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Guest opinion:

Are we there yet?
Making our community
a ‘destination’ for
visitors

By: Cynthia Torp, owner-
president of Solid Light
John Clark, President of
The Port Valdez Company

[m 1999, Kentucky bour-
oon distillers had an dea.
what If they began view-
ng their business not just
as a product, which they
ship and sell, but as a
destination for their cus-
tomers? [t seemed ambi-
tious, but why not® Why
couldn't bourbon bring
people to Kentucky, the
way wine brings peaple to
MNapa Valley?

Today, almost a million
people a yvear visit "The
Kentucky Bourbon Trail,”
in which distillers feature
pn=site, museum-style
gxperiences where people
can learn about the his
tory and manufacturing
of their favorite drink
Thesa million wisitors
each spend an average of
about $800 in the sur-
rounding communities.
Boutique hotels, a bour-
bon tour company and
restaurants - many sery-
ing bourbon-laced menus
- have sprung up around
our home state.

And it"s not just Ken
tucky. Thirty years aga in
Baltimaore, the National
Aqguarium became an
anchor attraction for the
very successful [nner
Harbor developrmeant
project, which is now sur
rounded by retail space,
restaurants, offices, and
condominium develap
ment, And in Indianapo
lis, an area along the
White River that was anca
filled with warehouses
(many abandoned) is now
a bustling entertainmant
and musaum district that,
thanks to public invest

T :—'-nl_ attracts more than
2 millign people a year,

What do
projects
Valdez?

these successiul
have ta da with

Like these other com-
miunities, Valdez is now
asking transformative
queastions about how it
can succeed in a rap-
idly changing world., The
peaple of Valdez want to
break gut of the boorm-
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bust cycle that has de-
fined its history, and build
the vibrant quality of life
that will consistently draw
people here - for a few
Mours, a few days and
even for a lifetime. Fortu-
nately, Valdez has many
assets Lo work with, It
has a growing outdoor-
adventure industry - river
sports, ice climbing and
great fishing. It has a
unigue history. And it

has a natural setting that
"wows"” all visitors

Today, travelers and
citizens alsa demand

a "sense of place” - a
grouping of attracticns
and amenities that feel
arganic and unigue, but
also offer comfort and
convenlence: a guaint
shopping district, a res-
taurant with lecal food,
a state-of-the-art virtual
experience that takes you
to a specific point of his-
Loy,

Communities invest in
museums, not just be
cause we want bo provide
educational apportuni
ties for our children and
adults. [Though we do
want that!) But because
we know that museums
can become the center ol
a more vibrant economic
district, That's what has
happened in the Bourbon
District, in Baltimore's
Inner Harbor and in In-
dianapalis

The Port Valdez Co.
helieves it can also hap-
pen here. That's why the
company is warking with
Salid Light, a company
that designs and builds
museum exhibits and
experiences, to devalop
a vision and strategy for
the best use of its "Meals
Hill™ property. We have
made a proposal o the
Community of Valdez
through the board of di-
rectors of the Valdez Mu-
sedm and recently hawve
asked for support of the
City of Valdez manage-
ment and city council

For 16 years, Solid Light,
has worked with com-
nunitles and businesses
to create museums that
anchor these kind of
"destinations.” In every
case, the historians,
d esigners, and builders
f Solid Light have been

|t:|'ﬂ||‘l:le::l that museums
are not just places where
we learn from the past
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They are places where we

plan our future, showcase
our identity and drive our
ECOMOIMY.

That's the vision we
share for Yaldez - one

in which a revarmped,
state-of-the-art, world
class Valdez Museum tells
this community’'s unigue
and compelling story to
the world, and anchors a
vibrant commercial heart
that will appeal to visltors
and resldents alike,

Salmon horror story
From: Juneauw Empire

You sit back In your cin-
ema seat and grab your
popCorn

The lights go down and
the show begins, A giant
wooden door appears on
the screen and slowly
creaks open to reveal

a figure of horror - the
scaly, wide-eyed face of a
salmon

flaskans scream in termar,

We Take pride in our
fish and their valus to a
healthy seafood indus
try, but Thursday's FDA
approval of a geneat
cally engineered salmaon
threatens that pride,

The AguaBounty Agubd-
vantage salman - patent-

" ..BY NOT BEING :
LATE FOR THE AMNUAL

FAMILY FIGHT!
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ed and trademarked - is
an Atlantic salmon that
incorporates a growth
hormone gene from the
Chinock salmon and a
genetlc switch from the
coean pout that keeps the
gene producing growth
hormones constantly
Instead of seasonally. As
a result, the fish grows
to market size in half the
time of a wild fish,

The engineerad fish are
scheduled to be produced
n Panama, from eggs
raised in Canada,

The problem for Alaskans
is that there may be nao
way for consumers to
distinguish between wild
salmon on store shelves
and this engineerad
cousin, The federal gav-
ernment does not require
the labealing of engineered
food, and in fact the U.5.
House has passed a bill
that prohibits states from
n |.!m|.|l|r g such labeling
(The bill Faces toughier
ppposition in the Senate ).

Without praper label-
ing, the market for wild
Alaska salmaon is in real
trouble.

A 2013 New York Times
poll Found three-guarters
al Americans said they
wiould Aok eat madified
fish, and 93 percent salad
all food containing maodi-
fied ingredients should be
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labeled

It's important to note Ehat
these concerns, while
widespread, are ground-
less, Engineered plants
have been widely used For
decades and wou pr-.’.lba-
bly have engineered Food
in your pantry ar fridge
right ricw,

Groundless fear is skl
fear, howeawver, and unless
wit @rsure that consum-
ers are informed, they
will avoid what they fear.
Peaple avoiding endgi-
neered salmaon will avold
all salmon, including that
caught in Alaska, unless
they can clearly differen-
tiate. Even then, it will be
1 tall order far market-
ers, including the Alaska
Salmon Marketing Insti-
tute, fo spread word of
Lhe difference

Engineered salmon aren't
likely ta land an store
shelves soon - the Cen-
ter for Food Safety and
other organizations have
promised a lawsuit - and
50 we hope Congress will
have time to act and pass
a firm labeling law before
the first engineered scale
touches waler,

Without that kind of law,
the horror won't be on
the screen, It be in the
empty harbors of Alaska’s
seafond ports,




