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Date

MINUTES OF THE SENATE COMMITTEE ON TRANSPORTATION AND TOURISM
The meeting was called to order by Chairman Ben Vidricksen at 9:05 a.m. on January 14, 1998 in Room
254-E of the Capitol.

All members were present except: Senator Tim Huelskamp

Committee staff present: Hank Avila, Legislative Research Department
Bruce Kinzie, Revisor of Statutes
Marian Holeman, Committee Secretary

Conferees appearing before the committee: Norine Kruse, Tourism Dir., KS Dept. Of Commerce
Janna Jordan, Hays Convention Center
Doug Young, Y oung, Nichols Gilstrap, Inc.

Others attending: See attached list
Tourism.

Norine Kruse explained that Legislation was enacted last year which called for a consultant to be hired to
conduct a large scale study of Kansas tourism. Her Department was directed to work closely with the Council
on Travel & Tourism in contracting with that consultant. Ms. Kruse then introduced Janna Jordan, Chair of
the Council on Travel & Tourism.

Ms. Jordan advised that the Council’s main charge this year was to see a tourism study and recommendations
project go through. They were able to contract with Y oung Nichols Gilstrap, Inc. The consultants made a
presentation to the Council on December 18th in Lenexa. The Council voted in favor of the consultant’s
proposal and the strategic elements involved. Ms. Jordan introduced Doug Y oung to make the presentation.

Mr. Y oung provided a slide presentation on the consultant’s preliminary report. The full report is due in
March, 1998. He discussed the broad impact on economic development from tourism, the added impact of
“high quality” visitors, and the need for Kansas to develop a competitive advantage, especially when
neighboring states are strongly compefitive and have large tourism budgets. Positives and negatives in the
present tourism picture were profiled and strategy for development was outlined. See “Tourism Strategy for

Kansas” (Attachment 1).

Members discussed the report with Mr. Y oung. Discussion covered the financing legislation; the proposed
“Hall of American Heroes” and other strategic proposals; international visitors; as well as the need to examine
current laws that negatively impact growth of tourism.

Meeting adjourned at 10:05 am.

The next meeting is on call for Januvary 20, 1998.

Unless specifically noted, the individual remarks recorded hersin have not been transcribed
verbatim. Individual remarks as reported hersin have not been submitted to the individuals 1
appeanng hefore the committee for editing or comrechons
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BACKGROUND

he Kansas Council on Tourism in cooperation
with the Kansas Department of Commerce and
Housing Tourism Development Division hired Young
Nichols Gilstrap, Inc. ("YNG") in September of 1997
to develop a long term strategy for enhancing tourism-
related economic development. The Kansas Legisla-
ture appropriated the funding to conduct the study.

' foll()wmg, abbreviated report
focuses on zssues that may need 1‘0

March of ] 998

YNG was directed to provide an objective assessment
of the current tourism environment and to follow a
detailed scope of work outlined by the Tourism
Division. The written assessment will be delivered in
an upcoming final report. In addition, YNG conduct-
ed the process with the goal of creating a sustainable
competitive advantage for the Kansas tourism industry
in the future. In a more "micro" sense, the strategy tar-
gets a profitable niche within the highly competitive
regional market.

The following, abbreviated report focuses on issues
that may need to be addressed in the 1998 Legislative
Session. It precedes the full report scheduled for
delivery in March of 1998. Although the final lan-
guage for the full report has not been drafted, YNG has
recorded its preliminary conclusions. The preliminary
findings were presented to the Council on Tourism in
a more than 60-minute verbal report on December 18,
1997. The Council unanimously accepted the YNG
report.

\I\ SAS TOURISM STRATEGY
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METHODOLOGY

Define Problems/

. KANSAS TOURISM STRATEGY

Choose

Opportunities

n extensive SWOT ("strengths, weaknesses,

opportunities and threats") analysis served as the
foundation for identifying the key issues facing the
Kansas tourism industry. The analysis was conducted
primarily through an intensive review of relevant
Kansas tourism statistics, research studies and cus-
tomer profiles. In addition, a variety of written sur-
veys and interviews were conducted with tourism
industry professionals and economic development
leaders.

In reaching its findings, YNG relied on a combination
of the accumulated data and its extensive tourism and
business experience. YNG currently serves or has
served as a tourism advisor to the United States Forest
Service, individual states, local communities, public

Strategy

Implementation

land organizations, Native American tribes, attractions
and developers. The conclusions were tested and mod-
ified through a series of interviews with tourism, com-
munity and government leaders and travel industry
experts. The resulting strategy and recommendations
delivered in the December council presentation fea-
tured a similar testing and review process.

Young Nichols Gilstrap, Inc,
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'“SAS TOURISM STRATEGY

TOURISM CAN ENHANCE ECONOMIC DEVELOPMENT
AND QUALITY OF LIFE OPPORTUNITIES

T hrough YNG's strategy work, the firm continues

to gain a greater appreciation for the mutually
beneficial impact tourism has on other forms of eco-
nomic development. Just as escalating competition is
transforming the business of travel, so is it changing
all forms of economic development. Many regions
believe that economic incentives (such as tax breaks,
infrastructure commitments, etc.) are required to lure
new businesses to their areas, but these incentives
alone may not be sufficient under current competitive
conditions. Most areas are now looking for other ways
to compete. A focus on quality of life strengths, for
example, can generate a host of outcomes that dramat-
ically elevate a state's ability to compete. As competi-
tion escalates, economic development organizations
find they must move from a passive selling mode --
accepting existing strengths and weaknesses as a
given--to a newer, more proactive strategy.

Tourists are often a vital part of proactive economic
development strategies. Visitors to a market exert an

influence that goes far beyond the common notion of
"heads in beds." Consider that in many markets, for
example, the annual flow of tourists often exceeds the
number of local residents by several times. This flow
of tourists should be recognized as potential employ-
ers, employees, home buyers and influencers of future
economic development. In a sense, tourism helps mar-
ket the community for many purposes each time it
brings a visitor to town.

Coordinating tourism and economic development is
also important to avoid negative synergy. Weak plan-
ning and zoning, or polluting industries, can under-
mine a visitor's perception of the community.
Similarly, low value visitors can harm economic
development. A tourism destination focused on spring
break or low spending pass-through tourism may
develop T-shirt tourism amenities that hurt certain
communities' ability to attract the best employers and
employees.

Economic
Development
Recruitment

Source: Young Nichols Gilstrap, Inc.

Tourism-Supported Economic Development

Young Nichols Gilstrap, Inc.
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. KANSAS TOURISM STRATEGY

KAN SAS HOSTS AN IMPRESSIVE NUN[BER
OF ANNUAL VISITORS

U nited States Census Bureau statistics show
Kansas currently has approximately 1 percent of

the U.S. population.®@ Empirical research reports, Non-Re.S‘ldent Destmatwn VlSltors 1 996

meanwhile, indicate the Sunflower State captures its
pro-rata share (1 percent) of both the total number of
domestic leisure travelers and the total number of busi-

#/ Non-Resident Leisure

ness visitors.®) This is an impressive number of visi- g

tors.

Resident

Business Lti5|..|r.e
(8.4 million) (10.1 million)

Business and leisure visitor travel patterns, however,
indicate Kansas is currently missing major economic

opportunities by failing to capture its pro-rata share of e

- Pass-Through (48.9%)

both leisure and business travel spending. While Vit Frionds & Rlaives @134%)

. Gam  Vacation (6.9%) -
Kansas has 1 percent of the total number of domestc =~ Other 205%)

leisure travelers, it only receives 0.6 percent of leisure 'T“_m_'_
travel spending. And while it is host to 1 percent of the
total number of business travelers, it receives only 0.8

percent of spending by the domestic business travel
market.(®)

 Total Visitors = 26.6 million ®

g # oﬂ isitors

National Market Share

Kansas Tourism Market Share -- 1996

Leisure Business Total
Population ® NA NA
Number of Visitors ® 1.0% 1.0%
$ Economic Impact ® 0.8% 0.7%

(a) Source: U.S. Bureau of the Census. 1995 Kansas population of 2,565,000; 1995 U.S. population of 262,755,000.

S~

(b) Source: D.K. Shifflet & Associates. Estimate of 1996 direct financial impact of tourism for 50 states plus Washington D.C. Excludes transportation expen-

ditures (ahma.com). Kansas’ tourism economic impact of $2,545 million (business $952 million; leisure $1,593 million).

(c) Source: Travel Development and Marketing Plan, Economics Research Associates, May 1991. Non-resident survey.

Young Nichols Gilstrap, Inc.
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. KANSAS TOURISM STRATEGY

INCREASED TRAVELER SPENDING OFFERS
SIGNIFICANT OPPORTUNITY

mplementing strategic steps to help Kansas
receive its pro-rata share of visitor spending
offers tremendous potential. For each 0.1 percent
increase in domestic leisure travel spending, an addi-
tional $262.5 million will be spent each year. An
increase of just 100,000 higher value visitors has the
potential to increase tourism's direct spending in

Kansas by $50-$100 million annually.(d)

Targeting and developing higher spending visitors can
stimulate a host of other benefits. If successful with
such goals, higher value amenities (hotels, retail out-
lets, restaurants, golf courses, attractions, etc.) are
often added to serve such visitors. The addition of
such amenities are generally appreciated by the local
residents and can even serve as important tools to
attract new employers and employees to the state.

Tourism/Economic Development
Opportunities for Kansas

¢ Increased air access
¢ Rural economic development
¢ Exposure
¢ Potential employers
¢ Potential skilled employees
¢ Potential retirees
¢ Increased quality of life (e.g. retail, golf,
restaurant)
¢ Attract employers, employees
¢ Decrease brain drain

Source: Young Nichols Gilstrap, Inc.

0 Low value vmtor (e)

(d) Assumes $500-1,000 spent per person per trip
(e) Assumes $50-100 spent per person per trip

7 $2625mllllon -

. _.-;.-:'_é._::_:$50 100 mlllwn
' ”'f-ff'ﬁ'j'$ 5 10 mlllmn

16
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KANSAS CURRENTLY OPERATES AT A
COMPETITIVE DISADVANTAGE

any Kansas tourism and community leaders are
.quick to point out that the state has lagged behind
many regional competitors in developing new tourist
draws. Missouri and Colorado, for example, are gen-
erally regarded as having superior tourism products.
At the same time, both states in the last decade have
added the types of attractions and amenities that should
enhance visitor spending.

Meanwhile, domestic competition is increasing.
Newly charged competitors include places such as
Cleveland, Mississippi's Gulf Coast and Branson,
Missouri.  Additionally, competition for tourism
spending is escalating on a global basis. From Cuba to

The combination of lower spending visitors and esca-
lating competition has contributed to the fact that most
Kansas tourist attractions today serve as dependent
attractions. As opposed to independent attractions that
serve as the reason for visitors traveling to a state,
dependent attractions tend to rely on visitors or atten-
dees who are already in the market. Dependent attrac-
tions do serve a valuable purpose in that they help
entertain and educate travelers who are in Kansas for
other reasons (e.g., passing through, visiting friends
and relatives, attending meetings, etc.); however, more
strategic niche packaging and the development of addi-
tional assets could help Kansas begin to feature more
powerful, independent attractions.

Albania and
Costa Rica to . Meanwhile,
new competitors . . . does not have
have entered the Total Tourism Tourism Advertising 1996 Leisure the marketing
tourism business Budget Budget Economic Impact | resources  to
in Hhe lasi Hve ($ Millions) ® ($ Millions) ® ($ Billions) ® compete region-
years. Arkansas  $9.95  Arkansas = $5.04 Missouri $6.1 | ally, nationally
Missouri 9.28 Missouri 4.21 Towa 2.4 or international-
Fortunately, there Oklahoma 7.29 Oklahoma 3.04 Arkansas 2.2 ly. In addition
are lessons to be Iowa 0.83 to not having
learned from the | Iowa 3.64 ebraska 0.49 large resorts or
trend toward | [Nebraska 2.11 attractions who
escalating tourism market travel to

competition. Most importantly for Kansas, the evi-
dence indicates that the most successful destinations
are those that do not attempt to be all things to all peo-
ple. Rather, today's successful competitors tend to be
focused. While the Indianapolis sports emphasis may
not appeal to Cleveland's Rock and Roll Hall of Fame
customers, it does draw a highly enthusiastic set of
loyal visitors that have created an extremely profitable
environment for many businesses and residents.

(f) Source: Survey of State Travel Offices 1995-96.
(g) Source: DKS&A data at ahma.com.

the state, Kansas has historically dedicated non-com-
petitive levels of funding to state-led advertising pro-
grams. Compared with regional competition, Kansas
advertising resources fall behind Arkansas, Missouri,
Oklahoma, Towa and Nebraska.() Advertising should
be viewed as a tool to inform, educate and motivate
travelers. An even more important factor may be that
it helps a state define the type of visitors (high spend-
ing vs. low spending) that a destination attracts.

/-7

Young Nichols Gilstrap, Inc.
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KANSAS READY FOR NEW TOURISM STRATEGY

NG's research indicated that the

current Kansas tourism issues
have not changed over several
decades. In communicating this find-
ing to Kansas tourism and business
leaders, YNG has found that many
people believe such information will
serve as a force for change.

There are other factors that suggest the
climate is right for more aggressive,
market-driven solutions. An impres-
sive number of Kansas tourism entities
have suggested they recognize that
strategic alliances need to be formed to
compete. The push for the develop-
ment of more powerful amenities, in
addition, is also evident.

:fSAS TOURISM STRATEGY

Past Strategies

Year

“...travel east and west has gone directly through [Kansas]

and we have profited little by it.” [What is needed is a
campaign to advertise to the world] “the material, industrial
and moral advantage” of Kansas.

Improve roads to increase tourism

Adpvertise the State’s natural resources “to the world at large”

Identify key historical sites

Talk up Kansas tourism to Kansans

Source: Robert Smith Bader, Hayseeds, Moralizers & Methodists, 1988. pp. 163-173

o,
0‘0

- No Image

--..Pass-Through S e o
V;sltor : el v
.NoResort/ : : _ : _ - : :
- Weak: Attractmns._ ol v
Fragmented '

= .

(h) Welling, Minton & Vanderslice, Inc. study.

(i)  ERA study.
(j) Based on YNG research.

A new NASCAR facility in Kansas City

The proposed Wonderful World of Oz
development

The Salina-area Rolling Hills Refuge

Examples of new or expanded attractions that are
being developed or proposed include:

The National Park Service's Z-Bar Ranch

Expansions of the Kansas Cosmosphere,
Sternberg Museum and Old Cowtown

Wichita's planned science center
(Exploration Place)

Young Nichols Gilstrap, Inc.
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STATEWIDE STRATEGY MUST FOCUS ON CREATING
COMPETITIVE ADVANTAGE

hile the list of new and proposed attractions is

impressive, it does not remove the need for a
competitive advantage strategy for the Kansas tourism
industry as a whole. Traditional solutions--more
advertising, lower prices etc.--only target symptoms
and will leave Kansas with the traditional strategy
issues in the future. As a result, YNG will be detailing
a non-traditional strategy in its March 1998 report.

First, the foundation for the strategy will be existing
Kansas strengths and market opportunities. Upon this
foundation, YNG is recommending an aggressive cam-
paign to:

% Target profitable market niches
% Develop an independent attraction

YNG conducted an intensive analysis and testing

phase to develop its niche recommendations. The
niches that emerged from this process represent both a
significant Kansas strength and a distinctive national
opportunity. If developed correctly, it is believed that
each individual niche will allow Kansas to aggressive-
ly compete in national and international markets for
potential travelers who have passionate interests in the
individual areas. The target niches are:

< Frontier History (including Old West
and Civil War-related)

< Old West (primarily built on Dodge
City's international reputation)

» Hunting

Aviation

Eco-tourism (including bird watching

and fossil-related)

% Agri-tourism

oo

3

hS

%

%

¢ No resort

Visible ===
Symptoms

¢ Seasonality
¢ Dependent attractions
¢ Lower quality amenities

Solve Problems Not Symptoms

Solve Symptoms?

¢ More advertising

¢ Price discounting

¢ Recruit developers

¢ More pass-through visitors

Problem:
Destination needs to be more
powerful

Young Nichols Gilstrap, Inc.
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Strategy Goal: Become Chooser

In its March report, .

will  recommend that
Kansas develop the Hall
of American Heroes.

Destination is

Chooser

Product: Unique

Customer: Knowledgeable;
Strong interest

Competitors: Few

Value Captured By: Destination

Source: Young Nichols Gilstrap, Inc.

Because the image of the
Heartland is consistent
with patriotism and core
values, Kansas is posi-
tioned as the most logical
place to be host to this
type of independent attrac-
tion. Furthermore, Kansas
has its own heroes (e.g.,
Eisenhower) and heroism
(e.g., the frontier). The
Hall would be devoted ini-

Destination is

Beggar

Commodity
Price-conscious

Many
Customer

Over time, such a niche focus would transform Kansas
tourism marketing and development efforts from being
a beggar to being a chooser. Kansas would not com-
pete for Branson's music and entertainment customers,
but, for example, Kansas would better establish itself
as a competitive force in quail and pheasant hunting.
A series of detailed implementation recommendations
for building up the targeted niches will be outlined in
the March 1998 report.

The research that YNG collected throughout this
process clearly indicated the need for Kansas to
enhance its image and draw destination visitors to the
state. If correctly developed, an independent attraction
can facilitate the accomplishment of such goals.
Consider the impact that the Rock and Roll Hall of
Fame has had in both Cleveland and Ohio. It record-
ed a first-year attendance of approximately one million
people. The visitor base was composed primarily of
out-of-state residents (62 percent) who had high house-
hold incomes.(®) Approximately 40 percent of the out-
of-state museum visitors suggested the attraction was
what motivated them to visit the destination and spend
money in the area. Perhaps most importantly, it has
effectively changed the image of Cleveland from "the
mistake on the lake" to the "miracle on the lake." The
development of this attraction has had a significant
positive effect on Ohio's tourism industry, clearly
demonstrating that it is an independent attraction.

(k)  Source: Rock and Roll Hall of Fame and Museum.

tially to a limited number
of the greatest Americans who have changed history.
Those heroes would include the greatest Presidents
(e.g., Washington, Lincoln), the greatest military lead-
ers (e.g., Eisenhower) as well as other distinguished
heroes (e.g., Martin Luther King). Highlights of the
facility would include:

% Interactive, entertaining presentations

(the Rock and Roll Hall of Fame, for
example, features more than twenty different
film and video presentations)

% Motivation for travelers, both domestic and
international, to visit Kansas

+ A Kansas Hall and a "master" Kansas Visitor
Center

< Regular inauguration ceremonies and
possibly a July 4th parade for the millennium

Again, it is envisioned that the design and marketing of
the Hall of American Heroes would attract many high
value visitors to the state while also using the master
visitor center to encourage visitations to additional
Kansas attractions. At a time when many Americans
are searching for appropriate role models, the Hall of
American Heroes could capitalize on opportunities
associated with creating a destination attraction built
around this theme.

/10

Young Nichols Gilstrap, Inc.
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. KANSAS TOURISM STRATEGY

KANSAS SHOULD CON SIDER TOURISM LEGISLATION

0 better capture the economic benefits and poten-

tial of tourism, legislation or legislative support
will likely be needed to jump-start the Kansas tourism
strategy. YNG is recommending increased support for
the following:

FEASIBILITY STUDY FOR THE DEVELOPMENT OF
THE HALL OF AMERICAN HEROES

YNG recommends that the 1998 Kansas Legislature
consider funding a feasibility study for the Hall of
American Heroes. Such efforts should include plan-
ning the attraction in such a manner to guarantee that it
becomes an independent attraction, it secures signifi-
cant corporate sponsorship (financial) and it does not
need annual government operating subsidies upon
completion.

ADDITIONAL ATTRACTION DEVELOPMENT

In addition to the Hall of American Heroes, it would
benefit Kansas to improve many key existing attrac-
tions. It should also stimulate the development of new
attractions that would enhance the target niches.
Again, this is needed because the Kansas tourism prod-
uct has more competition than it had a decade ago. It
is also needed to make up for years of Kansas attempt-
ing to compete with insufficient resources. Attraction
development efforts might include:

< The consolidation of current Kansas attrac-
tion development programs. The Kansas
Tourism Division and the Council on Tourism
have already initiated efforts in this direction
(Attachment II) that are also consistent with
recent Kansas Inc. recommendations.

% The funding of a State tourism attraction
fund. This fund could also be included in
efforts to consolidate the Division of
Tourism's current attraction development
alternatives.

% Consideration of legislation to provide state
sales tax credits to qualified tourism projects.
Similar legislation recently passed in
Kentucky (Attachment III) and Arkansas
(Attachment IV). The act reportedly has
already helped Kentucky land a major aquar-
ium and helped it to be selected for the devel-
opment over Ohio (Attachment V).

COMPETITIVE FUNDING FOR THE MARKETING
OF KANSAS AS A TOURIST DESTINATION

Because of Kansas's current funding issues, special
consideration should be given to developing a supple-
mental revenue fund similar to one recently established
in Missouri. The Missouri Legislation appears to have
stimulated a bill proposed by the 1997 Kansas
Legislature's Special Committee on Tourism
(Attachment VI). The legislation appears to be headed
in the right direction, based on YNG's preliminary
review.

YNG also recommends funding for development of the
niches that are part of the strategic plan for Kansas.

J-1

Young Nichols Gilstrap, Inc.
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. KANSAS TOURISM STRATEGY

II.

I1I.

IV.

ATTACHMENTS

Appendix

< Analysis of the strengths, weaknesses, opportunities and threats that face development
of Kansas tourism

% Analysis of the interrelationship between state and local interests in developing Kansas
tourism

< Analysis of the interrelationship between public and private sector efforts in developing
Kansas tourism

< Specific recommendations for the attraction, development and improvement of tourism
in Kansas

Proposed Strategic Tourism Development Program

Think Tourists Only Come to Kentucky
on Derby Day?

Arkansas Act 291 of 1997

Big Fish Hail Aquarium as Work Starts
(An article from The Cincinnati Enquirer)

1997 Kansas Legislature's Special Committee Proposed Legislation

Young Nichols Gilstrap, Inc. Page 11
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ATTACHMENT I

APPENDIX

"TOURISM STRATEGY FOR KANSAS

Preliminary Legislative Report
January 1998

Strengths, Weaknesses, Opportunities and Threats
(Instead of listing all possible subjects under each category, the assets or liabilities that are
linked strongly with the recommended strategy are presented. The items are not listed in rank

order.)
A. Strengths
1,

nos W

Quantity of visitors
Heartland image
Central location
Committed tourism industry personnel
Niche strengths
a) Major
(1) Based on current assets and opportunities

(a) Frontier History (including Old West and Civil War-related)
(b) Old West (primarily built on Dodge City’s international

reputation)

(c) Hunting

(2) Strong potential

(a) Aviation
(b) Eco-tourism (including bird watching and fossil-related)
(c) Agri-tourism

b) Minor

(1)
)
(3)
4)
)
(6)
(7)
(8)
)

Fishing

African-American history
Immigrant history

Religious sites and architecture
Art/handicrafts

Civil War history

Fall foliage and gardens
Casinos

Women heroes

(10) Zoos

j1y



B. Weaknesses

1

by o

6
7.
8.
C. O
1.

Quality of visitors

a) Low spending

b) Kansas rarely final destination for leisure visitors

c) Seasonal

Most attractions are dependent

a) Do not independently generate visitors to the state

Lower value amenities

a) Few highly rated hotels and restaurants

b) Few distinctive retail draws _

Fragmented tourism marketing and development efforts

Many marketing and development efforts based on internal/political needs, not
market demand

Lack of scenery, beach, year-round weather and other natural advantages
Lack of awareness of tourism’s potential in Kansas

Limited resources

pportunities

New product development
a) Independent attraction
(1) Hall of American Heroes
New, expanded and potential attractions that have been proposed
a) A new NASCAR facility in Kansas City
b) The proposed Wonderful World of Oz development
¢) The Salina-area Rolling Hills Refuge
d) The National Park Service’s Z-Bar Ranch
e) Expansions of the Kansas Cosmosphere, Sternberg Museum and Old
Cowtown
f)  Wichita’s planned science center (Exploration Place)
Expanded product development yet to be proposed
a) Improvement of key existing attractions
b) Development of new, strategic attractions
Niche market development and marketing
a) Major
(1) Based on current assets and opportunities
(a) Frontier History (including Old West and Civil War-related)
(b) Old West (primarily built on Dodge City’s international
reputation)
(c) Hunting
(2) Strong potential
(a) Aviation
(b) Eco-tourism (including bird watching and fossil-related)
(c) Agri-tourism

Page 2
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3.

D. Threats
1.

Increase commitment to tourism and dedicate greater resources

a)
b)

Marketing budget
Product (attraction) development

Current mindset

a)
b)
c)
d)
e)
f)

Tourism offers little potential

Kansas cannot compete

Focus only on selling the current product
Competition is urban if you are rural and vice versa
Competition is east if you are west and vice versa
Focus on internal/political needs not market demand

Global, national and regional competition

a)
b)
c)
d)
e)
f)

Destinations competing in target niche segments
Destinations that feature more powerful attractions
Destinations currently experiencing positive momentum
Destinations that have adequate funds with which to market
Destinations with strong tourism image

Destinations with strong focus

Failure to break out of strategy trap

IIl. Interrelationship Between State and Local Interests in Developing Kansas Tourism
A. Fragmentation of efforts creates
Customer confusion

1.

a)
b)

Communities often act as their own destination with their own brochure
(1) Difficult for customer to sort through 1,200 brochures

Kansas travel guide organized around internal/political needs -- equal
consideration for geographic regions -- rather than customer interests or
needs

(1) Creates blurred image for Kansas

Inefficient use of resources

a)

Communities and regions don't often pool marketing resources
(1) Limited use of strategic marketing alliances with neighboring states

CONCLUSION: The state should focus its resources (e.g., Travel guide, advertising) around
the niche markets and encourage the regions to participate in those efforts (e.g., using niche
market reprints from the travel guide for marketing, not just a collection of community

brochures).

¢ Leverages marketing resources
¢ Reinforces a niche identity with customers

[-/¢
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ITL. Interrelationship Between Public and Private Sector in Developing Kansas Tourism
A. Fragmentation also hurts the public/private sector interrelationship
B. Private sector is small and fragmented
1. Industry dominated by small hotels, small attractions and non-distinctive retail
and restaurants
2. Few private sector funds available to leverage or buoy public sector tourism
marketing and development dollars
3. In many competing states, private sector marketing resources fuel public efforts
a) For example, Missouri has significant private sector marketing
(1) Branson theaters
(2) Silver Dollar City
(3) Lake resorts
(4) Six Flags
(5) Worlds of Fun
C. Many private sector companies that could benefit from a more productive Kansas
tourism industry do not realize tourism’s economic development potential
1. Wichita aviation industry
a) Aviation-based tourism could aid much needed employee recruitment
2. Real estate
a) Relocated employees may be more interested in buying then renting if
convinced the state offers the amenities needed to make this their
permanent home
b) Second home sales
(1) For example, hunters are buying second homes in North Central
Kansas
¢) Aids in recruitment of retirees
d) Aids corporate recruitment when state offers competitive levels of
amenities that are often supported or generated by tourism sales

CONCLUSION: Many forms of economic development and the private sector will benefit from
a competitive advantage tourism strategy that results in the development of higher value
amenities and results in the development of more powerful tourism entities.

RECOMMENDATION: The Kansas Council on Tourism and the Kansas Tourism Division
should consider increasing internal public relations at efforts to educate local communities and
private sector companies about the benefits that will accompany the appropriate growth of the
Kansas tourism industry. Also, the Kansas Tourism Division should help focus product
development and marketing on the designated niche markets by use of strategic grant criteria.



IV. Specific Recommendations for the Attraction, Development and Improvement of Tourism
in Kansas

A. The state can improve its ability to attract and motivate travelers to visit the state

L

Focus on strengths (niches) and market opportunities (customers)
a) Most powerful Kansas niches
(1) Frontier History (including Old West and Civil War-related)
(2) Old West (primarily built on Dodge City’s international reputation)
(3) Hunting
(4) Aviation
(5) Eco-tourism (including bird watching and fossil-related)
(6) Agri-tourism
Secure a level of funding that will allow Kansas to competitively advertise its assets and
niche strengths
a) Draft of legislation by the Kansas Legislature’s Special Committee on Tourism
appears to be headed in the right direction
b) Secure funding for the development of the niches

B.  Numerous economic benefits associated with the further development of Kansas tourism

1.

2.

For each 0.1 percent increase in domestic leisure travel spending, an additional $262.5
million will be spent each year
An increase of just 100,000 higher value visitors has the potential to increase tourism’s
direct spending in Kansas by $50-$100 million annually
To reach Kansas’s tourism potential, attraction development is needed
a) Kansas needs a strategic, high quality attraction that, by itself] is strong enough to
draw significant numbers of visitors to the state
(1) YNG recommends the development of the Hall of American Heroes and the
funding of a feasibility study
b) Kansas needs to encourage additional attraction development
(1) Attraction development efforts might include:
(a) The consolidation of current Kansas attraction development programs
(b) The funding of a state tourism attraction fund
(¢) Consideration of legislation to provide state sales tax credits to qualified

tourism projects (similar to legislation recently passed in Kentucky and
Arkansas)

Page 5
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ATTACHMENT II

Revised by Tourism Council Subcommittee on 12/18/97
Edited and Reformatted on 1/1/98

STRATEGIC TOURISM DEVELOPMENT PROGRAM

New Tourism Development Enhancements

L B 2 2B ZE JE 2K 2 2

Consistent with 1998 YNG Strategic Tourism Plan

Providing hands-on tourism planning assistance

Funding of significantly sized projects

Differentiating a tourism attraction from a local attraction
Initiating an on-going application process for small projects
Strengthening reporting and performance requirements
Requiring Tourism Council to approve large projects

Providing for any remaining funds to roll over to next fiscal year
Either one fund with two categories, or two funds

SMALL PROJECTS

L R 2B 2K B R R 2 2

Individual grant requests of $10,000, or less

On-going grant application process

10% of total fund, but no more than total of $200,000

Provide planning, marketing, development, or business consulting

State contracted consultant for planning assistance based on need

Must have a tourism plan, or be a part of a tourism plan

Evaluated and awarded within KDOC&H

50% matching grant (25% of total project may be in-kind contributions)

LARGE PROJECTS

* > > >0

<> &

LARGE PROJECT FEATURES
Individual grant requests over $10,000
No more than 90% of total fund
Annual Funding Cycle
50% matching grant
Semi-annual reports during and for two years after completion
Must report visitors in three categories
» Less than 100 miles away (one way)
» More than 100 miles away (one way)
» out-of-state, by state or country
Interval payments of 90% of grant at negotiated times
10% paid after receiving last report two years after completion

/=20
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LARGE PROJECT CRITERIA
Feasibility Plan
Determination of tourism attraction, vs. local attraction
»  25% of visitors must be from more than 100 miles away
Sound Business Plan
Customer-driven, growth potential
Becomes self-reliant/financeable over time
Capable Management
Consistent with 1998 YNG Strategic Tourism Plan
Enhances Niches
» QGreater differentiation
» Quality; potential for national reputation
Increases Visitor Spending
»  25% must be out-of-state and 100 miles away
Leverages resources
» Strategic alliances, internal cooperation
Compatible with needs/goals of Kansans

LARGE PROJECT SELECTION
¢ Evaluation Committee
Tourism Council appoints three members
Secretary appoints two KDOC&H members
Committee recommendations approved by Tourism Council
Final approval by KDOC&H Secretary

POTENTIAL FUNDING AMOUNTS
(with large project/small project allocations)

If total state tourism fund was large projects would be small projects would be
$5 Million $4.8 Million $200,000
$4 Million $3.8 Million $200,000
$3 Million $2.8 Million $200,000
$2 Million $1.8 Million $200,000
$1 Million $ 900,000 $100,000

/-4
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To Kentucky On

Think Again.

While our?}‘;a_mom Run
For The Roses' does give
Kentucky global TV exposure,
only about 1:!'.5:000 people
actually come to the Derby.
That's a small percentage of the
80 million visitors who travel (o
and through the state each year.

If you're thinking of

i building or expanding a tourist

““"—" . g - s
A% facility, the tourism base is here

Jor you to build on. And the
state is ready (o help with a
dynamic new tourism developr-
ment incentive program. When
you take a closer look, we think
you'll find Kentuchy very altrac-

tive for your lourism business.

Sincerely,

AR s

Paul E. Patton

Governor

Always in Season



Kentucky Is Just The Ticket \\
For Your Tourism Projecit.

Our Location is close to perfect.

Just take a look at (he map. You'll
see Kentucky is strategically located within
a day’s drive of two-thirds of the U.s.
population. And with the latest i
trends showing

most tourists -
Chicage 130

Our Business is Jiot.

“Corporate executives view the state
as one of the top contenders for facility
locations.” That's what Site Selection

driving and ]
Indisnapolls 143 - - — 5 SV
more favoring —" R %m %;ﬁ J:'.';f.if \
i * Ry 2 T T
St Louls 308 >
destinations YT e _
closer to home, Memphia <13 L 15> = s M
that puts us in 15‘;? f
the right place. - ) o = { o
Kentucky is '?u ; W : "
easily accessible i s LGRS
from every A
direction on our 2
5 4 -aM.” "

five major interstates.

Seven major parkways R
crisscross the state. Sky travelers can fly
into the Northern Kentucky/Cincinnati
International Airport and the airports at
Louisville, Lexington and other cities I
across the state. e

magazine said when it ranked our busi-

ness climate as the fifth-best in the nation.

There are a lot of reasons for this
high ranking. A workforce that's nearly
10% more productive than the national
average, A labor surplus of over 200,000.
The nation’s third-lowest industrial power
rates. And the a\'ailabi]ily of attractive
sites in every part of the state.

’ e -V
L [V MG
o, T . ﬁé‘ a
. i S

Ar A T

ﬁm h _" Charlotte 113

Our Incentives are innovative.

In Kentucky, we recognize that
tourism is big business. That's why we're
one of the few

~ states in the nation
— Detroh 330

— Clovelsnd 233 to make tourism
s Sow York 751 development a
= ; e cabinet level post.
on, DC 376

And, we're the
first state to pass
anything like the
Kentucky Tourism
Development Act.
The developer of a
major tourism attraction or

=

— Adama 410

& %ﬂk . expansion project can recover

25% of the project’s total cost

by retaining the state sales tax

paid by visitors on admission

tickets, food and gift sales. And

the project could also be eligible for
other state financial assistance programs.
Take advantage of Kentucky's lowered
price of admission.

For more information contact:
David Lovelace, Deputy Secretary
Kentucky Tourism Development Cabinet
(502) 564-4270 Fax (502) 564-1512.
Or return the self-addressed inquiry card.

give you a:lot

We’ll
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16 (b) Tha Dizecrcor maw give its preliming— iscreval b desigmaciang a-
17 eligible cempany a5 2 pralimiag-+ily aocoTcoved ccmpanv and oralifing-:14
18 authozriziag rhe undartaking of the teurism aTITacTion prajec=. T
19 (c) The Dizaczar shall :eQiev the %EDC?ﬁ cf the comsulrzane ZTsparsad
20  zursvanc tq Secticn 4(e) of C21s act and orhe= z=fotmation that bas haan ozca
21 a7ailable £g tha Dizacmar i erdar €9 z5sisc cha Dirsczss im detarmiziag
22  whethe= :he.:czrism 2TtTaction oroiscr =11 fuzther tha pur-csas cf this ze-.
23 (d)  The steria for fioal avorcval of slig<hla comparies azd cou~sm
. 2tTzacticn prsiacrs shall include. fut shall npec be limizad =2, rha cTizaw<z
25 ‘set forzh in Secrien &) of thts ser, )
25 _ (a) 4fzar 3 I2view of the Telavan: @matarials. cha comsuelcanc’s samao— |
. 27 ~ gthar information madae availapla to th Diraczor., and csmpleticn of ccha-
.28 incui;igs. the Dirsarar DAY 2273 its fimal actTsval £a =k alizshla ccmoaznT’s
29 apvlicarien ICT a tourdism 2ctT3acticn orsiact and [37 FTINT To the eliz<nls L/
530 ccmpany tle status of an AV0Tsv2d company. l2e dacisicn rmachad be tka S
31 Dizeczor mar he 2ovealad hv =zha slieihla comnane Co the Staca Pasicg. \
. S
P2 Recrazzion azng T=a7al Cormissiar. z2e decisicn of rha Stacta Tarks, Recceacian X\\ g
33 and T-awal Cormission ghall caustitute cha finagl acministracive dacisieg g g
34 the Devarzaman- of Pa=ks aad Tours sm. \\\' E
33 | ; T
28 SICTION §. cowTRacTs. \ c
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(2) Uoern gwancing final aporoval. the Diractct may ezmter ioce zn

dg-eement WoCh an avoroved company with resmect ta ics tou=ism atiracTion
e tracTio

e _terms ancd orovisions of each azreemenc shall include, Bur shail

s ]
"
o
—d,
1]
0
4]
H

}—\
—
b
=
m
i)
a8
o
[
s ]
ct
o]
rh
m
(o]
d
4]
a
4
[14]
n.
n
[a]
n
rt
%]
¢}
R
14
n
b
(%)
e
[N
}—4
=
o
m
n.
1]
n
n
L}
i
1
1]
.
o
«

megotiations betwsen the Director and the iDVroved comuany:

3 _ i e
(2) A date cartain by whiech Che apprcvad ccmuany shzall bsua

ccoolastad the fouw-d c-gc=1 —a- Wizh<n =} 3 =
e 5@ atcracticnm 9wsiact. Wizhim ch-ea (3) menchs 9 The

mmemlas=ian iq = =1 3 - 5 r -
CSme_S8tion cats. tiae avvToved company shall decrment tha actual esst of =ha
— — - - R

. 1 Tha o £ e g 3
‘ {1) The data of the Fi-al aoproval CI tha fcuz<ism

M
n
r
t
n
n
r
|.l
Q
s}
a
i
a
e
1]
n
e}
0
rl

(2) The ccmplarcion dace soacified in the gz-asemarns

(1

if sech Jags
== Such ccompiation date is withinm t=c (2) 72aTs cf the dzca g

R t P TS {3
200VTOVaE_. OL Tae Tourisa attraction narsisct. Ecwaver, the carmm af cle
— =Y . - — = wma e

—gaman= - iaA +
2zTeemant may be sxztendad for up Co Two (2) addicional waa-s B+ Tle Di-asec==-

pdeclil, ol o o . . . .
oo 528 3CT-ce ang ccmsent of the Diraczar of t2e Department of Timanca zng
—Tzern T ¥izmapca znd

Admind gr=gris if & irsec d
z3tzcom. 7 the Directer detarinas that the faileo-s £z ccaplara zhe

Courism atT=aces =31 withd :
= 3t-sacticn orsiect within two (2) veaws rasulted frcm umanticinzcad

=d unaveidakb 3 ; , -
¢ unmavaoicagls delaw in the constTuction of the tourism attraccisn 9rgiactT

T 35 grigd 2 11 : : :
STiginally olannaed will ragqui=-a @cTe tham t=o (2) waars =g

the prsiac
ccmplscta. or - 1z = i
©2. COF Tesulted from 3 merzer. accuisizicn or oches change in husi-ess

gemersais oT businmess structu—a.

{B) Iz anv salas rax z2ooTtize pexiod du=iog Thick zo

:._': X S P X - ¥
8z=2cT. 37 the inczsased sctata salas tax lizbili== of cha

f
i

7 I ..
XC2ecs tae stata sales tax credit availabla ca the amgrovad t}
cha z= 7 3 : _

==% 3TDToved companv szall pav the excess te the scara as salas S

Wichdms F 25 s = :
(C) Wichia for—y-fiwe (45) daws aftaxr the and of each Y\EQ

Cf o i v it . i

t3e acoroved company. cthe amp—ovad ccmoany shall sucoly cha
o - gzl M : % :
BCe2 T290TTs and cextificaricoms as cha Dizsctor maT racres= \\\;\
SS zhe satisiaction of the Di-amca ] : —mo

5io}s! 2 irsczer that the acorzved o ioT 4

= . mTanT is
J==2 Cae vrovisisns of chis ac=: anm | $T
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(D) The avoraved cempany s zo

T _recaive a cradic izainsc

the Arkansas sales cax {moosed be Ark. Code 4nn. §2

5-52-30! =2t sag. wi=h

T2svect 9 anv calendar vear if:

}—

e fourth vea-

Ly

0
11y

Jowing ¢

(1) "Tn anv calendar vezr £g

o

the agrsement. tha Scurism atiracticn groject fails

Cc actract at laas

twenty-fiva pvercent (251) of iZs visitars freom imong versons who are pec

residents of che scara: or

(2) Tz any czlapndar vea- fcllce?ng the Ffi-st T2iT of
the agreament, tha Couriszs attraction grciecr is BAT _cuerating and cuem Tao cha

public on 2 regular and cersiscant hasis.

(8) _The igraamanc stzll nmac be transfar-ahia

¢r assignmabla by che

a00roved ccmuany witheour che STitten cousant of rha

Dizaczor.

v

(c} TIf che appraved comzany utilizes sales rtax c-adics Toich a-s

subsegusncly disallcwed., chen tha agrroved cowwarny will he liahla far cke

Davment to the Dirsccor of the Departoent cf Finance

and Adminiscrarion of all

Caxes rssulcing f-cp rha disallowanca of cha cTadirs

olus azolicakla cerzalciag

and intarasc, . I .-

." .

azZTeement entarsd inra

{d) The Dirscrter shall 9ovide 3 couy cf eazch

wich an avororad csmoany t9 the Dirscror of che Desarwment of Fizancs znd

Adminiscracian.

SECTION 7. TOURISM ATTRACTION PROJECT SALSS TAT CREDTIT.

{a) UOeren raceiving potificacien frcm the Direaccar tha

iz _agurcovad

rt

csmTany has eancawad intg 2 tou=ism tToiecs zzraemanc

and is encicled co =%e

sales gax c-adirs orovided hv chis 2cZ, the Direcca~

of rhe Dasa=tmenc o

l‘.ll

inancs and Admind strarien sdall grovide the aoeroved comwanv with such So—

anc instructions as gra 18cessary to claim those c—adirg.

(a)(1)rd)¢z) 2n avorsved compans FOOSe azzeemenc prov-es C2zr fz shzil

excezd appvroved coscs cf meore chap fZva. fugd=ad Chocusand dollaz-s ($500.000 b}
buz Jess thazm ope @illon dollairs (51.000,000) sazil ba enticlad o 2 cr-ac<~ i

1f che cocmrany cexrifias r£g rhae Diraczer of cha Devarmmenc cf Fimapes

Admin~sr=arsion Chac <r fAas gxvended ac leasc 5500.000 o approved cos

. : :
hcmﬁmxeﬁﬂ:ﬁsx\?

I

. ; e . ; . w
£ie Diracror cerz:fias £=3C C2a aoproved company <s =
r—
Acz. The Di=scrar ¢f che Dema—manc of Fizance and Admrnsiserzrion szzll :jEf\\é\ L
? -

Issue 2 sales cax credic memorandim cs tke accroved cemopany acuzl £z 107 o~F B

.

-

[ . : = ;- f s - P >~
Cle avorgved coscs. Subsaguanc Tequests 0T credirc For 2dciiconal certifsad \\\: <
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T | zooroved coscs in excess of S$500.000 buc lass C2an 5! milliom shall resulc 7=
q“u 2 2 sales cax cradic equal ro 102 of che aporoved coscs.
3 (iZ) IF che company suisecuencly axoends addicional cersifiad
4 2gprovad costs so _chac cke toral amcunt of expended aooroved coscs exceads
5 $51.000.000. chen che sales Cax credic memorandim sball'e&ual 25T of cha
6 aporoved costs iz excess of SI.000.000. 2 .
7 (3) 27 aoproved comparny whcse Zgreemsnt urcvifes thaz fr shzl7
8 exsend agoroved coscs in excess of cme m=11:om dollazs (S!.060.000) saall za
9 enciclad co a credic iF rhe CoWDany cestifies co che Dizazccor of cha
10 Depaztmenc of Finmance and Admiasscracion chac ir has expended 2z Jsasc ora
11 mili<cn doliz—s (51.000.000) ia aoprovad coscs and zie Dirsczor cercifsas char
12 tle avoroved ccmpany s in ccmvlis:;e F2ch ch<s 4cz. The Disscror of cha
15 Departmenc of Fimarce and Admsniscracion shall then rssve 2 salss rzx credic
14 memcrardum to che zooroved ccmpzany aguzl cc-253 of che avoroved coscs. The
15 gczed=Zc on all suisequenc addicionz] cercifiad a:vécveé.c:s:s shall be “egual o
16 . 257 of cie EOS=S. 4 T - ‘_".'A.'-'. ::-—‘.'-. e 3 i --- -;:'..'1 -—_
17 - (C). The Di=ecror of rhe Deza=rment of Fizmarce azdfafhizis:racicz
18 Za7 racuiza procf of exsenditures. "Addicional credic memorancem may be Issued
19 25 che avoroved compans certifiss addirional exgendsru—ss of avoroved coscs.
20 : (2) Wo sales tax cradic Demcrandum -shall he issvad fgr anv
2l approved costs expaended after the sxmirzcion af o (2) weass frcm che dara
! 22 . che ag=ssmentc was sizoned by the Di-scrar aad the ‘asvroved companw. E;UEVE?.
’ 23 the Dicesctor, wizh che adrica and copsernc of tie Dirsccor af the Demartment oF
7?‘~J 24  Finmapca and Administracion. mav aucthorize sales tax ec—adics for avorovad esscs

s E 5 ‘sxzended un to fous (4) vaa=s from the dacs the agreemant was signad if cha
i 26 Dirscztor detsrminaes thaz the 7ailvuza £y complera tha toeusism attraction

< \\\ 27 zzsiect withis twe (2) 7ears resulcad frag: - e
= 23 S (2) Urancicinaced zmd ‘wmavoidahle delav in the ccust—icrtion
# - . i
28 of zhae towrism 3TTTacTion grsiecs: BP0 T Y en LT Lwe LB e, L :

P B ead - . .. . - . - .
C(22) The tou—sm ZCTTacticn oroiecs, 'as 9vizinally olanred. e,

oTe than t=g (2) 7aa-s Es czmoleras: or

Susizess corarshis a- businass StrcsEra

e
N
a4,
i =3

iii) 4 changa i

2 @WerzeT or acguisisien. - S BN S

cTadiz memcTandim -Yssuad JeIstant to sarigTand (B) abewa mav ha

a ooTzicn of the remgrrad 33t3 sales (gross recainrsg) tax

the agoroved ccmoany -for all sales rax TeocTting pariads

' 9 |-34 0127571030.2508
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following che issuance of the czedit memorandum subhiect cc che ing
limizcacicns:
(L) Crly imcreased sctaca salas tax lizbilicy as defined in £his

act mav be offsac by the issuad cradic:

L2)(4) 2n zppr-

cved company whosa agreemenc provides thar

if shal’

exoend agoroved coscs

in excess of one million dolla-s (S1,000.000) szall ta

olus che zmou—-

encitled co use only 107 of t8e amounc of each issued credic co offsar
increased scats szlas rax 1i2571icy du—<ng each czlendar vez-,

of any urusad c-ads

-
[

(3)

An avoroved ccmpany whose dgreement provides clac c skzl]

exoend aovroved coscs cf more

t2an five jundred chouszad collars (5500.000:.

bur less chan one ill<on dolla-s 51,000.000) shall be eprzirlad £ vsa crlr
207 of the ameunc of 2acs issued cred:ir ro offsec Increased sciacs sales cax
17257777 dur<nz esach calenda= vear,

carried forward frem a2 or=

-

and.

£3)

or calsndar vea-

plus cie amounr of any tnused ersd-

A1l :issved c-edic memcranda shall exmire a2t che and af che

menth folleows

*ng

tha

gxoiraticn

L Y

[=]

this acc.
L3zs actT.

(d)

N

The agorovad companvy s

o

5211

e G

have no oblizacion

the 4dgrsemernt as previdad i’ Seczicn § of

otherwise ratu=— anov amount of this credic- zg thae verscu frcm whem the salas
tax was collectad. _

(e) Bv apzil | of each vea-, cha Dirscror of the Depa~tmenc of Tisancs
and- 4dministracian sball cerTify to the Dizector the stara salas rax liapiliz<

cf the anuprovaed ccmoanias

wo ]

caiving

inducemerncs under this section, and tha

‘amount of srtaca sales tax c-adirs taksn du

Ting the vrecading calemdas Tagz=.

{5)

~The Dirs

ctaT

af
L

the Decartmenrt of Finance and Administracigen Qav

premulgata adminiscoac

ive tegulatiens as ara necessary £or the proger
administ=arian of- this 3cr. Thae Dizacrer of che Devartment of Fi-ancs and

Administration may alsa develcp such Farm and imstricticns as a-s Zecassa=—

for an avoroved ccmpanvy €2 claim the sales rax credit orovided bv chis ze-.
(g) The Di-aczar of the Deparcment of Zizance and Adminiscteacien sipall

2ave che authoriss =a cbtain anv aformaticn mecassazv fe-m Tle aporovad

ccmpany and the Dirac=gr oF

che Department of Parks and Teuw

Tism €9 werify ghz-

aturogved ccmparies hawe r2ceived the oroper amounts of salas

2ax credizs ag
auctharizad by rhis ace: The Dirscrar af che Demarczmenc of Tizances and
Aczinistrazion shall demand the T2vayment of any credits caken inm 8xcess gf

10

) -3
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tha eredit 2llzwad b7 chis aer.

SECTION 8. LIZERAL CONSTRUCTION. This act shall be comstrued liberzlly

-

egislactive intant., and che purpose of this act is complara

n
(4]
m
ey
iy
[11]
0
s
=
[
4}
1]
4
W
m
j—

)
4

and indevandent avcthoricy for the verformance of each and evewv acr and thiz

18]

ersin aucherized, and all ocwers hersin g¢ranced shall he broadlw interorecad

o

to effectuata such iatsnt and cussoses and net as a limicaticn of gcwexTs.

SZCTION §. ALl provisions of cthis act of 2 gemeral and permament nzcu-s
aTe amendatery to the Avkansas Cecda of 1987 Annctaced and cthe &-kansas Code

Ravisicn Cemmissicn shall incccporata the same in the Code.

SECTION La.

i

volicaticn chareof to

m

I any gTovisicn cf chis acz cr che

.

2ty skall not afiacc

any perscn or cifcumstance is held izwalid, such ioval:i
cthex provisicms or agplicacicns of che act which can be given efifsct wizhouz
the iovalid provisicm or application, and te this ezmd the provisions of chis
- - d Taeg~s ma 3 —‘1 /
act are declared te be severable.

SECTION Ll. A1l laws and pazss of laws iz conflict with this zcc ass

bereby repealad.

SECTION l2. EMERGENCY CLAUSE. It is herabv Ffeovmd and dacla=ad chat

aJ
M
H
Bl
ot
|~4
m

Scuzism Telatad industTiss and tusinasses ars suifariog severs and ir—e

ha

cue tg a declize iz the mumpar of cou—iscs visizting this stata: char cha

il

gcreservaticn of these fousist ralirad imdust—ias and businesses is wically

izpgorTant To the eccmemy of cthis stata; thac unless additional courisc

'

attractions aze builc and develaved in A-kansas maos cu=—enc ichs in tchese

Courist relaced industsies anmd busi-asses =311 He lesc foraver and causinz

severa acsrcoms

n

the develcoment and csust—iczicn of CouzistT attTzcticmns in A-kansas and o

gTesazve the icds of those irkarmsams whg ez—m their liveliboad frem cou=<is=—

Talated iodustrias and businassas. Thersfcra. an emerzancy is declarad co

@XZsST. a=d tiis 3¢t being naecassa—y far chae orzsaz7aiticn of the ouklic pazea.

g oma w g _ U
fazdshis in this stava: thar this ac=z is dasignad to anc:uraze&

Sealch, and safacy. snall caka effecz and be in farca frcm the daca of i=-s ‘\N\

agoroval, .
: . t§§é\\
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; ) |3 . 521 Aquarium:
E [ ; 7 I
: i1 Leaders
@ & i caders
3 23 .
70 §7 595924 23803 xs haﬂ start
. 27 FL37gs SkapgES
. N o3 “%‘_’gg~§g SERREET CONTINUED FROM PAGE A;
k 29 é-ﬂg g’,ﬁ' P );igr by the sounds of equipment working
’g 3 gz g g5 5 =Fa 2’“" I outside the ceremonial tent, 29 work-
R ;jgé o R ‘sg vk i J en prepared for the construction of
: & S.—J_-g EP a3 ;-igg H the aquarium’s foundation,
SE q E x4 g_g 2o | Although a prior commitment pre-
e .- g-—; =5 Tat § ! vented Cincinnati Mayor Roxanne
: 5 Egg Sngu 3T 2.3 2 Qualls from attending Thursday’s
g.‘:.a 33 2 _g _EE-EE .23 groundbreaking, sh:cs_ent a letter of /
: 3 S ] congratulations, and incinnati Coun- i .
5 ® ;"" o afadl ety on Coumy G, S am T fa ey s ot
e - aBuas, dmyg ton County Com issioner Bob i= ( : . , o
7 = K| gadn” 3 3{31. 5 23 gg 55 Aaliin atended. e Snly in Newport, not only in Northern
~ ] §3¥wo5:2,92203 8<4g3 “This partnership is not just 3 Kentucky, but across the state,” yaid
O35%S§8y5, 53 8319 ; i iver, AMn Latla, secretary of Kenpyepo
e EERS Rt izg :hf.“"-a partnership on this side of the river. Tourisa o Y of Kentucky's
@ g;_a iz §§ s5ng g o ga g It's a partnership of both sides of the ‘ounsm Development Cabinet, ;
= Twss 287 - river,” Mr. Patton said, Ms. Latta said the aquarium i
g -Elﬂ'i g - g Projections call for the quarium  XPected to become Kentucky's fifth-
zo o U = 2 53425 to boost the region's annol economy largest tourist attraction, behind
=) A : 3 E ¥2233 by $62 million 2 year in the first fiye Ma ve, Between the
A . 2833559, | years after it opens, Lakes, the Kentucky Kingdom
; ] S6E4. 5 ikt int Amusement Park ang Churchill
£ %’l a | 5 The aquarium is a partieular point ! E s
9 §4 uy g 33 of pride for Kentucky officialy be- D""‘““‘_L"“""‘"?
2 . ~dxz 432 ‘ cause it was the firat benelficiary of i ":qu‘k‘;"[“wz‘[‘.’“‘"ﬂ A N‘:"‘“"";
2 ~ } 3 goims o m oy ! the Kentucky Tourism Development Kentuc 181 joint venture q
© Py E =__;.5“§§:'§i§ Eé ":3% § i Act, 1 oneof-a-kind state tourism  five Greater C 3men
343% gt el - 5 g g Z s incentive that's already being copieg Ef;d @ﬂ?c Adlvenum Internationat
: N g : Zeg ~ “y3a = ! by other states. o . in Toronta, . L.
EE?E 'Eéigﬂé'g_g'%'“? -g 'Thexciwﬂ.laﬂnw:qu:riumlmu. T think what this project repre-
4558335338 RE9E 8., 2 lor3 to recoup up to 25 percent o the sents i the coming logether of three
a r35g38383953395943 PrOReCt’s Cost for up to 10 yeary in 3 things o ommunity, temwork and
8| ﬁ? 53 *=31 ‘g’ SEEEg =3 sales tax rebate, . 3 public-private partnership,” sid
& 4. 523 g.'? g58 .5l ew Mr. Patton pledged Thursday (g Barry Rosenberg, the president of
& 53:? Blo¥ys g -'53 §-§:§§ work with the 1993 General Assem. Aquarium Holdings and vice president
5 CFuR 5."'3!*3 & §:§ 9. bly to make changes ta the act 3q that of Steiner and Associates, .
; $33 g-&_g‘ £2384% zas; the $61.5 million entertainment dis. Besides Mr. Rosenberg, the group
. E 2335333 ERF-i E"..§ ERE-| trict also qualifies for the incentive,  of five Cincinnati investors includes
3 m 9= : " The aquarium is expected to wp-  James Burchenal, an institutional byo
& = ] 433 a3 3 port nearly 1,300 jobs once it opens, ker with Paine Webber: lawyer Tom
i - a8 . -; g ...§“‘ g = and about 1,500 jobs during construc. Heekin; Wil Kreidler, 1 graduate sty-
3 T i a § 3 f¥g X tion, [t could draw 1.2 million visitors dent and former treasurer of Whitney
. . re] E gy 2 "ﬁ $5 3 2 year, including many from outside Corp.: and Dudley Taft, president and
5 Qo Eg £3 §-§? E? E Greater Cincinnati, ) CEO of Taft Broadeaasting Co.
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BILL NO. __

By Special Committee on Tourism

AN ACT relating to travel and tourism; establishing the division
of travel and tourism developmen£ supplemental revenue fund,
the transfer of moneys to such fund and the use and making
of expenditures from such fund; and providing for the

administration of the act.

Be it enacted by the Legislature of the State of Kansas:

Section 1. (a) There is hereby created the division of
travel and tourism development supplemental revenue fund. All
moneys credited to such fund shall be expended or transferred
only for the purposes and in the manner provided by this act and
ail_ expenditures from such'ﬁund shall be made in accordance with
apﬁiopriation acts. |

(b) On-August 1, 1998, and on August g, of each year

;huthéreéfté:, the director of accounts and reports shall make
f'transfers from the state general fund to the division éf travel
énd tourism development supplemental revenue fund in an amount
determined in the following manner. The secretary of revenue
shall compute the total retail sales taxes credited to the state
géneral fund pursuant to article 36 of chaptﬁf 79 of the Kansas
Statutes Annotated and amqndments the:eto; which were derived
froﬁ the retail sale of tourist-oriented goods and services, as
defined by sebsection (é), in the second and ;hird fiscal years
prior to the fiscal year in which each transfer is made under
this section and Qﬁ&ll certify such amounts to the director of
accounts and reporta. Tf tha gsales taxsos doriy fiom the recail
sale of tourist-coriented goods and services credited in the
fiscal year two years prior to the £fiscal year in which the
transfer 1is to be made is more than 3% in excess of the sales
taxes derived from the retail sales of tourist-oriented goods and

services credited in the fiscal year three years prior to the

/,/(f/
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fiscal year in which the transfer is to be made, then the
director of accounts and reports shall transfer an amount equal
to 1/2 of the sales tax revenues from the second fiscal year
prior to such transfer, which is more than 3% in excess of the
gales tax revenues from the third £fiscal year prior to such
transfer, to the division of travel an& tourism development
supplemental revenue fund. Transfers shall not exceed $1,500,000
in any one fiscal year. All transfers made in accordance with the
provisions of this section shall be considered to be demand
éransfers from the state general fund.

(c) As used in this act, "sales of tourist-oriented goods
and services" shall mean and include all sales by businesses
identified under the following standard industrial classification
codes:

(1) SIC code 5812;

(2) SIC code 5813;

(3) SIC code 7011;

(4) SIC code 7021;

(5) SIC code 7032;

(6) SIC code 7033;

(7) SIC code 7041;

(8) SIC code 7922;

(9) SIC code 7929;

(10) SIC code 7933;

(11) SIC code 7941;

(12) SIC code 7948;

(13) SIC code 7991;

(14) -SIC code 7992;

(15) SIC cecde 7996;

(16) SIC cnde 7999;

(17) SIC code 8412; apd

(18) SIC code 8422.

Sec. 2., Moneys in the division of travel and tourism
development supplemental revenue fund shall be used by the

division of travel and tourism development only for the
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performance of powers and duties of the division as prescribed by
law and shall be in addition to the budget base of such division
in each fiscal year. The budget base of the division for a fiscal
year shall be the amount budgeted and appropriated for the
operation of the division from all other sources for the
precedihg fiscal year plus an amount equal to 90% of any moneys
transferred to the division of travel and tourism development
supplemental revenue fund in éuch preceding fiscal year.

Sec. 3. Prior to each appropriation from the division of
travel and tourism development supplemental revenue fund, the
division of travel and tourism development shall present to the
committee on tourism of the house of representatives and to the
committee on transportation and tourism of the senate, a targeted
promotional marketing strategy within the state's t&urism
marketing and business development program to be financed from
the fund including, but not limited to, targeted markets,
duratibn of markét plans, ensuing market strategies, and the
actual and estimated investment return, if any, resulting
therefrom. 8 - .

Sec. 4. This act shall take effect and be in force from and

after its publication in the statute book.



