ 500.00 Cruise Industry Advertising (redirected to their own programs)
-$ 500.00 *Visitor & Convention Bureau Contributions (no longer available)

$2,000.00 Remaining ATIA funds available through membership dues and pay to play 
participant programs



ATIA Current Funding Model - $10m

CVBI DMO 
Contributions 

$560,000 
6%
r

State Funding 
$5,000,000 

50%

Voluntary 
Cruise Line 

Contributions 
$1,840,000 

18%

Cooperative
Marketing
Piograms

$2,600,000
26%

A T IA  Future Fund ing  M ode l - $20m

Cooperative 
Marketing 
Programs 

$2,000,000 
10%

Slate Funding 
$18,000,000

ATIA Future Funding Model - $10m

??? 
$3,000 000 

30%

Stale Funding 
$5,000,000 

50%

Cooperative
Marketing
Programs

$2,000,000
20%

A T IA  Future Fund ing  M od e l - $28.5m

Independent
Marketing

$8,500,000

State Funding 
- Core 

Program 
$18,000,000 

63%

Cooperative
Marketing
Programs

$2,000,000



A l a s k a ’ s  State Government Con tribu tion to Tourism Marketing
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The Net Return*
to the State of Alaska from:

'• V.-U -.'.I

Timber Tourism Minerals
. ,i.» »/;?* •• -r ' • ,• f ■

State  of Alaska
Department  of Commerce,  Community,  and Economic Development 
P repared  for Senate Labor & Commerce Committee

March 21, 2006

Commercial
Fisheries

’ N e t Rolum it> d e f in e d  lor lliib le p u i i  lo  b o  llie  lu la l l u x e s ,  lu e s .  fe d e ra l  fu n d s , a n d  ro y a lt ie s  r e c e iv e d  b y  I h o  S la le  in iiiub  c x p u n d iiu iu :. b y  Ibu s lu lu  l iu u s u ry  in duocl 
s u p p e d  o l th e  sp e c if ie d  in d u s try .



T h e  N e t  R e t u r n  t o  t h e  S t a t e  o f  A l a s k a -  ;

S t a t e  o f  A l a s k a  

T i m b e r ,  M i n i n g ,  C o m m e r c i a l  F i s h e r i e s  a n d  T o u r i s m  R e v e n u e s  

a n d  E x p e n d i t u r e s  i n  F i s c a l  Y e a r  2 0 0 5

Dollars in Thousands

Resource
Category

Total Gross Revenues
rf V 1 •; J • •'
• .i  ̂ *

Total 
% Operating 
Expenditures

Difference 
Between 

Revenues and 
Expenditures

General 
Funds and 
Other Funds

I- • '• A'

Federal;
Funds

y j ■■ ’ - r r r  ■ 

■ ■ * •' : . 
Total 
Funds

T i m b e r $ 2 ,0 4 0 $ 1 7 0 $ 2 ,2 1 0 $  1 ,6 1 4 $ 5 9 5

M i n e r a l s $  1 3 ,2 4 3 $ 6 2 5 $ 1 3 ,8 6 8

<T\
O00rH $ 1 2 ,0 5 9

F is h e r i e s $ 7 4 , 4 5 7 $ 1 6 ,5 2 1 $ 9 0 ,9 8 0 $ 7 9 ,5 5 1 $ 1 1 ,4 2 7

T o u r i s m $ 4 9 ,6 6 7 $ 8 3 $  4 9 ,7 5 0 $ 2 9 ,2 1 6 $ 2 0 ,5 3 4

T o ta l $ 1 3 7 ,3 6 7 $ 1 7 ,2 3 0 $ 1 5 6 ,8 0 8 $ 1 1 0 ,3 8 1 $ 4 4 ,6 1 6

Sources: Departments o f Revenue, Fish & Game, Natural Resources, Labor Workforce Development, Transportation 
and Public Facilities, and Commerce Community and Economic Development



f n e  N u t  R e t u r n  to t h e  S t a t e  o f  A l a s k a»•' ' 1 \ ‘

Tourism

Tourism FV05
(In  Thousands o f Dollars)

Sources (Revenue)
Vehicle Rental Tax $6,417.9

Corporate Tax $1,248.4

Subtotal Taxes $7,666.3

Licenses Solti $17,728.0

A M H S  Passenger Fees $24,273

Subtotal Receipts $42,001

Federal Funds $83.4

Subto ta l Federal Funds $83.4

T O T A L  R E V E N U E S $ 4 9 ,7 5 0

Uses (Expenditures)

•i ■

General

Fund Federal
Other

Agency Total

Dept, of Commeice $2,321 $83 $50 $2,464

Dept, of Revenue $22 $22

Dept, of Fisn & 
Gam e $1,151 $1,151

Dept, of 
Transportation $25,689 $25,589

Total by Category $2,343 $83 $1,201 $29,216

T O T A L  U S E S $ 2 9 ,2 1 6

Net I



T h e  N e t  R e t u r n  t o  t h e  S t a t e  o f  A l a s k a

Tourism
Sources (Revenue)
Dept, of Revenue -  Vehicle Rental Tax -  An excise tax on the charge for the 
lease or rental of a passenger or recreational vehicle in Alaska. The final vehicle 

rental tax total of $6.4 million reported here represents B5 percent of total 
reported vehicle taxes collected in 2005 and is based on a three year average of 
the number of people renting vehicles in one of the following three categories: 1. 
Vacation & Pleasure; 2. Visiting Relatives; or 3. Business & Pleasure. Source: 
Alaska Visitoi Statistics Program AVSP).

Dept, of R evenue -  Corporation Income Tax Liability for Tourism -  Tax 
liabilities reported on original corporate income tax returns during the fiscal year 

covering hotels, lodges, guided tour operations and totaling $1.3 million.

Tourism  -  Sources
Permits / Fees

Dept, of F ish  and Gam e Related R evenues -  All non-resident fishing, hunting, 
and trapping licenses sold during fiscal year 2005 totaling $17.7 million.

Dept, of Transportation I A M H S  -  Non-resident passenger fees - Revenues 

cover months of May - September 2005 and include passenger, car deck, 
staterooms and on board sales adjusted to reflect Commerce's 2004 A V S P  
Summer Visitor Arrival report showing 71 percent of ferry travelers between the 
months of May-Septem ber are non-resident. Adjusted total is $24 million.

Tourism  -  Sources
Federal Funds

Dept, of Com m erce -  Federal Economic Development Administration to 
Com m erce for ruial tourism development initiatives.

Uses (Expenditures)
Dept, of Fish and Gam e -  data entry and 

licensing accounting personnel to 
implement the hunting and sport fishing 
licensing receipts.

Dept, of Com m erce -  estimated costs for 

tourism staff, rural tourism development 
and A T IA  contract match.

Dept, of Revenue -  estimated staff costs 
to implement income tax liability activities.

Dept, of Transportation I A M H S
Expenditures relied costs for the months of 
May-September while vessels are in 
revenue status, and do not include 

overhaul, lay up or oilier overhead costs.

J
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T o u r i s m  M i n e r a l s  C o m .  F i s h

2 . 0 %

1 . 8 %

1 . 6 %

1 . 4 %

1 . 2 %

1 . 0 %

0 . 8 %

0 . 6 %

0 . 4 %

0 . 2 %

0 , 0 %

0  G r o s s  V a l u e

N e t  R e t u r n  a s  %  o f  G r o s s

V a l u e

S o u r c e :  S ta te  o f A la sk a  D CCED  M arch  21, 2006
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The Net Return to the State of Alaska - Supplemental

Tourism

Alaska Lodging Taxes, 2000 - 2005
S o u r c e ;  Al as ka  T a x a b l e  2 0 0 5  Actua l  d o l l a r s

/
$ 2 5 , 0 0 0 , 0 0 0

$ 2 0 , 0 0 0 , 0 0 0

$ 1 5 , 0 0 0 , 0 0 0

$ 1 0 , 0 0 0 , 0 0 0

$ 5 ,0 0 0 ,0 0 0

$-
2 0 0 0 2 0 0 1  2 0 0 2  2 0 0 3  2 0 0 4  2 0 0 5



T h e  N e t  R e t u r n  t o  t h e  S t a t e  o f  A lp s k a  ' S u p p l e m e n t a l

Summary Table

S u p p l e m e n t a l  R e p o r t  S u m m a r y  T a b le
m . > rk || ’’ .j'-— •" , *
A c t u a l  D o l l a r s  ( S e e  A t t a c h e d  S u p p l e m e n t )

Estimated Taxes Collected by the State and Distributed to Local Communities or Paid in 2005 
by Selected Industries to Local Governments and Private Entities1

In d u s try T o ta l R evenues
Minerals2 $57,000,000

Tourism3 $29,500,000

Timber* $6,841,271

Commercial Fisheries6 $69,692,536

Shared Fish Tax6 $19,453,000

Subtotal Commercial Fisheries $89,145,536

Total $ 1 8 9 ,4 8 6 ,8 0 7
fuotnotes: (1). Includes dll luxes described m tne supplemental including properly taxes paid by businesses. (2). Includes leek Cummco's payments to AIDl'A and loyalties to NANA, 
*Ajynienls to local governments, and AK Railroad. (3). Includes bed lax levenues and estimated cruise ship fees in 200S. (4). Every effort was made to collect limber mill piopeity lux 
evenue. I our of the seven cities cunladed replied in lime lo be included in this report. The figure reported above is the combined total of piopeity (axes paid in (be four ie|)ortiiiy 
luriuminilies. (S). Includes CI5Q royalties, estimated properly taxes paid ai local level, and local raw fish taxes. (6) The sliaied fish tax is lollected ai the slate level <uui then stuued 
among Alaska's communilies. They include busiriess tax and landing lax paid lo unoiganired and organised governments.



T h e  N e t  R e t u r n  t o  t h e  S t a t e  o f  A l a s k a  -
« i i  a  M

«fc? -’ Ai \  ) •'

Tourism
The travel and tourism industry has helped the Alaskan economy 
diversify, helping lower Alaska's dependence on the oil and gas 
industry.

• In 2002, travel and tourism sales produced $2.4 billion in 
Alaska.

• That same year, tourism accounted for 5.6 % of Alaska's 
Gross State Product.

• Travel and tourism's economic contribution to the state 
increased 38% from 1998 -  2002.

• In 2002, core travel and tourism employment totaled 26,000 
direct jobs ranking this sector fourth in overall statewide 
employment.

• Anchorage reports an estimated one million visitors passed 
through the city in 2005 compared with 900,000 the previous 
year.

Additionally, travei and tourism has had a positive impact by helping to 
stabilize those economies of communities affected by a downturn in 
timber and seafood harvesting. For example, a 2005 study 
undertaken for the Ketchikan Visitors Bureau reports:

• Cruise passenger spending exceeded $111 million in 2004
• 1150 direct jobs generated by the tourism industry locally 

accounted for $36 million in payroll.

Trends
• During the past five years, cruise 

ship passenger traffic has grown 
by around 9% annually. This will 
slow down in the coming years.

• 2004 state-wide cruise ship 
visitors totaled 876,000 and are 
expected to increase only slightly 
more in 2005 to 900,000.

• Between May and September of 
2005, 1.5 million visitors came to 
Alaska; about seven percent more 
than arrived in 2004. Industry 
analysts expect this trend to 
continue but project three to four 
percent annual growth in the years 
ahead.



G L O B A L  IN S IG H T  — — — — —

* I he in d u c 'd  effect—also called the inult.plicr or income effect—increases travel and 
tourism's economic contribution to S2 . 0  billion.

♦ Using the most narrow. C o re  In d u s t ry  definition, travel and tourism is the third-largest 
private sector employ er: fourth overall in the state . ;th 26.158 direct full-time equivalency 
jobs in 2 0 0 2 . ___________

Tourism
In d u s try

26.153L I f e r i f t S s .  r a f C S C b d i ^ - K V

! 1 I 1 Local Government J o b s 35 304
I 2 44-45 ! Retail trade ___  I___ 33.904

3 o2 1 Health cars and social assistance t  t = - 27.327
I 4 72 ! Accommodation and foodservices 24 940

5 ' State Government 21.734
c*o 48-49 Transoortation and warehousma 19.086
7 Federal Government 16.761
a 23 Construction 15.924
9 31-33 Manufactunnq 11.152
1 0 54 Professional, scientific, and technical services 10.732

C o m p ara tiv e  D ata: Flurc.tu o f l . j b o r  S ta tis tic s . 2 -Jiy.it N A IC S  Cctail

♦ ITte travei and tourism C o re  In d u s t r y  generated 9 .1 %  of Alaska's total employment in 2002.

♦ Travel and tourism-generated jobs provided S579 million in c o re  la b o r  in c om e  (benefits and
saiar.es) to Alaska.

♦ Travel and tourism's E c o n o m ic  C o n t r ib u t io n  to employment reached 39.420 full-time 
equivalent jobs. Those jobs provided Alaska workers with SI. 15 billion in income.

♦ Including the in d u c e d  e ffe c ts , travel and tourism-related employment totals 46.935 with 
labor it.come of SI .36 billion accruing to the workers o f Alaska



Ci•■in; trduun  uf f./tul Economy Travel T ourism  Em ploym ent, ZrtliZ

1 ! Amusement and Recreation Ser/ices- M.E.C. 8.017 20 3°/,
* 2 1 Hcrais and -cdqmc 3 ia:es 7.072 17.9%

•j Satire ■iCrmk.nc 4.263 10.3% |
; 4 ! Air Trsnscortaccr. 2.643 5.7% [

5 1 State I  Local Government • Mcn-Educaticr 2.273 5 3%
- •\=v< ~>:rv. 3>..3 3rd  Si.-sets 2 130 5 5% |
- 1 Fecerai Government - Mcn-iVliliiar# 1.672 4.7%
3 1 Transcertaticn Sem css 1 209 3.1%
q• «3 1 Mew Industrial and Ccmrr.-rcial Buildinqs 833 2.3%
10 1 General Merchandise Stores 727 1 8%
1 1 Automotive Dealers & Service Stations 531 13%

i 12 1 Water Transportation 525 1.3%
I 13 1 Apoarel i  Accessor/ Stores 407 1.0%
! u 1 Arraneement Of Passenqer Transportation 377 1 0%

« — ; • - : Enqireermc- Architectural Ser/ices 376 1.0%
16 : Furniture i  Heme Furmshmqs Stores 362 0.9%

j 17 l Accounting- Auditmq and Bookkeepinq 349 0.9%
| 13 1 Membership Seeds and Recreation Clubs 313 0.3%
i 19 Personnel Sucoiv Ser/ices 303 0.3%
i 20 Mar.aqement and Consuitinq Ser/icss 306 0.3%

21 Real Estate 293 0.7%
I 22 New Government Facilities 293 0.7%
! oa Miscellaneous Retail 272 0.7%

24 Credit Aqencies 267 0.7%
1 5 Maintenance and Reoair Other Facilities 242 0.6%

I 25 I Meter Freicnt Tran scar: and Warehcusmq 232 0.6%
j 27 ! Wholesale Trade 230 0.6%
! 28 1 Other Business Services 213 0 5%
■ 29 ! Auto/ncbile iReoair and Services 179 0.5%
1 30 Automcoile Rental and Leasinq 160 0.4%

1Ail Other 2,030 5.2%
I Total 39,413 | 100.0%

Vvhen li’.tt Jireel ana indirect c floe tv of travel and tourism cm all industries ii factored in. die cmpluyiticnt 
impact in Alaska of W.iter rrtuivportatior. increases from the core impact of 447 to 525 However, the 
percentage at'jobs in that industry compared to the total dropped. With the added indirect effect, there i> a 
wider distribution of jobs. Marc, more industries are indirectly impacted by travel and tourism than just the 
industries that tourists patronize. Che Eating and Drinking industry drops from 16% ofdireet/core jobs to 
1 0 .8 %. Travel and tourism spending benefits so many industries that any increase in travel and tourism will be 
widely felt in the Alaskan economy.

fota! economy travel & tourism includes spending not in the core. Investment and government spending in noi 
included in the core travel A. tourism spending, another reason for the greater spread of employment across 
industries.



C om position of Total Economy T ravel >& T ourism  Gross S ta te  Product, 2002

>r y "max* 7 ? . A--Lvu----■»■■ ------- . -  u.v» ■ ti. V.—■----
l I Hct3 i3  and LtvJqirc Places I 225 301131 14.2%

Air . /ar scortaticr. 139 295.052 1 1.3%
3 ! Amusement and Recreation Services- N.5.C 163.C63.S55 10.5%
- State A Local Gcvernmer: - Mcn-Sduoaticn 145 337 654 5.1%
3 ’ New Higrwavs and Streets 123.441.734 3,3%
o Ear.no A Drinking 107.180 342 3.7%

1 Federal Government - Non-Military 105.657.495 6 .6 %
1 3 I New Industrial and Commercial Buildings 51,403.824 3.2%
; 9 i TransccraDcn Ser/iuas 45.441.845 2.3%

10 I Water Transcanaticn 35,100.550 2-28-
1 1 i Automotive Dealers & Ser/ice Slaticns 20.923.279 1.9%
12 General Merchandise Stares 25.773.521 1.6 %
13 j Real Estate 24,296.350 ! 1.5%
14 ! Maw Government Facilities 23.364.262 I 1.5%

I 15 1 Engineering- Architectural Services 16.253.428 1 .0 %
16 I Wholesale Trade I 14,942,215 0.9%

I 17 1 Arrangement Of Passenger Transcartation 14.389.105 0.9%
I 13 1 Banking 14.432.312 0.9%
I 13 Maintenance and Raosir Other Facilities 13.72ft 329 0.9%
I 20 Furniture A Home Furnishings Stores 12.539.955 0.3%

n <1£m 1 Natural Gas & Crude Petroleum 12.296.754 0.3%
2 2 Meter Freight Transccrt and Warehousing 11,973.335 0.7%
23 Accarel & Accessor/ Stores 11.491.195 0.7%
2 a Communications- Excsot Radio and TV 11,460.373 0.7%
2S Accounting- Auditing and 3cckkeeaing 11.317,262 0.7%
26 Management and Consuitma Ser/ices 9.754.071 0.5%
27 Autcmchile Recair and Ser/ices i 9.353,259 0.5%
23 Other Business Services 3,312.202 0 .6 %
29 Personnel Supply Services 3.675.430 0.5%

1 30 Automobile Rental and Leasing 3.113.487 0.5%
i All Otner SS 732.733 6 .2 %

: Total 1.557,743.523 i IOQ.0 % 1

This tabic includes both the direct and indirect effects or' travel and tourism on ai! industries from ail tyccx of 
travel and tourism demand (visitors, investment, and government i. The tabic reflects (lie vs ide-rar.ging impact of 
travel and tourism spending in Alaska rut industries in the state. The table is led os industries that are expected 
to benefit from travel and tourism spending— hotels, restaurants, and transportation— but also points out 
unexpected industries that benefit from travel and tourism spending. Industries like Accounting—Auditing and 
Bookkeeping in Alaska gained over 5 1 I million dollars in economic impact from tourists. Alaska's Personnel 
Supply Service:, industry is SIS." million richer front travel and touri-m spending in Alaska.
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V I I .  O T H E R  S E C T O R S  B E N E F I T I N G  F R O M  
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One of the ruwerru. results . ,r the TS \ analysis is the abilin to examine how industries seemingly unrelated to 
travel ana tourism benefit from it. Those industries are tlio suppliers to the tra el and tourism sector. Certainly, 
■hey are > .ppiiers to man;- nd'-iairies. but this .inaiy.Fi dio ws ! lu  .L  - w  io which travel and tourism activity 

ipp rt.- ::;c. t ' - us i i Cs  >•« f e  < I this support lias I'eeii j)<;ii'.te>l <>i.i ui die prcvieui sectivil in talkma about 
travel and to..nun petui.i .  .mpacr Here, tlie indirect c freer of travel arte tmirisiti spending is examined on ib 
own.

In .AIasi-.Real Estate. Engineenng-Archilccturai Services, and 'A hi nestle Trade hold die top-three spots of 
travel and tourism' indirect benefits with a combined $55. 6  million of indirect benefit last year. Many of these 
industries are familiar but the realization of how much of an impact travel and tourism spending has on their 
revenues can be astonishing.

Indirect Benefits Realized rj\ »n-Travel *& Tourism " Industries -  Value Added bv ln d u str ,, 201)2

sBvh” rriilv. ^ *! Ci« 11 # fn * i
1 I Real Estate 24.396350 1 8.3%
2 ! Enqmeerir.q- Architectural Ser/ices 16 253.423 5.7%
3 Wholesale Trade 14.942,215 5.3%
4 Arranqemer.t Of Passencer Transcortatian 14.353,105 5.2%
5 Sankino 14.4.32,312 5.1%
o Maintenance and Pecair Other Facilities 13.729.329 4.3%
7 Natural Gas & Crude Petroleum 12.296.754 4.3%
3 Motor Fraiqht Trarsoort and Warehousinq 11.973.635 4.2%
9 Communications- Except Radio and TV 11.460.673 4.0%
1 0 Accoun.tinq- Auditing and Bookkeepinq 11.317.262 4.0%
11 Manaqemert and Ccnsulfmq Ser/ices S 754.071 3 4%
12 Other Business Ser/ices 3.312.202 3 1% :
13 Peisonnel Supolv Sen/ices 3 575.430 3.1 %
14 J Computer and Data Processinq Sen/icas 7.370.404 2.3%
15 I Electric Services 7.243.575 1 2 .6 %

I All Other Industries 96 512 742 | 34 0%

I Total 234,120.036 . 1 0 0 .0 % |

Note that die table measures only the indirect effects of u/dy./uv travel ,.nJ tourism operations—not cu /v /.ti 
in .esurient. Real l.-uaie gamv almost SI 1.4 million in indirect benefits Irom travel and tourism expenditure .. 
Banking services related to travel ot tourism spending—currency exchange. services to hotel/restaurant/airline 
workers—adds SI 4.5 million to Alaska's Gross State Product.

'['ravel and tourism-related capital investment also plays a key rule in the economic contribution of the sector. 
This capital investment includes construction of hotels, beach preservation, transportation equipment and other 
travel and tourism infrastructure.
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ALASKA TRAVEL INDUSTRY
A S S O C I A T I O N

March 5, 2007

The Honorable Representative John Harris 
Speaker, House of Representatives 
State Capitol 
Juneau, AK 99801

Dear Mr. Speaker,

Thank you so much for supporting the Alaska Travel Industry Association [ATIA] 
through your sponsorship of HB 147, "An Act relating to matching funds in state 
tourism marketing contracts with trade associations."

Seventeen years ag o  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 ad v an tag e  by virtue 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 m arketplace is bearing down on us, and  
it is no longer enough to have a  great product. As Porter said, we must have the 
m eans to com p ete  and differentiate ourselves in a  m arketplace 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 Alaskc travel experience 
an d  Alaskan businesses with consumers all over the world. The deliverable is 
im m ediate and  equates to more than 1.9 million visitors every year.

Like other natural resource industries, we endeavor to reach the market, but our 
pipeline - built more than 50 years ag o  - needs refurbishing. The current 
destination-marketing budget com bines $5 million in private funds raised from 
the industry with $5 million m otched by the state, all m anaged  by ATIA. But that 
am ount is no longer enough for our m essage to penetra te  the market. 
Increasingly, other destinations are flooding consumers with more television



commercials, rravei stories. co-promorions. airecr mail, orocnures and  interner 
marketing. In fact Aiasxa now ranks 38rh out of tne 50 states in terms of public 
sector funding for rourism marketing.

ATIA anticipates tharits marketing effort will be further im pacted  when industry 
partners with bigger rax bills to pay are forced to abandon  their voluntary 
contributions to the marketing program. Conservatively, ATIA stands to lose $2.5 
million in industry contributions along with the matching $2.5 million from the 
state. Other staie and  municipal taxes, fees, transport charges, a  new car rental 
tax. lodging rax increases and pending cruise industry raxes now account for an 
estim ated $140 million collected from tourism businesses and  our visitors. This 
number increases when you ad d  in other municipal an a  state assessments.

So who gets hurt when Alaska’s competitiveness dwindles? Small rourism 
businesses, those who want jobs in the tourism industry, our econom y and our 
econom ic odvan tage.

The decision to grow Alaska travel should be an econom ic developm ent and 
investment decision - nor a  budget decision - in which the governor and the 
legislature participate. As the tourism industry faces an ever-compefitive future 
with dwindling resources, the legislature has been  asked to look at tourism as a 
renew able econom ic resource and  to develop the econom ic potential of the 
industry by overhauling the existing pipeline to bring Alaska's travel resource to 
market, including:
1. Increase the funding level for the ATIA core desfinotion-marketing program in 
the next state operating budget to $20 million;
2. Increase the current funding level for a  separate program to entice more 
independent travelers to $8.5 million equal to the am ount of the current vehicle 
rental tax.

The potential for the travel industry to further strengthen Alaska's econom y and 
en h an ce  its residents' quality of life is tremendous -  each  vacationer spends 
abou t $1,260 to enjoy flightseeing trips, fishing charters, museums, glaciers,
Native culture and  state and  national parks. But developing it further will not 
h ap p en  by acciden t. If Alaska is to stay competitive for the good of future 
generations, it will be  important to rem em ber tourism is not just ATIA's business or 
the state 's business or the legislature's business. Tourism is everyone's business.

Ron Peck, COO
Alaska Travel Industry Association



Alaska Campground Owners Association
P.O. B o x  1 1 1 0 0 5  A n c h o r a g e ,  A l a s k a  9 9 5 1 1  

Toll Free (866) 339-9082 I Fax (907) 334-9082 
info@alaskacampgrounds.net

RESOLUTION NO. 2007-03

A RESOLUTION SUPPORTING SB 143 and SB 144

WHEREAS, the Alaska Campground Owners' Association (ACOA) represents an 
association of small family operated camper park businesses; and

WHEREAS, the independent traveler to Alaska has been in decline for the past six years; 
and

WHEREAS, the private campground industry has realized a decline in camping 
occupancy of approximately 10% for each consecutive year; and

WHEREAS, the success of the private campground industry depends heavily on the 
marketing efforts of the Alaska Travel Industry Association (ATIA) in domestic and 
Foreign arenas; and

WHEREAS, Alaska's public sector tourism marketing budget ranks 36lh when compared 
with other states competing for the same visitor pool; and

WHEREAS, ATIA studies have suown that small independent business along Alaska’s 
highway system are impacted the greatest with the decline in statewide tourism marketing 
dollars.

WHEREAS, previous private sector matching fund formula for tourism marketing may 
no longer be valid with the initiation of the cruise ship head tax: and

WHEREAS, the state’s general fund support for tourism marketing has declined from 
S23,000,000 in 1990 to $5,700,000 in 2006,

NOW, THEREFORE, BE IT RESOLVED that the Alaska Campground Owner’s 
Association supports SB 143 and SB 144

BE IT FURTHER RESOLVED that a portion of funds raised from the Cruise Ship Head 
Tax and Corporate Tax ( $18 Million for core tourism marketing) and the Vehicle 
Car/RV Rental Tax ($8.5 Million for Independent and Highway traveler marketing) be

mailto:info@alaskacampgrounds.net


incorporated into a $28.5 Million marketing program for the Alaska Travel Industry 
Marketing Plan 2007.

PASSED and APPROVED by the ALASKA CAMPGROUND OWNERS’ 
ASSOCIATION this 2nd day of April, 2007.

Chairman of the Board- Scott Reisland

ATTEST: Executive Director-Heidi Boyd
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State of Alaska - Tourism Marketing Budgets
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