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Welcome!

Agenda
- Introduction
- County Visitation overview for 2022
- County Visitation historical
comparison
- Lodging historical YTD comparison
- Recovery campaign review






Presenter
Presentation Notes
The following information is based on the county tables provided by Washington State Tourism utilizing Tourism Economics research. At the state level, these are the metrics used to address and understand the impacts of tourism at a county by county level.




Presenter
Presentation Notes
The total direct sales growth, 31%, was the 4th best in the state.
The 9,812 jobs represents 2.48% of all jobs in Snohomish County


>

2022 2022 2022 2022
7.3 Million Visits $1.45 Billion* 9,812 2.48%
2019 2019 2019 2019

7.49 Million Visits $1.23 Billion 10,285 2.49%



Presenter
Presentation Notes
2022 direct sales are not adjusted for inflation, so based on the raising consumer price index, this metric still falls short of 2019 by about 1.5%
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ARPA Recovery Campaign

Leaning into what comes naturally in
Snohomish County, the ARPA recovery
campaign will ignite a sense of joy and
meaning through connection. Connection
not only with friends and family, but to
feelings of exploration, new experiences,
and community.



Presenter
Presentation Notes
We’re happy to have the opportunity to provide an update on some of the projects the Snohomish County Tourism and Economic Development has been working on-aimed at helping recovery- specifically a new advertising and marketing campaign. 

Funded through the American Rescue Plan Act (ARPA), the ARPA Recovery campaign, Numbers, is designed to support countywide recovery from the effects of the COVID-19 pandemic through tourism and business promotion, with special focus on minority, and small business owners in the tourism and hospitality industries. Campaign concept development started in November, 2022 and launched in the spring 2023. We have a few examples.
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Presenter
Presentation Notes
The ARPA recovery campaign, Numbers, is easily adapted and can be scaled up or down to showcase the unique and diverse communities, businesses, landscapes, and experiences found throughout Snohomish County at the local, regional, and county level.

Here we are looking at an example at the broad county level, increasing broad awareness for Snohomish County as a destination by leveraging the existing popularity of national parks and placemaking Snohomish County as the basecamp within the area.



Numbers Campaign - Creative Examples

2

Here, the campaign aperture

fe rry narrows to a County-level focus,
terminals

highlighting the coastal
communities and associated
amenities.



Presenter
Presentation Notes
Regional. Showcasing unique Snohomish County experiences at the county regional level.
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Numbers Campaign - Channels + Target Markets

Traditional Markets

e Washington State (excluding Snohomish
County)
Boise, ID

Portland, OR

Vancouver, BC

Limited direct PAE flight markets, with
intermittent campaigns




= Numbers Campaign - Channels + Target Markets

Key Paine Field Direct Flight
Markeis, Diego

e |asVegas
e Phoenix

Drive Markets

Washington State (excluding Snohomish County)
Boise, ID

Portland, OR

Vancouver, BC

Media Distribution Channels

e Digital- Facebook and Programmatic (Datafy)

e Airport Displays- San Francisco (SFO),
Seattle (SEA), Phoenix (PHX), and San Diego
(SAN)



Presenter
Presentation Notes
Flight markets were selected based on two criteria 1) are they a direct flight market and 2) are they historically active visitation markets
Drive markets were primarily selected based on historically active visitation but for Vancouver BC it was also based on strong intent signals we were seeing from the seattlenorthcountry.com website.


Lodging Report - Thru Q2 County Comp Analysis

Snohomish County, Ahead of the Curve

Snohomish County is 2.8% above King County’s
Hotel Occupancy percentage, with 72% occupancy
for the YTD.

Snohomish County also leads Pierce, Whatcom,
and Skagit Hotel Occupancy by an average of 5.6%




HOTEL IMPACT

- 3,683 hotel nights generated
- Aggregate ADR during campaign $115
- Campaign attribution $423,250

ECONOMIC IMPACT

- Visitors who saw an ad, then were seen
in the destination: 33,370

- Avg. Visitor Spend, $213

- Destination attribution: $7,107,810



Presenter
Presentation Notes
The team started with campaign concepting in November of 2022 and launch advertising with the new look of feel of the Numbers campaign. 
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