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VISION:
To position Seattle Southside as a destination of choice for practical travelers 

to Seattle while enhancing the image and economic strength of the region.

MISSION:
As a brand-driven and entrepreneurial destination marketing organization, 

Seattle Southside Regional Tourism Authority provides advocacy and innovative services 

to competitively market the destination. This function helps create jobs, grow tax revenues, 

and improve quality of life for our businesses and residents. 



Maureen Huffman, Chairperson

General Manager
Embassy Suites by Hilton 
Seattle-Tacoma International Airport

2016 was the first full year of operation for the RTA and we got a 
lot accomplished! We spent the majority of the year gathering input 
and developing the plan that sets the course of the RTA for the next 
five years. Our new strategic plan set the tone for our new branding 
campaign – Seattle’s Backyard – and spreads the message that by 
staying in Seattle Southside, visitors can do more with their vacation 
because their time and money go further here.

With the increasing development of new hotels, the airport 
expansion, and ever-growing light rail, there has never been a better 
time to be a part of the Seattle Southside community.

As you know, we value our partnerships and are proud of what we 
can accomplish together.One of the most significant partnerships 
developed last year was with the Chamber of Commerce. Both of 
our organizations see significant value in co-branding the combined 
cities around Sea-Tac Airport as a regional destination – Seattle 
Southside. Understanding the advantage of brand-building and 
increasing awareness of Seattle Southside as a destination, we’re 
now working together to jointly promote the region. 

Thank you to the Chamber and to all our associates who understand 
the value of regional partnership. Here’s to achieving our goals 
together in 2017!

Sincerely,

 

DEAR PARTNERS,

Katherine Kertzman

President & CEO
Seattle Southside Regional Tourism Authority
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Board Chair: 
MAUREEN HUFFMAN 
General Manager, 
Embassy Suites by Hilton 
Seattle-Tacoma International Airport

board of directors

Vice Chair: 
SANJAY MAHAJAN 
General Manager, 
Radisson Hotel Seattle Airport

Treasurer: 
TRACY HARMS 
Director of Sales,
Doubletree Suites by Hilton Southcenter

Secretary: 
DAVID SULLIVAN 
General Manager, 
Cedarbrook Lodge

Executive Committee

BILL MURRAY
General Manager
Four Points by Sheraton 
Seattle Airport South

KEN STOCKDALE
General Manager
Crowne Plaza
Seattle Airport

TIFFANY HART
Area Sales Leader,
Marriott International

JILL ANDREWS
Sales Representative,
Certified Folder Display 
Services, Inc.

OPEN POSITION
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community engagement

Seattle Southside outreach includes:
• Board of Directors

• Sales & Marketing Board Advisory Committee

• Quarterly Hotel Sales Director Meetings

• Sports Development Board Advisory Committee

• Website Taskforce

• Seattle Southside Chamber of Commerce

The RTA Board of Directors is committed to maximizing its investment 
in destination marketing through meaningful participation and sustained 
involvement with our city partners, community organizations, corporate 
partners, and business community members.



2016 was a remarkable year for the Seattle 
Southside RTA and the business communities 
we serve. 

Significant accomplishments were made through 
the newly formed Regional Tourism Authority: 

• The RTA became fully staffed and operational 
on January 1, 2016, serving under a private 
sector Board of Directors composed primarily 
of Tourism Promotion Area (TPA) ratepayers 
(hoteliers with 90 or more rooms who collect 
a $2 fee per occupied room night).  

• In 2016, the RTA received $3.5 million in TPA 
assessments, in addition to contracting with 
the Cities for just over $1 million in lodging 
tax to market our regional destination. This 
provides the RTA with a comparable budget 
to Visit Spokane, our nearest competitor for 
group business. 

2016 Accomplishments
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4%

1%

5.1%

1.4%
2016 Travel Impacts, Dean Runyan Associates Report  * Record Year

VISITORS SPEND
$693.6 MILLION*

EMPLOYMENT
4,940*

TAX RECEIPTS
$72 MILLION*

OVERNIGHT VISITORS
$3.9 MILLION*

2016 TRAVEL INDUSTRY

by The numbers
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TUKWILA

$71.3

SEATAC

$170.7

DES MOINESDES MOINES

$8.7
$42.1

LODGING SALES        VS      VISITOR SPENDING

TUKWILA

$374

SEATAC

$277.5

travel trends
IN  M ILL IONS

2016 Travel Impacts, Dean Runyan Associates Report  



return on investment
$40.31

174,674
ROOM NIGHTS

$168,032,502
VISITOR SPENDING

RTA GENERATED
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MEDIA IMPRESSIONS

35,000,000

media accomplishments

The RTA Marketing and Communications department pitched story ideas to the media, sent 
out press releases, and coordinated media familiarization trips to Seattle Southside.

• Seattle Southside hosted 12 media and familiarization trips

• Seattle Southside’s venues and destinations were featured or mentioned in 
29 print articles 

• Seattle Southside was covered in 34 event round-ups and calendar listings in 
regional newspapers and blogs

• Seattle Southside was covered in 11 travel articles 

• Seattle Southside’s restaurants and eateries were featured or mentioned in 23 articles

• Seattle Southside garnered approximately 35 million media impressions equating to 
approximately $265,575 in advertising 



Social Following as of 
December 31, 2016 

31,104
Engagement  

Rate 

 1.9%
Fan Growth 2016 

36%

Social reach
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marketing results

While developing our strategic plan, we implemented an interim 
advertising campaign to ensure we not go dark during the start-up and 
planning stages. Web analytics for 2016 indicate there were 478,270 
unique visitors to our website.  

H2R, an independent research firm, conducted a conversion study in 2014 
and determined 34% of these unique visitors convert into an overnight 
stay in paid lodging accommodations within the first 12 months. 

UNIQUE VISITORS

478,270



group/meeting sales

NUMBER OF LEADS & ASSISTS:

Generated 233

Events Booked 89

Events that Occurred 84

The RTA sales team attended 19 sales missions across the country. These efforts 
generated 233 leads and assists in 2016. The booked and occurred leads were 
not necessarily leads generated in 2016; some leads take years to develop, book 
and occur.
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Total Inquires 6,066

Partner Referrals 6,629

Visitor Packets Mailed 19,101

visitor center interactions

The RTA manages two Visitor Centers to assist travelers to the Seattle Southside area: 
one in SeaTac and one at Westfield Southcenter in Tukwila. 
Total Inquiries refers to a party of people that Visitor Center Concierges have interacted 
with in a significant manner, such as developing an itinerary for the party, referring the 
party to a local restaurant, or selling the party tickets to attractions.
These significant encounters contribute to the goal of increasing the travel party’s length 
of stay, visitor spend, and intent to return. 
54% of people requesting a visitor packet convert into a trip within the first 12 months 
and stay 3.4 days longer, according to H2R’s conversion study. They also spend more 
money: over $1,009 per trip.
.

14



Total Inquires 6,066

Partner Referrals 6,629

Visitor Packets Mailed 19,101
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28%
Are familiar with the 
Seattle Southside 

region

37% 
Want a great value 
and convenience 

when traveling

24% 

Want authentic,  
off-the-beaten-path 

experiences

23% 
Want convenient 
ways to reduce 

the stress of travel

16% 
Want to see it all

and jam-pack 
their days

ThE
rESULTS

benchmark study

In 2016, we conducted a benchmark awareness survey to measure baseline awareness of 
Seattle Southside, identify the best customer segments and characteristics, and help focus 
messaging for future campaigns.
Recommendations:
• Currently, there is not enough knowledge about Seattle Southside’s distance to Seattle – 

close proximity to Seattle should be a focus in materials.

• Awareness is the biggest challenge – support both awareness and lead generation in 
advertising mix.

• The value traveler is our largest segment – this doesn’t mean customers who are cheap; 
they are looking for the biggest bang for their buck. Enhance this messaging.

We intend to conduct this study annually to learn more about our audience perception and adjust 
our marketing strategies.
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sales & services



The Destination Sales and Services department contributes to the 
organization’s goals through destination sales and brand awareness 
efforts on high-return group markets, anthropologically analyzing and 
researching the needs of said markets, providing useful services to our 
partners, and creating a positive visitor experience. 

The Sales and Services team will manage relationship-building for the 
meetings and group market and participate in strategically chosen sales 
missions and tradeshows. Utilizing market insights, we will strategically 
focus our efforts on four key sales markets: regional association and 
corporate meetings, national association and corporate meetings, military 
reunions, and tour and travel.

Partner Services will focus on providing the information and tools 
necessary to help TPA partners utilize our services to grow business. Staff 
will focus on outreach to TPA partners, developing easily accessible and 
usable tools to help build business at partner companies, increase length 
of stay, and build brand awareness among the business community.

The goal of our Visitor Centers is to ensure all visitors to Seattle Southside 
have the best possible experience by providing excellent customer service 
and insider knowledge. Visitor Center Concierges will knowledgeably 
assist guests, greet visitors, and provide maps, guides, brochures, and 
referrals to area restaurants, attractions, hotels, etc., so customers make 
the most of their visit to Seattle Southside.

2017  INIT IATIVES
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marketing & 
communications



The Destination Marketing and Communications department’s goals 
include expanding brand awareness among consumers to inspire the 
desire to travel, engaging visitors during every stage of the travel cycle to 
deepen relationships, and increasing overall leisure travel – including new 
and repeat visitors – to Seattle Southside.

Investing in research about Seattle Southside, such as a branding 
awareness benchmark study, establishes a baseline from which to 
measure the growth of awareness. Based on these measurements, we will 
develop and implement a robust public relations and communications plan 
to increase awareness and perceptions about Seattle Southside. We will 
then conduct another awareness study to track and gauge how our efforts 
impacted perceptions and awareness.

Utilizing social media tools and platforms, we will engage with current 
and potential customers to stay top-of-mind even before they begin 
the research process. Seattle Southside RTA will position itself as the 
local expert on all things travel in the Pacific Northwest to deepen trust 
with visitors and increase connections. The trust generated with the 
customers will be carried through to the website. The website will be 
renovated to stay relevant and current with the newest trends, and support 
the customer’s journey through the travel process by delivering on our 
promise of being able to “Do More in Seattle Southside.”

By understanding our target audience and defining the segments, we will 
implement campaigns that speak to what drives their interest. We will give 
prospects reasons to consider something new in Seattle Southside and 
create value with those who are considering a visit (or revisit) to the area. 
Our focus on multiple segments will encourage increases in shoulder-
season visits and overall occupancy as well as expand other markets such 
as the sports market.

19
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sport sales & 
development



The Sports Sales and Development department will to use the power 
of sports to enhance the area’s quality of life and create economic and 
social benefit for Seattle Southside. By following industry standards and 
guidelines provided by the market leader, National Association of Sports 
Commissions (NASC), we will provide insights on best practices for 
partners and cities and explore the feasibility of expanding sports facilities 
within Seattle Southside. 

Seattle Southside is the ideal location to host sports of all kinds, perfectly 
positioned to pull from the energy of fanatic fans to ensure success in 
tournaments, championships, and events occurring in the region. There 
is a wide range of facilities with unique offerings in the Seattle Southside 
area such as Starfire Sports, Des Moines Waterfront and Marina, and 
North SeaTac Park. 

Our strategies include developing and implementing a plan to build 
awareness through a marketing strategy that will reach a local, state, and 
national level in an effort to better serve clients and industry partners. In 
addition to this marketing plan, staff will maintain a strong partnership 
with the Seattle Sports Commission to complement regional sales efforts 
and better position Seattle Southside partners to receive the benefit of 
local sporting events. Efforts will be focused on recruiting, growing, and 
retaining sports events in the area, and continuing to expand the visibility 
of Seattle Southside as a premier athletic destination, especially in the 
youth sports market during the shoulder season.

21
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destination 
development
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Seattle Southside RTA will continue to act as a model leader by creating 
community-minded programs that meet the RTA goals and objectives for 
success. These programs and events will emphasize to the citizens of 
the Seattle Southside region that tourism matters to their own community, 
and that their involvement, evangelism, and awareness are key to the 
RTA’s long-term success. The programs will emphasize that tourism brings 
measurable value to the community and will improve the lives of citizens 
and businesses on a grassroots level.

The RTA has reached the point in its evolution that it must find ways to 
integrate business associates and partners into our marketing efforts. 
Through cooperative programs that enable partners to reap the benefits 
of our expanding marketing budget, we will create subsidized and self-
sustaining opportunities to fuel further growth in marketing program 
development. Furthermore, the RTA conducts wide-ranging, ongoing 
research to assess the impact and effectiveness of our programs. 
This includes research conducted by our staff and partners, as well as 
independent impact studies performed by universities and research 
organizations.

2017  INIT IATIVES



future growth
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Record passenger travel through Seattle-Tacoma International Airport in 2016 
ranked the airport as the ninth-busiest airport in the nation. With a record level 
45.7 million passengers, Sea-Tac Airport experienced it’s second-largest year 
of passenger growth. Thanks in part to the nearly 4.9 million international 
travelers and new international airlines flying out of the airport, this growth is 
staggering. To support this development, the airport will modernize the North 
Satellite, build a new International Arrivals Facility, and utilize a new baggage 
system. These additions and enhancements will increase passenger capacity 
and improve the travel experience. 

Another year of increased passengers through the region has resulted in a 
boom in Seattle Southside hotel development. By the end of 2017, 355 new 
rooms will be added to the inventory, including the 17-story, skyline-altering 
development in Tukwila. Through 2019, hotel rooms – including current, future, 
and pending inventory – will total 9,820.

Over 3,000 jobs will be established as the result of current development 
projects, which include a combination of manufacturing, research and 
development, processing, logistics, office, and hospitality. To date, 
approximately 1,700 of these positions are already in place and located in the 
Des Moines Creek Business Park situated on the border of Des Moines and 
SeaTac.  Another 1,650 will result from the completion of the new regional 
office of the Federal Aviation Administration.  

In total, upon completion of the north and south components of the Des Moines 
Creek Business Park, over two million square feet of new development will 
be placed in service. An additional several thousand jobs are being projected 
as a result of the new 24th Avenue South connection between Des Moines 
and SeaTac, which will make substantial new acreage available for future 
development.  

A new light rail station was opened in SeaTac at Angle Lake and future 
development of the line continues to connect Seattle Southside to rest of 
Seattle and surrounding cities.

With all of the growth and development in our region, 
the future is bright in Seattle Southside.

.

2017-2020
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For 2017, the RTA’s annual budget estimates a projected $1.6 million ending net position. 
TPA Special Assessment revenues were budgeted at $3.6 million, which is no change from 
2016. The second-largest budgeted revenue source is intergovernmental contracts for local 
lodging tax revenues from the cities of SeaTac, Tukwila, and Des Moines totaling $1 million. 
Commissions are the smallest revenue budget item at $10,000. The chart below depicts the 
RTA’s 2017 revenue budget.

Lodging Tax Contracts 23%
TPA Special Assessments 77%

Communication/Postage 1.4%

Travel 1.9%

Leases/Insurance/Misc. 13.2%

Capital Equipment .5%

Salaries & Benefits 27%

Supplies 1%

Professional Services/Ads 47.7%

2017 
BUDGETED REVENUES

2017 
BUDGETED EXPENSES

2017 budget

Economic Downturn Reserve 6.6%

Research .7%
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DMAI RTA

Leisure Market 51% 49%

Meetings and Conventions 23% 13%

Sports/Event Market 12% 11%

Travel Trade 8% 6%

Other/Local/Visitor Centers 6% 21%

Online/Digital 39% 70%

Offline/Traditional Activities 61% 30%

Domestic Market 91% 96%

International Market 9% 4%

marketing & sales program allocations
Destination Marketing Association International (DMAI) conducted an industry-wide DMO 
Organizational and Financial Profile Study in 2015. It is the most comprehensive benchmark 
study on DMO’s organizational practices in the destination marketing sector today. 

We used findings and benchmarks for specific DMO peer groups as a comparison to our 
proposed detailed 2017 budget allocations and organizational management. We’ve also taken 
into consideration investments which, we have learned over time, provide the greatest ROI 
based on various conversion research projects conducted in the past 5 years to further support 
any deviation from the comparable.

The RTA continues to deploy strategies that focus on targeted sales and marketing, business 
development, and visitor servicing efforts for our regional destinations. Of note, DMOs 
are increasingly dedicating more specialized staff to the sports/event market, just as we 
have chosen to do. The sports/event market now joins destination-level marketing and 
communications, convention sales, visitor services, and travel trade support as a core visitor 
market development activity specifically assigned to DMO staff.



BOARD OF DIRECTORS

TPA LEGISLATIVE 
AUTHORITY  

City of SeaTac

TPA PARTNER CITIES 
City of Tukwila & 

City of Des Moines
TPA RATE PAYERS

BOARD ADVISORY 
COMMITTEESEXECUTIVE COMMITTEE

LEGAL SERVICES PRESIDENT & CEO 
Katherine Kertzman

OPERATIONS 
ADMINISTRATOR 

Autumn Lingle

DESTINATION 
DEVELOPMENT MANAGER  

Lisa Schwartz

VP, DESTINATION 
SALES & SERVICES 

Meagan McGuire

VISITOR CENTER(S) 
COORDINATOR 

Shawn Woods

5 Part Time 
VISITOR INFO CONCIERGES 

& Summer Interns

REGIONAL MEETINGS 
MANAGER 

Jené Iceberg

SPORTS SALES & 
DEVELOPMENT 

Kristina Thorne

PARTNER SERVICES 
COORDINATOR 

Noelle Cueto

CHIEF FINANCIAL OFFICER 
Brenda Rolph

VP, DESTINATION 
MARKETING & 

COMMUNICATION 
Ashley Comar

GRAPHIC DESIGN & 
CREATIVE SERVICES 

MANAGER 
Sherri Scott

SOCIAL MEDIA & 
CONTENT MANAGER 

Nick Tolley

Organizational chart
Seattle Southside Regional Tourism Authority
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advisory committees
Seattle Southside Regional Tourism Authority

SALES AND MARKETING
DAVID SULLIVAN, Co-Chair  •  Cedarbrook Lodge

KEN STOCKDALE, Co-Chair  •  Crowne Plaza Seattle Airport

RAQUEL WHEELER  •  Radisson Hotel Seattle Airport

MOLLIE MAD  •  Hospitality Concepts BMI Hospitality Management

TIFFANY HART  •  Marriott International

OWEN LEINBACH  •  Courtyard by Marriott Seattle Southcenter

PETER PHILIPS  •  Philips Publishing

MIKE BUSH  •  Scosh Creative

JILL ANDREWS  •  Certified Folder Display Service, Inc.

PATTI DENNY  •  Port of Seattle

LINDA BOTTS  •  Crowne Plaza Seattle Airport

SPORTS
KEN STOCKDALE, Co-Chair  •  Crowne Plaza Seattle Airport

SANJAY MAHAJAN, Co-Chair  •  Radisson Hotel Seattle Airport

STEVE ADAMS  •  Westfield Southcenter 

JD HILL  •  Matt Griffin YMCA 
ANNE SANTISTEVAN  •  Red Lion Hotel Seattle Airport 

RON PECK  •  Port of Seattle 
BEN OLIVER  •  Starfire Sports 
LAWRENCE ELLIS  •  SeaTac Parks & Recreation

MARLUS FRANCIS  •  Tukwila Parks & Recreation

RICK SCOTT  •  Des Moines Parks & Recreation

NICOLE BAADE  •  Tours Northwest



“Tourism is vital to 
Des Moines.  It is 
necessary to move 
us from a hidden gem 
toward a thriving must-
see destination. We 
believe working with 
the Seattle Southside 
RTA is key to making 
this happen.”

“Establishing the 
Tourism Promotion 
Area and Regional 
Tourism Authority 
reflects the valuable 
partnership between 
our three cities 
and models the 
collaboration needed 
to realize the economic 
development potential 
of the Seattle 
Southside region.  
Clearly, the strength of 
the hospitality sector 
plays a vital role in our 
future success and the 
RTA has us on the 
right path.”

“The City of Tukwila 
greatly values our 
partnership with the 
Seattle Southside 
RTA because we 
recognize that tourism 
means more jobs and 
tax revenues and 
greater support for 
our businesses and 
residents.”

MAYOR
MATT PINA 
CITY OF DES MOINES

MAYOR
MICHAEL SIEFKES 
CITY OF SEATAC

MAYOR
ALLAN EKBERG 
CITY OF TUKWILA

city partners
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Travel jobs are a ticket to opportunity and a path to prosperity for millions 
of Americans.

• More than half of all travel industry employees – a total of 4.3 million – earn 
middle-class wages or higher.

• Two in five (40%) American workers whose first job was in the travel industry 
are now earning more than $100,000 per year.

• Among workers who began their careers in the travel & tourism industry, 
33% earned at least a bachelor’s degree, compared to just 28% in healthcare, 
19% in construction, and 18% in manufacturing.

The travel industry is an indispensable source of American jobs—jobs that cannot 
be outsourced. Nationally, travel supports one in nine U.S. jobs. As America’s 
top services export, it’s no exaggeration that travel is helping lead the current 
employment expansion by growing jobs faster than the rest of the economy. 

did you know?



206.575.2489  |  3100 S 176th St, Seattle, Washington 98188  |  SeattleSouthside.com


