








Packaged Leisure Travel

Short-Haul Tourism Development

“ Combining the best of 20th century America with
the cutting edge of the 21st, Seattle is a gutsy,
exciting city that never fails to surprise. | just love it. ”

Long-Haul Tourism Development o

Packaged travel - for both individuals and groups - is a significant component of a destination’s
tourism, as well as an efficient and cost-effective means of travel during slow economic times.
Professional travel planners offer complete group or individual packages that may combine
transportation, accommodations, meals, attractions and professional escorts, or any combination of
the above, all for one price that often costs 30-40 percent less than self-planned travel.

DESTINATION PARTNERSHIP 2009 KEY INITIATIVES
SCVB's Tourism Developmentteam works cooperatively
with Port of Seattle and Washington State Tourism
partners to expand and stimulate increased overseas

visitor volumes, length of stay and expenditures.

KEY RECEPTIVE TOUR OPERATORS

The majority of overseas business to the U.S. is booked via receptive (U.S.-based) tour
operators. These stateside distribution channels will continue to play an integral role in
SCVB overseas marketing in 2009:

@ Develop and grow the adult and student tour
markets.

e Track and target top tour operators for business
growth in 2009.

Azumano International Kintetsu

Ken Americana

Harvest Tours

R&C Tours

Rocky Mountain Holiday Tours

Allied/T-Pro
Americantours International Clipper Vacations
American Ring Gullivers Travel Associates
America 4 You H.I.S.

Asian Pacific JTB

NORTH AMERICAN MARKET TRENDS
Generational trips Cultural travel
Culinary and wine Voluntourism

® Implement a communications plan that targets top
travel agents, tour operators and other clients.

Customized product
Experiential itineraries

\Ij\a/mlly travclal Garden trips Demand for value . @ Maintain a sales trip and conference schedule that
omen-only Soft adventure Travel professionals buying from one another maximizes exposure to top group travel clients.
Men-only Spectator sports

o Cultivate destination news/features messaging for
Primary Markets Lreaavneql trade media in partnership with the SCVB PR

UNITED STATES

Special Interest Markets

CANADA YOUTH TRAVEL ADULT TRAVEL

Washington State Tourism:
Left to Right: Marsha Massey,
Tammy Guill and Kristin Jacobsen

Port of Seattle:
Left to Right: B.J. Stokey and
Martha Nesic

Photo: Don Wilson/Port of Seattle

2009 KEY INITIATIVES

® Increase destination presence in tour operator brochures and
on-line offers.

® Increase positive destination media coverage that supports
sales of new and existing tour product.

e Effectively manage partnership programs with the Port of
Seattle and Washington State Tourism, maintaining program
funding and support.

@ Develop airline relationships to increase traffic to the
destination.

® Stimulate new product with receptive tour operators.

® [naugurate Seattle-Vancouver, B.C. promotional program for a
common overseas market.

@ Develop a South Korea marketing plan to coincide with
implementation of U.S. Visa Waiver status.

Market Size:

Resident expenditures on
U.S. travel total more than
$600 billion each year.

Projected Growth:
Forecasted growth of 1.3
percent in 2009; overall,
leisure travel will sustain
the industry while business
travel declines (U.S. Travel
Association).

Market Dynamics:
Airline instability/pricing
Employment instability
Fuel costs

Financial markets

Market Size:

177 million U.S. visits in 2007; 2.5
million visited Washington state
with 80 percent staying one or
more nights (ITA: Office of Travel
and Tourism Industries).

Projected Growth:
5.2 percent in 2008; 15-20
percent decrease in 2009.

Market Dynamics:

U.S. — Canadian Dollars
fluctuations

Canadian consumer price
sensitivity

Border crossing regulations,
procedures and delays

Americans between the ages of
12-18 collectively spend more
than $13.7 billion a year in travel
(source: Student and Youth Travel
Research Institute, Michigan
State University).

Current tour operator members
of the Student Youth Travel
Association (SYTA) account for
almost $1.55 billion in student and
youth travel, serving more than
2.2 million travelers annually.

Developing trends: spring
break trips that incorporate
volunteering, eco tours or a
hybrid mix of both.

92 percent of NTA member
operators serve clients aged
60 and over; 82 percent serve
ages 51-59; 72 percent serve
ages 39-50.

71 percent of active leisure
travelers intend to take an
overnight trip of 50 miles or
more during the first half of
2009 (U.S. Travel Association/
Ypartnership).

76 percent of adults expect
to book a packaged vacation
to save money (U.S. Travel
Association/Ypartnership).

® Increase destination visibility among North American
travel trade professionals.

e \Work collaboratively with regional hotels to increase
business in 2009 and beyond.

® Promote Seattle as a cruise port and Seattle and the
Pacific Northwest as pre- and post-cruise destinations.

Left to Right: Michael Kurtz, Marj Snyder, Brad Jones, Joshua Ratliff
Photo: Don Wilson, Port of Seattle
On location at Sea-Tac International Airport

Photo: Courtesy of EverGreen Escapes Photo by: Doug Orton
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Arts & Heritage Marketing

e

Cultural Tourism

A community’s culture is unique and intrinsic and offers a meaningful
way in which to positively differentiate a destination. Seattle is known as
culturally diverse, vibrant and creative, boasting internationally acclaimed
cultural institutions and events that distinguish it as a popular destination
for cultural travel. Regional arts and cultural organizations are big draws for
travelers: nearly 40 percent (1.7 million people) of audiences at King County
non-profit cultural organizations are non-local. Non-local audiences spend
50 percent more than local audiences in event-related spending. Cultural
travelers stay longer and spend more, helping to increase the lodging tax
receipts that in turn support more than 200 arts and heritage organizations
throughout King County.
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“ Communities that invest resources in art and culture benefit from a
significant return on their investment. This is particularly obvious when
you look at the link between SCVB and 4Culture. We support SCVB
because they understand the reciprocal relationship between healthy
cultural communities and a robust tourism economy.

Jim Kelly, 4Culture
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CULTURAL TOURISM

Left to Right: Annie Pardo and Tracey Wickersham
Photo by: Nancy Treder

On the 2009 Cultural Calendar

Photo by: Chris Bennion

SEATTLE OPERA RING CYCLE
August 2009

Patrons/visitors expected from 49 states and 19

countries, averaging six-night hotel stays.

1909 2009

ALASKA - YUK2N- PACIFIC
EXPOSITION

ALASKA-YUKON PACIFIC EXPOSITION
CENTENNIAL

A century after the Alaska-Yukon Pacific
Exposition put Seattle on the world cultural
map, a year-long series of commemorative
events for visitors and residents is planned.

Courtesy of Owen Richards Architects

SEATTLE INTERNATIONAL FILM

FESTIVAL FILM CENTER

Opening at Seattle Center in 2009

SIFF is the largest film festival in the United
States and Seattle is a growing city for film
study, filmmaking and filmgoing.

SEATILE

CITYOF

[TUSC

SEATTLE: CITY OF MUSIC

The City of Seattle will continue to grow
Seattle’s live music scene and strengthen
its global image as a music mecca with new
initiatives launched in 2008.

Photo taken at the Seattle Opera’s costume shop. The Seattle Opera will present Wagner's Ring des Nibelungen in
August 2009. Known as the “Bayreuth of the West,"” Seattle Opera has presented Wagner's Ring for more than 30
years. The Ring was last presented by Seattle Opera in 2005, attracting audience members from 49 states and 19

countries.

Cultural Tourism

2009 KEy INITIATIVES

® Serve on local host and steering committees for the
Americans for the Arts conference in Seattle, June 2009.

® Expand and reprint SCVB's The Artist’s Guide to Seattle,
a highly successful destination cultural guide featuring

16 renowned local artists and their recommendations for
visitors.

® Launch the next two issues in the SCVB heritage

guide series: Scandinavian and Latino/Hispanic heritage.
Update and reprint the first two editions, Native American
and Asian American, to replenish depleted supplies.

® Enhance user interface and usability of SCVB cultural
events calendar, establishing it as a primary SCVB
homepage attraction.

® Expand the SCVB sponsorship role with key regional
cultural events, creating advertising and promotional
campaigns in key markets and selling cultural packages
via the Seattle Super Saver program and partner
organizations.

® Create national client events that promote Seattle's
cultural product. Integrate supportive programs for the
Seattle City of Music initiative.

® Partner with the National Trust for Historic
Preservation's new Heritage Travel initiative.

® Continue successful cultural marketing tools and
programs: Seattle Hot Sheet, Fresh Sheet and the
Cultural Cascades regional marketing initiative.
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Brand & Creative

Marketing Services

As the in-house advertising agency for Seattle's Convention and Visitors Bureau, Marketing & Creative Services supports all divisions within the bureau
in their marketing efforts through web development, advertising, collateral materials and brand strategy.

Initiatives communicate key SCVB messages to customers and clients in various market segments through innovative advertising campaigns, electronic

marketing and consistent brand execution.

Marketing Campaigns and Web Site Development

SCVB

Launch the new visitseattle.org in conjunction
with the bureau’s newly upgraded Customer
Relationship Manager, Destination 3000. The
new site will feature new tools for travelers and
meeting planners as well as real-time member
and calendar of events information. In addition, a
new graphic layout will be introduced, providing
easier navigation and enhanced functionality.

WASHINGTON STATE CONVENTION

& TRADE CENTER

Re-design the WSCTC's web site with a new
look and feel, enhanced navigation and tools for
meeting planners; unified site architecture will
allow direct connectivity with SCVB's site.

The city that was gresn Balors [iees wis ool

NEW MEDIA

Diversify Seattle's presence in the digital world
through participation in new media channels
such as YouTube and Facebook.

GREEN SEATTLE

Develop a new green lure brochure, e-mail
marketing campaign to meeting planners and a
new microsite for both SCVB and the WSCTC.
SCVB's collateral will be entirely reproduced in
recycled material by the end of 2009.

VOLUNTOURISM

Launch a new voluntourism web site targeted
to meeting planners in need of new options for
attendee programs. Serve as a resource and
liaison between local charitable organizations
and meeting planners.
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metronaturally green mﬁ

www.visitseattle.org/green

MEET YOU THERE CAMPAIGN

SCVB will further distinguish Seattle as premier destination
for leisure and convention travelers in 2009 with the
continuation of its award-winning Meet You There advertising
campaign. New ads in the series will be created for
convention and travel trade audiences as well as leisure
travelers. A diversified advertising schedule will have a more
prolific online presence and include new, creative channels
such as direct mail and targeted e-mail marketing.

In partnership with the Port of Seattle, SCVB collaborated on the improvement of the
International Arrivals Terminal at the South Satellite of Seattle-Tacoma International Airport.
Taking elements from the Seattle metronatural brand, a 245-foot-wide mural was installed,
welcoming international passengers from around the world in 20 languages and displaying a
SCVB signature skyline shot. Additional joint initiatives are expected in 2009 and beyond.

MARKETING SERVICES

Left to Right: Lara Dickson, Elias Calderon, Sarah Lee, David Newman
Photo by: Michael Craft

On location at Sea-Tac's International Arrivals Terminal, South Satellite.

Marketing Services

2009 KEY INITIATIVES

® Re-design and enhance SCVB's web sites, www.visitseattle.org and
www.seattlesupersaver.com, as well the Washington State Convention & Trade
Center web site, www.wsctc.com.

® Develop a new destination advertising campaign to increase short-term room
night revenue during traditional and newly identified need periods.

o Create new destination collateral, including a new Seattle promotional video,
multilingual materials and other promotional materials.

@ Position Seattle as a green leader among travel destinations around the
country and around the world.




Communications

Public Relations

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

Public Relations

— Mimi Gates, Director, Seattle Art Museum

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.

Destination Publicity

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

, . o ) . . . . Media blitzes in key geographic markets
SCVB's local and regional communications program will continue to grow, supporting convention center expansion, the Yy geograp

Why Tourism Matters campaign and SCVB's proactive advocacy and issues management initiatives. 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

In August 2008, Seattle was the first city to be featured on Good Morning America's MAJOR 2009 CAMPAIGNS
“"Weekend Window," a series which highlights the country’s most spectacular places. Mimi ) o
Gates, Director, Seattle Art Museum, was interviewed at the Olympic Sculpture Park for the Convention Trade Publicity

On nearby Troll Avenue...a two-ton troll crouches beneath a support
segment. Photo by: Lauren Curtin

wall, staring with his one eye and squashing aVolkswagen Btg in *

Travel Trade Publicity
S his left hand. Children crawl up his forearms and wedge their hands

Seattle Super Saver Program

into his nostrils while the parents take pictures. ’, i

- -
[ Ty
. SCVB Communications LGET Trave
Below clockwise from top: Cover of May 2008 Metronatural News, Seattle Culture
Post-Intelligencer PCMA story, 1/09/08; cover of 2009 SCVB Destination Crui
ruise

PUBLIC RELATIONS AND COMMUNICATIONS
Left to Right: Heather Bryant, Lauren Curtin, David Blandford
Photo by: Nancy Treder

On location at the Fremont Troll

Marketing Plan and Annual Report

Seattie 2 news

ComING UP

— BUSINES

= Nk, e Convention has city on exhibit

TOURTGN - enough Conference ‘Super Bowl’
* | insurance | could il datebook for years
I

on home

:_ - ._.I' = at offers a double shot
| s TR RITEL TG LA ave 1,000 stores by 2017

Seattle P-1, 1/9/2008

Seattle Concierge & Visitor Services
Green Seattle

Seattle 2010

Voluntourism

2009 KEY INITIATIVES
e Offset 2009 short-term business drop-off through all publicity campaigns.

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

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

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

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

e Update SCVB communications planning and synchronize with local and regional
public and private sector organizations.
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Member Opportunities Member Opportunities
2009 KEY INITIATIVES

SerVices & Support ® [ncrease member value in a slowing economy. Weaver Mu‘timedia Group

@ Plan relevant professional development and signature events based on
membership surveys.

® Employ new Destination 3000 technology to track member opportunities and

SCVB is a member-driven marketing organization and its members are  identify opportunities to enhance member business success. The Weaver Multimedia Group Seattle office, in partnership with SCVB, facilitates a growing range of
the second-largest contributors to its revenue stream. SCVB connects advertising opportunities that reach directly to domestic and international leisure travelers, business
the products and services of more than 800 member businesses in @ Inaugurate a new SCVB sponsorship program, offering a new platform for travelers, travel trade professionals and meeting planners. Opened in 2007, the Weaver office is run
Seattle and Western Washington with the $5 billion visitor market, which ~ member promotion. by Seattle-based tourism industry professionals who work directly with SCVB members.

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 e Continue to improve and enhance the membership content on the SCVB web site.
tools throughout the year.

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

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:

e Button ads

e Formatted feature advertising
e Spotlight ads

e Text ads

To advertise, contact a Weaver Multimedia Group Seattle office
professional:

Kimberly Ellertson Heather Stinson

Senior Account Executive Account Executive

(206) 461-5861 (206) 461-5863
kime@weaver-group.com heathers@weaver-group.com

n . \ Front to back: Kimberly Ellertson, Heather Stinson

A r Photo by: Nancy Treder
CALENDAR OF MEMBER EVENTS : { SCVB pusLICATIONS
(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 g, i
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 = -
. : Seattle
September Roundtable Membership Event, Series 3 E
October Getting the Most from Your Membership meeting : Seattle Professional Travel Planners Guide Seattle Official Visitors Guide Seattle Meeting Planners Guide Seattle Super Saver Value Guide
November Member Wine Tasting and Networking Event / édbsll_a\es C\(I)Dse: JaAnu_a‘r%/OZOOEaOQ ﬁdbslvaleg CI(ése: Fe:ru_?ry ng Ju\%/,oégOE% édbsll_a\es C\(I)Dse: Msav 200?} 2005 /Sdbs‘ales Cl%se: Aégusézoggog
: . f : ublication Date: Apri ublication dates: April an ct. ublication Date: September ublication Date: October
December Annual Holiday Breakfast Left to Right: Annie Pardo, Steve Maris, Rosemary Rasp

Photo by: Nancy Treder
440N location at SCVB Member Event at Arctic Club Hotel 2009 DESTINATION MARKETING PLAN Page 43




Seattle

metronatural”

Seattle’s Convention and Visitors Bureau

Seattle’s Convention and Visitors Bureau
One Convention Place

701 Pike Street, Suite 800

Seattle, WA 98101

www.visitseattle.org





