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Executive Summary 

The University of Alaska contracted with McDowell Group to analyze the economic impacts of the University system 

and conduct a statewide public opinion survey on the role and value of the University. Following are key findings 

from the economic and public opinion study. 

The economic impact analysis updates previous studies conducted by McDowell Group in 1998, 2004, 2007, and 

2012. The analysis measures direct, indirect, and induced economic impacts generated by the University 
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Introduction and Methodology 

The University of Alaska contracted with McDowell Group to analyze the economic impacts of the system and to 

conduct a statewide public opinion survey on the role and value of the University. The telephone survey asked 

respondents their opinion of University priorities and quality, their views on funding, whether they would encourage 

their children to attend, and their personal experiences with the University, among other subjects. 

Economic Impact Methodology 

The economic impact analysis updates previous studies conducted by McDowell Group in 1998, 2004, 2007, and 

2012. This analysis captures economic impacts associated with State fiscal year 2015 (July 1, 2014 through June 

30, 2015), as well as the direct and indirect impacts associated with wages paid to university employees, purchases 

of goods and services in support of University operations, student spending, and visitor spending.  

Expenditure data was provided by the University. Economic impacts were calculated using IMPLAN, a widely used 

input/output model used to measure multiplier effects of expenditures, income, and employment.  

Survey Methodology 

The McDowell Group study team designed the survey instrument with input from University of Alaska staff. During 

March 2016, McDowell Group surveyors contacted 923 randomly 
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Weighting and Data Analysis 

For regional and statewide analysis, survey data was weighted to reflect the residential population and age in each 

region. For example, although Anchorage accounted for only 10
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Definitions 

Following are definitions of key terms used in the document.
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In FY2015, University of Alaska system-wide revenue totaled $789 million (not including University of Alaska Intra-

Agency receipts). State of Alaska general fund appropriations comprised the largest portion of University of Alaska 

revenue, totaling $375 million, or 48 percent of total revenue in FY2015. 

Revenue generated from non-State sources included $124 million (16 percent of total FY2015 revenue) from federal 

grants and contracts; $128 million (16 percent) from student tuition and fees; $59 million (7 percent) from 

University of Alaska receipts; $44 million (6 percent) from auxiliary receipts; and $31 million (4 percent) from 

indirect cost recovery. 

Combined, State inter-agency receipts ($14 million), CIP receipts ($9 million), MHTAAR ($2 million), and interest 

income ($0.8 million) rounded out the final 3 percent of FY2015 revenue.  

University of Alaska Revenue Sources, FY2015 

Revenue Source 
Revenue Amount 

($ millions) 
% of Total 

State Appropriations $375.2 47.5 

Student Tuition and Fees 127.8 16.2 

Federal Receipts 122.8 15.6 

University of Alaska Receipts 59.2 7.5 

Auxiliary Receipts 43.5 5.5 
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The University employees Alaskans all across the State, from Ketchikan to Kotzebue. Fairbanks has the largest 

concentration of University of Alaska employees (an average of 3,474 employees in FY2015), followed by Anchorage 

(2,599) and Juneau (454). Other areas also have significant numbers of University of Alaska employees, including 

Kenai Peninsula Borough (277) and Matanuska-Susitna Borough (176). 

University of Alaska Employment by Community, FY2015 

Area Annual Average Peak Month Total Annual 
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with money that would otherwise be lost from Alaska if the student did not attend the University of Alaska.  

All spending by the roughly 3,500 University of Alaska students who originated from outside Alaska represents new 

dollars into the S
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effects, this direct spending in the Alaska economy generated an additional $390 million in induced and indirect 

spending for a total of $1.1 billion in total economic activity.  

The University as an Investment 

The State of Alaska invested $375 million in the University of Alaska in FY2015. For that investment, the Alaska 

economy experienced a total economic impact of $1.1 billion. Thus, for every dollar invested by the State in the 

University, the University of Alaska generated approximately three dollars in economic activity in the Alaska.  

Through investment in Alaska’s public university, the State of Alaska generates social benefits as well. These include 

qualitative benefits such as improved quality of life through learning, creation of new knowledge and economic 

opportunity through research, and increased opportunities for involvement in community life and government. 

They also include more tangible benefits such as gains in worker productivity, increased earnings resulting from a 

more educated resident workforce, and a supply of skilled professionals to meet labor market demands. Also, 

cultural and educational programs and facilities provided by the University of Alaska (many of which are available 

to the general public, such as libraries and meeting spaces) provide benefits that, though difficult to quantify, 

improve quality of life in the host region. 
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Most Accurate Terms by Region 

Total Southcentral Interior/ 
Far North Southeast Southwest 

Important Important Important Important Important 

Vital Vital Vital Accessible Vital 

Diverse Diverse Diverse Relevant Diverse 

Relevant Relevant Relevant Vital Relevant 

Accessible Accessible Welcoming Welcoming Welcoming 

 
Least Accurate Terms by Region 

Total Southcentral Interior/ 
Far North Southeast 
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Diverse 

Eighty-three percent of residents agree or strongly agree, and over a quarter of Alaskans strongly agree (26 

percent), that the University of Alaska is diverse.  

SUB-GROUP ANALYSIS 

x R
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Young People Stay in Alaska 

Most Alaskans agree or strongly agree that without the University of Alaska young people are much more 

likely to leave the State (81 percent); 41 percent of Alaskans strongly agree. 

SUB-GROUP ANALYSIS 

x Alaskans 35-54 years of age are more likely than every other age group to strongly agree that without the 

University of Alaska young people are much more likely to leave the State (51 percent compared to 35 

percent of Alaskans ages 18-34, 38 percent of Alaskans 55-
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Resident Workers 

Most Alaskans agree or strongly agree that without career and vocational training offered by the University of Alaska 

significantly more jobs would be filled by non-resident workers (82 percent). A third of survey respondents strongly 

agree (33 percent). 

SUB-GROUP ANALYSIS 

x Fifty-eight percent of residents who are very likely to donate to the University of Alaska strongly agree that 

without career and vocational training provided by the University of Alaska significantly more jobs would 

be filled by non-resident workers, as compared to 40 percent of those somewhat likely to donate and 21 

percent of residents unlikely to donate to the University. 

x Among Alaskans who have previously given to the University, almost half strongly agree that University of 
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Percentage of Survey Respondents Who Strongly Agree or Agree with the 
Following Statements about University of Alaska Workforce Impacts (%) 

Level of 
agreement Total Southcentral Interior/ 

Far North Southeast Southwest 

Without University of Alaska, our young people are much more likely to leave Alaska. 

Strongly Agree 41 42 40 40 41 

Agree 40 39 44 44 36 

Net Agree 81 81 84 84 77 

University of Alaska provides essential opportunities for students to learn while living in 
their home state. 

Strongly Agree 39 36 42 46 42 

Agree 54 55 53 50 52 

Net Agree 93 91 95 96 94 

Alaska businesses benefit greatly from a workforce trained by the University of Alaska. 
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State Partnerships 

Ninety percent of Alaskans rank partnering with the State to meet Alaska’s workforce needs as a high or very 

high priority for the University of Alaska. 

SUB-GROUP ANALYSIS 
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SUB-GROUP ANALYSIS 

x Over a third of Alaskans say preserving Alaska Native cultural heritage should be a very high priority (36 

percent). 

x Younger Alaskans (between the ages of 18 and 34) are more likely than Alaskans over the age of 54 to 

identify preservation of Alaska Native cultural heritage as a high or very high priority for the University (84 

percent versus 72 percent of residents 55-64 and 74 percent of Alaskans 65 or older). 

x A greater percentage of Alaska Native residents say the University of Alaska should make preservation of 

Alaska Native cultural heritage a very high priority than white Alaskans (55 percent compared to 34 

percent). 

x Women are more likely than men to rank pr
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Percentage of Survey Respondents Who Rank University of Alaska Priorities as Very High or High 
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x Almost three-quarters of very likely donors strongly agree that it is very important for the University of 

Alaska to educate Alaska’s future teachers (74 percent), compared to 58 percent of somewhat likely donors 

and 32 percent of those unlikely to donate. 

x Fifty
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Percentage of Respondents Who Agree or Strongly Agree with the 
University of Alaska’s Workforce Development (%) 

 Total Southcentral Interior/ 
Far North Southeast Southwest 

It is very important for the University of Alaska to partner with industry to create opportunities 
for students after they graduate. 

Strongly Agree 54 56 53 47 49 

Agree 43 42 44 45 44 

Net Agree 97 98 97 92 93 

It is very important for the University of Alaska to educate Alaska’s future fisheries and marine 
biologists. 

Strongly Agree 52 51 51 56 52 

Agree 44 44 46 39 43 

Net Agree 96 95 97 95 95 
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Funding the University of Alaska 

The survey included a variety of questions addressing dimensions of the University of Alaska’s funding including: 

public opinion on whether the State of Alaska should invest in the University of Alaska, resident perception of how 

State budget cuts to the U
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Respondents Who Disagree or Strongly Disagree that the  
Term Accurately Describes the University of Alaska (%) 

 Total Southcentral Interior/ 
Far North Southeast Southwest 

Bold 26 29 20 22 20 

Courageous 25 27 22 22 14 

Strategic 18 20 12 15 18 

Distinctive 17 20 9 14 10 

Inspirational 17 20 13 13 11 

Excellent 16 19 10 11 11 

Responsible 16 20 8 



University of Alaska: Economic Impacts and Public Perceptions  McDowell Group, Inc. y Page 44 

Appendix B: Detailed Responses to University Impacts 

Research 

Please tell me if you strongly agree, agree, disagree or strongly disagree with each of the following 
statements about University of Alaska research. (%) 

 Total Southcentral Interior/ 
Far North Southeast Southwest 

University of Alaska is a world leader in Arctic research. 

Strongly Agree 23 21 34 19 20 

Agree 52 50 55 54 60 

Disagree 4 5 3 4 4 

Strongly Disagree 1 1 -- <1 -- 

Don’t know 20 23 7 23 15 

Refused <1 <1 -- -- -- 

University of Alaska Arctic research has significant real-world applications for Alaska residents. 

Strongly Agree 28 27 31 29 22 

Agree 54 51 58 55 63 

Disagree 4 5 3 4 5 

Strongly Disagree <1 <1 1 1 -- 

Don’t know 14 16 6 12 10 

Refused <1 <1 <1 -- -- 

University of Alaska 
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Workforce 
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Appendix D: Survey Respondent Demographics  

 Total Southcentral Interior/ 
Far North Southeast Southwest 

Gender (%) (%) (%) (%) (%) 

Male 50 48 53 51 47 

Female 48 51 46 47 50 

Don’t know 2 <1 1 2 3 

Age (%) (%) (%) (%) (%) 

18 – 34 20 22 22 13 21 

35 – 54 33 34 33 31 35 

55 – 64 24 23 21 26 27 

65+ 23 21 24 29 17 

Average age 51.6 years old 50.1 years old 50.7 years old 55.0 years old 49.8 years old 

Ethnicity (%) (%) (%) (%) (%) 

White/Caucasian 66 62 77 75 43 

Alaska Native/Amer. Indian 22 28 9 18 39 

Latino/Hispanic 2 2 4 1 1 

Black/African-American 1 2 3 <1 -- 

Filipino/Pacific Islander 2 2 1 1 2 

Asian/Indian 1 1 2 1 1 

Don't know 1 1 1 1 1 

Refused 8 7 6 8 16 

Education (%) (%) (%) (%) (%) 

Less than HS diploma 3 4 3 2 5 

HS diploma/GED 20 26 22 18 14 

AA (Associate’s) 8 7 10 7 10 

BA (Bachelor’s) 21 19 22 22 19 

MA (Master’s) 13 15 12 14 11 

PhD (Doctorate) 3 5 2 2 1 

Some college 20 15 21 22 23 

Vocational/Tech Cert. 6 6 7 7 3 

Don’t know 1 1 -- 1 -- 

Refused 5 2 1 6 14 

Household income (%)








