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Dear Tourism Partners,

Seattle’s tourism success story continues in 2015. But, as we celebrate our destination strengths, 
we must also survey some growing threats.

Downtown Seattle achieved record hotel occupancy of 82.2 percent in 2014, as tabulated by Smith 
Travel Research, based on a 10,958-room downtown subset. These historic occupancy levels carried 
through 2014 and into this year, fueling an impressive pipeline of new hotel projects. More than 
ten new hotels with an estimated 3,000 new guest rooms are planned in downtown Seattle during 
the next three years.

Risks to Seattle’s future success include downtown crime and other negative street scene issues,  
transportation access, gridlock associated with construction and a lack of ample visitor information,  
signage and way finding. Many of these issues are complex and require thoughtful,  
collaborative solutions. 

The rewards are worth it. Imagine a world-class downtown landscape that enhances Seattle’s  
reputation as a place to visit, live and work.

Critical linchpins for future destination prosperity remain: development of a 1,200-plus room 
convention hotel, known as the Ninth & Stewart Project, by Seattle’s R.C. Hedreen Company; and 
development of an additional convention center facility in downtown Seattle that will help us claim 
a larger share of the lucrative national and international meetings and convention market. In fact, 
during the past five years Visit Seattle has turned away $1.6 billion in future convention business 
due to Washington State Convention Center date availability alone.

Seattle’s remarkable growth as an international gateway will continue. Sea-Tac is one of the nation’s 
fastest-growing airports with increasing domestic and international service. Visit Seattle will work 
with the Port of Seattle and airline partners to build on its overseas marketing strategy in primary 
markets such as China, Japan, the UK, Germany, South Korea and France.  

With funding support from the Seattle Tourism Improvement Area (STIA), Visit Seattle will  
continue to allocate marketing dollars to key leisure travel markets. Successful, innovative  
marketing, advertising and publicity campaigns will be amplified, and new ones will be  
created as we compete head-to-head with top-tier destinations.

We pledge to take regional destination marketing to new heights in 2015. 

Matt Murphy, Chair 
Executive Vice President
Paramount Hotels

Role of the Destination  
Marketing Organization
Visit Seattle, a private, nonprofit marketing organization, has  
served as Seattle/King County’s official destination marketing  
organization (DMO) for more than 50 years. The goal of these 
marketing efforts is to enhance the employment opportunities  
and economic prosperity of the region. 
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46+35+7+6+3+2+1+Washington State
Convention Center

46.9%

Government Funding
0.6%

Convention Housing
1.0%

Seattle Tourism Improvement Area
35.7%

 Marketing Programs
8.0%

Partnership, Publications & Visitor Center
6.6%

Sports Commission Sponsorships
1.2%

Direct visitor spending benefits hotels, retailers, restaurants, attractions, transportation services 
and other businesses, and supports nearly 70,640 jobs in Seattle and King County. 

Tourism R.O.I.

Tourism Investment 
2015 Projected Visit Seattle Funding Sources

Source: Visit Seattle

Tourism Impact

19.2 Million

$6.4 Billion

2014 King County Overnight Visitors
(+3.7%)

8% of Total Visitors
18% of Total Visitor Expenditures

2014 Total King County  
Visitor Expenditures 

(+6.4%)

Source: Tourism Economics/Visit Seattle, May 2015

Funding Partnerships

Washington State Convention Center 

Seattle Tourism Improvement Area (STIA)

Visit Seattle Partner Organizations

Port of Seattle

4Culture

Seattle Office of Arts & Culture

$643 Million

International Visitors

2014 King County Visitor-Generated 
Tax Revenues 

(+7.6%)
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Support Convention Center  
Addition and Related  
Hotel Development 
Meetings Mean Business. As the U.S. Travel Association’s  
campaign continues to advocate the economic value of  
national meetings and events, new hotel and convention  
center infrastructure in Seattle is on the agenda in 2015.  
Fueled by strong demand, Seattle hotels saw record occupancy 
last year and several new hotel projects are planned. Among  
the most critical is R.C. Hedreen Company’s long-planned Ninth 
& Stewart project which, if built, would become the city’s largest 
hotel and serve as an additional – and essential – convention 
headquarters hotel for a planned Washington State Convention 
Center (WSCC) addition one block north of its existing
downtown facility. 

Seattle is widely regarded as an underbuilt convention and  
hotel market, considering the destination’s size and appeal. 
During the past five years, the WSCC was forced to turn away 
more than 300 conventions representing $1.6 billion in future 
business due to date availability alone. It is the smallest big-city 
convention center on the West Coast and ranks 56th in size  
nationally. Development of a nearby additional convention  
facility, in close proximity to new hotels, would facilitate more 
city-wide hotel room blocks and allow Seattle to increase its 
share of the highly competitive national and international 
association convention and corporate meeting markets. 

Maximize Growth of International  
Tourism for the City, Region and State
Overseas arrivals at Seattle-Tacoma International Airport have grown approximately 50 percent during the  
last five years, with new service from several of Seattle’s primary markets. Fueled by strong demand and  
growing air service, China became the number one overseas tourism market for Seattle in 2014. The U.S. and 
China agreed to extend the short-term visa validity period from one year to 10 years for eligible Chinese and 
American travelers – the longest validity period possible under U.S. law. The U.S. also re-authorized Brand USA, the 
nation’s destination marketing organization, for another five-year period; Visit Seattle will continue to support this 
non-profit public-private partnership to attract more international visitors to the U.S., Washington State and Seattle.

Improve Seattle’s  
Downtown Street Scene
Solutions to Seattle’s increasingly unsafe and unsavory downtown  
street scene must be agreed upon and deployed in 2015. Visit Seattle 
will continue to amplify the “voice of the visitor” in the civic dialogue 
on downtown street scene concerns, working with elected officials, 
partner organizations and other stakeholders to establish a reputation 
for Seattle as a clean, safe and welcoming city. 

Expand Cascadia Region Global 
Tourism Marketing Coalition 
As the appetite grows for tourism collaboration throughout the Northwest  
and British Columbia, destination marketing organizations in Seattle, 
Portland and Vancouver and Victoria, B.C. are working closer and more 
strategically for common success. In 2015, they will work to leverage  
geographic proximity, cross-border mobility and growing tourism  
infrastructures to increase incremental tourism for the region as a whole.

Expand Seattle Tourism  
Improvement Area (STIA)  
Public Relations and Promotion 
As Seattle occupancy growth hits record levels, Visit Seattle will focus efforts 
toward incremental growth on enhanced national and international destination 
publicity objectives and promotions, building on successful PR campaigns, 
outbound missions and media hosting programs.   

Strengthen Seattle’s Position as a Destination  
for Professional and Amateur Sports 
Greater Seattle’s profile as a sports and events destination is greatly enhanced with the Seattle Seahawks’  
back-to-back Super Bowl appearances, this year’s U.S. Open Championship at Chambers Bay Golf Course  
in June and the return of NCAA Division I Men’s Basketball Championships and the Pac–12 Women’s  
Basketball Tournament in March. The Seattle Sports Commission and Visit Seattle will work closely  
together to leverage economic impact for the region. 
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Seattle Tourism Improvement Area
The Seattle Tourism Improvement Area (STIA) completed its third full 
year in 2014 with the continuation of successful, long-running advertis-
ing campaigns, the addition of new initiatives, advancement into new 
consumer travel markets and the launch of a new Seattle destination 
promotional video. 

The STIA is comprised of 57 downtown Seattle hotels which contribute 
$2 per occupied room night to fund leisure travel marketing. These  
marketing dollars enable Seattle to grow tourism market share  
primarily in the off-season while helping keep the city, region and  
state competitive in the wake of the state tourism office closure.

Visit Seattle manages this leisure travel destination marketing fund.  
When inaugurated in late 2011, the STIA doubled the destination’s 
annual leisure marketing spend and amplified Seattle’s story in key 
visitor markets through new consumer travel campaigns, marketing 
partnerships, destination publicity and special events. 

2 Days in Seattle
The 2 Days in Seattle 
campaign received a 
Hospitality Sales and 
Marketing Association 
Interntaional (HSMAI) 
Platinum Adrian Award 
and “Best in Show”  
recognition for Advertising in 2014 for its unique  
creation of a “social media army” of influencers in key target 
markets. The campaign also expanded into new consumer 
travel markets in 2014 with compelling wallscapes, online 
advertising, creation of a Seattle station on Pandora and 
creative promotional initiatives. In Denver, Salt Lake City  
and Portland “Seattle Free Coffee Days” treated coffee  
shop customers to free coffee beverages of their choice  
with branded coffee sleeves.

Seattle Museum Month 
Visit Seattle, with funding from 
the STIA, inaugurated the first  
Seattle Museum Month in  
February 2015 with more than 
40 museums offering 50  
percent off admission for 
guests staying at one of the 
55 STIA hotels. An advertising 
campaign was launched in 
Seattle’s key tourism feeder markets of Portland, Vancouver, B.C., San  
Francisco, Chicago and Denver, and was promoted regionally as an  
opportunity for locals to become “cultural tourists in their own backyard.”  
A national publicity campaign generated more than 40 million impressions 
for Seattle Museum Month. The program’s marketing exposure is expected  
to have a long-term positive business impact for participating organizations 
and the region.

Destination Publicity 
The Visit Seattle destination publicity program continues to strengthen Seattle and King County’s  
global image while specifically driving travelers to member web sites and reservation lines and  
stimulating economic impact throughout the region. Destination media coverage generated more  
than 800 million impressions of Seattle in 2014, as tabulated by a print media monitoring service.  
The equivalent advertising cost for this these impressions would be $25 million.  

Cruise 
The Port of Seattle projects 192 scheduled cruise ship calls and more than 447,527 cruise passengers in 
2015. Visit Seattle continues to work with local and regional industry representatives to expand pre- and 
post-cruise visits and to increase destination cruise product by tour operators, travel agents, group leaders, 
airlines, rail and other travel suppliers. 

Cultural Tourism
Seattle’s creative culture is highlighted through key  
partnerships around marquee events and promotion  
of diverse arts and cultural offerings via digital assets,  
social media, destination publicity and marketing  
campaigns. Visit Seattle continues its sustained focus  
on promoting the region as a premier destination for  
cultural tourism in 2015. Highlights include a partnership  
with Pacific Science Center and the final U.S. stop of the  
Pompeii exhibition, a historic theatre district marketing  
campaign, and the inaugural Seattle Museum Month,  
featuring half price offers for February hotel guests at more 
than 40 regional museums and cultural organizations.

Taste Washington
The 18th annual Taste  
Washington, March 26-29, 
2015, is the largest single- 
region wine and food event 
in the United States, featuring 
230 Washington State wineries 
and 74 Pacific Northwest restaurants. Produced by Visit  
Seattle in partnership with Washington State Wine, the 
week kicks off with the elegant Red and White Party, 
followed by farm lunches and The New Vintage wine 
and music event for “next generation” wine lovers, and 
culminates with two days of educational seminars and 
the popular Grand Tasting. Taste Washington has grown 
in size, scope and attendance in the past three years, now 
featuring multiple destination events throughout the week 
as well as Taste Washington hotel packages.

Marry Me in Seattle  
Seattle Mayor Ed Murray 
helped kick off the Marry 
Me in Seattle campaign 
and officiated the first of 
four wedding ceremonies 
as part of an innovative 
sweepstakes for engaged 
LGBTQ couples that  
included hosted wedding trips to Seattle. A national 
travel advertising campaign, in partnership with 
Here Media, promoted Seattle as an LGBTQ wedding 
destination in national travel and lifestyle media, 
and a corresponding publicity campaign stimulated 
more than 50 million impressions worldwide. More 
than 30 Seattle partner businesses provided services 
for each wedding, including air transportation, hotel 
accommodations, food, beverages, venues and more.

Leisure Travel 

Officers Advisory Board

Chair
Shannon Sheron
General Manager
Motif Seattle

Vice Chair
Diane Holliday Germain
General Manager
The Westin Seattle

Member-At-Large
Ilse Harley
General Manager
Four Seasons Hotel Seattle

Kyle Asher
General Manager
The Paramount  
Hotel Seattle

Woody Braden
General Manager
Executive Hotel Pacific

Chauncey DeVitis
General Manager
Silver Cloud Hotel – 
Seattle Broadway

David Dolquist
General Manager
Seattle Marriott  
Waterfront

Sam Johnson
General Manager
Pan Pacific Hotel 
Seattle

Lars Pedersen
General Manager
Hotel Ändra

Scott Snofsky
General Manager
Homewood Suites 
Seattle CC – Pike St.

Ben Thiele
General Manager
Palladian – 
A Kimpton Hotel

photo: Kristen Marie Photography
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Group Business Deployment
• Expand citywide convention strategy, collaboration and engagement  
 with key hotel revenue and sales managers 

• Focus on a proactive approach to grow new business through sales team re-deployment 

• Add a more targeted approach to key segments in geographical areas in 2015 

• Create a more collaborative and synergistic structure for selling in geographic territories

Bring it Home Board Task Force
A Visit Seattle Board of Directors task force, comprised of hoteliers, partners and key local industry  
influencers in the medical, global health and aerospace arenas, will continue to identify and assist  
in securing new regional business for Seattle. 

Convention Services
In 2014, Seattle hosted several groups with record-breaking attendance, including the Association of Writers 
and Writing Programs (12,200), Asia Northwest Cultural Education Association (22,000), Specialty Coffee 
Association of America (10,000), American Society of Military Comptrollers (7,024) and American Epilepsy 
Society (4,718).

For 2015, Visit Seattle will continue to enhance the attendee experience with more personalized service 
and tools such as social media, custom invitational videos, new and improved microsites with industry data 
designed to build meeting attendance, a Sea-Tac Airport welcome program and enhanced presence  
at meetings prior to their Seattle visits. 

China is the #1 Overseas Market for  
Seattle and Washington State
• Chinese port of entry arrivals grew 28 percent at Sea-Tac,  
 October 2014 year to date

• China is the fastest-growing outbound tourism market in the world 

• The average Chinese traveler spends $6,000 per trip

• The U.S. and China recently extended the short-term visa validity   
 period from one year to 10 years for eligible travelers – the  
 longest validity period possible under U.S. law

Air Gateway Growth 
Nearly 37.5 million passengers traveled 
through Seattle-Tacoma International 
Airport in 2014, growing 7.7 percent  
over 2013, and making Sea-Tac the  
fastest-growing large hub airport in  
the U.S. 

U.S. Air Arrivals 
2015 Forecast of International Travelers to 
the United States by Top Origin Countries

 Canada: 24.1 million (+2%)

 Mexico: 17.4 million (+5%)

 United Kingdom: 4 million (+2%)

 Japan: 3.6 million (-1%)

 China: 2.6 million (+19%)

 Germany: 2 million (+2%)

 France: 1.7 million (+4%)

 Korea: 1.5 million (+5%)

 Australia: 1.3 million (+2%)

International Tourism Convention Sales and Services
Approximately 8 percent of the region’s visitors come from other countries. Those same visitors represent 18 percent of total visitor spending. International tourism growth  
is stronger than domestic and, during the past five years, new Asian and European flight service to Seattle-Tacoma International Airport has grown 50 percent to catch up  
with demand. 

Recognizing that overseas visitors stay longer and spend more than domestic visitors, Visit Seattle is working in partnership with the Port of Seattle to target key international 
markets, operating in-country tourism offices and working closely with tour operators and media to leverage tourism business from dynamic growth in the overseas travel segment.

In 2014, the Visit Seattle Convention Sales team booked more than $620 million in total economic  
impact for all future years. That includes nearly $354 million in future Washington State Convention  
Center bookings and $266 million in non-center bookings. More than 72 percent of groups booked  
for future years are repeat clients.

Meetings and conventions are the only segment of Seattle tourism that consistently books long-term and 
will remain critical to the region’s tourism growth in 2015 and beyond. Convention attendees typically stay 
longer and spend more than leisure travelers; during economic downturns when shorter-term business 
declines Seattle’s heavy mix of professional associations on the books is vital to the economic stability of the 
city and region. 

74+4+8+6+5+3Other
4%

China
7.6%

United Kingdom 
7.7%

Canada
7.4%

Japan
5.4%

Australia
4.9%

2014 Estimated International 
Visitors to King County  
(through Dec. 2014)

Canada - 43.1%
Other - 29.1%

China - 14%

Australia - 5.1%

United Kingdom - 6.1%
Japan - 3%

2014 Estimated International 
Spending in King County  
(through Dec. 2014)

Based on an approximation. Source: Visit Seattle’s estimate is based on and extrapolated from aggregate depersonalized  
card usage data provided by VisaVue® Travel and incorporates data from other independent research sources. 

Source: U.S. Department of Commerce, ITA, National 
Travel and Tourism Office; Statistics Canada; Banco de 
Mexico. October 2014. 

2014 Visit Seattle-Port of Seattle  
International Inbound Activity 
In total, 477 overseas trade and media representatives 
visited Seattle and Washington State during 2014:

61 Trips 59 Trips
Hosted media  

(group and individual) 
Hosted tour operators/travel  

professionals (group and individual) 

Key Objectives
Washington State Convention 
Center Additional Facility
During 2015, the Washington State Convention Center 
(WSCC) continues to undertake extensive feasibility 
studies and work on an environmental impact study for 
an additional convention facility at the King County-
owned Metro Transit station, one block from the existing 
WSCC facility. This site, augmented by certain adjacent 
properties, could yield an additional facility to the  
existing WSCC — one large enough to successfully attract 
the size of national conventions that want to come to 
Seattle. Seattle’s Pine Street Group has been selected 
as project manager and LMN Architects is working on 
early concept design for the program spaces. A general 
contractor will be hired this year. The overall development 
is currently envisioned with up to 250,000 square feet 
of heavy-load exhibition space on two levels, 120,000 
square feet of meeting rooms, a full service kitchen  
and 60,000 to 70,000 square feet of ballroom, freight 
loading and support space, as well as certain transit  
operations, retail and potential private co-development.  
If the signs remain positive, construction could start  
in early 2017 with projected opening in 2020.
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Meeting Market Segments & Hotel Room Nights

2015 Meeting Market Segments 
WSCC Meetings — Current Business on the Books 
(290,279 room nights) 

Washington State Convention Center  
Definite Room Nights  
As of 12-31-14

2015 Visit Seattle Board of Directors 28+9+22+7+4+9+3+12+6+3+2Medical
28%

Microsoft
22%

Scientific
12%

Government
9%

Education
6%

Cultural
1%

Miscellaneous
8% Trade, Business, Commercial

4%

Corporate
9%

Legal
1%

300,000

350,000

250,000

200,000

150,000

100,000

50,000

0

Pace Target

283,834

2014 2015 2016 2017

242,715 207,552290,279

2014 2015 2016 2017

Definite Room Nights 283,834 290,279 242,715 207,552

Pace Target 290,146 287,273 260,656 207,395

Pace Percentage 98% 101% 93% 100%

Variance (6,312) 3,006 (17,941) 157

Consumption Target 300,000 300,000 300,000 300,000

Pace Percentage to Consumption 95% 98% 90% 97%

WSCC Citywide Bookings 47 42 38 32
Source: TAP Trends Analysis Projections

Source: Visit Seattle

Executive Committee
Chair
Matt Murphy
Executive Vice President
Paramount Hotels

Vice Chair 
Leslie Kunde
Director, Customer Relations 
The Boeing Company

Immediate Past Chair
Steve Vissotzky
Managing Director
Grand Hyatt Seattle & Hyatt at Olive 8

Finance Chair 
Chad Mackay  
President & COO
El Gaucho Hospitality

Mark Barbieri 
Executive Vice President
Washington Real Estate Holdings LLC

Frank Finneran 
President
Frank K. Finneran & Company

Carla Murray 
Senior Vice President-Operations, 
West Region
Starwood Hotels & Resorts

Craig Schafer 
Owner
Hotel Ändra

Jeffrey Wright 
Chairman
Space Needle Inc.

Diane Holliday Germain
General Manager
The Westin Seattle

Yogi Hutsen
CEO
Coastal Hotels

Sam Johnson
General Manager
Pan Pacific Hotel Seattle

Jane Kilburn
Director, Tourism Development
Port of Seattle

Kati Quigley
Senior Director, Worldwide  
Partner Group, Community 
Marketing
Microsoft

Shannon Sheron
General Manager
Motif Seattle

Chris Sparkman
Owner/Director of Winemaking
Sparkman Cellars 
Matt Van Der Peet  
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The Westin Bellevue and  
W Bellevue 

Tom Waithe
Regional Director of Operations
Kimpton Hotels & Resorts

Bill Weise
General Manager
Silver Cloud Hotel -  
Seattle Stadium

Advisory Board
Sally Bagshaw
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Seattle City Council 

Courtney Gregoire
Co-President
Port of Seattle 

Jenne Neptune
General Manager
Alexis Hotel

Pam Pearson
Senior Vice President/ 
General Manager
Q13 Fox Television

Jon Scholes
President & CEO
Downtown Seattle Association

Steve Warner
President & CEO
Washington State Wine

Directors
Zahoor Ahmed 
CFO/Vice President
R.C. Hedreen Co.

Jeff Blosser
President/CEO
Washington State Convention Center

Mark Bocchi
Managing Director, Sales &  
Community Marketing
Alaska Airlines

Darrell Bryan 
Partner
Clipper Navigation, Inc.  
(dba Clipper Vacations)

Kevin Clark
President & CEO
Argosy Cruises & Tillicum Village 

Howard Cohen
Vice President & General Manager
Clise Properties

Tom Douglas
Restaurateur
Tom Douglas Restaurants

Tony Gonchar
Director, Pacific Northwest Sales
Delta Air Lines

Ilse Harley
General Manager
Four Seasons Hotel Seattle
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