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SUMMARY AND RESULTS

This report is organized for two audiences. This first
section, "Executive Summary and Results," includes Chapters 1
through 4 and is directed to the nontechnical reader who is
interested primarily in the study results and has little or no
background in recreation and regional economics and modeling.
The second section, "Detailed Methodology and Case Study,"
consists of Chapters 5 through 9 and provides details for the
more technical reader concerning data collection, processing,
and analytical procedures employed. The procedures and results
of applying the economic models in a case study of the economic
effects of closing the Kenai River to king salmon sport fishing
in the last week of JUly are also presented in that section.
References, survey forms, angler spending profiles by site, and
details of the statistical models are included as separate
sections.





Chapter 1

INTRODUCTION AND SU~mRY

Background

Alaska's past and future development is inextricably linked
to its exhaustible and renewable resources. As the State has
grown, it has become evident that careful planning is necessary
to maintain and stimulate economic development, and to protect
resources vital to the State's interests. Alaska's unique
recreational resources provide not only visible and measurable
values to the State (expenditures on food, lodging, recreational
equipment, guiding) but also significant psychic values that are
very important to outdoor-oriented Alaskans. In addition, many
residents of all income levels depend on fishery resources for
food supplement.

Despite their multi-faceted importance, little attention
has been given to carefully evaluating the role that recrea­
tional resources play in Alaska. This is partly because of
difficul ties in placing a value on experiences such as the
solace provided by a day of angling on a river, or on the food
content of a salmon, trout, or halibut. Advancements in the
field of recreation economics in recent years, however, have
resolved some of these measurement problems. Unfortunately,
these advances have been applied only to valuing non-Alaskan
recreation, with little effort devoted to activities comparable
to Alaska outdoor e~periences.

As a consequence, important information gaps exist that
result in imprecise planning and_management of Alaska's recrea­
tional fisheries. Fish, wildlife, and habitat resources are
widely impacted by planning and management in the State, yet
little research has been conducted on patterns of use,substi­
tution possibilities, and direct and indirect benefits that
these resources generate. This study is designed to address
these information gaps by examining the large and important con­
centration of sport fishing activities in southcentral Alaska.

The southcentral Alaska study area is roughly bounded by
the Aleutian and Alaska Range to the west and north, and the
Alaska Range and Wrangell Mountains to the north and east. Cook
Inlet and the Gulf of Alaska bound the study area to the south.
The study area is comprised of seven smaller areas, including:
Glennallen area, Prince William Sound area, Knik Arm drainage
area, Anchorage area, East Side Susitna drainage area, West Side
Cook Inlet/West Side Susitna drainage area, and the Kenai
Peninsula. These areas are shown in Figure 1-1.
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The fisheries in southcentral Alaska exhibit many uniquely
Alaska qualities, as well as some features addressed in studies
elsewhere. Some of the unique characteristics include: the
abundance and diversity of species targeted; the opportunities
for both sport and personal use fishing; resident and nonresi­
dent use of the resources; the role of the guiding and tourist
industry; unique recreational opportunities (e.g., the Kenai
River king salmon runs of large trophy-sized fish); and use by
many avid outdoors people for whom fishing is an important part
of their lifestyle.

The study area also is characterized by certain classic
features studied elsewhere, including access and congestion
problems at sites near urban centers, and multiple substitution
possibilities between sites. It is, therefore, possible to
study characteristics that have not been examined previously, as
well as to evaluate those features common to recreational fish­
ing, regardless of site.

Study Objectives

The goal of this study is to determine the economic values
generated by sport fisheries in southcentral Alaska during 1986.
Economic values are estimated for the following activities in
sQuthcentral Alaska: all sport fishing, all king salmon sport
fishing, all halibut sport fishing, and all razor clam sport
fishing. In addition, economic values are estimated (to the
extent that sufficient data are available) for the specific
fisheries identified in Table 1-1.

This study has two primary analytical objectives:

1) To estimate expenditures of sport anglers by water body
fished and - species sought, and the economic impact of
total angler spending on sport fishing in southcentral
Alaska at four levels: Kenai Peninsula, Anchorage area,
rest of Alaska, and outside of Alaska; and

-2) To estimate nonmarket values (or consumer's surplus) of
sport fishing by water body fished and species sought.
These values are the benefits to anglers over and above
the expenditures they make to participate in sport
fishing.

In addition to these primary objectives, the study also
examines:

o the factors that influence the decision to sport fish
and that determine the number of sport fishing trips
taken by resident anglers;
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Table 1-1. Southcentral Alaska Sport Fisheries Identified as Objectives
for Estimating Economic Values

AreaIWater Body

Glennallen Area (I)
Guikaiia RIver
Gulkana River
Lake Louise, Susltna, Tyone

Knik Ann Drainage Area (K)
Little Susltna River
Little Susitna River
Kepler Lake Complex **
Big Lake

Anchorage Area (L)
All Stocked Lakes (e.g. Jewel Lake)

Campbell Creek

East Side Susitna Drainage Area (M)
EaSt Susitna Roadside streams
East Susitna Roadside streams

West Side Cook Inlet/
Westside Sustina Drainage Area (N)
West susitna Streams
West Susltna Streams
Lake Creek
Talachulitna River

Kenai Peninsula (P)
Kenai RIver
Kena! River
Kenai River
Kenai River
Kenai River
Kenai River­
Kenai River
Russian River
Russian River
nLower Streamsft*
"Lower Streams" *
"Lower Streams" *
Kachemak Bay
Deep Creek Marine
Deep Creek Marine
Resurrection Bay

Species

All species
Grayling
Lake Trout, Burbot

King salmon
Silver salmon
Stocked rainbow trnut,

land-locked salmon
Rainbow trout

stocked rainbow trout, Kokanee
salmon, land-locked salmon

Rainbow trout

King salmon
SlIver salmon

King salmon
Silver salmon
All species
Rainbow trout

All species
Early-run king salmon
Late-run king salmon
Early-run silver salmon
Late-run silver salmon
Mainstem red salmon
Rainbow trout
Early-run red salmon
Lat~-run red salmon
King salmon
All species
Steelhead
Halibut
King salmon
Halibut
Silver salmon

Season

Summer
Summer
Winter

Summer
Summer
Year round

Year round

Year round

Summer

Summer
Summer

Summer
Summer
Summer
Summer

Summer
Summer
Summer,
Summer
Summer
Summer
Summer
Summer
Summer
Summer
Summer
Summer
Summer
Summer
Summer
Summer

* Lower Kenai Peninsula Streams: Anchor River, Deep Creek, Ninilchik River, and Stariski Creek.

** Kepler Lakes Compex: Kepler, Bradley, Echo, Canoe, Irene, Long, Matanuska, and Victor Lakes
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o the role that site attributes such as facilities avail­
able, crowding, and fishing conditions play in the
selection of sport fishing sites;

o the economic value of catching additional king salmon on
the Kenai River; and

o the change in economic values resulting from closing the
Kenai River to king salmon sport fishing during the last
week in July.

Research Plan and Major Findings

The research was conducted in two work phases between
October 1985 and September 1987. Phase 1 focused on data col­
lection, involving primarily survey design, testing, and imple­
mentation. Intensive surveys of resident and nonresident an­
glers, and of sport fishing-related businesses and guides, were
conducted by mail between May and December 1986 to obtain the
data needed for performing the economic analyses. Phase 2
involved data analysis, including the processing of survey data
and secondary information; developing analytical methods and
performing the analyses, and report preparation.

The analyses show that angler expenditures associated with
all sport fishing in southcentral Alaska were an estimated
$127.1 million in 1986. Resident anglers accounted for: $74.2
million, and nonresident anglers contributed $52.9 million.
King salmon sport fishing generated an estimated $38.1 million
in expenditures, with resident anglers spending more than $16.6
million and nonresident anglers spending more than $21.4 mil­
lion. "Angler expenditures associated with halibut sport fishing
were $12.6 million and $6.0 million, respectively, by residents
and nonresidents.

Angler expenditures associated with sport fishing activity
in southcentral Alaska directly supported 2,178 jobs in sport
fishing-related businesses in Alaska, including 781 jobs in the
Anchorage area and 886 jobs in the Kenai Peninsula. The equi­
valent of 2,840 full-time jobs were supported in all industries
in Alaska by sport fishing activity in southcentral Alaska.
Total earnings in Alaska generated by sport fishing in south­
central Alaska were approximately $65.3 million in 1986.

In addition to these market effects, it is estimated that
Alaska resident anglers received an estimated $246.4 million in
surplus values from participating in sport fishing at locations
in southcentral Alaska. These estimated surplus values are
equivalent to the additional-amount that resident anglers would
be willing to pay to ensure the availability of sport fishing
opportunities in southcentral Alaska. Surplus values for non­
residents associated with sport fishing at southcentral lo­
cations were an estimated $30.4 million. Surplus values associ­
ated with king salmon sport fishing at southcentral Alaska sites
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were an estimated $1~.8 million and $8.8 million, respectively,
for resident and nonresident anglers in 1986. Halibut sport
fishing generated an estimated $25.1 million in surplus values
for resident ($21.6 million) and nonresident ($3.5 million)
anglers.

For specific fisheries, the Kenai River king salmon sport
fishery generated approximately $18.7 million in angler expendi­
tures and an additional $11.9 million in surplus values to an­
glers. Halibut sport fishing at Kachemak Bay generated $8.7
million in angler spending, with $8.1 million in associated
surplus values. The red salmon sport fishery at the Russian
River generated more than $5.2 million in angler expenditures
and $3.2 million in surplus values.
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Chapter 2

SYNOPSIS OF DATA COLLECTION METHODS

Introduction

Mail questionnaires were used to survey resident and non­
resident anglers, and sport fishing-related businesses and
guides. The objective of these surveys was to collect data that
were needed to perform the economic analyses and to profile the
sport fishing industry.

A series of focus group sessions were conducted with
anglers· and representatives of the sport fishing industry to
discuss the surveys and to formulate survey questions. Testing
of specific survey questions also was accomplished at these
meetings.

Once the questionnaires were initially designed, a pilot
study was conducted to evaluate the survey design prior to
full-scale implementation. Specifically, the pilot study
allowed for: 1) testing response rates and the need for incen­
tives, 2) evaluating the effectiveness of follow-up mailings on
the response rate, 3) testing the effectiveness of specific
questions, and 4) providing data for preliminary evaluation.
Although conducting the pilot study during the spring months
provided less-than-ideal conditions for testing, the results
were encouraging and the survey design, with some modifcations,
was implemented.

Resident Angler Survey

The resident angler_survey involved the administration of
four mail surveys: an early season survey, a mid-season survey,
an end-of-season survey, and a combined season survey.

The primary purpose of the early season survey was to
identify households with fishing members who planned to fish
between May and september of 1986. A survey card was sent in
May to -7,500 households located in southcentral Alaska, Fair­
banks, and other parts of Alaska excluding the southeast. These
households were randomly selected from the State of Alaska voter
registration list and from an occupancy list for the City of
Anchorage. -

The mid-season survey was sent in early August to respon­
dents to the early season survey who indicated that they planned
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to fish in Alaska between May and September. The objective of
this survey was to collect information about sport fishing trips
taken during the months of May, June, and JUly, and over the
preceding winter (November through April).

The end-of-season survey was sent in October to respondents
to the mid-season survey. This questionnaire requested informa­
tion on sport fishing trips taken during August and September,
and on total sport fishing-related expenditures made over the
previous 12 months.

The combined season survey was mailed in October to house­
holds that received the mid-season survey but who had not
responded. This questionnaire requested information on sport
fishing trips taken over the entire summer period.

Nonresident Angler Survey

A single mail questionnaire was used to survey nonresident
anglers. The sample of nonresidents that received the question­
naire included persons who had purchased a nonresident fishing
license between 1983 and 1986. The questionnaire, which was
mailed to 1,997 U. S. residents and 307 residents of foreign
countries who were randomly selected from the state sport fish­
ing license file, requested detailed information on the most
recent trip to Alaska in which .household members had sport
fished.

Business Sector Survey

The business sector survey included an early season and an
end-of-season survey. The primary purpose of the early season
survey was to identify sport fishing-related businesses for
follow up with the end-of-season survey. Survey cards were
mailed in July to 3,785 businesses located in southcentral
Alaska. The survey was intended as a complete census of all
businesses believed to sell goods and/or services to anglers in
southcentral Alaska. These businesses included 1) variety/
department stores, 2) general sporting goods stores, 3) spe­
cialty fishing stores, 4) hotels/motels, 5) eating/drinking
establishments, 6) trailer parks/campgrounds, 7) transportation
businesses, 8) fish packing/processing businesses, 9) fishing
camps/lodges, 10) travel/booking agents, 11) marine boat and
accessory stores, 12) guide businesses, and 13) local retail
food and liquor stores.

The businesses that responded to the early season survey
and indicated that their business was sport fishing-related were
sent in November 1986 an end-of-season questionnaire. This
questionnaire requested information on the types of products
offered, number of employees and payroll, capital equipment
purchases, annual operating expenditures, and annual sales.
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Guide Sector Survey

As with the business sector survey, the survey of sport
fishing guides included an early season and an end-of-season
survey. A survey card was mailed in early May to all guides
identified from lists of those who provided guiding services.
The primary purpose of the early season survey was to identify
sport fishing guides who expected to offer guiding services
during 1986.

The end-of-season survey was mailed in
guides. With the exception of questions
guiding activities, this survey was similar to
end-of-season survey of the business sector.
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Chapter 3

PROFILE OF SPORT FISHING ACTIVITIES IN
SOUTHCENTRAL ALASKA IN 1986

Sport Fishing Effort

During 1986, resident and nonresident anglers made approxi­
mately 1,088,900 sport fishing trips to sites within the south­
central Alaska study area (see Table 3-1). This number of trips
represents an increase of about 127,600, or 13.3 percent over
1985 levels. The 1986 sport fishing effort in southcentral
Alaska accounted for 66.2 percent of all sport fishing trips in
Alaska, as compared with 63.1 percent in 1985 and 62.8 percent
in 1984. The Kenai Peninsula accounted for 647,500 trips, or
39.4 percent of all sport fishing trips made in Alaska in 1986.

A breakdown of trips by resident and nonresident anglers to
areas and sites within southcentral Alaska is shown in Table
3-2. For resident anglers, 56.7 percent of all trips were made
to the Kenai Peninsula. The next most frequently visited area
was the Knik Arm Drainage area, accounting for 12;0 percent of
all trips made in southcentral Alaska. The percentage of trips
to the other five areas was as follows: Anchorage area, 10.7
percent; West Cook Inlet - West Susitna Drainage area, 6.4
percent; East Susitna Drainage area, 5.9 percent; Prince William
Sound area, 4.7 percent; and Glennallen area, 3.5 percent~

Of the site groupings in Table 3-2, the Kenai River was the
fishing area most frequently visited by resident anglers, ac­
counting for 222,740 trips or 24.0 percent of all trips made to
sites in southcentral Alaska. Other fishing areas or "sites"
frequently ~isited by resident anglers include: Anchorage area
lakes (6.9 percent of all trips); Russian River (5.5 percent);
Kenai Peninsula shoreline (5.2 percent); Resurrection Bay (4.5
percent); Lower Kenai Peninsula streams (4.4 percent); and
Kachemak Bay (4.2 percent).

For nonresident anglers, the Kenai Peninsula accounted for
an even higher proportion (75.3 percent) of sport fishing trips.
The next most frequented area for sport fishing was the East
Susitna Drainage area, accou~ting for 6.9 percent of all trips
in southcentral Alaska. The percentage of trips to the other
five areas was as follows: West Cook Inlet- West Susitna Drain­
age area, 5.3 percent; Knik Arm Drainage area, 4.1 percent;
Anchorage area, 3.5 percent; Prince William Sound area, 2.7
percent; and Glennallen area, 2.1 percent.
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Table 3-1. Sport Fishing Trips by Fegion and Area Fished
in Southcentral Alaska

No. of
'Trips

1984
Percent

of
Total

No. of
Trips

1985
Percent

of
Total

No. of
Trips

1986
Percent

of
Total

Southcentral Alaska
- Glennallen Area 38,709 2.6 35,338 2.3 35,907 2.2
- Prince William Sound A.rea 42,331 2.9 , 49,157 3.2 47,735 2.9
- Knil<: IArm Area 117,256 7.9 108,322 7.1 118,778 7.2
- Anchorage Area 115,686 7.8 87,177 5.7 105,281 6.4
- East Susitna Drainage Area 70,043 4.7 58,061 3.8 65,880 4.0

w - West Cook Inlet~est 51,977 3.5 59,026 3.9 67,832 4.1I

'" Susitna Drainage Area
- K~J1ai Peninsula 494,773 33.4 564,214 37.0 647,493 39.4

Subtotal 930,775 62.8 961,295 63.1 1,088,906 66.2

Southeast Alaska 258,817 17.5 286,614 18.8 293,206 17.8

Southwest Alaska 130,629 8.8 129,817 8.6 124,533 7.6

Fairbanks Area (Tanana River 124,737 8.4 117,158 7.7 113,669 6.9
Drainage)

Other Alaska 38,054 2.6 29,559 1.9 24,938 1.5
TOTAL 1,483,012 1,524,443 1,645,252

Source: ~lil1s 1987



Table 3-2. Distribution of 1986 Resident and Nonresident
Angler Trips in Southcentral Alaska, by Site

Resident Nonresident
Percent Percent

Southcentral Area!Site Trips of Total Trips of Total.

Glennallen Area
- Gulkana River 9,458 1.0 939 0.6
- other 23,091 2.5 2,419 1.5

SIlbtotal 12;549 3.5 3,358 2.I

PriJlce William Sound Area 43,347 4.7 4,388 2.7

Knik Al:m Drainage Area
- Little SUSitna River 36;227 3.9 3,847 2.4
- Big Lake 12,391 1.3 338 0.2
- Kepler <l::1l'plex 8,756 0.9 891 0.6
- other 54,741 5.9 g,587 1.0

Subtotal 112,1l5 12.0 ,663 4.T

Anchorage Area
- Anchorage Area Lakes 64,185 6.9 4,639 2.9
- 'lWentymile Biver and Saltwater 8,186 0.9 132 0.1
- other 27,255 2.9 884 0.5

Subtotal 99,626 10:7 5,655 3.5

East SUSitna Drainage Area
- Roadside sites (~Creek,. 23,911 2.6 4,640 2.9

Caswell Creek, Willow and Little
Wi1.lcM Creeksl

- other 30,844 3.3 6,485 4.0
Subtotal 54,755 5.9 rr;m '6.9

West Coo.'< Inlet - West SUSitna Drainage Area
- Lake Creek 6,717 0.7 1,547 1.0
- Deshka River/Kroto Creek, JlJ.exandel: 34,619 3.7 5,823 3.6

creek, Ta1achulitna River, Chuitna
River, 'l11ecrlore, !.eAis and Ivan Rivers

- other 17,967 1.9 1,159 0.7
SUbtotal 59;JiIT 6.4 s;m D

Kenai Petlinsula
- Kenai River (~l 117,089 12.6 23,593 14.7
- Kenai River {sOldotna Bridge to 105,651 11.4 21,321 13.2

Kenai Lakel
- Russian River 50,677 5.5 14,465 9.0
- Kasilof River 23,319 2.5 8,886 5.5
- !£Mer Streams (Ninilchik Hiver ,. 40,656 4.4 10,124 6.3

Anchor River,. Deep Creek)
- other freshwater 36,900 4.0 3,875 2.4
- Deep Creek Marine 22,613 2.4 11,506 7.1
- Kachanak Bay 39,380 4.2 8,796 5.5
- Resurrection Bay I other saltwater 42,097 4.5 5,488 3.4
- SOOreline 47,856 5.2 13,201 8.2

Subtotal 526,238 56:7 121,255 75.3

= sOO'n;:::ml'PAL TRIPS 927,933 99.9 160,973 99.9

Scurce: Mills 1987.
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Similar to site selection for resident anglers, the site
most frequently visited by nonresidents was the Kenai River,
accounting for 44,914 trips or 27.9 percent of all trips in
southcentral Alaska. Other sites frequently visited by nonresi­
dent anglers include: Russian River (9.0 percent of all trips);
Kenai Peninsula shoreline (8.2 percent); Deep Creek Marine (7.1
percent); lower Kenai Peninsula streams (6.3 percent); Kasilof
River (5.5 percent); and Kachemak Bay (5.5 percent).

The number of days fished at each site in southcentral
Alaska is shown in Table 3-3. This information, when combined
with the data on trips taken in Table 3-2, provides an indica­
tion of the type of trip made to each site. For example, sites
in proximity to major population centers such. as Anchorage
generate more day trips for resident anglers whereas more dis­
tant and less accessible sites (e.g., Gulkana River and Lake
Creek) generate a higher proportion of multiple day trips. This
pattern can be observed in Table 3-4, which shows the average
number of days fished per trip for each site.

Although this pattern is generally similar for nonresident
anglers, two noteworthy exceptions are the Glennallen and Prince
William Sound areas. The number of days fished per trip in
these areas are lower for nonresidents than for residents,
possibly suggesting that these areas are not principal destina­
tions, but rather, are areas visited en route to primary desti­
nations.

Angler Characteristics

The following profile is based on data collected in the
resJdent and nonresident angler surveys. These survey data
represent Alaska and out-of-state households with members who
sport fish in southcentral Alaska and therefore are used to
profile the full popUlations from which they were drawn.

Resident Anglers

As shown in Table 3-5, the typical Alaska household with
members who sport fish in southcentral Alaska includes 2.86
household members. Twenty-six percent (26%) of these households
own or have regUlar access to a cabin, and 67 percent have at
least one hunter in the household. Sixteen percent (16%) rate
the most experienced angler in the household as a novice, and 11
percent rate this angler as an expert. Average annual expendi­
tures on sport fishing in Alaska were $865.78 per sport fishing
household.

Tables 3-6 and 3-7 identify the preferences and motiva-
i. tional factors of Alaska households regarding site selection

and the types of sport fishing in which to participate. Over 80
percent of households indicated that, in terms of important

.;:.
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Table 3-3. Distribution of 1986 Resident aM Nonresident
Angler Days Fished in SOuthcentral Alaska, by Site

Resident Nonresident
Days Percent Days Percent

Sroth<:entral Area/Site Fished of Total Fished of Total

Glennallen Area
- Gulkana River 13,197 1.1 1,022 0.5
- other 34,719 3.0 2,625 1.3

SUbtotal 47,916 r.r 3,647 n
Prince William S<:>:lrd Area 58,218 5.0 5,062 2.5

Knilc A:cn Drainage Area
- Little Susitna River 41,550 3.6 4,220 2.1
- Big Lake 14,133 1.2 426 0.2
- Kepler COnplex 8,520 0.7 1,024 0.5
- other 59,835 5.2 1,915 1.0

SUbtotal 124,038 10.8 "'i;585 n
l\nchorage Area

- l\nchoraqe Area Lakes 65,943 5.7 4,574 2.3
- Twentymile River and Saltwater 8,047 0.7 126 0.1
- other 23,447 2.0 1,015 0.5

SUbtotal 97,437 8.4 5,715 2.8

East SUsitna Drainage Area
- Roadside sites (Montana Creek, 33,560 2.9 6,293 3.1

caswell creek, Will"" and Little
Willcw Creeks)

- other 43,891 3.8 8,545 4.2
SUbtotal 'l7;45f 6.7 14,838 'l.4

West CDok Inlet - West SUSitna Drainage Area
- Lake Creek 13,175 1.1 2,451 1.2
- Deshka River/Kroto Creek, Alexarrler 45,754 4.0 14,157 7.0

Creek, Talachulltna River, O1u.itna
River,. 'l'hec:rlore, I.ewis and Ivan Rivers

- other 27,905 2.4 1,349 0.7
SUbtotal 86,834 7.5 "l:7,9"57 B.9

Kenai Peninsula
- Kenai River (!CMer) 149,532 13.0 31,503 15.6
- Kenai River (Soldotna Bridge to 128,187 H.l 25,829 12.8

Kenai Lake)
- alssian Rivex 55,607 4.8 15,122 7.5
- Kasilof-River 25,449 2.2 10,666 5.3
- z.a...er Streams (Ninilchik River, 50,504 4.4 H ,038 5.5

Anchor River, Deep Creek)
- other freshwater - 45,918 4.0 7,217 3.6
- Deep creek Marine 31,973 2.8 14,814 7.4
- Kach€!nak Bay 49,545 4.3 1l,4H 5.7
- Resurrection Bay 1 other saltwater 59,143 5.1 5,225 2.6
- Slureline 65,980 5.7 13,859 6.9

SUbtotal 661,766 5D 146,684 12.8

= SCUI'!iCEm'l1AL DAYS FISHED 1,153,660 99.9 201,488 100.0

Soo.rce: Mills 1987.
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Scuthoentral Area/Site

Glennallen Area
- Gulkana River
- Other

SUbtotal

Prince William Soond Area

R'nik AIm Drainage Area
- Little SUsitna River
- Big Lake
- Kepler Catplex
- Other

SUbtotal

Table 3-4. Average Number of Days Fished Per Trip, By Site

Resident Anglers

1.40
1.50
1.47

1.34

1.15
1.14
0.97
1.09
r.rr

Nonresident Anglers

1.09
1.09
I:"iW

1.15

1.10
1.26
1.15
1.21
r.n

_rage Area
- Anchorage Area Lakes
- ~<:ymile River and saltwater
- Otl".e.r

SUbtotal

East SUsitna Drainage Area
- Foadside sites (Montana Creek,

ea_ll Creek, Wil1<::M and Little
Will"", Creeksl

- Other
SUbtotal

west Cook Inlet - West Susitna Drainage Area
- Lake Creek
- Deshka River!Kroto Creek, Alexander

Creek, Talachulitna River, Chuitna
River, 'Ihecxiore, I.ewi.s and Ivan Rivers

- Other
SUbtotal

Kenai Peninsula
- Kenai. River (lower)
- Kenai River (Soldotna Bridge to

Kenai Lakel
- Russian River
- Kasilof River
- 1<::Mer Stre<uns (Ninilchik River,

Anchor River, Deep Creek)
- Other freshwater
- Deep Creek Marine
- Kacherna.l< Bay
- Resurrection Bay; ·other saltwater
- Shoreline

Subtotal

Scurce: Derived fran Mills 1987.
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1.03
0.98
0.86
0.98

1.40

1.42
I:4I

1.96
1.32

1.55
1.46

1.28
1.21

1.10
1.09
1.24

1.24
1.41
1.26
1.40
1.38
1.26

0.99
0.95
1.15
r.or

1.36

1.32
~

1.58
2.43

1.16
r.rr

1.34
1.21

1.05
1.05
1.09

1.86
1.29
1.30
0.95
1.05
1.21



Table 3-5. Selected Characteristics
of Sport Fishing Households

o Average household size

o Proportion of households that own or
have regular access to a cabin

o Proportion of households with at
least one hunter

o Fishing skill of most experienced angler

novice
intermediate
advanced
expert

o Average annual expenditures on sport
fishing in Alaska

3-7

2.86 members

26%

67%

16%
38%
35%
11%

$865.78



Table 3-6. Site Attributes Affecting Resident Anglers' Decisions
. on Where to Sport Fish

Percent of Sport Fishing Households

Very No Un- very
Desirable Desirable Opinion desirable Undesirable

(%) (%) (%) (%) (%)

G<xXl chance to catch trophy-sized fish 13 44 28 12 3

G<xXl chance to catch your limit 34 53 10 3 1

A wilderness area 24 46 23 6 2

A site of exceptional beauty 30 51 16 2 1
'"I
00 A site limited to fly fishing 4 12 45 26 12

A site with few other fishermen around 49 41 8 1 1

Not having to negotiate rapids or powerful 26 37 29 5 3
currents

Not haVing to travel for a long time to the 22 42 28 5 2
site

Site with fly-in access 6 20 43 20 10

Site with good boat access 17 43 29 7 4

Site with maintained road access 26 44 19 7 4

--
Note: Totals may not equal 100 percent due to rounding.



Table 3-7. Factors Affecting Resident Anglers' Decisions an
, the Types of Sport Fishing Trips Taken

-----
Percent of Sport Fishing lIouseholds

Definitely Definitely
Yes Yes Saretimes No No
(%) (%) (%) (%) (%)

When ~ go on a fishing trip in the surrrner, 10 34 38 15 3
~ usually first choose what species we
want to fish for and then' choose a site
where ifhat species is available.

When we go an a fishing trip in the sumner, 23 29 31 14 3
w ~ usually first choose a site that weI

'" like and then fish for whatever species
is available.

We usually go to a site near where ~ or 5 9 21 55 11
friends own land or a cabin.

We usually go out of our way to avoid 33 31 26 10 1
sites crowtied with other fisheJ:J:ren.

We usually do catch-and-release fishing. 8 14 40 29 8

We usually take guided fishing trips. 1 1 12 56 30

We usually take float fishing trips. 1 2 22 55 19

Note: Total may not equal 100 percent due to rounding.



factors in selecting a sport fishing site, a "good chance to
catch your limit," "a site of exceptional beauty," and "a site
with few other fishermen around" were desirable or very desir­
able. Seventy percent (70%) of the households indicated that "a
site with maintained road access" or "a wilderness area" were
important in deciding where to fish. "Not having to travel for
a long time," "not having to negotiate rapids or powerful cur­
rents," and "a site with good boat access" were desirable to 60
percent or more of households. A "good chance of catching a
trophy-sized fish" was desirable to 54 percent of the house­
holds, and "fly in access" and "site limited to fly fishing" was
important to 26 percent and 16 percent of the households,
respectively.

AS shown in Table 3-7, it appears that Alaska sport
fishing households are somewhat more likely to choose a site
first and then choose a species to fish for rather than first
choosing a species and then a site. (This tendency is reversed,
however, if anglers who regularly fish without a target species
are removed.) Selecting a sport fishing site in proximity to a
cabin or land owned by the household or friends is infrequent.
As previously noted, crowding is an important factor in sport
fishing decisions, with 66 percent of households indicating that
they go out of their way to avoid crowds. Twenty-two percent
(22%) of the households usually do catch-and-release sport
fishing, with an additional 40 percent "sometimes" participating
in this type of sport fishing. Households do not regularly take
guided and float fishing trips, although a significant
proportion (12 percent and 22 percent, respectively) do take
these types of trips occasionally. .

Table 3-8" provides an indication of the avidity of sport
fishing households. Nine percent (9%) of the households indi­
cated that they either "always" or "usually" go sport fishing
after work in the summer, and an additional 38 percent responded
that they go fishing after work occasionally. Fourteen percent
(14%) are "seldom" or "never" busy on weekends with activities
other than sport fishing. Eleven percent (11 %) of the house­
holds either "always" or "usually" sacrifice some income when
going sport fishing, and only 12 percent of the households would
not do mor~ sport fishing if they had more free time.

Nonresident Anglers

Characteristics of nonresident's sport fishing activities
in Alaska between 1983 and 1986 are shown in Table 3-9. This
information is presented for two groups of nonresidents who
sport fished in southcentral Alaska between 1983 and 1986. As
shown, the two groups demonstrate a similar pattern of activity.

The average number of trips to Alaska over the 4-year
period was approximately 2.8 trips. The breakdown of trips by
purpose indicates that 25 percent of the trips involved no sport
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Table 3-8. Time Availability and Effects on Surnrer Fishing Activities

Percent of Sport Fishing Households

Always Usually Sanetimes Seldon Never
(%) (%) (%) (%) (%)

We have to work on weekdays during the 31 34 18 8 9
sumner.

We can take time off on the weekdays to 8 21 40 22 9
go fishing.

w We go fishing after work. 2 7 38 29 25I
.....
.....

On weekends, we are busy with activities 4 31 52 12 2
other than fishing.

When we go fishing it means giving up 3 8 22 27 40
sane possible incane.

I f we had lrore free time, we would take 29 33 26 8 4
many lrore fishing trips.

Note: Totals may not equal 100 percent due to rounding.



Table 3-9. Characteristics of Trips and Days Fished
in Alaska by Nonresidents: 1983-1986

Activity Group Al Group B2

Average number of trips to Alaska 2.87 2.75

Percent of trips by purpose

- without fishing 25.2% 25.1%
- primarily for fishing 36.4% 36.4%
- other purposes 38.5% 38.5%

Average number of days spent sport fishing 20.8 21.0

Percent of sport fishing days by area in Alaska

- southeast Alaska 5.4% 5.0%
- southcentral Alaska 84.2% 84.8%
- southwest Alaska 6.8% 6.3%- other Alaska 3.6% 4.0%

1 Sample includes nonresidents who purchased a sport fishing license in Alaska
saretime between 1983 and 1986 and who sport fished in southcentral Alaska
dq,ring- their JlK)st recent trip.

2 Sample ir}cludes nonresidents who last purchased a sport fishing license in
Alaska in. 1986 and whO sport fished in southcentral Alaska during their JlK)st
recent trip.
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fishing, 36 percent were taken primarily for sport fishing, and
39 percent were made for other purposes, but some sport fishing
occurred.

The average number of days spent sport fishing over the
4-year period was approximately 21 days. About 84 percent of
these fishing days occurred in southcentral Alaska, with the
remaining days distributed relatively evenly throughout other
areas of Alaska. (It should be noted that only nonresidents who
sport fished in southcentral Alaska on their most recent trip
are included in this profile.)

Characteristics of 1986 sport fishing trips to Alaska are
shown in Table 3-10. Visiting relatives (but fished while in
Alaska) was the response most frequently (35 percent) cited as
the primary reason for taking the trip. Fishing was identified
by 33 percent of nonresidents as the primary reason for the
trip. Twenty-six percent (26 percent) of nonresidents conducted
some business while in Alaska.

Regarding sources of information used to plan the trip, 45
percent consulted friends or relatives and only 13 percent used
a travel or booking agent. Commercial airlines, as would be
expected, was the primary mode of transporation used for the
majority (69 percent) of nonresidents. Once in Alaska, 31
percent sport fished at only one site, and only 15 percent sport
fished at more than four sites. Twenty-six percent of nonresi­
dents used guide services to sport fish in Alaska.

The factors important to nonresidents in deciding where to
sport fish in Alaska are shown in Table 3-11. The two most
important factors were the availability of particular species
and a good chance of catching the desired species. Factors of
somewhat less importance were "ease of access," catching a
trophy-sized fish, and crOWding. Factors relatively unimportant
to the majority of nonresidents include the availability of a
package tour, the type of lodging and restaurant facilities
available, the availability of gUiding services, and the availa­
bility of campground or cabin facilities.

Sport Fishing-Related Businesses

Expenditures in Alaska associated with all sport fishing in
southcentral Alaska exceeded $93 million in 1986. That spending
directly supported nearly 800 jobs in the Anchorage area, almost
900 jobs in the Kenai Peninsula, and more than 500 jobs else­
where in Alaska (details of these and other economic impacts are
given in Chapter 4). The greatest portion of these jobs, about
35 percent, are in retail -establishments, including variety,
sporting goods, grocery, and specialty fishing shores. Other
businesses affected by angler spending are sport fishing guides,
hotels and other lodging places, transportation services firms,
travel agencies, marine/boat stores, and eating and drinking
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Table 3-10. Characteristics of Trips by Nonresidents Who
Sport Fished in Southcentral Alaska During 1986

Primary reason for trip?

o to fish
o to hunt, fished while in Alaska
o for business, fished while in Alaska
o to visit relatives, fished while in Alaska
o other, fished while in Alaska

Conducted business while in Alaska?

33%
5%

14%
35%
14%

yes - 26% no - 74%

Sources of infonnation used to plan trip

o travel/booking agents
o friends/relatives
o magazines/books
o previous experience
o other

Primary mode of transportation used to get to Alaska?

13%
45%
17%
19%

6%

can:nercial airline
private airline
ferry
private boat .
cruise ship

- railroad

- 69%
- 1%
- 2%
- <1%
- 1%
- 0

camper/IW
truck
car
van
other

-13%
- 4%
- 5%
- 3%
- 2%

Nt.mU:ler of fishing sites visited

one - 31%
two - 23%

Use of gt:!ide services?

yes - 26%

three - 20%
four - 11%

no - 74%
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Table 3-11. Important Factors to Nonresidents in Deciding
Which Alaska Fishing Sites to Visit in 1986

Percentage of Households
Extremely Very Sarewhat Not at All

Factors Important Important Important Important Unsure
(%) (%) (%) (%) (%)

Availability of a 4 5 9 76 6
package tour

Availability of a 35 38 12 14 1
particular species
(e.g., king sa1m:m,
ra:i.nbow trout)

Likelihood of 37 39 15 9 <1
catching the
desired species

Likelihood of 17 15 30 36 1
catching a trophy-
sized fish

Ease of access to 16 27 29 27 1
site (e.g., road)

Type of lodging 6 8 30 54 2
and _restaurant
facilities
available

Availability of 13 13 14 57 4
guiding services

Availability of 15 15 20 48 3
carnwround/cabin
facilities

Degree of crCMding 20 24 37 19 <1
expected at the
fishing sites
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places. Altogethe~, the income generated directly by these
expenditures exceeded $18.2 million in 1986.

This profile focuses
different categories of
southcentral Alaska noted

on the
sport

above:

following information about the
fishing-related businesses in

o employment characteristics

o annual sales characteristics

o expenditure characteristics

o products and services characteristics

Employment oharaoteristios include the number of persons em­
ployed by various types of businesses, a total payroll estimate
for each business, and the percentage of labor that is supported
by sport fishing. Annual sales oharaoteristios include gross
sales, the percentage of sales that was generated by sport
fishing activities, and the percentage of sport fishing sales
generated from different products and services. Expenditure
characteristics indicate the amount of money spent by businesses
on operations and sport fishing-related capital equipment.
Products and services oharacteristios include information about
the various goods and services offered by the different types of
businesses.

Following the business profile is a profile of sport fish­
ing-related guide businesses. The guide profile is based on
data from a similar survey of sport fishing guides. Some busi­
nesses responding to the business sector survey identified
themselves as primarily a guide business. Because these busi­
nesses indicated that less than 50 percent of their revenues
came from providing guide services to anglers, they were in­
cluded in the business profile. The guide profile therefore
includes only guide businesses that are primarily sport fishing­
related.

Employment Characteristics

Employment levels for the sport fishing-related businesses
ranged from none (indicating an owner-operated business with no
employees) to more than 250 workers. Table 3-12 shows that for
all businesses, there was an average of 5.4 workers. The
largest average number of employees was reported by variety/
department stores and hotel/motel businesses. Both business
types averaged over 16 employees per firm. Transportation
service businesses and respondents that classified their busi­
ness as either a multiple business type or as no business type
employed an average of between 6.5 and 8.8 workers. All other
business types averaged fewer than 5 employees. Specialty
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Table 3-12. Businesses I Employment Characteristics

Business Type
Average Number
.of Employees

Average
Percentage of

Average Total Labor Related
Payroll to Sport Fishing

($) (%)

Variety/Depart:rrent Store 17.5 200,667 13.3

General Sport Goods 4.2 50,489 68.0

Specialty Fishing Store 0.9 4,800 100.0

Hotel/Motel 16.4 115,243 17.4

Eating/Drinking Establishmant 2.5 27,400 5.0

Trailer Park/campground 2.0 2,796 98.0

Transportation services 8.8 64,216 47.1

Fishing Lcx1ge/carrp 4.0 20,948 85.9

Travel/Booking Agent 2.8 2,375 63.3

Marine/Boats/Accessories 2.6 23,450 70.0

Guide Services 1.1 6,140 57.3

Retai1. Food/Liquor Store 1.7 24,700 37.5

Other Business Type 1.5 11,415 30.1

Multiple Business Types 6.5 59,453 69.8

No Business Type Identified 8.6 47,320 30.0

Average, All Businesses 5.4 $ 42,223 56.3%

Note: The total number of businesses providing responses to the survey are
reported, by business type, in Chapter 7, Table 7-12.
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fishing stores had an average number of employees of less than
one, which indicates that many of these types of businesses are
probably owner-operated with very few or no employees.

Payrolls were reported to range as high as $1.2 million,
with the average payroll for all businesses at $42,223. For
variety/department stores, reported payroll averaged $200,667.
The average payroll for hotels/motels was $115,243. The average
payroll per worker for all businesses is less than $8,000. Some
of the business types have a very low average payroll per worker
because of the seasonal nature of the work.

A large percentage of the labor reported is related to
sport fishing activity. On average, S6 percent of the labor is
supported by sport fishing clientele. The largest percentage of
sport fishing-related labor was reported by specialty fishing
stores. Approximately 86 percent of the employees at fishing
lodges/camps are supported by sport fishing clientele. All
other businesses, except variety/department stores and hotels/
motels, attributed greater than 30 percent of their employment
to sport fishing activity.

Annual Sales Characteristics

Total. sales during the 1985/86 season (November through
September) by business type ranged between $0 and $70 million.
The average sales for the 14 types of businesses are shown in
Table 3-13. Average sales related to sport fishing, based on
information regarding the percentage of total sales related to
sport fishing, are also shown in the table. Some business types
are very dependent on sport fishing. The percentage of total
sales related to sport fishing varied between 1.8 and 100
percent. The largest percentage of sport fishing-related sales
were reported by the following services: trailer
park/campground; 100 percent; specialty fishing store, 70 per­
cent; and fishing lodge/camp, 62 percent. Of the approximately
3 percent of businesses that did not identify themselves as a
particular business type, 76 percent of their sales are related
to sport fishing. Sport fishing-related sales averaged over
$80,000 for businesses located in southcentral Alaska.

Businesses were also asked to identify the percentages of
sport fishing sales that were generated by various products and
services (i.e., fishing tackle/bait, food and beverages, trans­
portation). The results are shown in Table 3-14. Of the eight
choices available, four products and services generated almost
equal amounts of revenue for businesses. These include: fish­
ing tackle/bait, 18 percent; guiding activi ties, 17 percent;
transportation, 16 percent; and lodging, 15 percent.
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Table 3-13. Businesses' Sales Characteristics

Business Type
Average Annual

Sales

Weighted Average
Percentage of
Total Sales
Related to

Sport Fishing

Average
Annual Sales
Related to

Sport Fishing

Variety/Department Store $1,171,829 6.9% $ 80,361

General Sport Goods 1,456,444 15.7 227,971

Specialty Fishing Store 40,049 70.3 28,141

Hotel/Motel 592,357 16.9 99,826

Eating/Drinking Establishment 170,000 1.8 3,000

Trailer Park/C<mp;Jround 11,737 100.0 11,737

Transportation SerVices 181,422 21.8 39,541

Fishing lOOge/canp 121,325 61. 7 74,828

Travel/Boo~ Agent 325,800 40.9 133,300

Marine/Boats/Accessories 738,938 36.8 271,605

Guide servfces 24,600 21.5 5,300

Retail Food/Liquor Store 166,381 29.1 48,375

other Business Type 105,296 24.2 25,480

Multiple Business Types 4,630,263 3.3 154,539

No Business Type Identified 26,588 76.1 20,237

Average, All Businesses $ 683,670 11.7% $ 80,055
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Table 3-14. Percentage of Sport Fishing Sales Generated
by Various Products and Services

products and services (see list below)

Business Type A 'a C D E F G H
(%) (%) (%) (%) (%) (%) (%) (%)

Variety/Departlrent Store 49 49 2 0 0 0 0 0
General Sport Goods 83 9 2 0 0 0 3 3
Specialty Fishing Store 52 16 3 0 0 0 0 22
Hotel/Motel 0 0 26 63 11 0 0 0
Eating/Drinking 0 0 100 0 0 0 0 0

Establishrrent
Trailer Park/Campground 1 2 0 4 0 48 0 0 46
Transportation Services 3 0 0 8 5 60 12 11
Fishing Lodge/camp 1 0 2 39 9 4 43 2
Travel/Booking Agent 0 0 0 20 0 27 17 37

c~ ~~rine/Boats/Accessories 11 4 1 0 1 22 3 58
I

N Guide Services 1 0 1 15 1 15 61 7
0 Retail Food/Liquor Store 18 3 55 0 0 0 0 24

Other Business Type 35 10 12 0 15 0 0 28
Multiple Business Types 19 8 16 21 6 9 16 6
No Business Type Identified 34 0 0 33 0 0 0 33

Average, All Businesses 18% 5% 8% 15% 5% 16% 17% 14%

A = Fishing tackle/bait
B = Other fishing gear
C = Food and beverages
D = Lodging including !real packages
E = Equij:lTl2l1t rental
F = Transportation (other than guiding services)
G = Guiding activities
H = Other (e.g., entertainIrent for fishing parties; ccmni.ssions 00 guiding services and travel)



Expenditure Characteristics

The majority of business expenses are for operation, which
are detailed by business location in Table 3-15. Operations
costs include payments on owned or leased property, other rental
and lease payments, utility costs, motor fuel expenses, mainte­
nance and repair costs, costs for inventory, office supplies,
insurance, transportation and freight, taxes, licenses, permits,
professional services, and advertising.

Average annual expenditures for sport fishing-related
capital items by businesses in southcentral Alaska are shown in
Tables 3-16 through 3-18. The majority of capital expenses for
most businesses is for transportation equipment (Table 3-16).
For many businesses, transportation equipment includes trucks or
vans to transport products or clients. Some businesses, par­
ticularly transportation service firms and guide services, also
have power boats, rafts, campers, and airplanes to provide
special transportation services to their clientele. Fishing
equipment is the next largest capital expense for businesses,
whereas a smaller percentage is invested in other types of
equipment, including office equipment such as computers, type­
writers, and office furnishings. Expenditures for fishing
equipment and other equipment are shown in Tables 3-17 and 3-18,
respectively.

The largest proportion of sport fishing-related transporta­
tion equipment is procured in the Anchorage area. Approximately
44 percent of the expenditures for transportation equipment was
purchased in the Anchorage area. Nineteen percent-was spent in
the Kenai Peninsula area and 19 percent was spent outside of
Alaska. Only 2 percent of transportation procurement expenses
were made in the Juneau area, and the remaining 16 percent was
spent in other areas of Alaska.

As might be expected, transportation service firms have the
highest average annual transportation equipment expenditures
among the 14 business types listed in Table 3-16. Expenditures
by transportation service firms averaged over $58,000, whereas
the next highest average expenditure level was $13,952, reported
by fishing-lodges/camps. Specialty fishing stores, transporta­
tion services, and firms selling marine equipment, boats, and
accessories made 44, 33, and 23 percent, respectively, of their
transportation equipment expenditures outside the state.

Variety/department stores reported the largest amount of
sport fishing-related fishing gear/equipment procurement.
Average annual expenditures of variety/department stores were
over $250,000, which is nearly five times the average amount for
any other business type. (Tt is possible that one or more of
the variety/department stores reporting expenditures may have
mistakenly reported their inventory of fishing-related equipment
rather than their capital investment in goods to service
anglers. )

3-21



Table 3-15. Sumnary of Annual Operations Spending, by Business IDeation



Table 3-16. SUmllaI:y of Sport Fishing-Related Capital Expenditures by Area
for Transportation-Related Eq,uipment

Percentage of Spending by Area

Average Annual Anchorage Kenai Other OUtside
Business Type Expendit~s Area Peninsula Juneau Area Alaska Alaska

(%) (%) (%) (%) (%)

Variety/Department Store $ 0 N/A N/A N/A N/A N/A
General Sport Goods , 412 67 0 0 33 0
Specialty Fishing Store 1,247 0 39 0 17 44
Hotel/Motel 1,653 52 33 6 8 0
Eating/Drinking 445 100 0 0 0 0

w EstablishrrentI
IV Trailer Park/Canpground 0 N/A N/A N/A N/A N/A
w Transportation Services 58,285 32 25 5 5 33

Fishing Ledge/Camp 13,952 59 12 0 17 12
Travel/Booking Agent 387 100 0 0 0 0
Marine/Boats/Accessories 5,401 34 30 0 13 23
Guide Services 2,854 44 15 .0 24 16
Retail Food/Liquor Store 1,488 50 50 0 0 0
other Business Type 307 44 0 0 44 11
Multiple Business Types 10,178 54 10 0 16 19
No Business Type Identified 16,195 33 33 0 33 0

Average, All Businesses $15,079 44% 19% 2% 16% 19%



Table 3-17. SUn1nary of Sport Fishing-Related Capital Expenditures by Area
for other Equitmmt

Percentas:e of Spending by Area

Average Annual Anchorage Kenai Other Outside
Business Type Expenditures Area Peninsula Juneau Area Alaska Alaska

(%) (%) (%) (%) (%)

variety/De~nt Store • $14 0 0 0 0 100
General SJ:X>rt Goods 59 50 0 0 25 25
Specialty Fishing Store 601 55 28 0 2 15
Hotel/Motel 2,752 38 50 0 0 13

w Eating/Drinking 1,452 N/A N/A N/A N/A N/A
I

'" Establishment
". Trailer Park/CanpJround 0 N/A N/A N/A N/A N/A

TransJ:X>rtation Services 1,677 64 19 0 6 11
Fishing LOOge/Camp 2,089 42 15 0 20 23
Travel/Booking Agent 787 100 0 0 0 0
!'larine/Boats/Accessories 756 21 36 0 20 23
Guide Services 260 62 3 0 19 16
Retail Food/Liquor Store 693 40 46 0 15 0
Other Business Type 206 58 25 0 17 0
Multiple Business Types 3,016 77 21 0 0 2
No Business Type Identified 1,154 17 17 0 33% 33

Average, All Businesses $1,234 55% 19% 0% 12% 15%



Table 3-18. SUrmlary of Sport Fishing-Related capital Expenditures by Area
for Fishing Gear/EquitJreIlt .

Percentage of Spending by Area

Average Annual Anchorage Kenai other Outside
Business Type Expenditures Area Peninsula Juneau Area Alaska Alaska

(%) (%) (%) (%) (%)

Variety/Depart:rrent Store $250,125 30 0 0 0 70
General ~port Goods 728 51 0 0 29 20
Specialty Fishing Store 38,067 32 0 0 20 48
Hotel/Motel 52,216 67 33 0 0 0

w Eating/Drinking NA NA NA NA NA NA
I
tv Establishment
V1 Trailer Park/Carrq:ground 1,000 100 0 0 0 0

Transportation Services 3,336 64 21 0 8 11
Fishing Ledge/Camp 2,341 6 14 0 14 12
Travel/Booking Agent 10,300 100 0 0 0 0
~~ine/Boats/Accessories 1,530 47 38 0 0 15
Guide Services 1,437 66 10 0 20 4
Retail Fo::x1/Liquor Store 1,200 58 5 0 38 0
Other Business Type 1,294 38 25 0 38 0
Nultiple Business Types 4,561 76 13 0 3 13
No Business Type Identified 5,000 50 0 0 50 0

Average, All Businesses $9,457 61% 15% 0% 14% 12%



The overall average spending by all businesses on fishing
equipment averaged $9,457. Approximately 61 percent of the
expenditures for fishing equipment was purchased in the
Anchorage area. Fifteen percent was spent in the Kenai Penin­
sula and 12 percent was spent outside of Alaska. No fishing
equipment procurement expenses were reported in the Juneau area,
and the remaining 14 percent was spent in other areas of Alaska.

Following variety/department stores, hotel/motels had the
highest average annual fishing equipment expenditures among the
14 business types listed in Table 3-18. Expenditures by spe­
cialty fishing stores averaged over $38,000, whereas the next
highest average expenditure level was $10,300, reported by
travel/booking agents. The majority of other equipment related
to sport fishing is procured in the Anchorage area. Approxi­
mately 55 percent of the expenditures for other equipment was
purchased in the Anchorage area, 19 percent was spent in the
Kenai Peninsula, and 15 percent was spent outside of Alaska. No
procurement expenses for other equipment was reported in the
Juneau area, and the remaining 12 percent was spent in other
areas of Alaska.

Firms which classified themselves as a multiple business
type and hotels/motels spent the highest average annual expen­
ditures for other equipment. Expenditures by firms of multiple
business types averaged over $3,000, whereas hotels/motels
reported annual average spending of $2,752. Variety/department
stores reported annual average expenditures of only $14,_ which
is less than would be expected for firms which reported the
largest average employment and payroll levels.

Products and services Characteristics

Table 3-19 provides some insight into the products that are
provided by different types of businesses. The table indicates
that the most commonly provided item out of the 14 alternative
choices was fishing gear and equipment. Over 49 percent of the
firms indicated that they provided fishing gear and equipment.
The next most commonly provided service was boat/airplane trans­
portation, with 42 percent of the firms providing such service.
The majority of firms providing this type of service were either
transportation service, guide service, or fishing lodge/camp
businesses. These types of businesses comprise a relatively
large proportion of sport fishing-related businesses, which may
be why this (and other) goods and services are ranked in this
manner. Guiding services, food and beverages, lodging, and
boating equipment are the next four most common goods and ser­
vices provided. Between 33 and 40 percent of the firms provided
these types of goods and services. Fish mounting and taxidermy
was the least common service provided, with less than 3 percent
of the businesses indicated that they provided this service to
their clientele.
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Table 3-19. Percentage of Businesses by Type, SUpplying Various Goods and Services

Goods and Services (see list below)

Business Type A B C D E F G H I J K L M N
(%) (%) (%) (%) (%) (%) (%) . (%) (%) (%) (%) (%) (%) (%)

variety/DepartIrent Store 38 63 50 25 -- 75 -- -- -- -- -- -- -- 13
General Sport Goods 36 82 64 18 -- 91 9 -- -- -- -- 9 9 18
Specialty Fishing Store 25 17 17 8 17 92 33 8 -- 17 17 17 -- 8
Hotel/Motel 13 -- -- 40 93 -- 7 7 -- -- -- -- -- 13
Eating/Drinking

Establishment
Trailer Park/campground -- -- -- -- -- 100 -- -- -- -- -- 100
Transportation Services 26 10 2 12 24 40 36 81 10 10 5 10 5 7
Fishing L<:rlge/camp ,46 31 4 73 92 65 85 69 15 15 -- 23 19 4
Travel/Booking Agent -- -- -- -- 40 -- 40 40 40 -- -- 20 -- 60
Marine/Boats/Accessories 86 -- 29 7 -- 14 7 21 7 -- -- 14 -- 21
Guide Services 52 27 6 42 36 58 94 67 15 12 -- 6 12 6
Retail Food/Liquor Store 17. 17 17 83 -- 50 - -- -- -- -- -- 33 50

w Other Business Type 19 10 14 29 43 5 5 24 38I -- -- -- -- --
N Multiple Business Types 26 16 21 74 63 63 58 53 11 11 5 32 21 11....,

No Business Type Identi-
fied
Average, All Businesses 34 20 13 35 35 49 40 42 8' "7 3' 11 10 14

A - Boating equiprent and accessories
B - Hiking and camping supplies
C - Clothing
D - Food and beverages
E - Lodging
F - Fishing gear and equipnent
G - Guiding services
H - Boat/airplane transportation
I - Other transportation
J - Fish packing/processing
K - Fish mounting/taxidermy
L - Fishing equip:l'el1t rental
M - Motor fuel
N - Other



In conclusion, sport fishing-related businesses generally
provide a wide variety of goods and services. Firms categoriz­
ing themselves as multiple businesses, transportation services
firms, guide services, and fishing lodges/camps seem to be the
most diversified; however, these business types also comprised
the largest group of businesses.

Sport Fishing Guide Businesses

Employment in guide businesses directly attributable to
angler expenditures associated with sport fishing in south­
central Alaska exceeded 350 jobs in 1986. More than 90 percent
of these jobs accrued to guides operating in the Kenai Peninsula
area, where sport fishing guides sold $5 million worth of ser­
vices to anglers that year. About $1.4 million in income was
generated directly by these 1986 expenditures.

This profile focuses on the following information regarding
sport fishing guide businesses:

o employment characteristics

o annual sales characteristics

o expenditure characteristics

o service characteristics

Emp loyment aharaateristias include the number of persons
employed by guide businesses, the number of person-months worked
by those_employees, a total payroll estimate, and the percentage
or _person-months of labor that is related to sport fishing.
Annual sales aharaateristias include gross sales, the percentage
of sales _ that was _ generated from sport fishing products and
services, and the average charge for different types of guide
services. Expenditure aharaateristias indicate the amount of
money spent by guides for capital equipment and operations.
Serviae aharaateristias include information about the operation
of the guide businesses. -This information includes a descrip­
tion of the average number of days per month service was pro­
vided to sport fishing clientele, the percentage of sport
fishing guide activities in various areas, and the number of
sport fishing-related trips per day by different transportation
modes.

Much of the information in this profile is presented by
business location. Guide businesses are grouped into three
areas by mailing address; Anchorage area, Kenai Peninsula, and
other areas of southcentral Alaska. Three of the businesses in
the sample had mailing addresses in other areas of Alaska and
three had mailing addresses outside the state. Responses from
these guide businesses are included in the information for all
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businesses, but are not included in the summaries for the
Anchorage, Kenai, or other southcentral Alaska areas.

Employment Characteristics

Employment levels in the guide businesses ranged from none
(indicating an owner-operated business with no employees) to 181
workers. Five percent of the businesses indicated that they
employed more than 12 workers. Those businesses have mailing
addresses (and therefore are presumably based) in the Anchorage
area and Kenai Peninsula. Table 3-20 shows that for all busi­
nesses, the average number of employees was more than three in
the Anchorage and Kenai areas, whereas the average number of
employees for all businesses in other areas of southcentral
Alaska was less than one. Most of these guide businesses
employed no more than one worker, but the five percent of busi­
nesses with more than 11 employees brought the average up in the
Anchorage area and Kenai Peninsula. The average number of
employees for those businesses with 11 or fewer employees was
1.3 in the Anchorage area and 0.9 in the Kenai area. The aver­
age for the five percent of businesses with more than 11 employ­
ees was 33.4 workers.

Job lengths ranged between 1 and 4.5 months for guides with
mailing addresses in the Anchorage area, between 1 and 12 months
for guides in the Kenai Peninsula, and between 2 and 9 months
for guides in other areas of southcentral Alaska. The average
job length reported by gUide businesses in each of the three
areas was between 2.4 and 4.5 months. For the five percent of
guide businesses with more than 11 employees, job lengths ranged
between 1 and 4.5 months, and the average job length was 2.9
months.

For all guide businesses, reported payroll r~nged as high
as $307,000 in the Anchorage area, $406,000 ~n the Kenai
Peninsula, and $12,000 in other areas of southcentral Alaska.
The average payroll for all guide businesses was $20,354 in the
Anchorage area, $21,758 in the Kenai Peninsula, and $2,263 in
other areas of southcentral Alaska. For those businesses with
11 or fewer employees, reported payroll ranged up to $28,000 in
the Anchorage area and as high as $140,000 in the Kenai Penin­
sula. The average payroll for businesses with 11 or fewer
employees was much lower in the Anchorage area and Kenai Penin­
sula -- $3,308 in Anchorage and $6,133 in the Kenai Peninsula.
The average payroll for the large guide businesses was $201,600.

A large percentage of the labor employed is related to
sport fishing activity. Eighty percent of the labor reported by
the large guide businesses is supported by sport fishing clien­
tele. In the Kenai Peninsula 98 percent of the guide business
labor is attributed to sport fishing. In the Anchorage area and
other areas of southcentral Alaska, the percentage of sport
fishing-related labor is slightly lower 75 percent in
Anchorage and 52 percent in other southcentral Alaska.
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Table 3-20. Employment Characteristics of Guide Businesses

Average Percent
of Labor Related
to Sport Fishing

80%$201,600

Average Total
Payroll

2.933.4

Average Number
of Employees

Businesses With More Than 11 Employees

Average Job
Length (i of

months/yr)

Total

Businesses with 11 Or Fewer Employees

Anchorage Area
Kenai Peninsula
Other Alaska

Average Number
of Employees

1.3
0.9
0.5

Average Job
Length

2.1
3.3
4.5

Average Total
Payroll

$3,308
$6,133
$2,263

Average Percent
of Labor Related
to Sp?rt Fishing

77%
98%
62%

All Businesses

Anchorage Area
Kenai- Peninsula
Other Alaska

Average Number
of Employees

3.7
3.2
0.5

Average Job
Length

2.4
3.3
4.5

Average Total
Payroll

$20,354
$21,758

$2,263

Average Percent
of Labor Related
to Sport Fishing

75%
98%
62%
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Annual Sales Characteristics

Total sales during the 1985/86 season ranged between $1,320
and $2 million for businesses with mailing addresses in the
Anchorage area, between $1,440 and $820,000 for businesses in
the Kenai Peninsula, and between $0 and $90,000 for businesses
in other areas of southcentral Alaska. The average sales for
guide businesses in each of these areas is shown in Table 3-21.
Average sales related to sport fishing are also shown in the
table, based on information regarding the percentage of total
sales related to sport fishing. As shown, all guide businesses
are very dependent on sport fishing. The percentage of total
sales related to sport fishing averaged between 74 and 99 per­
cent. The largest percentage of sport fishing-related sales was
reported by businesses located in the Kenai Peninsula. Sport
fishing-related sales averaged $91,130 for guide businesses
located in the Anchorage area, $74,882 for guide businesses
located in the Kenai Peninsula, and $17,947 for guide businesses
located in other areas of southcentral Alaska.

The average charge for different types of services offered
by guide businesses is shown in Table 3-22. Multiple day trips
are, as would be expected, more expensive than any of the day
trips available. Prices for accompanied day trips ranged
between $38 and $475 per person and averaged $121. Only 41 per­
cent of the guide businesses provided information on the price
of an accompanied multiple day trip, which suggests that fewer
guides provide the multiple day service. The price for the
multiple day service ranged from $40 to $4,000 and averaged
$706. .

Guides also indicated prices for three different types of
unaccompanied trips: 1) trips to a client-specified location, 2)
day trips to a guide service camp or location, and 3) multiple
day trips to a guide service camp or location. Only 12 percent
of the gulde businesses provided price information for the first
type of unaccompanied trip, 6 percent provided the data for the
second type, and 5 percent provided the information for the
third type. This response indicates that either these types of
trips are not often requested by clients, and that no set price
has been established by the guides, or most guides do not pro­
vide these types of services.

Table 3-22 also indicates the differences in average prices
charged for services by guides in different locations. The
largest price variance among the three areas is for multiple day
trips. This variance may be due to different lengths of multi­
ple day trips.

Expenditure Characteristics

Average annual expenditures by guide businesses in the
Anchorage area, Kenai Peninsula, and other areas of southcentral
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Table 3-21. Sales Characteristics of Guide Businesses

Anchorage area

Kenai Peninsula

Other Southcentral Alaska

Average
Annual Sales

$123,712

$ 75,956

$ 22,118

Weighted Average
Percentage of Total
Sales Related to

Sport Fishing

73.7\

98.6\

81.1\
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Average Annual Sales
Related to Sport

Fishing

$91,130

$74,882

$17,947



Table 3-22. Average· Per Person Per Trip Charge for Guide Services

1 To client selected locationl only 12 pe:J:Cent of the businesses provided responses for this particular
service.

2 To guide service camp or locationl only 6 pe:J:Cent of the businesses provided responses for this particular
service.

3 To guide service camp or location; only 5 pe:rcent of the businesses provided responses for this particular
service.



Alaska are shown in Table 3-23. The majority of the expenses
are for operations, including payments on owned or leased prop­
erty, other rental and lease payments, utility costs, motor fuel
expenses, maintenance and repair costs, costs for inventory,
office supplies, insurance, transportation and freight, taxes,
licenses, permits, professional services, and advertising.
Anchorage-based guide businesses reported average annual operat­
ing expenses of $74,218, more than double the amount for Kenai
Peninsula-based firms and more than triple the amount for busi­
nesses with mailing addresses in other areas of southcentral
Alaska. Between 57 and 65 percent of operating expenditures are
spent in the same area that the business is located. Between 16
and 21 percent of the operating expenses are spent outside
Alaska.

The majority of capital expenses for most of the guide
businesses is for transportation equipment that includes trucks
or vans to transport clients, as well as power boats to provide
access to ocean and freshwater fishing areas. Some guides also
have rafts, campers, and airplanes to provide special transpor­
tation services for their clientele. Fishing equipment is the
next greatest capital expense for guide businesses, whereas a
smaller percentage is invested in other types of equipment,
including office equipment such as computers, typewriters, and
answering machines.

Guide businesses in the Anchorage area spent more for
transportation-related and other equipment than guides in Kenai
Peninsula and other areas of southcentral Alaska. The guide
businesses in the Kenai Peninsula and other southcentral Alaska
spent almost double the amount of money on fishing gear/equip­
ment than the Anchorage-based firms. The majority of transpor­
tation 'equipment is purchased within the areas that the. busi­
nesses are based. These local purchases account for between 48
and 54 percent of transportation equipment expenditures in the
three areas. A large proportion of transportation-related
equipment is procured outside of Alaska. Between 21 and 47
percent of the expenditures for transportation equipment was
purchased outside Alaska. Lower prices for this type of equip­
ment help explain these out-of-state purchases.

The majority of expenditures for other equipment and fish­
ing gear was also made within the area where the business is
located. Businesses with mailing addresses in other areas of
southcentral Alaska spent a majority of their capital expenses
for other equipment and fishing gear in the Anchorage area.

Service Characteristics

Sport fishing guide activities were concentrated in the
Kenai Peninsula. Table 3-24 shows that over 62 percent of the
guide businesses had trip destinations to the Kenai Peninsula.
The next two most popular areas are "other Alaska" and the West
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Table 3-23. Sumnary.of Guide Expenses by Business Location and
Area of Spending

Mailing Address of Guide

Operating Expenses

Other
Anchorage Kenai Southcentral

Area Peninsula Alaska

Average Annual Expenses $74,218 $32,758 $18,963

Spending in Anchorage area 57% 18% 14%
Spending in Kenai Peninsula 15% 64% 0%
Spending in Juneau area 0% 0% 0%
Spending in Other Alaska 7% 1% 65%
Spending Outside Alaska 21% 16% ·20%

capital Equiprent Expenses

Average Annual capital Expenses $15,208 $8,834 $6,418
for Transportation-Related Equiprent

Spending in Anchorage area 50% 10% 31%
Spending in Kenai Peninsula 3% 54% 0%
Spending in Juneau area 0% 0% 0%
Spending in Other Alaska 0% 4% 48%
Spending Outside Alaska 47% 31% 21%

Expenses for other Equiprent $2,238 $1,608 $ 593

Spending in Anchorage area 68% 18% 78%
Spending in Kenai Peninsula 10% 53% 0%
Spending in Juneau area 0% 0% 0%
Spending in Other Alaska 17% 0% 15%
Spending Outside Alaska 5% 29% 7%

Expenses for Fishing Gear/Equip:nent $2,553 $4,495 $4,609

Spending in Anchorage area 81% 15% 48%
Spending in Kenai Peninsula 6% 57% 1%
Spending in Juneau area 0% 0% 0%
Spending in Other Alaska 0% 0% 25%
Spending Outside Alaska 13% 25% 26%
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Table 3-24. Percentage of Sport Fishing Guide Activities
by Destination Area

Mailing Address of Guide
other

Anchorage Kenai Southcentral
Destination Area All Guides Area Peninsula Alaska

(%) (%) (%) (%)

Glennallen 1.0 0.0 0.0 5.0

Prince William sound 3.8 2.2 0.2 1.5

Knill: Arm Drainage 0.0 0.0 0.0 0.0

Anchorage 0.1 0.4 0.0 0.0

East Susitna Drainage 3.4 1.6 0.0 14.5

west Side Cook Inletl 13.1 23.5 4.8 21.0
West Susitna Drainage

Kenai Peninsula 62.3 52.1 92.1 5.0

other Alaska 16.3 20.5 2.9 39.5
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Side Cook Inlet/West Susitna Drainage. The boundaries of the
various destination areas are shown in Figure 1-1. Very few or
no trips were indicated for the other five destination areas.

The majority of trips by Anchorage-based guide businesses
are to destinations in the Kenai Peninsula, but a large percen­
tage of trips is also made to other Alaska and the West Side
Cook Inlet/West Susitna Drainage. Kenai Peninsula-based guides
provide an average of 92 percent of their trips to destinations
in the Kenai Peninsula. Guides located in other areas of south­
central Alaska have a more diversified trip destination pattern
and only do 5 percent of their business in the Kenai Peninsula.

The peak month of sport fishing activity in southcentral
Alaska is July. Table 3-25 shows the average number of days per
month that guide-related sport fishing services were provided.
Guides in the Kenai Peninsula reported the greatest number of
days per month, whereas businesses in other southcentral Alaska
reported the least number of days.

Table 3-26 indicates the average number of trips per day
made by various modes of transportation. The average for all
guide businesses was 2.5 boat trips per day, 1.5 aircraft trips
per day, and 2.5 trips per day via some other mode of transpor­
tation. Only 28 percent of the guide businesses answered the
"aircraft trip per day" question, indicating that less than one
third of the businesses operate aircraft. Only 21 percent of
the guide businesses responded to the "other transportation"
question, possibly indicating that most guides do not provide
"other" modes of transportation, or because other modes were not
specified no response was provided.
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Table 3-25. Average Number of Days Per Month Services
Provided to Sport Fishing Clientele

Mailing Address of Guide

Average
All Guides

Anchorage
Area

Kenai
Peninsula

other
Southcentral

Alaska

May 5.6 4.1 7.1 4.1

June 16.4 15.4 19.1 11.4

July 19.3 17.2 22.1 14.5

August 14.3 15.2 15.5 10.8

september 10.0 9.0 11.6 7.1

I
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Table 3-26. Average Number of Sport Fishing-Related Trips
Per Day by Transportation Mode

Mailing Address of Guide

All Guides

other
Anchorage Kenai Southcentral

Area Peninsula Alaska

Boatl 2.5 1.7 3.4 1.9

Aircraft2 1.5 1.6 1.8 1.2

other3 2.5 1.3 3.7 1.0

1 Of the 99 guide services that returned their surveys, 90 provided a response
for this survey question.

2 Only 28 percent of guide businesses provided a response to this survey
question.

3 Only 21 percent of guide businesses provided a response to this survey
question.
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Chapter 4

ECONOMIC VALUE AND IMPACT OF SPORT FISHING
IN SOUTHCENTRAL ALASKA

Introduction

The economic value of sport fishing in southcentral Alaska
can be measured by anglers' total willingness to pay for sport
fishing opportunities. This total willingness to pay has two
components. The first component is the dollar amount that
anglers currently pay for sport fishing-related goods and ser­
vices, such as charter boat services, fishing gear and equip­
ment, bait, boats, and trip-related services (e.g., transporta­
tion, foOd, lodging, etc.) These expenditures generate employ­
ment and income effects in the local, regional, and state econo­
my and outside Alaska.

The second component of economic value is the dollar amount
that anglers would be willing to pay (above what they already
pay) to ensure the availability of sport fishing opportunities
in southcentral Alaska. This nonmarket value is known as con­
sumer'S surplus or the net willingness to pay. Together, these
two components provide a measure of the economic value or total
willingness to pay for sport fishing.

This chapter presents estimates for 1986 of angler expendi­
tures associated with sport fishing in southcentral Alaska; the
related economic impacts in the Anchorage area, Kenai Peninsula,
state of Alaska, and outside Alaska; and the net Willingness to
pay by Alaska resident and nonresident anglers for sport fishing
at selected locations and throughout southcentral Alaska. The
procedures used to derive these values and impacts are also
summarized; a complete description of the methods can be found
in Chapter 8 of this repo~.

Angler Expenditures

Angler expenditures were derived separately for resident
and nonresident anglers. . Sample data on average spending by
sites and species, as well as sample data on the distribution of
trips (and days fished) across species for each site, are
combined with ADF&G data on total trips (and days fished) to
each site to derive these estimates, which are shown in Table
4-1.
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Table 4-1- Angler Expenditures and Net Willingness to Pay (WTP) Associated with Sport Fis~
in Soothcentral Alaska, by !\ctivity and Fishery (Thousands of Dollars)

Resident Anglers Nonresident Anglers Total

Expenditures Net WTP Expenditures Net VlI'P Expenditures Net WI'P

AIL~ SPORr FISHm:l $74,163 $246,391 $52,892 $30,385 $127,055 $276,776

King salm:ln - all sites 16,606 17,862 21,451 8,812 38,057 26,674
Halibut - all sites 12,615 21,626 6,031 3,526 18,646 25,152
Razor clams - all sites 1,025 1,757 945 268 1,970 2,025

By Fishery:

Kenai River
All sport f~ 18,932 15,241 19,029 8,011 37,961 23,252
King salm:ln fishing (early run) 4,186 4,038 6,148 2,916 10,334 6,954
King sallron f~ (late run) 3,184 2,477 5,142 2,444 8,326 4,921
Silver sallron f~ (early run) 2,848 2,541 1,068 466 3,916 3,007
Silver sallron f~ (late run) 2,020 1,645 2,619 1,139 4,639 2,784
Fed salm::n~ 1,613 1,711 2,571 418 4,184 2,129
RainI:x:>w' tmut f~ 1,989 688 486 125 2,475 813

Fussian RiVer
Red salmn fishing (early run) , 2,804 2,130 1,361 640 4,165 2,770
Red sallron fishing (late run) 480 211 566 267 1,046 478

J:o.oer Streams in tne Kenai Peninsula1

All fis~ 3,551 1,970 2,363 496 5,914 2,466
King sallron~ 1,338 503 797 207 2,135 710

Deep Creek Marine
King sallron fishing 1,427 1,253 929 404 2,356 1,657
Halibutf~ 1,840 2,357 2,192 269 4,032 2,626

Kachanak Bay - Halibut fis~ 5,818 5,364 2,902 2,709 8,720 8,073

Fesurrect:ion Bay - Silver salmon f~, 1,118 902 775 450 1,893 1,352

Little SUsitna River
King salmon f~ 794 1,323 666 360 1,460 1,683

•Silver sallron fishing 312 583 397 90 709 673

West side Cook In:ietlWest Side
SUsitna Streams
King Salmon f~ 2,480 1,180 2,569 585 5,049 1,765
Silver sallron fishing 278 458 363 269 641 727

East Side SUsitna'Roadside StreamS3

King salmon fishing 435 576 507 134 942 710
Silver salmon~ 161 726 195 45 356 771

Qllkana River
All fishing 1,102 1,834 412 107 1,514 1,941
Grayling fis~ "370 346 81 5 451 351

Lake Creek - aU fishing 541 852 322 N/A 863 852

Kepler Lake Canplex - Fai.nl:>o.t trout 162 1,700 2 N/A 164 1,700
fishing

Lake Louise, SUsitna, 'lyone - Lake trout
and burbot winter fishing 66 186 N/A N/A 66 186

Anchorage Area Stocked Lakes - Rainl::x::w" 1,395 2,335 316 90 1,711 2,425
tr=t and land-locked salmon fishing

Big Lake - Rai.nlx:W trrut fishing 214 1,431 40 N/A 254 1,431

; Includes Ninilchik River, Anchor River I and Deep Creek ..
Chuitna Iliver, and 'Ihecdore, Lewis t a.rrlIncludes Desr.ka River/Kroto Creek, Ale.'<arrler Creek, Talachulitna River,

3 Ivan Rivers ..
caswell Creek, Willow and Little Willow Creeks ..Includes t-'.ontana Creek,

'tVA:::!' t-k> data available.
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Resident Angler Spending

In 1986 resident anglers spent approximately 1,147,700 days
sport fishing at sites in southcentral Alaska (Table 3-3).
Total resident angler spending associated with these sport
fishing activities is estimated at $74.2 million, or approxi­
mately $65 per angler day. Spending in Alaska associated with
these activities was an estimated $72.4 million. Resident
angler spending was an estimated $16.6 million associated with
king salmon sport fishing, $12.6 million associated with halibut
sport fishing, and $1.0 million associated with razor clam
harvesting activities. Resident angler spending associated with
specific fisheries in southcentral Alaska is shown in Table 4-1.

The estimates of resident angler spending were derived by
calculating average spending per trip and per day by type of
spending, and associated with each resident angler origin, each
site visited, and each target species category available from
site records in the resident angler sample data. These average
spending values were multiplied by the sample distribution of
trips from origin areas to sites for particular species to
arrive at intermediate total resident angler spending estimates.
The total spending values, reported in Chapter 8 by industrial
sector for each origin area, then were used as control totals.
These control totals were allocated proportionately" to
sites/species combinations by reference to the intermediate
estimates and ADF&G data. Finally, these estimates by indus­
trial sector were summed to achieve the resident angler .totals
shown in Table 4-1.

Nonresident Angler Spending

In 1986, nonresident anglers spent about 201,500 days sport
fishing at sites in southcentral Alaska. Total spending associ­
ated with these sport fishing activities are estimated at $52.9
million, and spending in Alaska was an estimated $20.8 million
or approximately $103 per angler day. Total nonresident angler
spending was an estimated $21. 5 million associated with king
salmon sport fishing, $6.0 million associated with halibut sport
fishing, and $945,000 associated with razor clam harvesting
activities in southcentral Alaska. Nonresident angler spending
associated with specific fisheries is shown in Table 4-1.

The estimates of nonresident angler spending were derived
by calculating average spending per day by type of spending, and
associated with each nonresident site visited and each target
species identified in the nonresident angler sample data. These
average spending values were multiplied by the sample dis­
tribution of days fished at: nonresident sites for particular
species to arrive at intermediate total nonresident angler
spending estimates. The total spending values for nonresidents,
reported in Chapter 8 by industrial sector, then were used as
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control totals. These control totals were allocated proportion­
ately to sites/species combinations by reference to the interme­
diate estimates and ADF&G data. These estimates by industrial
sector then were summed and converted to match the resident
angler sites (by allocating spending to sub-sites in proportion
to resident angler spending at those sites). Allocations to
early and late runs of salmon on the Kenai and Russian Rivers
were based on the proportion of reported trips to these sites
for the particular species over the relevant period.

Net Willingness to Pay

Net willingness to pay (WTP) is a measure- of the dollar
amount that anglers would be willing to pay over and above
current expenditures to ensure the availability of sport fishing
opportunities. These values, which were estimated separately
for resident and nonresident anglers who sport fish in
southcentral Alaska, are shown in Table 4-1.

For resident anglers, the total net WTP for all sport
fishing opportunities in 1986 in southcentral Alaska is estimat­
ed at $246.4 million, including more than $17.8 million for king
salmon, more than $21.6 million for halibut, and more than $1.7
million for razor clams. For nonresident anglers the total net
WTP for sport fishing opportunities in southcentral Alaska is an
estimated $30.4 million. The availability of king salmon sport
fishing opportunities in southcentral Alaska generated more than
$8.8 million in net WTP values to nonresidents, halibut more
than $3.5 million, and razor clams apprOXimately $270,000. The
net WTP values of resident and nonresident anglers for specific
fisheries in southcentral Alaska are shown in Table 4-1.

The estimates of net WTP were derived from travel cost
models using discrete choice analysis of the sample data. These
models use access costs from different origins to different
sport fishing sites as proxies for price in analyzing the demand
for sport fishing. The value of the sites, measured in terms of
net WTP, is then derived from the demand equations.

Economic Impacts

The economic impacts of sport fishing in southcentral
Alaska are presented below for the Anchorage area, the Kenai
Peninsula, the state of Alaska, and all areas outside Alaska.

Anchorage Area

Angler spending in the Anchorage area associated with sport
fishing in southcentral Alaska is shown by industry in Table
4-2. This spending includes expenditures by both resident
($36.8 million) and nonresident ($7.6 million) anglers and is
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Table 4-2. Angler Spending in the Anchorage Area Ass=iated
with Sport Fishing in Southcentral Alaska (1986 $)

Total
Resident Nonresident Angler

Industry Anglers Anglers Spending

Fish Packing/Pr=essing $ 327,000 $ NA $ 327,000

Boat Building/Repair 6,707,000 NA 6,707,000

Passenger Transportation 2,403,000 1,445,000 3,848,000

Retail Trade 25,266,000 3,829,000 29,095,000

Hotel/IOOging Places 326,000 1,247,000 1,573;000

Eating/Drinking Establishrrents 1,595,000 911,000 2,506,000

Guide Services 218,000 125,000 343,000

'IDTI\L $36,842,000 $7,557,000 $44,399,000

NA = No dat;:.a available but considered minor.
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estimated at $44.4 million in 1986. More than 65 percent of all
angler expenditures were made in the retail trade sector.

Total angler spending translates into direct employment of
781 people (equivalent to 376 full-time jobs) in the Anchorage
area, as shown in Table 4-3. As would be expected, based on the
relative amount of spending on retail goods, the majority of
this employment is in the retail trade sector. A large amount
of passenger transportation jobs is also supported by angler
spending. This industry has more than double the employment of
the boat building/repair industry, yet angler spending for
passenger transportation is only 56 percent of the spending for
boat building and repair. This indicates that the output per
worker is greater in the boat building/repair industry than in
the passenger transportation industry. (In fact, output per
worker in the boat building/repair industry is almost four times
greater than output per worker in the passenger transportation
industry; see Chapter 8, Table 8-32).

Direct earnings attributed
to $7.5 million. Approximately
million, is earned by workers
sector.

to the 781 direct jobs are
53 percent of this income,
in the Anchorage retail

equal
or $4
trade

Total production of goods and services (output), employ­
ment, and earnings in the Anchorage area from angler spending is
shown in Table 4-4. More than $117.2 million in output is gen­
erated by angler expenditures. This output supports the equiva­
lent of more than 1,400 full-time jobs in various industrial
sectors. The majority of the output which is generated and jobs
that are supported are in the trade sector (which includes both
wholesale and retail trade).

Kenai Peninsula

Angler spending in the Kenai Peninsula associated with
sport fishing in southcentral Alaska is shown by industry in
Table 4-5. This spending includes expenditures by both resident
($22.7 million) and nonresident ($9.1 million) anglers and is
estimated at $31.8 million in 1986. In the Kenai Peninsula,
more than 45 percent of all angler expenditures are made in the
retail trade sector.

Total angler spending translates into direct employment of
886 people (equivalent to 375 full-time jobs) in the Kenai
Peninsula, as shown in Table 4-6. The majority of this employ­
ment is in the guide services sector. Although there is a large
amount of guide service employment, many of these jobs are
seasonal and short in duration. (The average job length for
guides in the Kenai Peninsula is less than 3 months; see Chapter
3, Table 3-20.) A large number of retail trade, hotel and
lodging, and eating and drinking sector jobs is also generated
by angler spending.
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Table 4-3. Direct Jobs and Incane in the Anchorage Area
SUpported by Angler Spending Asscx::iated with

Sport Fishing in Southcentral Alaska

Direct Full-TiIre Direct
Ehployment Equivalent Earnings

IndustJ:y (No. of Jobs) Ehployment (1986 $)

Fish Packing/Processing 20 9 $ 172,000

Boat Building/Repair 66 28 706,000

Passenger Transportation 144 47 1,454,000

Retail Trade 385 202 3,991,000

Hotel/Lodging Places 81 30 545,000

Eating/Drinking Establish!rents 62 54 537,000

Guide Services 23 6 91,000.

'1D'ITIL 781 376 $7,496,000
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Table 4-4. Total OUtput, Employrrent and Incane in the Anchorage
Area Generated by Angler Spending Associated with

Sport Fishing in Southcentral Alaska

Industrial Sector
Total OUtput

(1986 $)

Total
Employment
(full-tiIre

equivalenta)
Total Eamings

(1986 $)

Agricultural Services, Forestry, $ 773,000 12 $ 61,000
& other

Mining 1,612,000 5 295,000

Constnlction 1,269,000 13 587,000

Manufacturing 11,185,000 96 2,586,000

Trans. , Comn. , & Utilities 7,891,000 65 2,418,000

Trade 35,707,000 884 18,172,000

Fi,nance, Insurance & Real Estate 10,581,000 70 1,877,000

services 14,341,000 308 7,172,000

Gove=nent 425,000 10 309,000

Households 33,478,000 NA NA

'l.'OTI\L $117,262,000 1,463 $33,477,000

NA = Not applicable.
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Table 4-5. Angler Spending on the Kenai Peninsula Associated
with Sport Fishing in Southcentral Alaska (1986$)

Total
Resident Nonresident Angler

Industry Anglers Anglers Spending

Fish Packing/Processing 256,000 $ NA $ 256,000

Boat Building/Repair 3,373,000 NA 3,373,000

Passenger Transportation 463,000 700,000 1,163,000

Retail Trade 11,693,000 2,830,000 14,523,000

Hotel/troging Places 1,407,000 1,616,000 3,023;000

Eating/Drinking Establishments 3,651,000 1,034,000 4,685,000

Guide Services 1,813,000 2,971,000 4,784,000

'IO'J:7'JJ $22,656,000 $9,151,000 $31,807,000

NA = No data aVailable but considered minor.
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Table 4-6. Direct Jcbs and Incane in the Kenai Peninsula
SUpported by Angler Spending Associated with

Sport Fishing in Southcentral Alaska

Direct Full-Time Direct
~loyIre!lt Equi.valent Earnings

Industry (No. of Jobs) ~loyIre!lt (1986 $)

Fish Packing/Processing 16 7 $ 132,000

Boat Building/Repair 33 14 353,000

Passenger Transportation 43 14 431,000

Retail Trade 190 100 1,975,000

Hotel/Lcrlging Places 156 58 1,058,000

Eating/Drinking EstablishIrents 117 102 1,009,000

Guide services 331 80 1,286,000

'lUI7\L 886 375 $6,244,000

I
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The Kenai Peninsula industries combine to have more employ­
ment than angler expenditure-related employment in the Anchorage
area, although angler spending in the Kenai Peninsula comprises
only 71 percent of the spending in the Anchorage area. This
indicates that the average output per worker for sport fish­
ing-related industries is greater in the Kenai Peninsula area
than in the Anchorage area.

Direct earnings attributed to the 886 direct jobs are equal
to $6.2 million. Approximately 32 percent of this income, or $2
million, is earned by workers in the Kenai Peninsula retail
trade sector. Guide service workers received almost $1.3 mil­
lion in 1986 in the Kenai Peninsula.

Total output, employment, and earnings in the Kenai Penin­
sula from angler spending are shown in Table 4-7. More than
$75.7 million in output is generated by angler expenditures.
This output supports the equivalent of 967 full-time jobs in
various industrial sectors. The majority of the output that is
generated and jobs that are supported is in the trade and ser­
vices sectors.

Total Alaska

Angler spending in Alaska associated with sport fishing in
southcentral Alaska is shown by industry in Table 4-8. Total
angler spending, including both resident ($72.4 million) and
nonresident ($20.8 million) angler expenditures, amounted to
more than $93.2 million in 1986. Almost 55 percent of all
angler expenditures are made in the retail trade sector. Ap­
proximately 82 percent of these expenditures are made in either
the Anchorage area or the Kenai Peninsula; the remainder. (more
than $17 million) is spent in other areas of Alaska, inclUding
the Fairbanks area.

Total angler spending translates into direct employment of
2,178 persons (equivalent to 990 full-time jobs), as shown in
Table 4-9. The relatively large amount of spending on retail
goods leads to a large amount of employment in the retail trade
sector. The second largest number of jobs is generated in the
guide services industry.

The direct earnings attributed to the 2,178 direct jobs are
equal to $18.3 million. Approximately 42 percent of this in­
come, or $7.6 million, is earned by workers in the Alaska retail
trade sector.

Total output, employment, and earnings in Alaska from
angler spending are shown in Table 4-10. More than $206 mil­
lion in output is generated by angler expenditures. This output
supports the equivalent of over 2,800 full-time jobs, the major­
ity of which are in the trade and services sectors. About 83
percent of the employment supported by angler spending is in
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Table 4-7. Total Output, Emp10yrtErlt and Inccme on the Kenai
Peninsula Generated by Angler Spending Associated

with Sport Fishing in Southcentral Alaska

Industrial sector

Total
EmployrtErlt

Total Output (full-time Total Earnings
(1986 $) equivalents) (1986 $)

Agricultural services, Forestry, $ 494,000 8 $ 39,000
& Other

Mining 1,471,000 5 270,000

Construction 1,034,000 10 478,000

Manufacturing 6,264,000 54 1,448,000

Trans. , Comt. , & Utilities 3,849,000 32 1,179,000

Trade 17,751,000 439 9,034,000

Finance, Insurance & Real Estate 4,370,000 29 775,000

•services 17,802,000 383 8,902,000

Government 321,000 7 234,000

Households 22,360,000 Nfl. Nfl.

'!UrAL 75,716,000 967 22,359,000

Nfl. = Not applicable.

4-12



Table 4-8. Angler Spending in Alaska Associated with
Sport Fishing in Southcentral Alaska (1986 $)

Total
Resident Nonresident Angler

Industry Anglers Anglers Spending

Fish packing/processing $ 593,000 $ NA $ 593,000

Boat Building/Repair 12,744,000 NA 12,744,000

Passenger Transportation 3,813,000 3,454,000 7,267,000

Retail Trade 43,337,000 8,210,000 51,547,000

Hotel/Wdging Places 2,882,000 3,580,000 6,462-,000

Eating/Drinking Establishments 6,689,000 2,348,000 9,037,000

Guide Services 2,379,000 3,211,000 5,590,000

'IDl'AL $72,437,000 $20,803,000 $93,240,000

NA = No data available but considered minor.
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Table 4-9. Direct Jobs and Incare in Alaska Supported by Angler
Spending Associated with Sport Fishing in Southcentral Alaska

Direct Full-Time Direct
Employment Equivalent Eamings

Industry (No. of Jobs) Employment (1986 $)

Fish Packing/Processing 37 17 $ 311 ,000

Boat Building/Repair 153 64 1,636,000

Passenger Transportation 282 93 2,843,000

Retail Trade 732 385 7,597,000

Hotel/Lodging Places 344 127 2,323,000

Eating/Drinking Establishroonts 239 209 2,071,000

Guide Services 391 95 1,518,000

TC1!'AL 2,178 990 $18,299,000

•
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Table 4-10. Total OUtput, Employment and Incare in Alaska Generated
by Angler Spending Associated with Sport Fishing in Southcentral Alaska

Industrial Sector

Total
Employment

Total Output (full-tine) Total Earnings
(1986 $) equivalents) (1986 $)

Agricultural Services, Forestry, $ 1,366,000 21 $ 108,000
and Other

Mining 3,103,000 10 569,000

Construction 2,539,000 25 1,175,000

Manufacturing 20,754,000 179 4,798,000

Trans., Comn., and Utilities 14,659,000 121 4,492,000

Trade 62,457,000 1,546 31,786,000

Finance, Insurance, and
Real Estate . 16,289,000 108 2,890,000

Services 37,734,000 811 18,870,000
.

Gove:r:nxrent 808,000 19 588,000

Households 46,469,000 NA NA

T011IL $206,178,000 2,840 $65,276,000

NA = Not applicable.
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these two industries.
fishing-related jobs
million.

Outside Alaska

Earnings associated with the 2,840 sport
in Alaska amount to more than $65.2

Angler spending outside of Alaska associated with sport
fishing in southcentral Alaska is shown by industry in Table
4-11. This spending includes expenditures by both resident
($1.7 million) and nonresident ($32.1 million) anglers and was
an estimated $33.8 million in 1986. More than 91 percent of all
angler expenditures made outside the state is in the transporta­
tion sector.

Total output, employment, and earnings outside Alaska from
angler spending associated with sport fishing in southcentral
Alaska are shown in Table 4-12. Although a relatively large
amount of total angler expenditures ($93.2 million out of $127.1
million) 'is made inside Alaska, the majority of these initial
expenditures is respent by Alaska businesses outside the state.
Consequently, angler expenditures result in a large impact on
employment and income generation outside the state. Approxi­
mately $420 million in output is generated outside of Alaska by
angler expenditures. This output supports the equivalent of
3,953 full-time jobs in various industrial sectors. The
majority of the output that is generated and jobs that are
supported is in the manufacturing sector. This sector provides
goods to Alaska businesses for resale to anglers.
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Table 4-11. Angler SpeIrling OUtside Alaska Associated
with Sport Fishing in Southcentral Alaska (1986 $)

Industry
Resident
Anglers

Nonresident
Anglers

Total
Angler

Spending

Fish Packing/Processing $ 0 $ 0 $ 0

Boat Building/Repair 731,000 0 731,000

Passenger Transportation 0 31,084,000 31,084,000

Retail Trade 946,000 862,000 1,808,000

Hotel/Lcxl.ging Places 0 126,000 126,000

Eating/Drinking Establishrrents 49,000 17,000 66,000

Guide Services 0 0 0

'!UrAL $1,726,000 $32,089,000 $33,815,000
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Table 4-12. Total Output, Erq;lloyment and Incane Outside Alaska Generated
by Angler Spending Associated with Sport Fishing in Southcentral Alaska

Industrial Sectcr
Total Output

(1986 $)

Total
Erq;lloyment
(full-tiIre

equivalents)
Total Eanrings

(1986 $)

Agricultural Services, Forestry, $ 10,924,000 170 $ 1,764,000
and other

Mining 12,992,000 40 1,142,000

Construction 5,305,000 53 1,124,000

Manufacturing 127,682,000 1,101 30,179,000

Trans. , Ccmn., & Utilities 64,342,000 528 15,971,000

Trade 30,329,000 751 11,026,000

Finance, Insurance & Real Estate 36,607,000 243 4,256,000

services 44,226,000 950 15,448,000

Governrrent 5,036,000 117 2,297,000

Households 83,207,000 NA NA

'TOTAL $420,650,000 3,953 $83,207,000

NA = Not applicable.
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DETAILED METHODOLOGY AND CASE STUDY

This section provides details for the more technical reader
concerning the data collection, processing, and analytical
procedures used in the study, and describes the case study
results. A description of the relevant economic concepts and
measurement techniques is presented first.





Chapter 5

ECONOMIC CONCEPTS AND VALUATION METHODS

Concepts of Economic Value

The primary unit of account to assess the economic value of
a fishery such as the southcentral Alaska sport fishery is
personal income, particularly the income of Alaska households.
The value of the fishery can be translated into monetary units
that reflect potential effects on household incomes in two ways.
First, with regard to market effects such as expenditures by
anglers on equipment, fishing gear, guide services, travel, and
other sport fishing-related items, the direct and indirect
impacts of the fishery can be assessed in_terms of its contri­
bution, both directly and indirectly, to personal incomes (i.e.,
employment income plus profits accruing to owners of businesses)
within the state of Alaska.

The second measure of income pertains to nonmarket effects
of the fishery, such as the enjoyment which the fishery provides
for the many Alaska residents and nonresidents who go fishing in
southcentral Alaska, and the pleasure that both residents and
nonresidents derive from the continued existence of the sport
fishery, even though they do not participate in sport fishing.
Although not transmitted through the marketplace, these values
are real~ and can be quantified empirically. This quantifica­
tion is also conducted in terms of personal income -- not the
amount of personal income actually generated by the fishery, but
the personal income equivalent to the satisfaction derived from
the fishery. That is, nonmarket values are measured in monetary
units equal to an equivalent adjustment in income.

Technically, nonmarket values can be measured in two ways.
Individuals who gain satisfaction from the fishery can be asked
how much they would be willing to pay over and above what they
already pay (if anything) to preserve and maintain the fishery.
Alternatively, individuals can be asked how much compensation
they would have to be given to offset the loss of satisfaction
if the fishery no longer .existed. These measures are known,
respectively, as the "willingness to pay" (WTP) and "willingness
to accept" (WTA) measures for nonmarket values associated with
the sport fisheries.

The computation of WTP or WTA requires complex procedures.
Before addressing these computational requirements, however,
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several additional points concerning these concepts need to be
made.

First, the WTP and WTA measures are not necessarily equal.
Specifically, WTA could be larger than WTP. Second, where they
do differ, a value judgement is required to decide which measure
should be used. If one believes, however, that people have a
"right" to enjoy the existence of the sport fishery, then WTA is
the appropriate measure of value. Third, although they differ
in concept, both measures have in common the notion that a
nonmarket value is represented by an income adjustment that is
equivalent to its impact on personal welfare. Therefore, either
measure can legitimately be added to market effects on personal
income to obtain an estimate of the economic value of the
fishery.

The decision to employ WTP or WTA as a standard of value is
itself a value judgement. It arises from a utilitarian and
homocentric ethic which implies that the fishery counts only to
the extent that people care about it. people may care for
different reasons and to different degrees. but what matters is
that they do care about the fishery. This value can be cast
into monetary units using either a WTP-type or a WTA-type
measure.

The distinction previously made among types of nonmarket
value needs to be emphasized. One type of nonmarket value
pertains to the satisfaction that anglers obtain from the
fishery. Although anglers incur some expenses from partici­
pating in fishing, the fishery has some positive value to them
over and above their expenses, measured in terms of either WTP
or WTA. This is characterized as a "use" value of the fishery.
In additIon, however, there may be "nonuse" values such as
"existence," "option," or "bequest" values. People may gain
satisfaction from the fishery not because they make use of it,
but for other reasons as well. In addition, persons who never
fish may still place a value on the continued existence of the
fishery. Although such nonuse values may be significant, only
use values are considered in this study.

In addition to personal income, two other measures of value
important to this study are employment and sales. These mea­
sures are of regional importance not only to the economic sec­
tors that provide services to anglers in southcentral Alaska,
but also to other sectors of the Alaska economy that are
indirectly linked to the study area. The regions for consider­
ation in this study include the Anchorage area, Kenai Peninsula,
other Alaska, and outside Alaska.
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Measurement of Sport Fishing Economic Values

Nonmarket Recreation Values

Alternative Methods. Two main empirical approaches are
available to quantify WTP and WTA measures of value for
sport fishing. One approach is the "Contingent Valuation" (CV)
method in which people are interviewed and 1) asked directly how
much they would be willing to pay to preserve the fishery, or
2) how much compensation they would require to forego their
participation. (For a thorough review of contingent valuation
methods used to value public goods such as fisheries, see
Mitchell and Carson; Cummings, et al. 1986.) A second approach
is the "Revealed Preference" (RP) method in which the indivi­
dual's actual choices concerning his/her use of the fishery are
observed. By observing such choices, it is possible to infer
something about these peoples' values and preferences and, in
turn, to deduce what monetary value they would place on the
fishery. . The point is, that by participating in fishing to
various degrees, people already make tradeoffs between fishing
and money. Fishing imposes costs (some of them explicit, others
implicit) and the resources spent on fishing could have been
spent on other activities, if the individual so desired.

The essence of the. RP approach is to observe different
people's choices, infer their trade-offs, and, with that infor­
mation, deduce the WTP or WTA measures. Technically, three
steps are involved: 1) collecting data on recreational behavior
by sampling anglers, 2) statistically estimating demand func­
tions to data, and 3) applying theoretical models that generate
formulas for WTP or WTA measures as a function of the estimated
coefficients and variables in the demand equations. Because of
its reliance on data about travel behavior for recreation, the
RP approach is also known as the "Travel Cost" method. (For a
detailed examination of the travel cost method, see Bockstael,
et al. 1984; McConnell 1985; Smith and Desvouges 1986.) .

Refinements to CV methodology in recent years have lessened
the distinction between tbe CV and the RP approach. CV practi­
tioners have imposed a certain theoretical. structure on the
responses to WTP or WTA questions which can be exploited in the
statistical analysis of these responses. This procedure broad­
ens the types of questions that can be employed in CV surveys.
The motivation for these developments is greater accuracy and
reliability in CV surveys. '

In effect, the CV approach creates a simulated market which
reveals information about individuals I preferences and about
their tradeoffs between the fishery and money. This information
is analogous to the information yielded from actual choices in
the travel cost approach.
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Study Approach and Data Requirements. Both the RP I travel
cost method and the CV method are used for this study. The
primary objective in employing the travel cost method is to
assess the value of alternative types of fishery conditions and
species. The crucial requirement is to obtain data on actual
fishing behavior under a variety of fishery conditions over the
study period (the 1986 fishing season). Previous studies of
sport fishing have focused on recreational activities by
individuals or groups of individuals over the season as a whole.
Because fishing conditions in southcentral Alaska are highly
variable over the season, with substantial changes in fishing
opportunities on almost a weekly basis depending on sport
fishing regulation and the timing of fisheries, a seasonal
approach is not well suited for this study.

The selected approach requires tracking anglers' choices
week by week to correlate them with changes in fishing opportu­
nities. This approach necessitates obtaining data from resi­
dent anglers on a trip-by-trip basis, as opposed to summaries of
total trips over the season. The data are essentially equiva­
lent to an "angler's diary," in which each trip is recorded
separately, yielding precise information on the timing of sport
fishing activity. Angler's choices among sites and species are
then evaluated using discrete choice models. (For a thorough
description and applications of discrete choice models, see
Maddala 1983; McFadden 1984; Ben-Akiva 1985; and Train, et al.
1987. )

The CV analysis focuses on a specific activity -- catching
king salmon on the Kenai River. Relatively precise and reli­
able responses can be obtained within the format of a mail
questionnaire. To enhance realism, a closed-ended question
focusing - on a modification of an existing license program is
used. The potential of making extra payment which permits a
higher quality of fishing opportunities is examined. By
observing and analyzing individuals' responses to this hypo­
thetical choice, it is possible to estimate the monetary value
that they place on the Kenai River salmon fishery. This value
can then be compared with the value derived from the travel cost
model.

Economic Impacts

Alternative Methods. Methods for evaluating the regional
economic impacts of sport, fishing activities generally can be
classified into three categories: 1) econometric models, 2) eco­
nomic base models, and 3) input-output models. Each of these
approaches is briefly described and applications wi thin the
study area are noted.

series
models

Econometric Models. Typically constructed
d a t"'a=--'f;,co=r=-=-t:;:';:::h--'e--::r-::e--'g"'i-=o::-:On (s ) 0 fin t eres t , the s e
are estimated using regression techniques.
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equations (frequently simultaneous in nature) are prepared that
relate economic and demographic variables. Both exogenous
variables (determined outside the system) and endogenous vari­
ables (estimated within the system) are included in these
equations. Theoretical considerations form the basis for con­
nections between the two sets of variables, with the values of
parameters developed statistically from economic data available
for the region. Applications of these models require sufficient
input data to accurately estimate critical parameters, appropri­
ately structured exogenous information, and firm theoretical
bases linking exogenous and endogenous components.

The University of Alaska's Institute for Social and
Economic Research (ISER) has performed the most extensive work
on modeling the Alaska economy using econometric models. ISER
developed a model of the state economy and its principal sub­
regions for the Man-in-the-Arctic Program (for additional
information, see ISER 1983). The Man-in-the-Arctic Program
(MAP) model was designed to simulate future economic performance
based on regression analysis of historic relationships among
employment, income, population, and fiscal yariables.

The MAP model uses a "top-down" approach. State-level
forecasts are prepared and shared down to aggregations of census
areas and labor market areas. The model is especially well-

·suited to forecasting and impact analysis at a state level, and
tracing these state-wide impacts to substate areas. It is less
suited to examining local effects, or assessing the broader-area
"ripple" or "multiplier" effects of localized actions.

Economic Base Models. These models rely on the con­
ceptual distinction between a region's "basic" economic activ­
ities (those which are exported to other regions and thus bring
income to the region), and "nonbasic" activities (those which
exist to support the region's population and basic activities).
When each activity is measured, usually in terms of employment
or income, these two categories of economic activity can be
expressed in the form of a ratio. The ratio of nonbasic to
basic employment (or income) can be thought of as a "multiplier"
that can be used to forecast changes in nonbasic employment (or
income) from a proposed change in basic employment (or income).
The chief difficulty with this modeling approach lies in the
task of distinguishing a region's basic activi ties from its
nonbasic activities.

A study on the economic impacts of commercial fishing
activity in the Cook Inlet (R. G. Wilson and Associates, 1978)
used an impact multiplier based on an economic base modeL
Multipliers in the study were not differentiated by sector.

Input-Output Models. Regional interindustry linkages
are the focus of input-output models, which are built from
detailed accounts of the money flows between different sectors
of the economy. An increase in production in one economic
sector leads to smaller production increases in other sectors,
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which in turn lead to further increases, and so on. Input­
output models simultaneously consider these intersectoral link­
ages. Construction of full-scale regional input-output models
can be costly and time-consuming, and thereby impractical for
use in impact analysis. Techniques used for regionalizing
national input-output relationships, however, employ secondary
data, making this a viable approach.

Three input-output (I-O) models using secondary data have
been applied in Alaska. First, the U. S. Forest Service (C. J.
Palmer 1983) applied IMPLAN, the Forest Service I-O modeling
system, to Alaska subregions on an experimental basis. Second,
a modified version of IMPLAN was used to analyze the contribu­
tion of the pulp and paper and tourism industries to Alaska' s
economy. Third, C. L. Logsdon et ale (1977) estimated a state­
wide input-output table for Alaska using Washington I-O data,
adapted to Alaska using location quotients developed for Alaska
industries.

StUdy Approach and Data Requirements

Study Approach. Input-output analysis is the pre­
ferred method for this study. It accounts for the full range of
economic impacts attributable to sport fishing in southcentral
Alaska. Insufficient time series data on angler spending pre-

. elude the valid use of an econometric approach. An economic
base approach is considered inappropriate for this stUdy because
the businesses that serve anglers do not constitute "basic"
industries.

Angler spending, by business type and by location, con- I
stitutes the final demands input to the modeling system. These '
"first round" sales lead to further spending by businesses for
goods and services supporting their activities, and by employees
of the businesses respending their wages. Input-output models
are regionalized to reflect the interindustry structures of the
Anchorage area, the Kenai Peninsula, and Alaska as a whole. The
effects of second and later round spending changes on the
regional economies of these areas are captured by these regional
models. Another model, of the U. S. economy, provides estimates
of effects to areas outside Alaska. Total economic impacts are
expressed in terms of sales, employment, and income impacts to
each geographic area.

Data Requirements. The economic impact analysis
considers the separate effects of sport fishing to the Anchorage
area, the Kenai Peninsula, the rest of Alaska, and areas outside
Alaska. Consequently, it is necessary to quantify angler expen­
ditures in each of those areas that result from sport fishing
throughout southcentral Alaska. A survey of both resident and
nonresident anglers provides the data required to quantify
angler expenditures. Business sector and guide surveys, supple­
mented by key secondary data sources, provide the necessary
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information for deriving total economic impacts from these
angler expenditures.

Angler Spending. Data essential to the impact
analysis are estimates of angler spending by type of business
and by area of spending. Surveys of resident and nonresident
anglers provide these data. Extrapolation of the survey esti­
mates to the angling population then requires information on the
total number of resident and nonresident anglers who sport
fished in southcentral Alaska.

Direct Impacts. Estimating the direct impact of
angler spending requires employment, sales, and income data from
the businesses that serve the anglers. These data are needed
from sport fishing-related businesses in the Fairbanks to Kenai
Peninsula region where most anglers who fish in the study area
live.

Data from Anchorage and Kenai Peninsula businesses are
required for the impact analyses focusing on those two regions,
respectively, and data from Fairbanks and Matanuska/Susitna area
businesses are needed to indicate effects elsewhere in Alaska.
These data are needed to translate angler spending estimates to
employment and income effects in those businesses serving
anglers. Sales-per-worker and income-per-worker ratios are
derived from the business surveys and applied to the angler
spending estimates to calculate direct impacts.

Total Impacts. Most of the information required
for estimating total economic impacts -- above and beyond the
direct impacts -- is necessarily obtained from secondary data
sources. Of particular importance are the U. S. Census Bureau's
County. Business Patterns and the U. S. Bureau of Economic
Analysis's Regional Economic Information System. The$e two data
sources represent critical inputs to the regional interindustry
modeling system used to construct input-output models for each
of the study areas. Expenditure data obtained from sport
fishing-related businesses and guides are useful for bench­
marking the input-output models, but are insufficient to com~

pletely construct the models.

5-7



5-8



Chapter 6

DATA COLLECTION METHODS

The objective of the data collection effort was to obtain
sufficient data to perform the economic analyses and to profile
the sport fishing industry. The data collection effort required
the design, testing, and implementation of surveys to collect
primary data from resident and nonresident anglers, and from
sport fishing-related businesses and guides. Copies of the
survey forms are included in Appendix A.

Survey Design and Testing

The primary method used to collect th~ survey data was mail
questionnaires. This survey method was selected because mail
surveys were considered: 1) the most cost-effective approach to
collect extensive survey data from a large sample population;
2) an effective way to reach angling households with no phones;

. 3) an effective way to include households in which members would
not be interviewed; and 4) a means to avoid the potential prob­
lems of interviewer bias.

Because of the extensive data requirements, the design of
survey instruments was critical to conducting an effective data
collection effort. An important concern was to achieve accept­
able response rates, thereby minimizing potential nonresponse
bias. To accomplish this objective, meetings or focus group
sessions were conducted with anglers and sport fishing industry
representatives to obtain their comments on the study. The
survey design was then tested in a pilot study.

Focus Groups and Pretesting

A series of focus group sessions were conducted with
anglers and representatives of different sport fishing associa­
tions, including guides and sport fishing-related businesses.
The principal objectives of these sessions were to elicit infor­
mation from knowledgeable persons to formulate the survey
design, and to design specific survey questions. The initial
sessions were more conceptual, focusing on issues affecting
participation in the survey; subsequent meetings focused on the
wording and clarity of specific questions.

Three focus group sessions were held with resident anglers.
The first session explored how anglers decide when and where to
go fishing, the types of fishing trips that comprise an angler's
portfolio of trips, the feasibility of predicting accurately the
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number of trips to l;>e taken over future months, the type of
expenditures incurred related to fishing, and the feasibility of
a diary approach to collect information on sport fishing activi­
ties. The second angler session focused on obtaining feedback
on a draft survey instrument that was prepared after the first
session. Important site characteristics, site visitation,
expenditures, the need for incentives, and issues for a contin­
gent valuation survey were discussed. A redesigned version of
the resident angler survey was pretested at the third focus
group session.

The orientation of the two guide and business focus group
sessions differed from that with the anglers. At the initial
sessions, potential response problems were explored and sug­
gestions, such as using only one mail-back at the end of season,
were made. Similar to the angler sessions, the follow-up
sessions were devoted to an investigation of specific issues and
questions. Because several important design issues were unre­
solved, only limited pretesting of the guide and business
questionnaires occurred at the follow-up sessions. Some indi­
vidual questions, however, were evaluated. by the focus group
participants for potential response problems.

pilot Study

A pilot study was conducted to identify problem areas in
the survey design prior to full-scale survey implementation.
The focus of the pilot study was on the resident and nonresident
angler survey design, although the business sector survey design
also was tested. Objectives of the pilot study included:

II test response rates and the need for incentives;

21 evaluate the effectiveness of follow-up mailings;

31 test the effectiveness of the survey instruments; and

4) review and analyze the survey data collected.

These objectives were addressed by conducting a minia­
turized walk-through of the survey design for the resident
angler, nonresident angler, and business sector surveys. This
process also facilitated the testing of survey implementation
procedures, such as mailing services and the use of computer
services to draw the appropriate samples.

To accomplish the pilot study objectives, it was necessary
to develop a survey design that approximated as closely as
possible the full-scale summer survey. Because pretesting at
the focus group sessions had uncovered certain problems in the
survey instruments, additional pretesting was conducted prior to
implementation of the pilot study to resolve problems of ques­
tion clarity and logic. This process allowed for a more "true"
test of the survey designs.
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Although efforts were made to simulate the conditions of
the full-scale survey, certain less-than-ideal conditions for
the pilot study were unavoidable. The study was conducted
between March and May, typically a time in which little fishing
occurs. This timing is suspected to have negatively influenced
the response rate of resident anglers. Timing also likely
influenced the response of nonresident anglers because the
sample consisted of 1985 licensees exclusively. The lapse of
time since the trip was taken is believed to have negatively
affected the response rate. Other less-than-ideal conditions
were that the survey instruments were not in the final design
format and that, with the exception of the business surveys, no
incentives were provided.

Despite these testing conditions, the results of the pilot
study were encouraging. The specific procedures followed to
conduct each survey, and the results, including response rates
and an evaluation of the effectiveness of each survey instru­
ment, were described in a Pilot Study report (Jones & Stokes
Associates et al. 1986).

Survey Implementation

Resident Angler Survey

The goal of the resident angler survey was to obtain data
on summer sport fishing activities from 1,500 Alaska households.
The survey effort involved the administration of four data
collection efforts: an early season survey, a mid-season survey
(QI), an end-of-season survey (QII), and -a combined season
survey· (Combo). These survey efforts are described below •.

Early Season Survey. The early season survey had three
primary objectives: 1) to identify, from a random survey,
households with members who intended to sport fish in the study
area between May and September. Fishing households identified
by this process would comprise the list for subsequent follow-up
surveys; 2) to collect inxormation from respondents who did not
plan to fish to analyze factors that explain fishing partici­
pation; and 3) to collect information on characteristics of
fishing households to potentially determine how the sample of
fishing households used in the analysis deviated from the
general fishing population.

The survey area included all of the southcentral Alaska
stUdy area, Fairbanks and vicinity, and other parts of Alaska
excluding the southeast. (The southeast was excluded because
ADF&G data indicated that relatively few sport fishing trips are
made to southcentral Alaska from the southeast.) The sampling
frame for surveying residents of the Anchorage area, which
comprised approximately 60 percent of the sample, was an
occupant file. The primary advantage of using the occupant file
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was that it produced a more representative sample of the fishing
population. The occupant file was then merged with the voter
registration file, which provided names to address the surveys.
The voter registration file was exclusively used to draw the
sample from outside the Anchorage area because an occupant file
was not available. Duplicate registered voters in a household
were eliminated from the list.

A sample of 7,500 households was selected to meet response
goals, and the survey cards were mailed in early June. The
sampling proportions were based on the relative populations in
the survey subareas. .~

In addition to trip- and site-specific questions, QII
requested information on total 1986 sport fishing-related expen­

•

Questionnaire I (QI). The primary objective of QI was to
survey anglers midway through the season about their sport
fishing activities. This mid-season approach had certain
advantages over a one-time survey administered either at the
beginning or at the end of the season. comments provided at the
focus group sessions indicated that respondents could lose their
diary/survey instrument if required to' maintain records
throughout the season. The primary problem with an
end-of-season survey was potential recall difficulties,
especially for frequent anglers .;A

,
QI (Appendix A) was mailed in early August to 3,200 respon­

dents to the preseason survey .who indicated that household
members expected to (or may) sport fish in Alaska between May
and September. The administration of QI in early August was
intended to correspond with the ending of the king salmon
season. The following types of information were requested in
QI: household composition, fishing behavior and attitudes,
frequency of household visitation to certain Alaska sport
fishing sites, winter sport fishing activities, specific infor­
mation on all sport fishing trips during May, June, and July,
expenditure information for all sites visited during May, June,
and JUly, suggestions for improving sport fishing in Alaska, and
demographic information. ~-

;Ii
To increase participation, prizes were offered fn a draw­

ing. These prizes included charter fishing trips for king and
silver salmon on the Kenai River, a rod and reel combination,
and a fly-in fishing trip to King Lake. A follow-up reminder
card mailed 2 weeks after the initial mailing also was used to
increase the response. .~l'

l
Questionnaire II (QII). This end-of-season questionnaire

was designed to collect trip- and site-specific information for
the months of August and September. The questionnaire was
mailed in mid October to respondents to QI. A follow-up re­
minder card and a replacement questionnaire were maile~ approxi­
mately 5 and 11 weeks later, respectively, to nonrespondents.

'I'
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ditures. A split sample approach was used to collect this
information. One-half of the sample received a survey that
requested information by type of expenditure (Le., goods and
services); the other 50 percent received a survey requesting
information on purchases by type of business. The geographical
location of purchase also was requested.

The split sample approach was used to facilitate the col­
lection of expenditure data by type of business required for the
impact analysis while minimizing potential nonresponse problems.
Comments at the focus group sessions indicated that response
problems could be expected with the collection of expenditure
information by type of business. A contingent valuation
question concerning payment for the opportunity to catch
additional king salmon on the Kenai River also was included in
QII.

As with QI, prizes were offered in a drawing to encourage
participation. The prizes included a full-day halibut charter,
a Devil's Canyon tour, a pair of hip waders, and cans of smoked
salmon.

Combination Questionnaire (Combo). Nonrespondents to QI
received a combined version of OI and OIL. This approach was
implemented because of insufficient time between the mailing of

°OI (early August) and OIl (mid-October) to use a second follow"
up to OI, and still use OIL effectively. The key elements of or
and OIL were included in the Combo, which was mailed in late
October. Early respondents were eligible for the prize drawing
described for OIl above. A replacement questionnaire was mailed
5 weeks later to all nonrespondents.

Nonresident Angler Survey

A single questionnaire was used to survey nonresident
anglers. The questionnaire (Appendix A) requested information
on the number of recent trips to Alaska by purpose of trip, on
their familiarity with Alaska fishing sites, sociodemographic
characteristics, and details on the most recent trip to Alaska,
including sites visited, days fished, fish caught, type of
transportation used, and expenditures. As with the survey of
resident anglers, a split sample approach was used to collect
expendi ture data by purchase item or by type of business. A
contingent behavior question concerning the effect of higher
transportation costs on the decision to visit Alaska also was
asked.

The response goal for the nonresident angler survey was 750
questionnaires. The survey was implemented in two phases.
Phase 1 involved surveying persons who had fished in Alaska
between 1983 and 1985. The ADF&G nonresident angler license
file was used to draw a sample of 1,104 names. The number of
names drawn from a given year was based on that year's propor-
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tionate share of all nonresident licenses purchased over the
3-year period.

Of the 1,104 questionnaires mailed in early September, 860
were mailed to U. S. residents and 244 were mailed to residents
of foreign countries. Nonresident anglers from foreign coun­
tries were oversampled because of the anticipated lower response
rate. A follow-up reminder card and a replacement questionnaire
were mailed approximately 3 weeks and 11 weeks later, respec­
tively, to nonresponding U. S. residents.

Phase 2 involved surveying persons who purchased a nonresi­
dent fishing license during 1986. A sample of 1,200 names,
1,137 U. S. residents and 63 residents of foreign countries was
randomly drawn from the ADF&G nonresident fishing license file.
Questionnaires were mailed in early December and a replacement
questionnaire was mailed 6 weeks later to non-responding U. S.
residents.

To increase participation, prizes were offered through a
random drawing. The prizes included a. night's lodging in
Anchorage, a spinning rod and reel combination, a full-day and a
half-day salmon trip on the Kenai River, a Talkeetna Canyon
tour, a fly fishing rod and reel combination, and a 3-day/2­
night fly-in trip to Lake Creek.

Business Sector Survey

The survey of businesses included an early season and an
end-of-season survey.

Early Season Survey. The primary objective of the early
season survey was to develop the sample of sport fishing-related
businesses for the end-of-season survey. Information collected
included": 1) the name, address, and phone number of the most
appropriate person to contact for the end-of-season survey:
2) the type of business: 3) the percent of business related to
sport fishing: 4) operational characteristics of the business
(i.e., year-round, seasonal); 5) 1985 gross revenues; and
6) whether sport fishing licenses were sold by the vendor.

The sample of businesses for the early season survey was
selected according to business type and geographical location.
Based on discussions with industry representatives and anglers
at the focus group sessions, the following types of sport
fishing-related businesses were identified:

o variety/department store
o general sporting goods store
o specialty fishing stores
o hotels/motels
o eating/drinking establishments
o trailer park/campgrounds
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o transportation services (e.g., boats, air taxi
operators, etc.)

o fish packing/processing
o fishing camp/lodge
o travel or booking agent
o marine/boats and accessories
o guide business
o local retail food and liquor stores
o Other -- included in this category are manufacturer's

representatives, taxidermists, and gun shops

To identify businesses of these types, the most current
business list available from the State of Alaska Department of
Revenue Business Licenses was used. Businesses were identified
based on the standard industrial classification (SIC) listing.
Geographical locations were then used to identify only those
businesses located within the primary geographic confines of the
sampling universe, which included the Southcentral study area
and the roaded areas north to Fairbanks.

The list of SIC categories by 4-digit code used for drawing
the sample is identified in Table 6-1. As indicated, some types
of businesses were excluded in certain areas because of the
indirect and remote connection with sport fishing.

The early season survey card was mailed in mid July to
3,785 businesses. Two weeks later a reminder card was mailed to
all nonresponding businesses. Approximately 3 weeks after "the
reminder card, a replacement survey card was sent to those
businesses which still had not responded.

End-of-Season Survey. The objective of the end-of-season
survey was to obtain data from 200 sport fishing-related busi­
nesses needed to perform the economic impact analysis. The
questionnaire (Appendix A) requested the folloWing types of
information: 1) type of business and products "offered, 2) number
of employees and payroll, 3) capital equipment purchases,
4) annual operating expenditures, and 5) annual sales.

The sample of vendors from the early season survey who
indicated that their business was sport fishing-related was used
to develop the sample for the end-of-season survey. The sample
of 1,003 sport fishing-related businesses was first screened to
identify those businesses that provided mostly guiding services
-- i.e., that reported greater than 50 percent of their busines­
ses was devoted to guiding. These businesses were removed from
the business list and added to the list for the guide survey.

The sample
fishing-related
identified as
services.

for the end-of-season survey included 680 sport
businesses. Fifteen of these businesses were
"major" vendors of sport fishing goods and
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Table 6-1. SIC Categories Used for Selecting the Sample
for the Early Season Business Sector Survey

Food and Kindred Products:

2091
2092
2097

Canned and Cured Seafoods
Fresh or Frozen Packaged Fish
Manufactured Ice

Water Transportation:

(Anchorage, Kenai Peninsula Bor., Mat-Su Borough only)

4140
4440
4450
4459
4460
4469

Transportation, charter services
Transportation on rivers and channels
Local water transportation
Local water transportation, nec.
Water transportation services
Water transportation services, nec.

Air Transportation:

(Anchorage, Kenai Peninsula Bor., Mat-Su Borough only)

4510
4~20

4580
4780

Certified air transportation
Noncertified air transportation
Air transportation services
Misc. transportation services

I

Wholesale Trade Durable Goods:

5040/5041 Wholesale sporting goods

General merchandise stores:

5310 Department stores
5330 Variety stores
5399 Misc. general merchandise stores
5312/5331 Unspecified

Food stores:

(Kenai Peninsula Borough, and Matanuska-Susitna Borough
only)

5410/5411 Grocery stores
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Table 6-1. SIC Categories Used for Selecting the Sample
for the Early Season Business Sector Survey (Continued)

Automotive dealers and service station:

(Kenai Peninsula Borough, Mat-su Borough only for 5530 and
5540)

5530 Auto and home supply stores
5540/5541 Gas service stations
5550 Boat dealers

Eating and drinking places:

(Kenai Peninsula Borough, Mat-su Borough only)

5812/5800 Eating places
5813 Drinking places

Miscellaneous Retail:

(Kenai Peninsula Borough and Mat-su Borough only for 5920)

5912 Drug stores
5920 Liquor stores
5941 Sporting goods stores
5921/5940 Unspecified

Hotels and Other Lodging places:

(Anchorage, Kenai Peninsula Borough, Mat-su Borough only
for 7010, 7020, and 7030)

7010 Hotels, motels, and tourist courts
7020 Boarding houses and bed'n breakfasts
7030 Camps and trailer parks
7040 Membership only organizations
7033 Unspecified_
7011/7022/7031/7032 Unspecified

Amusement and Other Recreation Services:

7990/7999 Misc. amusement, recreational services (most
gUiding servi~es were found here).
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A questionnaire was mailed in mid November to all busi­
nesses in the sample. The 15 major vendors were telephoned
thereafter to encourage participation. A copy of the "Executive
Summary" of the study's findings was offered as an incentive for
participation to all businesses. A follow-up reminder card was
mailed 3 weeks later to nonresponding businesses. A replacement
questionnaire was sent approximately 8 weeks after the reminder
card to all businesses who still had not responded.

Guide Sector Survey

The "universe" for the sport fishing guide survey included
businesses or individuals who provided sport fishing assistance
for compensation. As with the business sector survey, the
survey of sport fishing guides included an early season and an
end-of-season survey.

Early Season Survey. The primary objective of the early
season survey was to identify "active" sport fishing guides and
to collect other information needed for implementing the end­
of-season survey. The information requested included the type
of business operation, guiding activities in 1985, and plans for
the 1986 season.

An early season survey card was mailed in early , May to all
"known guides" (described below). A follow-up reminder card was
mailed approximately 2 weeks later. Attempts were subsequently
made by phone to obtain the information from nonrespondents.

End-of-Season Survey. The objective of the end-of-season I
survey was to obtain data to profile the industry and to perform
the economic impact analysis. With the exception of sport
fishing guiding information (e.g., guide destination areas and
specific guiding services offered), the information requested in
the end-'of-season survey was similar to that requested in the
business survey~

The sample for the end-of-season survey consisted of two
guide groups. The first group was "known guides" who had worked
or expected to work in the project area in 1986. This core
group of "known guides" included businesses or individuals whose
names appeared on the following lists: the State of Alaska
Department of Natural Resources list of Kenai River guides; the
State of Alaska Department of Fish & Game guiding services list;
the Alaska Buyer's Guide; ,membership list of the Kenai Guides
Association; and membership list of the Alaska Professional
Hunters Association.

The second sample group was drawn from the pool of respon­
dents to the business survey. To identify sport fishing guides,
the following question was asked in the business early season
survey: "If the one category which best describes your business
is guide business, what percentage of your annual gross revenues
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comes from providil')g sport fishing guiding services?" The
second group of guides consisted of those respondents who
identified that "guide business" was the category that best
described their business, and who stated that more than 50
percent of their gross annual income came from providing sport
fishing guiding services.

End-of-season questionnaires (Appendix AI were mailed in
early November to 297 guides. A copy of the "Executive Summary"
of the study's findings was offered to encourage participation.
A follow-up reminder card was mailed approximately 3 weeks later
to all nonrespondents. A replacement questionnaire was mailed
in mid January to guides who still had not responded.
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Chapter 7

DATA PROCESSING AND SAMPLE DESCRIPTIONS

Data processing Procedures

Data processing involved converting questionnaire responses
to numerical data files ready for analysis. This process
included three main tasks, each of which is described more com­
pletely in the following sections:

o data screening and interpretation,

o data coding and entry, and

o data formatting and verification.

Except for specific details, all of the various questionnaires
were processed in the same manner.

Data Screening and Interpretation

The questionnaires returned were systematically evaluated
and cleaned prior to being coded and entered onto data files.
This process involved three major steps:

I) scan questionnaires, looking for omissions and problem
areasr

2) categorize and sort questionnaires according to the
type(s)-of problems identifiedr and

3) clean and finalize the questionnaires.

These procedures are described more fully below. The logic
used for much of the cleaning of questionnaires (Step 3) is
described in detail in a supplemental problems report.

Scan Questionnaires. Each questionnaire was scanned to
determine the extent of response problems, including omissions.
Most questionnaires were partially incomplete. After scanning a
small sample, it was evident that each type of questionnaire had
particular problem areas. This detection expedited scanning of
subsequent questionnaires.

Categorize Questionnaires by Type of Problem. Because
questionnaires had particular problem areas, categories of
problem types were developed. Questionnaires were then assigned
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to a category corresponding with type (or types) of problems
identified. For the business and guide sector surveys, only
"blank" and "other" categories were used. Categorizing the
angler surveys, however, was more involved.

The categories for the angler questionnaires ranged from
"1" (complete, as is) to "10" (missing pages). The other cate­
gories represented different levels of completeness. For cer­
tain categories, reference to the problem section was indicated.
This classification system was used to facilitate cleaning of
the questionnaires.

Clean Questionnaires. This final step involved closely
examining designated problem areas in the questionnaire. The
primary objective was to include as much useful data as possible
from each questionnaire. Because certain data, however, were
considered critical to the analysis, the cleaning focused on
those areas.

The" major cleaning effort was directed to the resident
angler surveys. The request for detail~d information in a
relatively complex format resulted in the need for considerable
interpretation and restructuring of responses. Where reason­
able, missing data were completed by inferring from other
responses. The logic used for this interpretation is described

"in the supplemental problems report. Once "cleaned," the
questionnaires were sent on for coding and entry.

Data Coding and Entry

Both an initial format and a final coding format were
prepared for each type of questionnaire. Initial coding formats
were designed to ease manual coding and data entry, while final
coding formats were designed to facilitate computer-aided data
retrieval. Specially designed software, described in the fol­
lowing section -on data verification procedures, converted the
data as entered manually to final formats.

An example illustrates the difference between the two
formats. One set of information obtained from Questionnaire I
of the resident angler survey (question 2 on page 3 of that
questionnaire) included a list of 80 sites for which the respon­
dent answered 1 for "Often", 2 for "Seldom," and 3 for "Never"
depending on how often members of the respondent' s household
visited the site. Few households visited more than several
sites, so that 3 was the usual response, with Is and 2s mixed
in. Manual entry of the 80 individual responses was considered
inefficient. Instead, these data were coded and entered with a
"repeater" code, any negative number X, indicating that the
number following should be repeated in the sequence X times. In
the extreme case of all sites "Never" visited, the data would be
coded as "-80,3" instead of "3,3,3, ••• ,3" with 76 more 3s and
commas where the ..... " appears. Such a procedure not only eases
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the processing task, but also is less prone to error. For
computer legibility, however, the data were stored as 80 sepa­
rate values. The specially designed software converted the
shortcut-coded data to an appropriate format in later
processing.

Similar techniques were used throughout the data coding and
entry procedures. In the Trip Log of the resident angler sur­
vey, for instance, the data for one trip could include separate
information on one to four different sites. Initial coding and
data entry are simpler if, in an instance where just one site is
visited, only data from one site are coded. The data are more
readable universally, however, if all four records of infor­
mation are stored, even though three of the records are not
useful. A specially designed program fills out the data with
three extra records of zeros, serving as the link between the
two coding optima.

A number of data files were created for each survey. The
resident' angler survey data are stored in eight different types
of files as follows:

1) Questionnaire I (QI) Subject file - contains all QI data
except the Trip Log and the Site Record. This subject file
does indicate, however, the number of trips for the subject
in the Trip file and the associated number of site records
in the Site file.

2) Questionnaire II (QII) SUbject file - contains all QII data
except the Trip Log, site Record, Expenses'Information, and
King Salmon valuation responses. In addition to containing
keys to the numbers of trips and sites for the subject in
those files, this subject file also indicates whether the
Expenses Information is of Type A or Type B.

3) Combination Questionnaire (Combo) Subject file - contains
all Combo data except the Trip Log, Site Record, Expenses
Information, and king salmon valuation responses. This
file also contains the codes to trip, site, and expenses
files described above.

4) Trip Files - contain all of the Trip Log information from
QI, QII, and Combo questionnaires. There are as many trips
for each subject in these files as is indicated for the
subject in the subject. files.

5) Site Files - contain all of the site Record information of
the QI, QII, and Combo questionnaires.

6) Type A Expenses Files - contain the expenses information
from those subjects responding to QII or the Combo ques­
tionnaire that detailed their expenses by type of commodity
purchased.
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7)

8)

T*pe B Expenses Files - contain expenses information from
t ose QII and cornEo subjects who detailed their expenses by
type of business.

King Files - contain responses to the valuation questions
in the QII and Combo questionnaires focusing on king salmon
fishing.

4)

The nonresident (NR) angler data are stored in five different
types of files, as follows:

1) NR SUbject File - contains all of the information in the NR
angler questionnaire except the Trip Record information
(including data on sites visited and expenses incurred
during the trip). This file also indicates whether trip
record information exists for each subject in the trip
file.

2) NR Trip File - contains all details of trips recorded by
the nonresidents, except the site-specific information and
the expenses data. The file does indicate for each sub­
ject, however, the number of sites detailed in the Site
File and the version (Type A or B) of the expenses data
recorded.

3) NR Site File - contains all the site-specific data recorded
by nonresidents.

NR Type A Expenses File - contains expenses information
from subjects who detailed their spending by type of com­
modity purchased.

5) NR Type B Expenses File - contains expenses data fo~ sub­
jects recording their expenses in terms of the business
types from which purchases were made.

Sport fishing-related businesses and guides data are stored in
three types of files as follows:

1) Business File - contains nearly all of the information in
the business sector questionnaires all except the
detailed data on individual capital equipment purchases
(Section II, parts A and B, pages 2 and 3 of the question­
naire) . Summary data on transportation-related equipment
purchases and on other equipment purchases, calculated from
the detailed data to reflect annual costs for these items,
are stored in this file along with a key to the number of
detailed records for each subject in the Equipment Files.

2) Guide File - contains all of the information from the guide
questionnaire except the data on individual capital equip­
ment purchases. Summary data reflecting annual costs of
these equipment acquisitions are stored here, as are keys
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to the Equipment files, and is similar to the Business
file.

3) Equipment Files contain the detailed information on
purchases of capital equipment. Although identical in
format, individual Equipment files store these data sepa­
rately for the businesses and the guides.

Detailed lists of the contents of all these file types, and the
final formats of the data in these files, are contained in the
supplemental problems report.

Codes were prepared in one of.two ways for all missing data
in these files. For the most part, where the questionnaires
called for responses keyed to positive integers (e.g., "1" for
"male" and "2" for "female", or "4" for "high school graduate"
and "7" for "college degree,' etc.), a missing response is coded
as a zero. In situations where zero is a possible response,
however, such as the cost of guide fees to a subject on a given
trip, a· missing response is coded as negative one (-1). The
latter code requires two storage spaces. in the final format
instead of one space, which zero requires, and for this reason
it is not used universally as a missing data code •

. Data Formatting and Verification

Following initial coding and manual data entry, the data
were subjected to a sequence of verification procedures coinci­
dent with final formatting. First, the raw data files were
printed and visually scanned for comparison with the question­
naires. This first verification step simultaneously revealed
both mistakes made during initial coding and typographical
errors during data entry. This procedure eliminated more errors
than did other steps.

After editing to correct for mistakes found visually, the
raw data files were input to custom BASIC programs. These
programs were designed to expand the shortcut-coded data to
formats similar to those. of the final products. The BASIC
language was used because it is structured to input data one
piece of information at a time, rather than as a whole record of
information 1 it therefore provides a straightforward way to
process repeater codes.

The BASIC programs also counted the number of data items
stored for each subject, and tested the validity of selected
codes. Through interaction with the operator, incomplete,
redundant, or invalid information was revealed. Errors in those
portions of the raw data files were compared again to the ques­
tionnaires and were corrected accordingly. The intermediate
data files resulting from this second step in the verification
process contain complete details on each subjectl however, the
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files are not precisely in the final format because formatting
in BASIC is unwieldy.

In the third step, custom FORTRAN programs are used to
format the intermediate files. The resultant formatted files
are as compact as possible (e.g., a sequence of single-digit
values are stored in consecutive spaces); data items that are an
order of magnitude more would not fit. In such cases, FORTRAN
prints asterisks in positions corresponding to data that do not
fit. A computer search for asterisks in these formatted files
reveals such data errors. Again the data are compared to the
questionnaires, when asterisks appear, and they are corrected as
necessary.

In the fourth, but not necessarily final step, the data are
sorted by subject identification number and inventoried. The
purpose of these inventories, in addition to providing a record
of data contents, is to check the correspondence between associ­
ated files. Files associated with QI of the resident angler
survey, for example, include subject, trip, and site files. An
inventory of the QI subject file lists the subject' s ID, the
number of trips his/her household made, and the sites detailed.
Comparison of that inventory to the corresponding trip and site
file inventories ensures that all trip and site information is
recorded. This step is repeated as many times as necessary to

"ensure correspondence, with data editing also performed. Some
corrections involved the raw data files, and steps 2 through 4
would be repeated.

The ultimate data files are "clean," in the sense of compu­
ter readability. All of the information that should be in the
files is included. No extraneous data are present, and cor­
responding files match. Furthermore, because the data are
compared to the original questionnaires at each stage, it is
"likely that nearly all data perfectly reflect the responses to
those questionnaires. These files are stored in duplicate on
PC-DOS formatted 360k, 5.25-inch diskettes.

Sample Descriptions

The following section describes characteristics of the
resident angler, nonresident angler, business sector, and guide
sector samples.

Resident Angler Survey

The resident angler survey included a preseason survey card
and three questionnaires -- QI and QII, and the Combo. QI
covered summer sport fishing between May and July, and also
winter fishing (November through April). QII covered surruner
sport fishing in August and September. The Combo covered
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the entire summer sport fishing season, but not the winter
season.

As shown in Table 7-1, the sample consists of 3,842
respondents to the survey card, 1,110 respondents to QI, 695
respondents to QII, and 593 respondents to the Combo. Key
summary statistics from the preseason survey are presented in
Table 7-2.

The distribution of respondents to the resident angler
questionnaires by origin area is shown in Table 7-3. The trips
reported by these respondents were characterized around four
strata: week fished, length of trip, species sought, and sites
visited.

Table 7-4 shows the target species
sought-after species was king salmon,
species for 19.3 percent of all trips.
reported with no target species.

distribution. The most
which was the target

There were 738 trips

Table 7-5 shows the distribution of trips by week over the
22-week summer fishing period. These data show a steady in­
crease through July, a sudden decrease at the beginning of
August, followed by a gradual decline through September. Table
7-6 shows the distribution of trips by length of trip.

Table 7-7 shows the distribution of summer fishing trips by
site visited. A total of 7,346 trips were reported by resident
anglers over the May-September period. (This total number of
trips is less than total trips in Table 7-4 in which each target
species reported on a multiple species trip was counted as a
trip.) The mean number of trips per household was 4.3. Of the
7,346 trips taken, 730 were made to sites within the Fairbanks
area, which reflects the local fishing pattern of Fairbanks
residents in the sample.

As shown in Table 7-8, over 24 percent of the respondents
to QI reported having taken at least one fishing trip between
November 1985 and April 1986. The site reported most frequently
was Big Lake.

Nonresident Angler Survey

As shown in Table 7-1, the sample consists of 867 out-of­
state persons who purchased a nonresident's fishing license
between 1983 and 1986. U. S. residents comprised 833, or
95.2 percent of the respondents; residents of foreign countries
comprised 42, or 4.8 percent. The breakdown of respondents by
the year in which the license was purchased includes 106 from
1983, 118 from 1984, 126 from 1985, and 517 from 1986.

The distribution of respondents by state or country of
origin is shown in Table 7-9. The most recent trip reported by
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Table 7-1., Survey Response, by Type of SUrvey

Type of Survey Mailed Delivered
% Returned (of

jf Returned those delivered)
# Processed

(Sanple)

Resident Angler
o Survey card 7,500 6,685 3,842 57.5 3,842
o Questionnaire I (QI) 3,200 3,200 1,129 35.3 1,110
o Questionnai:re II (QII) 1,082 1,082 700 64.7 695
o Carh~nation (Carbo) 1,982 1,982 593 29.9 593

--J Nonresident Angler
i o Group 1 (1983-1985)00

- u. S. 860 775 318 41.0 316
- International 244 204 34 16.7 34

o Group 2 (1986)
- u. s. 1,137 1,067 580 54.4 509
- International 63 54 8 14.8 8

Business sector
o Early season card 3,785 3,581 1,721 48.1 1,717
o Enq-of-season questionnaire 680 680 289 42.5 220

Guide Sector
o Early season card 314 269 187 69.5 187
o End-of-season questionnaire 297 297 101 34.0 99



Table 7-2. Sample Characteristics fran the Resident
Angler Preseason SUrvey (3,842 respondents)

1) Number of household rrerobers

a) 18 and under
b) over 18

2) Number of years lived in Alaska

3) Fished in Alaska during the last 3 years

4) Fished in Alaska during the last winter
(November 1985 through April 1986)

. 5) Expect to fish in Alaska between May and
September of 1986

6) For anglers fran previous years who do
not exp=et to fish in 1986, primary reason:

a) not in Alaska
b) too busy
c) bad previous fishing exp=rience
d) use rroney for other things
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o•9 persons (rrean)
1. 9 persons (rrean)

15.5 years (rrean)

80.1 %

22.1 %

77.2 %

9.8 %
49.7 %
20.7 %
19.7 %



Table 7-3. Distribution of Respondents to the
Resident Angler survey by Zip Code and IDeation

'Ihree-Digit Number of
Zip Code Location Respondents

501-520 Anchorage 913

556 Anchor Point 9

568 Clam Gulch 3

571 Cold Bay 1

572 Cooper Landing 1

577 Eagle River 4

588 Glennallen 6

603 Haner 55

609 Kasigluk 1

610 Kasilof 7

611 Kenai 44

631 Moose Pass 2

635 Nikiska 10 •639 Ninilchik 7

645 Palmer 68

652 Big Lake 11

663 seldovia 3

664 seward 19

669 SOldotna 67

672 sterling 8

674 SUtton 4

676 Talkeetna 7

683 Trapper Creek 1

687 Wasilla 105

688 willew 12

701-775 Fairbanks 325

No zip code 10

1,703
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Table 7-4. Distribution of Resident Angler Trips
by Target Species

Number of
Trips Percent of

for Species* Total

00 TARGET SPEX:IES 738 9.5

King salmon 1,504 19.3
Sll1all king sahron 68 0.9
Red sahron 614 7.9
Silver sa1.llon 1,178 15.1
Pink salllon 200 2.6
Chum sa1.llon 34 0.4
Land-locked sa1.llon 89 1.1

~
Steelhead trout 22 0.3
Rainbow trout 826 10.6
Cutthroat trout 4 0.1
Brook trout 6 0.1
Lake trout 264 3.4
Dolly Varden 256 3.3
Arctic char 9 0.1
Northern pike 132 1.7
Arctic grayling 577 7.4
Shellfish 9 0.1
Whitefish 20 0.3
Burbot 45 0.6
S!relt/hooligan/capelin 21 0.3
Rockfish/sea bass 64 0.8
Halibut 823 10.6
Other fin fish 33 0.4
Razor clams 224 2.9
Other shellfish 24 0.3

7,784 100.1

* Each target species reported on a multiple species/multiple site trip is
counted as a trip.
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Table 7-5. Distribution of Resident Angler Trips by Week

Cumulative
Number of Percent of

Week Trips Total

May 1 - May 7 83 1.2
May 8 - May 14 95 2.6
May 15 - May 21 179 5.2
May 22 - May 28 294 9.5
May 29 - June 4 322 14.3
June 5 - June 11 435 20.6
June 12 - June 18 495 27.9
June 19· - June 25 488 35.0
June 26 - July 2 534 42.8
July 3 - JUly 9 569 51.2
July 10 - July 16 441 57.6
July 17 - July 23 474 64.6
July 24 - July 30 517 72.2
July 31 - August 6 311 76.7
August 7 - August 13 300 81.1
August 14 - August 20 297 85.5
August 21 - August 27 267 89.4
August 28 - September 3 220 92.6
September 4 - September 10 163 95.0 ISeptember 11 - September 17 155 97.2
September 18 - September 24 120 99.0
September 25 - October 1 68 100.0

TOTAL TRIPS 6,827
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Table 7-6. Distribution of Resident Angler
Trips by Length of Trip

Percent
Number of of

Duration Trips Total

Trips less than 1 day
(Le. , 24 hours) 3,594 52.7

1 day ~ length < 2 days 1,153 16.9

2 days < length < 3 days 1,181 17.3

3 days- < length < 4 days 402 5.9

4 days < length < 5 days "168 2.5

5 days < length < 6 days 89 1.3

6 days < length < 7 days 51 0.7

7 days < length < 8 days 43 0.6

8 days < length < 9 days 27 0.4

9 days < length < 10 days 34 0.5

10 days < length < 11 days 12 0.2

11 days < length < 12 days 9 0.1

12 days < length < 13 days 5 0.1

13 days < length < 14 days 3 0.4

Trips more than 14 days 20 0.3

TOTAL TRIPS* 6,816

*Note: Total trips does not equal the number shown in Table 8-5
because some respondents did not report dates and some
trips were of unknown duration.
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Table 7-7. Distribution of Resident Angler Trips by Site
(7,346 total trips)'

lof Percent I of Percent
Trips to of Area Area Trips to of

Site Total O:lde Name of Area/Site O:lde Name of Area/Site Site Total

~AIAS!O'.

Glemallen Area Kenai Peninsula Area (Contd.)

B8 1.2 I-I Q1lkana River (Paxson- P-4 Kenai River (Skilak Inlet to 171 2.3
Scurdough) Kenai Lake)

31 0.4 I-2 Q1lkana River (S<xmla1gh- P-5 Skilak Lake 26 0.4
Righway) P-6 Kenai Lake 23 0.3

17 0.2 I-3 Q1lkana River (Other) P-7 Russian River 213 2.9
73 1.0 I-4 Tyt!ne, SUsitna, Iouise Lakes P-B Kasilof River 185 2.5

136 1.9 I-5 other freshwater sites P-9 Nl.nilchiJ< River 47 0.6
P-10 lInchor River- 212 2.9

Prince William SOund P-11 Deep Creek (freshwater) 70 1.0
B3 1.1 J-l valdeZ Bay P-12 other freshwater sites 220 3.0
23 0.3 J-2 Passage canal (Whittier) P-13 Deep Creek (saltwater) 273 3.7
B7 1.2 J-3 other saltwater sites P-14 KacherMk Bay (Ilaner) 486 6.6
29 0.4 J-4 treshwater sites P-15 Resurrection Bay (SewariU 402 5.5

P-16 Shorel:ine (Kasilof to lInchor 68 0.9
Knik Ann Draina'?';' Area Point,Razor Clams)

216 2.9 K-l Utili Susitna River P-17 Other sharel:ine sites 75 1.0
31 0.4 K-2 Knik River P-18 Other saltwater sites 99 1.3
41 0.6 K-3 Wasilla and Cottonwood Creeks
79 1.1 K-4 Big Lake SCXJl'!lI>1ESTERN AIAS!O'.
65 0.9 K-5 Kepler Cat;>lex Kodiak Area
37 0.5 K-6 Finger Lake Q-l Freshwater sites 40 0.5
.30 0.4 K-7 Wasilla Lake Q-2 Saltwater sites 32 0.4

226 3.1 K-8 Other freshwater sites
2 0 K-9 Saltwater sites Naknek Area

t<-,1 NaJ<nek River IB 0.2
Anchorage Area R-2 Other freshwater sites 10 0.1

126 1.7 L-l Anchorage Area Lakes R-3 Saltwater sites 2 0
54 0.7 L-2 Bird Creek

•21 0.3 L-3 campbell Creek Kvichak River Drainage Area
22 0.3 L-4 'l\rent;1lli.le River S-l Lake Iliamna and tributaries 29 0.4
74 1.0 L-5 Other fres1'Mater s1tes 5-2 other freshwater sites 2 0
9 0.1 L-6 Saltwater sites

NUshagak Area
East Side SUSitna Drainage Area 1'-1 Wood River/Tikchik Systen 12 0.2

54 0.7 11-1 Clear Creek T-2 other freshwater sites 3 0
127 1.7 11-2 Montana Creek 1'-3 Saltwater si-tes 0
32 0.4 11-3 caswell Creek

116 1.6 11-4 Willow Creek/Little willow Creak SOlJT!iEAS'l'ER AIAS!O'.
215 2.9 11-5 other freshwater sites A Ketchikan Area 5 0.1

B Prince of Wales Area 2 0
~AIAS!O'. C Kake/PetersburglWrangell1 2 0
~st Side Cook Inlet/t'!est Side Stikine Area
SusJ.tr.a Drainage Area D Sitka Area 9 0.1

124 1.7 N-l Deshka Rl.ver-Kroto Creek
66 0.9 N-2 Lake Creak
3B 0.5 1'-3 Alexander Creak Juneau Area
19 0.3 1'-4 Talachulitna River E-1 Saltwater sites 6 0.1
32 0.4 N-5 Chuitna River E-2 Freshwater sites 2 0
60 O.B N-6 Thecdore, Lewis I and Ivan F Haines-Skagway Area 6 0.1

Rivers G Glacier Bay Area 1 0
191 2.6 N-7 Other freshwater sites fl Yakutat Area B 0.1
14 0.2 N-B Salt-water sites

<JrnER ALASKA
Kenai Peninsula Area U Fairbanks Area 730 9.9

651 B.9 P-1 Kenai River (COok Inlet to V I.t.:1iYer Yukon/Kuskokwim Area 47 0.6
SOldotna Bridge) W Seward Peninsula/Norton Sound Area 21 0.3

222 3.0 P-2 Kenai River tSoldotr".a Bridge taX Nort:Jr,..oest Alaska Area 24 0.3
Mc:x>se River) Y SoJth Slope Brooks Range Area 40 0.5

13B 1.9 P-J Kenai River (Mcx::lse River to Z North Slepe Brooks Range Area 26 0.4
Skilak Qlt1et)

*' A trip is defined: by a site visit.
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Table 7-8. Winter Fishing
(November through April)

Total Sample

Number of respondents who participated
in winter fishing (November-April)

Mean number of sites visited per participant

Mean number of trips per participant

Number of different sites reported

10 Most Frequently Reported Sites

Big Lake

Quartz Lake l

Birch Lake l

Finger Lake

Lake Louise

Kenai River

Jewel Lake

Hidden Lake

Johnson Lake

Kepler Lake

1,110 respondents

270 (24.3%)

1.8

5.6

180

Number of
Households

Visiting the Site

47

29

24

23

23

12

11

10

9

7

1 Not located within southcentral Alaska study area.
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Table 7-9. Distribution of Nonresident Anglers
by State or Country of Origin

Area of Origin

United States
- Alabama

Arizona
Arkansas
California
Colorado
Connecticut
District of Columbia
Delaware
Florida
Georgia
Hawaii
Idaho
Illinois
Indiana
Iowa
Kansas
Kentucky
Louisiana
Maine
Maryland
Massachusetts
Michigan
Minnesota
Mississippi
Missouri
Montana
Nebraska
Nevada
New Hampshire
New Jersey­
New Mexico
New York
North Carolina
North Dakota
Ohio
Oklahoma
Oregon
Pennsylvania
Rhode Island­
South Carolina
South Dakota
Tennessee
Texas
Utah

7-16

Number of
Respondents

5
20

3
126

38
4
1
1

19
7
5

23
17

8
8
7
3
4
3
3
4

22
27

1
2

28
4

12
3
8
8

13
13

1
12

6
61
14

2
3
6

41
16



Table 7-9. Continued

Number of
Area of Origin Respondents

- Vermont 2
- Virginia 9
- Washington 146
- West Virginia 1
- Wisconsin 19
- Wyoming 10

Subtotal 799

Canada 21
Finland 1
France 2
Germany 3
Italy 1
Japan 2
Netherlands 1
New Zealand 2
Norway 2
South Africa 1
Sweden 2
Switzerland 2
United Kingdom 1

Subtotal 42

No Origin Area 26

Total 867
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each respondent was characterized around two strata: species
sought and sites visited.

Table 7-10 shows the distribution of target species for the
sites visited. King salmon was the most sought-after species,
being reported as the target species at 28.5 percent of the
sites visited. Trips to sites without a target species repre­
sented 9.5 percent of all site visits.

Table 7-11 shows the distribution of sites visited by
location. Of the 1,614 site visits, 158 were made to the lower
Kenai River, more than to any other site; a total of 332 trips
were made to all parts of the Kenai River. The second most
popular site was Kachemak Bay.

Business Sector Survey

As shown in Table 7-1, the sample consists of 1,717 respon­
dents to the early season survey and 220 respondents to the
end-of-season questionnaire. The sample from the early season
survey included 731 businesses, or 46 per!=ent reporting sport
fishing-related income and 859 business, or 54 percent reporting
no sport fishing-related income. One hundred and twenty-seven
(127) cards were returned without providing this information.

The sample from the end-of-season questionnaire qonsists of
101 Anchorage area businesses, 48 businesses in the Kenai Penin­
sula area, and 66 businesses elsewhere in southcentral Alaska.
Two of the businesses in the sample have mailing addresses out­
side Alaska, and the origins of three others are unknown. Table
7-12 shows the makeup of the sample by these areas and by type
of business. All of the business types, except fish pack­
ing/processing establishments, are represented. A total of 21
businesses categorized themselves as some type other than the
ones listed, and 19 businesses claimed to be associated with
more than one of these categories.

Table 7-13 shows the number of businesses by area reporting
operating expenses in their own areas. This information is
important in assessing the accuracy of the input-output coeffi­
cients used in the economic impact analysis (see Chapter 8).
Of the 65 Anchorage area businesses reporting operating
expenses, 60 reported local spending including most business
types represented in the sample. Of the 42 Kenai Peninsula
businesses reporting these expenses, all reported local spend­
ing. Of the 56 other Alaska businesses, 39 reported local
spending.

A summary of this spending is shown in Table 7-14. Average
operations expenditures in the Anchorage area, the Kenai Penin­
sula, the Juneau area, other Alaska, and outside Alaska are
shown for the sample of businesses by geographical location.
The table also shows the number of businesses reporting expendi­
tures by area, and the standard deviation of the spending.
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Table 7-10. Distribution of Nonresident Angler Trips,
by Target Species

m TARGET SPECIES

King sa1llon
Small king salllon
Red sa1llon
Silver sa1llon
Pink sa1llon
Chum sa1llon
Iand-locked sa1llon
Steelhead trout
Rai.nJ:xJw trout
Cutthroat trout
Brook trout
Lake trout
Dolly Varden
Arctic char
Northern pike
Arctic grayling
Shellfish
Whitefish
Burbot
Smelt/hooligan/cape1in
Rockfish/sea bass
Halibut
Other fin fish
Razor clams
Other shellfish

TarAL

* A trip is defined by a site visit.

Number
of Trips by
Species*

166

500
14

150
315

53
6
1

17
99
11

2
24
48
10
12
42
o
1
2
1
8

238
3

23
7

1,753

7-19

Percent of
Total

9.5

28.5
0.8
8.5

17 .9
3.0
0.3
0.1
1.0
5.6
0,6
0.1.
101
2.7
0.6
0.7
2.4
0.0
0.1
0.1
0.1
0.5

13.6
0.2
1.3
0.4

100.0



Table 7-11. Distribution of Nonresident Angler Trips by Site
(1,614 total trips)'

I of Percent I of Percent
Trips to of Area Area Trips to of

Site Total Code Name of Area/Site Code Name of Area/Site Site Total

~N.ASI<A

Glennallen Area Kenai Peninsula Area (Contd.)

3 0.2 I-I GUlkana River (Paxson- 1'-4 Kenai River (Skilak Inlet to 29 1.8
Sourdough) Kenai Lake)

0 0 I-2 GUlkana River (S<>.u:dcugh- 1'-5 Skilak Lake 0 0
Highway) P-6 Kenai Lake 1 0.1

6 0.4 I-3 GUlkana River (Other) 1'-7 Russian River 47 2.9
3 0.2 I-4 '1'yone, SUsitna, !Dui.se Lakes P-8 Kasilof River 16 1.0

26 1.6 I-5 Other freslMater sites 1'-9 Ninilchik River 16 1.0
1'-10 Anchor River 21 1.3

Prince William SOund 1'-11 Deep Creek (freshwater) 16 1.0
23 1.4 J-l valdeZ Bay P-12 Other freslMater sites 30 1.9

2 0.1 J-2 Passage Canal (Whittier) 1'-13 Deep Creek (saltwater) 28 1.7
12 0.7 J-3 other saltwater sites P-14 Kacl1anak Bay (Haner) 127 7.9
18 1.1 J-4 Freshwater sites 1'-15 Resurrection Bay (seward) 47 2.9

1'-16 Shoreline (Kasilof to Anchor 22 1.4
Knik Ann Drainage Area Point:Razor Clams)

20 1.2 K-l Little susitna River P-17 Other shoreline sites 6 0.4
4 0.2 K-2 Knik River 1'-18 Other saltwater sites 14 0.9
2 0.1 K-3 Wasilla and Cottom.ood Creeks
3 0.2 K-4 Big Lake saJ'1'!lI'IESTE N.ASI<A
0 0 K-5 Kepler C'anplex Kcdiak Area
1 0.1 K-6 Finger take Q-l Freshwater sit:es 25 1.5
1 0.1 K-7 Wasilla Lake Q-2 saltwater sites. 16 1.0

15 0.9 K-8 Other freshwater sites
0 0 K-9 Saltwater sites Naknek Area

R-l Nakrrek River 20 1.2
Anchorage Area R-2 Other freshwater sites 18 1.1

7 0.4 L-l Anchorage Area Lakes R-3 Saltwater sites 4 0.2 •2 0.1 L-2 Bird Creek
3 0.2 L-3 can;:bell Creek KvichakRiver Drainage Area
0 0 L-4 'lWentyrnile River 5-1 Lake Iliamna and tributaries 13 0.8

13 0.8 L-5 Other freshwater sites S-2 Other freshwater sites 19 1.2
2 0.1 L-6 Saltwater sites

Nushagak Area
East Side Susitna Drainage Area T-l Wood River/Tikchik System 10 0.6

2 0.2 M-l Clear Creek T-2 Other freshwater sites 9 0.6
3 0.6 M-2 Montana creek T-3 Saltwater sites 3 0.2
0 0 M-3 Casl;ell Creek

14 0.9 M-4 Willow Creek/Little Willow Creek ~AU\SKA

10 0.6 M-5 other freshwater sites A Ketchikan Area 71 4.4
B Prince of Wales Area 40 2.5

~AU\SKA C Kake/Petersburg/Wrangelll 43 2.7
West Side Cook Inlet/West St:ikine Area
Side Susitna Drainage Area 0 Sitka Area 47 2.9

13 0.8 N-l Oeshka River-Kroto Creek
4 0.2 N-2 Lake Creek
7 0.4 N-3 Alexander Creek Juneau Area
2 0.1 N-4 Talachulitna River E-l Saltwater sites 70 4.3
1 0.1 N-5 Chuitna River E-2 Freshwater sites 10 0.6
0 0 N-6 Theodore, Lewis, and Ivan F Haines-Skagway Area 68 4.2

Rivers G Glacier Bay Area 12 0.7
15 0.9 N-7 other freshw'ater sites H Yakutat Area 36 2.2
1 0.1 N-8 Saltwater sites

CYl'HER AU\SKA
Kenai Pen.ir-sula Area U Fairbanks Area 48 3.0

158 9.8 P-l Kenai River (Cock Inlet to V l.£:1Wer Yukon/Kuskokwim Area. 25 1.5
Soldotna Bridge) W Seward Peninsula/Nor+...on Sound Area 15 0.9

111 6.9 P-2 Kenai River (Soldotna Bridge toX Northwest Alaska Area 9 0.6
Mcx.lse River) y SoJth SlOf.'e Brooks Range Area 5 0.3

34 2.1 P-3 Kenai River (M:::C!se River to Z North Slq;e Brooks Range Area 10 0.6
Skilak Outlet)

• A trip is defined by a site visit; t..'le total number does not include 139 trips without a site identified.
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Table 7-12. Number of Business Surveys by Area and Type

Business Mailing Address
Type Anchorage Kenai Other AK OUtside Missing Total

Missing 1 0 3 0 1 5
Variety 3 1 3 0 1 8
Gen Sp)rt 5 0 6 0 0 11
Spec Fish 3 6 3 0 0 12
Hotel/Motel 7 4 4 0 0 15
Eat Drink 0 0 2 0 0 2
Trailer Park 0 0 1 0 0 1
Tran Svcs 26 10 5 1 0 42
Fish <:amp 12 5 8 0 1 26
Trav Agent 5 0 0 0 0 5
BoatBsns 9 3 2 '0 0 14
Guide 16 4 12 1 0 33
Food/Liquor 1 3 2 0 0 6
Other 6 6 9 0 0 21
M.l1tiple 7 6 6 0 0 19

'ID'I2\L 101 48 66 2 3 220
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Table 7-13. local Of'erations Spending, by '1}'pe and location of Business

Anchorage Buslllesses
Spending in the Anchorage AJ:ea

Kenai Area Businesses
Spendlng in Kenai Peninsula

other Businesses in the survey Area
Spending in other Alaska

Business Type None sa... Total None Sane Total None Sane Total

Variety 0 2 2 0 1 1 0 2 2

Gen. Sf<>rt 1 3 4 0 0 0 2 4 6

Spec. Fish 0 2 2 0 6 6 0 3 3

Hotel/Motel 0 2 2 0 4 4 2 0 2

Eat/Drink: Est. 0 0 0 0 0 0 1 1 2

Trailer Park/Canp. 0 0 0 0 0 0 1 0 1...,,
IV Trans. Services 1 19 20 0 10 10 1 3 4
IV

Fishing lodge 1 10 11 0 5 5 0 7 7

Travel Agent 0 1 1 0 0 0 0 0 0

Boat Business 0 6 6 0 2 2 0 2 2

Guide Business 1 8 9 0 2 2 3 7 10

Food/Liquor 0 0 0 0 3 3 1 1 2

Other 1 3 4 0 5 5 3 5 8

Multiple 0 3 3 0 4 4 3 2 5

Missing 0 1 -..l 0 .J!. 0 .J!. 2 2

'lUrAL SlWPl£ 5 60 65 0 42 42 17 39 56

·.r
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Table 7-14. SUnmary of Operatioos Spendlnq, by Business Location

Anchorage Area Addresses Kenai Peninsula Addresses
Addresses

Else<otlere in the Survey Area

Spending
Area

I of
Obs.

Mean
Expenditures

standard
Deviation

I of
0:>••

Mean
Expenditures

Standard
Deviation

I of
O:>s.

Mean
Expenditures

Standard
Deviation

Anchorage 65 $169,613, $974,717 42 $46,148 $96,520 56 $55,339 $152,084

Kenai River 64 3,818 17,057 42 51,515 91,785 56 386 2,496

Juneau Area 63 218 1,001 42 1,565 7,822 56 22 87
....,
I Other Alaska 63 56,177 392,906 42 192 669 56 41,355 109,008

N
w OJtside AI aska 63 62,647 380,035 42 52,164 159,595 56 18,491 76,472

'JUrAL 84 $228,228 $1,379,968 45 $163,405 $334,682 61 $106,895 $245,610



Guide Sector Survey

As shown in Table 7-1, the sample consists of 187 respon­
dents to the early season survey and 99 respondents to the
end-of-season survey. The sample from the early season survey
included 131 guides, or 70 percent who expected to provide sport
fishing guides services in 1986 and 56 guides, or 30 percent,
who did not plan to provide these services in 1986.

The sample of guide businesses from the end-of-season
survey includes 29 with mailing addresses in the Anchorage area,
44 in the Kenai Peninsula, and 20 in other areas of Alaska.
Three guides had mailing addresses outside Alaska, and the
origins of three others are unknown.

Table 7-15 summarizes the operations expenditures of the
guides with Alaska addresses. The Anchorage area guides ap­
parently operate larger businesses on the average than the
guides from other areas of the state. These Anchorage guides
averaged more than $74,000 in operations expenditures during the
year, compared to an average of less than $33,000 for Kenai
Peninsula gUides, and less than $19,000 for other guides. As
the table indicates, the greatest portion of these expenditures
is made in the guides' horne regions. Substantial expenditures
also are made outside the state by all groups.
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Table 1-15. Sumnary of Operations Sperding, by Glide Locatioo

Anchorage Area Addresses Kenai Peninsula Addresses
Addresses

Elsewhere in the Survey Area

Sp"'ding
Jlrea

I of
Cbs.

Mean
Expenditures

Standard
Deviation

I of
Cbs.

Mean
Expenditures

Standard
Deviation

, of
Cbs.

Mean
Expendituxes

Standard
Deviation

Average total spending 28 $74,218 $204,494 39 $32,758 $59,432 19 $18,963 $25,593

Average s}?ending in Anchorage 21 47,461 131,151 37 6,070 16,868 14 3,220 5,787

Average spending in Kenai area 21 12,829 41,055 37 21,400 34,955 14 34 127
....
I Average spending in Juneau area 21 18 44 37 92 287 13 63 149

IV
\1' Average Spending in other AK 21 5,510 18,878 .37 481 2,387 13 14,541 16,952

Average Spending outside AX 21 17,840 76,699 37 5,256 16,310 13 4,598 13,122
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Chapter 8

ANALYTICAL METHODS AND RESULTS

Resident Anglers

The procedures used to analyze Alaska residents' demand for
sport fishing in southcentral Alaska and to estimate nonmarket
values (i.e. consumer's surplus or net willingness to pay)
associated with these activities are described in the following
section. The analysis examined summer and winter sport fishing
at selected sites in southcentral Alaska. The net value of
sport fishing for king salmon on the Kenai River also was
analyzed based on responses to a contingent valuation survey.
Because of a descriptive error in the survey, the results of the
contingent valuation analysis are presented in the supplemental
problems report.

Summer Sport Fishing

Modeling Approach. The demand for sport fishing by Alaska
residents was analyzed using weekly data on the sport fishing
activities of 1,063 respondents over the 22 weeks from May 1,
1986 to September 30, 1986. The use of weekly data represents a
major innovation in the analysis of recreation demand. Previous
studies cited in the literature employ data on sport fishing
trips aggregated over the recreation season.

The temporal disaggregation is believed to be crucial to
the success of the present study because fishing opportunities

. in Alaska change dramatically over the season, as evidenced by
salmon runs and the opening and closing o.f fishing sites for
particular species. Moreover, for species which are available
throughout the season (e.g., trout) the quality of fishing at
specific sites can vary substantially over the season. By
estimating a weekly model of fishing behavior, we are able to
capture this variation in fishing conditions, and to obtain a
more accurate assessment of its impacts on Alaska anglers and
their valuation of alternative fishing sites.

Given the weekly time dimension, the economic decis.ion
model underlying angler behavior is exhibited in Figure 8-1.
The angler is first assumed to decide whether to go fishing at
all during the week (participation) and, if so, to then choose
how many times to go sport fishing (intensity of participation)
--once, twice, or more than twice. Given that the individual is
making a fishing trip, he is assumed to first select a target
species (see Table 8-1 for a list of species groups) --or no
target species--and then a site at which to fish for the given
target species. (The original list of sites from which the
respondent had to choose is shown in Table 8-2; the final lLst

8-1
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FIGURE 8-1. DECISION TREE FOR ANALYZING RESIDENT ANGLER'S DEMAND FOR SPORT FISHING
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Table 8-1. Species Groups (and Abbreviations) Used for
the Analysis of Sport Fishing Demand

Group 1

Group 2

Group 3

Group 4

Group 5

Group 6

Group 7' -
Group 8

Group 9

king salmon (KS) , including small king salmon (KI)

red salmon (RS)

silver salmon (SS)

pink salmon (PS)

rainbow trout (RT) and land-locked salmon (LL)

Dolly Varden (DV) and Arctic char (AC)

lake trout (LT)

Arctic grayling (GR)

other freshwater species -- chum salmon (CS), steel­
head trout (SH), cutthroat trout (CT), brook trout
(BT), northern pike (NP), sheefish (SF), whitefish­
freshwater (WFF), burbot (BB)

Group 10 - halibut (HA)

Group 11 razor clams (RC)

Group'12 - other saltwater species rockfish/seabass (RF/SB),
smelt/hooligan/capelin (SM), other finfish (OF),
whitefish-saltwater (WFS), other shellfish (OS)

Grou~ 13 - no target (NT)
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Table 8-2. Alaska Sport Fishing Areas and Sites

Site
cede

I-1

I-2

I-3
I-4
I-5

J-1
J-2
J-3
J-4

K-1
K-2
K-3
K-4
K-5
K-6
K-7
K-8
K-9

L-1
L-2
L-3
L-4
L-5
L-6

M-1
M-2
M-3
M-4
M-5

N-1
N-2
N-3
N-4
N-5
N-6

N-7
N-8

P-l

P-2

P-3

Nane of ArealSite

Qllkana. River (Paxson­
SamlaJgh)
Gulkana River (SamlaJgh­
Highway)
Qllkana. River (Other)
'1Y<Xte, Susitna" IaJise Lakes
Other ~ater sites

Prince William Sound
viildl>z Bay
Passage Canal (Whittier)
Other saltwater sites
Freshwater sites

Knik At'm Drainage Area
Little SUSitna RiVer
Knik River
Wasilla and Cottonwood creeks
Big Lake
Kepler eatp1ex
Finger Lake
Wasilla Lake
Other freshWater sites
saltwater sites

Anchorage Area
Anchorage Area Lakes
Bird Creek
CaItpbell Creek
Twentymile River
Other freshw'ater sites
Saltwater sites

East Side Susitna Drainage Area
Clear Creek
Montana Creek
ea....ll Creak
Will"" Creek/Little Willo.< Creek
other freshwater sites

west Side Cbok Inletrwest Side Susitna
Drainage Area
Deshka River-Kroto Creek
Lake Creek
Alexander Creek
Talachulitna River
Chuitna River
Thecdore, Lewis, and Ivan

Rivers
Other fresrr",ater 5ites
Saltwater sites

Kenai Penir..sula Area
Kenai River (Cook Inlet to
SOldoL~ Bridge)

Kenai River (Soldotna Bridge to­
Mease River)

Kenai Rivcr (Mo<:ise River to
Skilak C<ltletl

8-4

Site
cede

P-4

P-5
P-6
p-7
P-8
P-9
P-10
P-ll
P-12
P-13
P-14
P-15
P-16

P-17
P-18

Q-1
Q-2

1>-1
R-2
R-3

S-l
S-2

T-1
T-2
T-3

A
B
C

o

E-1
E-2
F
G
H

u
V
W
X
Y
Z

N<ure of Area/Site

Kenai Peninsula Area (Contd.)

Kenai River (Skilak Inlet to
Kenai Lake)

Skilak Lake
Kenai Lake
Russian River
Kasilof River
Ninilchik River
Anchor River
Deep creek (freshwater)
other freshwater sites
Deep creek (saltwater)
Kachemak Bay (l!aler)
Resurrection Bay (seward)
Shoreline (Kasilof to Anchor
Point:Razor Clams)

other shoreline sites
other saltwater sites

SCUI'!lWESTERN AlASKA
Kodiak Area
Freshwater sites
Saltwater sites

Naknek Area
Naknek River
Other freshwater sites
Saltwater sites

Kvichak River Drainage Area
lake Iliamna arrl tributaries
Other freshwater sites

Nushagak Area
Wooi River/Tikchik Systan
Other freshwater sites
Saltwater sites

SOtJT!lEIISIERN l\U>.SKl\
Ketchikan Area
Prince of Wales Area
Kake/Petersburg/Wrangelll
Stikine Area

Sitka Area

Juneau Area
Saltwater sites
Freshwater sites
Haines-Skagway Area
Glacier Bay Area
Yakutat Area

OIHER AJ..K'\SKA
Fairbanks Area
!..ewer Yukon/Kuskokwim Area
Seward Peninsula/Norton Scund AJ.
Nort.hwest Alaska Area
Sooth Slope Brooks Range Area
North Slope Brooks P.ange Area



Table 8-3. Sport Fishing Sites Used for the Analysis
of Resident's Sport Fishing Demand

Site 1

Site 2

Site 3

Site 4

Site 5

Site 6

Site 7

Site 8

Site 9

Site 10 -
Site 11 -

Gulkana River (I-I, I-2, I-31

Other freshwater-area I (I-4, I-51

Prince William Sound (all sites, J-l through J-41

Little Susitna River (K-ll

Big Lake (K-41

Kepler Complex (K-51

Other area K (K-2, K-3, K-6, K-7, K-8,
K-91

Anchorage area lakes (L-ll

Other freshwater-area L (L-2, L-3, L-51

Twenty Mile River (L-41, saltwater sites (L-61

East Side Susitna roadside streams in part (Montana
Creek M-2, Caswell Creek M-3, Willow and Little
Willow Creeks M-41

Site

Site

Site

12 ­

13 ­

14 -

Other freshwater-area M (M-l, M-51

Lake Creek (N-21

West Side Cook Inlet/West Side Susitna streams
part (Deshka River/Kroto Creek N-l, Alexander
N-3, Talachulitna River N-4, Chuitna River
Theodore, Lewis, and Ivan Rivers N-61

in
Creek

N-5,

Site 15 ­
Site 16 ­
Site 17 ­
Site 18 ­
Site 19 ­
Site 20 -

Site 21 ­

Site 22 ­

Site 23 ­

Site 24 ­

Site 25 ­

Site 26 ­

Site 27 -

Site 28 -

Site 29 -

,

Other area N (N-7, N-81
Kenai River (P-l1
Kenai River (P-2, P-3, and P-41 .
Russian River (P-71
Kasilof River (P-81
Lower Kenai Peninsula streams (Ninilchik River P-9,
Anchor River P:IO, Deep Creek P-lll

Other freshwater-area P (P-5, P-6, P-121

Deep Creek marine (P-131

Kachemak Bay (P-141

Resurrection BaY (P-151, other saltwater (P-181

Shoreline Kenai Peninsula (P-16, P-171

Southwest Alaska (Q, R, s, T,l

Southeast Alaska (A, B, C, D, E, F, G, HI

Fairbanks area (U)

Other Alaska (V, W, X, Y, Zl
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of sites used for the analysis is shown in Table 8-3. (It
should be noted that insufficient data precluded the analysis of
sport fishing demand at the three contract sites--Campbell Creek
- rainbow trout, Talachulitna River - rainbow trout, and Lower
Kenai Peninsula streams - steelhead.)

The set of sites available for species selection varies by
species. The sites corresponding to each species are shown ~n

Table 8-4. (It should be noted that not all of these sites are
necessarily open for fishing for a particular species in every
week of the season. The species choice actually involves two
steps. The angler first chooses a "macro" species--salmon,
freshwater, saltwater, or no target species--and then he selects
a particular sub-species (king salmon versus red salmon, etc.)
prior to choosing a specific site.

Within this structure the elemental items (the choices at
the very bottom of the tree) are: 1) not fishing in a particular
week, or 2) fishing for a particular species--(or for no target
species) --at a particular site that week. To explain the re­
lation between these elemental choices and choices "higher up"
in the tree, the following notation ana subscripts are in­
troduced:

t=1, •• ,22 is the subscript for a particular week in the
1986 season.

s=1, •. ,4 is the subscript for a particular macrospecies
(salmon, freshwater, saltwater, or no target).

r=l, •. ,Rs is the subscript for a subspecies within a
particular macro species.

i=l, .. ,Nt is the subscript for a particular site at which
s fishing for a particular subspecies is available

during week t.

Thus, an elemental probability is:

1T. =
~rst

Define
"rst =

The probability that an Alaska resident angler
makes a fishlng trip in week t for subspecies r of
macrospecies s at site i.

The probability that an Alaska resident angler
makes a fish~ng trip in week t for subspecies r of
macrospecies s.

"ilrst = The probability that an Alaska resident angler
selects site i given that he makes a fishing trip
for subspecies r of macrospecies s in week t.

It follows that:

11
- 11 "irst - ilrst' rst

8-6
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Table 8-4. Species/Site Canbinations Used for the Analysis
of Resident' s Sport Fishing Demand

1. Gulkana River

KS,
KI

x

RS

x

ss PS

x x

Other
RC SW NT

x

2. Other FW-area I

3. Prince William Sound

4. Little SUsitna

5. Big Lake

6. Kepler CaIplex

7. Other FW-area K

8. Anchorage area Lakes

9. Other FW-area L

10. 'lWent:ymile r;J.ver/SW

11. E. Side Cook/SUsitna

12. Other FW-area M

13. Lake Creek

14. w. Side Cook/SUsitna

15. Other area N

16. Kenai River (lcwer)

17. Kenai River (other)

18. RussianRiver

19. Kasilof River

20. !.coler Kenai Streams

21. Other EW-area P

22. Deep Creek Marine

23. Kachenak Bay

24. Resurrection Bay/SW

25. Shoreline Kenai

26. SW Alaska

27. SE Alaska

28. Fairbanks

29. Other Alaska

x

x

x

x

x

x

x

x

x

x

x

x

x

x

x

x

x
x

x

x

x

x

x

x

x

X

X

X

x

x

x

x

X

x

X

x

x

x

x

x

x

x

x

x

x

x

x

x

X

X

x

x

X

x

x

x

x

x

x

x

x

X

x

X

X

x

x

x

x

x

x

x

x
x

x

x

x

x

X

x

X

X

X

x

x

x

x

x

x

x

x

x

x

x

X

x

x

x

x

x

x

x

x

x

x

x

x

x

x

x

X

x

x

x

x

x

X

X

x

X

x

x

x

x

X

x

x

x

x

x

x

x

x

x

x

X

x

x

x

x

x

x

x

x

x

x

x

X

x

x

x

x

x

x

x

x

x

X

X

X

x

x

X

x

X

X

X

x

x

x

X

X

x

X

X

x

1 Refer to Table 8~3 for COTplete listing of sites~

2 Refer to Table 8-1 for ccrnp1ete listing of species.
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1r st

Similarly, define:

= The probability that an Alaska resident angler
makes a fishing trip in week t for macrospecies s.

= The probability that an Alaska resident angler
selects subspecies r given that he makes a fishing
trip for macrospecies s in week t.

Then,

1r rst = 1rrlst.1rst

Next, define:

(2)

an Alaska resident angler
s given that he makes a fishing

1r '=It

1r 2t =

1r3t =

The probability that
selects macrospecies
trip in week t.

The probability that an Alaska resident angler
makes one fishing trip during week t.

The probability that an Alaska resident angler
makes two fishing trips during week t.

The probability that an Alaska resident angler
makes three or more fishing trips during week t.

The probability that an Alaska resident angler
makes at least one fishing trip during week t.

The probability that an Alaska resident angler does
not make any fishing trips during week t.

It follows that:

(3)

1rst = 1r s l t .1rFt (4)

By combining (1) - (4), the elemental probabiEties can be ex­
pressed as the following product of conditional probabilities:

1r irst = 1rilrst.wrlst.1rslt,wFt (5)

This decomposition is exploited in the estimation of the
statistical model. Instead of estimating the elemental proba­
bilities directly, we sequentially estimate each of the condi­
tional probabilities on the right-hand side of (5). Thus, we
start by estimating the conditional site selection probabilities
(w'l ) for each of the 12 distinct fish subspecies plus for
"nb f9~get" species. Next, we estimate the conditional species
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selection probabilities (~I ,~I). Finally, we estimate the
participation and intensit§ Or part!cipation probabilities (~Nt'
~lt' ~2t' ~1t)· These results are presented below; technical
deEails of Ene statistical models are given in Appendix C.

Site Selection. The following explanatory variables were used
in the analysis of the conditional site selection probabilities:

TRAVEL COST
i

:

SITE RATINGit :

SALMON RATING't:
FRESHWATER RATING, :
SALTWATER RATING i !

Round trip travel cost from origin zones
(Table 8-5) to site i for road-access
sites. This cost is computed as round
trip distance multiplied by the individual
respondent's motor vehicle cost per mile.
For sites 1~-15 (Lake Creek, Westside
Susitna streams and others), 26 and 27
(southwest and southeast Alaska) and 29
(other Alaska) this cost is computed on
the basis of estimated round-trip flying
cost from the origin zone to the site.
Round trip train costs were added for
trips involving passage between Portage
and Whittier. For- certain sites and
species combinations in which fishing
from a boat is very common (all sport
fishing at Deep Creek Marine, Kachemak
Bay, and Resurrection Bay; salmon fishing
in Prince William Sound; and sport fishing
for halibut and other saltwater species at
Prince William Sound, Kenai Peninsula
shoreline, and southwest, southeast and
other Alaska), a boating cost is added to
the round-trip travel cost.

A species-specific index of the quality of
fishing at site i in week t. This index
initially ranged from -1 (very poor) to 8
(excellent). The rating was then normal­
ized to account for weekly variation by
dividing the weekly rating by the mean
rating for the site over the season. The
rating for other saltwater species (group
12) was not normalized because a catch
variable was not used for this species
group.

A general index of the quality of fishing
for each macrospecies at site i (and in
week t for salmon) used in the site selec­
tion model for trips with no target
species. The index rating ranges from a
(not available), to 4 (excellent).

D;;:E..:.V:::;E:::;L:::;O;;;..P:::;E;;;;..Di :

,

A dummy variable taking the
site i is developed with boat
facilities, and 0 otherwise.

8-9
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Table 8-5. Origin Zones Used for the Analysis of
Resident's Sport Fishing Demand

Origin
Zone

Number

1

2

3

4

5

6

7

8

9

10

11

12

13

14

15

16

Corresponding Area

Homer, Seldovia

Anchor Point, Ninilchik

Clam Gulch, Kasilof

Kenai, Nikiska

Soldotna, Sterling, Cooper Landing

Seward, Moose Pass

SW Anchorage area

SE Anchorage area

NW Anchorage area

NE Anchorage area, Eagle River

Palmer, Sutton

Wasilla

~ig Lake, Willow, Trapper Creek

Talkeetna

Glennallen

F:airbanks

8-10



CROWDfit :

CABIN
i

:

1985 HARV.:
~

A measure of crowding conditions at site i
in week t as they affect individual re­
spondents. Computed as the product of the
individual respondent's crowding tolerance
index (positive if the individual likes
crowded conditions, negative if he dis­
likes them), and a measure of crowding
conditions at the site that week (0 = not
crowded, 1 "" somewhat crowded, 2 "" very
crowded). CROWD f is 0 if either the site
is not crowded, or the individual is
indifferent to crowding; it is large and
negative if the site is crowded and the
individual strongly dislikes crowding; it
is large and positive if the site is
crowded and the individual prefers crowded
sites.

A dummy variable taking the value 1 if the
individual respondent owns or has regular
access to a private cabin at site i, and 0
otherwise.

This variable measures the total number of
species caught (in thousands) at different
sites in 1985.

As explained in Appendix C,. the overall decision tree in
Figure 8-1 is modeled as a Generalized Logit model. This struc­
ture generates a simple logit model for the site selection
probabilities on any trip for the given species in the given
week:

One of these models is used for each subspecies r of every
macrospecies s--Le., there are 13 such models (including the
model for no target species trips),. The terms w. in (6)
represent a linear combination of variables and cal;I¥icients,
and can be thought of as indices of the desirability of fishing
at site i, given that one is making a trip for subspecies r of
macrospecies s in week t. These terms are linear functions of
the variables listed above~ multiplied by coefficients which are
estimated from the data. The particular variables used and the
estimated coefficients differ from species to species, and the

"ilrst = e

Wirst Wjrst -1
e 1 i "" 1, •. N.rs (6 )
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results are presented in Table 8-6. In the case of king salmon
fishing trips, for example:

Wirst = -0.9468 In (TRAVEL COSTi ) + 0.9589

0.5376 In (1985 HARVi ) + 2.1272 CABINi + 0.1764

SITE RATING' t +
~ (7)

CROWDfit

Thus, a site is more attractive to king salmon anglers if
(1) the site has good quality fishing that week, (2) the site
had a large catch in 1985, (3) the individual owns or has access
to a cabin nearby, (4) the site is less crowded that week, or
(5) the site is less expensive for the individual to reach.

The other sets of coefficients in Table 8-6 are used to
form the w. t indices for the other species in the same manner
as (7). m coefficients have the same signs as in the king
salmon site selection model (7). In addition, DEVELOPED, which
is not a variable in (7), has a significant positive coefficient
for no target species. In this case, anglers appear to favor
developed sites over nondeveloped sites.

The model for razor clams has a particularly simple struc­
ture because there are only two sites - Kenai Peninsula shore­
line (site 25) and other Westside Susitna (site 15) - in the
choice set. In this case,

2.2769 - 0.3512 In '(TRAVELCOSTi ), for site 25

-0.3512 In (TRAVELCOSTi ) , for site 15
(8)

Species Selection. Using the Generalized Logit formulation, the
subspecies selection probabilities take the form:

where

R Wrst:
1: s e

r=l

r=l, .. ,Rs

Wrst = a r + or I rst (9)

and the a's and ° 's are coefficients to be estimated while
I t is a rvariable ~nown as the "inclusive value." This value
i~sconstructed from the coefficient of the site selection model
according to the formula

W, tJrse
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Recall that W. t is an index of the desirability of site i
where one is makin~r~ trip for subspecies r of macrospecies s in
week t. It follows, therefore, that I t is an index of the
overall quality of fishing opportuniti.f~ for subspecies r of
macrospecies s in week t, averaged over all the sites at which
the species is available in that week. The term W in (9) can
be interpreted as an index of the desirability ofs~ubspecies r
in week t relative to the other subspecies within a given macro­
species s. This is modeled here as a function of an intercept
(" ), as well as the inclusive value. (Using the inclusive
value to link the factors entering a lower level decision, site
selection, to the determination of a higher level decision,
subspecies selection, is a distinctive feature of the Gener­
alized Logit model.)

The coefficients" and 0 can be interpreted as preference
weights. Since the i:rf"clusiver values vary weekly and capture
weekly variations in the quality of fishing conditions for each
subspecies, the coefficient or (which should be positive) can be
thought of as a weight placed on the effects of fishing for
subspecies r, which vary over the course of the season. By
contrast, the intercept" captures that part of the individual
preference for the subspeeies which is not keyed to factors that
vary over the season. The logic of the logit model requires that
one of the intercepts be normalized to zero, and that the others
are measured relative to it (and thus can be positive or nega­
tive) • If" is large in absolute value and 0 is close to
zero, the prohability of selecting subspecies r wi~l not be much
affected by weekly variations in fishing conditions for the
species (although the site selection probabilities may still be
very sensitive to such variation); an example is halibut within
the saltwater macrospecies. Conversely, if "r is close to zero
and O. is large, the subspecies selection probabilities are
highl~responsive to weekly fluctuations in conditions.

Maximum likelihood estimates of the coefficients (" , 0 )
for each of the subspecies in macrospecies' (s = salmon, lfresK­
water, and saltwater) are presented in Table 8-7. All of the
coefficients on the inclusive values have the correct sign; all
inclusive value coefficients are significant at standard levels,
except for the coefficient on halibut which is marginally signi­
ficant and on other saltwater species which is close to zero.
The fact that the inclusive value coefficient is close to zero
probably reflects the consequence of the heterogeneity of the
different types of fish included within this category.

The four macrospecies are salmon,
(s=l, 2,3) and no target species (s=4).
tion probabilities take the form:
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Table 8-7. Parameter Estimates for Subspecies Selection Model.

Parameters

Subspecies

SALMON MACROSPEC1ES

Inclusive Value (Or)

Kings

Reds

Silvers

Pinks

1.2485* 1.1440
(10.70) (19.35)

-3.0194 1.2810
(-10.03) (16.22)

-1.3247 1.3597
Hi.791 (20.41)

0 0.4493
(nonnalized) (7.38)

Restricted log-likelihood: -3728
Maximized log-likelihood: -2066
Chi-square statistic: 1662

FRESlIIiATER MACROSPEC1ES

Rainbow Trout -1.0146
(-3.86)

Dolly Varden -2.4593
(-6.461

Lake Trout -2.4267
(-4.63)

Grayling -11.3518
(-13.69)

Other Freshwater 0
normalized

Restricted log-likelihood: -3045
Maximized log-likelihood: -2373
Chi-square statistic: 1344

SALTWATER MACROSPEC1ES

Other Sal twater 1.5753
(2.68)

Halibut 1.9708
(1.67)

Razor Clams 0
.(normalized)

Restricted log-likelihood: -907
Maximized log-likelihood: -498
Chi-square statistic: 818

* T-statistic
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1.2261
(13.931

1.5304
(9.78)

0.1330
(6.65)

1.2910
(15.761

0.5595
(8.291

0.0279
(0.18)

0.2406
(1.38)

0.9755
(2.041



4
1:

s=l

e
Wst

e
Wst

s=l, .. 4 ( 11)

The terms W t are indices of the relative attractiveness of
each species (of of not having a target species) to an angler
taking a fishing trip in week t. As we modeled them, they are
functions of the following variables:

D INCOME:

SITE FOCUS:

Discretionary income per choice occasion
in thousands of dollars. For each of 7
income groups, annual discretionary
income was first computed as a proportion
of pretax household income using U. S.
Department of Labor (1986) statistics for
Alaska. Categories of discretionary
income included: food away from home (50
percent), alcoholic beverages, automobile
expenses (50 percent), entertainment,
reading materials and cash contributions.
Summer discretionary income was computed
by multiplying the annual amount by .42
(the percentage of summer weeks). Summer
discretionary income was then divided by
the number of sport fishing trips (choice
occasions) which the individual took over
the summer.

A dummy variable taking the value 1 if
the individual indicated that the choice
of a site was more important to him than
the choice of a -target species, and 0
otherwise.

BOATOWN: A dummy variable
the... individual
otherwise.

taking the value 1
owns a boat, and

if
o

TROPHY: A dummy variable taking
the individual prefers
fishing, and 0 otherwise.

the value 1 if
trophy sport

RELEASE: A dummy variable taking the value 1 if
the individual prefers catch and release
sport_fishing, and 0 otherwise.
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I st: An inclusive value index measuring the
overall quality of sport fishing oppor­
tunities for macrospecies s in week t.
For s = 1,2,3 this value is calculated
according to the following formula:

R
= In 0: s

r'=l

Wr'ste ) (12)

while I 4t is given by the right-hand side of (10) computed for
s=4.

The general formula for these terms is:

Wst = y; + ns DINCOME + 6ls SITE FOCUS + 62S {

6s 1st

BOATOWN
TROPHY
RELEASE

} +
(13 )

and y , n , and 6 are coefficients to be estimated. As with
the s\ibsp~cies mocfel, the coefficient of inclusive. value (6 )
serves as the weight placed on the aspects of fishing for macr5"
species 6 , which vary during the course of the season; the term
(ys + nDsINCOME + 6 SITE FOCUS + 62 BOATOWN!TROPHY!RELEASE)
captures that part o;~he individual' s ~reference for the macro­
species that is not keyed to factors that vary over the season.

Maximum likelihood estimates of the coefficients y , n ,
6 , 6 , 6 for s=l, •. , 4 are presented in Table 8-8. Une 8f
th~ in~ercJpt and income coefficients must be normalized to
zero, and the others are measured relativ~ to them. In this
case we normalized on no target species and we took the negative
of its price (travel cost) coefficient in Table 8-6 as the
marginal utility of income for no target trips. This term was
then added to n (S=1,2,3) to obtain the estimated marginal
utility of incomJ for specific macrospecies fishing trips. The
largest income coefficients -in Table 8-8 are for saltwater and
salmon, indicating that these species have the highest income
elasticities of demand. The income coefficient for freshwater
species is negative but not significant, indicating that it has
a lower income elasticity than no target species. The SITE
FOCUS coefficients indicate that, for freshwater trips, the site
is a more important factor than the particular subspecies; the
reverse is true for salmon and saltwater trips.

Fishing Participation. As depicted at the top of the tree
in Figure 8-1, the angler decides whether to go fishing during
week t and, if so, how many trips to make--one, two, or more
than two. The logic of the Generalized Logit model is that this
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Table 8-8. Parameter Estimates for Macrospecies Selection Model

Parameters
Inclusive SITE

Intercept DINCDME Value FOCUS BOAro'IN TROPHY REI&SE
Macrospecies (ys) (n

s
) (8 ) (YIS) (a

2s
) (a

2s
) (a

2s
)

s

Salmon 0.9556 3.8803 0.8260 -0.3459 - 0.3765
(4.91)* (3.97) (25.86) (-4.21) -- (5.37)

Freshwater -0.4568 • (-0.4907) 0.9728 0.1815 -- - 0.6050
(-2.13) (-0.46) (18.60) (2.18) -- -- (9.82)

co Saltwater -14.2746 6.9863 4.2851 -0.3861 0 •.4563
I (-13.32) (6.34) (14.78) (-3.49) (5.94)....
co

No Target 0 0 0.8583 0
(nonnalized) (nonnalized) (12.82) (nonnalized)

Restricted log-likelihood: -9448
Maximized log-likelihocd: -8007
Chi-square statistic: 2882

*t-statistic



choice is a function of the inclusive value computed from the
macrospecies selection model,

4 W, t
In(E e s )

s'=l
(14)

which measures the overall quality of sport fishing in Alaska in
week t as weighted by individual angler preferences. Other
variables used in the analysis of fishing frequency are:

JUL4HOL
t

:

LOTEMPt :

LEISURE:

OWN:

SKILL:

AVLONG:

A dummy variable which takes the value if
the week contains the July 4 holiday, and
o otherwise.

A dummy variable which takes the value 1
when the weekly low temperature in
Anchorage is below 40°F, and 0 otherwise.

An index of the amount of leisure time
available to the individual angler, based
on a factor analysis of response to ques­
tion 5 in section I of QI and the combina­
tion questionnaire.

A dummy variable which takes the value 1
if the individual owns a cabin; boat, 01:

RV, and 0 otherwise.

An index of the individual's experience in
sport fishing, based on· the response to
question 7 in section I of QI and the
combination questionnaire. This index
ranges from 1 (a novice) to 4 (an expert
angler).

The average length (in days) of all
fishing trips taken by the individual in
Alaska over the 1986 summer season.

The formulas for the fishing participation probabilities are:

7r it =
w

Nt +
e

w w
It + 2t +

e e

w
3te

i = 1, 2, 3 (15a)

which is the probability that the angler makes one (i=I), two
(i=2), or more than two (i=3) fishing trips during the week and
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wNt
"Nt = e

w + w
It +

w + w
Nt 2t 3te e e e

(lSb)

is the probability that he does not make any fishing trips
during that week. The mean number of trips taken by those with
more than two trips was 3.63; the majority (63%) of cases with
more than two trips during a week involved three trips. The
expected number of trips by an angler during week t (X

t
) can be

estimated as

The terms WN and WT ' T= I, 2, 3 in (lSa, b) are indices
of the relative ~ttract~~eness to an angler of not taking a
fishing trip in week t, or of taking one, two, or more than two
trips. The term WNt , the angler's "baseline" utility associated
with not fishing, ~s normalized to zero:

WNt = 0

The other W t terms are expressed as functions of an intercept
and the expfanatory variables listed above:

WTt = BTO + BTl LEISURE + BT2 OWN + BT3 SKILL

+ BT4 AVLONG + BTS JUL4HOL + BT6 LOTEMP + BT7 I ft

(16)

These functions, estimated by maximum likelihood, are
presented in Table 8-9. The constant terms qre negative (i.e.
less than W ), but when the other terms in the formula are
evaluated, tHe Wit'S may-be positive.

The coefficients in Table 8-9 are almost all significant
and correspond well to expectations~ Anglers who make longer
trips also take fewer trips and are less likely to make multiple
trips in a week (the coefficients of AVLONG are negative and
become uniformly more negative when moving from W to W ).
The persons with the most leisure in our samplel \end to3tbe
retired persons. When compared with the average angler, they
are less likely to take one trip but more likely to take two or
more trips. Anglers who own a boat, cabin, or RV, or who are
more skilled, are more likely to go fishing; they are also
likely to take more trips. During the week of the July 4 holi­
day, all individuals are more likely to take a fishing trip, but
the holiday has no impact on whether they take more than one
trip. Finally, the quality of fishing opportunities each week,
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Table 8-9. Parameter Estimates for Probability of Taking a Fishing Trip

Explanatory Variable

I
ft I ft

Equation Intercept LEISURE <W< SKILL AVLONG JUL4HOL
t I.DrEMPt Weeks 1-13 Weeks 14-22

WIt -2.9770 -0.0569 0.2055 0.3734 -0.0743 0.4863 -1.2537 0.2564 0.1467
(-19.75) (-3.15) (5.23) (16.66) (-6.51) (6.86) (-17.62) (7.57) (4.08),

W2t -4.6245 0.1473 . 0.1288 0.6389 -0.8047 0.3768 -1.6397 0.3864 0.2478
(-12.57) '(3.74) (1. 42) (12.10) (-15.46) (2.47) (-8.06) (4.81) (2.87)

ro
! W3t -5.7348 -0.0276N 0.2607 0.5147 0.8574 -1.9736 -1.1510 0.6565 0.5154
I-' (-10.94) (5.03) (3.78) (11. 43) (-14.76) (-0.11) H.61) (6.07) (4.42)

* T-statistic
Restricted log-likelihood: -29213
Maximized r.og-likelihocrl: -13669'



as measured by the inclusive value IF ' has very significant
positive impacts on the likelihood of taking a fishing trip that
week and on the number of trips. There is an interesting time
dimension to these impacts. The estimated model allows for
separate coefficients on I pt for the early season (the first 13
weeks, through July 31) and che later season; the impact of good
fishing quality on fishing trips is significantly greater in the
early season.

To this point, the analysis has focused on fishing behavior
during 1986 by Alaska resident anglers. From the initial post­
card survey we also have data on the number of fishing house­
holds and its determinants. Of the 3,842 responses to the
initial survey, 2,962 (77 percent) indicated that at least one
member of the household expected to go fishing in Alaska during
1986. The explanatory variables available from the survey
included:

HSNUM:

FPREV:

YRALASKA:

FAIRBANKS:

The number of persons in the household.

A dummy variable taking the value 1 if any
members of the household had fished during
1983-1985, and 0 otherwise.

The number of years that household members
had lived in Alaska (with 0.5 the minimum
value) .

A dummy variable taking the value 1 for
Fairbanks area households, and 0 other­
wise.

The fitted equation is a logit model:

1
Probability of angler household = _

l+e-w

(i. e., a higher value of w raises the probability a sport
fishing household) where

w = -0.7434 + 0.6723 In (HSNUM) + 3.0368 FPREV -
(5.11) (7.64) (29.66)

0.2664 In(Y~LASKA) - 0.238 FAIRBANKS
(5.83) (2.07)

Restricted log-likelihood:
Maximized log-likelihood:

-5326
-2910

Thus, members of large households and households which had
previously sport fished in Alaska were more likely to fish in
Alaska in 1986. Newer Alaska residents are somewhat more likely
to go fishing than longer established residents, although the
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effect is reduced as the length of residence increases. Final­
ly, residents of Fairbanks are slightly less likely to go fish­
ing than other persons in our sample (primarily Anchorage resi­
dents) •

Net Willingness To Pay. Hanemann (1985) shows how esti­
mates of net willingness to pay (the dollar amount over and
above actual expenditures) for sport fishing opportunities can
be derived from fitted logit models. In this study, a consider­
ably more complex model--a four-level nested Generalized Logit
model--is developed, but a similar methodology applies. The
specific formulas, however, become extremely complex and, in
some cases, require numerical integrations which are beyond the
time and resources presently available for this study, given the
large data set. As a result, less complex approximations are
employed. In this section the basic approach to estimate net
willingness to pay values from logit models is outlined, the
formulas summarized, and the empirical results from the resident
demand model presented.

In the present application the focus is on valuing the
existence of sport fishing opportunities (rather than changes in
fishing quality). Measures of net willingness to pay (WTP)
rather than willingness to accept (WTA) are estimated. Because
WTP is less than WTA, our estimates are conservative.

The basic concept in valuing a particular type of sport
fishing--for example, sport fishing for king salmon on the Kenai

-River--is that every time an individual goes on a fishing trip
he benefits from the existence of that particular fishing oppor­
tunity. As explained in Appendix C , the Generalized Logi t
model derives from a random utility maximization model in which
individual choices can be described only in probabilistic terms.
Consequently, regardless of whether an individual actually
chooses the specific fishing alternative on a particular fishing
trip, there is some probability that he mi;rht select it and,
therefore, he derives some benefit from ~ts existence when
making his fishing choice.

A direct link existspetween the probability o~selecting a
site and its benefit. It can be shown that the higher the
probability of selecting an alternati~e, the greater the benefit
from its existence. The benefit is measured in terms of the
maximum amount of money the individual would be willing to pay
to ensure that the alternative is available whenever he makes a
fishing choice. We therefore obtain an estimate of benefit per
choice occasion, i.e., per fishing trip to any site, not just
per trip to the particular site of interest. Because our resi­
dent angler model is estimated on a weekly basis, the benefit to
an individual is the beneflt per choice occasion during that
week, multiplied by the predicted number of trips (choice oc­
casions) that week. The total benefit for the entire summer
recreation season is the sum of the weekly benefits over the
season.
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Abstracting for a moment from the no-fishing alternative
and from the number of fishing trips taken in a week, the ele­
mental alternatives are the choice of subspecies r of macro­
species s at site i. From equation (4bl in Appendix C, the
component of the individual's utility function associated with
this choice is V. t' Considering all sites and all species,
there are about :lj(fb such elemental alternatives in any given
week. For convenience, we simplify the subscripts here and
rewrite these terms as VI, •• , V300 •

Suppose we want to estimate an individual's WTP for the
first alternative. Let... (r I be the probability that the
individual selects that al\:~rn1tive in week t, regarded as a
function of r,. It can be shown that the individual's expected
WTP per choice occasion to ensure the availability of that
alternative, denoted Cl ' is given by:

= (17)

where n is the income coefficient associated with the alterna­
tive. Fora Generalized Logit model, it can be shown that this

.reduces to

In

G(O, , .. ,

(18a)

(18b)= 1
nl

where IF,t: is the. (baseline) linclusive value index when the
alternati~e is available and I F is the inclusive value recom­
puted with that alternative el~rliinated. That is, the WTP per
choice occasion can be shown to be equal to the change in inclu­
sive value divided by the marginal utility of money (0). In the
case of a standard logit model, equations (18a,bl reduce to

Cl = In(l-"'lt)/Ol

which is the formula originally derived in Hanemann (1985).

(19)

Complications occur where two or more alternatives are
valued simultaneously (e.g., king salmon fishing at several
sites, or fishing for several species at a single site or group
of sites). To illustrate, suppose we want to value alternatives
number 1 and 2. It can be shown that the expected WTP per
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choice occasion to ensure the availability of both alternatives,
denoted C12 ' is given by

(20 )

where 11 2 is the income coefficient associated with alternative 2
and "2 t..(V2 ) is the probability of selecting that alternative
regaraea as a function of V2 , With a Generalized Logit model,
it can be shown that the formula becomes

where Gl (') and G2 (·) are the partial derivatives of G(·) with
respect to its first and second arguments. If alternatives 1
and 2 together form a separate branch of the decision tree

. (Figure 8-1) --for example, these alternatives could comprise a
separate sUbspecies or macrospecies--and 111 = 11 2 = 11 12 , this
formula reduces to

(22)

where " 12t is the probability of selecting that branch, Other­
wise the ~ntegrals in (21) require numerical integration. This
integration can be performed but requires a significant program­
ming effort because of the large data set and the complex nest­
ing structure. It can be shown that

(23)

i.e" the value of alternatives 1 and 2 taken together is larger
than the sum of the values of each al ternative separately.
Because the values of individual alternatives can readily be
calculated from (lSb) or (19), we computed C + C as a lower
bound on the true value C12 , A similar probeduri is used to
approximate the values of groups of three or more elemental
alternatives simultaneouslY,
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To summarize, we obtain estimates of the value of single
elemental alternatives from the formula in (18), while we ap­
proximate the value of groups of alternatives by summing the
values of the individual elements in the group, as in (23). To
simplify the computations we use a weighted average of the
individual income coefficient as the marginal utility of income
in all of the computations. This yields estimates of values per
choice occasion in a given week, t. These are multiplied by the
predicted number of choice occasions (fishing trips) in that
week to give the total value per week. The value for the season
as a whole is the sum of the weekly values. These values are
computed for individuals residing in each origin zone and ag­
gregated over all origin zones to give the total value for all
Alaska resident anglers. The average per choice occasion and
aggregate values for the sites/species combinations identified
as study objectives (Table 1-1) are shown in Table 8-10.

Winter Sport Fishing

The analysis of winter sport fishing was performed using
data collected in QI and pooled over the winter season. Of the
1,110 respondents to QI, 270 (24.3 percent) indicated that they
had made at least one sport fishing trip between November 1,
1985 and April 30, 1986. Overall, these respondents made 1,508
trips, or about 5.6 trips/winter fishing household•.These trips
were taken to approximately 180 different sites. Of these
sites, seven fishing areas comprising 31 sites accounted for 677
(44 perpent) of the fishing trips. These fishing areas and
corresponding sites are shown in Table 8-11.

A logit model was used to analyze the demand for sport
fishing at the seven fishing areas. The total number of trips
used in the analysis was 569. The main explanatory variable
used was the travel cost from the individual's home to the
fishing area, computed as the product of the individual's trip
cost per mile and the mileage from the individual's origin zone
to the area. Approximate mileages from the origin zones to each
area are shown in Table 8-12. The trip cost per mile varied
from individual to individual and was computed from the ques­
tionnaire responses. A typical cost to travel to the fishing
area was approximately $0.15/mile.

where

The logit model fitted to the data was:

~i = Pr {select site i for winter fishing} =
v.

e ~

v.
Ee ~

(24)

= a. - 0.0744 (round trip travel cost to site i)
~ (13.49) *
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Table 8-10. Net Willingness-to-Pay (WTP) Estimates for
SUi:rrner Sport Fishing Opportunities

Site/Species1

1. Gulkana River - all species
Gulkana River - grayling

4. Little SUsitna River - king salmon
Little SUSitna River - silver

sallron
5. Big Lake - Fai.nbow trout
8. Anchorage area lakes - rainbow

trout, land-locked salmon
11. East SUsitnaroadside streams ­

king sallron
East Susitna roadside streams ­

silver sallron
13. Lake Creek - all species
14. West Susitna streams - king salJron

West Susitna streams - silver
salmon

16. and 17. Kenai River - all species
Kenai River - king salmon (early ron)
Kenai River - king salmon (late ron)
Kenai River - silver salJron

(early ron)
Kenai River - silver salJron (late run)
Kenai River - red salmon
Kenai River - ra.inbcM trout

18. Russian River - red salJron (early run)
Russian River - red sallron (late ron)

20. !J::Jiter Kenai streams - all species
!J::Jiter Kenai streams - king salmon

22. Deep Creek Marine - halibut
Deep Creek Marine - king salmon

23. Kachernak Bay - halibut -
24. Resurrection Bay - silver salmon

Average Net WTP 2 Aggregate
Per Choice OCcasion Net WTP

$ 2.58 $ 1,834,000
0.49 346,000
1.86 1,323,000

0.82 583,000
1.61 1,141,000

3.00 2,127,000

0.81 576,000

1.02 726,000
1.20 852,000
1.66 1,180,000

. 0.65 485,000
21.47 15,241,000
5.69 4,038,000
3.49 2,477,000

3.58 2,541,000
2.32 1,645,000
2.41 1,711,000
0.97 688,000
3.00 2,130,000
0.30 211,000
2.77 1,970,000
0.71 503,000
3.32 _ 2,357,000
1. 76 1,253,000
7.56 5,364,000
1.27 902,000

~ Refer to Table 8-2 and 8-3 for site descriptions.
Derived by dividing the aggregate net WTP estimates by 709,951 total choice
occasions over the season.

Note: Net WTP values were not estimated for campbell Creek - rainba.v trout,
Talachulitna River - rainbc:1,.; trout, or Lower Kenai streams - steelhead
because of insufficient data.
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Table 8-11. Winter Fishing Areas and Corresponding Sites

Fishing Area Sites Number of Trips
Reported Used

Big Lake Big Lake 127 105

Kepler Canplex Kepler, Bradley, Echo, 71 67
wng, and Matanuska Lakes

Anchorage Area Lakes Six Mile, Jewel, Sand, Fire, 89 76
other, Clunie, Triangle, Unnamed
Lake/E1n'endorf AFB, Taku, Cheny,
Beach, and Fish Lakes

Lakes Wuise, Susitna, Lake Wuise, Lake Susitna, 95 70
Tyone Lake Tyone

Kenai Peninsula Hidden Lake, Engineer Lake 56 32
Skilak Lake, Jeans Lake,
watson Lake

Fairbanks 1 Chena Lake, Harding Lake, 145 129
Birch Lake

Fairbanks 2 Quartz Lake 94 90
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Table 8-12. Approldroate One-Way Distances fin Miles) fran
Origin Zones to Winter Fishing Areas

Fishing Area

Lakes louise,
Kenai1 Fa.i.J:Panks2 Fai.rbanks3Kepler i\nchDrage Susitna,

Origin Zones Big Lake Calplex Area Lakes and Tyone Peninsula 1 2

1.. Haler, seldovia 270 275 225 400 130 550 510

2.. Anchor Point, 245 250 200 375 105 575 535
Nini1cltik

3. Clam Gulch, Kasilof 210 215 165 340 70 540 500

4.. Kenai, Nikiska 205 210 160 335 60 535 495

5. Soldotna, sterling, 195 200 150 320 50 470 430
Coq;>er landing

6 .. ~, Mcose Pass 170 175 125 300 45 450 410

7. SW Anchorage Area 60 65 10 190 95 390 350

8. SE Anchorage Area 55 60 10 180 95 380 340

9. 1M Anchorage Area 45 50 10 175 110 375 335

10. NE Anchorage, Eagle 35 40 10 165 110 365 325
River

11 .. Pa.1IIer, Sutton 25 5 50 115 150 355 315

12. Wasilla 10 15 140 130 140 340 300

13. Big Lake, Will"", 40 45 70 160 170 310 270

14. Talkeetna,' Trapper 85 90 115 205 215 280 240
creek

15: Glennallen 160 140 185 40 285 285 245

16. Fai.tt>anks 330 340 365 285 460 40 80

1 Includes Hidden Lake,. Engineer Lake, Skilak: Lake, Jeans Lake, Watson Lake.

2 Includes Clena Lake, llardinq Lake, Birch Lake.

3 Qclartz Lake
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and the intercepts vary by site as follows:

eli =

-2.20
(-5.87)

-2.65
(-6.91)

-3.15
(-7.46)

-0.21
(-0.69)

-0.78
(-2.42)

-0.37
(-6.58)

0.0
(normalized)

*t-statistic

for Big Lake

for the Kepler Lake Complex

for the Anchorage Area Lakes

for Lakes Louise, Susitna, and Tyone

for the Kenai Peninsula

for Fairbanks 1

for Fairbanks 2

As described in the previous section, Hanemann (1985) shows
how measures of an individual's willingness to pay ("consumer's
surplus") for the opportunity to fish at a particular fishing
area can be derived from a logit model such as (25). The formu­
la is a. function of the price coefficient--in this case -0.0744
--and the individual's predicted probability of selecting the
given area:

(26)

0.0744

The quantity WTP. is the amount that the individual would be
willing to pay (aver and above his actual expenses) to ensure
the availability of the a*ea each time he goes on a sport fish­
ing trip during the winter. WTP is, therefore, a measure of
value per trip--not per trip to this particular area, but per
trip to any winter fishing area. Accordingly, we refer to WTP.
as the willingness to pay "per choice occasion." ~

The higher 1f., the greater the probability of selecting
this area when a ~rip is made and, correspondingly, the greater
the value that is placed on this area. Since travel costs vary
by individual, the WTP. values vary by individual. Estimates of
WTP. for individuals trom different origin zones to the four
are~s identified in the list of study objective sites (see Table
1-1) are shown in Table 8-13.
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Table 8-13. Estimated Willingness to Pay (WTP) per Choice Occasion for Winter Fishing at
Selected Sites in Southcentral Alaska, by Origin of Residence

--
Fishing Area

Anchorage Lakes IQuise,
Big Lake Kepler CUlI£?lex Area Lakes SUsitna, Tyone

Origin Zone Mean Median Mean Median Mean Median Mean Median

3. Clam Gulch, Kasilof $0.35 $0.35 $0.19 $0.19 $0.52 $0.52 $0.53 $0.53

4. Kenai, Nikiska 1.44 1.15 0.83 0.66 1.14 1.06 1.54 0.70

5. Soldotna, Sterling, Cooper 0.47 0.03 0.27 0.02 0.38 0.10 0.67 0.00
Landing

6. Seward, Moose Pass 0.05 0.05 0.03 0.03 0.19 0.19 0.00 0.00

7. SW Anchorage 4.02 4.39 2.08 2.25 8.39 8.32 1.26 0.66
0:>
! 8. SE Anchorage 4.41 4.37 2.33 2.37 5.63 5.03 2.28 2.06w

f-'

9. NW Anchorage 4.48 4.65 2.37 2.53 4.17 3.19 2.96 3.33

10. NE Anchorage, Eagle River 5.77 6.15 2.99 3.15 3.72 4.02 2.41 1.81

11. Palmer, Sutton 4.66 4.09 4.77 3.66 0.91 0.91 5.38 6.81

12. Wasilla 5.54 4.89 2.65 2.68 0.86 0.97 5.45 6.16

13. Big Lake, Willow Creek ~0.68 11.03 4.29 4.79 0.85 1.06 1.68 0.83

14. Talkeetna, Trapper Creek 6.80 6.80 3.44 3.44 1.07 1.07 2.55 2.55

16. Fairbanks 0.02 0.01 0.01 0.00 0.00 0.00 0.20 0.10

ALL ORIGINS $3.03 $4.09 $1. 79 $2.18 $2.22 $0.90 $1.94 $0.88

Note: No residents reporting trips' fran origin zones 'I, 2, and 15.



As suggested by the results in this table, each fishing
area caters to residents of different origin zones. It appears
that, on the whole, Alaska residents do not travel long dis­
tances for winter fishing but instead tend to visit relatively
local sites. Consequently, for residents of a given origin
zone, a few areas are valued very highly for fishing, whereas
the other areas have a relatively low value. Big Lake, the
Kepler Complex, and Anchorage area lakes are valued primarily by
residents of the Anchorage area, whereas Lake Louise, Susitna,
and Tyone are valued primarily by residents of Glennallen.

The number of sport fishing households in the region of
interest (areas I, K, L, M, and N) is 70,244. Of these house­
holds, 24.3 percent are estimated to participate in winter sport
fishing. Based on 5.6 trips per winter fishing household,
95,600 trips (or choice occasions) are estimated.

Multiplying this number of choice occasions by the mean
WTP. values in Table 8-13 yields an estimate of the annual net
willingness to pay for each winter fishing area by Alaska resi­
dents. These values are reported in Table 8-14.

Nonresident Anglers

Demand and Net· Willingness to Pay for Alaska Sport Fishing
Opportunities

The travel cost method and a contingent valuation survey
were used to estimate the net willingness to pay of nonresidents
for sport fishing opportunities in southcentral Alaska. These
approaches are described below.

Travel Cost Method. The survey of nonresident anglers
provided data on the choice of sport fishing sites. and spec~es

during a single fishing trip to Alaska--the. most recent trip
taken by the respondent. This trip could have been taken in any
year between 1983 and 1986, and in any period during that year.

A number of respondents visited more than one site or
fished for more than one target species on their trip. To
analyze their site and species selections, the survey responses
were examined and, in each case, a primary fishing site and
species were determined. The criteria used to determine the
primary site/species, in ,order of importance, are described
below.

The predominant factor in selecting a primary site and
species was the number of days spent fishing at a site. If the
respondent indicated that he stayed at a particular site signi­
ficantly longer than at any other site, that site was designated
as the primary site. A second important factor used in select­
ing primary sites was the distance of sites visited from the
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Table 8-14. Annual Net Willingness to Pay (WTPj for
Winter Sport Fishing at Selected Fishing

Areas in Southcentral Alaska

Fishing Area

Big Lake

Kepler complex

Anchorage area lakes

Lakes Louise, Susitna, Tyone

8-33

Annual Net WTP

$289,700

171,100

208,400

185,500



point of entry into Alaska. Sites located further from the
point of entry were generally assigned as the primary site if no
significant difference was found in days fished at the sites
visited. In cases where sites visited were about equidistant
from the point of entry, species selection and the use of guide
services were considered. The selection of salmon and halibut
as a target species and the use of guide services at a site were
criteria used to assign that site as a primary site. Altoge­
ther, sufficient data were available to analyze 26 separate
site/species sport fishing activities; these site/species com­
binations are shown in Table 8-15.

Nonresidents' choice among these alternatives was analyzed
using a standard logit model. The sample included nonresidents
who had sport fished in Alaska between 1983 and 1986. The main
explanatory variable used in the analysis was round trip travel
cost from the respondent's place of residence (outside Alaska)
to the respondent's primary Alaskan site. These costs included
three components: fixed, quasi-fixed, and variable costs.
Fixed costs were calculated using round trip air fares from the
largest city in each respondent's state .(or country) to the
Alaska point of entry. Quasi-fixed costs included expenditures
reported for camping, hotels, guides, and/or car rental, where
applicable. variable costs included transportation costs to
sites based on either a cost per mile for motor vehicles (e.g.,

·$0.12/milefor cars, $0.24/mile for RVs) or local airfares.

Because trips by nonresidents occur relatively infrequently
and are. generally planned in advance, these trips were con­
sidered less responsive to fluctuations in fishing quality than
trips made by resident anglers. Consequently, an index of
fishing quality for each site/species alternative was not devel­
oped for the analysis; instead, a separate intercept that cap­
tures both differences in preferences, and differences in quali­
'ty among these alternatives was estimated for each site/species
alternative. The fitted logit model is:

rr = Pr {nonresident selects site/species il

where:

=
v.

e ~

26 v.
1: e J
1

v. = a ­
~

0.002817 round-trip travel cost
(-12.95)

Restricted Log Likelihood: -2540
Maximized Log Likelihood: -1999

The estimates of the intercepts, a., together with the t-statis­
tics are presented in Table 8-15. ~
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Table 8-15. Paraneter and Net Willingness to Pay (Wl'P) Estimates
fn:rn the Nooresident Angler Demand Model

~ate

Estimate Mean WI'P,
~Area/Site/species of III . T-Statistic Per Choice occasion

Southcentral Alaska

All sport fishing NA NA $305.13 $30,385,100
King salJron (all sites) NA NA 88.49 8,811,900
Halibut (all sites) NA NA 35.41 3,526,200
Razor clams (all sites) -2.877 (-6.83) 2.70 268,900

Kenai River
King saJ.ron 0 (normalized) 53.83 5,360,400
Silver salmon -1.145 (-5.87) 16.12 1,605,200
other species -1.560 (-6.77) 10.50 1,045,600

Russian River - red salmon -1.754 (-7.18) 9.11 907,200

I.aoIer streams in the Kenai Peninsula - -2.265 (-7.13) 4.98 495,900
all species

Deep Creek Marine
King saJ.ron -2.429 (-6.97) 4.06 404,300
Halibut -2.835 (-6.73) 2.70 268,900

Kachanak Bay
Halibut -Q.445 (-2.71) 27.20 2,708,600
Other species -2.308 (-6.62) 4.07 405,300

Resurrection Bay
Silver sal,,1on -2.350 (-7.08) 4.52 450<100
Other species -1. 763 (-6.89) 8.19 815,600

other Kenai Peninsula - all species -2.190 (-7.43) 5.89 586,500

Little Susitna River - all sal.m:m -2.458 (-7.40) 4.52 450,100

west side SUsirna streams
King salron -1.534 (-5.15) 5.87 584,500
Other species -1.701 (-5.31) 4.96 493,900

East side Susitna roadside streams - all salIron -2.947 (-6.99) 2.70 268,900

Glennallen area - all species -2.364 (-7.12) - 4.52 450;100

Anchorage area - all species -2.263 (-7.67) 5.89 586,500

Prince William Scund - all SfeCies -1.396 (-6.05) 10.50 1,045,600

Scutheast Alaska

Juneau area
Marine - all species -0.553 (-2.84) 18.20 1,812,400
Roadside - all species -1.995 (-5.68) 4.19 417,200

Other soot..~st {including other fresh",.;ater - 1.662 (11.12) 104.37 10,393,300
Juneau} - all species

So.:.rttr"''est Alaska

All sport fishing 1.759 (8.95) 43.53 4: ,334 ,800

Other Alaska

Fairba.n.ks area - all species ·1.324 (-5.93) 11.45 1,140,200
Other - all species 0.871 (3.56) 15.27 1,520,600

1 Based on 99,581 hoosehold trips (Le., *choice occasions") m.ade in 1986
NA =: Not applicable because no pararreter is estimated.
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This model of site/species selection is conditional on
nonresidents making a fishing trip to Alaska. Accordingly, the
surplus values derived from this choice model using the methodo­
logy of Hanemann (1985) are values per nonresident trip to
Alaska. The formula is:

(27)

.002817

where .002817 is the coefficient on price (Le., round trip
travel cost).

The quantity WTP is the amount that a nonresident angler
would be willing to pay (over and above his actual expense) to
ensure the availability of a particular site/species alternative
(or set of alternatives) whenever he makes a sport fishing trip
to Alaska, and ~ is the probability that he would select that
particular alternative (or set of alternatives). The quantity
WTP was calculated for each respondent in the sample; mean
values per choice occasion, and for the 1986 season as a whole,
are reported in Table 8-15.

Contingent valuation survey. For nonresidents a discrete­
response contingent valuation survey was conducted of the type
originally developed by BishOp and Heberlein (1979) and subse­
quently analyzed by Hanemann (1984, 1985). Respondents were
asked whether they would have made their most recent trip to
Alaska if the cost had been higher by varying amounts. Each
survey included one of two sets of cost increases: either $100,
$200, $400 or $150, $300, $600.

Three groups of nonresident anglers were used in the analy­
sis. Group 1 consisted of all respondents, regardless of trip
destination. Group 2 consisted of respondents whose primary
destination (see explanation above) was to a site within south­
central Alaska. Group 3" consisted of respondents whose primary
destination was to a site outside southcentral Alaska. The
proportion of respondents in each of these groups willing to pay
the additional increment of transportation costs are shown in
Table 8-16.

A probit model was then fitted to these data. For group 1,
the model yielded the following results:

Pr {Willing to pay an extra $A to visit Alaska} =

• (5.85Y - 1.087 In A)
(21. 97) (-22.41)

where A is the increment of increased transportation costs and
the t-statistic is in parentheses. (This equation produces a Z
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Table 8-16. Results of the Nonresident Angler
Contingent Valuation Survey

Proportion of Respondents Willing to
Pay This Arn:Junt

Amount Increase
in Transportation Costs

Sample
Size Actual Percent

(%)
Predicted Percent

(%)

00
I

W
~,

GROUP 1 - All Respondents

$100 427 78 80
150 387 69 66
200 ,

427 53 54
300 387 38 36
400 427 24 25
600 387 15 14

GROUP 2 - Primary Site within SOUthcentral Alaska

$100 204 77 79
150 207 64 64
200 204 51' 51
300 I 207 35 34
400 204 22 24
600 207 14 12

GROUP 3 - Primary Site Outside Southcentral Alaska
,

$100 223 80 82
150 180 73 68
200 223 55 56
300 180 42 38
400 223 23 27
600 180 14 15



score, which is then converted to a probability using a normal
probability distribution.)

For groups 2 and 3 in which a primary destination was
specified, the model yielded the following results:

Pr {Willing to pay an extra $A to visit Alaska} =

5.907
(22.03)

1. 087 InA
(-22.39)

0.1103 (SC dummy)
(-2.01)

where A is the increment of increased transportation costs and
SC dummy is a dummy variable taking on the value 1 if the pri­
mary site is in southcentral Alaska, and 0 otherwise. (As
above, this equation produces a Z score, which is then converted
to a probability.)

The predicted probabilities using these models are also
shown in Table 8-16. Using these probabilities and the method­
ology developed by Hanemann (1984, 1985), the median and mean
values of nonresidents' net willingness to pay for sport fishing
in Alaska can be calculated. For the entire sample of nonresi­
dents, regardless of site (group 1), the median and mean values
are $217 and $332, respectively. For nonresidents whose primary
site destination was in southcentral Alaska (group 2), the
median and mean net willingness to pay values are $207 and $315.
For nonresidents whose primary site destination was outside
southcentral Alaska (group 3), the median and mean values are
$229 and $349. These estimates are consistent with the results
from the travel cost model which implies a mean value of $305
per trip for sport fishing in southcentral Alaska.

Economic Impacts

Overview

The main objective of this analysis is to estimate the
total economic impact associated with sport fishing in south­
central Alaska. This economic impact is described in terms of
sales, employment, and income, and is disaggregated primarily
into three geographic divisions: Anchorage area, Kenai Penin­
sula, and the rest of Alaska. Economic impacts to areas outside
Alaska also are estimated, but impacts to particular areas
beyond the state's boundaries are not specified.

Input-output (I-O) methodology is used to perform this
analysis, as it is well-sui ted to consideration of total (as
opposed to direct) economic impacts. The methodology also
provides a straightforward way to further disaggregate impacts
in terms of industrial sectors. Three separate I-O models are
employed (Figure 8-2):
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FIGURE 8-2. ECONOMIC IMPACT ANALYSIS LINKAGES: SURVEY DATA, MODELS, IMPACT ESTIMATES
. ---- -,--_.
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o 1-0 model I provides estimates of total economic impacts
(direct, indirect, and induced) for the Anchorage area
and Kenai Peninsula. (These areas correspond to the
respective boroughs.) This model has three parts. In
the first part, the only input is angler spending in the
Anchorage area : only sales, employment, and income
impacts on Anchorage businesses and workers are con­
sidered. The corresponding single-area second part
deals with inputs and impacts only to and on the Kenai
Peninsula. The third part considers both the Anchorage
area and Kenai Peninsula together. Angler spending in
either locale is input to the model, and the overall
economic impacts to the two-area region are considered.
To the extent that economic linkages exist between the
Anchorage area and the Kenai Peninsula, these impacts
are greater than the sum of impacts derived from the
first two parts. Allocation of these excess effects to
each of the two areas is performed with a related
procedure.

o 1-0 model 2 examines effects on the rest of Alaska.
Angler spending elsewhere in Alaska--outside the
Anchorage-Kenai Peninsula region--is input to the model.
Sales, employment, and income impacts to th~se remaining
Alaska areas are the results of interest here. A model
of the Fairbanks area serves this purpose.

o 1-0 model 3 takes· as input the sum total of a year I s
worth of southcentral Alaska angler spending and,
following subtraction of the results from 1-0 models I
and 2, provides estimates of economic impacts that
result in areas outside Alaska.

The analysis involves three main ~teps, each of which is
described more fully in the following sections. In the first
step, southcentral Alaska angler spending is quantified by
extrapolation of responses from the resident and nonresident
angler surveys. These spending estimates, specific to business
type and geographic area, are used as the final demand changes
(direct effects on sales) that are input to the I-O models. In
step two, the I-O models are prepared. Input-output accounts of
the United States economy comprise model 3, and both primary and
secondary data sources are used to "regionalize" these U. s.
interindustry relations to bring them into conformity with the
areas covered by the other models. The I-O models are then
applied in step three. Here the final demand changes attributed
to southcentral Alaska sport fishing, quantified in step one,
are input to the models prepared in step two. Estimates of
impacts on total sales, employment, and income for each of the
various geographic divisions are obtained in this step.
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Quantifying Angler Expenditures

All spending by anglers in support of sport fishing in
southcentral Alaska during the 1986 season must be accounted for
to accurately estimate the economic impacts of interest. The
resident angler sample represents the nearly lOS, 000 fishing
households in the region extending from the Fairbanks area
through the Kenai Peninsula. These households accounted for
more than three-fourths (76.4 percent) of the fishing households
in the State of Alaska in 1986. Together with about 2,200
fishing households in the Prince William Sound area, these
angling households account for nearly all of the approximately
930,000 fishing trips made by resident anglers to southcentral
Alaska sites that year, and for about 70 percent of all resident
fishing trips in the state. The nonresident angler sample
represents all of the out-of-state anglers participating in
sport fishing in Alaska during 1986. These nonresident anglers
spent more than 200, 000 days fishing at southcentral Alaska
sites during 1986, equivalent to 52.5 percent of all nonresident
fishing days in the state. Overall spending estimates--in­
elUding both resident and nonresident anglers fishing in south­
central Alaska--are prepared on the basis of the two samples.

Resident anglers were asked to identify their "household' s
total fishing-related expenditures" over the course of 1 year
(October 1985-September 1986). About half of these anglers
detailed their spending by type of business and for businesses ­
in Alaska only. These respondents provided spending estimates
according to the area in which purchases were made--Anchorage
area, Kenai Peninsula, Juneau area, and other Alaska. The rest
of the resident angler sample detailed their spending by type of
good or service, and not only broke down the estimates by the'
four Alaska regions but also listed spending made outside the
state. For this analysis, average annual household spending
profiles for the resident anglers were prepared separately for
residents of the Kenai Peninsula (Table 8-17), Anchorage area
residents (Table 8-18), and Fairbanks area. residents (Table
8-19) •

Instead of a full year of purchases, nonresident angler
households were asked to estimate their fishing-related expendi­
tures made for or during their most recent trip to Alaska in
which they sport fished (Table 8-20). Similar to the resident
anglers, however, about half of the nonresidents detailed their
Alaska-only expenditures by business type, and the rest detailed
their spending (in and out. of Alaska) by type of commodity.

Both profiles of spending by business type and the profiles
by commodity type are useful for the analysis. Without excep­
tion, the profiles show that anglers estimate higher total
expenditures when these are detailed by business than when
detailed by commodity type. In all likelihood, the estimates by
business type reflect some spending that is not associated with
sport fishing, and thus are systematically biased upward. The
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Table 8-17. Kenai Peninsula Resident Angler _sebo1ds ­
Average Annual Sport Fishing-Related Spending

A. SPEmING BY BUSINESS TYPE

Average Total toeation WheIe the~ Was Spent
Spending

Fairbanks(OCt. 1985- = Anchorage + Kenai + Juneau +
Type of Business in Alaska Sept. 1986) Area Peninsula Area & Other AI<

" t>epartlrentlsporting gocd stores $194.22 $17.43 $179.03 $0.00 $1.32
Lodging places 11.45 0.00 16.23 0.00 0.00
!'klil order cata1o:JUes 54.34 0.00 28.96 0.00 0.00
Retail food and liquor stol':es 170.01 30.26 140.97 0.00 6.58
Retaurants 77 .89 5.26 69.81 0.00 5.26
Service stations 150.25 8.55 136.51 0.00 9.87
'I'ran5.p:)rtation (e.g., air taxi operators,

travel agencies, airlines, etc.) not
including guide business - 21.02 0.66 14.87 0.00 7.24

Guide businesses 9.46 0.00 10.19 0.00 0.00
Fish pack.ing/pro:essing businesses 7.49 0.00 7.92 0.00 0.00
t-urine boats and accessory stores 401. 75 10.46 266.23 0.00 0.00
Other businesses , 34.94 0.13 37.53 0.00 0.00

TOTAL I $1,132.82 $72.75 $908.25 $0.00 $30.27

00
B. SPEmING BY TYPE OF aM1roITY

I

"" Average Total toeatien Where the~ Was SpentN
Spending

(Oct. 1985- = Anchorage + Kenai + Juneau + Fairllanks + Outside
Fishing-related Expenditures Sept. 1986) Area Peninsula Area & Other AI< AI<

Food aOO. beverages $137.16 $7.70 $115.41 $0.00 $9.46 $5.41
Hotels/lcx.iges/ca:mpgrcml:ds 11.84 0.00 10.30 0.00 0.00 0.00
Cabin/campsite iIrproverents 13.77 0.00 14.32 0.00 0.00 0.00
Tackle/gear/clothing 138.25 6.49 111.89 0.00 0.00 18.38
Equipnent rental 10.13 '0.14 3.92 0.00 0.00 0.00
Fish processing 7.56 0.95 9.22 0.00 0.00 0.00
Licenses 17.25 0.54 16.12 0.00 0.00 0.68
Guide/access fees 13.44 0.00 8.99 0.00 0.00 0.00
l'btor vehicle-related expenses 78.25 3.38 66.96 0.00 6.76 0.68
Boat-related expenses 115.70 1.35 82.55 0.00 1.35 35.14
Place-related expenses 11.69 3.38 8.78 0.00 0.00 0.00
Insurance 92.66 0.00 69.39 0.00 0.00 27.03
Package fishing trips

"

6.49 0.00 6.76 0.00 0.00 0.00
Other expenses . 16.17 0.00 14.12 0.00 0.00 2.70

TQTI\L $670.36 $23.93 $538.73 $0.00 $17.57 $90.02

Note: Total may not add up, due lx>th to rOllrding and to missing resPonses in the locational brea.kdaom., ,



Table 8-18. l\nchorage /\rea Resident Angler llooseholds ­
Average Annual Sport Fishing-Related Spending

A. SPENDIlXl BY BUS!NESS TYPE

Average Total Location Where the~ Was Spent
Spending

(Oct. 1985- . Anchorage + Kenai + Juneau + Fairbanks
Type of Business in Alaska Sept. 1986) Area Peninsula Area & other AK

.' lJ<.>parttrent/sporting good stores $162.44 $127.22 $15.66 $O.ll $7.92
L:d.ging places 38.89 4.51 18.66 O.ll 15.01
t-1ail order catalcgues 45.37 25.35 3.17 0.00 2.76
Retail foed and liquor stores 173.94 115.09 35.87 0.00 14.64
Retaurants 85.18 23.51 46.16 0.39 13.47
Service stations 175.00 94.42 54.71 0.00 20.40
Transportation (e.g. t air taxi operators

travel agencies, airlines, etc. J not
including guide business - 70.31 37.62 5.16 0.00 10.04

Guide businesses 29.35 3.44 25.63 0.00 4.73
Fish packing/processing businesses 8.77 5.08, 2.86 0.00 0.11
l\larine !:x:lats and accessory stores 147.90 104.62 25.66 0.00 6.90
Other businesses 37.81 28.33 5.11 0.00 2.43

'rorAL $974.96 $569.19 $238.65 $0.61 $98.41

CO B. SPENDIlXl BY TYPE OF CX1>MlDI'IY
I

""w
Average Total Location Where the Money Was Spent

Spending
(Oct. 1985- • Anchorage + Kenai + Juneau + Fairbanks + Outside

Fishing-related Expenditures sept.' 1986) Area Peninsula Area & other AK AK

Focxl and beverages I $204.37 $99.60 $70.34 $1.28 $16.03 $0.65
llote1s/1cdges/canpgroonds 49.27 4.95 26.80 0.22 18.32 0.00
Clbin/canpsite irrproven?..nts 91..10 73.97 17.36 0.09 4.95 0.00
Tackle/gear/clothing ll2.74 86.17 15.06 0.07 5.13 1.95
Equipnent rental 4.77 6.07 4.34 0.55 0.02 0.00
Fish processing 5.61 3.86 1.71 0.00 0.00 0.00
Licenses 17.79 13.95 1. 79 0.00 0.60 0.97
Guide/access fees 20.93 3.66 11.79 2.20 4.54 0.00
Motor vehicle-related expenses 98.59 49.16 37.60 0.37 9.87 0.44
Boat-related expenses 95.90 33.95 25.15 0.00 4.28 0.00
Place-related expenses 65.79 49.79 4.96 0.37 8.06 0.00
Insurance 60.11 41.44 6.70 0.00 12.60 0.00
Package fishing trips 17.45 3.11 9.93 0.00 1.83 0.00
Other e>--petlses 21.36 9.36 7.36 0.00 1.28 0.00

= $865.78 $479.04 $240.89 $5.15 $87.51 $4.01,

Note: Total may not add up, due both to roorxllng and to missing responses in the locationsl breaJ<d:7,m.



Table 8-19. Faitbonks Area Resident Angler Households ­
Average Annual Sport Fishing-Related spending

Note: Total may not add up, due both to rounding and to missing responses in the locatiooal breakdown.



Table 8-20. Nonresident Angler Households Fishing in Southcentral Alaska - Average
Sport Fishing-Related Spending Per Trip to Alaska

Package fishing = 225.31 42.62 156.53 0 4.65 21.51

Guiding fees 56.51 26.92 22.97 0 6.63 0

Transportation ~'ithin Alaska 121.69 60.29 35.81 0 16.28 9.30

Fishing-related clothing 32.10 12.94 5.23 0 0 13.93

Tackle/fishirq gear/equitm="t 54.31 25.40 19.97 0 2.79 6.16
rental

Foc:d and beverages 180.98 74.64 78.95 0 19.36 5.81

Lcdging/carrping fees 77.45 27.55 27.87 0 12.73- 9.30

Fish processing/packaging/halt 34.70 _15.14 18.74 0 0.81 0

Other fishing/related expenses 35.74 25.10 9.65 0 0.99 _0_

= $818.791 $310.60 $375.72 0 $64.24 $66.01

Nt;,te: Totals rnay not add. due both to rcx..md.ing and to missing responses in the lceatio.'1al bre.akdc:JW!1~

1 Does not include SfX!rt fishing-related transportation costs to and fran Alaska 'Which averaged $550.65 per
angling hoose..7Jld. Refer to text for fu...·L.her information on flo.,; this value was derived and use:i.
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commodity type spending estimates, therefore, are used in this
analysis, to measure the magnitude of spending by each group of
anglers. These commodity type estimates also provide the only
means available for measuring purchases made outside the state.
The business type spending estimates, on the other hand, are
more concordant with the industrial sector structure of the 1-0
models. The relative expenditures by business type provide a
convenient way to allocate angler spending profiles to indus­
trial sectors.

Total spending estimates are derived from these survey data
for seven key industrial sectors for input to the 1-0 models.
First, the "leakages" from Alaska are estimated from the commod­
ity type spending profiles (Table 8-21). Next, per household
spending patterns are derived by using the total spending esti­
mates from the commodity-type profiles and proportionately
allocated to industrial sectors and key geographic areas-­
Anchorage area, Kenai Peninsula, other Alaska, and outside
Alaska -- by reference to the business type profiles. In the
next step, these spending patterns per household are multiplied
to reflect the impact of all resident fishing households in each
region and all nonresident household fishing days at south­
central Alaskan sites (derived from Mills 1987). The 2,189
fishing households in the Prince William Sound area (J). are
included with the 11,605 Kenai Peninsula fishing households
(area P) in the total spending estimates by residents of that
region (Table 8-22). The Anchorage area resident spending _
estimates (Table 8-23) include 69,983 fishing households (areas
I,K,L,M,N), and the sport fishing-related spending of 23,120
households are included in the estimates for Fairbanks area
residents (area U; Table 8-24). Summed, these three sources of
spending represent total expenditures of resident anglers in
support of sport fishing. The portion of their total spending
related specifically to fishing trips by each of these three
groups to southcentral Alaska sites is estimated using the
percentage of total fishing trips by each of these.three ~roups

to southcentral Alaska sites. These percentages are as follows:

Kenai Peninsula residents ­
Anchorage area residents
Fairbanks area residents

99 percent
95 percent and
42 percent.

Spending profiles for nonresident households are converted
to expenditures per fishing day (by recalculating the profiles
shown in Table 8-20, dividing each household I s trip costs by
reported numbers of days, spent fishing at each site) before
extrapolating to the population of these anglers. With the
exception of transportation costs to and from Alaska, total
sport fishing-related spending estimates for nonresident anglers
(Table 8-25) thus are prepared by multiplying these per day
expenditures times the number of household fishing days to
southcentral Alaska sites in 1986. This number was 129,845
days, calculated as 201,259 angler days (from the Statewide
Harvest survey) divided by 1.55, the average number of household
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Table 8-21. Percent of Sport Fishing-Related Spending OUtside Alaska, by
Angler Residence and by Industrial sector

Anchorage Kenai Fairbanks
Area Peninsula Area Non-

Industrial sector Residents Residents Residents Residents

1. Fish Packingl 0 0 0 NA
Processing

2. Boat Buildingl 0 29.2 0 NA
Repair

3. Passenger Trans- 0 0 0 2.0
portation

4. Retail Trade 1.0 9.2 2.3 9.5

5. Hotels and Lcdging 0 0 0 3.4
Places

6. Eating and Drinking 0.3 3.9 0.3 0.7
Places

7. Amusement/Recreation 0 0 0 0
Services (Guides)

TOTAL 0.4 11.2 1.1 6.4

NA '= Not available but considered minor.
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Table 8-22. Estimated 'It>t:al 1986 Season Sport Fishing-Related Sperding by
Kenai Peninsula Residents ('I'hcusarldS of Dollarsl

A. 'It>t:al Sport Fishing-Related Sperding

I.ocation of Spending

!ndustrial Sector
Kenai
Penin

Oltside
Alaska

Fish Packing/Processing $0 $72 $0 $0 $72

Boat Building/Repair $68 $1,724 $0 $738 $2,530

Passenger Transportation $6 $136 $66 $0 $208

F.etail Trade $468 $4,340 $147 $505 $5,460

!btels/Lodging Places $0 $148 $0 $0 $148

Eating/Drinking Places $46 $613 $46 $29 $734

Q:ddes ---l£ -ill ---l£ ---l£ -£!!
TOTl\L $588 $7,126 $259 $1,272 $9,245

B. Sperding Directly Attributable to Soothcentral Alaska Fishing

Location of Sp€:ndi.ng

Anchorage Kenai Other Oltside 'lbtal
Industrial Sector Area Penin Alaska Alaska" Sperrling

Piab Packing/Processing $0 $72 $0 $0 $72

Boat Building/Repair $67 $1,707 $0 $731 $2,505

Passenger Transportation $6 $135 266 $0 $207

Retail Trade $436 $4,297 $146 $500 $5,379

lbtels/Lo1ging Places $0 $147 $0 $0 $147

Eating/Drinking Places $46 $607 $46 $29 $728

Q:ddes -19. ..-..m. -19. ---l£ ~

TOI'l\L $555 $7,057 $258 $1,260 $9,130
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Table 8-23. Estimated 'lbtal 1986 Season Sport Fishing-Related Spending by
!\llchorage Area Residents ('lhoo5a!1ds of Dollars)

A. 'lbtal Sport Fishing-Related Speriling

location of Spending

Industrial Sector
Kenai
Penin

other
Alaska

Fish Packing/P:rocessing $339 $191 $7 $0 $537

Boat Building/Repair $6,990 $1,714 $461 $0 $9,165

Passenger Transportation $2,513 $345 $671 $0 $3,529

Retail Trade $25,819 $7,574 $3,192 $376 $36,961

lbtels/I.cdging Places $301 $1,247 $1,010 $0 $2,558

E:ating/llrinking Places $1,565 $3,073 $923 $19 $5,580

Q1ides $230 $1,712 ~ --1Q $2,258

= $37,757 $15,856 $6,580 $396 $60,588

B. Sperding Directly Attributable to Scuthcentral Alaska Fishing

location of Spending

Anchorage Kenai Other OUtside 'lbtal
Imustrial Sector Area Penin Alaska Alaska Spending

Fish Packing/P:rocessing $322 $182 $7 $0 $511

Boat Building/Repair "$6,640 $1,629 $438 $0 $8,707

Passenger Tra:nsp:lrtation $2,388 $328 $637 $0 $3,3;3

Retail Trade $24,528 $7,195 $3,032 $357 $35,112

lbtels/I.cdging Places $286 $1,184 $960 $0 $2,430

Eating/llrinking Places $1,487 $2,920 $877 $18 $5,302

QUdes ~ ~ ...lliP. --1Q $2,145

= $35,869 $15,065 $6,251 $375 $57,560
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Table 8-24. Estimated Total 1986 season Sport Fishing-Related Spending by
Faitbanks Area Residents ('ltloosands of Dollars)

A. Total Sport Fishing-Related Spending

Location of Spendinq

Industrial Sector
Kenai
Penin

other
Alaska

outside
Alaska

Total
Spending

Fish packi.rq/!'rocassing $11 $5 $8 $0 $24

Boat Bu:i..lding/Repair $0 $87 $5,300 $0 $5,387

Passenger Transportation $21 $0 $580 $0 $601

Retall Trade $654 $479 $7,684 $212 $9,029

Ibtel.s/L:dging Places $95 $181 $449 $0 $725

Eating/Dtinking Places $150 $295 $1,236 $5 $1,686

Qtides -1!!. ~ $115 -1!!. ..1.ill.

= $931 $1,270 $15,372 $217 $17,790

B. Spending Directly Attrib.1table to Southcentral Alaska Fishing

I..ccation of Spending

Anchorage Kenai Other OUtside Total
Industrial sector Area Penin Alaska Alaska Spending

Fish packing/Processing $5 $2 $3 $0 $10

Boat Building/Repair $0 $37 $2,226 $0 $2,263

. Passenger TraI'lSpjrtation $9 $0 $244 $0 $253

Retall Trade $275 $201 $3,227 $89 $3,792

Hotels/Lo:lging Places $40 $76 $189 $0 $305

Eating/Drinking Places $63 $124 $519 $2 $708

Guides -1!!. -ill. ~ -E $142

= $392 $534 $6,456 $91 $7,473
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Table 8-25. Estimated Total 1986 season Spending, by Nonresident Anglers
Associated With Sport Fishing in Soothcentral Alaska (Throsands of Dollars)

!=ation of spending

Kenai
Penin

<X1tside
Alaska

Total
Spending

Passenger Transportation Sl,445 S700 Sl,309 S70 S3,524

Retail Trade S3,829 S2,830 Sl,551 S862 S9,072

Hotels/Icdging Places $1,247 Sl,616 $717 S126 S3,706

Eating/llri.nki.Ilg Places S911 Sl,034 S403 S17 $2,365

Qti.des ..ill? $2,971 $115 -1!!. $3,211

=r. $7,557 S9,151 $4,095 Sl,075 $21,878
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members who sport fished during visits to southcentral Alaska
sites, as derived from the nonresident angler sample.

Sport fishing-related transportation costs to and from
Alaska by nonresidents were derived by calculating an average
cost per household and applying this vlaue to two groups of
nonresident angling households--those in which members sport
fished only at sites in southcentral Alaska, and those in which
members sport fished at other Alaska locations in addition to
southcentral area sites. To estimate the average cost per
household, the mean transportation cost for all respondents was
first calculated. This value ($999.18) was then multiplied by
the proportion of spending attirbutable to sport fishing. For
respondents who indicated that sport fishing was the primary
reason for the trip, 100 percent of transportation costs was
assigned to sport fishing. For respondents who indicated that
the primary reason for the trip was for reasons other than sport
fishing but that they sport fished while in the Juneau area, 33
percent of transportation costs was assigned to sport fishing.
An average cost per household of $550.65 resulted. This value
was then multiplied by the number of households (52,053) esti­
mated to have sport fished only in the Juneau area, and by the
number of households (7,098) estimated ,to have sport fished at
other Alaska locations in addition to southcentral ,area sites.
For this later group, total expenditures were then multiplied by
0.6 to account for sport fishing-related spending attributable
to southcentral area sites only.

Finally, the total spending estimates impacting each geo-­
graphic ar~a are derived as the sum of resident and nonresident
spending ~n those areas. These estimates are presented in
Chapter 4 (Tables 4-2, 4-5, and 4-8) of this report.

'Input-Output Model Calibration

I-O model 3 is adapted directly from the most recent (1977)
input-output transactions accounts prepared by the U. S. Bureau
of Economics Analysis (BEA). These U. S. national accounts are
used as proxies for interindustry relations affected by angler
spending, even though a portion of that spending probably goes
to areas outside the United 'States. Assuming that the portion
is small, however, combined with the likelihood that the U. S.
accounts are representative of interindustry linkages elsewhere,
this simplification seems appropriate. For I-O models 1 and 2,
a slightly modified version of BEAs Regional Interindustry
Modeling System (RIMS) is used, in conjunction with the U. S.
Census Bureau's County Business Patterns for 1983, to prepare
input-output matrices specific to the Alaskan regions of
interest.

All of the 1-0 models are aggregated (from 538 sectors
covered in the U. S. transactions accounts) to 29 sectors (Ta­
ble 8-26). The following sectors are included to account for
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Table 8-26. sectoring Plan for Econanic Impact Analysis

Industrial sector

1. Agric., forestry, fisheries
2. Mining
3. M & R construction: buildings
4. Other construction

5. Fresh/frozen packaged fish
6. Petroleum Refining
7. Boat building/repair
8. Other manufacturing

9. Passenger transp. and services

10. Freight transp./warehousing
11. Carm. (except rad. and 'IV) utilities

12. Other transp. and ccmnunicatioos

13. Wholesale trade
14. Retail trade
15. Banking and credit agencies
16. Insurance carriers and services
17. Real estate (except owner-occupied)
18. Other financial and real estate
19. Hotels and lodging places
20. Miscellaneous repair shops
21. Fqui.p:nent rental
22. Other business services
23. Advertising
24. Eating and drinking places _
25. Auto repair shops and services
26. Other amusement and recreation services -
27. Other services

28. GoverIllteIlt and special industries
29. Households
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BEA I -0 Code Numbers

1. 0100 - 4.0002
5.0000 - 10.0000
12.0201
11.0101 - 12.0216, except
12.0201
14.1200
31.0101
61.0200
13.0100 - 64.1200, except
14.1200, 31.0101, and
61.0200
65.0200, 65.0400, 65,0500,
and 65,0702
65.0300 and 65.0701
66.0000, and 68.0100­
68.0302
65.0100, 65.0600, and
67.000
69.0100
69.0200
70.0100 and 70.0200
70.0400 and 70.0500
71.0200
70.3000 and 71.0100
72.0100
73.0101
73.0107
73.0105 and 73.0109
73.0200
74.0000
75.0002
76.0206
72.0201 - 77.0900, except
72.0100, 73.0101, 73.0107,
73.0105, 73.0101, 73.0200,
74.0000, 75.0002, and
76.0206
78.0100 - 83.0000
85.0000 and 91.0000



second-round purchases by guides and other businesses:

Real estate (BEA sector 71.0200) ,
Banking/credit agencies (70.0100,70.0200),
Equipment rentals (73.0107),
Utilities (66.0000, 68.0100-68.0302),
Petroleum refining (3l.0l0l),
Maintenance/repair construction: Buildings (12.0201),
Auto repair shops and services (75.0002),
Miscellaneous repair shops (73.0l0l),
Wholesale trade (69.0100),
Retail trade (69.0200),
Insurance (70,0400, 70.0500),
Motor freight transportation and warehousing (65.0300,
65.0701),
Management, consulting, and other business services
(73.0105, 73.0l09),
Advertising (73.0200), and
Labor services.

Counting the sectors for which angler expenditures are
detailed, along with eight general industrial sectors, these
categories fully account for the interindustry structures of the
various regions. Thus, the input-output accounts for these
regions are summarized by matrices of 1-0 coefficients with 29
rows and columns each.

To account for regional leakages, the coefficient matrices
for the Alaska regions were further adjusted by reference to the
business sector and guides surveys. The second-round expen­
ditures that are made outside a region, particularly a region as
remote as these, are important sources of economic leakages.
These leakages are as important--if not more important--than the
direct spending of anglers outside the region. Whereas RIMS

-explicitly is designed to estimate these leakages--based on the
availability of local goods and services as reflected in the
County Business Patterns--the business and guides surveys are
considered more reliable for two reasons: (l) the aggregate
industrial sectors covered in RIMS (e.g., "Amusement and Recre­
ation Services") cannot ~as explicitly reflect the individual
business types catering to sport anglers as .can the survey data
(e.g., "Guides"); consequently, the regional distribution of
expenditures estimated from RIMS is significantly influenced by
expenditures of businesses not catering to anglers; and (2) a
tendency to "make do" with what is available, coupled with sub­
stantially higher prices for some items, characterize remote
economies, and limit the use of nationally-based purchasing
patterns, such as RIMS, to estimate regional patterns. Discrep­
ancies were clearly evident between the RIMS estimates of these
leakages and the survey res-ul ts, for some business types more
than others, in each of the Alaska regions modeled (Figures 8-3
to 8-6).

Ideally I the columns of 1-0 coefficients associated with
the seven key input sectors would be derived entirely from the
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FIGURE 8-3. COMPARISON OF EXPENDITURES BY INDUSTRY IN THE
ANCHORAGE AREA: SURVEY DATA VS. RIMS MODEL
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FIGURE 8-5. COMPARISON OF EXPENDITURES BY INDUSTRY IN THE
ANCHORAGE AREA AND KI::NAI PENINSULA REGION:
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survey data. Without similar survey data concerning the other
twenty-two sectors (plus fish packing businesses which did not
respond to the business survey), however, it is not possible to
construct the entire matrices. The most important feature of
the coefficients, from a regional economic impact modeling
standpoint, has to do with the expected leakage of second (and
later) round expenditures out of the region. To capture this
feature accurately, therefore, the RIMS coefficients associated
with six of the seven input sectors (fish packing sector exclud­
ed) were adjusted using the survey data. All coefficients of a
selected column were adjusted upward or downward by a single
factor, calculated as the following ratio:

percent of in-region spending from survey data
percent of in-region spending according to RIMS

These adjustment factors varied by sector and region (Table
8-27).

Following these adjustments, in the tradition of 1-0 model­
ing, the coefficients were subtracted from the identity matrix
and the results inverted to become multiplier matrices. For the
seven columns associated with angler spending, multipliers are
aggregated to 9 major industrial sectors plus households. The
resulting set of multipliers for each region (Tables 8-28 to
8-31) describe the total effect (direct, indirect and induced)
of a unit increase in output by one of the seven key sectors,
and this total effect is detailed in terms of the major sectors.

Economic Impact Estimation

Direct Effects. Employment and income impacts directly
attributable to angler spending are estimated by reference to
the businesses and guides survey data on sales, employment and

_payrolls. Angler expenditures in each of the three Alaska
regions--sales by angler-serving firms--are translated into jobs
and income according to the relationships revealed in the survey
data concerning output-per-worker and worker earnings (Table
8-32). These jobs are not necessarily full-time jobs, as they
are derived from the survey data and the sport fishing-related
businesses surveyed employed varying degrees of part-time and
temporary workers (see Chapter 3).

Two levels of angler spending are considered for each
region in calculating direct effects: (I) total sport fishing­
related spending, and (2), spending due solely to sport fishing
at southcentral Alaska sites. Resident anglers reported their
total sport fishing-related spending for the year and this
spending, summed over the three resident angler areas and added
to the nonresident spending, was used to calculate the first
type of direct effects. This first type reflects the totality
of sport fishing-related sales, employment and income in each
Alaska region. The second type of direct effects only considers
a portion of the resident angler spending--that portion for
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Table 8-27. Factors Used to Adjust RIMS Coefficients to Account
for Survey Data on Regional Spending Patterns

Industrial sector
Anchorage

Area
Kenai

Peninsula

Anchorage
Area + Kenai Fairbanks

Peninsula Area

Boat Building/Repair 1.14 0.26 0.58 *
Passenger TranspJrtation 0.94 1.10 0.87 0.70

Retail Trade 0.81 0.53 0.88 0.44

Hotels/Lodging Places 0.99 1.16 1.23 0.71

Eating/Drinldng Places ** ** ** 0.53

Guides (AnusE!lrdimt/ 1.13 1.41 1.40 0.98
Recreation services)

* The boat building/repair sector is not explicitly represented in the
Fairbanks m:Xl.el.

** No eating and drinldng places in either the Anchorage area or Kenai
Peninsula respcnded to the business sector survey.

8-58



Table 8-28. Di.rect, Indirect and Induced OUtp:lt Multipliers - Anchorage Area

Final Demand Sector*

OUtp:lt Sector 1 2 3 4 5 6 7

!\qric/Fisheries/Other 0.438 0.011 0.009 0.009 0.013 0.044 0.019

Mi.n.itlg 0.021 0.017 0.064 0.018 0.021 0.016 0.019

Const:ruction 0.033 0.020 0.025 0.023 0.053 0.024 0.050

Manufac1:tlriJ'lg 1.060 1.061 0.102 0.047 0.052 0.092 0.054

Transp/COtmIUtilities 0.087 0.063 1.198 0.067 0.088 0.070 0.080

Trade 0.245 0.166 0.121 1.112 0.127 0.161 0.144

Finance/Insur/Real Estate 0.132 0.181 0.161 0.191 0.221 0.174 0.207

Services 0.155 0.194 0.201 0.182 1.234 1.186 1.279

Gi:lIIenlmimt 0.005 0.006 0.005 0.009 0.011 0.006 0.007

llooseholds .!!:i!! ~ ~ .Q.:.lli ~ 0.496 ~

Total 2.595 2.369 2.394 2.172 2.376 2.269 2.451

*Final !lEnIal>i Sectors:

1. Fish packing/precessing
2. Boat building/repair
3. Passenger txansportaticn
4. Retail trade
5. Hotels/lodging places
6. Eating/drinJdng places
7 .. ~t/recreation· services (guidesl
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Table 8-29. Direct,' Indirect and Induced OUtput Multipliers - Kenai Peninsula

Final Demand Sector*

OUtput Sector 1 2 3 4 5 6 7
"

Agric/Fisheries/Other 0.433 0.002 0.007 0.003 0.010 0.031 0.015

Mining 0.036 0.008 0.101 0.020 0.044 0.024 0.041

Construction 0.035 0.005 0.040 0.015 0.062 0.022 0.061

Manufacturing • 1.069 1.033 0.149 0.036 0.071 0.065 0.079

Transp!Ccmm!Utilities 0.086 0.018 1.209 0.050 0.143 0.079 0.119

00 Trade 0.154 0.030 0.145 1.060 0.119 0.110 0.137I
0\
0

Finance/lnsur!Rea1 Estate 0.1690.080 0.030 0.150 0.087 0.174 0.113

Services 0.094 0.031 0.163 0.074 1.166 1.104 1.204

Goverrunent O.OO? 0.002 0.011 0.007 0.019 0.008 0.011

Households 0.365 0.147 0.671 0.326 0.621 0.446 0.686

Total 2.358 1.306 2.646 1.678 2.429 2.002 2.522

*Final Demand Sectors:

1. Fish packing/processing
2. Boat building/repair
3. Passenger transportation
4. Retail trade
5. Hotels/lodging places
6. Eating/drinking places
7. Amuse:nentlrecreation services (guides)



Table 8-30. Direct, Indirect and Induced Output Multipliers -
Cat1bl:ned Anchorage Area and Renai Peninsula Region

Final Demand Sector·

Output Sector 1 2 3 4 5 6 7

l\qrtc/Fisheries/Other 0.440 0.007 0.008 0.009 0.016 0.044 0.023

MinWg 0.042 0.019 0.115 0.037 0.049 0.030 0.046

Constructio.~ 0.037 0.012 0.029 0.027 0.069 0.026 0.065

Manuiact:uri.ng 1.083 1.078 0.174 0.076 0.097 0.113 0.099

Ttansp/Ca1mIUtilities 0.095 0.040 1.190 0.082 0.127 0.080 0.114

~ 0.241 0.088 0.118 1.124 0.161 0.160 0.180

Finanoe/Insur/Real Estate 0.133 0.097 0.161 0.211 0.280 0.176 0.260

Services 0.156 0.104 0.192 0.199 1.293 1.186 1.344

Q:lIrernment 0.007 0.004 0.006 0.011 0.017 0.008 0.011

IlaJseholds 0.427 ~ ~ ~ 0.709 2.:.§Q! J!:E2.
Total 2.661 1. 797 2.488 2.348 2.818 2.427 2.891

*Final o..nand secters:

1. Fish pacldrlg/prccessing
2. Boat building/repair
3. Passenger transportaticn
4. Ilet:ail trade
5. Hotels/lodging places
6. Eating/dritlking places
7. Jl.ttusaTen.t/recreation sexvices (guides)
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Table 8-31. Direct, Indirect am Induced OUtput Multipliers - FaiIbanks Area

Final Demand Sector*

Qltput Sector 3 4 5 6 7

Agric/Fisheries/Other 0.004 0.003 0.006 0.011 0.073

Mining 0.004 0.001 0.001 0.001 0.001

Const=tion 0.015 0.012 0.036 0.011 0.042

Manufacturing 0.118 0.029 0.039 0.021 0.049

Transp/<:atm!Utilities 1.086 0.034 0.057 0.033 0.069

Trade 0.095 1.059 0.086 0.077 0.122

Finance/Insur/Real Estate 0.095 0.087 0.125 0.071 0.146

Services 0.123 0.084 1.133 1.073 1.193

Gc-rerment 0.004 0.004 0.007 0.003 0.005

!lcuseholds !!:12! ~ ~ 0.246 ~

= 1.942 1.595 1.8eo 1.547 2.212

3. Passenger .transpcrtaticn
4. Fetail trade
5. llotsls/lcxlginJ pIsces .
6. Eating/drinking places
7. J\lnl.lSe!OOnt/recreation se:rvices (guides)

Note: Sectors 1 am i, fish packing/processing am boat building/n-,pair, respectively are not explicitly included
in the Fairbanks I-0 m::::del due to missing or undisclosed county business patterns data on these industries
in the region.
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Table 8-32. Average Sales-Per-Worker and Eamings-Per-Worker for
Sport Fishing-Related Businesses in Southcentral Alaska

Industrial Sector Sales/Worker Eamings/W::>rker

1- Fish packing/Processingl $17 ,129 $8,406

2. Boat Building/Repair $106,712 $10,681

3. Passenger Transportation $27,655 $10,089

4. Retail Trade $79,965 $10,373

5. Hotels and Lodging Places $20,398 $6,759

6. Eating and Drinking Places $43,000 $8,650

7. Guides $15,095 $3,883

1 For the ·fish packing/processing sector, the sales-per-worker factor is
derived f= U. S. data by the Bureau of Labor Statistics, and the
earnings-per-worker factor is the average of the other six sectors.
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each resident angler group corresponding to the percentage of
total fishing trips by the group to the southcentral Alaska
sites (percentages reported above). All of the nonresident
angler spending, already specific to southcentral Alaska sport
fishing, is included with these resident angler portions in
calculating this second type of direct effects. These latter
spending totals, focusing exclusively on the impacts of south­
central Alaska sport fishing, are the ones used to estimate
total economic impacts.

Total Impacts. The I-O models are used to estimate total
sales (output) in each region resulting from angler spending
(final demand). These total sales include the direct sales,
plus indirect sales due to firms purchasing from other firms in
the course of meeting their own demands, plus induced sales
resulting from consumer spending by virtue of worker earnings.
The total sales include not only the second-round indirect and
induced effects, but also the next and later rounds, each of
which is succeedingly less important. The time it takes for
these total effects to be realized is indeterminate, but econom­
ic theory suggests they are achieved eventu~lly.

Anchorage area and Kenai Peninsula impacts are calculated
on the assumption that these regions have interacting economies.
Total output for the two regions combined is derived using the
sum of angler spending to the two regions together with the I-O
model constructed for this two-region area. This combined total
output is allocated proportionately, for each output sector, to
the two regions on the basis of total output estimates calculat­
ed separately for each. These separately-estimated individual
total outputs are derived using just the individual region I-O
models and the angler spending affecting each single region.

-
Other Alaska total impacts result from the angler spending

-in other parts of Alaska coupled with the Fairbanks area I-O
model (most of these other Alaska expenditures probably were
made in the Anchorage area 1 almost no spe_nding in the Juneau
area was revealed in the survey data). Outside Alaska total
impacts are calculated initially from the sum of Alaska and
outside Alaska spending .coupled with the United States I-O
model. The total Anchorage area, Kenai Peninsula, and other
Alaska impacts are subtracted from the output effects projected
by this latter model to arrive at the total impact estimates for
areas outside Alaska. These outside Alaska results, therefore,
include the effects of leakages from the Alaska regional econ­
omies, second and later rounding indirect and induced sales
outside the state resulting eventually from angler spending in
the state.

Total output impacts are translated to employment and
income impacts using another set of output-per-worker and earn­
ings-per-worker relationships (Table 8-33). The output-per­
worker factors are derived from U. S. level output and employ­
ment data prepared by the Bureau of Labor Statistics, the only
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Table 8-33. Average U. S. Output-Per-Worker, and U. S. and State of
Alaska Earnings-Per-Worker by Major Industrial Sector (1986 Dollars)

Earnings/Worker

Output Sector Output/Worker Alaska U.S.

Agric/Fisheries/Other $64,431 $5,094 $10,405

Mining $325,071 $59,574 $28,571

Construction $99,941 $46,255 $21,173

Manufacturing $115,924 $26,798 $27,400

Transp/C<:mn/Utilities $121,763 $37,314 $30,224

Trade $40,404 $20,562 $14,688

Finance/Insur/Real Estate $150,819 $26,756 $17,756

services $46,539 $23,273 $16,256

GoVerIllreI1t $43,183 $31,407 $19,695
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consistent source of output data by industrial sector for all of
the 9 major output sectors. These output sectors are so general
as to negate even the partial use of the businesses and guides
survey data for this purpose--the indirect and induced impacts
span all sectors of the economy, not just those serving anglers.
Total employment impacts thus calculated, furthermore, represent
full-time-equivalent jobs, and thus are not in the same units as
the direct employment effects discussed above. The earnings­
per-worker factors are derived from industrial sector-specific
income and employment data from the Bureau of Economic Analysis.
Data on these variables for the State of Alaska are used to
translate total employment estimates by sector to total income
estimates for the Anchorage area, Kenai Peninsula, and other
Alaska regions 1 data for the United States are used for this
purpose in the case of outside Alaska impacts.
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Chapter 9

CASE STUDY

Introduction

This case study uses the economic models described in
Chapter 8 to analyze the impacts of closing the Kenai River to
sport fishing for king salmon during the last week of July (week
13). The impacts include: 1) the loss of consumer's surplus
(net willingness to pay), 2) the change in total sport fishing
activity (number of trips) and the reallocation among alter­
native species and sites, and 3) the change in sport fishing
expenditures. Because a temporal model was estimated only for
resident anglers, this case study does not consider potential
changes in economic values pertaining to nonresident sport
fishing activity.

The resident angler model operates on a weekly basis and,
at present, does not contain any explicit interactions among
fishing decisions in different weeks. Con,sequently, while an
event such as the closing of the Kenai River to sport fishing
during a single week has a significant effect on angler behavior
during that week, the model does not consider effects on sport
fishing behavior during subsequent weeks.

Methodology and Results

Consumer's Surplus

The methodology for estimating the loss of consumer's
surplus (net willingness to pay) has already been described in
Chapter 8, and is based on equation (18b). This method yields
an estimate of net willingness to pay per choice occasion during
the week in which the closing occurs, which is then multiplied
by the predicted number of choice occasions (fishing trips)
during that week to obtain the aggregate net willingness to pay
to avoid the closure. The associated loss in consumer's surplus
from closing the Kenai River to king salmon sport fishing during
week 13 is $482,200 for resident anglers.

Sport Fishing Trips

Procedural Overview. The procedures for estimating the
impact on the overall level and allocation of sport fishing
activity by resident anglers are straightforward in principle
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but computationally demanding in practice. In terms of the
decision tree presented in Chapter 8 (Figure 8-1), the elimina­
tion of a given site (e.g., i=l) for subspecies r' = kings of
macrospecies s' = salmon affects all the probabilities in the
model--i.e., it affects~. for all i,r,s and it affects ~ ,
~2t' ~3t' and ~Nt' For ~~sifiven species (r', s') it eliminat~s
one term from ~he summation in the denominator in (6)--i.e., it
increases the conditional probability ~. I ' 't of visiting any
other king salmon site. However, it a±sa ~l:I,minates one term
from the summation in (10); it reduces the inclusive value
I " associated with king salmon fishing, which in turn has
t~ose!fects. One effect is to reduce the overall attractiveness
of sport fishing during that week and, hence, the total number
of fishing trips (via a reduction in I ). The other effect is
to reallocate the (reduced) number of t~ips to other subspecies
of salmon (through the reduction in I , 't) and other macrospe­
cies of fish (through the reduction inr fls ' t) •

It is relatively easy to estimate the reduction in the
weekly number of fishing trips for resident anglers and the
change in the conditional probabilities of visiting alternative
sites, given that the angler is fishing for king salmon and that
the Kenai River is closed. It is more difficult to estimate the
reallocation of trips to other species and subspecies because it
requires the calculation of ~ I 't for all rand s, the calcu~

lation of ~ t for all s, and fficrs the multipiication of all the
terms on thi right-hand side of (5). Programming these calcula­
tions for the elimination of king salmon fishing on the. Kenai
River in the last week of July requires virtually the same
effort as constructing a general program to estimate the reallo­
cation of fishing activi"ty for any combination of changes in
fishing quality and site availability for any subset of species
and sites. To simplify these calculations for this case study,
we used mean values in the sample rather than individual values

'reported by each respondent.

Application. The impact of closing the Kenai River on the
allocat~on of k~ng salmon fishing trips among the other sites is
shown in Table 9-1. The first column gives the site selection
probabilities for king salmon trips in week 13 under baseline
condition (Le., with the Kenai River open), evaluated for an
individual with the average characteristics in the sample; the
second column gives the new site selection probabilities after
the two Kenai River sites have been eliminated from the choice
set.

Next we consider the impact on the choice of subspecies for
those who still engage in salmon fishing that week. The elimi­
nation of the Kenai River sites lowers the inclusive value
associated with king salmon fishing in week 13 from 0.36186 to
-0.50567. Using equation (9) this lowers the probability of
selecting king salmon and raises the probability of choosing
other subspecies of salmon, given that the individual takes a
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Table 9-1.
During

Probability of Taking a King Salmon Trip
Week 13 to Different Sites, When King

Salmon is the Target Species

Probability of Probability of
Taking a Trip to Site Taking a Trip to Site

with Kenai River without Kenai River
Site Kings Available Kings Available

1 .0118 .0351

2 .0170 .0455

3 .0039 .0097

16 .4565

17 .2037

19 .1106 .4492

22 .0450 .1338

23 ;0090 .0285

24 .0195 .0566

25 .0091 .0278

26 .0084 .0249

-27 .0133 .0366

28 .0747 .1231

29 .0176 .0292
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salmon fishing trip. These changes are exhibited in the first
four rows of Table 9~2.

The elimination of king salmon fishing at the Kenai River
lowers the overall attractiveness of salmon fishing relative to
the other macrospecies. The inclusive value for the salmon
macrospecies in week 13 falls from 3.0754 to 2.9091. The con­
sequent reduction in the probability of selecting salmon, and
the increase in the probability of selecting other target spe­
cies (or no target) for an angler making a trip in that week are
shown in the middle four rows of Table 9-2.

The elimination of king salmon fishing at the Kenai River
also lowers the overall attractiveness of any fishing in Alaska
in week 13. The total inclusive value associated with fishing
in that week, I FI ' falls from 4.2451 to 4.174. The impact on
the probability o~taking one or more fishing trips in that week
is shown in the last four rows of Table 9-2. The overall impact
on the total number of fishing trips during week 13, obtained
using the formula in equation (16), is approximately a
1.5 percent reduction. Thus, given our baseline estimate of
46,398 fishing trips in week 13, there would be a loss of about
696 fishing trips in total.

The predicted allocation of the remaining trips is based on
the probabilities in the second column of Table 9-2. The .total
number of salmon trips is predicted to fall from 24,818 (=0.5349
X 46,398) to 22,878 (=0.5006 X 45,702) while the total number of
king salmon trips falls from 6,041(= 0.2434 X 24,818) to 2,438
(= 0.1066 X"22,878). The impacts on total fishing at each site
are shown "in Table 9-3.

It must be emphasized that all of the impacts in Tables
9-1 and 9-2 are based on the changes in the conditional proba­
bilities evaluated for a single individual with the average
characteristics of the entire. sample. Although this approach
provides a reasonable approximation, greater accuracy could be
obtained by evaluating changes in the probabilities for all
individuals in the sample because the probability functions are
nonlinear and the mean of the probabilities is not identical to
the probability evaluated at the mean. The latter approach,
however, requires substantially more computation.

Angler Expenditures

The reduction in and reallocation of sport fishing trips
from closure of the Kenai River to king salmon sport fishing in
week 13 also would affect angler spending. Based on the pre­
dicted reduction of 696 tr-ips and the reallocation of 45,702
trips to other sport fishing activities, as shown in Table 9-3,
it is estimated that total annual spending by resident anglers
associated with sport fishing in southcentral Alaska would be
reduced from $74,163,000 to $74,062,300, a decrease of $100,700
(0.14 percent). This reduction, which is shown by site in Table
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Table 9-2. Choice Probabilities for Salmon Species,
Type of Fishing, and Number of Fishing Trips With

and Without Kenai River King Salmon Available

Choice Type

Probability
with Kenai River

Kings Available

Probability
Without Kenai River

Kings Available

Salmon Species

kings .2434 .1066

reds .3397 .4011

silvers .3277 .3861

pinks .0892 .1054

Type of Fishing

saltwater .1042 .i119

sall1'l::m .5349 .5006

fresh water .2278 .2446

no target .1332 .1430

Number of Fishing Trips

0 .7083 .7123

1. .2614 .2581

-2 .0269 .0263

3 or more .0034 .0033
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Table 9-3. Proportion of Annual Household Sport Fishing Trips by
Site Qc=ring in Week 13 With and Without Kenai River

King Salrron Available

with Kenai Without Kenai
River Kings Available River Kings Available

Percent of Percent of
Site Annual Trips Number of Trips Annual Trips Number of Trips

(%) (%)

1 0.62 288 0.85 388
2 2.49 1,155 2.69 1,229
3 3.11 1,443 3.70 1,691
4 3.94 1,828 4.05 1,851
5 1.45 673 1.54 704
6 0.62 288 0.66 302
7 4.98 2,311 5.17 2,363
8 0.83 385 0.88 402
9 2.49 1,155 2.81 1,284

10 0.41 190 0•.46 210
11 2.70 1,253 2.95 1,348
12 3.53 1,638 3.71 1,696
13 0.62 288 0.67 306
14 3.94 1,828 3.95 1,805
15 3.73 -1,731 3.80 1,737
16 10.58 4,909 2.99 1,366
17 7.26 3,36.8 6.54 2,989
18 4.36 2,023 4.86 2,221
19 3.53 1,638 6.06 2,770
20 3.32 1,540 3.59 1,641
21 3.94 1,828 4.21 1,924
22 2.28 1,058 2.59 1,184
23 6.85 3,178 7.95 3,633
24 6.64 J,081 6.61 3,021
25 1.87 868 2.21 1,010
26 2.28 1,058 2.44 1,115
27 0.21 97 0.42 192
28 8.93 4,143 9.27 4,237
29 2.49 1,155 2.37 1,083

100.00 46.,398 100.00 45,702
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9-4, does not, however, reflect possible increases in angler
spending in subsequent weeks due to increased sport fishing
activity.
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Table 9-4. Resident Angler Spending in Week 13 by Site in
SOUthcentral Alaska with and without Kenai River

King SalIron Available (000 I s of $)

with Kenai River Without Kenai River
Site Kings Available Kings Available Difference

1 $ 63.8 $ 86.0 22.2

2 149.5 159.2 9.7

3 349.8 410.0 60.1

4 185.5 187.6 2.1

5 26.2 27.4 1.2
6 12.0 12.5 0.5

7 218.8 223.4 4.6

8 17.1 17.9 0.9

9 46.3 51.5 5.2

10 9.4 10.2 0.9

11 182.7 196.6 13.9

12 245.7 254.4 8.7

13 44.1 46.9 2.8

14 465.9 459.3 -6.5

15 230.3 231.0 0.7
16 739.2 206.0 -533.2

·17 583.7 518.1 -65.5
18 304.7 335.7 30.0
19 167.5 283.3 115.7
20 255.3 271. 7 16.4
21 202.0 212.4 10.4
22 334.2 373.6 39.4
23 1,097.3 1,256.6 159.3
24 642.1 630.3 -H.8
25 70.9 82.6 11.8

TerrAL 6,644.1 6,543.3 -100.7
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SECTION I
RECENTTRIPS AND FISHING ACTIVITY

(5)
Other
Alaska

+

',,,d... eo,
~

''\.,

OTHER
ALASKA

,
-,,

~

i
/•

Year

4. Since 1983, how many days have you andlor olher members of your household
spent fishing in Alaska? (for each year, please write in below the lotal number
of days spenl fishing in column (1), and lhe number of fishing days by location
in Alaska in columns (2), (3), (4) and (5). Please refer to the map below and, if
necessary, to the more detailed maps endosed.)
~ If three members of your household fished on a given day, count thaI as

three "fishing days." Also, please count a partial day of fishing as~
"fishing day."

rt----1111...,..,.~F;:;is-'h:;-ln:-:g:-;D;:a-YS-:-;-b--y-;A'-Ia-sk:-a-n-:l-o-ca-:l--io-n------'"

TJ~Al II,'(2;"
AlASKAN _. Soulh.
FISHING -II'" eastern

DAYS Alaska

SOUTH
AREA

1

If YES. which states andlor provinces! . i .-

" ~.'- '-.... . ,_ ....,.r".,"~._... ;....;;..;.....::...:..:.,......J...:.:.i:,,;.~, ..;;;.:.

Alaskan Trips by Purpose

2, Excluding Alaska, has any member of your househdldpurchased ll~:,:'';'''>;
NONRESIDENT fishing iicense in any other U.S.State or Canadian province
since 19831 (Please circle the appropriate number.)

l-Yes 2·No' "C' '

1. How many separate trips have members of your household Onduding
yourselO made to Alaska each year since 1983? (For each year, please write in
below the total number of trips in column (1) and thenumber of trips by
purpose in columns (2), (3) and (4); for years in which NO trips were taken,
please enler a "0" in column (1),)

Remember: A "household member" is anyone who lives in the same house or
apartment with you.

3. Has any member of your household purchased a NONRESIDENT fishing
license in any olher counlry since 19831

1· Yes 2 ·No 3.Don·tknow
If YES. which countries? _

(1) II (2) I (3)
TOTAL Trips Trips

ALASKAN = without +
Year I TRiPS II fishing

1986
(to date)

:J>

~t
w

1984
-

1983

"



SECTION II
ALASKAN FISHING AREAS

1. Below is a list ollishing areas in different regions 01 Alaska. These areas are also shown on the enclosed maps. For each 01 these areas, which one olthe following three
statements best describe how familiar your household is with the fishing in that area. Please use the following answer code and circle the appropriate number next to
each area.
-- ANSWER CODE: (j)Members of my household have fished there in the past.

G> Members of my household have not fished there, but we know about the fishing there.

(DMembers of my household don'i know about the fishin~ in the area.

OTHER ALASKA
Fairbanks Area 1 2 3

Lower Yukon/Kuskokwim Area 1 2 3

Seward Peninsula/Norton Sound
1 2 3

Area,
Northwest Alaska Area 1 2 3

South Slope Brooks Range Area 1 2 3

North Slope Brook, Range Area 1 2 3

Have not
fished there Don't

but know know
about about the

fishing there area

.'

Have not Haveoot
fished there Don't fi,hed there Don't

Have but know know Have butli:now know
fished about about the fi,hed about about the
there fishing there irei there fishing there area

SOUTHEASTERN ALASKA SOUTHCENTRAL ALASKA
Ketchikan Area (saltwater, Glennallen Area I 1 I 2 I 3
including Behm Canal, Tongass 1 2 3 Prince William Sound Area
Narrows, and Bell Island) (including Passage Canal I 1 I 2 I 3

Ketchikan Area (freshwater) 1 2 • 3 and Valdez Bay) ,
Prince of Wales Area 1 2 3 Knik Arm Drainage Area
Kake I Petersburg I WrangeH I (including little Sus!tna River I 1 I 2 I 3

Stikine Area (saltwater, 1 2 3 and Big lake)
including Blind Slough I Anchorage Area I 1 I 2 I 3

;l> Wrangell Narrows) East Side Sus!tna Drainage Area
I Kake JPetersburg / Wrangell/ (including Montana Creek I 1 I 2 I 3

"" Stikine Area (freshwater) 1 2 3 and Willow Creek)
Westside Susitna Drainage Area

Sitka Area (saltwater) 1 2 3 (including Deshka River/ I 1 I 2 I 3
Sitka Area (freshwater) 1 2 3 Kroto Creek, lake Creek,
Juneau Area (saltwater: boat

1 2
and AlexanderCreek)

including Doty's Cove) 3 Kenai Peninsula Area
a) Kenai River (Cook Inlet to

I 1 I 2 I 3juneau Area (saltwater: Soldotna Bridge)
1 2 3shoreline) b) Kenai River (Soldotna Bridge I

1 I 2 I 3Juneau Area (freshwater) 1 2 3 to Moose River)
HaineS-Skagway Area

1 2 3
c) Kenai River (Moose River

I 1 I 2 I 3(saltwater) to Skilak Outtet)
Haines-Skagway Area

1 2 3
d) Kenai River {SkiJak Inlet

1 2 3(freshwater) to Kenai lake)
Glacier Bay Area 1 2 3 e) Anchor River 1 2 3
Yakutat Area 1 2 3 f) Ninilchik River 1 2 3

III Deep Creek (freshwater) 1 2 3
h) Russian River 1 2 3
i) Kasilof River 1 2 3
j) Deep Creek (..Itwater) 1 2 3
k) Resurrection Bay (Seward) 1 2 3
I) Kachemak Bay (Homer) 1 2 3
m) Shoreline (Kasilof to

1 2 3
Anchor Point: Razo, Clam,)

0) Other shoreline 1 2 3

SOUTHWESTERN ALASKA
Kodiak Area
Naknek Area (including Naknek
River and Adak Area)

Kvichak River Drainage Area
(including Kvichak River
and lake Iliamna)

Nushagak Area
(including Wood River and
Tikchik System)

Have
fi,hed
there

2

2

2

2

3

3

3

3



SECTION III
MOST RECENT TRIP TO ALASKA

5. Did any member of your household conduct any business in Alaska while on
this trip?

b. Date (or approximate dale) departed from Alaska "...,.,.-,.- _
I (month/day/year)

3. How many members of your household (including yourself) went on this trip?
____ household members

[ If No, or Don't know,~ to Section IV. I

,I[;

,;>
.:;,<:-

5

s

s

5

s

s

s

s

,

4

4

4

4

4

4

4

4

4

3

3

3

3

3

3

3

3

l

2

2

2

2

2

2

2

2

2

"~~~ ~ ~7i& ~~
if ;! ;! ~ ~ ,,";!
if ° ~ J) ~I[; 0" ,," J)

,fi~ .:,.I[;,l' ,-?.f<1. -<:-0.f"

7. Which models) of IransPOrtation were used tOd~et to Alaska on this trip. (Circle
Ihe numbers next to all modes that were use . DO NOT include transportation
after you arrived in Alaska.)

1· Commercial airline 7- Camper/RV
2 - Private airplane 8 - Truck
3 • Ferry 9 . Car
4- Private boat 10 - Van
5 -Cruise ship 11 - Other
6 - Railroad

Degree of crowding expected
at the fishing sites

If a boat, plane or ferry was used, what city or place was your first point of entry in
Alaska? -,- _

In deciding what fishing
site(s) to visit during
your last trip to Alaska ...•..

8. How many members of your household (including yourself) fished in Alaska
during this tripl household members

9. How important were each of the following to members of your household in
making your decision about which particular fishing sites to visit on this~
RECENT trip to Alaskal (Please circle the one most appropriate number next to
each site characteristic.) -

Availabilily of a package tour

Availability of a particular
species (e.g., king salmon,
rainbow trout)

likelihood of caiching the
desired species

likelihood of catching a
trophy-sized fish

Ease of access to site (e.g.,
road)

Type of lodging and
restaurant facilities available

Availability of gUiding services

Availability of campgroundl
cabin facilities

3· Don't know2-No1- Yes

4. Which of the following best describes the primary reason for taking this trip to
Alaska? (Circle the~ most appropriate number,)

1 • Went to Alaska primarily to fish

2 -Went toAiaska primarily to hunt-fished while there

3· Went to Alaska primarily on business- fished while there

4· Went to Alaska primarily to visit relativesllriends-fished while there

5 - Vacationed in Alaska primarily 10 do other things-fished while there

6, Which of the following SOurces of information were used to plan this trip to
Alaska? (Circle as many as apply.)

1 • Travel/booking agent

2- friends/relatives

3 - Magazines/books

4 - Previous experience
5· Other (please specify), _

1. Have you or any member of your household sportfished in Alaska in the last
four years (1983-1986)?

l·Yes 2·No 3· Don't know

The following questions refer to your most recent trip to Alaska in which one or
more members of your household sportHshed in Alaska. A trip begins when you
enler the State of Alaska and ends when you leave the State. As before, a "house­
hold member" is anyone who lives in the same house or apartment with you.

2. When was this trip taken?

a, Date (or approximate date) arrived in Alaska -:-:-:-:.,.- _
(month/day/year)

;...
I

en

"

3



AREAl
SITE 9

AREAl
SITE a

AREAl
SITE 7

AREAl
SITH

AREAl
SITES

AREAl
SITE 4

AREAl
SITU

AREAl
SITE 2

AREAl
SITE 1EXAMPLES

p P L.
',(.~M OU1' <*II'-",vfR of' ~El~kmJ<rJ ~OME'I\ el<.

10. In which ARfA(S) and at wh... l
SITEIS) didmembers of your
household fish during this
trip? (please use the enclosed
maps to identify the appropriate

AREA CODES (A-Z) A,llfACODf

and, if needed, 10 fISHING SITE
locale your fishing !

site. Please list the areas/sites in the sequence in which you visited them.)

Pleas-e answer Questions 11 through 16 for~ fishing site identified in Question 10 above•.'

11. What MODElS) OF
TRANSPORTATION were
used to get 10 this site from
your previous nights stay?
<Please use the transportation
codes below.)

12. How many HOUSEHOLD
MEMBERS FI SHED at this site?

13. How many DAYS did
members 01 your household
SPlND FISHING at~his siler

14. Were GUIDING SERVICES
~ used to fish at this site? .
I (Please answer YES or NO)

m --

11,1-12. [i] I I I, I I [ I I I
[I]}]TI I -I I I I I I I
~I I I I I r I I I I
~'IIIIIIIII

15, What was the TARGET SPECIES (Le., the principal species which members of your household were trying to catch) at this site? (It there were NO target species, skip to Question16.)

a. :~:;P~~i~~~~~:b~:~~ ~ I I I I I I l~~~~rl~~-'l
b, Approximate number of

TARGET SPECIES CAUGHT

:~~I~~;:;'~~~:~~~::;d)al ELiEJ , I I I I I I I I
of your household.

16. Whal OTHER SPECIES were caught at this site by~member of your household? (If NO other species were caught, skip to Question17.)

a. ~:;P~~I~~~~~;b~:;):g El f.-F ~ I I I I '----1 I J. __ J
b. ApproXimatenumberof . _.. '._ . _._

~::~:i~:~~:;~;:~a~~~~ CGJ? I I I I I I I I ]
at IhlS Slie by.1Imembers~, , . . . .., I
ot your household. t

TRANSPORTATION CODES; SPECIES COOES: RT - RainbowTrout WF • Whitefish It more than 9 sites were visited
1 .. A.lrplan~ K$ • King SOliman (also known as Chinook Salmon) CT • Cuunroat Trout SU • BUlbot h· . t J . 't d
:I: '" Clf KI • Small King SOllman (also known as Jack Salmon) 8T • Brook Trout SM • SmehlHooliganlCapeJin ow .manY.5lte.S In to a. were VtSf. e
) '" 80.11 RS • Red Salmon (also known as Sockeye Salmon) IT • lake Trout RF • Rockfi$JvSea Bass dunng thiS tnp? total sites
4 .. horry SS • SHver Salmon lalso known as Coho Salmon) DV • Dolly Varden HA • Halibut
$ OIl Campt'r/RV PS • Pink Salmon (abo known as Humpback Salmon) AC • Alctic Char Of • Dlher fin fish Species
6 &I Tw( kN.m CS • Chum Salmon (abQ known iiS Dog Salmon) NP • Norlhcrn Pike RC • Razor Clams
7 '" R,HlrOJd l.l • land·loded Salmon CR • Art.'llc Crifyling as • Other Shell Fish
8 ... OlhJ..'t 9'1 .. $lcdhe.lu Trout SF • Shcefj~h
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17. Did your household take home (out of Alaska) any fish that your household caught in Alaska on Ihis most recent trip? 1· Yes 2· No 3· Don't know

18. If your household purchased a package fishing tour for this trip, what services did it include? (eirde all numbers that apply.>

1·Airplane services 3· Boat services 5 . lodging 7· fishing gear and equipment
2· Guiding services 4· Olher transportation 6· Meals 8· fish processing/packaging

19. If all your transportation costs were NOT part of a package deal, how much did your househotd spend on transportation to and from Alaska (or this trip? (If this trip was part of a
business trip, please write N/A.) $>. _

20. Thinking about your household's total fishing-related expenditures made IN ALASKA on this trip, approximately how much did members of your household spend in each of the
fol!owmg types of busInesses, and how mudi of these expenditures were made in the following locations:

APPROX. TOTAL \I Where Monev Was Spent
AMOUNT SPENT II AnChorage I Kenai I Juneau

~
Other

Type of Business fOR THIS TRIP = Area + Penin. .j- Area Alaska

Department/variety stores $ $ $ $ $
Sporting goods stores $ $ $ $ $

Air taxi operators $ $ $ $ $

Fishing camps and lodges $ $ $ $ $

Travel businesses (e.g., commercial
$ $airlines, travel agents, car rental) $ $ $

Guide businesses $ $ $ $ $

Trailer parks and campgrounds $ $ $ $ $

Hotels/motels $ $ $ $ $

Grocery stores $ $ $ $ $

Restaurants $ $ $ $ $

Gas stalions $ $ $ $ $

Other types of businesses $ $ $ $ $
21. How satisfied was your household with its Alaskan fishing experience on this trip?

Very satisfied Satisfied Unsure Unsatisfied
1 2 3 4

22. How likeiy would your household be to come back to Alaska within the next 3 years to go fishingl

Very likely likely Unsure Unlikely
1 2 3 4

Very unsatisfied
5

Very unlikely
5

Don't know
6

Don't know
6

2J, Whal if the roundlrip transportation cost~ Alaska had been $150 more per person, would you still have taken this tripl
Definitely yes Yes Uncertain No

11 21 1 4

If the transportation cost had been$300 more per person for this trip?

Definitely yes Yes Uncertain No

1 21 ~ 4

tf1he transportation cost had been' $600 more per person for this trip?

Definitely yes Yes Uncerlain No
1 2 3 4

5

Definitely no
5

Definitely no
5

Dt~lIlllldy no
5



Can't Say
5

"

SECTION IV
HOUSEHOLD FISlilNGIDEMOGRAPHIC INFORMATION

1. Does any member of yqur household subscribe to a sportfishing magazine?

1- Yes 2- No 3- Don't know

It YES which one(s)1 _

2. Overall, how would you rate the fishing skills of the most experiencedangler in
your household who has fished in Alaska? (Please clrde one.)

Novice Intermediate Advanced Expert
1 2 3 4

The following information is needed for statistical purposes only and will be
kept strictly confidential.

SECTION V
ALASKA SPORTFISHING IMPROVEMENTS IOUIER COMMENTS

Improving Alaskan Sportfishing

We are interested in ways in which you think the Alaskan sportfishing experience
could be improved. Suggestions which are specific will be more useful than those
which are very general. Feel free to offer several suggestions.

3. What is the highest level of education any member of your household has
completed?:J;

!
00

1. Less than 8th grade

2- 8th grade

3- Some high school

4· High school graduale

5- Technical/secretarial school

6 • Some college

7· College degree

8· Post graduate study Other Comments

Please provide any olher comments below.

4. Which one o( Ihe (allowing best describes your personal employment status?

1- Annually employed by 5- Unemployed and
someone else looking for work

2· Seasonally employed 6- Unemployed and not
by someone else looking fat work

3· Self employed 7- Retired
4- Homemaker 8. Other

5. Which category best describes your household's 1985 income before taxes1

1 . Less that $5,000 6· $30,OO(l.39,999 11 • $80,0Q(l.89,999

2· $5,OO(l.9,999 7· $4O,00(l.49,999 12- $90,00(l.99,999

3 •$10,00(l.14,999 8· $5D,OO(l.59,999 13. $100,lJO(l.2oo,000

4· $15,lJO(l.19,999 9- $60,000-69,999 14. $2oo,lJO(l.5oo,OOO

5· $20,00(l.29,999 '10· $70,OO(l.79,999 15· Over $500,000 THANK YOU FOR YOUR ASSISTANCE
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MAILING INSTRUCTIONS I ENTRY BLANK

Thank you for completing this survey. To 'return this questionnaire, please fold along the fold marks on the back and affix the adhesive strip.
Rerum postage is guaranteed.

If you would like to enter the prize drawing, fill out the information below. Upon chec~ing for completeness of the questionnaire, this page
will be detached from the survey and your name entered in the drawing. This will ensure confidentiality of your response.

NAME _

ADDRESS _

7
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ALASKAN ANGLER SURVEY CARD

_1-4 trips _5-10 trips

_11-20 trips _over 20 trips

7. What is the name of the household mem­
ber (/6 years or older) most likely to fish in
1986?

6. Ifany member of your household fished in
1983, 1984,.or 1985 but does not expect to
fish in 1986, which reason(s) best describes
why they do not expect to fish this year
(Please circle the number ofs!! appropriate
categories)

1 - will not be in Alaska during the fishing
season

.2 - will be too busy to fish this year
3 - fishing experience in previous year was
bad
4 - want to use the money for other things
this year

----------

Number of Fishing Trips .
over

None 1-4 5-10 11-20· 20

1985 _

"(A "fishing trip" is defined as lasting from
the time you left your home until you
returned home.)

1984

1983

3. Did any member of your household fish ­
including ice fishing - in Alaska during ..
anyof the three preceding years (1983, 1984
or 1985)? (Please circle the appropriate
number)
1· Yes 2 -No 3- Not sure

If YES, approximately how many fishing
trips were taken in each year? (Pleasecheck
the appropriate category for each year.)

2. How many years has your household lived
in Alaska? years.

1. How many members of your household" 4. Did any member of your household do any
(including yourself) are: . ice fishing during this past winter (Novem-
1) 18 years of age and under ber through March)?
2) over 18 1- Yes 2- No 3 - Not sure
" (A "household member' includes anyone
who lives in the same house or apartment S. Does any member of your household
with you.) expect to fish in Alaska between April and

September of 1986?
1- Yes 2-No 3 -Not sure
If YES, roughly how many fishing trips in
total do these members expect to take?

First Name last Name

A-ll
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SECfION I
HOUSEHOLD FISHING EXPERIENCE

a. Over the years, we have fished at many
I 1 I 2 I 3 I 4 I 5 I 6

different places in Alaska.
b. We have a good idea which are the best

I 1 I 2 I 3 I 4 I 5 I 6
fishing places in Alaska.

c. We are still looking for new places to fish in I 1 I 2 I 3 I 4 I 5 I 6Alaska.
d. We usually fish in the same places from one I 1

I 2 I 3 I 4 I 5 I 6
year to anolher.

,
,~"

2. Below are some statements about fishing activity in Alaska. How well does each
statement apply to your household! (Please circle the number that best describes
how you agree or disagree with the statement.)

1. For each member of your household (including yourself) please write down the
approximate age, sex, and the number of years of fishing experience in Alaska.

Example-if there are three members of the household -a·27.year-old ~ale with 11
years of fishing experience in Alaska, a 24-year-old female who has never fished in
Alaska, and a .>-year-old female with no fishing experience-fill out the first three
rows like this:

Fill in here for your household. putting yourself first:
6

6
6
6
6

6

6

6

6
6

6

5

5
5
5

5

5

5

5

5

5

5

4

4

4

4

4

4

4

4

4

4

4

3

3
3

3

3

3
3

3

3

3

3

:J -$/
~ 'Q,f § .~

.... !// J1 '''zo·S ~ c-.~.so
<tOq § ~§ <J~

3 456
3 4 5 6
3 4 S 6

3 4 5 6
3 4 5 6
3 4 5 6

2

2

2

2
2

2

'$' "! ~.'if ~ ,~~
.§ ! .$ (:,$

.& JJ JJ ~ ;p ,J;PQo~.>:: .>::

1 I 2 I 3 I 4 I 5 I 6

~ ...£'
~ ?it-..$ ,~

~J J
1 2
1 2
1 2
1 2
1 2

1 2

1 2

1 2
1 2

1 2
1 2

In deciding Where to fish...

a. When we go on a fishing trip in the summer,
we usually first choose what species we want
to fish for and then choose a site where that
species is available.

b. When we go on a fishing trip in the summer,
we usually first choose a site that we like and I 1
then fish for whatever species is available.

c. We usually go to a site near where we or
friends own land or a cabin.

d. We usually go out of our way to avoid sites
crowded with other fishermen.

e. We usually do catch-and·release fishing. 11
f. We usually take guided fishing trips. 1
g. We usually take float fishing trips. 1

a. Good chance to catch trophy-sized fish
b. Good chance to catch your limit
c. Awilderness area
d. Asite ofexceptional beauty
e. Asite limited to fly fishing
f. Asite with fewotherfishermen around
g. Not having to negotiate rapids or powerful

currents
h. Not having to travel for a long lime to the site
l. Site with fly·in access
j. Site with good boat access
k. Site with maintained road access

3. There are different things that people look for when deciding where to go fishing.
Some of these are listed below. Overall. how desirable is each one to your
householdl

4. How well do the following statements apply to your householdI

1

Number of Years
FIshing Experience

in Alaska

11
o
o

Number of Years
Fishing Experience

in Alaska

if -Fif
.. .j ~ .~~ '''z
~i .s <'tJ' ~_'b /::'0

!Ii> ~~ ·If ",.~ 0",
'" "'0 Q IJQ IJol('

-F
•'if g,

oSJ!i
'&","

Sex
(M orF)

Sex
(M or F)

M
F
F

Approximate
Age
27
24
5

App!oximate
Age

Yourself
Member 2
Member 3
Member 4
Member 5
Member 6
Member 7
Member 8
Member 9
Memberl0

>­
I.....

W

,.



2-No

3-Don' know

,- Yes

9. Is any member of your household a hunterl

4- Expert

5 -Can't sai'

2· Intermediate

7. Overall, how would you rate the fishing skills of the most experiencedangler in your
householdl

1- Novice 3-Advanced

8. Does any member of your household hold an airplane pilot's licensel

1- Yes

5. How well does each of the following statements fit your household's situation this
summer? ..

.. ~ l f:
~ os it 0 i~!
1~f:l5 ~
~ :S ~ ~ ~ ~~

a. We have to work on weekdays during the I 1 I 2 I 3 I 4 I s I 6
summer.

.' b. We can take time off on the weekdays to go I 1 I 2 I 3 I I s I4 6
fishing,

c. We go fishing atter work. I 1 I 2 I 3 I 4 I s I 6

d. On weekends, we are busy with activities I 1 I 2 I 3 I 4 I s I 6other than fishing.

e. When we go fishing it means giving up some I 1 I 2 I 3 I 4 I s I 6
possible income.

f. If we had more free time, we would take I 1 I 2 I 3 I 4 I s I 6
many more fishing trips. •

;p­
I....

A

6. Does any member of your household subscribe to a sportsfishing or
outdoor magazine?

,- Yes

2-No

3 - Don't know

2-No If Yes, would you say that, overall, this member(s) of your household:

3• Don't know ,- Hunts occasionally

2- Hunts quite a bit

If Yes, which one(s)?
3- Hunts very frequently

10. Does any member of your household belong to a fishing club/organization, a flying
club/organization, a hunting club/organization, and/or an environmental
association?

Fishing club/organization ,. Yes 2-No 3- Don't know

Flying club/organization ,- Yes 2-No 3- Don't know

Hunting club/organization ,- Yes 2-No 3-Don't know

",,",, "~%'.
E"vlmnmenJ:<\t'?""soci~t~,~ - Yes 2 001' , lW



11. Below is alist of many fishing areas/siles in different regions ofAlaska. These sites are also shown on the maps on the Inside cover. For each of these sites, which of the following
statements best describes your household's situation. Please use the following answer code and circle the appropriate number (or~ area/site.

ANSWER CODE: <D Members of my household go there often CD Members of my household go there G) Members of my household don't know the
to fish. occasionaUy to fish, or might go there area, or never go there to fish.

in the near future.

SOUTHCENTRAL ALASKA OfTEN SELDOM NEVER SOUTHC,ENTRAl ALASKA OfTEN SElDOM NEVER SOUTHWESTERN AlASKA OfTEN SELDOM NEVER

. Glennallen Area West Side Susitna Drainage Area Kodiak Area
Gulkana River (Paxson-Sourdough) 1 2 3 Deshka River-Kroto Creek 1 2 3 Freshwater sites 1 2 3.' Gulkana River (Sourdough·Highway) 1 2 3 lake Creek Saltwater sites1 2 3, 1 2 3
Gulkana River (Other) 1 2 3 Alexander Creek 1 2 3 Naknek AreaTyone, Susitna, Louise lakes 1 2 3 Talachulitna River 1 2 3 Naknek River 1 2 JOther freshwater sites 1 2 3 Chuitna River 1 2 J Other freshwater sites 1 2 J
Prince William Sound Theodore, lewis, and Ivan Rivers 1 2 3 Saltwater sites 1 2 3
Valeoz Bay 1 2 3 Other freshwater sites 1 2 3
Passage Canal (Whittier) 1 2 3 Saltwater sites 1 2 3 Kvichak River Drainage Area
Other saltwater sites 1 2 3 lake Iliamna and tributaries 1 2 3
Freshwater sites 1 2 3 Kenai ~eninsula Area Other freshwater sites 1 2 J

Knik Arm Drainage Area I Kenai River (Cook Inlet to
Nushagak Area

liltle Susitna River 1 2 3 Soldotna Bridge) 1 2 3 Wood RiverlTikchik System 1 2 3
Knik River

,
1 2 3 Kenai River (Soldotna Bridge to

Other freshwater sites 1 2 3
Wasilla and Cottonwood Creeks 1 2 3 Moose River) 1 2 3 Saltwater sites 1 2 3

;:. Big lake 1 2 3 Kenai River (Moose River to
I Kepler Complex 1 2 3 Skilak Outletl 1 2 3 SOUTHEASTERN AlASKA

..... Finger lake 1 2 3 Kenai River (Skilak Inlet to Ketchikan Area 1 2 3
U1 Wasilla lake 1 2 3 Kenai lake) Prince of Wales Area 1 2 3

1 2 3
Other freshwater sites 1 2 3 Skilak lake 1 2 3 Kake/PetersburglWrangell/
Saltwater sites 1 2 3 Kenai lake 1 2 3 Stikine Area 1 2 3

Anchorage Area Russian River 1 2 3 Sitka Area 1 2 3

Anchorage Area lakes 1 2 3 Kasilof River 1 2 3 Juneau Area 1 2 3

Bird Creek 1 2 3 Ninilchik River 1 2 3 HaineS-Skagway Area 1 2 3

Campbell Creek 1 2 3 Anchor River 1 2 3 Glacier Bay Area 1 2 3

Twentymile River 1 2 3 Deep Creek (freshwater) 1 2 3 Yakutat Area 1 2 3

Other freshwater sites 1 2 3 Other freshwater sites 1 2 3 OTHER AlASKA
Sallwater sites 1 2 3 Deep Creek (saltwater) 1 2 J Fairbanks Area 1 2 J

East Side Susitna Drainage Area Kachemak Bay (Homer) 1 2 J lower Yukon/Kuskokwim Area 1 2 3

Clear Creek 1 2 3 Resurrection Bay (Seward) 1 2 3 Seward PeninsulaiNorton
Montana Creek 1 2 3 Shoreline (Kasilof to Anchor Point: Sound Area 1 2 3

Caswell Creek 1 2 3 Razor Clams) 1 2 3 Northwest Alaska Area 1 2 3

lViliow Creek/little Willow Creek 1 2 3 Other shoreline sites 1 2 3 South Slope Brooks Range Area 1 2 3
Other freshwater siles 1 2 3 Other saltwater sites 1 2 3 North Slope Brooks Range Area 1 2 3

12. Does any member of your household own or have regular access to a privately-owned cabin in Alaska! 1- Yes 2-No

If Yes, please list the arealsite(s) FROM ABOVE which are nearest to the cabin:

3

"'



SECTION"
WINTER FISHING IN ALASKA

.'

;l>
I

I-'
0\

" Did ..ny n'Iflnbe:tt of your houwhold (k'lduding YOUIWII) 10 filNna In Aluka durina
Ihis pUlwinlff-~nNovembet T, 1985illndAprit30,1906f
INolt': This include$ ice fhking trips.)

,.'1«

:l·NO

]. 00tI'l: know

I If No. Of Don't know.~ to '$earn" Ifl. I
I

2. Haw m.ny m",mber'S of your houu:hofd (indudinll your~11) pMkip.ted in tome'
fishing inAluk,be~Novembef" " 1935, lind "prillO, 19861
___hou~dmt:mben

J. PJt'..~ lin t'Kh like- (Of SlnN1m)wneft' "nyci'll' in 'fOU' hOU$(!holdflnciudinS youaeIf)
_I'll fishing during thiS lime period. II the site is ul'llUmeod. pfeu.ldentlfy the ;lUll.
Nw,. pltt,nt' idt<l'Ilifylhl' "umbel (l.f Ifipll the numbctr of P£~..ys (each day .­
"",",schold fNffiber hshet III .. site IS one penoo.d.p. ;lnd the: IOI.u numbu of fish
[<lughl by houM!hold memoos" e.Kh of these ~la •

~wflQ In below:

SiteniUntrlarea

Approx,
number
ofltl!?! ­ponon<f'Y'

!U!!!. ­totaJiwmbet
fiShcau@\t

".,-4".

fQmple: Memben of dw house-hold visiledlwo siteJj duringltw1 wintu. 11M) trips
_fe molde lelewe! like and one lripwn m"de to VI unNmed la1(ein the Knill; Ann
,,'U. On one of the trips 10 leweJ uke, one MuM::ho!d member~t ;md on the othef
ltip two houK'hold mtfTl.bers \¥tnt. Eu:h tripto'~t~kl!wu ;lone dily lrip, $0 a toul
01 thrR ~~o,on-d.)'$~'Wfft' sP'C!l'll .al Iewe!l.ke. Thlt'C! mlMlbotfl 01 Ihe household
_fliIO lhe l>flI'l,.m«ll.kt' ilnd $~nt 2 dil)'$lheff:. This is 4pt:tSOfl..oays OJl21

.. Approldl'lUllelf how much money did members of )'OUt household (lncludlt!S yoUr­
sell) spend on fishinl between NoYembet 1, 1'115 ;and April 30. 1966 lor.

.. Equl~
,

£umpi~s:

Appro.. ApPfOX, Ap"",,,
b. ~inefothettRwfPpen_flumber pel'SOtHu-yt total number

Sill! fl,me'atC':,t 01 trip! !!.!i!! ~
Co foodfIodliaB

J~'Uke 2 , 10
d. OU,.,

,
Uflfl.lm«ll,ke/l(flik Afm Nt'lt 1 • " TOTAL >\MOUNT Sf'fNT

,
•

-



SECTION III
198' SUMMfl flSHINC IN ....lASkA·MAY,JUNEAND lUlY

tn Ihis fo«tion, Wf!'~ JOme ~ilk: Infoml1.ion about )'0\11 househotd'$ lilhlna lflplln AIflb dUMa MAY. JUNE lind JULY.

I If NO fishing trips wtt"etakendurlngthesemonths,Sfdplo section IV, I
This H'<lkm i1 itt lh,~ p.lft~

.. '" C..IMliIt 'of recordinglhe DATES dUring MAY, tUNE .lind JULY in whkh memben of your houshofd llthed,
• A Trip toe lOt It'Cofljln8 info(~llon i100l,lllne NUM8fR Of ptRSONS, sins VISlTfD, CATCH .md CROWDING CONDITIONS on eoKh ,rip.
.. ASile an:Of'd for re<.:Ofding $Oint' INfORMATION ABOUT TRAVIllo the sllelth.., milffJlbers of your household vbiled lind TYPiCAl EXnNOITURES

i1uo(l.lll'd with lnese ""SoilS. ' .

.... "".""" NIIIWI of Arei/Silfl """ N~mIl'oI Art.,!Sil.,

SOUTHCfNfW AlASkA. ,",fUlh~ AI'«' iConf'$

2{E=:~~'11Pn~",
,.. 1("lUIi Rivt:t tSkil~k Inlet II),., /(tfUillkr:J

SourdOllsN ,., S."ik like,., CII/lt.ma IMt tSourdouBh- .. /(....a!lIb
High.uyJ '.' Run!an Rj~",,., Cul!<.mliIUVt:t 100h.,rl ,. /(isi!ul 'li~t'

'< 1)'one, Susllfll,tCllriuhl<f1. .. Ninikhik Iti~r,., Ot~ t..,.hwiler tilt'· P·10 "f'ldlUrR'~r

tr/n(-t WOuu,lll~ P·11 D«p Crl"t'k ll,..dl....ler'

" Villdt'l 8<1y P·12 OllltlrfrlJsl!w.ll"'litlJ'·

" P,UJ.lIt ~nal !Whi\liwj ,.t) D~Crnkh~I"'.llerl

" Other ,illvro,l'lflr ,;tu- M4 I(Khcm.Jk 8,ay Itmmerl
H F'IJ'hwaw iltft- ',15 t«u1le.C1klf18"y ISE:w.lrdl

~itlJt:.r.::=~AIU
,-a ShorlJline U'"silof II) Arn:ho,

l'oif'll' .nor Clim,j
k.' '-11 Other'horeli~silH''., /(nitlftver '·1' Othe' ultw.aler ,i'«'
k.' W.uill••nd CotWllwood Creri;,.. (llth,kIt SOUfHWfSTflN ALASIA
k.' l(epler Compte"

•• Fing.er"ke lr:odi-ik,.,.«,., Wllil~bke "" Ft'effi...iIVsiteJ'

•• Oint' trethwl.lflf ,ilU- "" S"frw'lt' ,iles''., $,ftw"teUilfl- N.,kndArr,
AIl(~AJQ

,., ~Rfvir

"' A&~flAf"Uh' I.' Clnerhem"""I'" ,i1e,',., IirdCreek ,., $~itff ,iles",., Colmpbttl Crull. lI"k~ .i"rOr,~seAre,.. T~iIelt~ ., tHt II.IInN "tid ,,,btll.lr_,., Other 'r","walt' ,ilet" .. Olher lre,hwllef ~ill'!',. b!lw.lllr littf'
N'""",.kA~'

bdSidt:SWttN Pr:tinqt:AIU ,., \MlOd wlIflI ,k~hik SyUl!11\
M-' ek,roeto\i T·' Olhel 1reU!""iW lilfl"
M-' Mm'Itana~ ... SI!lW"ltt ,ifes'M., CuwellCIWl
M< WillowC~tIleWilJow Crflek SQU1H(ASTflN ALASkA
M< Otlltlr tlflh"".ter Mlrt,' A KelChilullArtli• Ptirn:. 01 Wool" Are.-.,

SOtIfHQNflAl AI.AUA C l(,kelf'flersbvrgIW"ngtlV

::U~Z~t:!Aa..
Stik/neAre'

N-' D SithAre.

N-' UkeC.t!l!k """"IIAre"
N., Ale';!noof C,eek '., SiUW'lltl'dl!.'

N< T"!oKhulilnolRilrer
,., Frl!shw'!l!t ~;re.·

N·, C!witlUl River
,

H.;nt:s·Shgw~yA'ei

N' TMoI:kI.e, lewis"nd N'f'llIiver. G O,,(ie.S"yAru

N·' Other frf!1ohwillfl' lile,' H Y.kul", A,.,,,

•• S'll...."." f;I"s' OTHUAlA!>U

It:n.1i! tr.!inw\f, Are. U f"irbif'lhAIf""
N Ren,,;~rltQ(\" Jnlel'O V lowel Yukofll/!;u,.ul<...'m ...,,'~

l(~~':i:r~~~tf'l"8riag\l10
w Se....rd Penjnsul.,Nmlun

N S-uundAIf.'.
MQolrltiYl!IJ • North....~1 "I.,ta Ate.,., KelUl; RIve'IMtJo,e Iti"", 10 7 SOlJlh Slt>pe Brooks II."S'· "'".
Skil.k OIJllell Z NO'lh SWpto 8'oob R.nge A.""

"If'I .-..ddi'iOf'l 10 $lte oxhs, 1*".... SJllI'C,ly Sill'.

SATF"THU'WtDTUfMOOSUN"", .. ............. .- ......... ,nu" -... .., , , • I , T

I • " II " .. ..
.. " " " .. • n

n " ,. " " " "
" •

, , , • ,

• 7 • • " " "
.. .. • " " " "~

" n n "
,.

" "

" " " • n

~
2.

~
I~'

, 4 f2.) S

~
, I , " II \W "

, , J

• , • , I • "
II " " H .. " "

" " • n n n ,.

a " n " " • "

Calendars1986
Calendar Imlrudions: •
1, DRAW A liNE in filCh d.y 01 the~..r In which YOM Of.ny other member of

YOUI hQuS('hoJd -nl fishing in "''-sb. Jf the trip loUted one Of rna,. nighll,
((lnhruJ(' 1M liM 101 C!'olchd.ilyolihe trip. .

2. NUMBER (ACH TRIP !lepilr.llety by writing the trip number lbove- Ihe line and
(irdmgil.

(XA",\PI (; M~befSof the S.n houu~hoIdtook th~ fiming tfips between May .and
luly. All flllee ItipS Wl,"ff:! taken in July inclUding a DAY TRIP on My 1, Ii l-[)AY TRIPon
Ivly 4, ~.nd 6, and ..o OVUtNiCHT TRlI' on Ivly Tt Only the July u!endaf would be
hUn.1 ul.If.nd it would be l;Onlpleled as follows:

~UN MON TV( MO THUR flU SAT

'~

:x:­
I.......,

..

WJ.,~
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Of .O\M,fin fimSp«Mls
RC ·1!u0f CI.m~

D8 ....rbot
SM· SmeltIH<:JofiI.nlCipcllnIt,_/t(I(;UillVSd llu

ca· ""elk C'ilylins
Sf-ShWish
Wf·Whildim

DV _DoIl~ v..-de:t1
AC-Arctit-Chu
NO -NMhl!/'tl Pike

CT. Culth,Qlll'out
itT- D.tOOle TfiXll
IT •uke T.olII •

u .L.md-l«ke<.lSiIl_
SH· Slt'elhe.o Tl'out
itT· binbawT'OUI

Ss.Silver~_

ps. 'itlll Silimort
CS-ChumSillIlllln

SI'fOUCODf:
KS - King: Sllmon
1(, • S_lIKi"l Slhnon
ItS·RedS.h'tIolI

1_ OIherbo»f
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"ll!l'~ ...tll'.~tI!'H"pf(l.hbete ...~s~"J"&d S}>Klt'$."

:"N~tr;"7t~~llJ""'~ s~," fodt'twIow.
b....re'''.'"..I.......m~' otTAII'Cn Sf' CIU CAUGHT ~l

Ih,. 1'1<' by .11 "'l"I\boIu oJ )'OUr hO\;'sri>gld.1I none
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• '0 Wh,iIOfHt.SptClfSwe'eC'....'hlM:lhiUil<'by.n
"'tmw,.Oll~no..>t'ho!dl III 1'10 OIMr ip«it';';t'fl!
U"gl'ol. Illp 10 Qut'Sl...... 11-1
A. T'tpt Of SPIClfS \tOOns tne Sf>e(if'i Code below.
b. Allp<""m'le .....moo 01 OTHER SPECIES CAUCHT by

t!. ~,oI)'W'fuiI:.,~ld.

1!. Wtwl I"" d....ft of CltOWOlNC on Ihil oc:u,<O/'I •
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Eumpte;:lhe.m~

Site Record
INSTltUOIONS:: fijI out ONE cofuml'j in the: Site Re<:qrd below for NCh lile that ~peM$ln the Trip lOj, If. site wu vblt«f more lhan once. fiB out only

ONE r«wd lor IhiJ Jile. Wrile the Sile Code "umber~t the hNd ollhe column.
ll(AMf'lf; Mem~rJ 01 )mit houk!hold "hited k-l twice and N-2 once between May and July, flU out 0Nt rKOfd Iof lite K-l and ONE record for .11e N-2.

,-

w.MI'U "Ttl ,,'" "'''' "'". SiltS SITE' ' SlTI 7 SITU sn.. ""..

1'-[i.-r I 3 I
f il! ..",17.tti;;;1~1_!bJ~
7p.;.-;.g~~·;;:] ~f711

CLJ~1 1 3 1

r--i
NOn" 'iffl ....Pf.. ",,,,;a otI T'ip.1. "'>1
c~ _ \.toN 10 '""_ q..,.,Uion"
IhlUUflh ll; r'ip I) ,I<lm in lhe ned
COMPiUUYBlANk Whtrrm.

I I ~ I Lf

IT]7lff]

•• unlmptOlrtldampsround
'.b<nt .

10. other

5 • hotel, molel, or temt'd cabin
6 • comml':'n;1J.1 counpground
1 • It~tt', ft'df!fill,or other fmPfO¥edcampgfOUftd

7

HOIIIO $ I~ } f { t ~ • If f
\ 0 I~ 0 ~ t t t I~ I~ ~ I~
\0 110 ~ I ~ I~ I~ Iii \ ~ ~
1\0 ;~o I I \ \ \ 11 I 11

11Slll~ \ l I~ I~ .~ !~ I~ 1\ 1\
,'> I~ S t i t ~ ~ ~ I I~ $
to 1\ 0 1\ t !i I~ ~ It !i I I~

i£5,~ The aver<lSe exptondilUTl!'$ per day fOf food and lodging enroule to the lite and at the .ite, induditlS:

\30;\10 I t ~ ~ ~ !i \ ~ ~ t
~O:fO \ ~ \ ~ ~ ~ i ~ 1 ~

OltM-,"'~ le.g.• bu~ or train fld.et~

b. ON-S/T£ fiSHING IXPENSES,~ Theo 101.1 Ofl.si!e fishinSexpensel per dayfor alllht'housetmid memben whawem fJshing" the sile,lncluding:

C~l""kkofl'.s.,fisilingline.lures.,

f"1C.J.indhiil
Ofl-'tlte bo.tlln&: cOJ1f (e.g., gumime, oil,
rt'nt.., It"t"l. dock 1«11;1

Guidt1f't'J

c. fOOD, 'lVElACf5, AND LODGING fXnN
food .net ~.I". including .!coholie
~\fl'u&e\ - Ul load .and beyer.ag~ Wl':t*

in(ludtd with lodging. put all ell;pendl­
lurei in Ihr 10cginS calegory.;

, ll:ldai"l fe.!.,lodgn,holels, motIll'1$,cam~
grounds, e1C,)

OVUNlCHT ACCOMMOOAfJONS COOt:
1 ... ubuvtt'itdenct' owned by hou~hold or frlt'ndi
2. umflC'rlllV
) • cornmrlcial Iodgr

,...."..".---- n"'~1, Wh<l' wn 'hl'app.-o.-imale ONE·WAY 015- "0 1..0
lANCE olth,. Jlle Irom your homt'o in mMil I' J ,

2. WhNI' d,d fMmben Of your houkboh1lJSu..
AUVSTAhHh;";"""'",uw,U,didno< Z. 1 N/A . ' .
1,l.y o"tr1mghl, ptu~ ",r'le NJA< olherwise
ptl·",e l,Ik! lht" OV[RNIGHT ACCOMMODA,
TIONS CODE below.

l. Wh"l were thl':' apP!'olt!mllle TRIP ElPENOITUttS rnltk by .all rnembt-rs otyour houHtloid In vl$I1I"Sthis siter If then wu more Ihllt~ trip to the lllt<,p!f1ilUleJt1rrnate (he
""f'I"Ill' pt'r Irip or pel d.ay U$ indltJled belowl CO$I for aJllrips.lo the lue. If THERE WERE NO EXPENDITURES IN 0Nf OR fo10RE Of THESE CATfGOR'£5, PLEASE PUT V IN THE
SP....CE. YQv, bell tllim~le Is-tlftdcd lor the Iס/lowing typeJ 01 expendltur~s:

,_ TRAN:$.POlTAT!01'l/ (Xf'fNSfS lo.nd lrom the $il~, e!!..!!.!e. Th~ 100~llranJport.lllon ellpen$e5 for ~I the household members who wei'll 10 the sUe, Jndudln8~
Moll)( ~hklC!~~ Ie_I., guoline, oil,
p.fking. etc.)
Ai,pl.a~ C!.~nsn (e.g., llidine tickets,
p!<lne lent"l, fuel, Lil'lding 1Nl'$, t'IC.!

B{),Ite_~~ (e.g.. guoIirn!, od, t'IC.)

>­
!....

\JJ



SECTION IV
DEMOGRAPHIC INFORMATION

'<

The following informalion is needed for slatistical purposes and will be kept strictly
confidenlial. (Please circle:)

1. Which one of the following best describes your personal employment status?

1 - Annuallyemployed by someone else 5 - Unemployed and looking for work

2 - Seasonally employed by someone else 6 - Unemployed and not looking for work

4. What is the longest any member of your household has been a resident of Alaska!
____ years

5. In what ways do you feel sportfishing in Alaska could b< ;;n;wwed!

(Recommendalions which are specific will be more usefullhan those which
are general.)

3 - 5elf employed

4 ~ Homemaker

7- Retired

a-Other

::t>' 2. Which category best describes your household's 1985 income before taxes!

:, 1 -less that $5,000 6 - $30,00Q.39,999 11 - $8O,0lJ0.ll9,999
o

2 - $5,000-9,999

3 - $10,000-14,999

4 - $15,000-19,999

5 - $20,000-29,999

7 - $40,0ll0-49,999

8 - $50,000-59,999

9 - $60,000-69,999

10 - $70,000-79,999

12 - $90,000-99,999

13 - $100,000-200,000

14 - $200,000-500,000

15 - Over $500,000

3. What is the highest level of education any member of your household has
completed!

'I -less than 8th grade 5 - Technical/secretarial school

2 - 8th grade

3 - Some high school

4 M Hil}hschoolpr~")dlJatl~

6 - Some college

7 - College degree

a. Pm' grad>LW>.~tudy<. ... '~'----:'_~" "";._-



I I'· I I I I I 1 I [ I
I I I I I I I I I I I

Trip log (Con't)
Write in Trip If (from ca!(!nd.u) here * I . I . I . I I I I I I I

:. ~~~o;~~~~:~~E::::::::::::::: 1;~I:;g:;g:::;:I:::<I::;:I.;::1 :::;1:::;1:::1;::..:::;==::;;
3. What was the primary MEANS Of TRANSPORTATION i I I

used on this !fip (use the Transport.uion Codes listed
below,)

4, HOw many HOUSEHOLD MEMBERS went on the trip
(include yourself and other household members who
went along but did not fishH~ indude people who
went along but were NOT household members.

5. ~~~a~ya~I~~~DU~~~~sl~i~EMBERS (including yourselO I I I I I I I I I I I
Ph.·,)~e dn~wcr Questions 6 Infu H/or EACH 5ife ...isited on a trip: it more than 1site was visited on any trip, use an additional column for each site and begin the neXllrip in the next
6. At what SITE(S) did members of your h?usehold fish ' "completely blank" column (see E~mple. Trip 12).

~1'!.~,i~~ig:;~~~h":~t~~eS~~d~~~~:~~~~~nb~c:ose I I I I I I I I I I Isome sites have similiar names,) If more than one site
":a~ visited on a~y trip, p!eas~ separately list each site
Visited on that tnp, as shown tn the example on page 6 . ., .. .. .' .. .. .. .. .. .
(Trip '2), ~ ~

7. At this sHe. where did membe" 01 your household FISH I I· I I I I I I I I I
FROM? Bank Only .. "1"; Boat/Floarplane Only. "2"; ...."...,.,.'".
60th Bank and BoatlFloatplane ... "r.

6. What was Ihe approximate number 01 HOURS SPENT I I I I I I I I I I I
FISHING at dBs SIte by members of your household ,. .. .. '
during lhis trip?

;l><
I

IV....

.'

9.

10.

11.

Whal was the TARGH S'PECIES (i.e., the principal species
which members of your household were trying to catch)
at this site on this trip? (If there was !iQ"Target Species;'"
skip to Queslion 10.)
a. TYPE Of SPECIES using the Species Code below.
b. Approximate number of TARGET SPFCU:'S CAUGHT at

this site by~ members of your household. If none
were caught. please write "0".

What OTHER SPECIES were caught at this site by all
members of your household? (If no other species~ere
caught ddp to Que-slion 11.)
a. TYPE Of SPECIES using the Spedes Code below.
b. Approximate number of OTHER SPECIES CAUGHT by
~members of your household.

Whal was Ihe degree of CROWDING on this occasion at
this sile? Very Crowded .... ''1''; Somewhat Crowded .. *2";
No! Crowded .. "3"; Wilderness Conditions .. "4'";
Unsure" "5"

E- 3-3--,1- -E-f-j-l- -E-F - j

E7E21~~~;.8J
I I I I I I I I I I I

TRANSPORTATION CODES:
1 • just walked/bicycle
2 • mOlar bike/AN
3 • car
... lrude/van
5 • cJmpcrlrt.-"Ctealion vehicle

6 .. motor boat
7 • other boat
8 .. airplane
9. otht,>f

SPECIES CODE:
KS· King Salmon
KI • Small King Salmon
RS •Red Salmon
SS· Silver Salmon
PS • Pink Salmon

CS. Chum Salmon
Ll. Land·Locked Salmon
SH •Steelhead T,out
RT· Rainbow Troul
CT· Cutthroat Trout

8T - 8rook Trout
IT -take Trout
DV· Dolly Va,den
AC· ,""ctic Char
NO. Northern Pike

GR· Arctic Grayling
SF· Sheefish
WF •WhitefISh
DB ·Durbot
SM • Smelt/Hooligan/Capelio

RF • Rockfish/Sea Bass
HA·Halibul
OF •Olher Fin Fish Species
RC •Ralor Clams
as· Olher Shell Fish

9
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MAILING INSTRUCfIONS/ENTRY BLANK

Thank you for completing this survey. To return this questionnaire, please fold along the fold marks on the back and affix the adhesive strip.
Return postage is guaranteed.

If you would like to enter the prize drawing, fill out the information below. Upon checking for completeness of the questionnaire, this page
will be detached from the survey and your name entered in the drawing. This will ensure confidentiality of your response.

NAME _
ADDRESS _

.,.. ~.~.~""~
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SECTION I
1986 SUMMER FISHINC IN ALASKA· AUCUST AND SEPTEMBER

1. Did any member oj your household $pOrt fishdufing August or September of Ihis ye,l,rl (please circle)

,. Yes 2. No I"UC;:NO~f"iS:;:h:;:in::g:;:I:;'lp::s::w-.::re:-::":;:ken::-d:;-u::';:in":g":lh::'":S.-::m::':o":nl:;:h":.,-:~;:klC710::Sec;:::;:lio::n"I"I,--'·1

;t lidow i~ a list of fishing ilrea\lsHes in different regions of Alaska. PleaStH;irde I .1. On theCatendars below:
lhe Site Codes preceding each area/Slle in which a member of your housenotd fjshed a. DRAW A LINE in each day in which you or any other member of your household went
dUring August or $cplcmb(;';"Of Ihis yedr, fishing in Aiaska.1Ti'fie trip lasted one or more nights. continue the line for each day oj

~l~~ . _,'
b. NUM6fR EACH TRIP separately by wrlting the trip number above the hne and CIrcling It.
EXAMPLE: Members of the Bass househofd took 2 trips dunngAugust and Seplember.
Both trips were laken In September/including a lMYTRfP on September 3and a J..QAy TRIP
Oil SeptemberS,6 and 7,Only SUN MaN TU£S WED THURS fRI SAT
the September calendar .
would be filled out and it
would be cOmpleted as
faUows: •

SUN MaN lUES WED TttURS fRI SAT

~'..' S;l"
t .~k "'~""'''l "'.....!~" •. 1.:,,01., N~"",ulA." ...'Sd"

SOUWUNUIol ALAU," kefWl f'effl'lll<l. ,,_tcont'dJ
Ckfm.lI!t'ft "'e. N Ken.; j;ti~t IMQO$t Ri~et 10

"
(;1.11.,10<1 Il,W! II'". ""l-S",u.d""!V'1 Skil... Ot.<dell,. Kli'M RjWlflSkil..k 11\k,11On G"jk~n.Il'H"IS""n.f<.....&h.H'$ltw"'Yl

Ken<li.bkm" (;1.111, ..... 11.,"'", 100n,'I'; ,. S.;I"kl~b.. 11 """. :it"~'!lu. Iuuiw t ~k"• .. """.., l.lkl!',. Ulh,,, lI ...n",."" w.~ ,,' /tllui<lnltiWt
p,im:.. \\ill,..m S"'1<\4 ,. lU.itotfhv..,

" \"l..h'lll"t ,,' Nin,khilltWer

" 1'.., ....:', ( .." ..flWhm,,'I! ,..1(1 Andl<lllljWf

" (lIlt", ,,Jt,,, ..I~' ..,.~ "·ll D,..,pC......kllre~hw.1et1 I.. h ...h....'N"I.·• 1'.11 Olhe,llnhwiltet'Jllfl

"nil "'In O,.u~Il' "''' ,..1) o..."'p Cr~18I.llWjl$'l

" I.llk !>..,,,In,,lhwf 1'·14 k..,h..mA Ihy ltiome'tl
;"1 kn,k Il"." ~ '.1£ R"SlltrCt;I,Ull 8")' l$l'wardl:

" \\ .."U....""t..,I1..."'..,.. ',,'.:h f'.'. Sh",,,I;nc IK...llallq ArM:hw Potm: Ituof OmIu

" II,.: I ..~,. f'.11 Olh.... ~"Qtt'hlU! l.Il~

" k"l,I,·'C'~"l'k. '.1a Oln<:. ".hwal~ .'It"

" 1"'1'."1 ...... SOUJHWISlUIN ALASKA

" W.."U"I~~l· lodiDAfd
:I> " 11111", ,,,·,lIw,,"" ',Il'. Q" fro~hw.l<:nlll,~"

I " \ ..u...·..,,·, ,,""' (}' Solltw..I",., lilfl

IV A... ",... ,,~.. A.....
N,"-,",. ,,"'.

" A,,,,,,,, .. ,;,, AI",.. hk/:. ., N"."dll;ww

"" " jl...,j{-..·dl .', Im"'fI":\hw..I"''''I,,,...,, l""'t.to,·nl.!!..-. .', \"11....1.·' ...1.·•

" , .. ,'n,y.."",It,~.·,
k..it M Ii.... Dt.ill..Jt<:' AfN" (111""11....11...1<.,,,'...

,", \ ..11...."·' ,no·, ,,' 1..~'·lh.,"' .......n'th.l,lll.."''''
!>-1 fJII,.., h""''''''"''1 "I".

t,,"~!<k ""'.1". U.,.;...,I.. .v....
N.,w..S•• AlI'<1~I I f I,· ... ( ,•••~

" W<~ ..llhw.trlk' hit !>yo.l"'lIt'" M,""I .... ,"( ",.

." ''''''''Il( .....~ ,,' (JIll", 1....h.....I"'., l'ilfll

'" \\"lh_ (II"'~ '1,111;, W,lli ..., (·wd, '" S<ill......t"'••;I$.'t
M'. 0"..., ,..." ......... ,m·. SOU1H£ASlfIlNAWM

A "dthik<inAru
~OUlli(l"'-rUt"'tA~K~ • ",in(t 01 Willel Art•

\\ ....1~..i; ~.;IIW: O.......p At.... C ""••'I'!1l"\bt"glWt..Afl'UJ
Shk'fIlIArt.

" Ih...h... II:,..••.J.t.fi... t:.....·~
0 S"h"Wol,,",I 1..~.'C ...o·k

1"....~uA"'.~ I Al,'"""Io"1 ..-, ....
~~ 1..1.... h"h'"'' li,..·, t'l S,all....."l... \;h"

n. f'(1Ih ..,,1<" ';1<:$1',;; Ih",''''' ..,·.·. f H..li",·,'Sk"t'w.yN"<I" Jt"~,.j,,, .. , I.... " ...,,<I I,,,,,, Il,,,,'"

" t)fl'.'.I.... I.....'•.,~I'" C CI..<lt',8..y"'"''

" !>.J.il .....' .......'.
H V"k"W"'N

f(.....il'........"'~"' .."
Orutl "lASk"

U f",d...n~.Ar..." ..~n..' It,,,., (Cum.. h'kllV
V t .......·, y"...nlK...~.uk......m ...f ..a)'11<1,>11\,> tI"dj;d
W s.."uld ....nin'"WNorton" k ......., II" .., lSulr;iol".. It.."'~ II>

S<l""dN~"t.ltX,>k'Il"''''1 , NI.I,thw,,}jAJ;,shNU, Soulh Slope 8.oob R,,"I~A,ft, NorlhStope 8toob lallle .......

'. '

'~
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Site Record
INSTRUCTIONS: fill out ONE cuJ~mll in the Site Recmd below for each 5elNrotte site thai appears in Ihe Trip lOS- If a site was visited more than once, fiJI out onJyONf record

for this site. Write the Site Code number at the head of the column.

Members of your househcld \/Is-iled K~l twite and N·2 once during AugU$~a~d September. Fill 001 ONE record tor siteK-l~ONE record for site N-2.

SIUlOSitE'SJTf8SITE 7SITE'

8 • unimproved campground
9". boal

10 • other

SITE 4 . SITESSITE)SITE 2•SITE 1

5 • hotel. motel, or rtlnted cabin
6 • commercial campground
7 • slale, foof.'fal. 0( olher improved campground

1

EXAMPLE

1('-1: N·'
70: 2.0

2..-; NjA

uo'HO $ l~ } $ { ~ ~ I~ f f
t 0 I~ 0 ~ f t t I~ I~ ~ ~ t ~
to If 0

I~O ;iO If It ~ ~ ~ ~ Is Is ~ ~

It IS I. IS' ,~ ~ I~ It \ It I~ I~ It
\ ~ It S- f ~ ~ ~ ~ ~ ~ ~ f
~ O!~ 0 it It ~ I~ t I~ ~ ~ [$

SES,~ The .average expenditures per day for food and lodging enroute 10 the site and at the site, including:

f30 :f lO f f ~ ~ ~ ~ ~ ~ ~ ~

~o If 0 ~ i ~ t t ~ f ~ t t

(. fOOD. BEVERAGES. AND LODGING £J(PEN:

food and be\'~ages. including alcoholiC
beverages - (If fOOd and beverages were
included wilh lodging, put all expendi­
lures to the '"lodging calt·gory.'

lodging (~_g., ludgl.'s, hOl(.+" molcls, camp­
grounds. ctcJ

OVERNIGHT ACCgM""!QPATlQNgQ.Qti

1 .....lbinlrt:.. iu...-ou: owned by huulrChold or friends
2 • campcrlRV
) • (umml:rll..J ludt;c

1. Wh.lt was the appro",imate ON,
lANCE of this sile from your han'

2. Where did members of your hou
AllY STAY at this sitel If they USI.!

lolay olternight, pleasl! write Nt,
plt·,ue use the OV£RNIGrIT ACCOMMODA·
TIONS CODE beiow.

J. What were the approximate TRIP fXPENOITUR£S made by all members of your household in visiting this silelll there was more than one trip to Ihe site, please estimate the
olvcrage per trip or pCt day (ou indicafed below) cost lor all ttips 10 tbe site, IF THERE WERE NOEXP£NOITURES IN ONE DR MORE OF THfSfCAT£GORIES, PLEASE PUT"O"" IN THE
SPACE. Your helot t.·shm<lfc is ~'Cdt.'<i lor Ihe lollowiOG IJ'pesof c)(pcoditures;

.a, TRANSPORTATION EXPENSES 10 and trom the site,~ The lotaltransportation C)(penses for all the household members who went to the site. including:
Motor wOOide expenWl'i (e.g.• gasoline, oil.
parking. etc.)

Airpl.:l:"e: e:xpenkS (e.g., airline tickets.
plane rental. fuel. landing lees, etc.)

BG.lt e:xpenses (c.g., gawline, oil, etc.)

Other ell:penSl'$ (e.g., bus or train Iickets)

b_ ON-SITE fiSHING EXPENSES,~ The total on-site fishing expenses per day lor all the household members whoweot fi!ohing at the site, Including:

Coowmable tackle le.g., fishing line. lures.
etc.) and bait
OtHite boatln& costs le.g., gasolinc, oil,
rental ft.'es. dock fees)

Guide ices

SITE VISITED (ph.'iue usc sile codN)

:;:.
I

IV

'"

.'

'~



Version A

SECTION II
FISHING·RELATED EQUIPMENT OWNERSHIP AND EXPENDITURES

I. Whkh of the tollowing items does your household own (including part ownershiplllP/ease cirde as many as appfyJ

CI<:Ol!P A ~G~R~O~U;!P~B!,-..,.-c ~"",,""_-:-:--:- ~""'-:- -::::-;-"""--""""':--;:":--
~ . 01. plJne OS. ~nO\"ma<:hioe oa.lfmtJsleeping bags 12· fiSh,og rodJpoies 16· fish freezer 20_ books on Alaskan fishing

O! .1)0,)1 06·ATV 09· tacklefreefs, lures, spinners. etc.) 13· dIp net 17 .ba<:kp.1cks
01· <.!hin 07. impfOwd camJ»ites 10-trolling equipment 14· sonailfish finders 18· campstove
fl.4 • t Jll1pt'r/RV 1J. ice fbhing equipment lS - tlsh smoker/processor 19 - waders/hipboots

If ~·I1I.r hou\t'hllld owm any ilcnlfsJ in CROUP Aabovcfe.g., plane, AlV, elc.),pJc,lse givea briefdescription, the year bouSht, the approximate cost when bought, and the percentage of use
"hith l~ rclJlcd to h~hing:

Descriplion of I,em
In Group A

?>O Fr. ~1"
fXAMl'l£'i: C "'WINE.NC:Tt~f PL.-ANt?

• CABIN

Year
Bought
Iq,S

3h"F
ApprOll. Cosl
When Bought
S ~,QQQ

s r;og;ss If; Q

Pcn::entage of Use
Related 10 Fishing

100 ..
It;; ~
60 ~

;p
I

'""

s ~

S ~

S ~

S ~

S ~

S ~

S ~

S ~

S ~

2. Thinking about your hOUSehold's lolal fishing-related expenditures made over the past year{Oct 1985- Sept. 1986.1 what was the approximate amount of money spent in the follOWing categories. Also.
plC.lse ESTIMATE as best youCiln how much was spent in the locations identified below,

4

A,PPROXIMAJE TOTAL II Wbett the montywuspenl
AMOUNT OF PURCHASES Anchorage Kenai Juneau Fairbanks & Outside

fi~hjnl:.reltlloohpenditures (Oct. 19B5-Sept. 19116) = Area + Penln, '+ Areil + OtherAK ... AK
[XAMPLE: Fomi and bevcro1ges S I' I I S S S
food and beverages I S S I S S
HOldsllodgeVcampgrounds I S I S S S
C.lbinlcampsileimprovements I I I S I I
TJd,lt'!gear/dotning I I S I S I
[qurpmcnl rCllIal I I I I S S
fish processing I I S S S I
lict'mes I I S I S I
Guidt,.>J.:lc(t!SS ft'es I S I I S S
MOlor whide-relall'd expenses I I I I I S
Boaf.relall-d e.ptmses I I S .

S I S
PI.lne-rt-I.lled e.peMes I S I I S S
In~uran('e S S S I S S
Pd(!.:a!:!: fi~hing trips I S I S S I
Oln!.'f ('.pl'nws I I S I S S

.
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Version B
SECTION.l1

FISHING-RELATED EQUIPMENT OWNERSHIP AND EXPENDITURES
1. Which of Ihe following ilems does your household own (including part ownership)l IPleasecirde as many as appJy.)

CROUP A _G!CR~O~U,!!P~S~..,....,....., -::-:=_....,-: -:~::::-==:-_-==-:_-::--.-::-:~=
01· plane OS· snow milchine 08· tent/sleeping bag; 12· fishing rod/poles 16~ lish freezer 20. books on Alaskan fishing
02· boot 06·ATV, 09· lackle (reels, lures, spjnoers, etc.) 13 .dip net 17. ba<kpadcs
OI· ubm 07· improved camps.lh.."S 10· trolling eql,llpment • 14. sonar/lish linders 13.campst~
0... camper/RV n -lee fishing equipment ~. fish smoker/processor 19. wadersthlpboots

II your hOU!>l'hold owns .loy item!!>l in GROUP A;)bovc(c.g.• plane. ATV. etc.), please give. briefdcscripUon.lheyear bought, lheapproximalecosl when bought. andlhe pe1cenlasc of use
whIch ISH:lall'd to Inhlng: .'

Descrip!ion of Item ' Year Approxo Cost Percentage of Use

In CroopA ~uh, W;Sgg§J Rel.,ed '0 Fishing
)lO ,r. 80AT $ 't.O ICD ...
1'WIN EN&IN5 rlJil'/E L $ II; ...
eMIt< 1317.. $ 1';.000 bO ....

$ ...
$ ...
$ ...
$ ...
$ ...
$ ...
$ ...
$ ...

:r>o $ ...

~ 2. Thinking about your HOUSEHOLD'S total fishingorelaled expenditures IN ALASKA made ovec the past year (Oct. 1985 _Sept. 1986), what 1$ the~imateamount ot money spent in uch of the
CO ft)lIowing types ofbu.sinesses. Also. please w:imale as best you Cian how much was spent in the different Alaskan locations below.

APPROXIMATE TOTAlIJ Where themoneyw,u spent
.M10UNTOF PURCHASES fairbanks

Type of B~incss in Alaska (Oct. 1965.Sept. 1986) - Anchorage Area + Kena! PenIn. + luneauArea + &OlberAK
EXAMPLE: Restauranls $ ~?O 1 ~ IIOQ $ 1 ""Departmcnllsporting good StoreS 1 1 1 1 $
lodging places 1 $ 1 1 1
Mail order catalogues $ $ 1 '1 $
Rtol.lil food,lnd liquor stOft>S 1 1 1 1 1
Restaurants 1 1 1 1 $
Service sial ions $ $ 1 $ 1
Tr.,mspofl,ltlon (e.g, air laxi operators, travcl agencies., ilir

lines, I:tc')!!2! induding gUide business $ 1 1 1 1
Guide businesM:s $ $ 1 1 1
Fish p.lddng/processing businl:S$CS 1 1 1 1 1
M~rml: Uoats ,}od accessory stores 1 1 1 $ $
Other businesses S S S 1 S

4
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SEq-ION III
SPORT fiSHING fOR KING SALMON ON THE KENAI RIVER

Siluat;on2

Here Is a different situation, Now assume that special ICenai king salmon stamps cost the
amounts listed below. Given the ahernatives. which one would you buyl

Types of King Salmon Stamps (choose one)

~
Now we would like~ opinion on what lhe Kenai king salmon $tamps ihoukI cost Alaskan
residents. Please indicate belowhowmuch you thinkthefee~ fOf N<:htypeot stamp.
(Feel free to put in zero if you think there should be no special Kenai king salmon stamp and
write in NOT AllOW£D If you think that no one should be permitted to catch and keep that
number of Kenai kings.) ,

o $llIMaximum 1Kenai king allowed

o $SOIMaximum 2 Kenai king allowed

o $tIOIMaximum 3 Kenai king allowed

o $5OOIMaximum 5Kenai king allowed

o $5,OOOIMaximum 1) Kenai king allowed

o Would not fish for kenai kings so no slamp needed

If this set of stamp fees was pUllnto effect nextvear.which one would you obtainl

a Stamp allowing a maximum ofl Kenai king to be kept
o Stamp allowing a maximum of 2 Kenai king to be kept

a Stamp ;allowing a maximumo' 3 Kenai king to be kept

o Slamp allowing a rmximum of 5 Kenai king to be kept

o Siamp allowing a maximum o(1) Kenai king to be kept

fee Should Be
$ _

$ _

$ _

$ _

$ _

Stamp Would Allow

Maximum of 1 Kenai king to be kept

Maximum 012 Kenai king to be kept
Maximum of 3 kenai king to be kept

Maximum of5 Kenai king to be kept

Maximum of ~O Kenai king to be kept

Wh.ll is the approllimate number of days you expect to tish for Kenai king salmon fle)Ct
~l,.H! (Pul 0 ii mme; if uncertain, pteolse give best guess.)

Choosl' one option

duout dJys

:J No hua FI..·eJMaximum 1Kenai king allowed to he kept

:J SlO/MaJiimum 2 Kenai kings allowed to he kept

o S251Ma.l\imum 3 Kenai kings allowed 10 be kept

[J S;>o,'M.1xillium 5 Kenai kings allowed to be kept

D S2501Mdlimum 10 Kenai kings all~ to be kept

o WQuid 1'101 fis:h for Kenai kings so no stamp needed

"bout Kenai kioss

If your fhning goes as planned, how many Kenai king salmon do you expect to catch and
kL'~p next yttarllf'ul 0 if none; it uncertain, please give best guess.),

SUPl)Ose that \'Io'hen you purchased your fishing license at the beginning of the sea$OO you had
to gt'l <l Kenai king salmon stamp which allowed you to CillCh and keep a specified maximum
numb!!f of Kenai kings.. If the fees for the stamps, which allow different num~rs of kings tobe
h'pt, (Ost the following amount (in addition to the standard Alaskan resident fishing license fee)
whit h one would you buyl

SOffit.' pt.·ople in the last survey suggested that one way toimproVC:! conditions on the kenai
River wuuld be 10 ~Iart charging a fee for catching and keeping Kenai king salmon (using the
mUol·)' collected to improve the king $almon fishery). Please tell us what you would do In the
lullQwins thn'e siluations:

~

CUfH'IllI~'. an Al.bk.ln resident wilh a valid Ihhing license can fish on the Kenai River on any
tl.lY lll'>l'lk'n Wking s"llmon fishing and keep up 10 iive Kenai kings overtheentire year(wilh a
!!flll! til one pt." d.ly)-there is no limit on the number caught and released, At presenllherelsno
fhMht.' lor KcnJi king salmon kept If these same rules afe maintained••md thinking ahead to
nc~l ~(· ..r:

~
I

'"'"

.'

5
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MAILING INSTRUalONS I ENTRY BLANK

Thank you for completing this survey. To return this questionnaire/ please fold along the fold marks on the back and affix the adhesive strip,
Return postage is guaranteed.

It you would like to enter the prize drawing, till out the information below. UPon checking for completeness of the questionnaire, this page
will be detached from the survey and your name entered in the drawing. This will ensure confidentiality of your response.

NAM..E _
ADDRESS,_'-- _

.,..
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SEUION I
HOUSEHOLD fiSHING EXPERIENCE

2. Below afC some statements about fishing activity in Alaska. How well does each
Sl.:ltcment apply to your hQu~eholdl (Please circle the number that best dtl'Kribes
how you agree or disagree with the statement.)

1. for each member of your household (mduding yourself) please write down the
"pproll.imate .se, sex••nd the number of yean of tishing experience in Alaska:..

r ulllpk: if Ihere afe three mt'mbers 01 the household-il27·year-old male with 11
years of fhohing experience in Alas.ka, a 24-year-old female who has nevert/shed in
Alaska, and a S.year-old female with no fishing cxperieoce-fill out the firsllhree
tow~ like Ihis:

11. Oller the years, we have fished at many
1 I:I:

, • , , ,.
different ptaces in Alaska. I

b, We have • good idea'Nhkh are the best
1 , • , , , •fishing places in Alaska.

c. W• .,. """ooking to, now p"c" 10 ,..h in I
1 I:I:

,• ,, , •Alaski.
d. We usually fish in the same places from one

1 ,• , 5 ,.
ye,u 10 another.

I dlIII ,,,,It, iur yum hl.\hdl'lld. pl\lling yuur,>dlllt~l:

Ili.ll~
In deddins where to fish..• .II I :tJ l.l::; /J

.... Good charn.:e to Ciltch trophy-sized fish 1 , , • , •
b, Good.chMlce to catch )'Our limit 1 , , • , •
c. Awildemeu area 1 , , 4 , •d. Asite of exceptional beauty 1 , , • , •
e. A site limited to f1y'ishing 1 , , 4 • •
f. Asite with few other fishermen around 1 , , • • •
8. Not hivinSIo negotiate rapids or powerful 1 , , • • •cunents
h., Not having to tri\:veI for a long time to the site I , , 4 • •
I. Site with lly-tn access 1 , , • , •
j. Site with good boit aa::ess 1 , , 4 • •
k. Site with maintained road acceS$ I , , • , •

3. There are different things that peopfe look forwhendedding Y.ilefe to go fishing,
Some of these are listed below. Overall, how de$irable is each one to your
householdl

4. How weU do the ,foltowing statements apply to your householdl

t l:ttlJ!R"
a. When we goon a fishing trip In the $limmer,

we usually first choose what species we want1 I I 2 I , I 4 , • I •
to Ushfor and then choose a site where that
species Is available.

b. When we goon ol fishinglripin the summer.
I 2 I Iwe usually first choose a site that we like and I I , • I 5 I •

then fish for whatever species is avaUable.
c. we usually go to a site near where we or I 2 I , I • I • I •friends own land or a cabin.
d. we usually goout ofour way to avoid sites I 2 , • • •crowded wilh other fishermen.
e. We uSUilJy do catch-and-release fishing. I 2 , 4 • •
f. We usually lake guided fishing trips. 1 2 , 4 5 •
g. We usually take float fishing trips. 1 2 , • • •

Number of Yeal1
Fishing b:pcrienl;e

InAlash.

11
o
o

Number of Yei!"S
Fishing Experience

in Alaska

j ! I"'!
! .o;r ,it'" 'it.1' ; j
~ <0 " crtS ti.>i

'"..'i;:?!
Qti'f;Qf)

So<
(M or f)

M
f
f

So<
lM or F)

Approximilte
Age

Approximate
Age

27
24
5

Vour""lI
Member :2
Member]
Member ..
Member S
Member 6
Member 7
Member 8
Member 9
Mt'mber 10

:.­
I

LV
IV

'. '

"WI



7. Overall. how would you rate the "shina: skilts ot the most expetlenced;mgler In your
householdl

1 • Novice 3 • Advanced

.'

S. How well docs each of Ihe following statements tit your household's situation this
summerl

tJ

ftfl!~
!::YJIJ<JI

2• Intermediate

S~Canisay

'.-flcpen

~~',-"

>
I
w
w

a. We h.llre to work on weekdays during the I 1 I , I , I 4 I s I 6summer.

b. We can lake lime otf on lheweekdays togo I 1 I , I , I 4 I s I 6
fishing.

c. We go fishing aher work. I:I:I:I 4 IS I6
d. On weekends.~ arc busy with aclivities

4 S 6other than fishing.

e. When we go fishing it means giving up some I
1 I , I , I 4 I s I 6

possible income.

t. If we had more Ire.: time. we would take I 1 I , I , I 4 I s I 6
many mare fishing trips,

6. Does .loy member of your household subscribe to a sportsfishlng or
outdoor magazinel

,. Yes

Z-Na

).Ooniknow

If '<:S. which ooels)l

8. Does IIny member of yourhousehotd hold an airplane pifot's~icemel

l-Yes

2~No

J-Oon'tknow

9. Is Jiny memberofyour household II hunted

l~Yes

2·No

3-D<m1lcnow

If Yes, would you ~Ylhat,ovcrall, this. merober(s.) of your household:

1~ Hunts occasionally

2-Hunls quite a bit

3-Hunts veryfrequeody

18.Does any member-ofyOur household beIons to a fishlns dub/organlnllon, .. ffying
dublorganlzation, a hunting dublorganlzation. and/or an em4ronmental
assoclationl

Fishing clublorganb:ation l-Yes 2-No 3·Doo'tknow

flying club/organization l-Yes 2·No 3 - Oon't know

Hunting clubiorganilaUan t-Yt/s 2·No 3-Don'tknow

Environmenlal asSOCiation 1- Yes 2·Na 3-000'1 know

2



SAT

SUN MON-- 'f

SUN MON TUES WEO THURS FRI ---
I Z

I 4 S • 1 • •
" " " 11 " 1$ ..
11 " " ~ ,. zz 11

" U " Zl ,. U "
"

T Z • , , •, • • " II " "

" " " 11 " " "
" zz n " "

,. Z,

" U "

s
~

I
3

If Ye,. please list the arealsite{s) FROM QUESTION 2which are nearest to lhe CAbin,-' _

SUN MON TUES WEO THURS fRI SAT

4, Onlhe calendan below:
a. QRAW ALINE In~ day In which you or any other member 01 your househOld went fishing In Alask.l, It the

trip lasu~d one or more nighls, continue the line for each dayo1the trip; and
b. NUMBER EACH TRIP separately by writing the trip number above the line and circling it.

EXAMPLE: Members of the Bass household took 2 trips
between Mayand September, Both trips were taken In
September, including II DAY TRIP on September 3and a
3-DAY TRIP on September S, 6and 7, Only the September
calendar would be filled out and it would be completed
as follows: .. ;

, , ,
• • 1 • • ,.

:u " " " " .. 11
!
" "

,. 11 zz " "
"

,.
" " " .. 11

-- __ 1.___•

I , , • • , ,
• • ,.

" " IS "•:ts .. 11 " " ,. ZI
(

zz :u " " " Zl "
"

,.
I , , 4 ,

• 1 • • ,. 11 "
; I) " " " 11 " "( .. " n u " l~ "
" z. " ,. II

I

~

1:;
2.

~

SECTION II
1986 SUMMER FISHING IN AlASKA· MAY THRQUGH SEPTEMBER

Did any member of )'Our household lipon: fish in Alaska between May and Se~emberolthis yevl (please circle)

1~ Yes 2· No r~It.~N;;O"'fis;;h;;in:g::;:":ip:,:we::::,.::;:..~ke:n::;d:u':in:g::;.""'=e::;:m:on=-'h:'-,~;;k~i:.~o;;S~CC1::io:n;:;;Il",-'
Bdow il.ali!tl of fishing areas/siles io differeot regions of Alaska. ('These siles are
\hown on Ihemaps. on the inside cover,) Please circle the Site Codes precedingI 3. Does any member of your household own or have regular iCt'e5sto a prlVitefyo()Wfled cabin InAlillSkal
~olre<1l~ite In whICh a member of YOUf household h$heel between - 1·Yes :2.No
MolY Jod September of Ihis year.

t

~,2.

~,l.· ,,~

C,oth- N.m.· '" .........!o',. Code- N~mc>QI l'u'UIS>le

H?H.!!.!£,~~ km.ll hninww Are. l.Clmf'dJ
G~llt-l'lA ..u

,., "'''oilillbvl'' IMOl»t' Rlvtlf' 10

"
C.,l".Oili ft,,,... tI'.....l;m-Sou,d<>ughj S";i{i1it.o..tletl

"
C"I"~nili Rh'" 1')<W.douS.".H,gh......yl , ... l(elU;; Kiver tSkil.,k Inlrll0

" (;"ll~f\.lhw:11OH''''1 .....".il.•l.;o1.. I~< ....,,, !ou',ltl•. Iou"... hkn "·S Sk,l",k t.ke

" 0,11". lr,,~h"'.l'" lllfl ". ((t'll.il.k"

,.i...:,W'lli.mSo..t!d ~~ R..,~i." Riwtf

"
lI:.l'dql Rive.

\,..ld<·/ll.~ p., Ni<'likhik 11',"",

" 1'....g"u".IM1>'n..,.1 ,..tu A1l<hut R,~t

" Olh"'l.I''''.ll·tlllto, ",11 o.-.:p l:.t'o'k jlrtlhw;al"rlI. ft ...h.....l... l'l'" ".12 QIhC'r /ftotl'lw"ler $i~'
knik A.'"0'..;....5" A.... p·n Owp Cleek IUIIW<liIt'd

l(·l 1ml.> S.."ln.. lhvt't r,14 Klo(h.,mlok 8.)' fHotnl!r)

" ",,,,;. M..,,,. P·1S R<I~"f.t'('I'otl8iy(Sew••($)

" w."Il••1I<I <.:"u""'WO«l C.lI't'h 1'-16 Sh(>ld,~ !~.i4tlt 10 Arw:n.:..-I"o<m~ /tum.Clf,mSl
1;,4 8'1( I .... ,-n Ol:h«t ,tK»-w~ i,UK

" ll."I'I... (umpl". p.t• Olht'. ~.ltw"lerlit«

;;. .. f'"1>''' I ....t' SCUtHWfSTUNAlASKA.

" W••JI.. t.ke "adin"A'iU"I .. QlhN/'...h......'t'I'ilu I}' frt",h....l..., !-ill!\.
W " !..1.......1"••11t$ 0-' S..lt....le"ile:i

"" A... IIo<••tA,u
N8""""-'''"

" A", h<n"1:" Alu hkt'$ ,., Nikf\ci It,,,,..,
" lI"<JCI<'l'~ " Ol!w, I,nnw..«.... lilt'$
II c.""'VL.·1l C......k " S..fr.....l.... ~il"'l

" 1"'<'mym,h'lh~N

" 1m,... ".·,hw..'.....,,'1. k~;(Mk 'i"l"t' n..l~.. A'..... ~..h"~',·'>H ... " (~.." II.~'''.....n<J 11Ibul.u,~~

I.~I ~idl' !Iu-.iltw Ot.ir!.q«-"'''' ,., OIh..' ltmhwilfl' WIn

MI Uw,C,,«,k N",t..a,l.l<".U
M' M""l ..n.. C.«4 T.' Wood RivcrfJikdlil5ytlem
M' C.,...dIC"·... T·' Otlwr llfih.....(~, tJlfl
M. W,lll"", C""'k/I <tIlo; W.llolw e'M T.' SMlw.j~, wlei
Mi Ofh,·, I'~·'tl..,"..' illC'i SOUTI11A:UfaN AlASKA.

A K~"1dl>k:;i'-A,ii'it

~qul t!.(f,,!!~..!~l~ • /"nmc 01 W.l.., A,,,,,
Wnl ~,dl' s..-w,,,,, 0...;"",1' Ai'" C k""<:tf'<,k••bl"g/Wf.ngt::W

N·' o.,.,M .. lt,.t"·KruloC.N!< ShkiI\t'A,t'f
N' 1.~.. C,....k 0 SlJhA,.."

" "1I·.~nu.-, C....·k I........... " ...... 1~1., .."".,,,.Ill,,,,,, ,., Sill"'''''l''' ~;l,,~
N' (h"'ln••,~. ,., f'",,",,,,,,,,, Nl""i
N4 Th.·udwt, l .....", ..rn,t IWIUl.'~'i

,
H",~~.slt.ig....yAtt!.

N' Oth",I'u""'''',-'loln G GI,,(,... £I.)' A,e.:
N4 ~.'''''.I''''''M

H Yolk"I., Are.

bl>.li'l'ni",,,"'M,... OHffRAlA5kA

" "-,·"..,1(, ..·,'(:...... 1""11.. U r..r/l,mhA,,'.--

k~~~:,·';:,lJ{'~f~~,n.. 8..d&t: 10
V 'low.·•. Yu\(wl1il::.. <d< ...... j"'Af"'..

" W kw",u l'enltltul~on

Ml.lO.... ll..,"" SI>U-nqA,u, Norfh......·~l AI.ll<". A~.,
Soulh Slopt £l,oofr., "'''lltArfl

Z NOI1h Slope BtoOk$bng.A....

...



1
\

·
~

-
~

\ 1\
~

i
-

f
-

,\1\
~

'-
f
-

1\\
~

i
-

>-..:.

1\ ,\
-

'-
f
-

1\1\
-

-
f
-

1\1\
'-

f-
f
-

1\i\
I-

'-
f
-

1\1\
....

f-
f
-

1\1\
....

'-
f
-

1\1\
....

'-
I
-

1\f\
~

-
'-

I
-

1\1\
~

f\
f-

f
-

1\
....f\

f-
f
-

1\
~

l
-

I--

1\f\
l/~

l-
I
-

~...:..
f"l['(

I
J-

I
-

,
~&ri,~

'"
~
~

-
'I

-
,.::.

•
r£)

\l
L::

~
c

~
~

.......t-::'



Sile Record
INSTRUCTIONS: FiIJ out ONE column in the $lIe Record betow foreKh ~e5ftethat appears in lhe Trip Los. Ifa sUe wu visited morethan once, fill outonlyONE record

tor this site. Write the Site Code number at the head of lheCQfump. •

EXAMPLE; Members of your household visited K·1 twice and N-2 once between May .nd September. fill out ONE record tor site k~l and f?NE record lot site N·2.

SIUtOSIT"SITf8SITE 7SITE 6snu

a• unimpro\'ed campground
9. boar

10 • other

StyE 4SITf3SITE 2Silt,

S • hOlel, mOlel, or rented "..bin
6 • commerci.f campground
7 • stale. federal. or other Improved campground

5

EXAMPLE

t 201\10 ~ Iii I} ~ Ii Ii ~ ~ $ Ii
10 II; 0 ~ . t t t t 1$ ~ ~ ~ ~
fO 1\ 0

I~ 0 i~ 0 I t ~ l ~ ~ ~ I~ ~ ~

If IS I~ I?' l ~ ~ i 1% 1\ ~ ~ ~ ~

I~ S' It $" t $ ~ ~ ~

*
~ ~ i~ ~

10 Ii 0 ~ t ~ t ~ ~ ~ ~ '? I~
iES, per day, The average expenditures perd.lY for food and lodging enroute to the siteand at the site, including:

130;~ 10 ~ f ~ $ ~ ~ ~ ~ ~ t
I

~ ~ ~ i ~ ~ ~~O ~~ 0 ~ f ~

, K·l : N·Z.

70 ; 2.0

2. ; N/A

c. fOOD. BEVERAGES. AND lODGING EXptN
food and bf'wr.tges, including alcoholic
beverages· (If food .lnd beverages were
Included with lodging, put all expendi.
tUfes in the "todging category"
lodging le,g., lodges.. notch. mOlcls, ump­
groundlo, cle.)

OV[RNICHT "CCOMMO~~!~~£~~!,:
1 • c,ibinlresidence owned by household or friends
2. ump...'r/RV
1 • commercl;J1IodI:1:

SITE VISITED (ple.ut' use sUe-codes:

1. What' was Ihe approximille Oi
lANCE of this site from your he;

2. Where did members of your hou
AllY STAY at this sitellt Ihey Uill

stay overnight, rfease write Nt,
please use the OVERNICHT ACCOMMODA.
TIONS CODE below.

3. What were the approximate TRIP EXPENOlTUR£S made by all members of yoUr household in visiting this sitellt there was more than one trip to the slle, pJease estimate the
aver.lse per tripor per day (as indicated belowicost for alllrips to the'Sile, IfTHERE WERE NO EXPENDITURES IN ONEOR MORE OF THESE CATEGORIES. PlEASE PUTTIN THE
SPACE. Your best eslimate is n<reded for Ihe (ollowing types of expenditures:

a. TRANSPO~TAT"?NEXPENSES to and from lhe slle,~The tOlal ttansportalion expenm for ailihe hOusehold memben: who wenllo the site. in<:ludin8~
Motor \t('hidt' t');bw,~ I~,g.• golsoHne, oil,
parking, ~Ic.)

Airpunt' C'Jlpenses (e.g.• airline tickets,
>: pl.lne tenlal, fuel, lAnding fees: etc.)
I SOoIt t'lI.penifj (e.g" gasoline, oil, etc.)

W
0'\ Other C'_Pt<nsn {e,g., bus Of Irain tickels}

b. ON·SITE fiSHINC EXPENSES,~ The lotal aMite fishing ellpeflses per day for all the household members who wenl fishing allhe slle. including:

Consum.l;b!r ladl(- le.g., fishing line, lures,
etC.l and bait
OtHilt' Doarina costs (e.g" gasoline, oil,
rental fees, dock tees)
Guid.. tote

...

.~
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SECTION III
FISHING·RELATED EQUIPMENT OWNERSHIP AND EXPENDITURES

1. Which of the folfowing items does your household own (Including part ownership)l (Pleased~e asmany as appiyJ, •

{;KOlJl' A GROUPS
01 . pl.me 05 • snow machine "'080:"'.'''en':'v:is'''�..::':Cp�;:n::g·ba'"g::s------~1:::2-.;;fis:;:h:::in::g::rodIpo:::;~Ie:::S-::---~16':;-.;;fIS::h-;f:::"""'-e::r~---;20:::-.;:boo::;k::s-:on-.A';'"la-:ska:::-:n-;f1:::sh:ci.....ng
02· bodt 06. ATV 09· tackle (reels. lures. spinners. etc.) 13 ~dip net 17· backpacks
0] . (.tbin 07. improved campsites l{}. trolling equipment 14· sonar/fish finders 18 -campslove
04 "(.lmpcrfRV 11· Ice fishing equipment 15· fish smoker/processor 19· waderslhipboots

II yuUf huu'ol,.4wld owns ,any ilcmhol in CROUP Ailibovefe.g., plane, AN, elc.J,pleaseglve a brieldesc:rlp1lon, the year boughl, the ilpproxlmatecost when bousht,.md the percentageof use
\o'\ohi{h h rdated to fishing:

Percentage of Use
Related to Fishing

I~~ ~
bO ~

Approx. Cost
When Bought
$ ZO,QOQ
S 12;000
S I!?J 000

Year ,

Sou·t'=i¥lt=
In2.

Description 01 Item
In GroupA

~.!"LBOA-r
. !'i E PI-I!Nifr tWINmf;N('t!

(XAMPUS; L (",A.HlN

s ~

S ~

S ~

S ~

S ~

S ~

:====::=======:;:====:: s ~
s ~

, S ~

Thinking about yovr household's total flshins-related expenditures made over the past year (Oct, 1985·Sept. 19&6) what was the appro.-:lrmte amount 01 money spent in the following categories. Also,
please ESTIMATE~ best you call how much was spent in the locations Identified below•

~
W 2....,

APPROXIMATE TOTAl II Where the tJ'IOneY was spent
AMOUNT Of PURCHASES Anchorage Kenai Juneau faithanks& OUtSide

fishin&offl.lted bpenditu~ (Oq. 1985-Sept. 1986) = Area + Penin. + Area + OtherAK + AK
EXAMPLE; Food and beverages $ W . DSZOQ S 100 $ S &0 S
food .lnd beverages $ $ S $ $ $
Hotds/lodges/campgrounds $ $ $ S $ $
Cabin/campsite impro...ements S $ S S S S
rolcklelgeartdorhing S S S S S S
Equipment rent,)! S S $ $ S $
fish processing $ S S S S S
licenses S $ I I $ I
CuidcJaccess fees S S S S S S
Molor ...ehicle-related expenses $ I S S S $
SoaHcJaled expenses S S S S S I
Pl,lne-re!ated expenses $ $ S I $ S
Insurilnce S S S S S I
P.lckage fishing trips $ S S $ I $
Olher expenses I S S I S I

6
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SECTION V
SPORT FISHING FOR KING SALMON ON THE KENAI RIVER

..
Cunently. in AI<l..k"n residtl-nl INith iii valid fishing Ik;ense can fish on the Kenai River on any

d.ly II j .. tlpt.·n ttl king salmoo fishing and kl,-ep up 10 five Ken.ll kings owr the entire year {with a
IHlIlt II. nnt' pl'f d.lY)-lhlJfi.·is no limil on the numbt..'fc.lughl and rek·<lSt.-d.At prescnt there is no
l!J.lf!>(·I(J( ",,,'".Ii king sdlmon kl.·pl. If these s.lme (uk'S are maintained,. and thinking ahead to
01.'>;1 yl',lI:

Wh.lt is Ihe approximate number of ddYS you eXp<!cllo fish for Kenai king salmon next
)'t'Mt (Put 0 il nune; if uOl'crt"in, ptColSC givebc51 guess,)

<1iWUI diiilYS

II your fishing goes '" JNanned. how many Ken.li king salmon do you exped !Gatch and
I..l't·p nelll )'t',1fl tPul 0 if none; if uncertolin, please give best guess.}

~
Here IS a different situation, Now assume that special Kenai kmg salmon sumps cost tbe
amounts listed be\ow. Given lhe altt.'fnaUves, whidl one: would you buyf

Typt.'S 01 Kinu Siilmoo Stamps {(house one)

o $1OIMaxlmum 1Kenai king allowed

a $5OIMallimum 2 J(enai'king afWwed

o $lOOIMiiximum 3 Kenai king allowed

o $SOOIMaximum 5 Kenai killg aflowed

o $S)lOQfMaxlmum 1) Kenai king allowed.
a Would not fish for Kenai kings so no stamp needed

~
Now we would like~ opinion on whit the Kenai king $a1~ stamps~ cost Alask;)n
residents. Please Indicate bduw how much you think thefce should be for each type of s.tamp.
(n.!cl free to put in It!tO II you think thwoe s.hould be no special Kenai king wmoo stamp and
write In NOT ALLOWED it)lOu think that no one should be permitted to catch and keep (hat
number of Kenai kingi.)

If this set of stamp fees was put into effect next year.which one would you obtainl

o Stamp olllowing a maximum ofl Kenai king to be kept

a Stamp allowing a maximum of 2 Kenai king to be kept

o Stamp allowing a m.u:lmumof 3 Kenai king to be kept

o Stamp allowing a maximum of5 Kenai ~lng to be kept

. 0 Stamp allowing a miximumof'XJKenaikingtobe kept

~
I

w
00

about Kenai kings

SUIl\t' pt·HI)It.' in the last 5Ur\'(,'Y suggeSJed that one way (0 improve conditions on the Kenai
klVl·f WHuid ht> In \I,Ht (h.lrging ;J1o..<e fUf rollthing and kt:v.ping kenai king salmon (using the
lI\Unl'Y lU!k~h:d to improw the king salmon tisljeryl. Plei£e tell us what you would do in the
f"llllwlIl/; Ihn.'c sltu;)lillnS;

",1''''.'',<11

SUPI)()!>c Ih;)( whcn you pUf(:h<i'lsed your fishing license iU thebegioningof the 5eiison you hid
(0 g"( a Kenai king salmon stamp which allowed you to catcb and keepii specified mnimum
f1tJmber of Kenai king!>. If the fees for the stamps, which .lJlow different numben.of kings to be
kl'pl, wsl the following amount (in addition to the slandilrdAlaskan resident fishing license fee)
wlm II one would you buyr

Choose one oplion

o No £Xlta FcelM.lJIimum 1KenaI king .illowed to be kept

o S1QlMa~imum 2 Kenai kings allowed to be kept

o S2S!Ma~imum 3 Kenai kings allowed to be kept

a S5OlMa~imum S Kenai kings allowed to be kept

o S2501M.lJIimum 10 Kenai kings allowed to be kept

o Would nOI fish for Ken.i kings so no stamp needed

StampWould AUow

Mallimumot1 Kenai king to be kepi

Maximum of2 kenal king to be kept

Maximum of J Kenai king to be kept

M.Wmum of5 Kenai king to be kept

Maximum of 10 Kenai king to be kept

fee Shoutd Be

$, _

$~----$, _

•
•

7
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SECTION V

DEMOGRAPHIC;: INFORMATION

..
[
-llll'llJlIIlWifll{ infoflfMlillO h nl'(:tlPd lor ~l.lli~li(.d purlxIW!>,)od will he kept ~Iri( lIy

(lIfllldl'oti.lI. {I'll',)",' (1(( It>:)_.._- ----- .. --_._-----
1. Which ont of the following best describes your personotl employment statusl

1• Annu.allyemptoyed bysomeone else 5 .. Unemployed and looking for work

2· Se.lsonally employed by someone else 6· Unemployed and not looking for work

4. What is the fongesl any member ot your household has been aresident ofAlaskal
___years

5. In vmat ways do youfeef spol1tlshinglnAtask.acoutdbe Improvedl

(RL,<ommcnd.lliuns which are sp«ilk will be mote IJwfuJ Ihan those which
arc generaL)

3 .. Self employed

4 .. Homemaker

7 -Retired

S·Other

I
2. Which category best describes your household's 1985 income before taxed

l·lesslh,lf $5,000 6- $]~t,()OOJ9.m 11.$80,00I').M-,m

:0-
I 2·$5,00Q..-9.999 7 .. $40,00049,999 12·S90.~99,m

w
\D 3-510,(100.14,999 8-$50.000-5..... 13 .. $100,000-200,(100

.... $15,000.19,999 •• $tiO.lJOO.6..... 14· $2O!',ooo.soo,OOO

S· $20~ooo.29.m 10 .. 570,00;).79.999 15 .. Over $500.000

3. What is the highest level of eduution .loy member ofyour household has
completedl

'-less than 8th gr_de S·TechnicallsecretariaischoQt

2·81h grade

J. Some hJgh school

-4. High 5,(hool graduate

6· SomecoUege

7· College degree

8· Post graduate study

8
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MAILING INSTRUCTIONS I ENTRY BLANK

Thank you for compleling this survey. To return this questionnaire, please fad along the fold marks on the back and affix the adhesive strip.
Return postage is guaranteed.

It you would like to enter the prize drawing. till out the information below. Upon cheCking for completeness of the questionnaire, this page
will be detached (rom the survey and your name entered in the drawing. This wfll ensure confidentiality of your response.

NAME _

ADDRESS _

10



A-42



Sport Fishing-Related Business Survey



S. Approximately what percentage of your
business's gross annual income comes
from sales or services related to sportfish·
ing activities (for example, mounting fish;
transporting clients to fishing areas;
booking fishing trips; selling tackle, gear,
fuel, or food for fishing expeditions; sell·
ing wholesale/retail sporting goods used
on fishing trips, etc.)! "

.'

:»
I

""l..>

ALASKA DEPARTMENT OF FISH AND GAME, ,

SOUTHCENTRAL ALASKA SPORTFISHING ECONOMIC STUDY
Business Sector Survey Card

Business Name _

Contact Person: -:-- _

Address: Phone # _

1. Please indicate which one of the follow- 2. If the category that best describes your 4. Which category best describes your 1985
Ing categories~ decribes your busi· business !S GUIDE BUSINESS, what per· gross revenues from this business?
ness: (Circle the number by the most centage of your gross annual revenues 01 less than $49,999
appropriate category.) ,come from providing guiding services to 02 $50,000· $99,999
01 variety/department store SPORTFISHERMEN?" 03 $100,000· $249,999
02 general sporting goods store 3. Which ONE of the following statements 04 $250,000· $499,999
03 specialty fishing store best describes the seasonal charac. 05 $500,000- $1,000,000
04 hotel/motel teristics of your business operation: 06 over $1,000,000
05 eating/drinking establishment 01 The business operates year.round
06 trailer park/campground but at a MUCH HIGHER level '
07 transportation services (e.g., boat, during the fishing season.

a,i r taxi o~erators, et~.). 02 The business operates year.round
08 f~sh,packmg/processmg busmess at approximately the SAME level.
09 fish 109 lodge/camp .
10 travel/booking agent 03 The busmess operates ye.ar.round,
11 marinelboat and accessories f~uht ~t a LOWER level durmg the

business IS 109 ~eason.

12 guide business 04 The.busmess operates ONLY
13 retail food and liquor stores dUring the fish109 s~ason.

14 other (please specify> 05 Other. (Please describe.) 6. Do you sell fishing licensesl

01 Yes 02 No





."

:.­
I....

V1

INSTRUCTIONS

This questionnaire has 5 sections:
" "

I. General Business Information
II. . Capital Equipment

III. labor Services,
IV. Annual Operational Expenditures
V. Annual Sales

Most of the questions in this survey pertain to your business operations,
including expenditures and sales, during the1985/86 sport fishing season
(OCTOBER 1985-SEPTEMBER1986). Information over several years, however, is
requested on purchases of major capital items used in your business (Section II).

To estimate the impacts of sport fishing on the economy, the economic model
used in this study requires relatively detailed data. As a result, many of the
questions request fairly detailed information.

We realize that detailed records may not be readily available to precisely
answer all questions. What we are looking for, however, is your best estimate
rather than leaving the question blank.

If you have any questions about the survey, please don't hesitate to call Ms.
M.A. Higgins at 561-0093 in Anchorage, between 8:00 a.m. and 5:00 p.m., Monday
through Friday.

SPORT FISHING IS AN IMPORTANT ECONOMIC ACTIVITY IN
SOUTHCENTRAL ALASKA. ONLY WITH YOUR PARTICIPATION CAN ITS

ECONOMIC IMPORTANCE BE FULLY UNDERSTOOD.



08 fishing packing/processing business
09 fishing lodge/camp
10 travel/booking agent
11 marine/boats and accessories business
12 guide business
13 retail food and liquor store

06 boat/airplane transportation
09 other transportation
10 fish packing/processing
11' fish mounting/taxidermy
12 fishing equipment rental
13 motor fuel

.'

;l>'
!

""""

SECTION I
GENERAL BUSINESS INfORMATION

The fol/owing questions ask about the type of business you operate and the kinds of goods and services you offer to anglers.,
1. Please indicate which one of the following categories BEST describes your business: (Circle the number preceding the most

appropriate category.l-

01 variety/department store
02 general sporting goods
03 speciaty fishing store
04 hotel/motel
05 eating/drinking establishment
06 trailer park/campground
07 transportation services (e:g., boat, air taxi operators, etc.l

14 other (please specifyl _
I

2. Please indicate All of the following types of goods and services which your business provides to sport fishermen:
(Circle the number next to each appropriate category.)

01 boating equipment and accessories
02 hiking and camping supplies
03 clothing
04 food and beverages
05 lodging
06 fishing gear and equipment
07 guiding services

14 other (please specifyl _

,...
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SEalON II
CAPITAL EQUIPMENT

To h,-lIer undersland the impact of sport fishing on Alaska's economy, we need 10 know about purcbases of capital equipment usc>Q in your business.

We are interested in purchases of major equipment made for your business during Ihe lasll0 years and still in use. Each item must have an initial cosl of.

$500 or more, and a usefullile greater than '1 year. These items' include the following:

A. Tr~!'Is!",rlalion-.':laled !qui~enl-including boats, mOlors, vehicles, Iravellrailers, airplanes, ATVs, etc.

B. ~!!,.:r E~u!pme'!!. - including nontransportat!on-related motorized equipment, office equipment, furnilure, etc.

for each item, we are interested in: (1) the approximale inilial cosl; (2) Ihe year in which Ihis item wasporchased; (3) the purchase location; (4) the

"pproxlmale year you expect to replace the item; and (5) Ihe percent of use related 10 your business.

Ii you have purchased fiSHING EQUIPMENT/GEAR over Ihe lasl5 years thai Y9u slill use in your business, we are also inlerested in some informal ion about

this equipment, requested in Section C below.

A. TRANSPORTATION-RELATED EQUIPMENT

(3) (4) (5)
(1) (2)

Purchase Location (please check)
Approximale %ofUse

Approximate Year fairbanks Year of Relaled
Initial Purchased Anchorage Kenai luneau and Outside Expecled 10 Your

Item Cost (1977·1986) Area Penin. Area OtherAK AK Replacement Business

EXAMPLE:
"fRlKK $ q/OOQ l'llll. '/. /188 60%

1. $ %

2. $ %

3. $ %

4. $ %

5. $ .. %

6. $ u/o

7. $ %

8.
0

$ "10
0

9. $ %

10. . $ - %

2



B. OTHER EQUIPMENT

..

::<t
j

""00

---_._,
(3)

(4) (5)

(1) (2)
Purchase location (please check) Approximate %ofUse

Approximate Year Fairbanks Year of Related
Initial Purchased Anchorage Kenai Juneau and Outside Expected 10 Your

Item Cost (1977·1986) Area Penin. Area OlherAK AK Replacement Business

EXAMPLE:
""'Flce; E'Qulf'MENT" $1 1700 IQS3 'f. 1'181 /00 %

1. $ %

2. $ %

3. $ %

4. $ %

5. $ I %

6. $
~ %

7. $ %

8. "$ %

9. $ %

10. $ Ofo.

C. FISHING GEAR/EQUIPMENT

% olTolal Purchases
___Ofo

___Ofo

--_%
____Ofo

---_%
"?ltIV'/'C~'~

21. Approximately how much have you spent in lolal over the last 5 years on sporlfishing gear and equipmenl which is still used to service sport
fishing c1ienlele? $. -- .

22. What is the average age of this equipment? years

23. \Vhat percent of this equipmenllgear was purchased in the following locations?

l~cation
Anchorage Area
Kenai Peninsula

Juneau Area
Fairbanks and Other Alaska

Outside Alaska



SECTION III
LABOR SERVICES

Considering part-time employment, how many person-months did the employees reported in Question 1 representl person-months

What waS the approximate totat payroll during this periodI $ -'-

To understand the impact of sport fishing ~n Alaska's economy, it is very important to estimate the number of persons whose jobs depend on sport

fishing activity. Please anSwer the following questions as best you can.
i;' • ,"'" .:,~" \11

How many persons (other than subcontractors and yourself) did you employ between October 1985 and September 19861 personsI.

.. :L

3.

EXAMPLE: 1 full-time employee for 3 months (l x 3 = 3)
and 3 pMI-!ime emilloyees at 20 hrs.lwk. for 2 months (3 x If, x 2 = 3)

is equivalent to 6 (3 + 3) person-months.

> ~. Approximately what percentage of the person-months reported in Question 3 was sport /ishing-relatedl %

!

"'"""
SECTION IV

ANNUAL OPERATIONAL EXPENDITURES

To estimate the economic impact of sport fishing, we need to know about non-labor expenses that you incur in the normal day-to-day operation
of your business.

\ Ve arc inll'reslc'd in the approximalc annual amount spent in the following expenditure calegories and an estimate of the amount spent in the
geographical areas identified below. (What we are interested in is where you send your payment check.) Please include only those expenditures that are
directly related to your business, and that were made between October '1985 and September 1986. Le.ave all the unrelated categories blank.

We realize il may be difficult for you to precisely estimate total expendilures and where they were made. It is very important
for the economic model, however, that you make a best estimate about these questions, even if you are uncertain.

An example is provided below.

~

t,1



Expenditure
Category

APPROXtMATE
TOTAL DOLLARS

SPENT BETWEEN
0(:1.1985

& SEPT. 1986 -.
Anchorage I

Area +
Where the Payment Was Sent

Kenai I Juneau I Fairbanks I
Penin. + Area + & Other +

Alaska

Outside
Alaska

$

•

;,.
1

(,,)"1

a

EXAMPLE
Annual property expenses (mortgage
payments to an Anchorage bank). 1$ 3,000

1. Annual property expenses'(exdua'Ing
maintenance and taxes. which are asked
elsewhere)

a. Annual rental/lease payments 1$'----------
b. Annual mortgage payments $

2. Other annual rental/lease costs (e.g., boats,
aircraft, other motor vehicles, equlpment,etc.) 1$

3. Utilities (e.g., gas, electricity, telephone, etc.) 1$
4. Motor fuel, oil, other petroleum products' 1$
5. Maintenance/rewa irs

a. Real property/improvements I$, ...:. _
b. Vehicles/equipment (e.g., boats,

aircraft) 1$

6. Supplies and goods for resale (e.g., fishing
supplies, food and beverages, tackle,
fishing gear/equipment) 1$

7. Office supplies 1$

8. Insurance 1$

9. Transportation and freight (e,g" airport tie-
down fees, boat dock fees, air freight) I $

10. Taxes, licenses and permits
a, Federal $ _
b, State $ _
c. Local (sales, property, etc.) $ _

d. Other(e.g., native corp.) $

11. Professional services (e.g" accountants,
attorneys, commissions etc.) 1$

12, AdvertisinglPR I$

$ 8,000 1$

$ 1$'--
$ $.

$ . I $

$ 1$

$ 1$

$ 1$__-

$ 1$

$ 1$

$ I $

$ 1$

$ I $

$ $,---
$ $---
$ $---
$ $

$ I $

$ I $

$

$---
$

$

$

$

$,---

$

$

$

$

$

$--­
$,--­
$,---
$

$

$

$

$,---
$.

$

$

$

$---

$

$

$

$

$

$--­
$--­
$--­
$

$

$

$

$---
$

$

$

$---

$

$

$

$

$

$---
$_._._-
$,---
$

$

$

L.-.

13. Other expenditures. exclUding labor
(please specify)

~:lt ..._; _:_ :_ .JJ<,-~, l~--·· .. $ \$,---
$_ .. - ~-



•

SECTION V
ANNUAL SALES

TIl<' following 'lut"tions ,lSk ahout husiness sales ouring the peripo October l'lIlSlhro\lgh Septellll>l'r -1911(,_ HiE I>ATA WIU
ONLY UE USED IN AN AGGREGATE fORM AND ALL INfORMATION WILL 8E CONSIDERED STRICTLY CONf(()ENTIAL

1_ Whal were the_~~~~9X~~TEgross sales of this business during the period October 1965 through September 19661 $ _

2_ Of Ihe amount )'OU recorded in Queslion 1, approximately what percentage was generated from Ihe sales of sport fishi':'.g products and services? %

01 Ihese sport !t.shi~g-~el~_I~~r~~~es~!,'p!.?xim~~~rwh~~r~!,-?~!!.~~wa~~:n-=~~!:~il1~~~_~!~: f~I:>-",iI12~~t.:!!?!i:~:

~

~
I

\Jl....

(a)

(b)

(c)

(d)

(e)

(f)

(g)

(h)

fishing lackie/bait

Other fishing gear

food and beverages

Lodging including meal packages

'Equipment rental

Transportation (other than guiding services)

Guiding activities

Other (please specify)

(e.g., entertainment for fishing parties;

commissions on guiding services and lravel)

t .

l>

----_%
----_%
----_%-

------%
------%
----_%-
----_%

_____Ofu­

----_%-
----_%-
= 100% of sport fishing­

related revenues

'1.,
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GENERAL COMMENTS
Please provide any comments in the space below.

OPTIONAL

Thank you for completing this survey. If you would like to receive a copy of
the "Executive Summary" of the findings of the study, put a check in the
following box and fill out the information below. After data verification is
complete, this form will be detached from your survey to protect the
confidentiality of your response. You may be recontacted, however, for data
verification purposes.

'0 I would like to receive my copy of the "Executive Summary"
of the study findings.

BUSINESS NAME: _

CONTACT PERSON: ·

ADDRESS:: _

________-'PHONE NUMBER: _

THANK YOU VERY MUCH
FOR YOUR ASSISTANCE

- 7 0"'""'''*'''''.
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sport Fishing Guide Survey
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GUIDE SERVICES SURVEY

Contact Personl-__~~ _

Permanent Business Address...._~ ~~.,--_

___.,..-__. Phone Number (. . ):...._.___'_ ---

1. Which of the following'categories best describes your
type of business operation? (please circle one answer)
1 - Owner of a guide/charter service' . _

. 2~ Subcontractor that works for other guide/charter' .
.. .:operations' .... . . .

.': '3.:- Other (please specifyl-):....'_. ---. ~

'2: Didyou provid~guide services iI"!19~?
..• '; 1- Yes . .2 -No'· ' .

". Ii ~ES,approxi~atelywhat percentage of your'1985
'. annual revenues came from providing guideservices to
. SPORTFISHERMEN? - '% ...

..3. Have you p;ovided (ordo youexpect to provide) sport­
.fishing gUide services during 19861
•'.' 1 - Yes,·2:- No .

. If NO, thiscornpletes the survey - please drop this card
in the nearest mailbox. .., .'.

4. In what month;n 1986 did you (or do you expect to) end
. your gUide services!o SPORTFISHERMEN? _

5.' Do you Iiv~ fn Alaska year ~~und? 1 -. Yes 2 - No

THANK YOU FOR YOUR PARTICIPATION.

A-55
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INSTRUCTIONS

This questionnaire has 5 sections:
, , '

J. Guiding Activity (October 1985· September 1986)
II. Capital Equipment

II J. labor Services
IV. Annual Operational Expenditures
V. Annual Sales

Most of the questions in this survey pertain to your business operations,
including expenditures and sales, during the 1985/86 sport fishing season
(OCTOBER 1985-SEPTEMBER 1986). Information over several years, however, is
requested on purchases of major capital items used in your business (Section II).

To estimate the impacts of sport fishing on the economy, the economic model
used in this study requires relatively detailed data. As a result, many of the
questions request fairly detailed information.

We realize that detailed records may not be readily available to precisely
answer all questions. What we are looking for, however, is your best estimate
rather than leaving the question blank.

If you have any questions about the survey, please don't hesitate to call Ms.
M.A. Higgi.ns at 561-0093 in Anchorage, between 8:00 a.m. and 5:00 p.m., Monday
through Friday.

SPORT FISHING IS AN IMPORTANT ECONOMIC ACTIVITY IN
SOUTHCENTRAl ALASKA. ONLY WITH YOUR PARTICIPATION CAN ITS

ECONOMIC IMPORTANCE BE FULLY UNDERSTOOD.



SECTION I
GUIDINGACTIVITY (OCTOBER 1985-SEPTEMBER 1986)

o Meals
o RVparking
o Hotel

o Auto/truck/bus
o Airport pickup
OATV

o Fish prep/shipping
o Fish smoking
o Fish mounting/taxidermy
o Fishing license

.'

"":1,.)1

~

1. Which 01 the lollowing types 01 guiding services did you provide in the
period 01 October 1985 through September 1986/ (please check)

o Sport lishing - saltwater 0 Sightseeing
o Sport fishing - Ireshwater 0 Hunting

o Other (please specify) -.,- _

2. ApprOXimately what percentage 01 your guiding activities between
October 1985 and September 1986 were as a sport fishing guide?______Ofo

3. Which 01 the following SPORT FISHING guide activities in Alaska did
you engage in between October 1985 and September 1986?
o Airplane 0 River guide (powerboat)
o Charter boat (saltwater) 0 Other (e.g. river rafting, please specify)

4. What percentage of your SPORT FISHING guide activities in Alaska
between October 1985 arid September 1986 occurred in the following
areas? (Please refer to map on the back cover.)'
____Ofo Glennallen
____Ofo Prince William Sound
____Ofo Knik Arm Drainage
____Ofo Anchorage
____% East Susitna Drainage
____Ofo West Side Cook InletlWest Susitna Drainage
____% Kenai Peninsula
____% Other Alaska
= 100%

6. Which 01 the follOWing serviClls did you ollcr your SI'ORT FISIIING
c1icntele during the 1986 summer sport fishing season/

TRANSPORTATION
o Boats
o Personally owned aircraft
o Charter aircraft
o Other (please specify'l.) _

ACCOMMODATIONS
o lodge
o Cabins
o Base camp
o Temporary camps/trailers
o Other(plea~e specifyll- -----__

OTHER SERVICES
o Fishing tackle
o Other fishing gear
o Bait .
Dice/freezing
o Other (please specifyl-l _

7. On average, how many trips did you make per day during the 1986
summer sport fishing season with your boats, aircraft or other modes
transporting clients in conjunction with SPORT FISHING guide activities?
(If you did not provide one or more of these services, please write in N/A.)
____ Average number of boat trips per day
____ Average number of aircraft trips per day
____ Averave number of trips per day by other transportation modes

5. Approximately how many days per month during the 1986 summer
sport fishing season (May through September) did you provide
guiding or other services to paying sport fishing clientele?

Approximate Number of Days of
Month Sport Fishing GUiding Service

May
June
July
August
September

days
-- days
--- days

days
----days

::.-

8. What was your average charge I!!:!: person .p!! trip for the follOWing
gUiding services? (If you did not proVide one or more of these services,
please write in N/A.)

$ Accompanied day trips - together with your clients - to your
camp/other location.

$ Accompanied multiple day trips - together with your clients - to
your camp/other location

$ Unaccompanied (i.e., drop-off service) trips to client selected
location

$ Unaccompanied day trips to your camp/other location
$ Unaccompanied multiple day trips to your camp/other location
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SECTION II
CAPITAL EQUIPMENT

To betler understand the inipact of sport fishing on Alaska's economy, we need to know about purchases of capital equipment used in your business.
We are interested in purchases of major equipm,ent made for your business during the last 10 years and still in use. Each item must have an initial cost of

~500 or more, and a usefulHfe greater than 1 year. These items i.nclude the following~..-----..--. -.----

A. Transpl)rtatiQIl·rel~te~ ~quipm~ll~ - including boats, motors, vehicles, travel trailers, airplanes, ATVs, etc.
B. Other Equip,fTlent-inciuding nontransportation-related motorized equipment, office equipment, furniture, etc.

For each item, we are interested in: (1) the approximate initial cost; (2) the year in which this item was purchased; (3) the purchase location; (4) the
appruxinl.1te year you expect to replace the item; and (5) the percent of use related to your business.

If you have purchased FISHING EQUIPMENT/GEAR over the last~ years that you still use,in your business, we are also interested in some information about
this equipment, requested in Section C below.

A. TRANSPORTATION-RELATED EQUIPMENT

• (3)
(4) (5)

(1) (2)
Purchase Localion (please check)

Approximate Ofo of UseI
Approximate Year Fairbanks Year of Related

Initial Purchased Anchorage Kenai I· Juneau and Outside Expected to Your
Item Cost (1977-1986) Area Penin. Area OtherAK AK Replacement Business

EXAMPLE:
'1RUc.K $ Cf,ODO 1'102- Y. ,Q88 60%

1. $ %

2. $ %

3. $ %

4. $ %

5. $ - %

6. - $ %

7. $ %

8. $ %

9. $ %

10. $
i

_Ofo- - - .

2



8. OHlER EQUIPMENT

.'

;l:>
I

'"'"

(3)
(4) (5)

(1) , (2) Purchase Location (please check) Approximate lilt! of Usc
Approximate Vc;ar fairbanks Year 01 Related

Initial Purchased Anchorage Kenai Juneau and Outside Expected to Your
Itt'lll Co,t (l977·19U(,) i\rca Pen;n. Area Other AK AK Replacement Uu~jncss

EXAMPLE:
c"Flee t:qUIPMI1NT $',200 'llS? 'I- rq81 100 %

1, $ %

2, $ %

3, $ %

4, $ %

5. $ %

6. I $ %

7. $ %

u, $ %

9. $ %

10, $ %-

C. fISHING GEAR/EQUIPMENT

Ofo of Total Purchases

---_%
--_%
---_%
--_%
---_%-

21. Approximately how much have you spent in total over the 'ast5 years on sportfishing gear and equipment which is still used to service sport
fishing clientele? $'-- _

22. What is the average age of this equipment? years

23. What percent of this equipment/gear was purchased in the following locations?

Location

Anchorage Area

Kenai Peninsula
Juneau Area

Fairbanks and Olher Alaska
Outside Alaska
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SECTION III
LAIlOR SERVICES

To understand the impact of sport fishing on Alaska's economy, it is very important to estimate the number of persons whose jobs depend on sport

ii,hing dctivity. Pledse answer the following questions as best you can.

1. How many persons (other than subcontractors and yourself) did you employ between October 19Q5 and September 1986/ persons

2. What was the approximate totdl payroll during this period/ $ _

J. Considering part·time employment. how many person.months did the employees reported in Question 1 represent? person·months

EXAMPLE: 1 full-lime employee for 3 months (1 x 3 = 3)
and 3 part-lime employees at 20 hrs.lwk.lor 2 months (3 'x lh x 2 = 3)
is equivalent to 6 (3 + 3) person-months.

4. Approximately what percentage of the person-months reported in Question 3 was.~or!.!'shing-rel~ted/ 'II.

SECTION IV
ANNUAL OPERATIONAL EXPENDITURES

To estimate the economic impact 01 sport fishing, we need to know about non·labor expenses that you incur in the normal day-to-day operation
of rOllr business.

We are interested in the dpproximate annual amount spent in the following expenditure categories and an estimate of the amount spent in the
geographical areas identified below. (What we are interested in is where you send your payment check.) Please include only those expenditures that are
directl)' related to your business, and that were made between October 1985 and September 1986. Leave all the unrelated categories blank.

W" le'olizc it Illay be difficult for you !o precisely estimate total expenditures and where they were made. It is very important
for the economic model, however, that you make a best estimate about these questions, even if you are uncertain.

•

An example is provided below.

I
'<>

"il~ \

4

", .
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AI'/'IIOXIMATE
TOTAL DOLLARS

...... ,".....u •• u .... SI'EN IllHWEEN ............... n ...... _ .......... •• _~ _'-'"

C.ltcgory OCT. 19115 An('horage 1 Kt,'llai I Juneau I Fairi>'1I1ks I Oul,ide

& SEPT. 1986 - Are~ + !'enin. + Area + &Olher + Al~,ka

Alaska
EXAMPLE
Annu~l properly expenses (mongage

$'~JOOO $8.0 00paymenls 10 an Anchoral:e bank). $ $ $ $
l. Annu~1 properly expenses (excluding

mainlenance and laxes, which are asked
elsewhere)

a. Annual renlaillease payments $ $ $ $ $ $
b. Annual morlgage payments $ $ $ $ $ $

2. Olher annual rent~llleasecosts (e.g" boats,
aircrail, olher motor vehicles, equipment,etc.) $ $ $ $ $ $

3. Utililies (e.g.• g~s, eleclricily, telephone, etc.) $ $ $ $ $ $

4. Molor fuel, oil, olher pelroleum products $ . $ $ $ $ $

5. M,'inlen~ncelrep~irs

~. Real properly/improvements $ $ $ $ L $
b. Vehicles/equipment (e.g., boats,

aireraft) $ $ $ $ $ $

6. Supplies and goods for resale (e.g., fishing
supplies, food and beverages, tackle,
fishing gearlequipme,)t) $ $ $ $ $ $ -

7. Oiiice supplies $ $ $ $ $ $

B. Insurance $ $ $ $ $ $

9. Transportation and ireight (e.g., airport tie-
down fees, boat dock fees, air ireight) $ $ $ $ $ $

10. Taxes, licenses and permils
a. Federal $ $ $ $ $ $
b. Slate $ $ $ $ $ $
c. local (sales, property, etc.) $ $ $ $ $ $
d. Olher (e.g., native corp.) $ $ $ $ $ $

11. Professional services (e.g., accountants,
attorneys, commissions etc.) $ $ $ $ $ $

12. Adverlising/PR $ $ $ $ $ $

13. Olher expendilures, excluding labor
(please specify)

a. $

I~--
$ $ $ $

b. .,$- • • '. S- $-
" . - - ,,- ,- - -

;..
I

.z:;,
!:'~,)

.'
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SECTION V
ANNUAL SALES

The following questions ask about business sal!?s during the period October 1985 through September 1986. HIE DATA WILL
ONLY DE USED IN AN AGGREGATE fORM AND ALL INFORMATION WILL BE CONSIDERED STRICTLY CONfIDENTIAL.

1. What were the APPROXIMATE gross sales of this business during the period October 1985 through September 1986? $ _

2. Of the amount you recorded in Question 1, approximately what percentage was generated from the sales of sport fishing products and services? "!o

3. Of your sport fishing-related revenues between October 1985 and September 1986, approximately what percentage was generated from
"package deals"? %

Of the .!!£!),-package revenues related. to sport fishing, approximately what proportion was generated in each of the following categories:

...

;po
I

0'>
W

(a)

(b)

(c)

(d)

(e)

(f)

(g)

(h)

fish ing tackle/bait

Other fishing gear

Food and beverages

Lodging including meal packages

Equipment rental'

Transportation (other than gUiding services)

Guiding activities

Other (please specify)

(e.g., entertainment for fishing parties;

commissions on guiding services and travel)

I.

:,

----_%
----_%
----_%
----_%

%-----
----_%
----_%

----_%
----_%
----_.%
= llJO% of non-package

revenueS related to sport fishing
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GENERAL COMMENTS
Please provide any comments in the space below.

OPTIONAL

Thank you for 'Completing this survey. If you would like to receive a copy of
the "Executive Summary" of the findings of the study, put a check in the
following box and till out the information below. After data verification is
complete, this form will be detached from your survey to protect the
confidentiality of your response. You may be recontacted, however, for data
verification purposes.

O
I would like to receive my copy of the "Executive Summary"
of the study findings.

BUSINESSNAME: _

CONTACTPERSON: _
ADDRESS:: _

________PHONE NUMBER: _

THANK YOU VERY MUCH
fOR YOUR ASSISTANCE

1M
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Appendix B

RESIDENT AND NONRESIDENT ANGLER
SPENDING PROFILES
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RESIDENT ANGLER SPENDING
PROFILES





List of Southcentral Alaska Sport Fishing Sites

Area Area
Code Name of Area/Site Code Name of Area/Site

Glennallen Area (I) East Side Susitna Drainage Area (M)
I-I GUlkana River (Paxson-Sourdough) M-l Clear Creek
1-2 Gulkana River (Sourdough- M-2 Montana Creek

Highway) M-3 Caswell Creek
1-3 Gulkana Il1ver (Other) M-4 Willow Creek/Little Willow Creek
1-4 Trone, Susitna, Louise Lakes
1-5 Other freshwater sites West Side Cook InletlNest Side

N-l
susltria DraIn:fe Area tN)
Deshka RlVer- oEO creek

Prince William Sound (J) N-2 Lake Creek
J-l Valdez Bay N-3 Alexander Creek
J-2 Passage Canal (Whittier) N-4 Talachul1tna River
J-3 Other saltwater sites N-S Chuitna River
J-4 Freshwater sites N-6 Theodore, Lewis, and Ivan Rivers

N-7 Other freshwater sites
Knik Am Draina; Area (K) N-S Saltwater sites

K-l Little Susitna ver
K-2 Knik River Kenai Peninsula Area (P)
K-3 Wasilla and Cottonwood Creeks Pol Kenai HIver (Cook Inlet to
K-4 Big Lake Soldotna Bridge)
K-S Kepler Complex P-2 Kenai River (Soldotna Bridge to
K-6 Finger Lake !loose River)
K-7 Wasilla Lake P-3 Kenai River (Monse River to
!t-S Other freshwater sites Skilak Outlet)
!t-g Saltwater sites P-4 Kenai River (Skilak Inlet to

!tenai Lake)
Anchorage Area (L) P-S Skilak Lake

L-l Anchorage Area Lakes P-6 Kenai Lake
L-2 Bird Creek P-7 Russian River
L-3 campbell Creek P-S Kasilof River
L-4 Twentymlle River p-g Ninilchik River
L-S Other freshwater sites P-IO Anchor River
L-6 Saltwater sites poll Deep Creek (freshwater)

P-12 Other freshwater sites
P-13 Deep Creek (saltwater)
P-14 Kachemak Bay (Homer)

B-3
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Southcentral Alaska Resident Angler Spending Profile*

All Sites
All Species

Kenai Peninrua Anchorage~ Fail:banks ~ea
Anglers Anglers Anglers

5aIr4;>le Size
4 395 2,057 420

Expenses category

TransportationS
Motor Vehicle $15.01 $28.03 $46.47
Airplane 6.73 20.22 20.71
Boat 8.92 7.14 13.06
Other 4.51 2.24 5.19

Onsite Fishirig6
consumable Tackle 1.75 9.84 12.22
Onsite boating costs. 3.20 5.09 7.22
Guide fees 2.76 8.62 6.43

Food and :Beverages7 15.18 26.87 36.46

IDdging~s8 1.20 9.18 6.70

Notes:

1. . Origin zone numbers 1 throu<;ih 6.
2. Origin zone numbers 7 through 15.
3. Origin zone number 16.
4. NurrJ:Jer of households by site for which site-specific spending was

revealed.
5. Transportation expenses to and fran the site, per trip, per household.
6. Onsite fishing expenses, per day, per household.
7. Food and beverage expenses, per dsy, per household.
8. Lodging expenses, per day, per household.

* Estimates calculated for each ccrtegory using all reported values (including
zeros) fran the sample.
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Southcentral Alaska Resident Angler Spending Profile*

All Sites
Target Species: King Sa1:m:m

Kenai P . la Anchorage ~ea Fairbanks ¥ea
Ang~ Anglers Anglers

sample Size4 60 347 33

Expenses Category

Transportation5

Motor Vehicle $14.50 $29.83 $67.00
Airplane 0.33 19.38 0
Boat 1.68 7.69 6.64
other 0.50 1.12 0

Onsite Fishing6

Consumable Tackle 16.68 10.22 22.88
Onsite boating costs 2.78 4.07 6.30
Guide fees 3.33 10.63 24.40

"Food and Beverages7 14.37 28.24 43.88

. 8
0.17 4.45 6.70IOOging Expenses

Notes:

1. Origin zone numbers 1 through 6.
2. Origin zone numbers 7 through 15.
3. Origin zone number 16.
4. Number of households by site for which site-specific spending was "

revealed, and for which only this target species was named for each site.
5; Transportation expenses to and fran the site, per trip, per household.
6. Onsite fishing expenses, per day, per household.
7. Food and beverage expenses, per day, per household.
8. IOOging expenses, per day, per household.

* Estimates calculated for each category using all reported values (including
zeros) fran the sample.
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Southcentral Alaska Resident Angler Spending Profile *

All Sites
Target Species: Halibut

Kenai PeninfUla Anchorage~ Fairbanks~
Anglers Anglers Anglers

sample Size4 47 182 31

E?>penses Categpry

TransportationS
Motor Vehicle $17.89 $45.40 $95.74
AiJ:plane 0 11.31 8.06
Boat 19.06 27.18 60.32
Other 0.11 6.76 1.29

Onsite Fishing6
Consumable Tackle 8.• 55 10.98 21.61
Onsite boating ccsts 5.21 25.47 29.87
Guide fees 7.02 43.03 15.97

"Food and Beverages7 18.94 41.21 69.19 -I
- 8 0.34 15.73 29.81IDdging Expenses

Notes:

1. Origin zone numbers 1 through 6.
2. Origin zone n1.1lllbers 7 through 15.
3. Origin zone number 16.
4. Number of households by site for which site-specific spending was "

revealed, and for which only this target species was named for each site.
5." Transportation expenses to and frcm the site, per trip, per household.
6. Onsite fishing expenses, per day, per household.
7. Food and beverage expenses, per day, per household.
8. IDdging expenses, per day, per household.

* Estimates calculated for each category using all reported values (including
zeros) frcm the sample.
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Southcentral Alaska Resident Angler Spending Profile *

All Sites
Target Species: Razor Clams

Kenai PeninF Anchorage~ Fairbanks ~a
Anglers Anglers Anglers

Sample Size4 12 27 0

EKpenses Category

~tion5
Motor Vehicle $8.58 $46.67 n/a
Airplane 2.50 0.74 n/a
Boat 0 0.74 n/a
Other 0 0 n/a

Onsite FiShing6

n/aConsumable Tackle 0.83 4.93
Onsite boating costs 0.42 0 n/a
Guide fees 0 0 n/a.

Food and Beverages7 7.00 32.78 n/a

Iodging Expenses8 0 0 n/a

Notes:

1. . Origin zone numbers 1 through 6.
2. Origin zone numbers 7 thrOUljh 15.
3. Origin zone number 16.
4. Number of households by site for which site-specific spending was

revealed, and for which only this target species was named for each site.
5. Transportation expenses to and fran the site, per trip, per household.
6. Onsite fishing expenses, per day, per household.
7. Food and beverage expenses, per day, per household.
8. Iodging expenses, per day, per household.

* Estill'ates calculated for each category using all reported values (including
zeros) fran the sample.
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Southcentral Alaska Resident Angler Spending Profile *

Fishing Site: Gulkana River (I-I, I-2, I-3)
All Species

Kenai Peninrua Anchorage~ Fairbanks~
Anglers Anglers Anglers

sample Size4 1 23 46

Expenses category

TransportationS
Motor Vehicle $50.00 $40.57 $47.24
Airplane 0 2.17 0
Boat 0 1.39 9.22
Other 0 0 5.43

Onsite Fishing6

Consumable Tackle 6.00 11.13 11.30
Onsite boating costs 0 3.70 3.37
Guide fees 0 2.17 0.98

Food and Beverages7 50.00 34.57 41.85

Wdging Expenses8 0 3.70 1.52

Notes:

1. _Origin zone numbers 1 throu~ 6.
2. Origin zone numbers 7 through 15.
3. Origin zone number 16.
4. Number of households by site for which site-specific spending was

revealed.
5: Transportation expenses to and fran the site, per trip, per household.
6. Onsite fishing expenses, per day, per household.
7. Food and beverage expenses, per day, per household.
8. Wdging expenses, per day, per household.

* Estilnates calculated for each cai:egory using all reported values (including
zeros) fran the sample.
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Southcentral Alaska Resident Angler Spending Profile *

Fishing Site: Gulkana River (I-I, I-2, I-3)
Target Species: Arctic Grayling

Kenai~a Anchorage ~ea Fairbanks ~a
Anglers Anglers Anglers

Sanple Size4 0 7 12

Expenses category

Transpo~tion5
Motor Vehicle n/a $51.42 $43.45
Airplane n/a 0 0
Boat n/a 0 9.09
Other n/a 0 21.81

Onsite Fishing6
Consumable Tackle n/a 4.71 6.36
Onsite boating costs n/a 7.14 0.91
Guide fees n/a 0 0

"Food and Beverages7 n/a 40.42 41.36
. 8

n/a 5.71 0kx'lging Expenses

Notes:

1. origin zone numbers 1 through 6.
2. Origin zone numbers 7 through 15.
3. origin zone number 16.
4. Number of households by site for which site-specific spending was

revealed, and for which only this target species was named for this site.
5. Transportation expenses to and fran the site, per trip, per household.
6. Onsite fishing expenses, per day, per household.
7. Food and beverage expenses, per day, per household.
8. kx'lging expenses, per day, per household.

* Estimates calculated for each category using all reported values (including
zeros) fran the sanple.
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Southcentral Alaska Resident Angler Spending Profile *

Fishing Site: Little SUSitna River (K-I)
Target Species: King SalIoon

Kenai PeninruIa Anchorage~ Fairbanks F
Anglers Anglers Anglers

sample Size4 I 30 0

Expenses category

TransportationS
Motor Vehicle $ 0 $17.37 n/a
Airplane 20.00 0 n/a
Boat 0 2.70 n/a
Other 0 1.25 n/a

Onsite Fishing6

COnsumable Tackle 0 7.96 n/a
Onsite boating costs 0 0.21 n/a
Guide fees 0 0 n/a

"Food and Beverages7 0 10.66 n/a ••. 8
0 0.21 n/alodging Expenses

Notes:

1. Origin zone mnnbers 1 through 6.
2. Origin zone mnnbers 7 through 15.
3. Origin zone number 16.
4. Number of households by site for which site-specific spending was

revealed, and for which only this target species was named for this site.
5; Transportation expenses to and fran the site, per trip, per household.
6. Onsite fishing expenses, per day, per household.
7. Food and beverage expenses, per day, per household.
8. lodging expenses, per day, per household.

* Estimates calculated for each category using all reported values (including
zeros) fran the sample.
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Southcentral Alaska Resident Angler Spending Profile *

Fishing Site: Little Susitna River (K-1)
Target Species: Silver Salm:>n

KenaiP~a Anchorage~ Fairbanks~
Anglers Anglers Anglers

8anple Size4 0 20 1

E?q?enses Category

Transporta:tion5

Motor Vehicle n/a $12.81 0
AiIplane n/a 0 0
Boat n1a 4.81 0
other n/a 0 0

Onsite Fishing6
Consumable Tackle n/a 8.69 0
Onsite boating ccsts n/a 1.13 0
Guide fees n/a 0 0

Food and Beverages7 n/a 17.25 0
. 8

n/a 0.63 0lodging Expenses

Notes:

1. . Origin zone numbers 1 through 6.
2. Origin zone numbers 7 through 15.
3. Origin zone number 16.
4. Number of hooseho.lds by site for which site-specific spending was

revealed, and for which only this target species was named for this site.
5. Transpo.rtation expenses to and fran the site, per trip, per hoosehold,
6. Onsite fishing expenses, per day, per hoosehold.
7. Feed and beverage expenses, per day, per hoosehold.
8. Lodging expenses, per day, per hoosehold.

* Estimates calculated for each category using all repo.rted values (including
zeros) fran the sample.
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Southcentral Alaska Resident Angler Spending Profile *

Fishing Site: Kepler carplex (K-5)
Target Species: Rainbow Trout & Landlocked Salm:m

Kenai Peninrua Anchorage~ Fairbanks ~a
Anglers Anglers Anglers

Sample Size4 0 22 0

Expenses CategoI:Y

~tion5
Motor Vehicle n/a $ 6.95 n/a
AiJ:plane n/a 0 n/a
Boat n/a 1.16 n/a
Other n/a 0 n/a

Onsite Fishing
6

ConStmlable Tackle n/a 4.37 n/a
onsite boating costs n/a 0.89 n/a
Guide fees

Food and Beverages7 n/a 33.95 n/a I,
Lcdging Expenses8

n/a 0.26 n/a

.
Notes:

1. Origin zone numbers 1 through 6.
2•. Origin zone numbers 7~h 15.
3. Origin zone number 16.
4. Number of households by site for which site-specific spending was

revealed, and for which only this target species was narred for this site.
5; Transportation expenses to and fran the site, per trip, per household.
6. Onsite fishing expenses, per day, per household.
7. Food and beverage expenses, per day, per household.
8. Lcdging expenses, per day, per household.

* Estimates calculated for each cai;egory using all reported values (including
zeros) fran the sample.
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Southcentral Alaska Resident Angler Spending Profile

Fishing Site: Anchorage Area Lakes (L-1)
Target Species: Ra.i.nbow Trout & Landlocked Salmon

Kenai p~ula Anchorage~ Fairbanks~
Anglers Anglers Anglers

Sanple Size4 1 22 3

Expenses Category

TransportationS
Motor Vehicle $35.00 $3.19 $62.00
Airplane 0 0 0
Boat 0 0.05 0
other 300.00 0.05 0

Onsite Fishing6

Consumable Tackle 0 1.67 55.00
Onsite boating costs 0 0.10 0
Guide fees 0 0 0

-Food and Beverages7 100.00 3.57 50.00

- 8 100.00 0 6.00IDdging Expenses

Notes:

1. Origin zone numbers 1 through 6.
2. Origin zone numbers 7 through 15.
3. Origin zone number 16.
4. Number of households by site for which site-specific spending was _

revealed, and for which only this target species was named for this site.
5. Transportation expenses to and fran the site, per trip, per household.
6. Onsite fishing expenses, per day, per household.
7. Food and beverage expenses, per day, per household.
8. IDdging expenses, per day, per household.

* Estimates calculated for each category using all reported values (inclUding
zeros) fran the sanple.
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Southcentral Alaska Resident Angler Spending Profile*

Fishing Site: Eastside Susitna Roadside Streams
(M-2, M-3, M-4)

Target Species: King Sa1m:ln

Kenai Anchoragi Fairb~
Anglersl Anglers Anglers

Sample Size4 0 50 1

Expenses category

TransportationS
futor Vehicle na $17.10 35.00
Airplane na 0 0
Boat na 3.56 0
other na 0.10 0

Onsite Fishing6

ConSl.lllla.ble Tackle na 8.98 20.00
Onsite boating costs na 0.60 0
Guide fees na 0 0

.~
Fcxxi and Beverages7 na 19.66 15.00

.Lodging Elq;:enses8 na 0.24 0

Notes:

1. Origin zone numbers 1 through 6.
2. Origin zone numbers 7 through 15.
3. Origin zone number 16.
4. Number of households by site for which site-specific spending was

revealed, and for which only this target species was narred for this site.
5. Transportation expenses to and fron the site, per trip, per household.
6. Onsite fishing expenses, per day, Per household.
7. Fcxxi and beverage expenses, per day, per household.
8. Lodging expenses, per day, per household.

* Estimates calculated for each category using all reported values (including
zeros) fron the sample.
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Southcentral Alaska Resident Angler SpeOO.ing Profile*

Fishing Site: Eastside SUsitna Roadside Streams
(M2, M3, M4)

Target Species: Silver Salmon

Kenai 1 Anchoragi F~
Anglers Anglers Anglers

S~le Size4 0 18 1

Expenses CategOry

TransportationS

Motor Vehicle na $17.11 30.00
Ai.l:plane na 0 0
Boat na 0 0
other na 0 0

Onsi:t:e Fishing6

Consumable Tackle na 11.00 25.00
Onsite boating costs na 4.44 0
Guide fees na 3.33 0

Food and. "Beverages7 na 19.61 50.00

Lodging Expenses8 na 1.11 12.00

Notes:

1. . Origin zone numbers 1 through 6.
2. Origin zone numbers 7 through 15.
3. Origin zone number 16.
4. Number of households by site for which site-specific spending was

revealed, and for which only this tsrget species was named for this site.
5. Transportation expenses to and fran the site, per trip, per household.
6. Onsite fishing expenses, per day, per household.
7. Food and beverage expenses, per day, per household.
8. Lodging expenses, per day, per household.

* Estimates calculated for each category using all reported values (including
zeros) fran the s~le.
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SOuthcentral Alaska Resident Angler Spending Profile *

Fishing Site: Lake Creek (N-2)
All Species

Kenai P . la Anchorage~ Fairbanks ¥ea
Ang~ Anglers Anglers

sample Size4 1 31 2

Expenses category

TransportationS
Motor Vehicle $ 0 $25.52 $19.00
Airplane 40.00 65.81 0
Boat 0 12.61 1.50
Other 0 1.61 O'

Onsite Fishing6

Cpnsumable Tackle 10.00 23.94 6.50
Onsite boating costs 0 4.52 0
Guide fees 0 0 O.

Food and Beverages7 10.00 23.29 11.00

. 8
0 31.16 0Lcx:lging Expenses

-
Notes:

1. Origin zone numbers 1 through 6.
2•. Origin zone numbers 7 thrOt!1;lh 15.
3. Origin zone number 16.
4. Number of households by site for which site-specific spending was

revealed.
5~ Transportation expenses to and fran the site, per trip, per household.
6. Onsite fishing expenses, per day, per household.
7. Food and beverage expenses, per day, per household.
8. Lo:1ging expenses, per day, per household.

* Estimates calculated for each category using all reported values (including
zeros) fran the sample.

B-16



SOUthcentral Alaska Resident Angler Spending Profile*

Fishing Site: Lake Creek (N-2)
Target Species: King Sa.lm:m

KenaiP~a Anchorage ~ea Fairbanks~
Anglers Anglers Anglers

Sarrple Size4 0 10 0

Expenses Category

TransportationS
Motor Vehicle n/a $13.50 n/a
Airplane n/a 58.00 n/a
Boat n/a 19.60 n/a
other n/a 0 n/a

Onsite Fishing6

Col15lmlab1e Tackle n/a 13.50 n/a
Onsite boating costs n/a 10.50 n/a
Guide fees n/a 0 n/a

·Focd and Beverages7 n/a 26.00 n/a

rmging EJ.--penses8 n/a 26.00 n/a

Notes:

1. Origin zone Il\Jlllbers 1 through 6.
2. Origin zone Il\Jlllbers 7 through 15.
3. Origin zone nurober 16.
4. Number of households by site for which site-specific spending was

revealed, and for which only this target species was named for this site.
5. Transportation expenses to and fran the site, per trip, per household.
6. Onsite fishing expenses, per day, per household.
7. Food and beverage expenses, per day, per household.
8. L£Jdging expenses, per day, per household.

* Estimates calculated for each category using all reported values (including
zeros) fran the sanple.
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Southcentral Alaska Resident Angler Spending Profile *

Fishing Site: Lake Creek (N-2)
Target Species: Silver Sa1m::>n

KenaiP~a Anchorage~ Fai.J.:banks ~a
Anglers Anglers Anglers

sample Size4 1 7 0

Elq?enses Category

Transpo~tion5
Motor Vehicle 0 $72.67 n/a
Airplane $40.00 20.00 n/a
Boat 0 5.00 n/a
Other 0 0 n/a

Onsite Fishing6

Consumable Tackle 10.00 50.17 n/a
Onsite boating costs 0 0.83 n/a
Guide fees 0 0 n/a

-Food and Beverages7 10.00 12.50 n/a -~
- 8 0 0 n/aIDdging Expenses

Notes:

1. Origin zone numbers 1 through 6.
2. Origin zone numbers 7 through 15.
3. Origin zone number 16.
4. Number of households by site for which site-specific spending was _

revealed, and for which only this target species was IJaIred for this site.
S: Transportation expenses to and fran the site, per trip, per household.
6. Onsite fishing expenses, per day, per household.
7. Food and beverage expenses, per day, per household.
8. IDdging expenses, per day, per household.

* Estimates calculated for each category using all reported values (including
zeros) fran the sample.
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Southcentral Alaska Resident Angler Spending Profile

Fishing Site: West Side Cook Inlet/West Side
Susitna Streams (in part) **

Target Species: King Sa1m:m

Kenai Peninrua Anchorage ~ea Fairbanks ~ea
Anglers Anglers Anglers

Sazrple Size4 0 86 2

Expenses Category

'l'ransportation5

Motor Vehicle n/a $13.76 $60.00
Airplane n/a 60.56 O.
Boat n/a 10.04 35.00
Other n/a 1.40 0

Onsite Fishing6

Consumable Tackle n/a 12.97 0
Onsite boating costs n/a 2.22 0
Guide fees n/a 2.21 50.00

7 n/a 21.35 50.00Food and. Beverages

Wdging Expenses8 n/a 0.59 0

Notes:

1. origin zone n1llllbers 1 through 6.
2. origin zone n1llllbers 7 through 15.
3. origin zone number 16.
4. Number of households by site for which site-specific spending was

revealed, and for which only this target species was l1aI1lSd for this site.
5. Transportation expenses to and frat) the site, per trip, per hoosehold.
6. Onsite fishing expenses, per day, per hoosehold.
7. Food and beverage expenses, per day, per hoosehold.
8. Lodging expenses, per day, per hoosehold.

* Estimates calculated for each category using all reported values (inclUding
zeros) fran the sanple.

** Includes Deshka River/Kroto Creek (N-l), Alexander Creek (N-3), Tala­
chulitna River (N-4), Chuitna River (N-5), Theodore, Lewis, and Ivan
Rivers (N-6).
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Southcentral Alaska Resident Angler Spending Profile

Fishing Site: West Side Cook Inlet/West Side
SUsitna Streams (in part) **

Target Species: Silver Sa.lm:m

KenaiP~a Anchorage ~ea Fairbanks~

.~
Anglers Anglers Anglers

Sarcple Size4 0 14 1

Expenses Category .

TransportationS
Motor Vehicle .j. n/a $10.10 $20.00
Airplane n/a 60.00 0

'l:,.

Boat n/a 8.00 0
Other n/a 2.50 0

Onsite Fishing6
Consumable Tackle n/a 155.50 45.00
Onsite boating costs n/a 1.50 0
Guide fees '1 n/a 36.40 0

Food and Beverages7 n/a 23.10 10.00

Icdging Expe!1ses8 n/a 10.00 0 •
Notes:

1. Origin zone numbers 1 through 6.
2. Origin zone numbers 7 thrdugh 15.
3. Origin zone number 16.
4. . Number of households by site for which site-:specific spending was

revealed, and for which only this target species was named for this site.
5. Transportation expenses to and frem the site, per trip, per household.
6. Onsite fishing expenses, per day, per household.
7.· Food and beverage expenses, per day, per household.
S. Icdging expenses, per day, per household•

.
* Estimates calculated for each category using all reported values (including

zeros) fran the sample.

** Includes Deshka River/Kroto Creek (N-l), Alexander Creek (N-3), Tala­
chulitna River (N-4), Chuitna River (N-5), Theodore, Lewis, and Ivan
Rivers (N-6).
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SOUthcentral Alaska Resident Angler Spending Profile *

Fishing Site: other Area N (West Side
Cook Inlet/West Side Susitna)

Target Species: King Sa1m:ln

1. Origin zone nUIllbers 1 throul';jh 6.
2. Origin zone nUIllbers 7 through 15.
3. Origin zone nUIllber 16.
4. Number of households by site for which site-specific spending was

revealed, and for which only this target species was narred for this site,
5. Transportation expenses to and fran the site, per trip, per household.
6. OnsUe fishing expenses, per day, Per household.
7. Food and beverage expenses, per day, per household.
B. IDdging expenses, per day, per household.

* Estimates calculated for each category using all reported values (including
zeros) fran the sample.

sample Size4

Expenses category

TransportationS

Motor Vehicle
Airplane
Boat
other

Onsite Fishing6

Consumable Tackle
Onsite boating costs
Guide fees

Food and, Beverages7

.IDdging ExpensesB

Notes:

Kenai Peninrua
Anglers

I

o
o
o
o

o
o
o

o

o

Anchorage~
Anglers

3

o
$70.00

o
o

10.00
o
o

.B.OO

o

Fairbanks ~ea
Anglers

o

n/a
n/a
n/a
n/a

n/a
n/a
n/a

n/a

n/a
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SOUthcentral Alaska Resident Angler Spending Profile *

Fishing Site: Other Area N (West Side
Cook Inlet/West Side SUsitna)

Target Species: Silver SalIron

Kenai Peninrwa Anchorage~ Fairbanks~
Anglers Anglers Anglers

Sample Size4 4 15 0

Expenses Category

TransportationS
Motor Vehicle $ 2.33 $11.75 n/a
Airplane 23.33 45.00 n/a
Boat 0 0 n/a
Other 0 0 n/a

Onsite Fis~g6
Consumable Tackle 5.00 4.00 n/a
Onsite boating costs 0 0 n/a
Guide fees 0 3.33 n/a

••Food and. Beverages7 4.33 19.17 n/a

lodging Expenses8 0 0 n/a

Notes:

1. Origin zone numbers 1 throuqh 6.
2. Origin zone numbers 7 through 15.
3. Origin zone number 16.
4. Number of households. by site for which site-specific spending was

revealed, and for which only this target species was named for this site.
5. Transportation expenses to and fran the site, per trip, per household.
6. Onsite fishing expenses, per day, per household.
7. Food and beverage expenses, per day, per household.
8. Lodging expenses, per day, per household.

* Est:in1ates calculated for each category using all reported values (including
zeros) fran the sample.
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Southcentral Alaska Resident Angler Spending Profile*

Fishing Site: Kenai River (P-1)
All Species

Kenai Peninrula Anchorage ~ea Fairbanks~
Anglers Anglers Anglers

Sample Size4 59 101 7

Expenses Category

TransportationS
Motor Vehicle $10.76 $42.50 $30.71
Airplane 0 7.51 0
Boat 6.61 14.70 0
other 0.08 1.66 31:14

Onsite Fishing6

C9nsumable Tackle 7.02 11. 77 7.29
Onsite boating costs 6.27 8.03 2.86
Guide fees 1.69 30.64 105.29

Focd and Beverages7 9.53 43.63 105.29
. 8

1.54 20.59 30.71lodging Expenses

.
Notes:

1. origin zone numbers 1 through 6.
2•. Origin zone numbers 7 through 15.
3. origin zone number 16.
4. Number of households by site for which site-specific spending was

revealed.
5. Transportation expenses to and frcrn the site, per trip, per household.
6. Onsite fishing expenses, per day, per household.
7. Food and beverage expenses, per day, per household.
8. Lodging expenses, per day, per household.

* Est:i.mates calculated for each category using all reported values (including
zeros) frcrn the sample.
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Southcentral Alaska Resident Angler Spending Profile *

Fishing Site: Kenai River (P-l)
Target Species: King Salm:m

KenaiP~a Anchorage~ Fairbanks~
Anglers Anglers Anglers

sample Size4 18 55 4

EKpenses category

Tr~tion5
Motor Vehicle $8.22 $38.00 $105.00
Airplane 0 7.08 0
Boat 4.06 9.17 0
Other 0 2.81 0

Onsite Fishing6

Consumable Tackle 6.28 8.79 8.75
Onsite boating costs 4.22 9.79 5.00
Guide fees 0 39.58 141.25

Food and Beverages7 6.61 39.65 82.50

Iclging EKpenses8 0.56 12.56 28.25

Notes:

1. Origin zone numbers 1 through 6.
2. Origin zone numbers 7 through 15.
3. Origin zone number 16. .
4. Number of households by site for which site-specific spending was

revealed, and for which only this target species was named for this site.
5: Transportation expenses to and fran the site, per trip, per household.
6. Onsite fishing expenses, per day, ~ household.
7. Food and beverage expenses, per day, per household.
8. Lodging expenses, per day, per household.

* Estimates calculated for each category using all reported values (including
zeros) fran the sample.
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Southcentral Alaska Resident Angler Spending Profile *

Fishing Site: Kenai River (P-ll
Target Species: Silver Salmon

KenaiP~ Anchorage ~a Fairbanks~
Anglers Angler!> Anglers

Sim¥?le Size4 12 19 1

Expenses category

Transportation5

Motor Vehicle $12.82 $47.13 $10.00
Airplane 0 0 0
Boat 1.18 5.80 0
Other 0 0.87 0

Onsite Fishing6
ConsuIrable Tackle 5.18 8.07 0
Onsite boating costs 0 2.00 0
Guide fees 0 16.67 0

Food and Beverages7 2.18 41.40 7.00

. 8
0 6.67 0Lodging EXpenses

Notes:

1. origin zone numbers 1 through 6.
2. Origin zone numbers 7 t:hrot.Jl1h 15.
3. origin zone number 16.
4. Number of households by site for which site-specific spending was

revealed, and for which only this target species was narred for this site.
5. Transportation expenses to and fran the site, per trip, per household.
6. Onsite fishing expenses, per day, per household.
7. Food and beverage expenses, per day, per household.
8. Lodging expenses, per day, per household.

* Estimates calculated for each category using all reported values (including
zeros) fran the sample.
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Southcentral Alaska Resident An<]ler Spending Profile *

Fishing Site: Kenai River (P-ll
Target Species: Red Salnon

Kenai. P~a Anchorage ~ea FaiIbanks~
An<]lers Anglers Anglers

8anple Size
4

3 2 0

Expenses category
. 5

Transportation
Motor Vehicle $2.33 $20.00 n/a
Airplane 0 50.00 n/a
Boat 0 0 n/a
Other 1.67 0 n/a

Onsite Fishing6

Consumable Tackle 5.00 7.50 n/a
Onsite boating costs 0.67 0 n/a
Guide fees 0 0 n/a

Food and Beverages7 3.33 27.50 n/a ••,
IDdging Expenses8 0 0 n/a

Notes:

1. Origin zone numbers 1 through 6.
2. Origin zone numbers 7 through 15.
3. Origin zone number 16.
4. NuIllber of households by site for which site-specific spending was

revealed, and for which only this target species was naIred for this site.
5; Transportation expenses to and fran the site, per trip, per household.
6. Onsite fishing expenses, per day, per household.
7. Food and beverage expenses, per day, per household.
8. IDdging expenses, per day, per household.

* Estimates calculated for each category using all reported values (inclUding
zeros) fran the sample.
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Southcentral Alaska Resident Angler Spending Profile *

Fishing Site: Kenai River (P-2, P-3, & P-4)
Target Species: King Salnon

K .~ Anchorage ~a Fai.:l:banks~~glers a Anglers Anglers

Sarrple Size4 5 28 1

~es CategOry

Transportation5

Motor Vehicle $10.75 $41.36 $100.00
Airplane 0 6.36 0
Boat 3.75 7.00 0
Other 0 5.68 0

Onsite Fishing6

CPnsuroable Tackle 3.75 8.18 0
Onsite boating costs 6.25 6.14 0
Guide fees 50.00 27.73 100.00

Foexi and Beverages7 6.25 38.27 150.00

. 8
0 8.77 12.00Lodging Elq:>enses

Notes:

1. Origin zone numbers 1 through 6.
2•. Origin zone numbers 7 through 15.
3. Origin zone number 16.
4. Number of households by site for which site-specific spending was

revealed, and for which only this target species was narred for this site,
5. Transportation expenses to and fran the site, per trip, per household.
6. Onsite fishing expenses, per day, per household.
7. Foexi and beverage expenses, per day, per household.
8. Lodging expenses, per day, per household.

* Estimates calculated for each caEegory using all reported values (including
zeros) fran the sarrple.
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SOuthcentral Alaska Resident Angler Spending Profile*

Fishing Site: Kenai River (P-2, P-3, & P-4)
Target Species: Silver SalIoon

KenaiP~a Anchorage~ Fai:rbanks~
Anglers Anglers Anglers

sample Size4 9 22 2

Expenses Category

TransportationS

Motor Vehicle $2.50 $38.11 0
Airplane 0 1.58 280.00
Boat 0.63 3.79 0
Other 0 0 110.00

Onsite Fishing6
Consumable Tackle 2 •.88 8.16 30.00
Onsite boating ccsts 0 2.79 0
Guide fees 0 4.79 80.00

Food and Beverages7 2.25 25.68 60.00 ~
. 8

0 1.32 85.00Lodging Elq;:enses

Notes:

1. Origin zone numbers 1 through 6.
2. . Origin zone numbers 7 through 15.
3. Origin zone number 16.
4. Number of households by site for which site-specific spending was

revealed, and for which only this target species was named for this site.
5; Transportation eJqleIlses to and fran the site, per trip, per household.
6. Onsite fishing eJqleIlses, per day, per household.
7. Food and beverage expenses, per day, per household.
8. Lodging expenses, per day, per household.

* Estimates calculated for each category using all reported values (including
zeros) fran the sanple.
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Southcentral Alaska Rel?ident Angler Spending Profile

Fil?hing Site: Kenai River (P-2, P-3, & P-4)
Target Specie!?: Red Salmon

Kenai~ Anchorage~ Fa:U:bankf; ~ea
Anglerl? Angler!? Angler!?

Sample Size4
5 35 1

Expenl?el? category

Tranl?pOrtation5

Motor Vehicle $ 8.20 $30.71 0
Airplane 0 0 0
Boat. 2.00 1.94 0
Other 0 1.19 0

Onsite Fil?hing6

Coruromable Tackle 2.80 7.94 0
Onsite boating COl?tl? 0 0.35 0
Guide feel? 0 0 0

Food and Beveragel?7 5.80 25.06 0

I£ldging Expenl?el?8 0.40 4.52 0

Notel?:

1. origin zone number!? 1 throu5:jh 6.
2. Origin zone numberl? 7 through 15.
3. Origin zone number 16.
4. Number of houl?eholds by l?ite for which l?ite-l?peCific l?pending Waf?

revealed, and for which only thil? target l?peCiel? wal? named for thil? l?ite.
5. Tranl?pOrtation expelll?el? to and fran the l?ite, per trip, per houl?ehold.
6. Onsite fil?hing expenl?el?, per day, per houoohold.
7. Food and beverage expelll?el?, per day, per houl?ehold.
8. I£ldging expenl?el?, per day, per houoohold.

* El?timates calculated for each category using all reported values (including
zerol?) fran the sample.
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Southcentral Alaska Resident Angler Spending Profile*

Fishing Site: Kenai River (P-2, P-3, & P-4)
Target Species: Rainbow Trout

KenaiP~a Anchorage~ FaiJ::banks~
Anglers Anglers Anglers

Sant>le Size
4 2 17 0

Expenses category

Transportation5

Motor Vehicle $12.50 $33.67 n/a
Airplane 0 0 n/a
Boat 10.00 3.67 n/a
Other 0 1.33 n/a

onsite Fishing6
ConSlllllable Tackle 17.50 11.00 n/a
onsite boating costs 15.00 0.33 n/a
Guide fees 0 0 n/a

Food and Beverages7 27.50 25.33 n/a
,.

p"

, 8 .,

IDdging Expenses 0 1.53 n/a

Notes:

1. Origin zone numbers 1 through 6.
2. Origin zone numbers 7 througIt 15.
3. Origin zone number 16.
4. Number of households by site for which site-specific spending was

revealed, and for which only this target species was nan:ed for this site.
5. Transportation expenses to and fJ:an the site, per trip, per household.
6. Onsite fishing expenses, per day, per household.
7. Food and beverage expenses, per day, per household.
8. IDdging expenses, per day, per household.

* Estimates calculated for each category using all reported values (including
zeros) fran the saIlq?le.
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Southcentral Alaska Resident Angler Spending Profile *

Fishing Site: Russian River (P-7)
Target Species: Red Salm:m

Kenai Peninflla Anchorage ~a Fairbanks ~a
Anglers Anglers Anglers

Sample Size4 7 65 5

E;xJ;>erses category
. 5

Transportation
Motor Vehicle $12.50 $27.36 $82.00
Ai.l:plane 0 1.72 0
Boat 0 0.34 O.
other 0 2.93 34.00

Onsite Fishing6

ConSUlllable Tackle 4.50 8.90 70.00
Onsite boating costs 0 0.94 0
Guide fees 0 3.36 0

Food and Beverages7 5.67 19.79 81.00

. 8
0.83 5.36 15.80lodging Expenses

Notes:

1. origin zone numbers 1 through 6.
2 •. Origin zone numbers 7 through 15.
3. Origin zone number 16.
4. Number of households by site for which site-specific spending was

revealed, and for which only this target species was named for this site.
5; Transportation expenses to and frem the site, per trip, per household.
6. Onsite fishing expenses, per day, per household.
7. Food and beverage expenses, per day, per household.
8. lodging expenses, per day, per household.

* Estimates calculated for each category using all reported values (inclUding
zeros) frem the sample.
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SOUthcentral Alaska Resident Angler Spending Profile*

Fishing Site: ~ Kenai Peninsula Streams
(P-9, P-10, P-11)

Target Species: All Species

Kenai 1 Anchorag2 F~
Anglers Anglers Anglers

5a1!ple Size4 39 90 6

Expenses Category

TransportationS

Motor Vehicle $ 9.08 $52.02 $86.17
Airplane 0 1.48 0
Boat 0.77 2.70 16.67
Other 0 5.64 6.67

Onsij::e Fishing6
Consumable Tackle 18.97 9.22 15.00
Onsite boating costs 0.08 1.39 3.33
Guide fees 0 1.33 15.00 •7Food and. Beverages 18.15 32.89 34.17

Io:lging Expenses8 0 3.42 8.00

Notes:

1•. Origin zone numbers 1 through 6.
2. Origin zone numbers 7 through 15.
3. Origin zone number 16.
4. Number of households by site for which site-SJ;eCific spending was

revealed, and for which only this target species was named for this site.
5. Transportation expenses to and fran the site, per trip, per household.
6. Onsite fishing expenses, per day, per household.
7. Food and beverage expenses, per day, per household.
8. Lcdging expenses, per day, per household.

* Estimates calculated for each category using all reported values (including
zeros) fran the sample.
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SOUthcentral Alaska Resident Angler Spending Profile*

Fishing Site: !ewer Kenai Peninsula Streams
(P-9, P-IO, & P-ll)

Target Species: King Salmon

Kenai PeninfUla Anchorage ~ea FaiJ::banks ¥ea
Anglers Anglers Anglers

Sample Size4 16 40 3

Exp=nses Category

TransportationS
Motor Vehicle $14.00 $45.83 $100.00
Airplane 0 0.27 0
Boat 0 1.43 0
Other 0 0 0

0nsite Fishing6

Consumable Tackle 46.43 9.10 20.00
0nsite boating costs 0 0.83 0
Guide fees 0 4.00 0

Food and. Beverages
7 33.79 33.33 40.00

LOOging Expenses8 0 1.03 0

Notes:

1. origin zone numbers 1 throug-h 6.
2. Origin zone numbers 7 through 15.
3. origin zone number 16.
4. Number of households by site for which site-specific spending was

revealed, and for which only this target species was named for this site.
5. Transportation expenses to and frem the site, per trip, per household.
6. Onsite fishing expenses, per day, per household.
7. Food and beverage expenses, per day, per household.
8. I.cdging expenses, per day, per household.

* EstiInates calculated for each category using all reported values (including
zeros) fran the sample.
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Southcentral Alaska Resident Angler Spending Profile*

Fishing Site: Deep Creek Marine (P-l3)
Target Species: King 8alnon

Kenai. PeninIUla Anchorage~ Fairbanks ~a
Anglers Anglers Anglers

5atrple Size4 7 17 1

Expenses categOry

TransportationS

Motor Vehicle $25.33 $60.67 $17.00
Airplane 0 0 0
Boat 1.33 14.00 0
other 0 0 0

Onsite Fishing6

Consumable Tackle 12.17 16.67 5.00
Onsite boating ~sts 1.83 11.80 0
Guide fees 0 0 50.00

Fcxxl. and Beverages7 15.00 70.67 30.00 .~
IDdging Expenses8 0 1.67 48.00

Notes:

1. Origin zone numbers 1 through 6.
2. Origin zone numbers 7 through 15.
3. Origin zone number 16.
4. Number of households by site for which site-specific spending was

revealed, and for which only this target species was naIlEd for this site.
5. Transportation expenses to and fran the site, per trip, per household.
6. Onsite fishing expenses, per day, per household.
7. Fcxxl. and beverage expenses, per day, per household.
8. IDdging expenses, per day, per household.

* Estimates calculated for each category using all reported values (including
zeros) fran the sanple.
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Southcentral Alaska Resident Angler Spending Profile *

Fishing Site: Deep creek Marine (P-l3)
Target Species: Halibut

KenaiP~a Anchorage A:zea Fairl:Janks ¥ea
Anglers Anglers Anglers

~le Size
4 16 24 2

Expenses Category

Transpo~tion5
Motor Vehicle $17.27 $39.00 $87.50
Airplane 0 14.44 0
Boat 7.87 17.89 17.50
Other 0 5.56 0

Onsite Fishing6

Consumable Tackle 12.40 12.72 12.50
Onsite boating costs 1.27. 8.61 12.50
Guide fees 0 4.44 0

Food and Beverages7 13.20 34.56 37.50

. 8
0 0 0Lodging Expenses

Notes:

1. Origin zone numbers 1 through 6.
2•. Origin zone numbers 7 through 15.
3. Origin zone number 16.
4. Number of households by site for which site-specific spending was

revealed, and for which only this target species was named for this site.
5: Transportation expenses to and fran the site, per trip, per household.
6. Onsite fishing expenses, per day, per household.
7. Food and beverage expenses, per day, per household.
8. Lodging expenses, per day, per household.

* Estimates calculated for each category using all reported values (including
zeros) fran the sample.
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Southcentral Alaska Resident Angler Spending Profile *

Fishing Site: Kachemak Bay (1'-14)
Target Species: Halibut

Kenai l\nchoragi FaiI:b~
Anglers1 Anglers Anglers

Sample Size
4

29 123 17

Expenses category

~tion5
Motor Vehicle $18.65 $49.15 $135.53
Airplane 0 13.32 0
Boat 20.19 27.18 7Q.38
Other 0.19 5.22 3.07

Onsite Fishirig6

COnsumable Tackle -7.15 9.99 10.77
Onsite boating costs 7.73 33.76 53.69
Guide fees 12.69 64.46 11.15

Food and Beverages7 23.81 44.08 74.23 ~
. 8

0.46 22.67 18.38Lodging Expenses

Notes:

1. . Origin zone numbers 1 through 6.
2. Origin zone numbers 7 through 15.
3. origin zone number 16.
4. Number of households by site for which site-specific spending was

revealed, and for which only this target species was naIred for this site.
5. Transportation expenses to and fran the site, per trip, per household.
6. Onsite fishing expenses, per day, J?6I" household.
7. Food and beverage expenses, per day, per household.
8. Lodging expenses, per day, per household.

* Estimates calculated for each category using all reported values (including
zeros) fran the sample.
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Southcentral Alaska Resident Angler Spending Profile*

Fishing Site: Resurrection Bay
(P-15) and Other Saltwater (P-IB)

Target Species: Silver Salnon

Kenai Anchoragz Fai.l:b~
Anglers1 Anglers Anglers

Sample Size4 8 25 0

Expenses category

Transportation5

Motor Vehicle $11.38 $29.48 na
Airplane 0 2.00 na
Boat 15.63 12.40 na
Other 0 0.20 na

Onsite Fishing6

Consumable Tackle 16.25 8.24 na
Onsite boating Costs 0.63 11.92 na
Guide fees 12.50 1.32 na

Focd and. Beverages7 12.13 56.88 na

Lodging Expenses8 1.63 14.32 na

Notes:

1. origin zone numbers 1 throtll;1h 6.
2. origin zone numbers 7 through 15.
3. origin zone number 16.
4. Number of households by site for which site-specific spending was

revealed, and for which only this target species was named for this site.
5. Transportation expenses to and fran the site, per trip, per household.
6. Onsite fishing expenses, per day, Per household.
7. Food and beverage expenses, per day, per household.
8. Lodging expenses, per day, per household.

* Estimates calculated for each category using all reported values (including
zeros) fran the sample.
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Southcentral Alaska Resident Angler Spending Profile *

Fishing Site: Resurrection Bay (P-15) and Other Saltwater (P-18)
Target Species: Halibut

sample Size4

Kenai p:n¥a
Anglers

8

Anchorage Apa
Anglers

39

Fairbanks~
Anglers

6

Expenses category

Transportcition5

Motor Vehicle
AiJ:p1ane
Boat
Other

Onsite Fishing6

Consumable Tackle
Onsite boating ccsts
Guide fees

Focd and Beverages7

.. 8
Lodgmg Expenses

Notes:

$16.17 $41.52 $55.00
0 1.82 0

42.17 12.12 33.33
0 10.73 0

5.00 10.76 3.33
4.17 18.88 1.33
0 23.94 25.00

i4
12.17 38.48 50.83 .~

1 0.67 7.85 21.67.

.,

'1.,
1. origin zone numbers 1 through 6.
2. Origin zone numbers 7 t:hrough 15.
3. origin zone number 16. i
4. Number of households by site for which site-S];:eCific spending was

revealed, and for which only this target species was nancl for this site.
5. Transportation expenses to and fran the site, per trip, per household.
6. Onsite fishing expenses, per day, per household.
7. Food and beverage expenses, per day, per household.
8. Lodging expenses, per day, per household.

* Estimates calculated for each category using all reported values (including
zeros) fran the sanple.
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Southcentral Alaska Nonresident Angler Spending Profile
All Species, All Southcentral Sites (Areas I-P)

Expenses Category

Package fishing tour

Guiding fees

Transportation within Alaska

Fishing-~elated clothing

Tackle/fishing gear/equipment rental

Food and beverages

Lodging/camping fees

Fish processing/packaging/bait

Other fishing-re!ated expenses

Total

Dollars Spent
per Household
Fishing Day

$ 46.52

16.06

25.37

7.39

10.97

33.04

15.57

6.44

7.12

$168.48

* Sample size: 258

Note: Estimates calculated for each category using all report­
ed values (including zeros) from the sample.

B-39



Southcentral Alaska Nonresident Angler Spending Profile
King Salmon/Small King Salmon (Areas I-P)

Expenses Category

Package fishing tour

Guiding fees

Transportation within Alaska

Fishing-related clothing

Tackle/fishing gear/equipment rental

Food and beverages

Lodging/camping fees

Fish processing/packaging/bait

Other fishing-related expenses

Total

Dollars Spent
per Household
Fishing Day

$ 68.00

15.69

30.97

6.15

9.45

33.49

16.89

6.62

5.80

$193.06 ' ••
* Sample size: 119

Note: Estimates calculated for each" category using all report­
ed values (including zeros) from the sample.

"
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Southcentral Alaska Nonresident Angler Spending Profile
Halibut (All Sites)

* Sample size: 53

Note: Estimates calculated for each category using all report­
edvalues (inclUding zeros) from the sample.

Expenses Category

Package fishing tour

Guiding fees

Transportation within Alaska

Fishing-related clothing

Tackle/fishing gear/equipment rental

Food and beverages

Lodging/camping fees

Fish processing/packaging/bait

Other ~ishing-related expenses

Total
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".

Dollars Spent
per Household
Fishing Day

$ 34.91

10.98

20.23

7.52

10.18

32.71

19.39

9.33

3.49

$148.74



Southcentral Alaska Nonresident Angler Spending Profile
Razor Clams (All Sites)

Expenses Category

Package fishing tour

Guiding fees

Transportation within Alaska

Fishing-related clothing

Tackle/fishing gear/equipment rental

Food and beverages

Lodging/camping fees

Fish processing/packaging/bait

Other fishing-related expenses

Total

Dollars Spent
per Household
Fishing Day

$ 3.21

0

16.07

0

12.15

37.30

11.00

0.95 I
4.76

$85.44

* Sample size: 3

Note: Estimates calculated for each category using all report­
ed values (including zeros) from the sample.
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Southcentral Alaska Nonresident Angler Spending Profile
Glennallen Area (I-l through I-5)

* SampJe size: 10

Note: Estimates calculated for each category using all report­
ed values (including zeros) from the sample.

Expenses Category

Package fishing tour

Guiding fees

Transportation within Alaska

Fishing-related clothing

Tackle/fishing gear/equipment rental

Food and beverages

Lodging/camping-fees

Fish processing/packaging/bait

Other fishing-related expenses

Total
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Dollars Spent
per Household
Fishing Day

$ 11.43

13.33

30.34

5.82

5.48

36.60

21.18

6.09

0.15

$130.42



Southcentral Alaska Nonresident Angler Spending Profile
Prince William Sound (J-1 through J-4)

Expenses Category

Package fishing tour

Guiding fees

Transportation within Alaska

Fishing-related clothing

Tackle/fishing gear/equipment rental

Food and beverages

Lodging/camping.fees

Fish processing/packaging/bait

Other fishing-related expenses

Total

Dollars Spent
per Household
Fishing Day

$ 6.44

30.48

42.34

10.28

7.94

35.31

23.34

2.22 .1
;;:> '

6.87

$165.22

* SampJe size: 21

Note: Estimates calculated for each category using all report­
ed values (including zeros) from the sample.
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Southcentral Alaska Nonresident Angler Spending Profile
Little Susitna River (K-l)

Expenses Category

Package fishing tour

Guiding fees

Transportation within Alaska

Fishing-related clothing

Tackle/fishing gear/equipment rental

Food and beverages

Lodging/camping fees

Fish processing/packaging/bait

Other fishing-related expenses

Total

* Sample size: 7

Dollars Spent
per Household
Fishing Day

$ 2.98

9.29

14.76

2.86

4.46

20.61

4.29

2.23

0.24

$61.72

Note: Estimates calculated for each category using all report­
ed values (including zeros) from the sample.
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Southcentral Alaska Nonresident Angler Spending Profile
Other Knik Arm Dra~nage (K-2 through K-9)

Expenses Category

Package fishing tour

Guiding fees

Transportation within Alaska

Fishing-related clothing

Tackle/fishing gear/equipment rental

Food and beverages

Lodging/camping fees

Fish processing/packaging/bait

Other"fishing-related expenses

Total

Dollars Spent
per Household
Fishing Day

$ 3.13

0

55.83

0

6.36

48.65

5.00

0.78 ~
0

$119.75

* Sample size: 4

Note: Estimates calculated for each category using all report­
ed values (including zeros) from the sample.
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Southcentral Alaska Nonresident Angler Spending Profile
Anchorage Area (L-l through L-6)

* Sample size: 10

Note: Estimates calculated for each category using all report­
ed values (including zeros) from the sample.

Expenses Category

Package fishing tour

Guiding fees

Transportation within Alaska

Fishing-related clothing

Tackle/fishing gear/equipment rental
-

Food and beverages

Lodging/camping.fees

Fish processing/packaging/bait

Other fishing-related expenses

Total
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Dollars Spent
per Household
Fishing Day

$ 3.00

2.00

21.83

5.33

20.50

35.00

0.50

1. 83

22.17

$112.16



Southcentral Alaska Nonresident Angler Spending Profile
East Side Susitna Roadside Streams -

in part (M-2, M-3, M-41

Expenses Category

Package fishing tour

Guiding fees

Transportation within Alaska

Fishing-related clothing

Tackle/fishing gear/equipment rental

Food and beverages

Lodging/camping fees

Fish processing/packaging/bait

Other fishing-related expenses

Total.

Dollars Spent
per Household
Fishing Day

$ 1.19

3.78

19.49

4.76

17.07

18.16

15.75

I1.41

4.08

$85.69

-* Sample size: 7

Note: Estimates calculated for each category using all report­
ed values (including zeros) from the sample.
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Southcentral Alaska Nonresident Angler Spending Profile
other East Side/West Side Cook Inlet -

Susitna Area (M-l, M-5, N-7, N-8)

Expenses Category

Package fishing tour

Guiding fees

Transportation within Alaska

Fishing-related clothing

Tackle/fishing.gear/equipment rental

Food and beverages

Lodging/camping fees

Fish processing/packaging/bait

Other fishing-related expenses

Dollars Spent
per Household
Fishing Day

$240.74

3.38

14.60

12.78

6.79

9.33

1.24

10.16

8.15

$307.17

* Sample size: 9

Note: Estimates calculated for each category using all report­
ed values (including zeros) from the sample.
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Southcentral Alaska Nonresident Angler Spending Profile
West Side Cook Inlet/West Side Susitna Streams -

in part (N-l through N-6)

Expenses Category

Package fishing tour

Guiding' fees

Transportation within Alaska

Fishing-related clothing

Tackle/fishing gear/equipment rental

Food and beverages

Lodging/camping fees

Fish.processing/packaging/bait

Other fishing-related expenses

. Total

* Sample size: 8

Dollars Spent
per Household
Fishing Day

$ 18.83

18.96

45.42

12.50

11.25

46.94

23.25

I6.67 ,

15.31

$199.13

Note: Estimates calculated for each category using all report­
ed values (including zeros) from the sample.
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Southcentral Alaska Nonresident Angler Spending Profile
Kenai River - lower (P-I)

Expenses Category

Package fishing tour

Guiding fees

Transportation within Alaska

Fishing-related clothing

Tackle/fishing gear/equipment rental

Food and beverages

Lodging/camping.fees

Fish processing/packaging/bait

Other fishing-related expenses

Total

Dollars Spent
per Household
Fishing Day

$ 55.26

38.15

25.61

8.37

12.57

45.41

19.06

7.19

11.95

$223.57

* Samp~e size: 28

Note: Estimates calculated for each category using all report­
ed values (including zeros) from the sample.
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Southcentral Alaska Nonresident Angler Spending Profile
Kenai River - other (P-2, P-3, P-4)

Expenses Category

Package fishing tour

Guiding fees

Transportation within Alaska

Fishing-related clothing

Tackle/fishing gear/equipment rental

Food and beverages

Lodging/camping-fees

Fish processing/packaging/bait

Other fishing-related expenses

Total

Dollars Spent
per Household
Fishing Day

$ 46.79

12.00

25.15

4.48

8.09

35.68

9.62

8.87 -.
12.49

$163.17

* Samp~e size: 41

Note: Estimates calculated for each category using all report­
ed values (including zeros) from the sample.
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Southcentral Alaska Nonresident Angler Spending Profile
Russian River (P-7)

* Sample size: 6

Note: Estimates calculated for each category using all report­
ed values (including zeros) from the sample.

Expenses Category

Package fishing tour

Guiding fees

Transportation within Alaska

Fishing-related clothing

Tackle/fishing gear/equipment rental

Food and beverages

Lodging/camping fees

Fish processing/packaging/bait

Other fishing-related expenses

Total
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Dollars Spent
per Household
Fishing Day

0

$ 7.18

16.84

3.19

2.80

7.99

2.82

0.09

0

$40.91



Southcentral Alaska Nonresident Angler Spending Profile
Kenai Peninsula - other freshwater (P-5, P-6, P-8, P-12)

Expenses Category

Package fishing tour

Guiding fees

Transportation within Alaska

Fishing-related clothing

Tackle/fishinq gear/equipment rental

Food and beverages

Lodging/camping fees

Fish processing/packaging/bait

Other fishing-related expenses

Total

Dollars Spent
per Household
Fishing Day

$117.30

0

23.61

12.71

24.28

19.17

13.85

3.84 ~
2.99

$217.75

* Sample size: 12

Note: Estimates calculated for each category using all report­
ed values (including zeros) from the sample.
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Southcentral Alaska Nonresident Angler Spending Profile
Lower Kenai Peninsula Streams (P-9, P-IO, P-ll)

Expenses Category

Package fishing tour

Guiding fees

Transportation within Alaska

Fishing-related clothing

Tackle/fishing gear/equipment rental

Food and beverages

Lodging/camping fees

Fish processing/packaging/bait

Other fishing-related expenses

Total

Dollars Spent
per Household
Fishing Day

$ 2.49

2.09

26.72

8.30

12.66

18.04

14.08

5.02

0.65

$90.05

* Samp~e size: 17

Note: Estimates calculated for each category using all report­
ed values (including zeros) from the sample.
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Southcentral Alaska Nonresident Angler Spending Profile
Deep Creek Marine (P-13)

Expenses Category

Package fishing tour

Guiding fees

Transportation within Alaska

Fishing-related clothing

Tackle/fishing gear/equipment rental

Food and beverages

Lodging/camping fees

Fish processing/packaging/bait

Other fishing-related expenses

Total

* Samp;e size: 9

Dollars Spent
per Household·
Fishing Day

$ 37.94

15.04

10.71

5.33

13.69

31.98

10.00

10.49 ••0.34

$135.52

Note: Estimates calculated for each category using all report­
ed values (including zeros) from the sample.
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Southcentral Alaska Nonresident Angler Spending Profile
Kachemak Bay (P-14)

Expenses Category

Package fishing tour

Guiding fees

Transportation within Alaska

Fishing-related clothing

Tackle/fishing gear/equipment rental

Food and beverages

Lodging/camping fees

Fish processing/packaging/bait

Other fishing-related expenses

Total

* Sample size: 34

Dollars Spent
per Household
Fishing Day

$ 49.74

10.35

32.29

6.71

10.05

28.96

21.08

9.60

2.28

$171.06

Note: Estimates calculated for each category using all report­
ed values (including zeros) from the sample.
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Southcentral Alaska Nonresident Angler Spending Profile
Resurrection Bay and other saltwater (P-15, P-18)

Expenses Category

Package fishing tour

Guiding fees

Transportation within Alaska

Fishing-related clothing

Tackle/fishing gear/equipment rental

Food and beverages

Lodging/camping fees

Fish processing/packaging/bait

Other fishing-related expenses

Total

Dollars Spent
per Household
Fishing Day

$172.98

6.15

12.72

20.85

10.85

60.08

30.99

2.67

••12.82

$330.11

* Sample size: 13

Note: Estimates calculated for each category using all report­
ed values (including zeros) from the sample.
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Southcentral Alaska Nonresident Angler Spending Profile
Kenai Peninsula - Shoreline (P-16, P-17)

* Sample size: 4

Note: Estimates calculated for each category using all report­
ed values (including zeros) from the sample.

Expenses Category

package fishing tour

Guiding fees

Transportation within Alaska

Fishing-related clothing

Tackle/fishing gear/equipment rental

Food and beverages

Lodging/camping fees

Fish processing/packaging/bait

Other fishing-related expenses

Total
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Dollars Spent
per Household
Fishing Day

$ 4.33

0

14.14

0.96

8.66

33.01

1.11

2.88

1.60

$66.69
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Appendix C

DETAILS OF THE STATISTICAL MODEL

The Generalized Logit model of summer sport fishing by
Alaskan residents is based on a random utility maximization
model with the following structure. Let U t denote an indi­
vidual's welfare in week t conditional on notngoing fishing that
week, let U,. t denote an individual utility during week t
conditional ofirlj;~s making one fishing trip that week for sub­
species r of macrospecies s at site ii let U2i ' t denote an
individual's utility conditional on fishing for su1rspecies r of
macrospecies s at site i when making two fishing trips during
week t, and let U31 t denote his utility when making three or
more trips during wl~ t. More compactly, we will denote these
latter terms by UT:, t' T=l, 2, or 3. Given the random utility
maximization hYPo~~~~1s, the probability that the individual
makes any fishing trips during week t is given by:

Pr {max UT , t >
Tirs ~rs-

the probability that he selects, for example macrospecies S' as
his target species when making a fishing trip during week t is
given by:

Pr {max UTirs ' > max UTirs }

and the probability that he selects site j when going fishing
for subspecies r of macrospecies s during week t is given by:

The random utilities are specified here as being the sum of
a deterministic component (V

T
, t) and a stochastic component

(£Tirst)' the latter represenffl~variation in preferences among
ind1v1duals and/or unobserved attributes either of the
individual or of the choice alternatives.

itsit

UTirst = VTirst + £Tirst

The random terms have a G6Reralized Extreme Value Distribution
with cumulative distribution functions.
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-G(e-£Nt e-£1111t
, , ••• e

e

-£3N R 4t)
rs s

(2)

where G ( ) has the following structure, corresponding to the
four levels of nesting in Figure 9-1:

G(') =
1-,,) 1-,,) 1-"1) rs s T1-" 1-"s T

l-"rs (3)

Furthermore, the deterministic components have the following
structure:

(4a)

In terms of the formulas used in Chapter 8, equations (7), (8),
(9), (12), and (16)

(Sa)

. 6rs - (l-"rs)

(l-"s)

(Sb)

(Sc)

(Sd)

Following McFadden (1978), it can be proved that this specifica­
tion of the random utility model· generates the choice probabil­
ity from equations (6), (9)~ (11), and (IS) in Chapter 8.

It follows that the coefficients in the
Table 8-9 are (time-varying) estimates
coefficients in Table 8-8 are estimates of:

C-2

last 2 columns of
of (I-aT) ; the



Y (n s I, and (I-as )l the coefficients in Table 8-7 are
(s I,

I-a
T I-aT I-aT

estimates of (ars and (l-arsl while the coefficients in Table

I-a I-as s

8-6 are estimates of W. t
( ~rs I
I-a rs

Thus, mUltiplying the coefficients in Table 8-8 by the estimate
of I-aT obtained from Table 8-9 yields estimates of y , nand
(I-a I. Similarly, using this estimate of (I-a I and ~ult1ply­
ing tt by the coefficients in Table 8-7 yields ~stimates of a
and (l~a I. Finally, multiplying the estimates in Table 8-6 £y
this estfffiate of (I-a I yields estimates of the coefficients in- rs .
the term Wirst '
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