North Dakota Tourism Alliance Partnership
2007 Legislative Positions

Tourism Marketing #1

1) Goal

a) Increase governor’s budget to $10 million for tourism marketing.
2) Background

a) Tourism marketing grows North Dakota’s economy

i)

The Tourism Division’s Legendary brand message and a $1.08 million investment in advertising
returned $88 million in increased visitor spending to the state in 2005, according to Longwoods
International. In fact, for every dollar spent on advertising, $81 was returned to the state in
spending.

b) Executive recommendations

i)
i)

ii)

SB 2337 increased the Tourism Division’s marketing budget by $2.9 million for the biennium.
(1) The end result was nearly $8 million for the Tourism Division.

The governor’s 2005 budget included:

(1) $5.1 million for tourism (only $238,000 in new general fund dollars)

(2) $850,000 for the Lewis and Clark Bicentennial

The governor’s 2007 budget recommendation is yet to be announced.

c) North Dakota competes for the same market with a smaller budget

i)

i)

ii)
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North Dakota has one of the smallest tourism budgets in the nation and risks falling behind
competitors by not acting quickly and strategically. Although North Dakota’s tourism funding
increased in 2005-2007 to about $8.1 million, the state still lags behind its competitors.

In 2005, North Dakota ranked 44™ in the nation in tourism funding and had the smallest tourism
budget compared to its neighbors and competitors.

State Funding Comparison

2002-2003 2003-2004 2005-2006 Source

North Dakota $3.7 million $3.7 million $4 million 58% General Fund

4.7% Special Funds

37% Lodging Tax
Colorado $7.8 million $14.1 million  $7.9 million 23% General Fund

1% Gaming

64% Economic Stimulus Package
Montana $6.7 million $7.4 million $7.6 million 95% Lodging Tax

5% Private/Co-op Funds
Minnesota $8.9 million $8.1 million $9.5 million 99% General Fund

.9% Federal Scenic Byway
South Dakota $6.3 million $7.3 million $8.7 million 32% Gaming

67% Promotional Tax
Wyoming $5.6 million $5.6 million $7.4 million 100% General Fund

Source: Travel Industry Association of America



d) Tourism legislative appropriations

i)  Until 1989, the tourism budget came entirely from highway funds. In 1989, tourism received an
$800,000 increase from general funds. Since 1991, the tourism budget has come entirely from
general funds. In 2001-2003, the legislature mandated funding for Lewis and Clark programs
with a sunset clause of June 2007 ($853,147). In 2003, the North Dakota Legislature increased
the Tourism Division’s marketing budget by $2.9 million per biennium through a 1% lodging tax
to be used for Lewis and Clark marketing. This statewide lodging tax has a July 1, 2007 sunset.

ii) Itis critical to create continuing appropriation to earmark all dollars raised from the 1% to go into
tourism. We also need to retain the $850,000 Lewis & Clark money for a statewide cultural and
heritage tourism program to keep our budget equal.

e) The time is now
i)  With Lewis and Clark Bicentennial laying the ground work, North Dakota must make its mark.
The state tourism office needs resources to continue marketing our rich history and culture.

f) Options for action

i) Lobby the governor and the 2007 Appropriations Committee and Legislative Assembly to
increase the Department of Commerce Tourism Division Budget to $10 million.
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Tourism Marketing #2

1) Goal

a) Maintain the 1% lodging tax appropriation for tourism marketing.

2) Background
a) North Dakota tourism is a good investment

i)
i)

ii)

iv)

v)

In 2003, the North Dakota Legislature increased the Tourism Division’s marketing budget by
$2.9 million per biennium through a 1% lodging tax to be used for Lewis and Clark marketing.
The North Dakota Legislative Assembly increased the state sales tax rate from 5% to 6%
effective July 1, 2003, on the gross receipts from leasing or renting hotel, motel or tourist court
accommodations from periods fewer than 30 consecutive days, excluding bed and breakfast
accommodations.

This is a pass-through tax collected by hotels, but paid by hotel guests.

In a time of tight budgets and cutbacks, this legislation allows North Dakota to have its out-of-
state guests contribute to the state’s budget (through this lodging tax). Tourism experts predict
that half of the North Dakota hotel beds will be filled by out-of-state guests during the Lewis and
Clark Bicentennial.

According to Longwoods International, every dollar spent on tourism advertising returns $81 to
the state in spending.

b) The time is now to keep Cultural & Heritage Tourism Program
North Dakota offers travelers from around the country and around the world the opportunity to
experience our state’s regional differences, historical sites and ethnic cultures. Culture and heritage
tourism areas can include nature, cultural traditions, historic towns, heritage products and events,
outdoor recreation, visitor experiences, and learning based vacations.

i)

i)

ii)

Tourism is North Dakota’s second leading industry and one of the fastest growing segment of
that market is “cultural and heritage tourism.” These visitors tend to be older, well educated,
have more disposable income, come from greater distances, and are more likely to use
commercial accommodations.

Past legislation has helped the state build infrastructure along the trail to accommodate the
increased visitation, provide a high-quality visitor experience, and enabled us to market the
North Dakota and Lewis & Clark brand.

Retaining the Lewis & Clark line item, full-time facilitator and reauthorizing the 1% lodging tax will
help continue out-of-state marketing and advertising.

c) Need for action

i)
i)
ii)

North Dakota has one of the smallest tourism budgets in the nation and risks falling behind
competitors without proper funding for marketing.

The tourism industry is the largest contributor to the new revenue; therefore, it should be the
beneficiary of this revenue.

Additional marketing increases lodging and service needs of tourists.

d) Options for action

i)
i)
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Watch for any legislation that may repeal SB 2337 and oppose it.

Lobby the governor and the 2007 Appropriations Committee and the Legislative Assembly to
maintain the lodging tax and have it re-appropriated to the Tourism Division for tourism
marketing.



Tourism Marketing #3

1) Goal

a) Allocate $525,000 state funding for the implementation of an organized system of Visitor
Information Centers (VICs).

2) Background
a) Current status

i)
i)

North Dakota currently is one of only 16 states that do not have a state-funded VIC program.
This has been identified by industry stakeholders as a gap in North Dakota’s tourism marketing.
To date, North Dakota is doing little to extend the stays of visitors, especially those who only
intend to pass through the state on their way to a destination in a different state. There is great
potential to target this audience through a VIC program.

b) History of North Dakota VICs

i)

North Dakota had a state-funded VIC program in the 80s and 90s, which included VICs in five
North Dakota cities. The state provided funding for staff at the centers, and the DOT maintained
the VICs.

c) Need for action

i)

In addition to visitors who have seen and responded to tourism marketing messages, tens of
thousands of other visitors pass through the state annually, who have not received the marketing
materials. Each individual, couple or family that crosses the border into North Dakota is a
marketing opportunity.

State-funded VICs exist in nearly 70% of the 50 states. These states are using VICs as a
marketing opportunity, while North Dakota is not.

Establishing a VIC program, an organized system of VICs funded by a combination of state and
local dollars, will encourage longer stays and have a positive impact on North Dakota’s
economy.

Once informed on North Dakota’s numerous tourism opportunities by personnel at VICs, we can
increase visitor stays either now or when they return.

d) Options for action

)
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Lobby the governor and the 2007 Appropriations Committee and Legislative Assembly to
establish funding for an organized VIC program.



Tourism Enhancements/Product Development

1)

Goal

a)

b)

Create a $5 million tourism enhancement/product development fund for the 2007- 2009
biennium.

Create better terminology for using tourism as a primary sector business for state and local
funding opportunities.

Background

a)

b)

c)

d)

Issue

i) No legislation has been passed defining tourism as primary sector; therefore, new or expanding
tourism businesses have limited access to state and local funding.

i) Although no legislation has been passed defining tourism as primary sector, the North Dakota
Economic Development and Finance Division (ED&F) recognizes tourism as a primary sector
industry, along with manufacturing, information technology, energy, and value-added agriculture.

i) Statewide lenders are unfamiliar with the intangible service of providing “experiences” to paying
customers, such as hunting lodges/guides, ranch experiences or birding. They also are reluctant
to recognize that infrastructure, such as hotels or bed and breakfasts, can be created around an
attraction or natural resource that provides the “experience” sought by customers.

iv) Countless tourism attractions such as the International Peace Garden, zoos across the state and
resort developers on North Dakota lakes are in need of development funds.

What has been done

i) The North Dakota Tourism Division has been working with the North Dakota Development Fund
to outline criteria to enable the development fund to provide funds to tourism businesses (see
attached).

(1) Texas recognizes the state’s tourism industry as a “primary industry.” All programs available
by the Texas Department of Economic Development are equally available to all industries. It
views many of its community attractions as “interim destinations,” meaning a specific route
that benefits from traveler expenditures, instead of “end destinations.”

(2) Some legislators are currently working on a definition for primary sector businesses.

Why we need to take action

i) North Dakota’s tourism industry has not been thought of as a primary industry until
documentation in recent years has shown the industry’s growth and contribution to the state’s
economy.

i) Since tourism is the second largest industry in the state, a need has been created for aid, such
as financial packages, to assist new or expanding tourism businesses.

iii) The budget surplus provides a perfect opportunity for this one-time development fund.

iv) Other states, such as South Dakota, have tourism development initiatives and designate millions
toward development projects because of the great return on the investment.

Options for action

i) Pass legislation to develop a fund to be administered by the North Dakota Department of
Commerce Tourism Division.

i) Have the Tourism director work with the NDDOC, ED&F and the Development Fund to develop
criteria and find ways to leverage funds, and to define tourism businesses as primary sector and
modify programs to allow funding for new or expanding tourism businesses.

(1) One criteria being 40% out-of-state revenue.
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Post Labor Day School Opening

1) Goal
a) Delay the beginning of the school year until after Labor Day.

2) Background
a) Current statute and legislative action
i)  Currently North Dakota statue 15.1-06-04 does not specify the starting date of schools.

b) The time is now
i) Post Labor Day school start dates would benefit North Dakota’s economy, tourism

industry and North Dakota families. Of North Dakota’s four seasons, summer is when people
most enjoy their time outdoors. Summer brings the most tourists to the state. And, it is the only
time when many families are able to be together. Because the temperatures are warmer in late
summer, July and August are the most popular times for tourism and family gatherings. That is
why starting school in August, before Labor Day, cuts short time that should be enjoyed by
families.
(1) Pro Economy

(a) In North Dakota’s tourism industry, a day in May or June is not worth a day in August, as
differences in dollars earned and visitor attendance show. Delaying school start days
would lengthen the tourism industry’s peak season.

(b) North Dakota farms and businesses depend upon the availability of school-age
employees through Labor Day weekend. By working until Labor Day, students can earn
two more weeks of pay, and employers wouldn’t need to scramble to find workers during
the last weeks in August.

(c) As the second-largest industry in the state, North Dakota tourism generates significant
dollars for the General Fund.

(d) The healthy trend in education is to connect education and business. After Labor Day
school opening creates a win-win-win for students-institutions-business.

(2) Pro Education

(a) Education directly benefits from the tourism industry’s economic impact, through
receiving dollars contributed to the General Fund by tourism.

(b) School calendars starting after Labor Day do not necessarily result in an undesirable
school year schedule. With careful planning, school districts will be able to fulfill their
legal requirements for 180 days of school and still end before Memorial Day.

(c) Local control of school start dates is a myth. Instead, the sports season scheduled by
the North Dakota High School Activities Association, information technology schedules
and joint powers agreements influence how school boards set their calendars.

(3) Pro Family

(a) North Dakota climates favor recreation toward the end of the summer, not in early-June.
The last few weeks in August and Labor Day weekend are one last opportunity for
families to vacation or spend quality time together. Many states recognize this and start
their schools after Labor Day.

(4) Pro Rural North Dakota

(a) Farm families will benefit if kids could help with harvest, instead of going to school in
mid-August.

(b) Many rural school districts are pooling their resources through Joint Powers
Agreements. Sharing administrative services and funds would be enhanced through a
uniform school start date.

c) Options for action
i) Conduct a statewide poll/survey.
i) Meet with superintendents of Joint Powers Agreement schools in May.
i) ldentify allies, develop a joint plan for passage of legislation and financial resources.
iv) ldentify opposition and prepare responses to their arguments.
v) Meet with key legislators to discuss strategy and draft legislation.
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vi) Consider working with a national consultant on the issue.
vii) Determine how much TAP is willing to compromise.
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Hunting and Fishing

1) Goal

a)

Support hunting and fishing legislation that promotes free enterprise, encourages additional
public access and has a positive economic impact on North Dakota.

2) Background

a)

Why are limits set?

i) The North Dakota Game and Fish Department manages wildlife populations with seasons, bag
limits, etc.

i) Limits on the number of licenses sold to non-residents are influenced by groups looking to limit
the pressure, competition, etc. from out-of-state hunters.

i) The legislature is the primary venue for changes in non-resident limitations.

Economic impacts

i) Hunting and fishing currently are the dominant nature-based tourism activities in North Dakota,
making up nearly 60 percent of the state’s recreation-based businesses.

i) North Dakota relies on tourism for new wealth. More than 70 percent of North Dakota’s outdoor
recreation-related businesses feel that hunting and fishing show the greatest potential for
economic development in North Dakota when compared to other outdoor recreation-related
businesses.

i) A NDSU study completed in 2003 showed non-resident anglers and hunters spent $66 million in
North Dakota ($11 million on upland game, $21 million on waterfowl and $32 million on fishing).
This is in addition to $5.2 million in non-resident license sales, which account for 51% of total
sales.

Legislative action
i) In 2003 and 2005, TAP successfully lobbied to support legislation that made North Dakota more
accessible for sportsman and opposed legislation aimed at making the state more restrictive.

Why we need to take action
i) In addition to negative economic impacts, restrictive legislation creates an unwelcoming
message to non-resident hunters.

(1) Following a heated non-resident restriction debate in 2003, the state witnessed a 5% decline
in the number of Minnesota waterfowl and upland game hunters. Minnesotans’ perceptions
of North Dakota hunting is important, as they make up 45-50 percent of non-resident hunters
for both waterfowl and upland game.

(2) Not only does it discourage Minnesotans, it also discourages hunters from the other 48
states, six Canadian provinces, the United Kingdom, and New Zealand who purchase North
Dakota non-resident small game and waterfowl licenses.

i) If non-resident hunters are discouraged from hunting in North Dakota, they aren’t purchasing the
other products and services North Dakota has to offer.

Public access

i) North Dakota hunting and fishing access and resource management demands need to be met.

i) Entities involved in this issue need to work together to develop innovative ways to meet the
increasing hunting and fishing demands.

Options for action

i)  Monitor and oppose bills that will have a negative economic impact on hunting and fishing in
North Dakota the during 2007 Legislative Assembly.

i) Support legislation that will encourage additional public access during the 2007 Legislative
Assembly.
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Liability and Insurance Issues

1) Goal

a) Support legislation regarding liability and affordable insurance issues for recreational/nature-
based tourism businesses.

2) Background
a) The insurance issue

i)

Liability insurance, both price and availability has been a serious issue for outdoor recreation for
the last twenty years. When rising prices and limited availability threatened to prevent North
Dakota municipalities from being able to keep playgrounds, gymnasiums and other facilities
open, the North Dakota Insurance Reserve Fund (NDIRF) was born, providing liability coverage
to municipalities at rates kept as reasonable as possible. That kept public playgrounds open, but
was of no value to privately-owned businesses like trail rides, canoe rentals, ski resorts, trolleys
and the like.

b) Limits on liability

i)

More than a decade ago there were successful attempts to pass state legislation limiting liability
for activities involving horses and down hill skiing. The law has been ineffective at making
insurance cheaper or more available for trail ride concessions at least.

c) An economic development problem

i)

While large non-profit organizations, like the TR Medora Foundation and the Fort Abraham
Lincoln Foundation, have been able to maintain trail ride concessions, premiums costing as
much as 35 percent of gross revenues make it unattractive or impossible for private parties to go
into the business (other than farm-related businesses, which can sometimes add coverage to
their farm policy).

This problem is the same confronting a wide variety of small businesses: canoe rentals, bird-
watching guide services, hunting and fishing guides, and other services. Small, "ma & pa"
businesses can either not obtain or afford coverage. Companies are uninterested in providing
coverage at the small premium volume which might be appropriate to actual insurance
experience.

d) What’s being done

i)

ii)

iv)

TAP representatives have met with or talked with NDIRF, the Insurance Commissioner, the
governor’s office, and prominent legislators. One idea floated by TAP was to somehow involve
NDIRF in providing coverage for individual businesses or an association of member businesses.
That idea has not been well-received, but TAP is continuing to explore the idea of creating an
association of tourism businesses to jointly seek coverage, increasing premium volume and
negotiating power.

The Insurance Commissioner has offered to meet with representatives of several companies to
see if they would be interested in developing an insurance product to address the problem. The
governor’s staff has offered to arrange a meeting between key individuals to try to find solutions.
The Nature and Rural Based Tourism Association and the North Dakota Insurance Department
conducted a survey to determine what type of insurance is being used, if any, and to compare
prices.

In the April 2006 the North Dakota Insurance Department submitted eight options for addressing
this issue to Legislative Council.

e) Options for action

i)
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Work with the insurance commissioner and the governor to exhaust the possibilities of obtaining
private insurance through an association or other mechanisms.

Review report that was submitted to Legislative Council by the North Dakota Insurance
Department with eight options for addressing this issue.

Support legislation that will help address this issue.
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