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Community and Regional Affairs Committee 
8AM 

Tuesday, 2/20/01 
Capitol 124

Representative Carl Morgan, Jr. and Representative Kevin Meyer, Co-Chairs

1. Call to Order
Today’s date is February 20, 2001 
The time is

2. Roll Call— (Quorum -  need 4)
[^Representative Meyer, Co-Chair 
[^Representative Morgan, Co-Chair 

^R epresentative Guess 
^Representative Halcro 

Representative Kerttula 
Representative Murkowski 

[JRepresentative Scalzi

3. Purpose of the Meeting

• Purpose of today’s committee is to hear House Concurrent Resolution No. 1, 
“Relating to establishing a Task Force on a Statewide Comprehensive Energy 
Plan” AND to hear a brief overview from the Alaska Native Health Board on 
legislative priorities for 2001.

•  We will first hear HCR 1, then from the Alaska Native Health Board.

•  The Alaska Native Health Board portion of today’s hearing is being 
teleconferenced.

•  Invite Representative Berkowitz to the table. Questions/Comments from 
Committee Members as necessary.

4. Others wishing to testify on HCR 1.

5. Committee Action on HCR 1.

6.. Alaska Native Health Board is representated by Robert Clark, President and CEO of 
Bristol Bay Area Health Corporation. (THERE MAY BE OTHERS W HO W ILL JOIN 
MR. CLARK IN GIVING TESTIMONY). The testimony is on runway lighting in Rural 
Alaska and Rural Sanitation.

6. Invite Mr. Clark (and others?) to the table for their presentation.

7. The Administration may wish to address the committee on Alaska Native Health 
Board Topics. Ask the Administration Representative to the table. (The 
Administration may have teleconference participants.)

8. Other Business/Next Meeting

9. Adjournment



HOUSE COMMUNITY & REGIONAL AFFAIRS 
Presentation Material

B y
Alaska Native Health Board Representatives 

February 19,2002 
9:30a

OPENING REMARKS

Good Morning Mr. Chairman, Representative Carl Morgan, and all of the 
House Community & Regional Affairs Committee Members. On behalf of 

the full board of directors of tne Alaska Native Health Board, we thank you 
for providing us the opportunity to provide you an overview of some of the 

Alaska Native Health Board 2002 & 2003 Statewide Priorities.

As you may already know, the Alaska Native Health Board is the Statewide 
Native Health Advocacy Organization with membership to include all 638 
Compact members, large and small across our Great State. We represent a 

well-organized, complicated and intricate health care system that many, 

many Alaska residents, Native & Non-Native rely on for their daily health 

care. The Board uses a comprehensive definition of health, which includes 
water and sewer, infrastructure, prevention and education. We feel strongly 

that all matters concerning Alaska Natives, Rural Alaska and all public 
health matters affect our ability to deliver the best health care possible and 

thus, we come before you today to discuss rural sanitation, runway lights in 
rural Alaska and other concerns such as Power Cost Equalization, borough 

formation, municipal taxes and other matters placing restrictions and 
additional costs to cur communities that already are dealing with less than 
desired economies of scale.



RURAL SANITATION
Mr. Chairman and Committee Members, the most significant needs in rural 
Alaska with respect to water and sewer systems and solid waste management 

include the need to:
1. To have the ability to plan and pay for on-going operation and 

maintenance systems. To do this we must maintain state-funded 
programs, such as the Remote Maintenance Worker (RMW) and Rural 

Utility Business Advisor Program (RUBA).

The Alaska Native Health Board encourages the legislature and state 

government to look at creative alternatives for increasing the capacity of 
the RUBA program by suppo. ing contractual or partnership relationships 

with organizations that can provide the needed training and assistance to 
rural communities. ANHB would be happy to assist in this effort and 
provide advice, technical support as well as a communication network 

unlike any currently existing in the State.
ANHB further encourages the legislature to increase funding to an 

adequate level to meet demand. Our populations are growing, current 

systems must be maintained to keep up with the growth and expansion 

and old systems are being replaced with more complicated systems that 

require higher levels of expertise and technical abilities.
The Alaska Department of Environmental Conservation’s Remote 
Maintenance Worker Program assists rural communities with:

• Sanitation facility operation and maintenance
o Operator and utility manager training
• Emergency troubleshooting
• Repair of water and wastewater systems,
• And Sanitation facility project assistance.



2. Mr. Chairman, we must aiso have the technical, financial, and managerial 

capacity to plan for the sanitation needs so that communities can manage 
and operate their systems in an effective manner for the expected life of 

the system. Without this, the investment the State and our organizations 
have made or will make will be put in jeopardy. The Alaska Native 
Health Board has a long-standing committee, The Rural Alaska 
Sanitation Coalition or RASC as you may know them, that has the ability 
to advise us, the State, the Governor’s Rural Sanitation Council and 
others interested in what t h e y  have to offer in regards to Statewide 

planning, financial funding availability and expert, rural sanitation 

management. Alaska Native Health Board encourages the State 

Legislators to support the continued funding for RASC through the 

Alaska Housing Finance Corporation.
3. We must also have adequate funding and financial support to plan, 

design, construct, and operate and maintain community based rural 
sanitation projects for sewer and water infrastructure systems and solid 

waste management. For these efforts, the Alaska Native Health Board 

requests State Legislators to take action on:

• Support the Governor’s Council on Rural Sanitation’s efforts to 
recognize the need for separate funding for solid waste 

management in communities throughout Alaska.

• Designate funding for solid and hazardous waste management and 

projects that does not compete or take away from existing funding 

for rural sanitation.



IMPLEMENT RURAL COMMUNITY RUNWAY LIGHTS
As you know, Mr. Chairman and Committee members, and probably as you 
or your family members have experienced in rural Alaska there are many 

communities without adequate runways, runway ligh s, let alone Medevac 
capability. We urge State Legislators to prioritize and plan for placing 

runway lights, beacons, and instrument approach lights in the remote 

communities with runways.
The dependency on rural Alaska runways was emphasized on September 11, 

2001. The Alaska Statewide Health Care Delivery System was crippled 

when the ‘no-flight regulation’ was implemented due to the terrorist attacks 
on the United States. In order to implement an effective Statewide 

Emergency Preparedness Plan, basic needs such as runway lights should be 
provided to ensure that residents in rural Alaska are provided Medevac 

service when life and death situations occur.
Over 200 Alaska communities do not have road access to the nearest 
inpatient medical facilities. Over V2 of the user population within the Alaska 
Area Native Health Service live in these rural communities. The lack of 

adequate runway lights is one of the most critical factors affecting aviation 

access to these communities.
There are 202 Alaskan communities that rely entirely on air transport to the 

nearest inpatient medical facilities. Runway lights are provided at 113 
airports at these remote communities. There are beacons at 94 of the 
airports. 12 airports have instrument approach lights. There are not lights at 
63 airports.
The Alaska Native Health Board requests the State Legislature to become a 
partner in advocating and funding Alaska’s Rural Community Airports. It 
truly is a life and death matter.



CURRENT LEGISLATION BEING CONSIDERED 
OPPOSITION OF SENATE BILL 184, “An Act relating to user 
contributions toward the cost o f construction o f certain water and sewage 
facilities”
Senate Bill 184 changes current law that prohibits the State from requiring a 
local match from communities that receive Village Safe Water grant funds. 

It states that a “contribution toward the cost of the construction of a facility 

may be required from, it’s users” and it does not include provisions or 

directions for which communities may or may not be charged a match.

It would allow the Legislature to impose a match requirement on 

communities through the budget process. You and I both know that user 

fees in rural communities are often extremely high and represent a 
substantial and continuing contribution toward the cost of sanitation 

facilities.
Substantial federal and state funds are available to construct Village Safe 
Water Program (VSW) projects. Communities who contribute will move 

nearer the top of the list while low'-income rural communities with 

environmental and public health concerns will not be funded.

The Village Safe Water funding should be based on public health need and 

not the ability of a community to pay. Our villages frequently contribute 

land, lodging, facilities, equipment, and easements for the projects but have 
little opportunity to generate a local cash match. The cost savings to the 
State would be small and burdensome on already taxed areas of our State. 
Alaska Native Health Board urges you to oppose Senate Bill 184.



OPPOSITION OF SENATE BILL 185, An act relating to the basis fo r  
determining eligibility fo r  and the amount o f power cost equalization 
payments.”

We lost ground last year already. It no longer funds schools or in home 
businesses because of the action taken last year by the State Legislature. On 
top of that, we lost hours. It went from 750 hours to 500 hours. And now 
they’re telling us they want to cut it more? We have high costs of fuel, 
prices have gone up and this causes operation costs to go up and the logical 

thing would be to increase PCE because of these costs. The Alaska Native 

Health Board urges you to oppose Senate Bill 185.

OPPOSITION OF SENATE BILL 83, “An act relating to construction o f  
highways by the Department o f transportation and Public Facilities”

Senate Bill 83 would prohibit the use of force accounting on DOT road 

projects exceeding $500,000. We understand that the Senate Finance 
Committee introduced this bill because of concerns that force: accounting is 

being used to get around the competitive bid process.
The DEC and DOT & PF jointly fund many sanitation projects. If Senate 

Bill 83 passes, a community could no longer choose to manage the whole 

project with force accounting. There would need to be two projects -  a 

competitively bid road portion and a force account utility construction 
portion. All of the efficiencies gained by combining the projects would be 

lost.
Economically this will provide few opportunities for local hire and less 
opportunity for local residents to learn the construction trade.



OPPOSITION OF SENA TE BILL 48, “which establishes a procedure to 
analyze and mandate borough formation ”

Senate Bill 48 does not provide local residents the opportunity to vote, even 

in an advisory capacity, on borough formation and it will force newly 
formed boroughs to generate revenue (taxes). We all know that many rural 
areas now in the Unorganized Borough operate on a subsistence economy 
and do not have an adequate tax base to generate revenues.

It is also important for ANHB to state that when Borough formation 
discussions occur, the residents in the communities that could be affected are 

not notified or provided information in regards to these discussions.
The Alaska Native Health Board requests you to Oppose Senate Bill 48.

OPPOSITION OF SENATE BILL 186, “An act relating to municipal 
taxes on oil and gas production and pipeline property; establishing a limit 
on the general obligation debt that may be authorized and issued by home 
rule and general law municipalities ”

First of all this bill is targeting one specific area in Alaska and in particular it 
being a rural area makes it even more discouraging. This kind of action 

supports even more the opposition of SB 48. SB 186 creates adverse effects 

on the residents of the North Slope Borough. The North Slope Borough has 
financed a wide range of public facilities for its citizens including schools, 
water and sewer, health clinics, fire protection and other basic infrastructure. 

North Slope Borough is the only proposed borough that would subject to 
reductions in oil and gas property taxing capability. Additionally, it limits 
the amount of money North Slope Borough could borrow in the fi.cure.
SB 186 could lead to extreme financial hardship for the North Slope 
Borough. In order to pay its debt new construction would stop, facilities



would not be maintained and local employment opportunities would be 

reduced. Any funds generated for the State budget would come at the 
expense of the North Slope Borough. The Alaska Native Health Board 

strongly urges you to oppose SB 186.
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Alaska Native Health Board
3700 Woodland Dr. Ste. 500 
Anchorage, Alaska 99517

February 5, 2002

Phone: (907) 562-6006 
FAX: (907) 563-2001

Dear Legislator:

The Alaska Native Health Board (ANHB) is a statewide non-profit corporation established for the 
purpose o f “promoting the spiritual, physical, mental, social and cultural well-being and pride of Alaska 
Native people.” The members o f the Board of Directors of ANHB represent the Alaska Native regional 
and village health providers throughout Alaska. In many cases, these providers a e  the only health care 
provider for the region, serving both Alaska Natives and non-Natives, who would otherwise have 
virtually no access to health carc services.

The ANHB Board of Directors appreciates this annual opportunity to advice you of the most pressing 
needs that we identified. As an elected representative, you are in a position to p jsitively affect the health 
and well being of Alaska residents, including the more than 1 • 9,000 Alaska N alive residents. In the 
materials that follow, we identify briefly important initiatives £  it need your support that:

(1) Are most critical to sustaining the infrastructure of health communities;
(2) Will have the most positive affect; and
(3) Maximize Federal fhnding.

Your commitment to these important initiatives is critical. We look forward to meeting with you 
regarding the issues we identified and those that may be of special concern to you.

For further information, please contact our President/CEO, Cynthia J. Navarrette.

Sincerely,
i *

H. .r  ally Smith 
Chair

UEUTIAN/PRIBILOF ISLANDS ASSOCIATION 
kLASKA NATIVE TRIBAL HEALTH CONSORTIUM 
ARCTIC SLOPE NATIVE ASSOCIATION 
BRISTOL BAY AREA HEALTH CORPORATION 

CHUGACHMIUT 
COPPER RIVER NATIVE ASSOCIATION 

EASTERN A1 EUTIAN TRIBES

KETCHIKAN INDIAN COMMUNITY 
KODIAK AREA NATIVE ASSOCIATION 

MANIILAQ ASSOCIATION 
MT. SANFORD TRIBAL CONSORTIUM 
METLAKATLA INDIAN COMMUNITY 

NATIVE VILLAGE OF EKLUTNA 
NATIVE VILLAGE OF TYONEK 

NINILCHIK TRADITIONAL COUNCIL

NORTON SOUND HEALTH CORPORATION 
SELDOVIA VILLAGE TRIBE 

SOUTHEAST ALASKA REGIONAL HEALTH CONSORTIUM 
SOUTH CENTRAL FOUNDATION 
TANANA CHIEFS CONFERENCE 

.VALDEZ NATIVE TPIBE 
YUKON-KUSKOKWIM HEALTH CORPORATION



CONTINUED RURAL SANITATION FUNDING

The most significant needs in rural Alaska with respect to water and sewer systems and solid waste 
management are the following:1

1. To have the ability to plan and pay for on-going operation and maintenance of systems by 
maintaining state-funded programs, such as the Remote Maintenance W orker (RMW ) and 
Rural Utility Business Advisor Program (RUBA).

2. To have the technical, financial, and managerial capacity to plan for the sanitation needs so that 
communities can manage and operate their systems in an effective m anner for the expected life 
of the systems.

3. To have adequate funding and financial support to plan, design, construct, and operate and 
maintain community based rural sanitation projects for sewer and water infrastructures systems 
and solid waste and solid waste management.

1. The Alaska Native Health Board encourages the legislature and state governm ent to 
look at creative alternatives for increasing the capacity o f the RUBA program by supporting 
contractual or partnership relationships with organizations that can provide the needed 
traming and assistance to rural communities.

ANHB further encourages the legislature to m creasefunding to an adequate level to meet 
demand.2 The Alaska Department of Environmental Conservation’s(R<;mote:Maintenance 
(Worker. Program assists rural communities with:

•  Sanitation facility operation and maintenance
» Operator and utility manager training,
•» Emergency troubleshooting,
» Repair of water and wastewater systems,
•  And sanitation facility project assistance.

3. Alaska Native Health Board requests State legislators to take the following actions:

•  Support the Governor’s Council on Rural Sanitation’s efforts to recognize the need ffi/P/

compete •

1 State o f Alaska, Department o f Environmental Conservation and Dept, o f Comm unity & Econom ic Development
2 State o f Alaska, Departm ent o f Environmental Conservation 
J State o f Alaska, Department o f  Environmental Conservation
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IMPLEMENT RURAL COMMUNITY RUNWAY LIGHTS

Alaska Native Health Board urges State Legislators to prioritize and plan for 
placing runway lights, beacons, and instrument approach lights in the remote 
communities with run vays.

The dependency on rural Alaska runways was emphasized on September 11, 
2001. The Alaska Statewide Health Care Delivery System was crippled when the 
‘no-flight regulation’ was implemented due to the terrorist attacks on the United 
States.

In order to implement an effective Statewide Emergency Preparedness Plan, 
basic needs such as runway lights should be provided to ensure that residents in rural 
Alaska are provided Medevac service when life and death events take place.

Over 200 Alaska communities do not have road access to the nearest inpatient 
medical facilities. Over V-l of the user population within the Alaska Area Native 
Health Service live in these rural communities. The lack of adequate runway lights 
is one of the most critical factors affecting aviation access to these communities.

There are 202 Alaskan communities that rely entirely on air transport to the 
nearest inpatient medial facilities. Runway lights are provided at 113 airports at 
these remote communities. There are beacons at 94 of the airports. 12 airports have 
instrument approach lights

The Alaska Native Healt i  Board requests the State Legislature to become a 
partner in advocating and funding Alaska’s Rural Community Airports.

The Alaska Native Health Board requests a 50 % Alaska State Match to th^ 
FAA’s committed:$T0,000,000;to ihipiroye and bring aU’RhraLCoifhmuriity 
airports uptoM edevaccapability.

4 Federal Aviation Administration, Report to House and Senate Appropriations Comm ittee, March 2001
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MAINTAIN MEDICAID PROGRAM FUNDING

The Alaska Native Health Board requests the Alaska State Legislature to

The Medicaid Program is not out of control. It is a large cost in every 
State, second only to Public Schools. To save the Alaska Legislature money 
by reducing the Medicaid Program would actively harm people receiving care 
-  either by eliminating services for adults, or cutting reimbursement to 
providers, which will reduce access. Medicaid provides insurance to 
individuals and families that have no other access to health care services. 
Reducing the program would be a huge detriment to the health of Alaskan 
citizens.

Additionally, there is the economic impact that would be imposed on 
private health care providers to consider. 17% of the employees within the 
private sector are funded due to the Medicaid Program. Realistically, 
Medicaid within the State o f Alaska’s is not a comparatively generous 
program.

IHS Beneficiaries are a large user of the Medicaid Program. The State 
of Alaska receives 100% reimbursement from the Federal Government for 
IHS Beneficiaries that utilize Medicaid. This results in broader user access to 
a non-IHS Beneficiary population. Additionally,

5 Written Testimony for the Healthcare and Welfare Reform Subcommittee. November 8, 2001, Wasilla, Alaska
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MAINTAIN DENALI KID CARE PROGRAM

The Alaska Native Health Board supports the^ng!?  K i^Care program run by 
the Department of Health and Sock 1 Services and requests the Legislature to

Congress enacted the State Children’s Health Insurance Program (SCHIP) in August 1997 
to help States provide health coverage to children and pregnant women in low income working 
families. The parents of many of these children work for small employers who cannot afford to 
offer their employees health insurance coverage.

• Uninsured children in low-income families get sick more often from preventable and 
infectious illnesses such as conjunctivitis and ear infections.

•  They also suffer more often from serious dental problems and chronic medical conditions 
such as asthma and diabetes.

•  Uninsured pregnant women are less likely to receive necessary pre-natal care. Left 
untreated problems can have serious long-term effects.

•  Parents of sick children face nearly insurmountable barriers to continuing to work.

Insurance coverage is a critical step to preventing these bad outcomes. Using the Federal 
SCHEP funding and supplementing it with general funds is a smart way to subsidize small 
businesses and to protect our most valuable resource -  our ch ildren .6

Additionally, the ANHB supports the Governors budget request of $3.7 million for child 
health initiatives through the Smart Start package.

The package includes improvements in fighting teenage tobacco use, stopping child abuse and 
neglect, promoting early literacy and Head Start, and stopping young Alaskans from drinking, 
using inhalants and committing suicide.7

“ M y children, your children, the next generation, deserve at least the same opportunities 
we have had in this great land. We cannot let denial o r  lack o f  gumption fo u l the ir future.

~ Governor Tony Knowles

State of Alaska, Department of Health & Social Services, Denali KidCare
7 State of the State. Special Edition Talking Points, January 16. 2002, State of Alaska Website
8 Gov. Tony Knowles. 2002 State of the State Address Jan. 16, 2002
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SUPPORT FOR LONG-TERM CARE FOR ELDERS

Alaska Native Health Board requests that the legislature support this program through:

• An increase in funding to state housing programs for senior and special needs 
housing projects;

•  increasing or at least maintaining funding for services to elders through the Alaska 
Commission on Aging programs and Personal Care Services programs;

® Additional funding for Medicaid waiver services; and,

• Increase funding allocations for the state Personal Care Services progi am to allow 
for higher pay and benefit packages for workers.

The State of Alaska Division of Senior Services program for Rural Long-Term Care 
Development is attempting to address this need. This program, funded by the Alaska Mental 
Health Trust Authority and the Robert W ood Johnson Foundation, is working with communities to 
develop assisted living homes in some of the larger regional and subregional villages so elders can 
remain closer to home.9

The program is funded through the next 2-3 years. The primary goals are to:

• Increase the number of assisted living homes in rural areas

• Ensure a broad availability of other home and community based statewide

• Ensure a quality long-teim care workforce statewide

The benefits to the State of Alaska and our rural communities are:

•  More cost effective than placement in a skilled nursing home

• Keep elders nearer to community and family, which maintain community cohesiveness 
and increase the elders' well being

• Economic development in our rural communities through sustainable jobs for village 
residents

9 State o f Alaska, Dept, o f Administration, Division o f Senior Services
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SUPPORT BEHAVIORAL HEALTH SERVICES PROGRAMS

The Alaska Native Health Board encourages the State of Alaska to support the 
implementation of the Behavioral Health Services program into Rural Alaska 
Communities.

The Alaska Native people living in rural Alaska need behavioral health services, which can 
be provided by a generalist provider having basic training and experience across substance abuse 
and mental health. Historically, these services have been made available through providers who 
are not from the area and in many instances unfamiliar with local cultural and spiritual practices 
and beliefs. They are unaware of cultural and spiritual based healing practices and as a result can 
unknowingly harm those in need and seeking services.

The goal is to utilize the Community Health Aide Program (CHA/P) as a model for 
creating curriculum and certification processes for a Behavioral Health Aide Program (BHA). A 
training curriculum would be developed to address knowledge base and services needs in rural 
Alaska. The goal is to develop Tribally managed and directed training centers using a 
collaborative effort of the Tribal health Programs; the University o f Alaska -  Fairbanks, Rural 
Human Services; and other training resources, such as the Counselor Academy.

The BHA program will be included in the Community Health Aide Program as a spec' alty 
area of certification for village based behavioral health services throughout rural Alaska.
Including BHA with the CHA/P Certification will provide stability and the standardization of 
qualifications for staffing and scope of practice. The village based health services delivery team 
will be expanded to include behavior health services needed in rural Alaska. It would also allow 
for specialized evaluation of BHAs for certification under the federally recognized ceitification 
program already in place. Individuals with expertise in behavior health will need to be added to 
the certification board to support and enhance that process.10

Additionally, the ANHB supports Governor Knowles budget request fo r  an $8.3 
million increase fo r alcohol abuse related-funding.

“Since 1994 the State of Alaska, Division of Alcohol and Drug Abuse has been conducting 
and participating in a significant level of federal and state funded research, with resources provided 
by the Department o f Health and Human Services, Center for Substance Abuse Treatment Agency 
as well as by the State.

The federally funded research efforts, or needs assessment, have been designed to 
determine the prevalence, severity and needs for treatment of Alaska’s substance abuse problems.”

The report provided the following findings:

1) Alaska is among the states with the nation’s most severe rates o f alcohol problems;

10 Behavioral Health Aide W orkgroup Concept, Scott Prinz, Alaska Native Tribal Health Consortium , January 2002
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2) Alaska experiences the fifth most severe rate of alcohol problems in the nation -  
based on DEATH, ARREST, and TREATM ENT DATA;

3) Alaska holds the dubious distinction of being ranked first in deaths with an explicit 
mention of alcohol; thirteenth for deaths due to alcoholic cirrhosis, tenth nationally 
in DUI arrests, thirteenth in motor vehicle fatalities with blood alcohol levels 
greater than .10%;

4) Alaska was rated first nationally in mothers of newborns who admitted to having 3- 
4 drinks per week, fourth in binge drinking (5 or more drinks at least once in the 
past month); and second in chronic drinking (60 or more drinks per month);

5) Alcohol and dependency problems appear to be most severe in the BRFSS (Center 
for Disease Control Benavioral Risk Factor Survey) regions identified as Southeast 
and Bush Alaska;

6) Lifetime dependency is estimated at approximately 50% higher among Alaska 
Natives and Native Americans than among whites;

7) Alaska Natives and Native Americans evidenced marijuana dependency at a rate 
nearly double that of whites;

8) Native Alaskans showed a prevalence of amphetamine dependency four times 
greater than among whites;

9) Marijuana dependence appears to be most pronounced in the roadless areas of the 
State described as “the Bush” region -  one of the four Alaska demographic 
subdivisions used for studies routinely conducted for the Center for Disease Control 
and other agencies by the Alaska Section of Epidemiology;

10) 2.5% of Bush residents can be described as having a lifetime diagnosis of marijuana 
dependence or abuse, while Statewide the diagnosis is estimated to apply to 1.1% of 
the population;

Need for Treatment

1) The estimated need for alcohol and drug treatment are greatest in the Bush and 
Southeast BRFSS regions; and,

2) The need for drug or combined dependency treatment appears to be greatest in the 
Bush BRFSS regions."

11 “A Summary o f  Recent Findings Regarding Substance Abuse in A laska." Prepared by the Division o f Alcoholism 
and Drug Abuse, Department o f Health and Social Services, State o f Alaska.
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SUICIDE PREVENTION

The Alaska Native Health Board requests that the Legislature increase funding to address 
the high rate o f Suicide in the Alaskan population through prevention.

Suicide Deaths

Alaska has one of the highest suicide death rates in the US. The overall state rate has 
shown no decline during the 1990s and has not reached the goal of 25% reduction. The state rate 
is approximately twice that o f the US rate. Suicide rates are highest am ong Alaska Natives and 
among young men.

During 1990-94, there was an average of 46 suicides per year within the Alaska Native 
community.12 This breaks down to a suicide in the Native community every 8 days. 69% of 
all suicides by Alaska Natives were committed by persons younger than 30. 49% were 20-29 year 
olds, and 20% were 19 years and less.13

The suicide rates for Alaska Native youth is nine times (120.8) than the over all rate for 
youth (All Races) in the US (13.3).14

Alaska Natives are over-represented among Alaskans with Serious Emotional Disturbance 
and Serious Mental Illness. Although Alaska Natives comprise 16.5% of the Alaska population, 
they comprise 25.9% of individuals served by the Community Mental Health Center grantees. 
Alaska Natives were also over-represented among the other service providers, including the 
Department o f Corrections, Alaska Psychiatric Institute and Medicaid.

The suicide rate for Alaska Natives is 274% higher than the national average. The 
Alaska Native Suicide rate is 117% higher than any other American Indian group.13 The
highest suicide death rates are found in Yukon-Koyukuk census area, Northwest Arctic Borough 
and Wade Hampton Census Area. The suicide death rate in Yukon-Koyukui: census area is 5.3 
times the state rate, which is twice the national rate.

The Alaska Mental Health Board has identified Rural Services as one of four “critical need 
spheres” required continued planning and increased budgeting. The Board would like to expand 
the village-based service delivery system that currently exists in some villages.16

The Alaska Native Health Board supports the newly formed Statewide Suicide 
Prevention Council.17

12 Slate of Alaska. Community-Based Suicide Prevention Program
|J Alaska Bureau of Vital Statistics
14 IHS website, Key Facts about Alaska Natives, www.ihs.gov/alaskaAO/dpehs/spccial_rcports/facts/adults.asp
15 UAA, Dept, of Political Science. Who Cares? Alcohol, Drugs, and Mental Illness in Alaska Native Villages, May 2001
16 “Health Status in Alaska. A Data Report for the Alaska Public Health Improvement Process." Alaska division of Public Health, 
Alaska Public Health Improvement Process, and Prepared by the Health Status Assessment Team.
17 CS FOR SENATE BILL NO. 198(HES) "An Act establishing the Statewide Suicide Prevention Council; and providing for an 
effective date." Chapter 84, SLA 2001 Effective Date: 07/04/01

http://www.ihs.gov/alaskaAO/dpehs/spccial_rcports/facts/adults.asp
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Alaska Native Health Board
4201 Tudor Centre Dr., Suite 105 Phone: (907) 562-6006
Anchorage, Alaska 99508 FAX: (907) 563-2001

F eb m ary  15. 2001

D ear L eg is la to r:

T he A lask a  N ativ e  H ealth  B o a rd  (A N H B ) is a s ta tew id e  n o n -p ro fit co rp o ia lio n  e s tab lish ed  fo r the 
p u rpo se  o f  “p ro m o tin g  the sp iritu a l, p h y sica l, m en ta l, socia l and  cu ltu ra l w ell-being  an d  p rid e  o f  A laska  
N ative p eo p le .”  T h e  m em bers o f  th e  B oard  o f  D irec to rs  o f  A N H B  rep resen t the A la sk a  N ativ e  regional 
and  v illage  h ea lth  p rov iders th ro u g h o u t A laska . In m any  cases , these  p rov iders a re  th e  o n ly  health  care 
p ro v id e r fo r th e  reg ion , se rv in g  bo th  A lask a  N a tiv es  an d  n o n -N a tiv cs , w ho  w ould  o th e rw ise  have 
v irtua lly  no  access  to health  ca re  serv ices .

T he B o ard  ap p rec ia te s  this annual o p p o rtu n ity  to  ad v ise  y o u  reg a rd in g  the  m ost p re ss in g  needs tha t w e 
have id en tified . A s an e lec ted  rep resen ta tiv e , you  a rc  in a  position  to  positive ly  a ffec t th e  h ealth  and  w e ll­
being  o f  A lask a  residen ts, inc lu d in g  th e  m ore than  105,000 A la sk a  N ativ e  residen ts. In th e  m ateria ls  th a t 
fo llow , w e iden tify  b rie fly  im p o rtan t in itia tives th a t need  y o u r  su p p o rt that:

(1) are  m o st critical to  su s ta in in g  the  in frastru c tu re  o f  hea lth  com m unities ;
(2 ) w ill have the  m ost p o sitiv e  e ffec t; and
(3) m ax im ize  Federal fund ing .

T hus, w e u rg e  y o u r suppo rt fo r
(A ) co n tin u ed  im p lem en ta tio n  o f  th e  R ural S an ita tio n  specia l em phasis  th is  y e a r  on 

inc reasing  fu n d in g  fo r  th e  R ura l U tility  B u sin ess  A d v iso r P rogram  (R U B A ) and  the 
R em ote  M ain ten an ce  W o rk e r (R M W ) P ro g ram , and

(B ) lon g -term  ca re  fo r  e ld e rs  in ru ra l a reas  th rough  inc rease  in funding  to  s ta te  housing  
p rog ram s, in c reased  o r  m a in ta in in g  serv ices  to  e ld ers, an d  additional M ed ica id  do llars fo r 
w aived  serv ices .

Y o u r co m m itm en t to  these im p o rtan t in itia tives is c ritica l to  th e ir success. W e lo o k  fo rw ard  to 
m eeting  w ith  you  regard ing  th e  issues w e have iden tif ied  an d  tho se  tha t m ay be o f  specia l concern  to  you.

F o r fu rth e r in fo rm atio n  on an y  m ateria l in c lu d ed  in th is p u b lica tio n , p lease  con tac t o u r  C E O , C yn th ia  
N avarrc ttc .

n. ouiiy oiium
C h a ir

ALEUTIAN/PRIBILOF ISLANDS ASSOCIATION 
ARCTIC SLOPE NATIVE ASSOCIATION 

BRISTOL BAY AREA HEALTH CORPORATION

COPPER RIVER NATIVE ASSOCIATION
EASTERN ALEUTIAN TRIBES 

KETCHIKAN INDIAN COMMUNITY

CHUGACHMIUT

MANIILAQ ASSOCIATION 
METLAKATLA INDIAN COMMUNITY 
MT. SANFORD TRIBAL CONSORTIUM 

NATIVE VILLAGE OF EKLUTNA 
NATIVE VILLAGE OF TYONEK 

NINILCHIK TRADITIONAL COUNCIL 
KODIAK AREA NATIVE ASSOCIATION

NORTON SOUND HEALTH CORPORATION 
SELDOVIA VILLAGE TRIBE 

SOUTH CENTRAL FOUNDATION 
SOUTHEAST ALASKA REGIONAL HEALTH CONSORTIUM 

TANANA CHIEFS CONFERENCE 
YUKON-KUSKOKWIM HEALTH CORPORATION 

NORTH SLOPE BOROUGH

VALDEZ NATIVE TRIBE
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I. SIJMMARY OF HIGHEST PRIORITY INITIATIVES

A. RURAL SANITATION
The most significant needs in rural Alaska with respect to water and sewer systems and solid waste 
management are the following:1

1. To have the ability to plan for and pay for on-going operation and maintenance of systems 
by maintaining state-funded programs, such as the Remote M aintenance W orker (RMW) and 
Rural Utility Business Advisor Program (RUBA).

2. To have the technical, financial, and managerial capacity to plan for the sanitation needs 
of the community so that communities can manage and operate their systems in an effective 
manner for the expected life o f the systems.

3. To have adequate funding and financial support to plan, design, constrict, and operate and 
maintain community based rural sanitation projects for sewer and water infrastructures systems 
and solid waste and solid waste management.

1. RURAL UTILITY BUSINESS ADVISOR PROGRAM (RUBA)
There is still a continuing need 10 increase the number of RUBA positions available to assist 
rural communities with their water and sewer and sanitation utility systems management.
Funds for the program come from both the U.S. Environmental Protection Agency and the State o f 
Alaska.2 EPA funding is matched by state funding, from the legislature. The RUBA staff travels to 
communities and assists with developing or improving local utility management systems. RUBA 
is one o f the few programs to provide direct assistance to rural communities needing help with 
their utility systems. Current staff levels do not provide for adequate partnering to provide 
technical assistance to all rural communities in need.

There is a need for ongoing utility management to be conducted at regional levels. The RUBA 
staff conducts regional workshops that provide valuable training opportunities for operators and 
local utility managers. The number o f staff available to conduct these training workshops is 
limited, yet the demand for these workshops continues to increase. The RUBA program needs to 
be expanded or other programs need to be developed to provide this type o f training.

We encourage the legislature and state government to look at creative alternatives for increasing 
the capacity of the RUBA program by supporting contractual or partnership relationships with 
organizations that can provide the needed training and assistance to rural communities.

' State o f Alaska, Department o f Environmental Conservation and Dept, o f Community & Economic Development 
: State o f Alaska, Department o f Community & Economic Development



2. R EM O TE M AINTENANCE W ORK ER PROGRAM  (RMW)

State funding should be increased to an .adequate level to meet demand.3 The Alaska 
Department o f Environmental Conservation’s Remote Maintenance W orker Program assists 
rural communities with:

• sanitation facility operation and maintenance
• operator and utility manager training,
• emergency troubleshooting,
•  repair o f water and wastewater systems,
•  and sanitation facility project assistance.

The RMW  program continues to be underfunded and cannot keep up with the demand for RMW 
positions.
These positions are needed for several reasons including:

1) communities continue to need more assistance as more complicated systems are 
constructed in communities that require more intensive upkeep to maintain proper 
performance levels;

2) more communities are trying to properly operate and maintain their systems but cannot 
afford to do so without outside technical assistance and support and the RM W ’s often 
provide these type o f services; and

3) the overall cost o f working and living in rural Alaska continues to increase so it the cost 
o f maintaining the program is increasing annually, although funding has stayed flat over 
the last several years.

Local water and wastewater system operators and their communities depend on the RMW program 
to provide trained operators that can provide local assistance when problems arise and that can also 
train people to adequately maintain community systems. Technical assistance to rural 
communities will be seriously impacted if  the RMW program does not receive adequate funding 
to operate and provide technical assistance to rural communities.

3. RURAL ALASKA SANITATION COALITION (RASC) FUNDING

Alaska Native Health Board encourages State Legislators to support the continued funding 
of RASC through the Alaska H ousing Finance Corporation.

Over the last five years, RASC has been funded by the Alaska Housing Finance Corporation 
(AHFC) through a grant supported by funds from A H FC ’s supplemental housing program funds.
In October 2000, RASC and Alaska Native Health Board were notified that funding for RASC 
could no longer be made using supplemental housing funds. AHFC recognizes the importance o f 
RASC as a statewide coalition that is committed to bringing about positive long-term change in the

1 State o f Alaska, Departm ent o f  Environmental Conservation
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substandard water, sewer, solid waste, and related environmental health conditions existing in 
Alaska villages.4

AHFC wishes to continue to support RASC and has included RASC in its FY2002 operating 
budget request to the legislature.

The Governor’s Council of Rural Sanitation passed a resolution in December 2000 supporting 
the continued funding of RASC through Alaska Native Health Board.

4. SOLID W ASTE MANAGEMENT

Solid waste management is a critical environmental problem throughout rural Alaska. Most 
rural communities have open dumps that do not to meet federal or state regulatory requirements 
and standards. Open dumps can contaminate drinking water sources, help spread infectious 
diseases, and caused other hazards to local residents.

Limited funding is provided to solid and hazardous waste management or projects. Under the 
present system, most funding is available only for rural sanitation projects and infrastructure 
operations and maintenance. The need for solid waste management competes with the needs for 
water and sewer systems. From a public health standpoint, water and sewer improvements take 
priority over solid waste improvements and management. Limited funding is available from the 
U.S Environmental Protection Agency for tribes under the agency’s Indian General Assistance 
Program (IGAP) and other EPA grant programs. In addition, Alaska Native Health Board offers 
small grants to tribes through the EPA’s Alaska Solid W aste Management Demonstration G rant’s 
Project. These grant programs do not begin to cover the need for funding for solid and hazardous 
waste management in rural Alaska.

The cost of constructing a new landfill is typically in the hundreds thousands o f dollars and does 
not include the cost o f operating and maintaining the new landfill c. closing the old open dumpsite. 
There is a significant need for funding for solid waste management and projects for communities 
in rural Alaska.

Alaska Native Health Board requests State legislators to take the following actions:

•  Support the Governor’s Council on Rural Sanitation’s efforts to recognize the need for 
separate funding for solid waste management in communities throughout Alaska.4 

*Designate funding for solid and hazardous waste management and projects that does not 
compete or take away from existing funding for rural sanitation.

4 Alaska Native Health Board, Rural Alaska Sanitation Coalition
5 State o f  Alaska, Departm ent o f Environmental Conservation
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B. LIGH TS FO R RUNWAYS

Alaska Native Health Board urges State Legislators to prioritize and plan for placing runway 
lights, beacons, and instrument approach lights in the remote communities with runways.

More than 200 Alaska communities do not have road access to the nearest inpatient medical 
facilities. More than one-half o f the people served by the Alaska Area Native Health Service live 
in these rural and remote communities. One of the most critical factors affecting aviation access to 
these communities is runway lights.

There are 202 Alaskan communities that rely entirely on air transport to the nearest inpatient 
medial facilities. There are airport lights at 113 airports at these remote communities. There are 
beacons at 94 o f the airports. Twelve airports have instrument approach lights. There are NO lights 
at 63 airports.6

C. MAINTAIN DENALI KID CARE

The Alaska Native Health Board supports the maintenance of the Denali KidCare program  
by the Department o f Health and Social Services and urges the Legislature to fully fund this 
program.

The State Children’s Health Insurance Program (SCHIP) was enacted by Congress in August 1997 
to help States provide health coverage to children and pregnant women in low income working 
families. The parents of many o f these children work for small employers who cannot afford to 
offer their employees health insurance coverage.

• Uninsured children in low-income families get sick more often from preventable and 
infectious illnesses such as conjunctivitis and ear infections.

•  They also suffer more often from serious dental problems and chronic medical conditions 
such as asthma and diabetes.

•  Uninsured pregnant women are less likely to receive necessary pre-natal care. Left 
untreated problems can have serious long-term effects.

• Parents o f sick children face nearly insurmountable barriers to continuing to work.

Insurance coverage is a critical step to preventing these bad outcomes. Using the Federal 
SCHIP tunding and supplementing it with general funds is a smart way to subsidize small 
businesses and to protect our m ost valuable resource -  our children.7

(' Federal Aviation Administration, Report to House and Senate Appropriations Committee. March 2001
7 State o f Alaska, Department o f  Health & Social Services, Denali KidCare
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D. SUPPORT FO R LONG-TERM  CARE FO R ELDERS IN RURAL AREAS

The State o f Alaska Division of Senior Services program for Rural Long-Term Care Development 
is attempting to address this need. This program, funded by the Alaska Mental Health Trust 
Authority and the Robert Wood Johnson Foundation, is working with communities to develop 
assisted living homes in some of the larger regional and subregional villages so elders can remain 
closer to home.8

The program is funded through the next 2- 3 years. The primary goals are to:
•  increase the number of assisted living homes in rural areas
•  ensure a broad availability o f other home and community based services through 

adequate wages and benefits to in-home workers

The benefits to the State o f Alaska and our rural communities are:
• more cost effective than placement in a skilled nursing home
® keep elders nearer to community and family, which will increase the elders’well-being
•  economic development in our rural communities through full-time long-term jobs for 

village residents

Alaska Native Health Board recommends that the legislature support this program through:

• an increase in funding to state housing programs for senior and special needs 
housing projects

•  increasing or at least maintaining funding for services to elders through the Alaska 
Commission on Aging programs and Personal Care Services programs

•  additional Medicaid dollars for waivered services

* Slate o f Alaska, Dept, o f Administration, Division o f Senior Services
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II. MAINTAIN/IMPROVE FUNDING FOR PREVENTION

A. Violence Against Native Women and Children

The Alaska Native Health Board recognizes the need for an innovative, statewide effort to 
reduce the incidence of violence and its pervasive effects among Alaska Natives. This 
proposed Alaska Native Violence Prevention effort engage key stakeholders leveraged by national 
supports, community strengths, and cultural traditions in a comprehensive effort to culminate the 
many facets which contribute to violence. Prevention and early treatment can be facilitated by 
enhancing and extending the roles and skills o f Alaska partners for our communities to address the 
complex family and community needs related to violence prevention and intervention.

For example, Alaska Native Health Board appreciates the M unicipality of Anchorage’s efforts to:

• establish a shelter for all single women in Anchorage, focusing particularly on Alaska 
Native women

• provide short-term advocacy to help Native women and children find temporary housing
• provide longer-term assistance to help women purchase their own home
• expand the "safe home" concept to establish safe houses for victimized women
•  develop a sponsorship program for Alaska Native women needing support in Anchorage
• provide intensive job training designed specifically for Alaska Native Women
• establish a Victim Assistance Center to coordinate with existing services and provide a 

safe haven for physically or sexually assaulted Alaska Native women and their children.

The Alaska Native Health Board requests State Legislators to support education and 
awareness activities in all areas o f domestic violence: sexual, physical, and mental.

Our recommendations are to:

a. develop and implement a public awareness campaign focusing on safety, which  
targets two groups: the general public and Alaska Native women.

b. support the Anchorage M unicipality’s efforts to provide Travelers’ Aid at the 
Airport for Natives coming in from rural areas

c. establish a Native Community Center which is open nights and weekends, 
providing Alaska Natives a drug free and safe environment for socializing



B. Tobacco Control
The Alaska Native Health Board urges the legislature to develop a statewide comprehensive 
tobacco control program.

The statewide Alaska Tobacco Control Alliance, which includes the Alaska Native Health Board, 
has identified the need for $8.1 million/year as the minimum level o f funding needed for a 
comprehensive statewide tobacco control program. Currently only $1.6 million is being spent by 
the legislature on tobacco prevention efforts.9

A comprehensive statewide plan would include:

•  advertising campaign that illustrates the deadly impact of tobacco
• enforcement measures to keep tobacco out o f the hands o f children
• cessation services
•  school and community based tobacco prevention programs

Smoking is the leading cause of preventable death in the United States. Approximately 500 
Alaskans die each year from tobacco-related causes.

> Alaska Natives suffer 23.2% o f smoking related deaths, although Alaska Native 
comprise only 16.5% o f the states population

> Over 40% o f Alaska Natives use tobacco
> At least 1/3 o f all cancer deaths are due to cigarette smoking
> 7% o f infant deaths are due to smoking from causes including spontaneous abortion, 

low birth weight and Sudden Infant Death Syndrome
> M edical expenditures attributable to smoking are estimated at $154 million/year*
> The total state and federal tax burden from tobacco-caused health costs in Alaska are 

estimated at $70 million per year*

♦These cosij are 100% preventable!

Alaska will receive $816 million over the course o f 25 years as a result of joining the multi-state 
settlement with the tobacco industry. As a priority, a meaningful portion of these funds should be 
used to prevent and treat the staggering tobacco-caused addiction, disease and death that gave 
rise to the litigation in the first place.

() The Alaska Tobacco Control Program: A Plan for the Future, March 1999



C. Fetal Alcohol Syridroine (FAS)/Fetal Alcohol Effect (FAE)

In the seventeen years since Fetal Alcohol Syndrome (FAS) and Fetal Alcohol Effect (FAE) were 
identified in the United States, several thousand papers have been written describing the clinical 
signs and how children are damaged from prenatal exposure to alcohol.

It could be argued that intervention strategies cannot be devised until we have clearly defined the 
problems o f children and the mechanisms which underlie them. The needs o f the children and their 
families demand that intervention strategies be tested now .10

One of the m ajor efforts is to develop a broad, multi-strategic approach to public education and 
statewide effort to better educate our service providers about identification and service delivery 
interventions by funding programs such as:11

• Community level awareness 
« Regional level training o f service providers

The Alaska Native Health Board urges State Legislators to support our efforts to improve 
our system o f service delivery to individuals affected by prenatal exposure to alcohol and to 
prevent future alcohol-affected births.

D. HIV/AIDS Prevention

HIV prevention in the state o f Alaska is woefully inadequate given the virtual size to the State of 
Alaska, the transient nature of Alaskans, and an alarming increase in the Alaska Native population 
becoming infected.

According to a 1999 Estimated Alaska Population by Race/Ethnicity, Alaska Native men 14% of 
the population, yet Alaska Native men comprise 16% o f all known HIV/AIDS cases in the State of 
Alaska. W hile Alaska Native Women constitute 16% o f the population, they have a 
disproportionately higher rate of HIV/AIDS making up 38% o f those infected.12 From 1995 to 
1999, Alaska Native Females represent 50% o f all new AIDS cases13

Resources for effective prevention outreach activities are few and the identified need is great. The 
Alaska HIV Prevention Planning Group has identified Alaska Natives as a target population. 
Women are especially identified as being risk. There are few organizations that target Alaska 
Natives specifically for HIV Prevention Outreach Activities. Rural HIV preventions have few 
resources and even fewer organizations that target our people.

The Alaska Native Health Board encourages State Legislators to support the allocation of more 
resources within the state that will provide at least minimal outreach prevention/education to 
Alaska Natives, in both urban and rural communities.

10 Fantastic Antone Succeeds, Klcinfeld/W cscott, University o f Alaska Press 1993
11 State of Alaska, Dept, o f Health & Social Services
12 State of Alaska, Department o f  Labor and W orkforce Development
13 State o f Alaska, Division of Public Health
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A L A S K A  T R A V E L I N D U S T R Y

2600 Cordova Street, Suite 201 •  Anchorage, Alaska 99503 
PH O N E : (907) 929-2842 • FA X : (907) 561-5727

w w w .travela laska .com w w w .alaska tia .o ru

The O rgan ization  is managed by a 23-member elected Board o f Directors, representing 
various sectors o f  the Alaska visitor industry and various regions o f  the state. M arketing 
programs are developed and implemented through an extensive committee structure, 
including advisory committees with the active participation o f 40 members. As managers 
o f the contract, the Department o f  Community and Economic Development must approve 
the marketing plan prior to implementation.

A TIA  M em bersh ip  is ju st over 900 and consists primarily o f  small businesses.
•  61 %  have 0 to 5 employees
•  20 %  have between 6 and 15 employees
• 1 0 %  have between 16 and 50 employees
• 4 %  have between 51 and 100 employees
• 3 %  have over 100 employees
•  2 %  Convention & Visitors Bureaus (CVB) / Destination

Marketing Organizations (DMO)

Regular membership levels start as low as S I00 for small businesses; and marketing 
partner investment rates increase depending on the number o f  people employed during 
the peak season.

FY01 Contract F unding  Sources
•  Total Contract
•  State o f Alaska
• ATIA / Private Sector

>• Cruise Partners
>  CVB / DMO Partners
>  Pay-to-Play Programs

$6,928,571 
$4,850,000 
$2,078,571 
$ 819,040 
$ 342,590 
$ 916,941 +

The ATIA will meet and exceed the match required by the legislature. Under the FY01 
contract, there are total funds o f $6,928,571, o f  which 30% or $2,078,571 is matched by 
the ATIA through a variety o f contributions. To date, the ATIA has raised 83% o f  the 
match or $1,735,000. The remaining 15% will be collected in the next several months as 
payments are received.

http://www.travelalaska.comwww.alaskatia.oru
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TASLE A: 1999-00 PROJECTED STATE TOURISM OFFICE BUDGETS BY RANK

1 Hawaii $60,000,000
2 Illinois 55,507,500
3 Florida 54,287,750
4 Pennsylvania 34,370,996
5 Texas 30,875,113
6 New York 20,808,010
7 Virginia 19,200,000
8 Iowa 17,589,711
9 Louisiana 16,758,578
10 Wisconsin 15,525,000
11 Michigan 15,450,883
12 Missouri 15,148,409
13 Massachusetts 14,162,000
14 South Carolina 13,543,771
15 California 13,200,000
16 West Virginia 13,028,002
17 New Mexico 12.868,500
18 Minnesota 12.770,311
19 Mississippi 12.681,198
20 Tennessee 12,052,200
21 Arkansas 11,397,938
22 Maryland 10,736,310
23 North Carolina 10.658,626
24 Oklahoma 9,665.611
25 Nevada 9,331,330

26 Arizona $8,849,300
27 Alabama 8,790,604
28 Colorado 7,300,000
29 Georgia 7,246,382
30 Kentucky 7,177,800
31 Vermont 6,985,079
32 Montana 6,341,624
33 Alaska 6,668,500
34 New Jersey 6,600,000
35 Ohio 6,380,000
36 Connecticut 6,094,297
37 South Dakota 5,547,000
38 Idaho 5,314,027
39 Utah 4,829,500
40 Indiana 4,536,000
41 Maine 4,512,158
42 Kansas 4,500,000
43 Wyoming 4,406,460
44 Washington 3.875,020
45 New Hampshire 3,502,202
46 Nebraska 3.290,000
47 Oregon 3,122,082
48 Rhode Island 2,632,718
49 North Dakota 2,187,513
50 Delaware 1,176,600

Grand Tctni S644.032.663
Average S12.880.653

Total Budgets 

The projected budgets for fiscal year 1999-2000 total $644 million (50), 12.7 percent higher 
than last year's $571.4 million (50) actual budget allocation for fiscal year 1998-1999.
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The Alaska Travel Industry A ssociation (ATIA) is the new 

member-based visitor industry trade  association for Alaska. 

ATIA is the result o f  an industry-led initiative to  regain 

Alaska’s com petitive position as a visitor destination and to 

consolidate A laska’s statew ide tourism  organizations -  the 

Alaska Tourism  M arketing  Council (ATM C), the Alaska 

Visitors A ssociation (AVA), and the m arketing  functions of 

the Alaska Division o f Tourism  (D o!') -  into one new, 

non-profit organization. This stream lined structure is the 

industry’s solution to  several issues facing Alaska tourism: 

greatly reduced governm ent funding, continued threats of 

industry raxes, increased com petition  from  other 

destinations, and a decline in the rate o f visitor grow th. 

W ithout this renewed effort to  regain o u r position in the 

m arketplace, the Alaska visitor industry is likely to 

continue to  experience a d 'rease in the rate o f  visitor 

grow th. The Alaska Travel Industry Association FY01 

M arketing Plan will be conducted under con trac t to  the 

State o f  Alaska, D epartm ent o f C om m unity and  Economic 

Development. It is the result o f collaboration  between 

visitor industry businesses th roughou t A laska and is a 

blueprint for the beginning o f new m arketing  program s 

for the industry. This m arketing plan includes elements 

im plem ented in the past by the A TM C, AVA and  DoT, as 

well as exciting and  new  initiatives developed by the ATIA 

members and  board o f directors.

ATIA's Membership

ATIA’s mem bers com e from every part o f the visitor 

industry including small bed and breakfasts, charter 

com panies, gift shops, hotels, guiding com panies, lodges 

cruise lines, destination m arketing organizations 

(D M O s) and tourism  suppo rt com panies. These membei 

have been involved in ATIA’s developm ent from the 

beginning. T hrough  public meetings, forum s and commi 

w ork, ATIA's m em bership has been active in the process 

o f shaping and  m olding how  the industry will prom ote 

the state o f Alaska as a visitor destination.

ATIA Charter Membership by Employment

II ol  employees 6-15 16-50 51-100 100+

;ATIA Marketing Implementation Plana 1



Board of Directors gfg§ ‘ ¥ 'f

T h e  1 7  f o u n d in g  m e m b e r s  o f  A T IA ’s b o a r d  o f  d i r e c to r s  w e re  e le c te d  b y  th e  m e m b e r s h ip  in  
A u g u s t  1 9 9 9  to  s e r v e  te r m s  v a r y in g  f r o m  o n e  to  th r e e  y e a r s .  In  a d d i t i o n ,  6  d i r e c to r s  w e re  
a p p o i n te d  b y  th e  e le c te d  d i r e c to r s  t o  s e rv e  a  o n e - y e a r  te r m .

The 1999-2000 Board of Directors Term Expires

Officers
Ann Cam pbell, Chair: A urora C onsu lting .......................................................................................................................2000

Bill Pedlar, Vice C hair: Pedlar M anagem ent C onsu lting ............................................................................................. 2000

Susan W oodw ard Springer, Secretary/Treasurer: H erring Bay M ercantile .......................................................... 2001

Bob Dindinger, C hair o f  M arketing: A laska Travel A d ven tu res...............................................................................2001

Brett C arlson, C hair o f  G overnm ent Relations: N orthern  Alaska Tour C o m p a n y ...........................................2002

Tina Lindgrcn, President is: C O O

Directors
Dale A nderson: A dm iralty T ours..........................................................................................................................................2000

Denise Bclkoski: A nchorage C onvention Sc Visitors B u re a u ....................................................................................2000

Johne Binkley: A laska R iverboat Discovery/El D orado  Gold M i n e ....................................................................... 2002

Greg C ham pion: Sheraton A nchorage H o te l................................................................................................................... 2000
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It is im portan t for an organization such as the ATIA to  determ ine the path  it will travel into the future. This has been a prime 
consideration for ATIA as it takes over the role o f m arketing the state —  a role formerly held by three separate agencies.
The ATIA Board o f D irectors developed the following vision statem ent for the organization:

"The ATIA will be the leading industry organization prom oting Alaska as a top visitor destination, 
com m unicating and prom oting the Alaskan tourism  industry as one of the state’s m ajor economic 

forces, and will be the respected voice of the industry for the grow th of the industry, while 
rem aining attentive to  care for the environm ent, recognition of cultures, 

and A laska’s unique quality o f life."

As we strive to  atta in  o u r vision for the Alaska visitor 
industry, ATIA will undertake the following.

• To prom ote and  facilitate travel to and th roughou t the 
state o f Alaska.

•  To provide a broad-based association o f individuals 
and com panies w ith an interest in the visitor industry 
in Alaska.

• To encourage the increase and im provem ent o f  quality 
visitor facilities, services, and attractions th roughout 
the state.

• To plan and execute an  international m arketing cam paign 
prom oting Alaska as a visitor destination.

•  To increase the aw areness o f  the econom ic im portance 
of the visitor industry.

• To develop and im plem ent program s beneficial to  the 
travel supplier and consum er, program s th a t no  o ther singl 
industry com ponent o r organ ization  w ould be expected to 
carry o u t on its ow n.

• To initiate and cooperate w ith local, state and federal 
entities in developing and im plem enting program s, policies 
and legislation th a t are responsive to the needs o f  the 
industry and to  inrervene in those issues an d  initiatives 
tha t w ould directly affect the facilitation and prom otion  
o f  travel to and within Alaska.

• To w ork cooperatively w ith the state on tourism  
developm ent and long-range planning.



These fundam ental princip les have been estab ­

lished to  provide d irec tion  fo r the first year o f  the 

o rgan iza tion ’s existence. T hey w ill be a guide for 

the activities o f  the b o ard  o f d irec to rs, sta ff and  

m em bers o f the  ATIA.

• ATIA program s will be econom ically  beneficial and 

effective for a  w ide spectrum  o f m em ber businesses.

• ATIA will w ork  to  c rea te  a healthy  and  friendly 

econom ic env iro n m en t to  encourage new  enterprises.

• ATIA will be an  inclusive an d  broad -based  association  

and  will p rovide s tro n g  and  cohesive rep resen ta tio n  o f 

the visitor industry  in A laska - including sm all and 

rural businesses.

• ATIA will p rovide a unified voice for the tou rism  

industry.

• ATIA will m ain tain  close w ork ing  relationsh ips w ith 

A laska’s destina tion  m ark e tin g  o rgan izations.

• ATIA will w ork  aggressively to  regain A laska’s role 

as an in n ova to r in th e  w orldw ide  tourism  m arketing  

spectrum .

• ATIA will develop s tro n g  p artn ersh ip s  w ith the n o n ­

tourism  o r  ind irect tou rism -re la ted  businesses.

• ATIA will be a tten tive  to  the qualities th a t tou rism  

success is built upon , such as care for the env ironm ent, 

recognition o f cu ltu res , and  A laska’s unique quality

o f  life.

• ATIA and its m em ber businesses will w ork  to  be seen 

as responsible p ro p o n en ts  o f  sound  resource 

m anagem ent and  env ironm en ta l quality.

As a statew ide trad e  association  for A laska’s diverse 

v isitor industry , ATIA has diverse roles to  play -  m a rk e t­

ing A laska as a v isitor destination , providing  m em ber 

and  com m unity  re la tions, p rov id ing  leadership on v isito r 

industry  policy developm ent and  advocacy, providing 

v isito r industry  education , an d  p lanning  for the 

long-term  health  o f  the industry  and  the association.

O bviously, m arketing  A laska as a v isitor destination  is 

a p rim ary  responsibility  o f the  association . This involves 

bringing A laska’s m essage to  the m arketp lace when 

custom ers are  m ost receptive. To accom plish this, ATIA 

will target m arketing  w here do llars go  the farthest, 

p rov ide travelers w ith  p lann ing  in fo rm ation , m ain tain  a 

p rog ram  th a t has proven results, be an  innovator and  

m a rk e t leader for destination  m arketing  and m arker 

A laska year-round . T he ATIA will also develop m ultiple 

m arketing  m essages tailored  to  d ifferent consum er g roup s 

and  develop effective m arketing  partnersh ip  program s.

Equally im p o rtan t will be o u r  re la tionsh ip  w ith o u r 

m em bers and  w ith  A laska’s com m unities. ATIA will 

strive to  m ain tain  s trong  m em ber relations by m aking  

m em bership  a ffo rdab le  and  equitab le  and  by ensuring  

good  com m unications w ith m em bership . ATIA will 

also  strive to  m ain tain  strong  com m unity  relations by 

com m unicating  the co n trib u tio n s o f the visitor industry  

to  A laska’s econom y and  com m unities and w orking to  

ensure  positive im pacts on the  quality  o f life of 

A laskan residents.



Overall, it is the responsibility o f  the ATIA 

m arketing program  to  reach our to  the m arketplace and 

com m unicate w ith a diverse mix o f potential visitors. To 

accom plish this task , ATIA will assume many o f the 

m arketing roles previously undertaken by the Maska 

Tourism M arketing C ouncil, the Alaska Visitors A ssociation, 

and Alaska Division o f Tourism. W ithin ATIA, there will be 

three m ajor program  areas. T he board o f  directors will set 

overall policy and budget, overseeing the Tourism  Industry 

Services, A dm inistration and M arketing functions. The 

m arketing program  will be im plem ented by a professional 

staff a t the direction o f the Alaska Travel Industry 

Association board o f directors and its m arketing com m ittee.

T he m arketing com m ittee o f ATIA is appointed  by the 

board of directors and  is charged w ith the responsibility 

o f developing the annual m arketing plan, as well as 

supervising the p lan ’s im plem entation. The developm ent 

o f the m arketing plan for FY01 w as addressed by the 

following 27  representatives, selected by the board of 

directors, from  aroun d  the state participating as m embers 

o f the m arketing com m ittee.

Marketing Committee Members
1. Bob Dindinger, C hair
2. Ann Campbell
3. Brad Phillips
4. Pierre Germain
5. G ary O dle
6. Kirk Moessle
7. Jerrc Fuqua
S. Ron Peck
9. Susan W oodw ard Springer
!0 . Pam Forem an

A dditionally, to  ensure even greater m em bership particip. 

tion, the  m arketing com m ittee established several advisoi 

com m ittees to w ork  on specific areas o f the plan. A list o 

participants in these com m ittees is included a t the 

conclusion o f this plan. The advisory com m ittees for the 

developm ent o f the m arketing plan for FY01 included:

Strategic Planning C om m ittee 

A dvertising C om m ittee 

C ollateral C om m ittee 

Research C om m ittee 

Internet C om m ittee 

Public Relations C om m ittee 

T rade and  International C om m ittee

21. Sheri G erhard
22. Brett Carlson
23. Patti M ackey
24. Dale Fox
25. Brad W alker
26. Deb Flickok
27. Tina Lindgren

11. John  M azor
12. Denise Belkoski
13. Dennis Brandon
14. Bob Engelbrecht
15. C harlie Ball
16. Laurie H erm an
17. Lcn Laurance
18. Bill Pedlar
19. M ary N ovak-Beatty
20. W anctta Ayers



■ TIA Marketing ImplementationPlan

The History Of Cooperative 
Marketing In Alaska

sta te . For m any years, A laska’s sophisticated  

m arketing  techniques and  pub lic /p rivate  structu re  

served as a m odel fo r o th er destinations. T he ATIA 

is an industry-led initiative to  con tinue  the s trong  tra ­

dition  of cooperative m arketing  in A laska -  w hile 

addressing  the  decline in sta te  spend ing  on visitor 

industry  m arketing .

Alaska is Losing Ground

Since 19S9, state funding for tourism  program s has 

declined nearly 60 percent, from S i 5 million in FY90 to  

less than S6.7 million in FY00. At the sam e time, other 

states have increased their tourism  prom otion by 26 

percent in the last five

C oopera tive  M arke ting  in A laska really began w ith 

the  c rea tion  o f  the A laska Visitors A ssociation (AVA) 

in 1950. T he m ajo r em phasis o f  the association  was 

p ro m o tio n , including p ro d u c tio n  o f the A laska-Y ukon 

Travel M anuals. In fact, betw een 1959 an d  1970,

AVA w as know n as the A laska Travel P rom otion  

A ssociation  and  w orked  on m arketing  projects w ith 

the D ivision o f T ourism  afte r it w as form ed in the 

‘60s. In 1976 the first fo rm al cooperative tourism  

m arketing  efforts betw een the sta te  o f A laska and the 

tourism  industry  began, w hen AVA app ro ached  the 

stare w ith  an innovative p roposal to  co-m ingle private 

and  s ta te  funds to  d raw  visitors to  A laska. T he  idea 

w as sim ple: com bine funding  from  the sta te  w ith  

m oney, m arketing  ta len t, an d  know ledge con tribu ted  

by the  private secto r to  build a p rogram  to  prom ote 

the en tire  sta te  as a destina tion . Program  

recom m endations w ere provided by the A laska 

V isitors A ssociation M arke ting  C ouncil and  

im plem ented  by the D ivision o f Tourism  (D oT).

This m elding o f  industry  an d  sta te  tou rism  efforts 

w en t a step fu rther w ith  legislation passed in 19SS to 

form  the  A laska Tourism  M arketing  C ouncil (ATM C). 

Jo in tly  m anaged  by the sta te  and AVA, the A TM C 

oversaw  p rom otion  o f A laska to  the dom estic and  

C anad ian  m arkets , w hile the  State Division of 

T ourism  (D oT) m anaged  the  in ternational m arketing  

efforts for A laska. T his un ique program  created  a 

consisten t, h igh-quality  m arketing  plan th a t bolstered 

industry  expansion  effo rts , as evidenced by the 

phenom enal g row th  in the  num ber o f visitors to  the



Alas;ka State Tourism Spending

PY90 5 1 5 ,029 ,050

FY9I $12,446 ,571

FY92 510,526 ,171 $15

FY93 5 1 0 ,9 3 3 ,3 8 7 $12

FY94 $ 1 0 ,913 ,338 $9
FY95 5 8 ,038 ,963 $6
FY96 5 8 ,3 8 4 ,0 4 7 <£0vpv-»
FY97 5 7 ,9 9 0 ,1 0 0 $0
FY9S $ 6 ,7 2 8 ,9 5 0

* A
FY99 5 6 ,6 9 6 ,9 5 0

FY00 5 6 ,6 6 8 ,5 0 0

State Tourism Spending 1989-2000
(in millions of dollars)

1990 1991 1992 1993 1994 1995 1996 1997 1998 1999 2000

Cckrnpetitiori Is Increasme1 ■ v:■•■■■■ '■■■■: iy ■V . is f *  . . '•. V - :  .1. ■ . i ’ . ; ’ ■'... * .
Alaska is also  losing g round  due to  increasing 

com petition  from  o th er sta tes, coun tries , and  new  

destinations. W hile A laska’s m ost d irect com petito rs  

are foreign countries, w e are  also being ou t-sp en t in 

p rom otion  by o th er states and  even cities. This lack o f 

advertising  dollars has placed the visitor industry  a t a 

com petitive disadvantage. A laska con tinued  its tren d  

o f decline am ong the n a tio n ’s tou rism  budgets in 1999- 

2000 , slipping four spots from  last year to  settle a t 

33rd  place. O ver the past decade, funding for A laska 

tou rism  program s has declined by 60  percen t -  

d ropp ing  A laska from  7th place to  its cu rren t rank ing .

Top 33 State Tourism Budgets, 1999-2000

rowth Rate Is Declining i f  I l l8 l l l |  '
A laska’s relative decline in m arketing  com petitiveness 

is being felt w ithin the industry. W hile overall v isito r 

num bers have continued to  rise, the  rate o f  g row th  has 

slow ed. Some segm ents o f the industry, m ost no tab ly  

highw ay-dependent businesses, have felt the first effects 

o f decline.

Growth Rate Declines

:j:r, AtiA;Marketing ImplementatjOn Plan
1990 1992 1997 1999
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Alaska is a unique travel destination .
And for many visitors, travel to  A laska is 
a dream  com e true. Like any o th er 
destination , A laska has its streng ths and  
w eaknesses. A ccording to  Im ages III Study, 
conducted  by the A TM C  in 1996, one of 
A laska’s strengths is the num ber of p o ten ­
tial v isitors o u t there -  there are  ab o u t I S’ 
million U.S. adu lts w ith  "high po ten tia l"  
to travel to  Alaska and  30 .5  m illion U.S. 
adu lts  "interested in visiting."

O u r w eakness, though , is th a t these peo­
ple believe th a t travel to  A laska is very 
costly and the w eather is very cold, w hich 
are tough perceptions to  overcom e.

Industry. Forum . •,
At visitor industry forum s held in K etchikan, Fairbanks 
and Anchorage during the fall o f 1999, the discussions 
highlighted the strengths and weaknesses o f  Alaska as 
a visitor destination. At each o f these forum s, the 
participants identified A laska’s beauty, wildlife, and culture 
as our strongest a ttributes and identified the lack of 
m arketing funds, increased com petition, and the cost 
and distance o f Alaska travel am ong o u r biggest challenges.

O ther strengths and weaknesses included:

WeaknessesStrengths
N atural beaut)'
Scenery
Wildlife
Native cultures
N orthern Lights
Adventure
Varied cultures
Year-round opportunities
W inter sports
Stare and national parks
Fulfillment o f a dream
Glaciers
Fishing

Lack of m arketing funds
C ost and time to travel
Lack of statew ide image
Increasing com petition
M aintaining a quality experience
Lack of w inter infrastructure 

and packages
Trip-planning challenges
Lack of infrastructure
O ver-crowding in som e locations
Severe w inter/clim ate image

Solutions
A laska’s m arketing  challenges w ere b rainstorm ed during  
each o f the  v isitor industry  forum s, and  partic ipan ts 
generally agreed th a t s trong  cooperative m arketing  w as 
critical. A dditional strategies and  actions identified as 
im p o rtan t by partic ipan ts included:

• S trong  generic m arketing
• S trong overall im age cam paign
•  S trengthen In ternet presence
• M ore  cost-efficient ways for small businesses 

to  partic ipate
• C on tinue  s trong  research efforts
• C oopera tive  m arketing  program s for all segm ents 

w ith in  industry
• G enerate  qualified, quality  leads o f potentia l 

A laskan visitors
• M ore e ffo rt to  reach rep ea t visitors
• N atio nal television cam paign
• G oal-based  program  w ith quan tifiab le  perform ance 

m easures

8



The goals and objectives for th e  FY01 Marketing Plan are:

1. Goal: Maintain or increase the average length of stay in Alaska.
O bjective: N o  decrease from  9.8 nights during sum m er season and 8.2 nights

during fall/w inter season.

2. Goal: Increase year-round employment of Alaskans in th e  visitor
industry th roughou t the state.

Objective: Increase visitor-related em ploym ent o f A laskans to  30,700
direct and indirect full-year jobs.

3. Goal: A ttract a diverse mixture of visitors who travel to and within
Alaska by a variety of travel modes.

Objective: Increase travel by all modes.
Objective: Increase travel to  all regions o f  the state.

4. Goal: Endeavor to  position Alaska as a year-round destination.
Objective: Increase fall/wintei arrivals by 3% .
O bjective: Increase sum m er arrivals by 3% .

5. Goal: Increase to ta l visitor expenditures statewide; endeavor to maintain or
increase per-trip expenditures.

Objective: Increase visitor expenditures above the current figure o f  S949 million statew ide.
Objective: N o decrease in per-pcrson, per-trip spending from current estim ated level o f S726.00.

6. Goal: Increase independent visitation to Alaska.
Objective: Define cu rren t independent visitation and establish benchm ark for future tracking.

7. Goal: Increase th e  rate of repeat visitation.
Objective: Include repeat visitation in the Alaska V sito r Statistics Program  (AVSPJ to  establish a benchm ark.
O bjective: Include repeat visitors in the Images iv/ study to  establish benchm arks.

8. Goal: Increase in terest in Alaska as a visitor destination.
O bjective: Increase the num ber o f inquiries to  all ATIA m arketing program s.
Objective: Com plete the Images IV study to  establish baseline trends.

9. Goal: Increase awareness and participation of businesses in the
marketing program.

Objective: Im plem ent database tracking o f total num ber o f businesses w ho participate
in m arketing program s.

O bjective: Im plem ent tracking program  for participation in individual program s.

10. Goal: Increase private-sector funding of state tourism marketing programs.
O bjective: G enerate a t least 3 0 %  o f  program  costs.



T he decision process used by visitors to  Alaska begins 
first w ith an aw areness o f  Alaska and an interest in 
travel. For some visitors, an  A laskan vacation is a life­
tim e dream  destination, for o thers, an Alaskan vacation 
is n recent am bition. Both however, start in the same 
place -  an interest to  travel to  Alaska.

O nce the interest takes hold, the nex t step for an 
A laskan visitor is the actual decision-m aking and 
planning o f the trip. This process, again, can range from 
a lifetime o f planning to  a quick, recent decision to  
travel. Potential visitors in this m ode are gathering 
inform ation, thinking abou t alternatives, and trying to 
decide if Alaska is “on the vacation list.” And then, a 
decision - “ We’re going to  A laska.”

Now, the planning and inform ation search is really 
on  -  visitors in this m ode are m aking itinerary and 
product choices and require inform ation on  the variety 
of options and activities A laska has to  offer. Visitors 
conic in a wide variety, w ith a variety o f interests -  no 
one option  o r alternative will w ork for all potential 
visitors. Hence, the reed  to  ensure tha t A laska and its 
visitor industry businesses respond to these potential 
visitors with a wide selection of activities, attractions, 
and experiences.

Overall, it is the responsibility o f  the ATIA m arketing 
program  to reach ou t to  the m arketplace and com m uni­
cate w ith potential visitors in each stage o f  the decision 
process -  from the "interest" stage to  the "w e’re going" 
stage. And just as the inform ation  needs o f  potential 
visitors vary a t each stage o f the decision process, the 
best way to com m unicate th a t inform ation varies at 
each stage o f the decision process. Additionally, it is o u r 
responsibility to m easure the reach and effectiveness o f 
o u r m arketing efforts; thus, the  ATIA m arketing 
program  will include a strong  m arket research clement.

Image aw areness cam paigns are the m ost effective media 
to  com m unicate w ith potential visitors w ho  are just 
developing aw areness o f their interest in A laska. T he 
ATIA m arketing program  has designed a variety of 
public relations and  Internet strategies to  reach ou t and 
stim ulate potential visitors’ aw areness o f Alaska and to 
spark their interest in traveling to Alaska. ATIA will 
conduct image and  aw areness program s targeted both 
to  dom estic U.S. consum ers and in ternational consum ers 
and will utilize a wide variety o f niche and m arket 
segm ents image and inform ation.

O nce an interest exists, how  do  you find those potential 
visitors and gather enough inform ation from  them to 
determ ine if their interest is strong enough to  convert to 
.111 actual "travel to  Alaska" decision? T he ATIA 
m arketing program  has designed an aggressive direct- 
response program  tha t will reach o u t and  locate over 
581 ,925  potential visitors and m otivate them to  request 
actual A laska trip  planning inform ation via mail, 
toll-free number, o r the Internet. The tactics utilized to  
m otivate potential visitors will include a w ide variety 
of niche and m arket segm ent images and  inform ation, 
again attem pting to  appeal to  a w ide variety of 
potential visitor interests. In o rder to  send them  Alaska 
trip-p lanning inform ation, ATIA needs to  know  their 
nam es and addresses -  which will then be m ade 
available for destination m arketing organ izations and 
A laska visitor businesses to  follow -up w ith specific 
regional and product inform ation.

In addition , ATIA will be w orking closely w ith tou r 
w holesalers and operators, both encouraging them to 
bring groups to Alaska and ensuring th a t they have the 
know ledge and  inform ation they need to  book group 
travel th roughou t Alaska. As w ith consum er m arketing, 
ATIA’s w ork with the travel trade will include both 
dom estic U.S. and in ternational w holesalers and operators.



ATIA Marketing Irriplernentation Plan.

The target audience for the ATIA advertising program  

consists o f  a prim ary target audience o f  35+ year old 

couples w ith no kids, and  a secondary target o f 35+ year 

old couples w ith kids and  35 and under singles w ith no  

kids. O ver the years, these targets have proven to  consti­

tute the m ajority o f A laska’s visitors -  they have proven 

to he the folks w ith  the time an d  money, as well as 

interest and m otivation to  travel to  Alaska.

Primary Target Audience

Age: 35+
Em ployed o r R etired 

Single o r  M arried  
N o C hildren

Secondary Target Audience

Age: 35+ , Em ployed, M arried  w ith  C hildren  
U nder 35, Em ployed, Single, no C hildren



riA Marketing Implementation Plan

The Board o f D irectors o f the Alaska 1 ravel Industry 
Association and the State o f A laska, D epartm ent of 
C om m unity and  Economic D evelopm ent established the 
following m ajor com ponents for the FVOI M arketing  
Plan:

C onsum er M arketing 
Niche M arketing
Trade and International M arketing 
Inquiry Fulfillment 
M arket Research

C onsum er m arketing will include im age cam paigns and 
direct-response program s utilizing a variety o f media and 
tactics. Additionally, special program s will be developed 
to  expand consum er m arketing efforts into special niche 
m arker segments, such as w inter activities, cultural 
tourism , sports fishing, advenrure-eco tourism , highway 
and m arine highway segments, and bed &  breakfast 
accom m odations.

Trade and international m arketing p iogram s will 
continue im portant activities previously conducted by the 
Division of Tourism. These program s will include image 
awareness, direct response program s, and education and 
training program s. Additionally, the Alaska Travel 
Industry Association will continue A laska’s partnership  
with the Yukon, British C olum bia, and A lberta in the 
cooperative m arketing program  Tourism N orth .

Inquiry fulfillment program s will ensure distribution 
of travel inform ation th a t will help m otivate potential 
visitors to  plan a trip to  Alaska and to p ro . >Jc orchil 
trip-planning and  product-specific inform ation. O ur 
Inquiry Fulfillment program  will strive to  provide 
extensive, factual inform ation on travel to and w ithin 
Alaska, the variety of activities available for visitors, 
and trip  and it nerary-planning assistance.

And, finally, M arket Research will be conducted 
to m easure the effectiveness o f  ATIA’s program s 
anti to  learn m ore ab o u t A laska’s visitors and 
potential visitors.

T he Board o f D irectors an d  M arketing  C om m ittee for 
ATIA, along with m em bers o f advisory com m ittees, 
destination m arketing organ izations and m em bers, have 
developed the following m arketing  strategies to address 
the 10 ATIA M arketing G oals and  to  ensure tha t the each 
o f the  5 M ajor C om ponents are significant elements of 
the program . T he following Plan is subject to change 
based upon fluctuating m arket conditions, budgetary 
factors and  new inform ation.

T he FYOI M arketing Plan will be im plem ented by the 
ATIA staff under the supervision o f  the Project M anager, 
ATIA President T ina Lindgren, and  the general oversight 
o f the  ATIA M arketing C om m ittee.



Public relations is a key com ponent to  the ATIA 

m arketing program . A positive, visitor-friendly image of 

Alaska created through feature articles, guidebooks, and 

television will prom ote travel to the state. T he approach 

for the public relations effort will be to  prom ote Alaska 

as a year-round visitor destination. T he media will be 

familiarized w ith  the variety o f travel options and modes 

o f transporta tion . An em phasis will be placed on the 

uniqueness, beaut)', and  variety o f activities in Alaska not 

only in the summer, bu t in the off season as well. The 

state will be prom oted as a w hole, highlighting the 

virtues and diversity o f  each region.

Strategy 1: Work with the media to generate 
travel stories that feature a variety of Alaska 
travel products and regions 

Tactics:
•  Provide timely story ideas to  travel editors a t m ajor 

magazines and  new spapers.
• Offer editors and w riters timely rem inders tha t ATIA is 

their first stop  for travel inform ation abou t Alaska, 
photography, and o th er assistance.

• Strive to  get the toll free num ber (800-862-5272) and 
the w eb site (w w w .travelalaska.com ) placed as a 
reference sidebar to A laska editorial.

• Work w ith the broadcast m edia, prim arily television, in 
m ajor m arkets for the purpose of attracting  television 
crews to  Alaska to develop feature packages.

•  Place well-spoken experts abou t A laska's visitor 
industry on radio call-in program s in target m arkets.

• Develop a series o f Alaska press kits for distribution 
to key broadcast media outlets and editors in m ajor 
markets.

Strategy 2: Continue and enhance media cen­
ter on the ATIA website 

Tactics:
• Add new photography, as it becomes available.

jjv j
•  Add new site enhancem ents and  content.
• Develop a m ore intensive series o f links to relevant 

vendors and destination m arketing organizations.

Strategy 3: Assist qualified writers with trip- 
planning and bring qualified writers to Alaska 

Tactics:
•  C onduct separate press trips in the w inter and summer.
• Provide 5-7 press trip  opportun ities in conjunction with 

the W orld Adventure Congress scheduled in Anchorage 
in September 2 0 0 1.

• A ttract top-notch w riters and editors for individual 
itineraries.

• C oordinate itineraries, com plim entary services, and 
w ork w ith media on story angles, photos, and any 
o ther materials to secure m axim um  coverage.

• Work w ith destination m arketing  organizations across 
the state  011 media trips, m edia assistance requests and 
inform ation requests.

Strategy 4: Continue to include winter and 
other seasonal promotion as part of the overall 
public relations effort 

Tactics:
•  C onduct a w inter press trip  targeting 12 travel writers 

o r broadcast media and  follow -up on story placement.
• Assist Special O lym pics organizers w ith public 

relations efforts.
vM

• W ork w ith destination m arketing  organizations and 
w inter opera tors to  co rd u c r targeted w inter prom otions 
and contests.

rJ*V|

•  Develop prom otional efforts to  draw  attention  to 
ice carving and N orthern  Lights viewing.

• Pitch an ice climbing p rom otion  to ou td o o r and  sports 
cable channels.

http://www.travelalaska.com
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|  Strategy 5: Feature a variety of market segments and geographical regions in
I  public relations program

4 Tactics: 
ffl " i • Send our one press release per m onth  abou t Alaska to  feature im portant 
$  events, regions o f  the state, o r a seasonal discussion.
% •  Send o u t a m inim um  o f tw o  e-new s bulletins each m onth , using
|  the database tha t currently  contains over 600 e-mail addresses 
(I for travel w riters and  editors. Topic conten t will focus on 
| |  seasonal events, regional activities, as well as unique

stories ab o u t Alaska.
• Solicit inpu t from destination m arketing  organizations 

and industry businesses aroun d  the state.
• Develop five new stories for publications, featuring new 

1 travel trends, new attractions and  developing areas of 
g tourism  in Alaska.

0 Refresh five stories from the story  archive.

i Strategy 6: Ensure ATIA board is prepared
| to respond to any travel-related crisis

| Tactics:
] •  Update and  im prove the existing crisis com m unication plan.
\ • Work w ith ATIA staff to  determ ine a core crisis
j com m unication team .

• C onsider crisis m edia train ing as a partnership 
opportun ity  for ATIA mem bers.

• M eet w ith the crisis com m unication  team  2-4 tim es per 
year to evaluate an d  update  key com ponents o f the plan.

Strategy 7: Coordinate public relations efforts 
with member businesses and destination 
marketing organizations

Tactics:
• Identify curren t public relations efforts w ithin 

the visitor industry.
vj* * C onduct a public relations conference to

exchange and  identify possible synergies and 
y means for gaining m axim um  exposure for all 

m arket segm ents and  regions.
• Review opportun ities to  partner m ore 

effectively w ith Tourism  Y ukon’s public 
relations efforts, especially regarding

}\ w inter opportunities.
ijjv i' • H old m onthly teleconference w ith destination 
j m arketing organ izations to  discuss relevant

• be proactive in com m unication  w ith  the 
m em bership and solicitation o f ideas.



The role o f advertising in the ATIA m arketing plan is 

to  help find potential visitors and gather enough 

inform ation from them  to determ ine if their interest is 

strong enough to  convert to  an actual "travel to  

A laska" decision. T he ATIA m arketing program  has 

designed an  aggressive direct-response program  tha t 

will reach o u t and locate over 5H1,925 potential 

visitors and  m otivate them to  request printed Alaska 

trip planning inform ation -- via mail, toll-free 

number, o r the website. T he tactics utilized to 

m otivate potential visitors will include a w ide variety 

o f niche and  m arket segm ent images and inform ation, 

again attem pting to  appeal to  a wide variety of 

potential visitor interests.

Based upon annual conversion studies and previous 

m arket segm entation research, Alaska has found tha t 

the m ost efficient m edia for the direct response program  

consists o f direct m ail, consum er magazines and selected 

Internet strategies. Efficiency is a m easurem ent o f both 

the num ber o f potential visitors reached and  cost of 

advertising. For the FY01 ATIA M arketing 

Im plem entation Plan, we will rely m ost heavily upon 

our direct mail and consum er magazine cam paigns to 

generate the targeted requests for printed Alaska 

vacation planning inform ation .

['. I Consumer Magazine 

BMW Direct Mail 

I I Internet

I I Canadian Magazines

Strategy 1: Execute direct mail program to 
generate 400,130 requests for printed Alaska 
vacation planning information from qualified 
prospects with high conversion potential and 
low cost-per-response

Tactics:
•  M ail to  potential visitors w ho have requested 

inform ation in p rio r years.
• M ail to  nam es from  purchased lists th a t have 

perform ed in prior years.
• Mail to  subscribers o f  magazines w ith  high Alaska 

and/or travel content.
• Mail to  purchased nam es m eeting target audience 

and m arket segm ents.
ijjfe •  Test e-mail an d  Internet strategies.

Again, based upon annual conversion studies and other 

Alaska visitor industry research, the placem ent schedule 

for the direct response program  begins in September 

2000 and continues th rough  M arch 2001, w ith the 

exception o f  the Internet cam paign. The Internet 

cam paign will continue th rough  June 2001 to 

accom m odate late season planners.

Vacation Planning Information 
Request Generation Source



Direct Response Media Schedule

Consumer
Magazines

Internet

Canadian Magazines

2000

Aug. Sept. Oct. Nov.

Direct Mail

Strategy 2: Execute U.S. consumer magazine 
advertising program to generate 136,357 
requests for printed Alaska vacation planning 
information from qualified prospects with 
high conversion potential and low cost-per- 
response

Tactics:
•  Place full-page ads, w ith Business Reply C ards and 

Internet web site address, in 38 U.S. consum er 
magazines.

•  23 magazines will advertise Alaska on  reader service 
cards (Bingo).

• 20 magazines will run link on  their w eb sites to  ATIA 
electronic Business Reply C ard

Strategy 3: Execute Internet advertising 
program to generate 32,045 requests for 
printed Alaska Vacation planning information 
from qualified prospects with high 
conversion potential

Tactic
• Feature ATIA's web site address prom inently in 

all consum er m agazine advertising and direct 
mail materials.

• Place banner ads on A laska travel con ten t to 
link potential visitors w ith ATIA w eb site.

•  Execute opt-in e-mail program  to  send travel 
inform ation to  addresses o f prospects th a t have 
requested inform ation.

•  Execute e-mail new sletter program .
•  A ttract qualified leads to  ATIA web site with 

search engine optim ization.
0  •  Test new  Internet advertising opportunities.

Strategy 4: Execute joint Yukon advertising 
program to generate requests for qualified 
prospects with high conversion potential

Tactics:
• Place full-page ads, w ith  Business Reply C ards and 

Internet W ebsite address, in 3 C anadian consum er 
m agazines in O ntario  and  Western C anada.

• Place full-page ads w ith business reply cards and 
internet w ebsite address in up  to 5 U.S. consum er 
m agazines geared to  highway travel.

•  Execute internet m arketing.



U.S. and Canadian Advertising Plan by Publication

^Alaska Editorial

Alaska Editorial

Septom bor O ctober N ovem ber

General Travel

\ A|jft.fy!^ketlng Implementation Plan

Note: Many of the publications above Alaska editorial is TBD.

December January February March

Outdoor Advcnture/AHInlly___
Canoe ft Kayak Magazine 

National Parks Magazine 
National Wildlite 

Outdoor Lite 
Outdoor Photographer 

Outside 
Popular Photography 

In-Flight Magazines
Delta Sky Magazine 

Northwest World Traveler

General Lifestyle
Alaska Magazine 

Audubon 
Coaslal Living 

Discover 
Prevention 

Roadors Digest 
Yankee

Canadian Magazines_________
Chatelaine 

Canadian Living 
Harrowsmith

Arthur Frommeris Budget Travel 
Travel America 
Travel Holiday 

Vacations/Travel 50 ft Beyond
Highway Travel____________ _

Arizona Highroads (AAA) 
Coast to Coast 

Colorado Motorist (AAA) 
Homo ft Away 

Journey - WA (AAA) 
Midwest Traveler (AAA) 

Trailer Lite 
VIA (AAA) 

Westways (AAA)

tra.Tsaiinm
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Strategy 1: Provide printed statewide Alaska 
image information to interested prospects 

Tactics:
• Design and produce 375 ,000  copies o f the Invitation 

to Alaska.
• Prom inently feature ATIA’s w eb site address in 

Invitation to  Alaska.
• Design invitation cover to  em phasize A laska’s 

scenery and beauty.

Strategy 2: Provide printed statewide Alaska 
travel product information to highly 
qualified prospects 

Tactics:
•  Design and produce 450 ,000  copies o f the Official 

Alaska State Vacation Planner.
• Design planner cover to  em phasize N ative culture 

and the variety of activities available to visitors.
•  Refresh and update editorial content.
•  Revise advertising directory to im prove usability.
•  Design a destination m arketing organization 

m arketing partner page for the back cover o f planner.

The sta te’s collateral p rogram , a program  th a t designs 

and produces the statew ide printed m aterial, will be 

essential to  attracting  visitors to A laska. Even as 

destination m arketing takes a tu rn  tow ards digital 

collateral, it will never com pletely replace the selling 

power o f full-color images and  planning brochures. 

The collateral program  will consist o f  three m ajor 

com ponents tha t include T he Official Alaska State 

Vacation Planner, Invitation to  Alaska (a 24-page, full- 

color introduction to  Alaska), and specialty brochures 

to address specific m arkets.

&

Change inside back o f P lanner to highlight 
participating destination m arketing partners and 
provide mechanism for inform ation request.
Add destination m arketing partner reply card

Strategy 3: Design and produce new 
specialty brochures for selected market 
segments.

Tactics:
0 Identify potential m arket segments for 

brochure development.
* Survey m arketing partners for interest in 

participation.
•  Design and produce brochures.



In ternet usage is skyrocketing -- according to  a report 

by the Travel Industry Association o f  America, the 

correlation between the online population and  travel is 

so strong th a t a lm ost all Internet users are also travelers. 

It is vital th a t A laska’s visitor industry keeps in line with 

the progress o f  technology. M arketing via the Internet 

also levels the playing field for sm aller businesses since 

establishing a presence on the W orld W ide W eb can be 

very easy and  relatively inexpensive.

The existing A laska consum er travel website will be 

greatly expanded to  increase the quality and range o f 

inform ation available to  potential visitors an d  to 

increase the access o f  A laska’s tourism  businesses for a 

w ide range o f  new custom ers and m arkets. “ D riving 

custom ers to  m arketing  partners’ businesses” will 

becom e an increasingly im portant elem ent o f  the ATIA 

Internet program . As p art o f  this effort, a significant 

ad v c n :sing and  prom otional cam paign will be executed 

to “d rn  e potential visitors” to  the ATIA website; this 

effort is detailed in the Advertising section o f  the FY01 

M arketing  Im plem entation Plan.

Key elements o f  the Internet strategy will be small 

business em phasis, year round content, increased 

e-com merce opportun ities, and  content-rich sections 

for niche m arket segm ents such as adventure &C 

eco-tourism , winter, sports-fishing, bed &  breakfast 

and cultural tourism .

Strategy 1: Upgrade existing website 
content, formatting, and navigation to 
enhance usability 

Tactics:
• Standardize form at th ro u g h o u t the consum er site.
• Im plem ent "short-w ide" design model to ensure th a t 

content, advertisers and  m arketing partners can be 
reached easily from all pages o f the site.

•  U pgrade conten t to  represent the w ide spectrum  of 
com panies in A laska’s visitor industry.

Strategy 2: Upgrade features to consumer 
website 

Tactics:
•  C reate "Frequently Asked Q uestions" section.
• Upgrade the "Trip Planner" section to  allow  m ore 

advanced sorting and  planning features.
t-M

•  C reate "O pr-ln N ew sletter" for consum ers.
•  C reate additional virtual tours.

•j«w' • Enhance Alaska m ap to  suppo rt zoom ing on regions 
and hot links.

•  Evaluate additional upgrades.

Strategy 3: Integrate existing content from 
other compatible websites to maximize infor­
mation and feature availability to consumers 

Tactics:
^  •  Integrate con ten t from  state and federal agencies, such 

as N ational Park Service, Alaska M arine H ighw ay 
and the N ational Forest Service.

-wl' •  D evelop cross-linking relationships w ith  m arketing 
partners such as Tourism  N orth  and destination 
m arketing organizations.
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Strategy 4: Investigate additional marketing 
partnership opportunities beyond basic 
listings and links 

Tactics:
• Investigate banner ad opportunities a t the top  o f 

appropria te  "inside" pages.
• Investigate enhanced listings th a t allow  descriptive 

narratives plus links to  e-mail and  web sites.
• Allow purchase o f m ultiple listings per advertiser.
• Develop lead generation opportunities.
• Develop e-com m erce opportunities.

Strategy 5: Expand website to provide 
portals to marketing partners' product 
information and websites 

Tactics:
• Develop enhanced m arketing partner product 

database.
• D evelop enhanced search features for m arketing 

partner product inform ation.
sk«£ • investigate e-com mercc options.

• D evelop benchm arks for m easuring effectiveness 
o f  site as portal to  m arketing partners’ product.



T he role o f  inquiry fulfillment in the  ATIA m arketing 
plan is to  provide potential visitors w ith inform ation 
tha t will help m otivate them  to plan a trip to  Alaska 
and to provide useful trip-planning and product-specific 
inform ation. O ur inquiry fulfillment program  will strive 
to provide extensive, factual inform ation on  travel to 
and within Alaska, the variety of activities available for 
visitors, and  trip and itinerary-planning assistance.

T he tactics utilized to  provide potential visitors w ith 
Alaska printed inform ation will include the distribution 
of ATIA’s printed m aterials, state o f  A laska and regional 
destination m arketing organizations, and o ther m arket­
ing partner m aterials. Additionally, ATIA will encourage 
and provide tools to  m arketing partners, such as 
destination m arketing organizations and visitor industry 
product industry businesses, to  provide product specific 
inform ation to  prospective visitors and travel trade.

W hat’s the difference between the "Invitation to 
A laska" and the "Official Alaska State Vacation 
Planner?"

The "Official Alaska State Vacation Planner" is the 
brochure th a t is mailed to potential visitors w ho request 
printed inform ation on  Alaska and indicate tha t they 
will be traveling to  the Alaska within the next tw o 
years. Also, the "Official Alaska State Vacation 
Planner" is a com bination o f  image phoros and descrip­
tive editorial and o f a directory of advertisers represent­
ing a wide variety o f businesses th roughou t Alaska.

"Invitation to  A laska" on the  other hand, is the 
brochure th a t is mailed to  prospects w ho are  not certain 
tha t they will travel to  A laska or arc no t certain w hen 
they will travel to Alaska. It is primarily an image piece 
designed to spark their interest in Alaska travel. Unlike 
the "Official Alaska State Vacation Planner," the 
"Invitation to  A laska" does n o t have an advertising 
directory, but does prom inently feature the ATIA w eb 
site address.

, ATIA. Marketing Implementatibn. Plan

Strategy 1: Distribute Alaska image arid 
planning information to interested prospects 
generated through ATIA's marketing 
programs and other sources

Tactics:
• D istribute Invitation to  Alaska to 375,000 interested 

prospects.
•  D istribute Official Alaska State Vacation Planner to

450 ,000  interested prospects.
• D istribute new  specialty brochures for selected m arket 

segments.
•  O perate ongoing fulfillm ent program  to respond to 

mail, electronic and phone requests for inform ation.

Strategy 2: Encourage destination marketing 
organizations and visitor industry businesses 
to provide product specific information to 
prospective visitors and travel trade

Tactics:
•  M ake prospective visitors nam es and  addresses 

available to destination m arketing organizations 
and visitor industry businesses.

•  U pdate discrim inate analysis model to  increase 
effectiveness o f leads provided to destination 
m arketing organizations and visitor 
industry businesses.

• M ake trade event con tact leads available to 
destination m arketing organizations
and visitor industry businesses.

•  M ake w eb site and e-mail 
addresses available 
to  destination 
m arketing 
organizations 
and visitor 
industry 
businesses, as 
allow able 
by law.
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Creating interest am ong the consum er m arket is only 

one part o f the essential destination m arketing for 

Alaska. O nce consum ers have m ade the d .cision  to 

travel to  Alaska, an ou tle t w here they can buy their 

travel should be a available. And since the vast m ajority 

o f visitors to Alaska are from the U.S., dom estic travel 

trade (travel agents and tou r operators) is one o f  the 

most im portant areas for ATIA to  target. From the 

standpoint o f the travel trade, the  program  needs to 

generate agent and  o p era to r interest an d  offer extensive 

education. Since Alaska is such a big state  w ith so m any 

different modes o f  transporta tion , attractions, and 

variables in general, A laska is a potentially difficult 

destination to  sell. The up  side to  the difficulty a novice 

agent o r opera tor m ight have in selling Alaska is that 

when they actually see A laska, they are  truly com m itted 

to  learning abou t and selling the destination. For these 

reasons the following tactics are suggested.

Strategy 1: Provide Alaska travel information 
to and contacts with tour operators and 
wholesalers 

Tactics:
• Anchor A laska’s participation a t the N ational T our 

Association (NTA) convention and to u r & travel 
exchange in Salt Lake City in N ovem ber 2000.

• Assist the Anchorage C onvention Visitor Bureau w ith 
the planning and coord ination  o f the NTA Spring 
M eet to be held in A nchorage in M arch 2001.

• Anchor A laska’s participation in the A m erican Bus 
Association (ABA) convention in January  2001 .

• O rganize and  sponsor Alaska fam iliarization tours for 
the travel trade to u r w holesalers and operators 
culm inating in Alaska Travel Fair m arket place for 
buyers and  Alaska sellers in Valdez in September 2000.

• Participate in the N on-Profits in Travel program  in 
February 2001.

• Participate in the Receptive Services Association 
conference.

ijwf • C o-sponsor w ith A nchorage C onvention &  Visitors 
Bureau World Congress on A dventure Travel &  
Eco-Tourism in A nchorage in Septem ber 2000.

Strategy 2: Conduct a series of retail travel 
agent educational workshops in key U.S. 
markets 

Tactics:
• Schedule in appropriate m arkets immediately before 

o r after Pow Wow, NTA, ABA, an d  o ther planned 
events.

•  Encourage participation by destination m arketing 
organ izations and  private sector businesses to 
show case their destinations and products.

•  Survey travel agents on their perceptions o f quality 
and  content and apply input to  future educational 
w orkshops.

Strategy 3: Develop Top-of-the-World 
Specialist online program for the travel trade 

Tactics:
•  M ake recom m endations for con ten t refinem ents and 

enhancem ents.
•  Pursue potential endorsem ent o f  the program  by the 

Institute o f  Certified Travel A gents (ICTA) that would 
allow  travel agents the ability to  earn credit tow ard 
Certified Travel Agent (CTA), Certified Travel 
C ounselor (CTC), and  Certified Tour Professional 
(CTP) certifications.



The* role o f the in ternational program s in the ATIA 
m arketing plan is to reach o u t to  the highest potential 
international m arkets and  provide im age aw areness, 
trip-planning, an d  p roduct inform ation. Ju st as dom estic 
visitors com e in a wide variety; so do international 
visitors. Hence, the need to ensure th a t Alaska and its 
visitor-industry businesses respond to  international 
m arkets w ith a wide selection o f activities, attractions, 
and experiences.

W hat is A laska’s international m arket?

Based upon p ast experience and  Alaska visitor research, 
we know  tha t the m ajority  o f o u r in ternational visitors 
(not including C anadians) com e from  Jap an , G erm an­
speaking Europe and th e  United Kingdom  (UK), with 
smaller num bers arriving from Australia and  other 
Asian countries.

Jap an  has em erged as o u r m ost im portan t off-season 
m arker, w ith 50 percent o f  Japanese visitors com ing to 
Alaska in the m iddle o f w inter for activities anchored 
around  A urora viewing. N orthw est Airlines initiated the 
scheduled tu rn -around , non-stop air service between 
A laska and  a foreign country, opera ting  once weekly in 
the sum m er of 1998 and  1999. This created trem endous 
opportun ity  for substantial grow th  in sum m er visitation 
o f  Japanese visitors to A laska. N orthw est recently 
announced it w ould suspend this service for 2000  and 
2001 until the N arita  A irport expansion in Japan  is 
com pleted.

Germany, together w ith A ustria anti Sw itzerland, 
represents A laska’s largest (non-N orth  American) 
international visitor m arker. For five years, seasonal 
non-stop ch arter flights have opera ted  into Anchorage 
from  Frankfurt, C ologne and Z urich. T he visitors 
traveling on  these flights have a propensity to take 
long vacations in A laska, and to  visit a w ide variety 
o f Alaska destinations.

T he United K ingdom  continues to  show  prom ise as the
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next big inbound m arket for Alaska. As the UK econo­
my strengthens, the UK traveler w ants to  see m ore than 
Florida, N ew  York and C alifornia -  and can afford to. 
This m arket is also becom ing m ore adventure-based, 
requiring m ore active holidays. A lthough there are no 
direct flights between the UK and Alaska, increased 
non-stop service between London or the continen t and 
Seattle and  Vancouver, has greatly im proved A laska’s 
positioning as a destination.

T he ATIA international program  will focus prim arily 
upon the travel trade, w ith particular em phasis on 
attending international trad e  show s and conducting 
travel trade training and fam iliarization trips.

Strategy 1: Foster Alaska travel interest and 
provide planning information within the 
Japanese market 

Tactics:
• M aintain  local representation in Japan  to  enhance, 

facilitate and assist in providing direction for Alaska 
tourism  m arketing and sales activities.

• Participate in Japan  Visit USA program  to  be held in 
O ctober 2000.

• O rganize, sponsor and host an Alaska trade 
fam iliarization to u r in A laska in January 2001.

« H ost A laska Trade W orkshops in Japan  in April 2001.

Strategy 2: Foster Alaska travel interest and 
provide planning information within 
German-speaking Europe market 

Tactics:
• M aintain  local representation in G erm an-speaking 

Europe to  enhance, facilitate and assist in providing 
direction for Alaska tourism  m arketing and  sales 
activities.

• Participate in 1TB in M arch , 2001 , anchoring A laska's 
participation for o ther destination  m arketing organi 
zations an d  private sector businesses by sponsoring  a 
statew ide booth and  sharing space with Alaskan 
vendors.
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International Trade Show Schedule

2000 2001

July Aug. Sept. Oct. Nov. Dec Jan. Feb. March April May June

Japan Visit USA

ITB - Berlin

World Travel Market H
TIA’s International 
Pow Wow

International Travel Trade Workshop/FAM

2000 2001

July Aug. Sept. Oct. Nov. Dec Jan. Feb. March April May June

Japan Trade Alaska 
FAM

UK Trade Workshops

Alaska Travel Fair

Australian Trade 
Workshop

Alaska Travel 
Workshop in Japan

Strategy 3: Foster Alaska travel interest and 
provide planning information within the 
United Kingdom market 

Tactics:
• M aintain local representation  in the United Kingdom 

to  enhance, facilitate, and  assist in providing direction 
for Alaska tourism  m arketing  and sales activities.

•  Participate in the W orld Travel M arket in London in 
N ovem ber 2000 , anchoring  A laska's participation  for 
o ther destination m arketing  organizations and  private 
sector businesses by sponsoring a statew ide booth and 
sharing space witii A laska vendors, and d istributing 
private sector brochures.

• Sponsor a series o f travel trade educational w orkshops 
in the UK to  be held in M arch 2001 , im m ediately 
following ITB in G erm any.

Strategy 4: Foster Alaska travel interest and 
provide planning information within the 
Australian market 

Tactics:
* M aintain  local representation in Australia to  enhance, 

facilitate, and  assist in providing direction for A laska 
tourism  m arketing and sales activities.

•  O rganize and  sponsor a series o f travel trade  educational 
w orkshops in Australia in February 2001.
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Strategy 5: Provide planning information 
within other International Markets

Tactics:
• M aintain  local representation in Taiwan for the 

purposes o f distribution o f trip planning inform ation.
• M aintain  local representation in Korea for the 

purposes o f  distribution o f trip planning inform ation.

Tourism N orth  is a cooperative tourism  m arketing 

program  between Alaska and  several C anadian 

provinces (The Y ukon, British Colum bia, and  Alberta.) 

The purpose o f this effort is to (1) increase the num ber 

o f people traveling through northern British Colum bia 

and the Yukon Territory to  Alaska, (2) im prove the 

tourism  opportunities for highway visitors in each o f  the 

three jurisdictions, and  (3) increase the length o f stay 

and am oun t o f money spent by these highway 

visitors per day. A laska’s participation is 2 0 %  of 

the to tal program  budget, and the state 's $250 ,000  

investm ent is leveraged to  a $1 million + program .

Strategy 6: Organize, sponsor and participat 
in a variety of activities targeted to 
international wholesalers and operators

Tactics:
•  Participate in the Travel industry  Association of 

Am erica’s (T1A) International Pow  W ow in M ay 200
• O rganize an d  sponsor Alaska fam iliarization tours fo 

the in ternational travel trade to u r w holesalers and 
opera tors culm inating in an Alaska Travel Fair niarki 
place for in ternational buyers and  Alaska sellers in 
Valdez in Septem ber 2000.

Strategy 1: Provide potential highway and 
marine highway travelers with planning 
information 
Tactics:
•  Produce and distribute 4 0 0 ,0 0 0  copies o f 

N orth ! to  A laska.

•  Refresh and update  N orth ! to  A laska  content.
• Incorporate the Alaska M arine H ighw ay System 

schedule and tariffs.
• M aintain  and  upgrade Tourism  N o rth ’s consum er 

web site.

Strategy 2: Increase awareness of highway 
and marine highway travel opportunities

Tactics:
• Design and im plem ent a public relations cam paign tc 

stim ulate new s coverage o f highw ay travel.
• Design and im plem ent a dircct-to-consum er 

advertising program  through th e  use o f cooperative 
m arketing opportun ities
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T he role of Research in the ATIA m arketing plan is to 

provide m arket research to  A laska’s visitor industry and 

to  measure the effectiveness o f  the ATIA program s. 

Generally, the research undertaken by ATIA will help us 

accom plish the following:

1. To m onitor and evaluate the effectiveness o f 
m arketing program s.

2. To learn m ore abou t A laska’s visitors -  w ho they are; 
why they came; their purchase decisions, trip  
arrangem ents, and activities; and their perceptions 
and evaluations o f their Alaska trips.

3. To learn m ore about A laska’s potential visitors -  how  
they plan vacations, w ho they are, their attitudes 
tow ard Alaska travel, their psychographics, etc.

4. To provide tools and inform ation to  ATIA mem bers 
to enhance individual m arketing efforts.

Strategy 1: Determine the effectiveness and 
efficiency of ATIA's marketing program 

Tactics:
•  C onduct a study o f media to  determ ine effectiveness 

o f ATIA m arketing activities.
•  Survey participants in selected ATIA m arketing 

program s.

Strategy 3: Provide tools and information to 
ATIA members to enhance individual 
marketing efforts 

Tactics:
•  C onduct sem inars to  better understand and utilize 

research from  various studies.
• M ake research available through m arketing 

partnerships.

Strategy 2: Survey potential and actual 
visitors to Alaska 

Tactics:
* Assist with Alaska Visitor Statistics Program  Study o f 

actual FYOO visitors.
• Com plete Images IV study o f  potential and actual 

visitors, including repeat visitors and 
Fall/W inter/Spring visitors.
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As part o f its com m itm ent to  expand the statew ide 
m arketing cam paigns developed for A laska’s visitor 
industry, the Alaska Travel Industry Association will 
feature w inter tourism , highway and m arine highway, 
and special niche segm ents (such as sport-fishing, 
cultural tourism , adventure eco-tourism , bed 
breakfasts) th roughou t its FYOI m arketing activities.

Winter
O ne o f the key goals o f  the Alaska Travel Industry 
Association is to  “endeavor to position Alaska as a 
year-round destination .’’ As such, each o f  the m arketing 
strategies developed fo r FYO1 has a m andated elem ent 
to  include year-round focus and  activities. Additionally, 
special w inter m arketing  tactics have been designed to 
strengthen A laska’s w inter image and to a ttrac t new 
w inter visitors.

Featured w inter m arketing tactics include w inter m edia 
press trips, proactive efforts to pitch w inter story ideas 
to  a variety of m edia sources, w inter image features in 
our direct-mail and advertising cam paigns and ou r 
w inter w eb address featured in appropriate  advertising, 
and expansion o f  the w inter section on the ATIA w eb­
site.

W inter-focused m arketing  activities and  tactics include:

• C onduct press trips during w inter season
• Assist travel w riters/editors w ith  w inter stories
• Pitch w in ter story ideas to the media to  

increase their aw areness
•  Consider w inter tourism  specialty brochure
•  Support w inter tourism  brochure w ith 

specialty m agazine advertising
• Feature w inter images in direct mail and  ad 

cam paigns
•  Feature ATIA w inter w eb address in 

appropria te  advertising

•  Enhance and m aintain ATIA w inter section 
on website

•  Enhance w ebsite trip  planning tool to include 
w inter product

•  Include w inter p roduct in Alaska Travel Fair 
in September, 2000

•  Include w inter p roduct inform ation in travel 
agent w orkshops and trainings

•  Be active in the annual W inter Tourism 
Conference

• Survey past w inter visitors during  Im ages IV 
study to  learn abou t travel patterns, attitudes 
tow ard Alaska, visitor dem ographics, etc

Highway And Marine Highway
A nother key goal o f the Alaska Travel Industry 
A ssociation is to “a ttrac t a diverse m ixture of visitors 
w ho travel to and w ithin Alaska by a variety o f travel 
m odes.” As such, the APIA has developed a variety o f 
m arketing strategies for FYO I designed to  strengthen 
A laska’s highway and m arine highway m arkets.

Featured highway and m arine highway m arketing 
tactics include advertising in highway travel magazines, 
sending Alaska travel inform ation to  potential highway 
visitors via direct-mail program , and  participating in the 
Tourism  N orth  m arketing program  th a t produces and 
distributes 400 ,000  copies o f  N orth! To Alaska and 
m aintains a highway-focused consum er website.

H ighw ay and m arine highway focused m arketing 
activities and tactics include:

• Advertise in highway travel m agazines such as A rizona 
H ighroads (AAA), C oast to  C oast, C olorado  M otorist 
(AAA), H om e tk  Away, Journey WA (AAA), M idw est 
Traveler (AAA), Trailer Life, VIA (AAA) and 
Wcsrways (AAA)
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•  Send direct mail m aterials to  nam es from highway 
travel oriented lists such as Target Source -  RV/No 
Kids, G ood Sam C lub, M otoriiom e, Trailer Life, and 
RV Book and D irectory

• As partner in Tourism  N orth , produce and distribute
400,000 copies o f N orth ! To Alaska, including the 
Alaska M arine H ighw ay System schedule an d  tariffs

• As partner in Tourism N orth , m aintain and upgrade 
Tourism N orth  highway-focused consum er w ebsite

•  As partner in Tourism N orth , design and im plem ent 
public relations cam paign to  stim ulate news coverage 
of highway travel

Special Niche Segments
An especially im portan t goal o f the Alaska Travel 
Industry Association is to “a ttrac t a diverse m ixture o f 
visitors w ho travel to  and w ithin A laska.’’ As such, the 
ATIA has developed a variety o f  m arketing strategies for 
FYO I designed to  feature and enhance small business 
opportunities o f special niche segm ents (such as 
sport-fishing, cultural tourism , adventure eco-tourism , 
and bed &  breakfasts).

Beginning with the cover o f the Official Alaska Stai° 
Vacation Planner, which will feature an Alaska Native 
m otif, to special e-ncws bulletins distributed to hundreds 
o f travel press monthly, and including up to four new 
specialty brochures featuring small businesses from  
around Alaska, the ATIA FY01 m arketing program  has 
a m ajor com m itm ent to attracting  a diverse m ixture of 
visitors to  Alaska.

Sport fishing tactics include:

• Consider sport fishing specialty brochure
• Support sport fishing brochure with specialty 

magazine advertising
• Develop sport fishing section on  ATIA w ebsite to 

com plem ent specialty brochure
• Test direct mail program  to  past out-of-state 

purchasers o f Alaska Fishing Licenses

C ultural Tourism tactics include:

• Design Alaska Native m otif for cover o f Official 
Alaska Vacation Planner

•  Consider Cultural Tourism specialty brochure
• Support Cultural Tourism  brochure w ith specialty 

magazine advertising
• Develop Cultural Tourism  section on ATIA website 

to  com plem ent specialty brochure
• Develop press releases, e news bulletins and new 

travel stories w ith cultural tourism  content
• Advertise in national m agazines tha t appeal to 

cultural tourism  visitors
• Test direct mail program  w ith lists such as N ational 

G eographic Traveler, Alaska M agazine and Prem ier 
Luxury Class

A dventurc-Fco Tourism tactics include:

•  Consider Adventure-Eco Tourism specialty brochure
•  Support Adventure-Eco Tourism brochure with 

specialty magazine advertising
• Develop Adventure-Eco Tourism  section on  ATIA 

w ebsite to  com plem ent specialty brochure
• Develop press releases, e news bulletins and new 

travel stories w ith  adventure-eco tourism  content
= Advertise in national magazines tha t appeal to 

adventure-eco tourism  visitors such as C anoe fie 
Kayak M agazine, N ational Parks M agazine, N ational 
Wildlife, O u tdoor Life, O u tdoor Photographer, 
O utside, and A udubon 

o Test direct mail program  w ith lists such as 
N ational G eographic Traveler, N ational GEO  
A dventure, Adventures A broad, and Last Frontier 
Alaska

• Co-sponsor, with A nchorage C onvention and Visitors 
Bureau, World Congress 011 Adventure Travel fie 
Eco-Tourism in A nchorage in September, 2000

Bed &  Breakfast tactics include:

® C onsider Bed fie Breakfast section on A'FIA website.
• Support Bed &  Breakfast web section w ith specialty 

m agazine advertising
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W ith a legislative m andate to  m atch public funds with 
private funds on  an ever-increasing basis, the Alaska 
Travel Industry Association will he very dependent on 
its M arketing  Partnership Programs to generate the 
private-industry m atch. M uch o f this effort will involve 
the recruitm ent o f new  Partners and new  Partnership 
opportunities beyond the traditional ad sales and label 
p rogram s m anaged by the Alaska Visitors Association 
and the  A laska Tourism  M arketing  Council.

Already, beginning in this first year o f the A laska Travel 
Industry  A ssociation’s m arketing efforts, innovative 
new  partnership  opportunities have been developed and 
m any m ore are in the w orks. This year the Board of 
D irectors and  M arketing  Com m ittee have focused 
particularly upon new Internet program s an d  new small 
business-oriented niche m arket segment program s for 
developm ent o f new  Partnership opportunities.

The Alaska Travel Industry Association will be investing 
m ore than  $250 ,000  in new Internet program s to a ttrac t 
visitors to  the ATIA website -  w here m arketing 
partnership opportun ities are being expanded to 
increase the ability o f small businesses to  reach new 
custom ers and  m arkets. Additionally, the Alaska Travel 
Industry A ssociation will be investing m ore than 
$300 ,000  in new  specialty brochures th a t will feature 
special niche segm ents (such as sport-fishing, cultural 
tourism , adventure eco-tourism , and bed &  breakfasts). 
Again, ATIA will be providing new opportunities for 
A laska’s small visitor industry businesses to  a ttrac t new 
custom ers and  m arkets.

C urren t M arketing  Partnership Program s include:

• C ooperative m ajor-m arket new spaper ad buys
• Internet advertising strategies, such as Alaska 

travel discount offer
•  Listing, narrative, and display ads in the 

Official A laska State Vacation Planner
• Listing, narrative, and display ads in Specialty 

Brochures
• Business listings and w ebsite links on the 

ATIA website
• Banner ads on appropriate  “ inside pages” 

on the  ATIA website
• Purchase leads generated through ATIA 

m arketing program s
• Purchase leads generated through travel 

trade activities
•  Participation in dom estic and international 

Travel T rade Shows w ith ATIA
• Paiticipatjon in Alaska Travel Fair
• Participation in travel agent educational work 

shops and  training
•  Educational sem inars designed to  explain 

research program s, how  to take advantage o f 
program s, and  w hat w e’ve learned from  
research results

•  Research studies and docum ents
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Marketing Research
Conversion Study $J 45 ,000
Images JV rem aining costs 15,000
Program Im plem entation 24,0o0
Total Research $184,000

Consumer M arketing
Public Relations 

M edia O utreach &: Assistance $130 ,500
Summer Press Trips 27 ,000
New Story Packages 6,000
M edia Kits 2 ,750
Crisis C om m unications/D M O  Briefings 2 ,750
I -800 num ber. Clip Service etc 21 ,000
BR Agency A dm inistration 30,000
Program Im plem entation 46 ,900
Total Public R elations $266 ,900

Advertising
M agazine and  D irect M ail $2 ,084 ,655
Jo in t Yukon Program  220,000
Advertising o f  In ternet Site 331,000
1-800 N um ber 15,000
Ad Agency D irect Expense 113,000
Talent, Tapes &  Shipping 12,500
List Rental Program  65,000
Program Im plem entation 278,250
Total Advertising S 3 ,1 19,405

Internet*
Site D evelopm ent $90 ,000
Site H osting 10,000
Program Im plem entation 4 8 ,500
Total In ternet $148,500

Total Consumer M arketing  $3,534,805

Niche Marketing
W inter Press T rip $ 36,000
W inter P rom otions 17,000
Niche Advertising 200,000
Tourism N orth  250,000
Niche Brochure Program  180,000
World Congress on A dventure Travel 22 ,500
Program Im plem entation 66,750
Total Niche M arketing  $772,250

Inquiry Fu lfillm ent
Vacation Planner $1,209,71!
Inquiry Section 70,000
Program  Im plem entation 194,400
Total Inquiry Fu lfillm ent $1,474,111

Trade International Marketing
Travel Shows &  M em berships 
in ternational C ontracts

o■*°r
rn,O

Japan 267,46c
G erm an-Speaking Europe 198,062
UK 109,576
Australia 71,50C
Taiwan Fulfillment 3,00C
Korean Fulfillment 2,50C

Program Im plem entation &  Admin. 207 ,70C

Total Trade & International M arketing $963,40^

Total S6,928,571**

* Prom otion o f  w eb site listed under Consum er 
M arketing -  Advertising 

** ATIA anticipates supplem enting the FY 01 M arketing Plan 
with up to  $489 ,00  in additional m arketing expenditures.



FY01 DIRECT MAIL
PROJECTED RESPONSE BY DROP MATRIX

VERSION 1.0
%  #

Mail Response Response 
Mailing/Lists______________________________________ Quantity Projections Projections
S e p te m b e r  - C o n tro l  L is ts

PI D'OO G O L D  G O V 20.000 22% 4 ,400
PI D'OO B L U E  G O V 20.000 16% 3,200
PI D '01 M O D E L -G O L D  G O V 45 .000 28% 12,600
PI D '01 M O D E L -B L U E  G O V 20.000 21% 4.2 0 0
PI D'01 C O N T R O L - G O L D  G O V 45,000 28% 12.600
PI D ’01 C O N T R O L - B L U E  G O V 20.000 21% 4.2 0 0
PI L IK E L Y  3Y R - G O L D  G O V 20.000 23% 4,6 0 0
P I L IK E L Y  3Y R - B L U E  G O V 20,000 20% 4 ,0 0 0
PI L IK E L Y  ?- G O L D  G O V 20.000 23% 4.6 0 0
PI L IK E L Y  ?- B L U E  G O V 20.000 20% 4 ,0 0 0
A L A S K A  M A G A Z IN E 21 .400 17% 3.638
N A T IO N A L  G E O  T R A V -D 1 R E C T 82.000 16% 13.120
T A R G E T  S O U R C E -R V /N O  K ID S 46 .0 0 0 16% 7,130
B U Y E R S  C H O IC E /V A C A T IO N /C R U IS E 60 .000 15% 9,240
T A R G E T  S O U R C E -C R U IS E /F O R /N O  K ID S 85 .000 15% 12,750
D O N N E L E Y - F O R /N O  K ID S 22 .000 15% 3,3 0 0
B E H A V IO R  B A N K -C O L L E G E /F O R /N O  K ID S 18,600 15% 2.7 9 0

SUBTOTAL 585,000 110,368

S e p te m b e r  - B ack  T e s t L is ts
G O O D  S A M  C L U B 25.000 14% 3.500
L IF E S T Y L E  S E L -F F /F O R /N O  K ID 25.000 14% 3,500
M O TO R I-IO M E 25.000 14% 3.500
L IF E S T Y L E  S E L -C R U IS E /N O  K ID 25 .000 14% 3.500
T R A IL E R  L IF E 25 ,000 14% 3.500
A L A S K A  A IR L IN E S 9,000 14% 1,260
T A R G E T  S O U R C E -D O M  T R A V /C A M P /N O  K ID S 9.000 14% 1.260
R E A D E R S  D IG E S T  -C R U IS E /F O R /N O  K ID S 9.000 14%' 1.260

SUBTOTAL 152,000 21,280

S e p te m b e r  - T e s t L is ts
B O T T O M  L IN E  T O M O R R O W 8,500 10% 850
T R A V E L  H O L ID A Y  C L U B 8.500 10% 850
T R A V E L  A M E R IC A S.500 10%; 850
A A R P 8,500 10% 850
RV  B O O K  A N D  D IR E C T O R Y 8.500 10% 850
C R U IS E  A M E R IC A 8.500 10% 850
E C O N O  S E N IO R  T O U R S 8.500 10% 850
P R E M IE R  L U X U R Y  C L A SS 8 ,500 10% 850

SUBTOTAL 68,000 6,800

SEPT TOTAL 805,000 138,448



FY01 DIRECT MAIL
PROJECTED RESPONSE BY DROP MATRIX

VERSION 1.0

Mailing/Lists
Mail

Quantity

%
Response

Projections

#
Response

Projections
October - Control Lists

PI D'OO G O L D  G O V 20 ,7 5 0 22% 4,565
PI D ’OO B L U E  G O V 17,500 16% 2,8 0 0
PI L IK E L Y  3Y R - G O L D  G O V 20 .000 23% 4 .6 0 0
A L A S K A  M A G A Z IN E 21 .4 0 0 17% 3,638
N A T IO N A L  G E O  T R A V -D IR E C T 82 ,000 16% 13.120
T A R G E T  S O U R C E -R V /N O  K ID S 4 6 ,0 0 0 16% 7,1 3 0
B U Y E R S  C H O IC E /V A C A T IO N /C R U IS E 6 0 ,0 0 0 15% 9,240
T A R G E T  S O U R C E -C R U IS E /F O R /N O  K ID S 85 ,0 0 0 15% 12,750
D O N N E L E Y - F O R /N O  K ID S 2 2 ,0 0 0 15% 3,3 0 0
B E H A V IO R  B A N K -C O L L E G E /F O R /N O  K ID S 18,600 15% 2,790

SUBTOTAL 393,250 63,933

October- Test List
N A T IO N A L  G E O  A D V E N T U R E 8 ,5 0 0 10% 850
A D V E N T U R E S  A B R O A D 8,500 10% 850
T W A  A M B A S S A D O R S  C L U B 8,500 10% 850
B A C K R O A D S 8.500 10% 8 5 0
L A S T  F R O N T IE R  A L A S K A 8,500 10% 8 50
N A E A  C R U IS E  A N D  T R A V E L 8,500 10% 850
F R O M M E R  B U D G E T  T R A V E L 8.500 10% 850

SUBTOTAL 59,500 5,950 |

OCT TOTAL 452,750 69,883

November - Control Lists
PI D ’OO G O L D  G O V 2 0 ,7 5 0 22% 4.565
PI D ’OO B L U E  G O V 17,500 16% 2,800
PI L IK E L Y  3Y R - G O L D  G O V 20 ,0 0 0 23% 4 ,6 0 0
A L A S K A  M A G A Z IN E 21 ,4 0 0 17% 3,638
N A T IO N A L  G E O  T R A V -D IR E C T 82 ,000 16% 13,120 1
T A R G E T  S O U R C E -R V /N O  K ID S 4 6 ,0 0 0 16% 7 ,1 3 0  a
B U Y E R S  C H O IC E /V A C A T IO N /C R U IS E 6 0 ,0 0 0 15% 9 .2 4 0  f
T A R G E T  S O U R C E -C R U IS E /F O R /N O  K ID S 8 5 ,0 0 0 15% 12,750 i
D O N N E L E Y - F O R /N O  K ID S 2 2 ,0 0 0 15% 3,3 0 0  :•
B E H A V IO R  B A N K -C O L L E G E /F O R /N O  K ID S 18,600 15% 2 .7 9 0  I

NOV TOTAL 393,250 63,933
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%  #
Mail Response Response

Mailing/Lists______________________________________ Quantity Projections Projections
January - Control Lists

FY01 DIRECT MAIL
PROJECTED RESPONSE BY DROP MATRIX

VERSION 1.0

PI D'OO G O L D  G O V 20 ,750 22% 4,565
PI D'OO B L U E  G O V 17,500 16% 2,800
PI L IK E L Y  3 Y R - G O L D  G O V 20 .0 0 0 23% 4.6 0 0
A L A S K A  M A G A Z IN E 21 ,4 0 0 17% 3.638
N A T IO N A L  G E O  T R A V -D IR E C T 82 .000 16% 13,120
T A R G E T  S O U R C E -R V /N O  K ID S 46 ,0 0 0 16% 7,1 3 0
B U Y E R S C H O IC E /V A C A T IO N /C R U IS E 60 .000 15% 9,240
T A R G E T  S O U R C E -C R U IS E /F O R /N O  K ID S 85 .000 15% 12.750
D O N N E L E Y - F O R /N O  K ID S 22 .000 15% 3,300
B E H A V IO R  B A N K -C O L L E G E /F O R /N O  K ID S 18.600 15% 2,790

JAN TOTAL 393,250 63,933

February- Control Lists
P I D'OO G O L D  G O V
PI D'OO B L U E  G O V
PI L IK E L Y  3 Y R - G O L D  G O V
A L A S K A  M A G A Z IN E
N A T IO N A L  G E O  T R A V -D IR E C T
T A R G E T  S O U R C E -R V /N O  K ID S
B U Y E R S  C H O IC E /V A C A T IO N /C R U IS E
T A R G E T  S O U R C E -C R U IS E /F O R /N O  K ID S
D O N N E L E Y - F O R /N O  K ID S
B E H A V IO R  B A N K -C O L L E G E /F O R /N O  K ID S

20 ,750 22% 4.565
17,500 16% 2.8 0 0
20 ,000 23% 4 ,6 0 0
21 ,4 0 0 17% 3,638
82 .000 16% 13,120
4 6 .0 0 0 16% 7 ,1 3 0
6 0 ,0 0 0 15% 9,2 4 0
85 ,000 15% 12,750
2 2 ,0 0 0 15% 3,3 0 0
18.600 15% 2.790

FEB TOTAL 393,250 63,933

FY01 DIRECT MAIL TOTALS 2,437,500 400,130
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Legislative Hearing 
Department of Community & Economic Development 

COMMUNITY SERVICES BLOCK GRANT PROGRAM 
26 April 2001

Program Goals: T he C om m unity  Services B lock G rant P rogram  (C SB G ) is designed  to 
reduce and /or preven t poverty  through com m unity-based educational activ ities w hich  lead to a 
greater degree o f  self-su fficiency  on the part o f low -incom e persons.

a

Purpose of H e a r in g : T h e  C SB G  law requires that at least once every  3 years a public 
hearing  be held  to accept public  com m ent on the proposed uses o f  C SB G  funds A 
hearing has not been  held  in the last tw o years w hich m eans one m ust be held th is year to 
be e lig ib le  to receive funds.

Use of Funds: B y law  the only elig ible recipient o f  C SBG  funds are C om m unity  A ction 
A gencies. R urA L  C A P  is the sole d irect recipient o f  C SB G  funds in A laska. A pproxim ately  
$2  M illion  dollars w ill be d istribu ted  this year.

R urA L  C A P proposes to use FFY  2002 funds in five general areas that are:

•  A dm in istra tive  Serv ices (Program  Support)
•  C hild  D evelopm ent
•  C om m unity  D evelopm ent
•  C om m unity  P lann ing  and H ousing Services
•  Public Po licy  and  A dvocacy

D avid  H ardenbergh  from  R urA L  C A P w ill elaborate m ore specifically  about w hat they 
do  under each p rogram  activ ity .
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