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Dairy farmers are required by law (6 VSA 2981) to pay a tax on their milk in order to fund the Dairy Promotion Council (DPC). The DPC does "dairy commodity advertising, publicity, [and] sales promotion...to increase the consumption of dairy products." This is similar to what other states do for their main ag commodities (e.g., oranges, apples, raisins, etc.). Last year, the dairy producers paid $2.7 million to support the DPC. 

However, in this case, many dairy producers can barely pay their bills and need subsidies to survive (and many still don't make a livable wage). 

In contrast, the Dept. of Tourism & Marketing receives about $5 million per year from the General Fund (our tax dollars) to advertise & market the tourist industry. As far as I know, most of the large ski areas are profitable but, unlike the dairy farmers, they are not asked to pay directly for the services provided. 

Furthermore, we hear often that tourism benefits mightily from the open land devoted to dairy farming (the working landscape appeals to tourists). But the tourist industry doesn't contribute to the cost of the DPC, while dairy farmers pay for a portion of the cost of Tourism & Marketing through their taxes. 

In addition, we now know that hundreds (if not thousands) of tourist industry workers receive public assistance because their wages are so low and because they have no employer assisted health insurance (an indirect subsidy to the industry). Note also that the ski areas received a huge benefit from a little known piece of legislation a few years ago that exempted snowmaking equipment and ski lifts from the education property tax (savings of $3m +/-).

In any case, we should either pay for the DPC as we do for Tourism & Marketing (and give the farmers a break), or we should insist that the tourist industry pay directly for those services just as the farmers do.

At least the ski areas (and others) could pass along the tiny additional cost to their out of state customers. Dairy farmers have virtually no control over prices and in many cases have only one outlet for their product.
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