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Y]

10.

Exhibit “B”

2017 Proposed Scope of Services

Maintain a destination marketing website and toll-free phone number to attract inquiries from
leisure and business travelers and meeting planners primarily outside a 50-mile radius. The
website will include information and business listings for tourism related businesses located in
Tukwila that hold a Tukwila business license (list of licenses to be provided by City staff)
including those businesses that do not pay lodging tax or TPA assessments; business listings are

to be provided by the City.

Produce and distribute a Destination Guide that includes information and business listings for
tourism related businesses that hold a Tukwila business license (list of licenses to be provided by
City staff) including those businesses that do not pay lodging tax or TPA assessments.

Provide meeting planning assistance to planners looking host events in the Tukwila area. List al}
meeting resources in guide and distribute to potential clients.

Work with tourism related business to promote the area as a meeting and event friendly
destination at trade shows and client meetings.

Produce and distribute a Dining Guide on a no-less-than every other year basis that includes
information and businesses listings for area full service restaurants that includes those located

in Tukwila.

Organize familiarization (FAM) tours that highlight local tourism related businesses to other
industry affiliates, planners and media.

Include a reciprocal link to the City on Seattle Southside.com in the “About Us” section under
“Our Cities”.

Seattle Southside RTA will use its social media platforms such as Facebook, Twitter, blog posts,
press releases, and e-newsletters as vehicles to promote the City’s relevant tourism activities,

events and festivals and tourism businesses happenings.

Support the City’s efforts to attract visitors to local events by acting as a sourcing partner to help
secure vendors as well as social media and PR support.

Produce an Annual Report and present report to the City Lodging Tax Advisory Committee, City
Council, or other meetings, if requested by the City. Report will include a summary of the annual
marketing initiatives implemented, measured performance outcomes and RO,
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Application to the City of Tuxwila for Use of 2017 and 2018 Lodging Tax Funds

Event or Activity Name (if applicable): | General Operations
Amount of Ladging Tax Requested: | $270,000 for 2017, $202,500 for 2018

Applicant Organization: | Seattle Southside Regional Taurism Authority
Federal Tax ID Number: | 47-3031480 V '

___Mailing Address: | 31005 176", STE 200

Primary Contact Name: | Katherine Kertzman

Primary Contact Phone: | Main # 206-575-2489
Primary Contact Email Address: | Katherine @SeattlcSouthside.com

Check all the service categories that apply to this application:
v" Tourism promotion or marketing.

Qperation of a special event or festival designed to attract tourists.
Operation of a tourism-related facility owned or operated by a non-profit organization.

Operation and/or capital costs of a tourism-related facility owned by a municipality or a public
facilities district.

Check which one of the following applies to your agency:
Non-Profit (Note: Attach a copy of your current non-profit corporate registration from the
Washington Secretary of State Office)

v’ Public Agency
For Profit Agency/Business (Washington State UBI Number: _ )

Il am an authorized agent of the organization/agency applying for funding, | understand that:

o |am proposing a tourism-related service for 2017 and 2018, If awarded, my organization
intends to enter into a services contract with the City; provide liahility insurance for the
duration of the contract naming the City as additional insured and in an amount determined by

the City; and file for a permit for use of City property, if applicable.

° My agency will be required to submit a report dacumenting economic impact results in a
formaat determined by-the City.

3/10/17
Date:

I o et
Signature:
i
Katherine Kertzman
Printed or Typed Name:
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1) Describe your tourism-related activity or event.

Seattle Southside Regional Tourism Authority (RTA) is the official regional destination marketing
organization (DMO) for the cities of SeaTac, Tukwila and Des Moines. Seattle Southside RTA
promotes the combitied communities as a destination branded “Seatile Southside” to create
increased economic impact through marketing the destination’s numerous travel and tourissm
businesses. Seattle Southside RTA is highly regarded as an effecti ve’nrgcégzizatémz ard valued within
our communities, region and state. ' B E

Vision Statement:

To position Seattle Southside as a destination of choice for practical travelers to Seattle while
enhancing the image and economic strength of the region. e ST
Mission Statement: , :

As a brand-driven and entreprencurial destination marketing organization, Seattle Southside RTA
provides advocacy and innovative services 1o competitively market the destination. This function

helps create jobs, grow tax revenues, and improve quality of life for our businesses and residents.

See Attachment A for Scope of Services.

2) if an event, list the event name, date(s), and projected overall attendance.

Not Applicable
3) 1s your event/activity/facility focusing on attracting overnight tourists, day tourists, or both?

The RTA’s primary focus is attracting overnight tourists who stay overnight in paid
accommodations, eat in local restaurants, shop within area retailers, visit nearby attractions, etc. as
these travels have the highest visitor spend per trip generating the greatest economic impact and
return on investment.

4) Describe why visitors will travel to Tukwila to attend your event/activity/facility.

Travelers can do more when visiting Tukwila because of its central location; access o
transportation including shuttles. rental cars, and tours; affordability; unique attractions; plentiful
shopping and dining choices that stretch time, money and opportunities further: S

Print, radio and online advertising drive business to Seattle Southside’s website, roll-free telephone
line and Visitor Centers for more information about Tukwila tourism related-businesses.

Positive press generuated by the Seattle Southside RTA encourages visitors to travel to the ared (o
experience everything they’ve read about.

b2



The RTA produces a variery of destination guides designed to be used by visitors or locals hosting
out of town visitors including complete derails relating to accommodations, restaurants,
transportation, activities, and maps to steer tourists to Tukwila businesses. i

5) Describe the geographic target of the visitors you hope to attraci {iocally, regionaliy,
nationally, and/or internationally).

The RTA's primary focus is attracting regional, national and international travelers outside of a 50-
mile radius who stay overnight in paid accomodations, although local residents also receive benefit
from RTA marketing activities that include but are not limited to visitor concierge services provided
through the sarellite Visitor Center at Westfield Southcenter, social media advertising and sorme
dwareness print tull’ell‘[)lllg as well as media outr e h efforts generating positive press about the

re ”l()ll

6) Describe the prior success of your event/activity/faciﬁ'ty in attracting tourists.

2016 Seattle Southside Measurable Qutcomes:
Website Conversions: 478,270 unique visits resu/lmg in 162,612 reservations x $976 aver age par ry

spel-zd =$158. 709.3] 2 estimated direct spend

Group S’ales 11,781 room nights x $412 per a’m = $4 111,856 esz‘lmared c/u ect vpend

Shutrle Riders: 25.312 riders’ x §1 77 average spend” = 34,353,604 esnmared direct speml

VC Walk-in Hotel Reservations: 28] room nights v 8412 per day*=3§113, 772 estimated direct

spend
Commission: §9,459

$167.300,093 Total Estimated Direct st:mr Sz;e:zduz 2

54,168,850 Budget
= $1 to0 $40.13 ROI

*Dean Runyan Report 2016p
A H2R Shutile Conversion Study tAnyone whao spent less than $25 or anyone wha spent more than $1,000

were not included in the results.)
7) if this your first time holding the event/activity/facility provide background on why you think

it will be successful.

Not Applicable--the Seattle Southside tourism promaotion program has been in existence for 17 years

and is an internationally recognized destination marketing organization having received numerous

markering cawards.
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8) Describe the media strategy you employ to promote your event/activity/facility to attract
overnight and/or day tourists? Please fist any digital or print media (newsletters, e-blasts,
social media, etc.) your agency uses or intends to use to promote your event/activity/facility.

Please see 2016-2021 Strategic Plan.

9) Describe how you will promote lodging establishments, restaurants, retailers, and
entertainment establishments in the City of Tukwila.

Web&ite, pfintéd materials; advertish@, PR & social media, Sa[e& outreach, etc.

10} Is the City able té use ydui' digital and print media fof collaborative hiarketing? B

Yes, we are very interested in learning more about the City’s collaborative marketing opportunities.

11) Describe how you will use the name Tukwila” in publications, promotions and for your
event?

Tukwila is used throughout Seattle Southside’s marketing materials. All Seattle Sauthsidé
advertising utilizes a logo that identifies Tukwila by name. The Dining Guide identifies and lists ali

full-service Tukwila restaurants and their addresses, the Travel Planner lists all Tukwila hotels and

their addresses. We produce u regional mp that identifies Tukwila. Qur website identifies Tukwila
on all businesses with that address and features countless attractions, retail, lodging properties and
more all located in Tukwila.

12) Measurements and Metrics

The RTA is expected to exceed last vear outcomes. Below is based on 2016.

As a direct result of your proposed tourism-related service, provide an estimate of:

a. Overall attendance at your proposed event/activity/facility? 535,756 :
478,270 website, 6203 meeting delegates, 6,066 VC inquiries, 19,905 encounters
mailers, 25,312 shuttle riders. (unique web

These numbers do not include the advertising exposure! visits, phone

, calls, walk-
ins, group
attendees)

b. Number of people who will travel fewer than 50 miles for your 26,788
event/activity? Dean Runyan <5% of A

c. Number of people who will travel more than 50 miles for your 508,968
event/activity? Dean Runyan > 95% of A




d. Of the people who travel more than 50 miles, the number of peopie | 2 ' V 254,484‘:

who will travel from another country or state? (50% based on Google
Analytics)

e. Ofthe people who travel more than 50 miles, the number of people 116,808

who will stay overnight in Tukwila. (*RTA does not track Family &
Friends” overnight stays based on distance. 85% from DR) 85% of

Cx27%

f. Of the people staying overnight, the number of people who will stay in 99',040:*
PAID accommodations (hotel/motel/bed-breakfast) in Tukwila. - ‘
(174,674 tracked actual room nights’ x 2.1 party size from H2R

Conversion Study & RTA ROI) x 27%

g. Number of paid lodging room nights resulting from your proposed | 174,‘674‘
event/ activity/facility (for example: 25 paid rooms on Friday and 50 a
paid rooms on Saturday = 75 paid lodging room nights) (Seattle

Southside Region H2R Conversion Study & RTA ROI)

Calculations assumed 70% room nights go to SeaTac, 27% to Tukwila, and 3% to Des Moines based
on the percentage of avaiﬂabﬂe rooms in the Seattle Southside TPA per City.

*Seattitﬂe Southside Tourism Promotion Area
People who travel more than 50 miles and stay @vemught *432,623

People who stay overnight in PAID accommodations *366,315

What methodologies did you use to calculate the estimates and what methodologies will you -

Use to track outcomes, such as total participants, estimated visitor spending, etc?

A variety of methodologies are used to track outcomes based on the desired metric i.e.: Website
analytics, conversion studies, direct visitor counts, and group sales leads, booked and actualized etc.

Average estimated visitor spend per category of visitor, including day, all overnights and hotel/motel
overnights and total spending at the destination were derived from the Dean Runyan Associates
Seattle Southside Travel Impacts, 2003-2016p research report. Additionally, two conversion studies
were conducted by H2R research to quantify Seattle Southside’s inquiry conversion rate, determine
how much money converted travelers spent in the area; and, quantify the average spend by each

shuttle rider to Westfield Southcenter from SeaTac hotels.
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13} What methodologies did you use to calcufate the estimates and what methodofogies will you
use to track outcomes, such as total participants, estimated visitor spending, etc.?

Seattle Southside utilizes 3’ party metrics obtained from Google Analytics, H2R Research
conversion studies, and Dean Runyan Reports in addition to the avtual data collected from
bookings and foot traffic and tracked through the RTA based on international standards as
identified by the Destination Marketing Association {m‘emanamd (DMAT) ) '

14) Are you applying for lodging tax funds from another commumty’-’ if so, whrch commumtles
and in what amounts?

City of SeaTac Counc 11 [lppl oved $ 715, 000 of their estimated 31. 5M £()dgmg taxev
City of Des Moines Council approved 1 00% of ledging taxes estimated to be $80 000

15) Are you applying funding from Seattle Southside Reglonal Tourism Authority (RTA)'-‘ If so, in
what amount?

Not Applicable.

16) What is the overall budget for your event/activity/facility? What percent of the budget are
you requesting from the City of Tukwila?

The 2017 RTA budgeted revenues include projécted TPA Special Assessments of $33.5M; SeaTae

and Des Moines Council approved lodging tax revenues of $795,000 for a subtotal of $4, 295 000
plus the amount Tukwila Council approves in lodging tax support.

The RTA approved $5.5M in budgeted expenditures for 2017. The RTA will be expending (one time
only) a portion of its reserve fund to launch the new ad campaign, website, and collateral
materials, efc. this year.

$270,000 equates to 4.9% of the total budget in 2017,

$202,500 equates to 4.5% of the projected 2018 budget of $4.5M. The 2018 budget has not yet been
determined.

The approved 2017 Seattle Southside RTA budget is Attachment A.
The lodging taxes requested will be used for activities listed in Attachment B.

17) What will you cut from your proposal or do differently if full funding for your request is not
available or recommended?

At a minimum, the RTA would consider cutting services and perhaps charging non-hoteliers within
Tukwila to receive and participate in the RTA tourism promotion activities.



Exhibit A&
Seattle Southside Regional Tourism Authority {RTA) Proposed Budget
For the Fiscal Year Ending December 31, 2017

2017
Annus] Budget

Revenues:

345-60-00 TPA Special Assessments S 3,574,356

337-00-01 LTC-Tukwila 337,500
337-00-02 LTC-SeaTac 715,600
337-00-03 LTC-Des Moines - 50,000
361-40-00 Other Interest on TPA 54 2,000
- 369-81-00 Other Revenue-Commissions 16,000
Total Revenues 4,688,856
Expenseas: ,
Salaries {10) & Benefits (20) 1,598,000
Supplies {30} 37,000
Small Eguipment (35) ‘ 20,000
rofessional ServiceS/Ads/Promotions (41} 2,861,900
Communications/Postage (42) k 81,000
Travel (43) 115,000
Qperating Leases (45) 110,000
insuranca (46) 15,000
Maintenance {48) 15,000
, Miscellaneous {45) ; o 641,500
Total Operating Expensés 5,484,400
Capital Equipment {64) 30,000
Total Operating & Capiial Expenses 5,524,400
Economic Downturn/Recession Reserve’ 393,179
Total Expense Budges 5,817,578
Change in Met Position {1,218,723)
Budgzted Bezinning Met Position 2,783,845
Budgetad Ending MNet Position® 5 1,585,122
*Resolution Mo. 2016-036 to be spenti as necessary during sn eccnomic downturn or recession
$393,179

{11% of 2017 TPA Special Assessment Revenues):

*Resolution No. 2016-036 Contingency Reserve to be budgeted based on & minimum of two

month's of operating expenses for 2017: $915,916
2017 Budgeted Ending Mzt Position $1,565,122
Less: Two Months Opersting Reserve for 2017 {915,916)
Minimum Contingency Reserve exceeded by: $6489,205
1.42

No. of Months Over Minimum Contingency Reserve
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Exhibit A
Sezitle Southside Regional Tourism Authority (RTA) Proposad Budget
For the Fiscal Year Ending Decamber 31, 2017

Ali Special Assessment revenues collected for the Seattle Southside RTA shaill only be used for the following
purposes:

(a) The general promotion of tourisr within the Seattle Southside Tourism Promotion Area (TPA} as specified in the
business plan of the Seattle Southside RTA;

(b) The marketing of convention and trade shows that henefit local tourism and the lodging b’usinesses in the Seattle
Southside TPA;

{¢) The marketing of the Seattle Soyuthside TPA region to the travel industry in order to benefit focal tourism and the
lodging businesses in the Seattle Southside TPA; e R

(d) The marketing of the Seattle Southside TPA region to reciuit sporting events in order to promote local tourism
and to benefit the lodging businesses and tourism industry within the Seatile Southside TPA; and

(e) Direct administration, operation, formation, and start-up costs associated with the Seattle Southside TPA and the
ongoing management and maintenance of the Seattle Southside TPA program, including but not fimited to staff
costs, public notice advertising, legal costs, accounting and auditing {including audits of the Parties and the RTA
as they relate to the RTA Agreements), as approved by the RTA Board of Directors, provided no funds wiil be
used for costs not directly related to the operation of the Seattle Southside TPA, the TPA Agresment, or the RTA.

Seattle Southside Regional Tourism Authority Resolution #2016-039 Approving 2017 Budget.

28 of 28

52



RESOLUTION 2016-039

A RESOLUTION OF THE BOARD OF DIRECTORS OF THE
SEATTLE SOUTHSIDE REGIONAL TOURISM AUTHORITY
APPROVING THE 2017 BUDGET.

WHEREAS, the Seattle Southside Regional Tourism Authority (the "RTA™), isa
public development authority chartered by the City of SeaTac, Washington, for the
purpose of providing tourism promotion services; and

WHEREAS. the Board of Directors of the Seattle Southside RTA (the "Board™)
now desires to approve the budget for 2017 as described herein:

NOW, THEREFORE, BE IT RESOLVED BY THE BOARD OF DIRECTORS
OF THE SEATTLE SOUTHSIDE REGIONAL TOURISM AUTHORITY:

Section 1. Approval. The Board hereby approves and adopts the 2017 Budget, in
the total amount of $5.917,579. A summary budget by fund for 2017 is artached hereto as
Exhibit A and is incorporated herein by reference.

Section 2. Further Authority: Prior Acts. All Seattle Southside RTA officials. their
agents. and representatives are hereby authorized and directed to undertake all action
necessary or desirable from time to time to carry out the terms of. and complete the
transactions contemplated by, this resolution. All acts taken pursuant to the authority of
this resolution but prior to its effective date are hereby ratified and confirmed.

Section 3. Effective Date. This resolution shall take effect immediately upon its
passage and approval.

Watho e vzl L bpen <
Chair, Board of Directors
Seattle Southside Regional Tourism
Authority

Passed October 13, 2016

N A o
NCT xS

\ BT
\ %«%/Ou rismm r‘;:ﬂ_»/

.‘n:%w o

Resolution No. 2016-039
2017 Budget Approval
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