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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.

PROMISE
Do more. You can do more when you visit 

Seattle Southside because its location, 
transportation, affordability and unique 

attractions stretch your time, money and 
opportunities further.
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Maureen Huffman, Chairperson

General Manager
Embassy Suites by Hilton 
Seattle-Tacoma International Airport

Seattle Southside’s extraordinary tourism success story continued in 2017, as we 
celebrated a seventh consecutive year of robust growth in the Seattle Southside 
travel industry. This strong showing is a result of leisure travel visits, meeting and 
group bookings, increasing hotel demand, record cruise business, and air capacity 
growth. 

The Seattle Southside Regional Tourism Authority’s primary focus is to enhance 
the economic prosperity of the region through destination branding along with 
competitive programs and campaigns in leisure travel marketing and tourism 
development. As the official destination marketing organization for Seattle’s 
Backyard, we believe in delivering on our promise - to help visitors do more - in all 
facets of our work. Our number one priority is to show travelers how they can do 
more in Seattle Southside thanks to its ideal location, convenient transportation, 
dollar-saving affordability, and unique attractions - all of which help visitors make the 
most of their time, money, and opportunities. 

We share the credit for our outstanding year with you - our partners in Seattle 
Southside’s success - and look forward to another year of providing new and 
unexpected no-cost partnership opportunities for your business. Together, we can 
build on a tremendous past toward a bright economic future. 

Thank you to all our partners and here’s to a robust 2018!

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 Int’l Airport

board  of  d ir ectors

VICE CHAIR: 
DAVID SULLIVAN 

General Manager, 
Cedarbrook Lodge

TREASURER: 
TRACY HARMS 

Director of Sales,
Doubletree Suites 

by Hilton Southcenter

SECRETARY: 
KEN STOCKDALE 

General Manager,
Crowne Plaza
Seattle Airport

Executive Committee

BILL MURRAY*
General Manager,

Four Points by Sheraton 
Seattle Airport South 

DONNA RIOS
General Manager,
  Radisson Hotel 
Seattle Airport

TIFFANY HART
Area Sales Leader,

Marriott International

JILL ANDREWS
Sales Representative,

Certified Folder 
Display Services, Inc.

BRUCE JANZEN 
Area Director of 

Sales & Marketing,
DoubleTree by Hilton 
Seattle Airport and

Hilton Seattle Airport & 
Conference Center

* Deceased
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4.8%

1.2%

4.8%

1.1%

2017 Tourism Impact

2017 Travel Impacts, Dean Runyan Associates Report (preliminary)

* Record Year

VISITORS SPEND $726.6 MILLION*

EMPLOYMENT 4,990*

TAX RECEIPTS $75.4 MILLION*

OVERNIGHT VISITORS 3.9 MILLION*

TUKWILA SEATAC DES MOINESDES MOINES TUKWILA SEATAC

VISITOR SPENDINGLODGING SALES vs   

$73.5*
$180.2*

$11.3* $46.2*

$388.9*

$291.5*

*In Millions



6

Website:  459,325 users x 34% conversion* = 156,171 x $1,105 trip average** spend =

 $172,568,955 VISITOR SPENDING

Group Sales:  10,973 room nights x $471 average** daily spend =  

 $5,168,283 VISITOR SPENDING

Ad Attributed Hotel Sales:  24,790 room nights x $471 average** daily spend =  

 $11,676,090 VISITOR SPENDING

Shuttle Services:  24,913 riders x $172 average*** spend per trip= 

 $4,285,036 VISITOR SPENDING

VC Hotel Reservations:  281 room nights x $471 average** daily spend=  

 $132,351 VISITOR SPENDING

TOTAL  
 $193,830,715 VISITOR SPENDING

2017 Estimated‡ RTA Operating Expenditures: $4,520,812

Rrta generated visitor spending

*H2R Digital Conversion Study
**2017 Travel Impacts, Dean Runyan Associates Report (preliminary)

***H2R Shuttle Rider Spending & Experience Study
‡Pre-closing
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For every $1 spent by the RTA, $42.86 is generated for the 
Seattle Southside region in visitor spending. 

Each King County household would pay $916 more in taxes 
without the revenue generated by tourism.

7- Tourism Economics 
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media accomplishments
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To better promote the multiple stakeholders of Seattle Southside, the media 
relations strategy has leveraged the area’s assets, natural wonders, and unique 
destinations to pitch stories to reporters and local influencers. By presenting 
creative story angles, coordinating media trips, and working closely with travel 
media, regional publications, and family and lifestyle bloggers, the Seattle Southside 
story is being effectively told to travel decision-makers, meeting planners, and 
would-be visitors. In 2017, Seattle Southside saw the following results:

• 206 media mentions (up 112%);

• More than 73 million media impressions (up 108%);

• Media value that equated to approximately $325,000 in 
advertising (up 22%);

• 17 hosted media visits (up 41%).
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Social media Efforts
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Through our social media channels, we have positioned Seattle Southside as the local expert on 
all things travel in the Pacific Northwest. Deepening trust with visitors and increasing connections, 
followers and engagement continued to rise across our major social media channels in 2017. 
However, as the platforms themselves continued to strengthen their algorithms, our goal of increasing 
engagement has become more difficult. The bulk of our success was due to the combination of 
increasing promoted posts and a foray into cutting-edge social media concepts, including Instagram 
stories, short videos, panoramic photos, and user-generated content. Facebook and Instagram are 
inching towards exclusive “pay to play” platforms, so we have adjusted our promoted/boosted post 
strategies to compensate. This strategy will continue throughout 2018 to keep our followers informed 
and engaged. We saw social media success in the following areas:

• Awareness - By building a community of target constituents, we were able to grow brand awareness, 
resulting in an 8% increase in community growth; 

• Engagement - Through online interactions with residents and potential visitors, we were able to 
enhance our community presence and welcomed a 31% increase in Facebook followers, 11% increase 
in Twitter followers, and an incredible 168.7% increase in Instagram followers;

• Influence - We are becoming a trusted resource for information and recommendations to target 
consumers and other influencers, as indicated by a 34% increase in social referrals and a Top 10 
influencer reach of 665,000.
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website
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WEBSITE VISITORS STAY LONGER

According to H2R Digital Conversion Study visitors who plan their trip on SeattleSouthside.
com stay 3.69 nights, 60% longer than the average length of stay. 

To continue optimizing our digital success, the website was redesigned and rebuilt and 
launched in June 2017 using the Simpleview platform. By combining CRM tools and 
integrating the extranet, all data is linked through the content management system (CMS), 
creating a new program of customer experience management (CXM) where we facilitate 
driving visitors to the destination and out to our businesses. The following updates were 
also made in tandem with the rebuild:

• Underperforming content was audited and removed;

• Content was updated to emphasize the benefits and advantages of Seattle Southside;

• The look and feel of the website was updated to align with the current brand and 
marketing materials;

• The site was designed to be more engaging, effective, and fun!
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See the sights. Go for a hike. Then grab a well-deserved meal in Seattle’s Backyard, 

Seattle Southside. It’s the perfect home base to get the most out of your Seattle 

vacation. Download our free Dining Guide at EatInSeattleSouthside.com.

ENJOY THE HONEY GARLIC KARAAGE AT ARASHI RAMEN IN TUKWILA.

The fun doesn’t stop in Seattle. There are plenty of places to play—and stay—in Seattle’s 

Backyard, Seattle Southside. With so much to see and do, it’s the perfect home base to  

get the most out of your Seattle vacation. Take a look around at SeattleSouthside.com

SOAR INTO SOME GOOD TIMES AT IFLY INDOOR SKYDIVING.

Seattle Southside hotels are ideally located, giving visitors plenty of opportunity to do 
more. Whether you’re making a short trip and want to stay near Sea-Tac Airport, spend 
some time exploring the Pacific Northwest, or you’re looking to extend your vacation 
before or after a cruise, you’ll be able to kick back and relax in Seattle’s Backyard. 
Download our free Travel Planner at StayInSeattleSouthside.com.

COZY UP CLOSE TO THE AIRPORT AT FOUR POINTS SHERATON IN DES MOINES.

 STay in  seattle ’s

backyard

14

marketing
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REQUESTING 
INFORMATION

2016

1,205

3,617

2017
Form Submission

Travel Planner, Event Planner, 
Contact Us, Sports Planner, etc.

With a new strategic plan in place and marketing and sales plans that 
help drive momentum, we were able to leverage insights from 2016 and 
create more cohesive message-to-media strategies. The 2017 marketing 
campaigns were designed to drive home the “Do More” promise and build 
the Seattle Southside brand as “Seattle’s Backyard.” The major leisure 
campaign initiative was largely an awareness campaign with a call to 
action driving visitors to the website for travel and service information 
and collateral materials. Thanks to these efforts, we experienced an 
increased interest in visiting, with the number of form submissions 
tripling year over year. 

Campaign initiatives sought to drive engagement with the website to 
stimulate a trip decision with increased calls to action for: stay, play, or fly 
holidays; spring staycations; summer local outreach; sports fans; cruising 
audiences; and fall pre-planning initiatives. This resulted in:

• a 5.3% increase in shoulder season occupancy rate average;

• a 6.4% increase in shoulder season demand average;

• a 52.7% increase in CTR on shoulder season microsites 
(Jan-Mar/Oct-Dec)

Submit

15
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meeting & group Sales
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Seattle Southside offers unquestionable benefits to meeting planners, group leaders, 
and event organizers including an advantageous location, fabulous facilities, and more 
value for their dollars. The RTA’s meeting and group sales team is spreading the word 
and persuading influencers one planner at a time.

• Sales staff met with 381 planners, one on one, to educate them about the benefits of 
bringing their groups to Seattle Southside;

• Group sales generated 198 leads (down 11%) to area hotels for meetings with 
overnight needs and an additional 46 leads for day meetings (down 14%); 

• Leads booked through the RTA rose by 6% to 84 bookings. The RTA supported 23 
additional meetings with welcome services or other assistance, an increase of 100%;

• The number of meetings that occurred in 2017 as a trackable result of RTA efforts 
increased by 2.4% (87), and 16% more delegates (11,528) attended meetings.
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Partner & visitor Services
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To support the RTA’s mission of providing innovative services to competitively market the destination, 
the Partner & Visitor Services strategy focused on delivering added value to visitors, meeting 
planners, and group leaders, as well as for our hotel and tourism partners. By educating our visitors 
and clients about Seattle Southside assets, our knowledgeable staff helps direct business to area 
hotels, restaurants, and attractions, and increases visitor satisfaction and length of stay. This, in turn, 
raises visitors’ likelihood to return and promote our destination to their friends and family. 

• Sales and Visitor Center staff had 3,984 quality interactions with visitors at remote Visitor Center 
locations during area festivals, tradeshows, and events; 

• Partner Services organized four best practice seminars, four partner update meetings, Extranet and 
MeetingMax trainings, and a Seattle Southside front desk FAM tour highlighting California Pizza 
Kitchen and Highline SeaTac Botanical Garden; 

• Sales and Visitor Center staff provided referrals of Seattle Southside businesses to planners and 
visitors 56,627 times (up 34%);

• 24,913 visitors rode the Seattle Southside shuttle from SeaTac hotels to Westfield Southcenter 
(down 1.5%);

• Seattle Southside assisted 20,906 parties of visitors through our two Visitor Centers. This number is 
down 20%, however, due to the closure of the Westfield Southcenter Visitor Center in July.
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2018 Initiatives
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We continue to strive toward reaching our goals set forth in the 
strategic plan, “Destination 2020.” These include optimizing 
visitor experiences, building the Seattle Southside brand, and 
providing a focus for businesses and elected officials to rally 
around. The following major initiatives we planned for 2018 will 
help us deliver on our promise.

PROMISE

Do more. You can do more when you 
visit Seattle Southside because its 

location, transportation, affordability 
and unique attractions stretch your 

time, money and opportunities further.

Own the region;

Drive value and results 
through excellence in 
leadership;

Build destination 
experiences;

Encourage easy 
connections to 
and within Seattle 
Southside and regional 
destinations;

Create a participatory 
sports focus.

Our Strategies

21
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2018 Initiatives
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Seattle Southside TV
The RTA will coordinate a professional-quality television program to air in Seattle Southside hotel rooms featuring at-
tractions, dining, and visitor information. This program will be hosted by Gaard Swanson from Seattle Refined and offer 
hotel guests more detail on the experiences available right outside their door. Along with in-room collateral pieces, 
knowledgeable front desk staff, and mobile experiences, visitors will have everything they need in order make the most 
of their time in the Northwest. 

“Do More - Save More” Passport
Recently launched, the “Do More - Save More” Passport is a curated collection of great deals and discounts for the 
best of Seattle Southside. Locals and visitors alike can take advantage of the FREE Passport. This mobile experience 
makes it easy to explore the destination and our partner businesses at a significant discount. Both one-time and 
repeating offers allow for savings all year long. This tool will allow visitors to enhance their experience in Seattle 
Southside and will give our partners access to unique data and communication tools.

International Reach
International visitation to the Pacific Northwest is rising exponentially, and the RTA will make sure Seattle Southside 
partners are able to take advantage of this high-spending market. Through partnerships with international in-market 
strategists, we will coordinate campaigns focused on the Chinese market and U.S. receptives. To support these cam-
paigns, the RTA will develop localized content and translated collateral. By presenting our message cross-culturally, 
we are positioning Seattle Southside as the place to stay and play, with convenient access to downtown, national parks, 
and other internationally renowned Northwest destinations. 
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2018 Initiatives
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Sports Partnerships
By developing key relationships, Seattle Southside was able to influence site se-
lection for the 2018 Special Olympics, resulting in Angle Lake Park playing host for 
the standup paddle board competition. A welcome day activation at the airport for 
incoming athletes will also help position the region as the home base for partici-
pants and fans. 

Through partnerships with new and established sports entities, the RTA is creating 
new programs that draw overnight visitors and demonstrate goodwill in the com-
munity.  Such programs include the Seahawks youth flag football camp, coaches’ 
clinics, and a Gatorade kids day camp. 

Seattle Southside will also welcome the Seawolves premier professional rugby 
team for their inaugural season. As a sponsor, the RTA will serve as the official 
housing partner for the team, their traveling opponents, and traveling fans.

By bringing events such as the Special Olympics, Olympic Trials, specialized 
camps and tournaments, and professional sports to the area, we are developing 
Seattle Southside as a premier sports destination in Washington state.
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future growth
The area will be home to significant growth in the near future, affording the opportunity for additional 
promotions for the RTA, from which all Seattle Southside partners will benefit: 

Sea-Tac Airport  

$2 billion in construction projects aimed at serving more passengers and improving the travel 
experience are underway at the airport. Furthermore, an additional $3.2 billion is expected to be 
spent on capital development between 2017 and 2022. In 2017, the airport broke ground on the 
new International Arrivals Facility and North Satellite Modernization, major projects designed to 
meet growing demand, enhance the passenger service, and provide more dining and retail options 
to travelers. And this year, the airport will begin a high-profile $17 million renovation to add 10,000 
square feet to the Central Terminal dining area.

Cruise 

The Port saw a 9% increase in cruise passengers last year, which brought 983,539 revenue 
passengers. Seattle’s cruise business, which leads all cruise homeports on the west coast in 
passenger volume, is responsible for more than 4,000 jobs, $501 million in annual business revenue, 
and $18.9 million annually in state and local tax revenues. In 2018, the Norwegian Bliss will take 
its maiden voyage from its shipyard to its first homeport terminal at Pier 66, which was recently 
renovated in a $30 million partnership with Norwegian Cruise Line. 
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BRAND STREET CITY
UNDER  

CONSTRUCTION  
(# ROOMS)

PENDING 
DEV 

(# ROOMS)

OPEN DATE 
(TENTATIVE)

ALOFT Hotel (BMI Hospitality) 19030 28th Ave South SeaTac 144  Feb 2018
Holiday Inn Express 90 Andover Park Tukwila   92 Mar 2018
Hotel Interurban (Columbia Hospitality) 223 Andover Park E Tukwila 189  Apr 2018
Residence Inn Seattle Sea-Tac Airport 19608 International Blvd SeaTac 170 June 2018
Woodspring Suites Signature West Valley Highway Tukwila 122 June 2018
Hilton Garden Inn (Legacy Hospitality) 3056 S 188th Street SeaTac 152 Oct 2018
Hyatt Place 17300 International Blvd SeaTac 242 Late 2018
Hyatt House 17224 International Blvd SeaTac 139 Late 2018

TOTAL FOR 2018 1,250

Cambria Suites SeaTac Airport 19518 International Blvd SeaTac 156 Jan 2019
Wingate by Wyndham 19031 International Blvd SeaTac 150 Early 2019
Even Hotel 20200 International Blvd SeaTac   90 Mid 2019
Hilton House 2 28th Ave South SeaTac   90 Mid 2019

TOTAL FOR 2019 156 330

TOTAL FORECASTED INCREASE IN SEATTLE SOUTHSIDE ROOM SUPPLY 1,406 330

Hotels 

Twelve hotels with a total of 1,406 rooms are in planning or under construction and are expected to open in 2018 and 
2019, resulting in an 18% increase in available rooms.
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Economic development
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Des Moines
Over 3,000 jobs will be established as the result 
of current development projects. 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.
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SeaTac
In addition to the connection of 28th Avenue to 24th 
Avenue to provide access to developable sites, the 
City of SeaTac is experiencing momentous growth. 
Recent, current, and projected developments, 
estimated at $465 million, include:

• 570 apartment units

• 70 single-family homes

• 1,400 hotel rooms

• 400,000 square feet of industrial space

• The 490,000-square-foot “Project Copper 
River” commercial space on the Alaska Air 
Group Campus

30
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Tukwila
There is a continued expansion of “experimental” 
businesses in the city, especially with the opening 
of action-oriented, Flying Circus. Additional 
similarly-focused businesses are expected 
and with the soon-to-open pedestrian bridge, 
businesses will be easier to access making the 
city core more walkable for visitors and residents. 
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2018 BUDGETED EXPENSES

Communication/Postage 1.4%
Travel 2%

Leases/Insurance/Misc. 18.9%

Capital Equipment .5%

Salaries & Benefits 25.4%

Supplies & Small Equipment .8%
Professional Services/Ads 42.3%

Economic Downturn Reserve 7.6%

2018 budget
For 2018, the RTA’s annual budget estimates a projected $1.2 million ending net position. TPA Special Assessment 
revenues were budgeted at $4 million, which is $400,000 higher than 2017. 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. Other miscellaneous revenues total $83,500 and include advertising and interest. The chart below 
depicts the RTA’s 2018 revenue budget.

2018 BUDGETED REVENUES

TPA Special Assessments 78.7%

Lodging Tax Contracts 19.7%

Miscellaneous Revenue 1.6%

Capital Equipment .5%

Salaries & Benefits 27%

Research 1.1%
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BOARD OF DIRECTORS

TPA LEGISLATIVE AUTHORITY  
City of SeaTac

TPA PARTNER CITIES 
City of Tukwila & City of Des MoinesTPA 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

SUPPORT SPECIALIST 
Shawn Woods

VISITOR CENTER CONCIERGE & 
INTERNS & SEASONAL STAFF

SALES MANAGER 
Jené Iceberg

SPORTS DEVELOPMENT & 
SALES MANAGER 

Kristina Thorne

PARTNER & VISITOR 
SERVICES COORDINATOR 

Noelle Cueto

CHIEF FINANCIAL OFFICER 
Brenda Rolph

VP, DESTINATION MARKETING & COMMUNICATION 
Ashley Comar

CREATIVE SERVICES 
MANAGER 

Sherri Scott

SOCIAL MEDIA & 
CONTENT MANAGER 

Nick Tolley

organizational chart
Seattle Southside Tourism Authority
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“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.”

“Our relationship with the 
Tourism Authority shows how 
valuable partnerships can be 
to our local economy. This 
collaboration is helping us realize 
the economic development 
potential of the Seattle Southside 
region. The strength of the 
hospitality sector plays a vital 
role in our success and is 
reflected in the tremendous real 
estate development in our city.”

“The City of Tukwila greatly 
values our partnership with the 
Seattle Southside RTA because 
we recognize that tourism 
means jobs, 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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BILL MURRAY

We at Seattle Southside are deeply saddened by the recent passing of Board Member Bill Murray. 
He will be greatly missed as a trusted advisor, a guiding voice, and a champion of our mission, 

but most importantly as a great friend and wonderful man.
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