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Public Relations

SCVB publicity supports destination markets and initiatives by employing 
a wide range of strategies throughout the year:

Media blitzes in key geographic markets

Media hosting program that brings 200 qualified journalists to Seattle 

Aggressive news distribution to top travel, features, lifestyle and 
business media 

Leveraging new media channels

Collaborative publicity initiatives with SCVB members and partners 

major 2009 campaigns

Convention Trade Publicity 

Travel Trade Publicity

Seattle Super Saver Program 

LGBT Travel 

Culture 

Cruise 

Seattle Concierge & Visitor Services 

Green Seattle 

Seattle 2010 

Voluntourism

Public Relations

public relations and communications
Left to Right: Heather Bryant, Lauren Curtin, David Blandford
Photo by: Nancy Treder
On location at the Fremont Troll

Destination media coverage generated approximately 425 million impressions of Seattle in 2008, as tabulated by a print 
media monitoring service. The equivalent advertising cost for these impressions would be $10 million. Competing year-
around in a competitive marketplace, the SCVB destination publicity program strengthens 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.

SCVB’s local and regional communications program will continue to grow, supporting convention center expansion, the 
Why Tourism Matters campaign and SCVB’s proactive advocacy and issues management initiatives.

In August 2008, Seattle was the first city to be featured on Good Morning America’s 
“Weekend Window,” a series which highlights the country’s most spectacular places. Mimi 
Gates, Director, Seattle Art Museum, was interviewed at the Olympic Sculpture Park for the 
segment. Photo by: Lauren Curtin

Below clockwise from top: Cover of May 2008 Metronatural News; Seattle 
Post-Intelligencer PCMA story, 1/09/08; cover of 2009 SCVB Destination 
Marketing Plan and Annual Report

Destination Publicity

2009 key initiatives

lOffset 2009 short-term business drop-off through all publicity campaigns.

lPosition Seattle and Washington state to maximize destination media coverage 
before, during and after the Vancouver 2010 Olympic Winter Games.

lFurther explore and exploit new and social media channels to expand destination 
publicity and engage key audiences with SCVB issues and initiatives.

lBuild on the success of local communications, advocacy and public affairs.

l Increase the frequency, timeliness and value of SCVB member news; improve and 
expand distribution and develop new electronic message mediums.

lUpdate SCVB communications planning and synchronize with local and regional 
public and private sector organizations.

SCVB Communications

A Quirky Seattle That Won’t Quite Blend In
On nearby Troll Avenue…a two-ton troll crouches beneath a support 
wall, staring with his one eye and squashing a Volkswagen Bug in 
his left hand. Children crawl up his forearms and wedge their hands 
into his nostrils while the parents take pictures.

– New York Times, October 31, 2008

“
”

There is this vital cultural life that energizes the city at 
the same time you have this gorgeous setting.

– Mimi Gates, Director, Seattle Art Museum

“ ”

Seattle P-I, 1/9/2008

Communications
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SCVB is a member-driven marketing organization and its members are 
the second-largest contributors to its revenue stream. SCVB connects 
the products and services of more than 800 member businesses in 
Seattle and Western Washington with the $5 billion visitor market, which 
includes tourists, convention delegates, meeting planners, professional 
travel planners and travel media. The SCVB Membership team also offers 
professional development events, orientations and a variety of networking 
tools throughout the year. 

2009 key initiatives

l Increase member value in a slowing economy.

lPlan relevant professional development and signature events based on 
membership surveys.

lEmploy new Destination 3000 technology to track member opportunities and 
identify opportunities to enhance member business success.

l Inaugurate a new SCVB sponsorship program, offering a new platform for 
member promotion.

lContinue to add new member promotional opportunities on the SCVB web site.

lContinue to improve and enhance the membership content on the SCVB web site.

Left to Right: Annie Pardo, Steve Maris, Rosemary Rasp
Photo by: Nancy Treder

On location at SCVB Member Event at Arctic Club Hotel

Services & Support

Front to back: Kimberly Ellertson, Heather Stinson
Photo by: Nancy Treder

Weaver Multimedia Group

The Weaver Multimedia Group Seattle office, in partnership with SCVB, facilitates a growing range of 
advertising opportunities that reach directly to domestic and international leisure travelers, business 
travelers, travel trade professionals and meeting planners. Opened in 2007, the Weaver office is run 
by Seattle-based tourism industry professionals who work directly with SCVB members.

Seattle Official Visitors Guide
Ad Sales Close: February and July, 2009
Publication dates: April and Oct. 2009

Seattle Meeting Planners Guide
Ad Sales Close: May 2009
Publication Date: September 2009

Seattle Professional Travel Planners Guide
Ad Sales Close: January 2009
Publication Date: April 2009

Seattle Super Saver Value Guide
Ad Sales Close: August 2009
Publication Date: October 2009

SCVB publications

Member Promotional Opportunities

web site advertising 
SCVB’s web site attracts 200,000 monthly visits and 2.4 million 
annual visits. 

Targeted online advertising opportunities include:

lButton ads
lFormatted feature advertising
lSpotlight ads
lText ads

To advertise, contact a Weaver Multimedia Group Seattle office 
professional:
Kimberly Ellertson 
Senior Account Executive
(206) 461-5861
kime@weaver-group.com

Heather Stinson
Account Executive 
(206) 461-5863
heathers@weaver-group.com

calendar of member events 
(Subject to change; updates available to members via visitseattle.org)

January Tourism Day in Olympia, SCVB Annual Meeting and 2009 
Marketing Plan Presentation

February Getting the Most from Your Membership meeting

March Roundtable Membership Event, Series 1

April Getting the Most from Your Membership meeting

May Membership Open House at SCVB Offices

June Roundtable Membership Event, Series 2

July Mid-Year Update and Hotel Industry Symposium, 
Getting the Most from Your Membership meeting

August SCVB Members Networking Night with the Mariners

September Roundtable Membership Event, Series 3

October Getting the Most from Your Membership meeting

November Member Wine Tasting and Networking Event

December Annual Holiday Breakfast

Member Opportunities Member Opportunities



Seattle’s Convention and Visitors Bureau
One Convention Place

701 Pike Street, Suite 800
Seattle, WA 98101

www.visitseattle.org




