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MARCH 9, 2022

Seattle Tourism 
Improvement Area



COVID-19 
Industry Impact

Visitation/Economic Impact: 2020 vs. 2019
• 10.6 MM overnight visitors (-52%); 21.7 MM total visitors (-48%)
• $3.6 B in spending (-56%); $321.9 MM in state/local taxes (-62%)
• 48,375 tourism supported jobs (-43.8%)

Meetings/Conventions
• 97 cancelled groups at Washington State Convention Center
• A loss of 648,051 room nights and $705.6 MM in economic impact

Alaska Cruise Season(s) Cancelled
• 2020: a loss of 232 sailings with 1.3 million passengers and $975 MM in 

lost economic impact ($4.2 million per sailing)
• 2021: 82 sailings with just 229,000 passengers

Annual Hotel Occupancy – 2021, 2020 & 2019
• Seattle: 43% (2020: 26%; 2019: 80%)
• San Francisco:41% (2020: 38%; 2019: 82%)
• San Diego: 55% (2020: 40%; 2019: 80%)
• Denver: 54% (2020: 35%; 2019: 77%)



TOURISM 
RECOVERY:
STIA IS THE 

SOLUTION

The Seattle Tourism Improvement Area (STIA) is a 
Business Improvement Area (BIA) formed in 2011 
through the Seattle City Council, in accordance with 
Washington state law to establish a new leisure tourism 
marketing fund for Seattle that enables Seattle hoteliers 
to compete and grow their market share. The STIA is 
overseen by a ratepayer advisory board and its day-to-day 
activities are managed by Visit Seattle. The ordinance for 
these funds dictates they will be spent solely on leisure 
tourism promotion, domestic and international, focused 
primarily on the off-season and shoulder months. The funds 
are used to support advertising, public relations, special 
events, international client events and sales missions that 
increase awareness of Seattle as a leisure destination.



2021 Competitive Destinations: Total Marketing Budget Comparison
Destination Marketing Organization Budgets (in millions)
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VISITSEATTLE.tv



VISITSEATTLE.tv



I Know a Place



Seattle Museum Month



Seattle Good News



Budget Scenarios
FY 2022 (forecast) FY 2023 (forecast) FY 2024 (forecast)

Number of STIA Hotels 72 72 72

Occupancy 62% 75% 78%

Projected Revenues 
($2/room)

$6.8 million $9.2 million $9.6 million

Project Revenues
($4/room)

$10.2 million $18.4 million $19.2 million



Proposed Uses for Additional Funds:
• Additional Key Domestic Market Targeting
• Consistent and stronger promotion throughout 2022/23 (leisure continues to dominate)
• Increased Presence in Canada
• New Content Partnerships with Media Partners (similar to Rolling Stone, Vice, Vox)
• Additional Media Hosting, PR Support
• Further reach for Seasonal Campaigns: Holidays/Winter, Seattle Museum Month, Refract, etc.
• Create New Incentive Months (Seattle Museum Month, Seattle In Bloom)
• Greater consumer awareness in top overseas market(s); support new airline service
• Re-establish presence (agency representation) in growth markets (Europe, Asia, Oceania)
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