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SNOHOMISH COUNTY
Tourism Promotion Area

GRANT APPLICATION

THINK BIG. THINK SNOHOMISH COUNTY.

PROJECT INFORMATION

Project Title: Lynnwood Link Light Rail Promotion

September 1, 2024 - April 30, 2025

Project Dates:

Contact Person: Ryan Bush

(person who wrote or has the most knowledge about this application)

Address: 20816 44th Avenue Suite 230

city: Lynnwood State: WA zip: 98036
Signature: /Q%M EM Phone: 425-361-5254

City of Lynnwood

Project Sponsor:

(person with legal authority to sign a contract with the County)

Address: 20816 44th Avenue Suite 230

City: LynnWOOd State: WA le 98036
Signature: WM Break Date:
E-mail: rbush@@mnwoodwa.gov Phone: 425-361-5254

Project Website: EXPloreLynnwood.com

Snohomish County l:‘ 1 (Arlington, Darrington, Marysville) l:‘ 2  (Everett, Mukilteo, Tulalip)

District_s Affected @ 3 (Edmonds, Lynnwood) D 4 (Bothell, Mill Creek, Mountlake Terrace)
by Project:
(Check all that apply) l:‘ 5 (Lake Stevens, Monroe, |:| All

Snohomish, Sky Valley)

Applicant is: O Non-Profit EIN #

(®) Public Agency Tax ID  91-6015840

(O For Profit Entity UBI #

Estimated _ Result of TPA support:
Hotel Room With TPA Support: (“With” minus * )
Nights

Drawn: 1,200 annually 0 1,200 annually
Estimated Hotel Revenue: $ 136,536 Cost per Occupied Room: $ 113.78
(“Result of TPA support” * $120.00) (“Amt. Requested from TPA” / “Result of TPA support”)

Total Project Budget: $ 105,000

Amount Requested from TPA: $ 50,800 Applicant Match: $ 54,200




PROJECT SUMMARY

In the space below, provide a one-paragraph (150 words or less) summary of your request and
what it will accomplish. If your request is part of a larger project, you may briefly describe the
over-all project. However, please focus your answer on the specific element for which you are
requesting funding.

The proposed marketing campaign aims to promote the opening of the Lynnwood Link
light rail to visitors and group meeting planners, emphasizing Lynnwood's enhanced
accessibility and strategic location. With the introduction of the new light rail system,
Lynnwood offers a convenient and efficient location for travelers and group meeting
planners. This helps create Lynnwood as an attractive and affordable destination for
both tourists and professional gatherings. The campaign will leverage engaging video
advertising to showcase the benefits of the light rail connection, highlighting ease of
travel, local attractions, and amenities. By increasing awareness and visibility, the
campaign seeks to boost visitor numbers and solidify Lynnwood as a premier choice
for meetings and events, ultimately driving economic growth and community
development. While it is difficult to predict how many room nights this campaign could
produce. It is important to highlight our new connection and accessiblity to visitors and
meeting planners. It's very important to put Lynnwood's location on the map as
travelers begin researching where to stay prior to the 2026 FIFA World Cup.

SCOPE OF WORK

Fully describe the project. Expand your project summary to address such issues as: what it is
you plan to do; the tangible and intangible benefits to the community; visitor impact; how will you
evaluate project success; would this project take place without TPA assistance; what methods
have you used to project the overnight figures; additionally what methods will you use to report
on overnight claims after the fact? If you are requesting funds for a specific portion of a larger
project, please so state, but focus your response on the element for which you are requesting
funding. The scope should be under 1,000 words. Be brief and brilliant but include any
supplemental materials as attachments if needed.

The primary goal of this digital marketing campaign is to announce the opening of Light Rail in Lynnwood to our
visitors, group tour planners, and meeting planners. This campaign aims to create awareness, generate excitement,
and educate this audience of new connectivity to Lynnwood via the light rail. The City has not budgeted for any
additional marketing campaigns outside of our standard visitor campaign through lodging tax funds. Without TPA
support, this campaign will not happen.

Target Audiences:

Existing and potential overnight visitors to Lynnwood and the surrounding areas

Group tour planners organizing trips to Lynnwood and Snohomish County

Meeting planners seeking event space

FIFA World Cup fans planning to visit the region in 2026

Current visitors to Seattle region seeking more affordable hotel stays with easy mobility

Digital Marketing Channels:

Videos

Social media

Over The Top Advertising (OTT) - Streamed video content
Social Media Advertising

Digital Display Advertising

Content Marketing

Website- ExploreLynnwood.com



PLAN TO DO:

Create multiple videos that can be used within digital advertising that highlights
Lynnwood's location, amenities, hotels, attractions, and meeting space. The videos will
be cut into multiple formats to use across a variety of social media platforms and
advertising channels. The materials gathered will also be used in the general
Lynnwood destination marketing campaign that happens annually.

TANGIBLE BENEFITS TO THE COMMUNITY:

The tangible benefits to the community from this marketing campaign are multifaceted. Firstly, increased awareness and utilization
of the Lynnwood Link light rail will enhance local transportation efficiency, reducing traffic congestion and lowering carbon
emissions by encouraging the use of public transit. This will contribute to a cleaner, healthier environment for residents. Secondly,
by attracting more visitors and group meeting planners, local businesses such as hotels, restaurants, and shops will see a boost in
patronage, leading to economic growth within the community. Additionally, the campaign will position Lynnwood as a competitive
destination for events and tourism, fostering a vibrant local economy and encouraging further investments in infrastructure and
community services. Ultimately, the campaign will help build a stronger, more connected, and prosperous Lynnwood.

INTANGIBLE BENEFITS TO COMMUNITY:

The intangible benefits to the community from this marketing campaign are significant and far-reaching. Promoting the Lynnwood
Link light rail fosters a sense of community pride and identity by highlighting Lynnwood as a forward-thinking, accessible, and
desirable place to visit and do business. The increased connectivity can lead to stronger social ties as residents and visitors find it
easier to travel and engage with one another, enhancing the overall sense of community cohesion. Additionally, positioning
Lynnwood as a premier destination can elevate the city's reputation, fostering a greater sense of civic pride among residents. This
campaign can also inspire a culture of sustainability by promoting public transportation, encouraging residents to adopt greener
travel habits. Overall, these intangible benefits contribute to a higher quality of life, a more engaged and connected community,
and a shared vision of progress and innovation.

VISITOR IMPACT:

The visitor impact of this campaign can result in increased foot traffic to local businesses and generate hotel
stays. By highlighting the convenience and accessibility provided by the new Lynnwood Link light rail, the
campaign will attract a greater number of visitors, including tourists and business travelers, who might have
previously overlooked Lynnwood as a destination. It also helps put Lynnwood and our meeting spaces on the
map as an easy and affordable way to for meeting groups to travel to Lynnwood for mutli-day conferences. By
effectively showcasing Lynnwood as a vibrant, accessible, and attractive destination, the campaign will enhance
the city's profile and appeal, resulting in a positive and sustained visitor impact.

EVALUATE PROJECT SUCCESS:

The marketing campaign will utilize common digital marketing analytics and success metrics. This
includes advertising impressions, total clicks to the website, video views, and website form
completions. Additionally, we will track monthly room night occupancy with Smith Travel Research
(STR) reports. In partnership with the Lynnwood Event Center, we can track total overnight stays
and economic impact through their Destinations International calculator and Placer Al.

WILL PROJECT TAKE PLACE WITHOUT TPA ASSISTANCE:

No, this project will not take place without TPA assistance. The light rail will be
mentioned throughout our materials but there will not be funds tied directly to the
campaign.



METHODS TO PROJECT THE OVERNIGHT FIGURES:

Smith Travel Research (STR) Report
Lynnwood Event Center Destination International Event Impact Calculator

METHODS TO REPORT ON OVERNIGHT CLAIMS:

The costs per occupied room is pulled from Smith Travel Research (STR) Report which provides
monthly and historical average daily rate for Lynnwood hotels. The Lynnwood Event Center
Destination International Event Impact Calculator projects possible room nights from multi-day
overnight conferences. The Event Center could possible land 300 room nights per quarter from
larger events thanks to our overall accessibility. It is difficult to predict overnight estimates as we
are unsure how the Light rail will benefit our economy.

PROMOTION AND MARKETING PLAN

1. Video Advertising Campaign

Develop high-quality, engaging video content highlighting Lynnwood's attractions, amenities, and
convenience of the new light rail system. The video will capture how easy it is to connect to downtown
Seattle, sporting stadiums, Sea-Tac airport and other destinations via light rail. The videos will be
distributed through online platforms such as YouTube, Facebook, Instagram, X (Twitter). The videos
will also be distributed through over-the-top advertising and streaming services. The ads will be
targeted to reach specific demographics such as tourists and meeting planners. They will also be
geotargeted to our common visitors including British Columbia.

2. Social Media

A series of posts and stories will be created for all of the existing Explore Lynnwood social media
channels. The posts will utilize the videos created and highlight a point of view of using the light rail to
access Lynnwood and nearby attractions.

3. Influencer Partnerships

Based on previous success of influencers for Explore Lynnwood, we will recruit 3-5 niche travel
influencers or bloggers to create authentic content showcasing their experiences visiting Lynnwood and
using the light rail to explore the area. We will engage with travel and event planning influencers to
reach a broader audience of potential visitors and meeting planners.

4. Digital Display

Using targeted advertising capabilities, we will serve digital display ads to potential Lynnwood visitors,
drive markets, Seattle visitors, and meeting planners. We will also develop digital display ads to
retarget users who watched the video or interacted with our website.

5. Content Marketing

To support social media content, we will develop blogs and other content for the website,
ExploreLynnwood.com. The blogs and content will be distributed through social media and our existing
email newsletter. The email newsletter currently has over 4,500 potential visitors subscribed to it.

6. ExploreLynnwood.com
All advertising, video, and content will direct to ExploreLynnwood.com. The visitor website will have a
dedicated page to provide location and accessibility information and convert users.



PROJECT BUDGET

Please provide a line item detailed budget for your project. Please specify whether your various
match items will be cash or in-kind.

ITEM REQUEST MATCH TOTAL
FROM TPA CASH IN-KIND
Video Pre Production and Project Management 2,200 5,000 7,200
Video Shoot 16,700 5,000 21,700
Production Travel Costs & Incidentals 4,200 4,200
Post Production 6,900 5,000 11,900
Advertising 25,000 25,000 10,000 60,000
TOTAL 50,800 29,200 25,000 105,000

BUDGET NARRATIVE

In the space below please include any information which you feel may provide useful

background on your proposed budget, such as source and rate at which matching labor costs
are calculated, etc.

The estimated cost of video creation and advertising is based on preliminary proposals
from local video production companies and Lynnwood's existing agency of record.

The project will require an estimated 150 hours to plan, film, and edit the videos. It will
require additional time to create the ads and launch the advertising campaign. The

TPA requested funds will cover the costs of video creation and 50% of the advertising
campaign.

Based on previous advertising campaigns, the total media buy will be about 90% of the
advertising budget. Including the cash match, total advertising budget is $50,000.

The City will provide a cash match of $29,200 utilizing existing lodging tax revenues
and the City's general fund.

The In-Kind match of $25,000 includes City of Lynnwood staff time to manage and
implement this marketing campaign. This includes monthly hours to monitor
performance and adjust the campaigns as necessary.




PROJECT TIME LINE

Please use the chart below to break out your project into its major elements (including planning,
development, implementation, and evaluation), showing when each task will be accomplished.
Please use the space below to provide any necessary background on elements of your project
time line.

Month Task

January 2025- Advertising Campaign is Live
February 2025- Advertising Campaign is Live
March 2025- Advertising Campaign is Live
April 2025- Advertising Campaign is Live
May Reporting

June

July Planning

August Develop Materials
September Video creation
October Campaign Launch
November Advertising Campaign Live
December Advertising Campaign Live

APPLICATION HISTORY

Please complete this section with all information related to past applications to and, if
applicable, awards from, the Snohomish County Tourism Promotion Area.

Have you applied for TPA funds in prior years? If so, please list dates, amounts and results:

2023: Amount Requested: Result:
2022: Amount Requested: Result:
2021: Amount Requested: Result:
2020: Amount Requested: Result:
2019: Amount Requested: Result:
2018: Amount Requested: Result:
2017: Amount Requested: Result:

2016: Amount Requested: Result:




EVENT ROOM NIGHT HISTORY

In this section, please provide a history of room nights generated by your event, if recurring. If
this is a new event, please list “N/A”.

2023: _N/A 2022: 2021: 2020:

2019: 2018: 2017: 2016:

VENUE / FACILITY PLAN

Use this space to inform the Board of the VeIQIU/?A(\S) / facility(ies) in which the Project will occur.

Primary / Headquarters Venue / Facility:

Sec/ondary / Additional Venue(s) / Facilities:
N/A

Did your organization solicit multiple venues / facilities?: O Yes O No

If yes, please provide details of venues / facilities solicited but not selected, and the reason(s)
for non-selection:

OTHER COMMENTS

Use this space to inform the Board of additional information that would be relevant in granting
your application.

As light rail enters Snohomish County for the first time ever, we are more connected
than ever before. This is a once in a lifetime opportunity to highlight how connected the
County is to the rest of the region and downtown Seattle. Light rail provides a new
opportunity for visitors to the region to stay in Snohomish County and still access Seattle
for sporting events, concerts, and more. This campaign will also help put our location
and accessibility on the map for those researching about where to stay for FIFA World
Cup 2026.



EVENT CENTER

To Whom It May Concern,

| am writing to express my support for the proposed marketing campaign aimed at promoting the
opening of the Lynnwood Link Light Rail to visitors and group meeting planners. The initiative
underscores Lynnwood's enhanced accessibility and strategic location, both of which are pivotal in
positioning our city as a premier destination for travelers and professional gatherings alike.

The introduction of the new light rail system marks a significant milestone for Lynnwood, offering a
seamless and efficient transportation option for visitors and meeting planners alike. This enhanced
connectivity not only simplifies travel logistics but also amplifies the attractiveness of our city as an
affordable and convenient destination, both for leisure and business travelers.

The utilization of engaging advertising to communicate the benefits of the light rail connection is a
strategic approach that aligns with modern traveler preferences. By emphasizing the ease of travel, local
attractions, and amenities, the campaign is poised to elevate awareness and visibility, bolstering
Lynnwood's reputation as a preferred destination for meetings and events.

Importantly, the potential outcomes of the campaign extend beyond mere promotional endeavors. By
driving increased visitor numbers and solidifying Lynnwood's standing as a premier choice for meetings
and events, the initiative holds the potential to stimulate economic growth and foster community
development.

In conclusion, | wholeheartedly endorse the proposed marketing campaign and its objectives. | believe it
not only aligns with our vision for Lynnwood's growth and development but also underscores our
commitment to providing exceptional experiences for visitors and residents alike.

Warm regards,
Erin Jepson, CMP, CVP

General Manager

Lynnwood Event Center | Oak View Group

3711 196™ ST SW | LYNNWOOD, WA 98036 | WWW.LYNNWOODEVENTCENTER.COM | 425.778.7155



3801 Alderwood Mall Blvd.
Lynnwood, WA 98036

7] Hilton (425)320-5905
2N Garden Inmnr Savannah.fabroa@hilton.com
SEATTLE/LYNNWOOD
May 20, 2024
Dear TPA,

| would like to express my full support in funding for a joint marketing venture surrounding the Link Light Rail.

As a hotelier, the largest obstacle that | receive is proximity to SeaTac. This has been the objection that has been the
hardest to overcome. And | am not alone. It is extremely difficult to compete against Seattle hotels as the proximity is a lot
closer for them, and ease of travel is a constant decision-making factor for planners when choosing their host location.
With the Link Light Rail opening, this objection will be so much easier to overcome, and the Lynnwood hoteliers will be in
a much better position to compete against the hotels in Seattle. This will support our growing market here in Lynnwood
and allow us to support our economic growth while taking some of the pressure off an already over saturated market.

Here's how | see the use of this video:

It will be used dynamically for a variety of business and target markets. This video will include the Lynnwood Event
Center, hotels, the City of Lynnwood. It's not hotel focused, it is Lynnwood focused.

Myself and the Lynnwood Event Center can use this video in our marketing campaigns. | know the event center is
focusing on larger convention business as well as community events. Our hotel specifically, but all hotels in the region,
are also focused on bringing more corporate travel to the area. Corporate business demand is weekday multi-day
business. With the link light rail, we are set up better to service these types of events. Can you imagine how happy the
community will be to have us bringing that type of revenue into the area? | would love to call the small mom and pop
restaurants, the servers at Applebee’s and Red Robin, and mall/retail employees and tell them that on a Wednesday night
now — you're guaranteed to make some money, not guaranteed to be cut early because of slow demand.

Here's how | plan to use the video:

| plan to use this in our corporate business proposals, getting in front of the “lack of commute ease from SeaTac”
objection and further promotes my ability to compete and grow that market in this area.

| plan to use this video in our own social marketing campaigns to showcase Lynnwood and its growth.

Lynnwood and Everett have two stigmas: the news is not kind to either city. But unfortunately, too, it's too often where
national groups who aren’t familiar with the area lump Lynnwood into their perception and the stigma of Seattle. This
video will help to but a brighter, more positive light on the city, and show that there are other options besides Seattle and
show how we’re different than Seattle.

| also want to use this video to create a sports package. This will help with that local revenue driving effort.

Here's other ways that | can see this video benefiting the city:

Snohomish County Sports Commission can use this video for their sales efforts in bringing Sports tournaments and
tourism to the area. Now — we’re seeing an even bigger picture than just Lynnwood!

The Lynnwood Event Center can use this video for their own marketing efforts and beyond what | have described above.
The City of Lynnwood can use this video promote tourism. Ryan and his team can take this to conventions and really help
put Lynnwood on the map as an alternate option to downtown Seattle. He’s been to a couple conventions so far, and one
of those conventions alone brought multiple multi-day larger conventions and conferences. Imagine how much more he
can bring with the excitement around the Link Light Rail.

Frank Percival has his own opportunities to use within the Lynnwood Chamber. And with this video, we can share it with
all the other local business that they can use in their own marketing strategy.



From a marketing perspective — the biggest thing | want to point out- is that this video is supporting two things:

One: it's promoting a consistent message. Having an asset that can support a consistent message shows that we are a
city that knows what we’re doing. We’re not sloppy and we have a plan. A big plan! That consistent message will speak
volumes when it comes to attracting revenue.

Two: It shows that we’re a community that sticks together, and one that is excited about this. If we don’t show our
excitement or engagement, then the perception is that we could take it or leave it. If we have that perception, then we're
telling clients and potential revenue streams that it's not cool or as important and isn’t a big deal. And this is a BIG DEAL!
If we have a consistent message that focuses on the excitement around the link light rail, and everyone is sharing the
video and talking about it; that shows that the link light rail must be a big deal. And if the community is excited about it,
then they can feel more confident that there’s something to it and we’re more than just a sleepy town with a mall.

From a community perspective:
It's too often that | will vote for something, and then never see the benefit or the impact from it. | vote on measures, and
never really see something tangible.

We do need to recognize that we are an organization that was built and created by the voters, for the voters. Imagine the
statement this video will make — providing a tangible asset that says, “you voted for the TPA, we are the TPA, and here’s
some tangible support for the TPA and here’s what we're doing to make a positive impact on the community.”

| hope that | have done my part is expressing my own personal excitement, but have also focused on the overall positive
impact this can have on the community at large. Not just hotels and event venues, but the entire community. This video
will have a positive impact on every business from a three employee mom and pop shop, to a convention center that can
hold very large multi-day meetings.

Warm regards,
Your Name

Director of Sales and Marketing
Savannah.Fabroa@Hilton.com



	Lynnwood Light Rail TPA Application
	Untitled

	Letter of Support - Lynnwood Link Marketing Campaign
	TPA Sound Transit Video Letter of Support (1)

	Project Title: Lynnwood Link Light Rail Promotion
	Project Dates: September 1, 2024 - April 30, 2025
	Contact Person: Ryan Bush
	Address: 20816 44th Avenue Suite 230
	City: Lynnwood
	State: WA
	Zip: 98036
	Phone: 425-361-5254
	Project Sponsor: City of Lynnwood
	Address_2: 20816 44th Avenue Suite 230
	City_2: Lynnwood
	State_2: WA
	Zip_2: 98036
	Date: 
	Email: rbush@lynnwoodwa.gov
	Phone_2: 425-361-5254
	Project Website: ExploreLynnwood.com
	NonProfit EIN: 
	Public Agency Tax ID: 91-6015840
	For Profit Entity UBI: 
	Without TPA Support: 0
	Drawn: 1,200 annually
	undefined: 1,200 annually
	Estimated Hotel Revenue: 136,536
	Cost per Occupied Room: 113.78
	Total Project Budget: 105,000
	Amount Requested from TPA: 50,800
	Applicant Match: 54,200
	Check Box3: Off
	Check Box5: Yes
	Check Box6: Off
	Check Box7: Off
	Check Box8: Off
	Check Box9: Off
	Group13: Choice2
	Text14: The proposed marketing campaign aims to promote the opening of the Lynnwood Link light rail to visitors and group meeting planners, emphasizing Lynnwood's enhanced accessibility and strategic location. With the introduction of the new light rail system, Lynnwood offers a convenient and efficient location for travelers and group meeting planners. This helps create Lynnwood as an attractive and affordable destination for both tourists and professional gatherings. The campaign will leverage engaging video advertising to showcase the benefits of the light rail connection, highlighting ease of travel, local attractions, and amenities. By increasing awareness and visibility, the campaign seeks to boost visitor numbers and solidify Lynnwood as a premier choice for meetings and events, ultimately driving economic growth and community development. While it is difficult to predict how many room nights this campaign could produce. It is important to highlight our new connection and accessiblity to visitors and meeting planners. It's very important to put Lynnwood's location on the map as travelers begin researching where to stay prior to the 2026 FIFA World Cup. 
	Text15: The primary goal of this digital marketing campaign is to announce the opening of Light Rail in Lynnwood to our visitors, group tour planners, and meeting planners. This campaign aims to create awareness, generate excitement, and educate this audience of new connectivity to Lynnwood via the light rail. The City has not budgeted for any additional marketing campaigns outside of our standard visitor campaign through lodging tax funds. Without TPA support, this campaign will not happen. 

Target Audiences:
Existing and potential overnight visitors to Lynnwood and the surrounding areas
Group tour planners organizing trips to Lynnwood and Snohomish County
Meeting planners seeking event space
FIFA World Cup fans planning to visit the region in 2026
Current visitors to Seattle region seeking more affordable hotel stays with easy mobility

Digital Marketing Channels:
Videos 
Social media 
Over The Top Advertising (OTT) - Streamed video content 
Social Media Advertising
Digital Display Advertising
Content Marketing
Website- ExploreLynnwood.com
	Text16: Create multiple videos that can be used within digital advertising that highlights Lynnwood's location, amenities, hotels, attractions, and meeting space. The videos will be cut into multiple formats to use across a variety of social media platforms and advertising channels. The materials gathered will also be used in the general Lynnwood destination marketing campaign that happens annually. 
	Text17: The tangible benefits to the community from this marketing campaign are multifaceted. Firstly, increased awareness and utilization of the Lynnwood Link light rail will enhance local transportation efficiency, reducing traffic congestion and lowering carbon emissions by encouraging the use of public transit. This will contribute to a cleaner, healthier environment for residents. Secondly, by attracting more visitors and group meeting planners, local businesses such as hotels, restaurants, and shops will see a boost in patronage, leading to economic growth within the community. Additionally, the campaign will position Lynnwood as a competitive destination for events and tourism, fostering a vibrant local economy and encouraging further investments in infrastructure and community services. Ultimately, the campaign will help build a stronger, more connected, and prosperous Lynnwood.
	Text18: The intangible benefits to the community from this marketing campaign are significant and far-reaching. Promoting the Lynnwood Link light rail fosters a sense of community pride and identity by highlighting Lynnwood as a forward-thinking, accessible, and desirable place to visit and do business. The increased connectivity can lead to stronger social ties as residents and visitors find it easier to travel and engage with one another, enhancing the overall sense of community cohesion. Additionally, positioning Lynnwood as a premier destination can elevate the city's reputation, fostering a greater sense of civic pride among residents. This campaign can also inspire a culture of sustainability by promoting public transportation, encouraging residents to adopt greener travel habits. Overall, these intangible benefits contribute to a higher quality of life, a more engaged and connected community, and a shared vision of progress and innovation. 
	Text19: The visitor impact of this campaign can result in increased foot traffic to local businesses and generate hotel stays. By highlighting the convenience and accessibility provided by the new Lynnwood Link light rail, the campaign will attract a greater number of visitors, including tourists and business travelers, who might have previously overlooked Lynnwood as a destination. It also helps put Lynnwood and our meeting spaces on the map as an easy and affordable way to for meeting groups to travel to Lynnwood for mutli-day conferences. By effectively showcasing Lynnwood as a vibrant, accessible, and attractive destination, the campaign will enhance the city's profile and appeal, resulting in a positive and sustained visitor impact.
	Text20: The marketing campaign will utilize common digital marketing analytics and success metrics. This includes advertising impressions, total clicks to the website, video views, and website form completions. Additionally, we will track monthly room night occupancy with Smith Travel Research (STR) reports. In partnership with the Lynnwood Event Center, we can track total overnight stays and economic impact through their Destinations International calculator and Placer AI.
	Text21: No, this project will not take place without TPA assistance. The light rail will be mentioned throughout our materials but there will not be funds tied directly to the campaign. 
	Text22: Smith Travel Research (STR) Report
Lynnwood Event Center Destination International Event Impact Calculator
	Text23: The costs per occupied room is pulled from Smith Travel Research (STR) Report which provides monthly and historical average daily rate for Lynnwood hotels. The  Lynnwood Event Center Destination International Event Impact Calculator projects possible room nights from multi-day overnight conferences. The Event Center could possible land 300 room nights per quarter from larger events thanks to our overall accessibility. It is difficult to predict overnight estimates as we are unsure how the Light rail will benefit our economy. 
	Text24: 1. Video Advertising Campaign
Develop high-quality, engaging video content highlighting Lynnwood's attractions, amenities, and convenience of the new light rail system. The video will capture how easy it is to connect to downtown Seattle, sporting stadiums, Sea-Tac airport and other destinations via light rail. The videos will be distributed through online platforms such as YouTube, Facebook, Instagram, X (Twitter). The videos will also be distributed through over-the-top advertising and streaming services. The ads will be targeted to reach specific demographics such as tourists and meeting planners. They will also be geotargeted to our common visitors including British Columbia. 

2. Social Media 
A series of posts and stories will be created for all of the existing Explore Lynnwood social media channels. The posts will utilize the videos created and highlight a point of view of using the light rail to access Lynnwood and nearby attractions. 

3. Influencer Partnerships
Based on previous success of influencers for Explore Lynnwood, we will recruit 3-5 niche travel influencers or bloggers to create authentic content showcasing their experiences visiting Lynnwood and using the light rail to explore the area. We will engage with travel and event planning influencers to reach a broader audience of potential visitors and meeting planners. 

4. Digital Display
Using targeted advertising capabilities, we will serve digital display ads to potential Lynnwood visitors, drive markets, Seattle visitors, and meeting planners. We will also develop digital display ads to retarget users who watched the video or interacted with our website. 

5. Content Marketing
To support social media content, we will develop blogs and other content for the website, ExploreLynnwood.com. The blogs and content will be distributed through social media and our existing email newsletter. The email newsletter currently has over 4,500 potential visitors subscribed to it. 

6. ExploreLynnwood.com
All advertising, video, and content will direct to ExploreLynnwood.com. The visitor website will have a dedicated page to provide location and accessibility information and convert users. 
	ITEMRow1: Video Pre Production and Project Management
	REQUEST FROM TPARow1: 2,200
	CASHRow1: 
	INKINDRow1: 5,000
	TOTALRow1: 7,200
	ITEMRow2: Video Shoot
	REQUEST FROM TPARow2: 16,700
	CASHRow2: 
	INKINDRow2: 5,000
	TOTALRow2: 21,700
	ITEMRow3: Production Travel Costs & Incidentals
	REQUEST FROM TPARow3: 
	CASHRow3: 4,200
	INKINDRow3: 
	TOTALRow3: 4,200
	ITEMRow4: Post Production
	REQUEST FROM TPARow4: 6,900
	CASHRow4: 
	INKINDRow4: 5,000
	TOTALRow4: 11,900
	ITEMRow5: Advertising
	REQUEST FROM TPARow5: 25,000
	CASHRow5: 25,000
	INKINDRow5: 10,000
	TOTALRow5: 60,000
	ITEMRow6: 
	REQUEST FROM TPARow6: 
	CASHRow6: 
	INKINDRow6: 
	TOTALRow6: 
	ITEMRow7: 
	REQUEST FROM TPARow7: 
	CASHRow7: 
	INKINDRow7: 
	TOTALRow7: 
	ITEMRow8: 
	REQUEST FROM TPARow8: 
	CASHRow8: 
	INKINDRow8: 
	TOTALRow8: 
	ITEMRow9: 
	REQUEST FROM TPARow9: 
	CASHRow9: 
	INKINDRow9: 
	TOTALRow9: 
	ITEMRow10: 
	REQUEST FROM TPARow10: 
	CASHRow10: 
	INKINDRow10: 
	TOTALRow10: 
	ITEMRow11: 
	REQUEST FROM TPARow11: 
	CASHRow11: 
	INKINDRow11: 
	TOTALRow11: 
	ITEMRow12: 
	REQUEST FROM TPARow12: 
	CASHRow12: 
	INKINDRow12: 
	TOTALRow12: 
	REQUEST FROM TPATOTAL: 50,800
	CASHTOTAL: 29,200
	INKINDTOTAL: 25,000
	TOTALTOTAL: 105,000
	Text25: The estimated cost of video creation and advertising is based on preliminary proposals from local video production companies and Lynnwood's existing agency of record. 

The project will require an estimated 150 hours to plan, film, and edit the videos. It will require additional time to create the ads and launch the advertising campaign. The TPA requested funds will cover the costs of video creation and 50% of the advertising campaign. 

Based on previous advertising campaigns, the total media buy will be about 90% of the advertising budget. Including the cash match, total advertising budget is $50,000.

The City will provide a cash match of $29,200 utilizing existing lodging tax revenues and the City's general fund.  

The In-Kind match of $25,000 includes City of Lynnwood staff time to manage and implement this marketing campaign. This includes monthly hours to monitor performance and adjust the campaigns as necessary.
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	Text26: N/A
	Text28: 
	Text29: As light rail enters Snohomish County for the first time ever, we are more connected than ever before. This is a once in a lifetime opportunity to highlight how connected the County is to the rest of the region and downtown Seattle. Light rail provides a new opportunity for visitors to the region to stay in Snohomish County and still access Seattle for sporting events, concerts, and more. This campaign will also help put our location and accessibility on the map for those researching about where to stay for FIFA World Cup 2026. 


