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T H U R S D A Y ,  O C T O B E R  2 8 ,  2 0 2 1

STIA Ratepayers
Annual Meeting



BILL WEISE & TOM NORWALK 

Welcome



2021 Advisory Board

Bill Weise, Chair
S I L V E R  C L O U D  H O T E L  –

S E A T T L E  S T A D I U M

Lars Pedersen
H O T E L  Ä N D R A

Juriana Spierenburg
C I T I Z E N M  S E A T T L E  
S O U T H  L A K E  U N I O N

Steve Sasso, At-Large
M O T I F  S E A T T L E

Cristy Smith
C R O W N E  P L A Z A  

S E A T T L E  - D O W N T O W N

Lacey King
T H E  M A X W E L L  H O T E L

Victor Caguindagan
L O T T E  H O T E L  

S E A T T L E

Whitney Brown
T H O M P S O N  S E A T T L E

Rob Nichols
T H E  S T A T E  H O T E L

Wade Hashimoto
W  S E A T T L E



Title Goes Here
S U B T E X T  H E A D E R  F O N T2022 Budget

DISCUSSION & APPROVAL



2021 FORECAST

Administrative Expenses…………………………...13%
Estimated…………$724,088

Marketing Expenses…………………………….….86%
Advertising

Public Relations & Press Trips

Intl FAM, Site Inspection

Intl Client Events & Sales Missions

Intl Marketing Partnerships

Special Events

Photography

Marketing Research

E S T I M A T E D … … … … … … … … . $ 4 , 6 0 2 , 8 5 5

Total Expenses……………………………$5,326,943

Revenue…………………………………...$4,380,000

NET…………………………………….…...($946,943)

2022  BUDGET

Administrative Expenses…………………………..14%
Estimated…………$917,476

Marketing Expenses……………………………….87%
Advertising

Public Relations & Press Trips

Intl FAM, Site Inspection

Intl Client Events & Sales Missions

Intl Marketing Partnerships

Special Events

Photography

Marketing Research

E S T I M A T E D … … … … … … … … $ 5 , 8 9 7 , 6 5 6

Total Expenses……………………………$3,409,093

Revenue…………………………………...$2,637,957

NET…………………………………….…...($771,936)

Total Expenses……………………………$6,815,132

Revenue…………………………………...$6,815,132

NET…………………………………….…...($0)



Advertising………………………………………….. $5,003,756

International FAMS, Site Inspections, Marketing Partnerships, 
Client Events & Missions…......................................$425,000

Administration (Salaries & Operating Exp.)…………$917,476

Photography…………………………………………….$10,000

Special Events………………………………………...$105,000

Market Research……………………………………...$103,900

Total Revenue.………………………………….$6,815,132

Fund Balance…………………………………..$1,981,084

Public Relations & Press Trips………………….......$250,000

Total Expenses………………………………....$6,815,132

2022 Budget
V I S I T  S E A T T L E  C O N F I D E N T I A L



2022 Budget Variances
A D M I N I S T R AT I O N  ( S A L A R I E S  &  O P E R A T I N G  E X P. )

A D M I N I S T R AT I O N  |  $ 4 5 8 , 7 3 8
• Planned legal guidance for ordinance 

modification
• Additional voter meeting for mid-year 

budget approval
• Staffing back to full-time

Total 2022 Spend: $458,738 / 13% of Budget
$ 9 6 , 6 9 4  f r o m  2 0 2 1  b u d g e t



2022 Budget Variances
S P E C I A L E V E N T S

S P E C I A L E V E N T S  |  $ 1 0 5 , 0 0 0
• Taste Washington | $50,000
• Rock ‘n’ Roll | $15,000
• Refract | $30,000
• Enchant Christmas | $10,000

Total 2022 Spend: $105,000 / 1% of Budget
$ 5 , 0 0 0  f r o m  2 0 2 1  b u d g e t



I N T E R N AT I O N A L  $ 3 5 0 , 0 0 0  

FA M S  |  $ 7 5 , 0 0 0
• Inbound hosting of international media and travel trade with an emphasis on qualified journalists from 

top returning markets

Total 2022 Spend: $425,000 / 6% of Budget

C L I E N T  E V E N T S  &  M I S S I O N S  |  $ 0
• None for 2022

M A R K E T I N G  PA R T N E R S H I P S  |  $ 3 5 0 , 0 0 0
• In-market agency support in the UK and ad hoc representation in other targeted international markets
• Trade & Consumer marketing programs, international airline partnerships, participation with Brand USA

2022 Budget Variances
f r o m  2 0 2 1  b u d g e t



P U B L I C  R E L AT I O N S   $ 7 5 , 0 0 0  

P U B L I C  R E L AT I O N S  |  $ 2 5 0 , 0 0 0
• Public Relations agency (C+C)
• Inbound hosting of media from top markets
• IMM NY – media marketplace in NYC – January 2022
• NYC media event – fall 2022

Total 2022 Spend: $250,000 / 4% of Budget

2022 Budget Variances
f r o m  2 0 2 1  b u d g e t



A D V E R T I S I N G $ 8 6 6 , 4 5 1

A D V E R T I S I N G  |  $ 5 , 0 0 3 , 7 5 6
• Traditional media in key domestic markets
• Paid social media support affinity/geotargeted individuals
• Seattle Museum Month and other incentive month considerations

Total 2022 Spend: $5,003,756 / 73% of Budget

2022 Budget Variances
f r o m  2 0 2 1  b u d g e t



Questions &
Vote Approval



B I L L  W E I S E

Board Governance
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Ratepayers 
Annual Meeting

M I N U T E S  11 / 0 9 / 2 0

Questions & Vote for Approval
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Questions & Vote for ApprovalQuestions & Vote for Approval

Resolution to
Extend Terms for: 
Steve Sasso – through 2022
Lars Pedersen – through 2023



2022 Advisory Board Member 
Candidates (3-year term)

Tom Waithe
T H E  A L E X I S  R O YA L  

S O N E S TA  H O T E L  
S E AT T L E

Juergen Oswald
R E N A I S S A N C E  

S E AT T L E  H O T E L

Heather McCurdy
H I LT O N  S E AT T L E



Questions & Vote for Approval

2022 Advisory
Board Candidates

Questions & Vote for Approval



2021 STIA Review
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Public Relations Overview
K A U ’ I L A N I  R O B I N S O N



Public Relations Team
Visit Seattle

Kelly Hatfield
P U B L I C  R E L AT I O N S  

M A N A G E R

Kau’ilani Robinson
D I R E C T O R ,  P U B L I C  

R E L AT I O N S
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CIRCULATION TOTAL: 
713,418,190

TOTAL STORIES: 
65+



Cultural Celebrations + Observances



I Know a Place
A N  I N S I D E R S ’  L O O K  A T  S E A T T L E ’ S  
H I D D E N  G E M S

L e v e r a g i n g  g u e s t  h o s t s  t o  r e a c h  
n e w  n a t i o n a l  m e d i a  f o r  V i s i t  
S e a t t l e .  S e c u r e d  f o u r - p a r t  s e r i e s  
w i t h  p o p u l a r  “ f o o d i e ”  p u b l i c a t i o n ,  
M a s h e d ,  f o r  C h e f  S h o t a ’ s  t o u r  w i t h  
C h e f  S a r a h .  W i l l  c o n t i n u e  t o  o f f e r  
m e d i a  e x c l u s i v e s  f o r  f u t u r e  g u e s t s  
i n  2 0 2 1 / 2 0 2 2 .  



CIRCULATION TOTAL TO-DATE: 
30,247,464

TOTAL STORIES TO-DATE: 
8



Refract 
Media 
Coverage

2 0 2 1  T O - D A T E

CIRCULATION TOTAL: 
14,244,378

TOTAL STORIES: 
16



Media Mailers
A N  I N S I D E R S ’  L O O K  A T  S E A T T L E ’ S  
H I D D E N  G E M S

B u i l t  e x c i t e m e n t  f o r  S e a t t l e  a m o n g  

n a t i o n a l  m e d i a  d u r i n g  a  t i m e  o f  l o w  t r a v e l .  

P a r t n e r e d  w i t h  S a v o r  S e a t t l e ,  B i t e  S o c i e t y  

a n d  C o n e  &  S t e i n e r  t o  c u r a t e  1 4  m e d i a  

m a i l e r s  f o r  p r e s t i g e  m e d i a .  R e p o r t e r s  

r e c e i v e d  p e r s o n a l i z e d  i t i n e r a r i e s  w i t h  

t h e i r  m a i l e r s  – h e l p i n g  t h e m  d i s c o v e r  ( o r  

r e d i s c o v e r )  t h e  c i t y  f o r  f u t u r e  c o v e r a g .

T h e  m a i l e r s  w e r e  a  h i t !  S e v e r a l  j o u r n a l i s t s  

w h o  r e c e i v e d  t h e i r  p a c k a g e  a r e  n o w  

p l a n n i n g  t h e i r  t r i p s  o u t  t o  S e a t t l e  t h i s  

w i n t e r / s p r i n g .



Upcoming 
Media Visits 
W E L C O M E  T O  S E A T T L E !

W e ’ v e  g o t  a  d e e p  b e n c h  o f  

n a t i o n a l  m e d i a  o n  s c h e d u l e d  t o  

g r e a t  c i t y  i n  Q 4 / Q 1 ;  w i t h  m o r e  i n  

t h e  w o r k s  – i n c l u d i n g  r e p o r t e r s  

a c r o s s  p a r e n t i n g ,  t r a v e l ,  

l i f e s t y l e  a n d  B I P O C  p u b l i c a t i o n s .



Thought Leadership –
The Voice of Recovery
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2021 Leisure 
Coverage 
Highlights
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2021 Leisure 
Coverage 
Highlights
Continued
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2021 Leisure 
Coverage 
Highlights
Continued
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2021 Leisure 
Coverage 
Highlights
Continued
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2021 Leisure Media 
Coverage To-Date

CIRCULATION TOTAL: 
8,191,003,919 

TOTAL STORIES: 
724



Looking Forward
• Leveraging thought leadership to put Visit Seattle at forefront of timely happenings like 

Kraken, return of international travel, Summit building and more
• Inviting media to experience signature events like Seattle Museum Month and Taste 

Washington 
• Gaining meaningful destination coverage year-round. Includes “always on” pitching; and 

“seasonal outreach” like holiday gifting, winter getaways, Valentines Day and more
• Expanding Visit Seattle’s visibility with national media by setting up meaningful, in-person 

opportunities for reporters to learn more about the organization through tours and regional 
media events

• Up leveling our data and resources through quarterly media briefings and ongoing desk sides 
• Leading with the GOOD! Spreading positive messages on city’s “wins” and path to recovery
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Leisure Overview
A L I  D A N I E L S
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Newman to create slide:
• SMM (postponed)
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Newman to create slide:
• SMM (postponed)
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Newman to create slide:
• Holidays



I Know A Place



Title Goes Here
S U B T E X T  F O N T  H E R E

I Know A Place –
San Francisco



Title Goes Here
S U B T E X T  F O N T  H E R E

I Know A Place –
Spokane Airport
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I Know A Place –

Portland



The Influentials
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Newman to create slide:
• SMM (postponed)
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Paid Social
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International Tourism
A L I  D A N I E L S



Where is Liz Johnson?



Where is John Boesche?



2 0 2 1  TO  D AT E

• Participation with Brand USA on co-op 
marketing and training opportunities in 
Canada, UK, France and India

• Promotion in the UK with travel trade 
training around the launch of the American 
Airlines LHR service in March 2021

• Limited spend on FAM hosting due to 
continued travel restrictions

2021 – Maintaining the Market

Click to add text



Looking Forward
Q 4  N E W S  &  A C T I V I T Y
• International borders reopen to 

vaccinated travelers on November 8

• Reengaged Black Diamond in the 
UK to support with media and trade

• Visit Seattle is attending Brand USA 
Travel Week in London – first 
business trip in 19 months.

2 0 2 2  – R O A D  TO  R E C O V E RY
• Ramped-up agency support in the UK 

with smaller project work in Canada 
• Airline support surrounding the grand 

opening of the IAF at SEA
• Return to FAM hosting with a focus 

on qualified media and trade from key 
markets

• Ad hoc agency support and events in 
key markets with a slower projected 
recovery



Funding Update



2021 Competitive Destinations: 
Total Marketing Budget Comparison

$0 $0

$7.5

$15

$1

$9

$22.1

$6.7 $4.7

$32

$9

$19.2

$15

$20.5
$11

$5.5

$1.7 $5.7
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Lodging Tax/Other
TIA/TID/TMD

$32

$9

$26.7
$30

$21.5
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$27.6

$8.4
$10.4

DMO Budgets (in millions)



9%

16%

3% 0%
1%

3%67%

6%

17%

3%
1%

1%
3%69%

2020 PLANNED BUDGET 2022 SAMPLE $4 ASSESSMENT BUDGET

Administration

Photography & 
Videography

Advertising

International

Market Research

Special Events

Public Relations & 
Press Trips

(~68% Occupancy; Sample Revenue $14,600,000)Budget Total: $8,660,000



L E I S U R E
• Additional key domestic market targeting
• Consistent and stronger promotion 

throughout 2022/23 (including summer; 
leisure continues to dominate)

• New content partnerships with media 
partners (similar to Rolling 
Stone, Vice, Vox from past campaigns)

• Create new incentive months (Seattle 
Museum Month, Seattle In Bloom)

P U B L I C  R E L AT I O N S
• Additional Media Hosting, PR Support

• Increase inbound media hosting–
our most powerful tool to sell the 
destination

• Travel to key markets (NYC, SF, 
LA, etc.) to meet with journalists at 
key target publications/outlets; 
participate in media marketplace 
activities like IPW and IMMNYC

• Further reach for Seasonal Campaigns: 
Holidays/Winter, Seattle Museum Month, 
Refract etc.

I N T ’ L  TO U R I S M
• Increased consumer presence in western 

Canada and trade/PR presence in 
eastern Canada

• Greater consumer awareness in top 
overseas market(s); support new airline 
service

• Re-establish Seattle’s in-market presence 
through contracted agencies in high 
growth markets in Europe, Asia, Oceania; 
primary 2022 focus in UK and mainland 
Europe

Proposed Uses for Additional Funds:



T O M  N O R W A L K

New Board Officers



2022 
Advisory 
Board 
Officers

Juriana Spierenburg, Vice Chair
C I T I Z E N M  S E A T T L E
S O U T H  L A K E  U N I O N

Wade Hashimoto, At-Large
W  S E A T T L E

Steve Sasso, Chair
M O T I F  S E A T T L E



To m  N o r w a l k

2021 Outgoing
Advisory Board Members



2021 
Outgoing 
Advisory Board 
Members

Bill Weise
S I L V E R  C L O U D  H O T E L  –

S E A T T L E  S T A D I U M

Cristy Smith
C R O W N E  P L A Z A  

S E A T T L E  - D O W N T O W N



QUESTIONS?



Thank you 



Title Goes Here
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S E AT T L E  T O U R I S M  I M P R O V E M E N T  A R E A
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