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visitseattle.org 

Introductions & Updates 

 

Tom Norwalk  

President & CEO 

 

Janet Christopher 

VP, Tourism 

Ali Daniels 

VP, Marketing 
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2014 STIA Review 

  



visitseattle.org 

Mission 

Establish a leisure tourism (destination) marketing fund for 

Seattle to enable our city to compete and grow tourism market 

share primarily in the off season and shoulder months. 

 

The STIA not only provides a dedicated source of funding for 

the leisure and destination marketing; it ensures that Seattle 

remain competitive. 
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Boundaries 

Beginning where Puget Sound 

meets Galer Street, continuing 

east as if Galer Street continued to 

12th Avenue, south to South Royal 

Brougham Way, west as if South 

Royal Brougham Way continued to 

Puget Sound, continuing along the 

shore of Puget Sound to W. Galer 

Street. 
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Leisure Campaign - 2 Days In Seattle 
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2014 Advertising Review 
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2014 Advertising Review 
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2014 Advertising Review 

 Vancouver 

Victoria 

Denver Salt Lake City Los Angeles 

 

Portland Vancouver 
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2 Days in Seattle – Denver 
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2 Days in Seattle – Vancouver 
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2 Days in Seattle – Los Angeles 
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Non-Traditional – Coffee Giveaways 
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Non-Traditional - Pandora 
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Non-Traditional – Marry Me 
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International Overview 
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Inbound Activity 
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JATA Board of 

Directors- Japan 
JATA BOARD OF DIRECTORS - JAPAN 

BRAND USA - GERMANY 

MEDIA FAM - JAPAN 

MEDIA FAM - FRANCE MEDIA FAM - CHINA 

NFL CHINA 
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Outbound Activity 

JATA TOURISM EXPO, JAPAN ITB, BERLIN 

KOREA SALES TRIP 18 
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King County | Spend by Segment | QTR 1 & 2 2014 
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Media Value Report 
2014 International Advertising Equivalency 

Other Countries 
$441,289  

Korea 
$673,911  

France 
$3,883,013  

Germany 
$4,537,985  

United Kingdom 
$5,331,578  

Japan 
$5,842,530  

China 
$9,938,918  

$30,649,224  
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Taste Washington - March 26-29, 2015 

 

2014 Recap: 

Attendance – 5,489 

Wineries – 230 

Restaurants – 74 

 

tastewashington.org 
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Thank You 


