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LODGING TAX ADVISORY COMMITTEE (LTAC) 

TUESDAY, OCTOBER 21, 2014 – 8:00 A.M. 
Lakewood City Hall, 6000 Main Street SW 

First Floor Conference Room 1E 
 

 
CALL TO ORDER 
Mayor Don Anderson called the meeting to order at 8:04 a.m.  
 
ROLL CALL 
LTAC Present: Lakewood Mayor Don Anderson, Chair; Rebecca Huber, Lakewood 
Historical Society & History Museum; Jackeline Juy, Best Western Lakewood Motor Inn; 
Mario Lee, Candlewood Suites; and Linda Smith, Lakewood Chamber of Commerce 
 
LTAC Recused: Phillip Raschke, Lakewood Playhouse 
 
Staff Present: Economic Development Manager Becky Newton and Administrative 
Assistant Melody Perrussel 
 
PUBLIC COMMENTS: None. 
 
MEETING MINUTES APPROVAL 
Linda Smith moved, and Mario Lee seconded, the motion to approve the October 3, 
2013, LTAC minutes. The motion passed unanimously. 
 
OPEN PUBLIC MEETINGS ACT 
City Attorney Heidi Wachter told LTAC that staff provides training relating to the Open 
Public Meetings Act to the City’s committees and boards. Alternative trainings are 
available online or in a class setting. The Attorney General’s Office pointed out the 
connection between board participants and the public. 
 
Citizens want to know what’s happening in government meetings, and the Public 
Records Act and Open Public Meetings Act are processes to allow that to happen. The 
Public Records Act enables citizens to request documents relating to government 
functions. Government organizations need to respond to public document requests 
within five business days.  
 
Public disclosure requests can be complicated. One of the key issues is whether or not 
City business was being conducted on a City phone, personal phone or during a 
meeting. Our Mayor is straight about how business is done, and it’s easy to tell the 
truth. 
 
Mayor Anderson talked about a citizen taking a picture of an offensive place and then 
being tagged on Facebook without his knowledge. The Mayor said he doesn’t use 
Facebook for City business and asked the citizen to send him an email. 
 
Ms. Wachter said court judges still have to go through documents that a City says 
aren’t disclosable. There are fines and penalties if documents are not released on time. 
She feels there is an impression by citizens that the government isn’t working in the 
open. A bigger question is there is a presumption that the government is hiding things. 
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Rebecca Huber asked if the Martin Luther King (MLK) Committee needs training? Ms. 
Wachter replied that the MLK Committee may uses some City services; she hasn’t run 
into a request for training them. She doesn’t want to volunteer our people to the point 
of burdening them with too many trainings. It is a passing of authority from the Council 
to a committee, which has a final duty.  
 
LODGING TAX FUNDING GUIDELINES 
Ms. Wachter explained that staff sorted and revamped Lodging Tax Grant Fund 
Guidelines originally created in 2000. The City gets 7% of the lodging taxes paid to 
Washington (WA) State. This breaks down into 2% + 2% = 4% which can be used for 
tourism promotion, or the acquisition of tourism-related facilities, or operation of 
tourism-related facilities. The additional 3% is restricted for the acquisition, 
construction, expansion, marketing, management, and financing of convention facilities, 
and facilities necessary to support major tourism destination attractions that serve a 
minimum of one million visitors per year. 
 
The law changed dramatically last year, and our Council is more confident of LTAC, who 
has been doing a good job. There has been some controversy as the Council’s typical 
role is to have final bottom line authority. Some power shifted into this committee, and 
LTAC makes recommendations to the Council who authorizes or denies payments line 
by line. 
 
If the LTAC funds three items, the Council can accept or reject any of them but cannot 
add or modify any of the recommendations. The Council can send decisions back to 
LTAC for reconsideration. The last Guidelines were written in 2000 and show what the 
law expectations are. Ms. Wachter stated that this year there has been an awareness of 
the rules, but not the spending amounts. 
 
Ms. Wachter responded to a question of why the 3% side has more uncommitted funds 
than the 4%. She explained that both funds have been collected for years. New 
Assistant City Manager/Finance Director Tho Kraus has been sorting through the fund 
records, and more of the non-capital side has been funded than for capital expenses. 
Mayor Anderson added that clearly the 3% designated funds are for the capital side. 
 
2014 GRANTS STATUS & FUND BALANCE 
Mayor Anderson reviewed the uncommitted lodging tax fund balance and estimated 
2015 earnings of $500,000. He stated the City reserves 25% of the total yearly 
earnings, which works out to being $125,000 in 2015. There are restrictions on some of 
the funds, and the City is still paying annually for a share of the Clover Park Technical 
College (CPTC) McGavick Center. In 2014, the City made the 8th payment of $101,850; 
there are a total of 20 annual payments. 
 
Daffodilians dba The Daffodil Festival 
Executive Director Steve James talked to LTAC about their annual Daffodil Parade and 
year-round Festival. Their request would support the Daffodil Princess Royalty program.  
 
Two Lakewood area high schools have been selecting one senior girl each to represent 
her school as their Daffodil Princess. Each girl is given intensive training and a wardrobe 
of outfits to wear during the Festival and to out of town parades; they will participate in 
50+ appearances throughout the county and Pacific Northwest. Lakewood’s funds would 
also be used to advertise and promote the festival.  
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The Daffodil Parade has in excess of 5,000 participants and 800 travel from 50 miles or 
greater to this area. At least 80 travel from out-of-state and country. The Parade and 
Festival promote Pierce County, its cities, and its interests as the Daffodil Festival 
participates and travels to 32 out-of-town festivals. Princesses support the Lakewood 
community and work with a number of organizations to raise funds.  
 
The Parade doesn’t come thru Lakewood, but the Festival has participates at the Clover 
Park Technical College McGavick Center for Emergency Food Network and Rotary 
auctions and the Princess Promenade. A City Day wasn’t available in 2014, and the 
Promenade moved to Puyallup.  
 
Daffodil Princesses speak to youth and read to kids in our Lakewood Library. They 
volunteer at the Boys/Girls Club and affect hundreds of kid’s lives. They volunteer at 
elementary schools, and affect perhaps 3,000-4000 kids. The princesses are available 
for the City to include in events. Mr. James hopes the City will continue $5,000 funding. 
 
Asia Pacific Cultural Center (APCC) – 5th Annual Samoa Cultural Day 
Executive Director Faaluaina Pritchard stated 2015 will be the fifth year for Samoa 
Cultural Day, a day-long, outdoor event that is the last day of a three-day long series of 
Samoa events. 11.4% of Lakewood’s population are from the Pacific Islands and an 
estimated 15% of them made Lakewood home after finishing military service. JBLM 
Samoa Soldiers will be participating in the Day’s events, and VIP’s from Washington 
D.C. and other states are invited. 
 
Samoa Cultural Day opens with a parade of Samoan organizations in traditional 
costumes followed by the customary Ava Welcome Ceremony. Participants will enjoy a 
variety of activities including village singing and dances, cultural displays, arts and 
crafts, games, and authentic cuisine. Cultural activities include: peeling green bananas, 
making coconut milk, fire-making, and much more. There will be retail vendors and 
informational booths for people to visit. 
 
The goal for Samoa Cultural Day is to provide an educational, fun, heart-felt, and 
entertaining cultural experience for all attendees. Pacific Islander-type festivals are 
rare, and APCC knows that these people are traditionally willing to travel many miles to 
participate and enjoy large cultural Asia Pacific events such as Samoa Cultural Day.  
 
The 2015 events are scheduled to be held at Mount Tahoma High School, just over the 
Lakewood City boarder, and over 5,000 people are expected to attend and will include 
overnight stays by performers and dignitaries. 
 
Tacoma Regional Convention + Visitor Bureau (TRCVB) 
President/CEO Bennish Brown noted that the TRCVB uses all lodging tax grant funds to 
draw tourists to Pierce County in collaboration with many partners and the Lakewood 
Chamber. They expose our destination to visitors who are likely to choose us; bring 
visibility to our destination through marketing, promotions and sales. They are also 
marketing to U.S. Open golf visitors to draw them to our region early or to stay late 
along with coming for the 2015 Championship. 

The TRCVB has created a Visitor Profile Study to help determine a baseline for types of 
visitors coming to Pierce County. The study includes what activities tourists are 
engaged in, why they came, where do they get their information, and what destinations 
are chosen over ours. TRCVB is working to remain the indispensable leader in regional 
tourism industry. 
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Tourism brings economic impacts to cities and the region. 2013 travel spending in 
Pierce County was $981 million and $80.2 in Lakewood. TRCVB has targeted travel 
writers to play local golf courses and write a variety of magazine and internet stories. 
 
The TRCVB increased its Visitor Guide distribution to the Amtrak Cascades and is now 
marketing to International cultures online. Marketing campaigns are planned for Spring 
and Fall. Their goal is to remain competitive as a destination that draws tourists, which 
means they must match or exceed marketing and sales budgets of other cities and 
locations.   
 
Pierce College Science Dome 
Science Dome Coordinator Hillary Stephens and Grants & Resource Development 
Director Michelle Galaz talked to LTAC about the Pierce College Fort Steilacoom campus 
Science Dome; the South Sound’s only planetarium. Dome programming is shown on a 
36-foot dome with a cutting-edge digital projector and a powerful surround sound 
system. The planetarium engages participants in 3-D "you-are-there" experiences that 
allow people to witness and discuss astronomy, science, and investigate earth.  
 
The Science Dome is a digital planetarium creating a myriad of possibilities for content: 
flying by Saturn, in the redwood forest, flying past pyramids, lamps of Atlantis, the 
dynamic earth, black holes, sea monsters from prehistoric dinosaur. The Planetarium is 
used in PC glasses, weekly programs, open every week, and has special events and 
field trips. They work with Tacoma Astrological Society events, science fact or fiction 
events, small children programs, partner with Lakewood computer Club, and have a live 
telescope feed through Columbia Basin’s telescope so live coverage can be shown. 
 
The requested funding will allow new programming to be created for an adult 
demographic of 25-45 years that reside in targeted areas more than 50 miles from 
Lakewood. The targeted locations would be zip code for Lewis County, Bainbridge Island 
(North Kitsap County), Shelton (Mason County), and Port Townsend (Jefferson County).  
 
The 25-45 year old demographic would be tracked. Usage statistics from Google, Reach 
Local, contracted media buyer, and social media will be compiled. Dome staff will collect 
demographic information on participants and track repeat business as well as measure 
the effectiveness of the advertising promotion.  
 
Pierce College has a history of drawing community members to campus for 
astronomical events. In June 2012, more than 1,000 community members converged 
on campus to view the transit of Venus through telescopes. Hundreds and even 
thousands of community members have taken advantage of Pierce College Fort 
Steilacoom’s campus for astronomical viewing, thanks to its claim as one the darkest 
night’s sky in Pierce County. 
 
Tacoma South Sound Sports (TSSS) 
Dean Burke, Executive Director, relayed TSSS is a destination marketing organization 
which focuses on amateur sports. They work to bring events into regional communities 
drawing visitors to stay in local hotels.  
 
TSSS draws visitors from over a 50-mile radius and use new tracking Google software 
to create maps of where people came from. In 2013, they worked with 45 amateur 
sports events that brought 201,600 visitors to our region. That works out to 16,900+ 
hotel overnights and $11.7M in direct spending/economic impact, and 2014 is going to 
have higher figures. 
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Mr. Burke said he kept the TSSS fund request flat this year so they could prove 
themselves. Their $50,000 requests is 8.6% of the TSSS budget. They work with all 
regional cities and include events that are: global, international, national, regional, and 
local. They have reduced their number of staff and now have a team of four which gives 
them more operating money.  
 
There is a lot of opportunity along 1-5, and they work with five Lakewood hotels. In 
2014, Lakewood has been impacted by 17 events: five events directly in Lakewood, 
eight events on the City borderline, and four events held outside the City but large 
enough to generate hotel nights and tourism. Their year-to-date Lakewood totals are: 
9,165 participants, 71,717 spectators, 7,272 room nights, and $5.1M in direct 
spending. There are still four more inside Lakewood events that will bring an estimated 
4,500+ athletes and 5,000+ spectators in Quarter 3/4. 
 
They are bringing new events with more spectators and participants, and are working 
on a comprehensive venue plan with cities. They want to work with cities on rethinking 
venue enhancement. They want regional-wide meetings around ideas for creating new 
venues. TSSS sees venues without bias. They are trying to increase the structure 
usage. 
 
Lakewood Historical Society & History Museum (LHS) 
LHS Treasurer Gary Fowler and Vice-President Glen Spieth said their recent SALUTE 
PIERCE COUNTY event was a great success with 375 attendees. Awards were given to 
former Congressman Norm Dicks and Lakewood’s long-time Councilmember and past 
Mayor Claudia Thomas.  
 
Mr. Fowler thanked LTAC for their support during the past several years and stated the 
LHS is moving forward with placement and dedication of four Historical Markers. Eight 
others are already placed and dedicated around Lakewood.  The Safeway Marker took 
two years of work to totally complete. There will be a total of 12 Markers when the four 
are finished this year.  
 
This project and funding request is to provide funds that will help support the 
operations, programs, special events, tourism promotions activities, and marketing 
related to the LHS. The Board of Directors holds the responsibility for the management 
of the Museum. 
 
Various avenues of marketing, advertising, and promotion will be used to encourage 
people to visit Lakewood. Examples of advertising outlets that will draw visitors from 
50+ miles include regional publications such as the South Sound Magazine, KLAY radio 
advertising, I-5 and City signage, Facebook, TRCVB promotion, and Heritage 
Partnerships with the Heritage League of Pierce County. 

  
Lakewood Playhouse, Marketing 
Lakewood Playhouse Managing Artistic Director John Munn and Developer of Advertising 
& Grants James Venturini passed out their redesigned 75th Anniversary brochure 
highlighting Lakewood’s lodging contact information. They displayed recent postcards, 
newsletters, bookmarks and other attractive marketing tools the Playhouse is using to 
bring in new customers.  
 
The Playhouse plans to provide Lakewood hotel/motel contact information in their 
newsletters, brochures, and inserts to encourage more overnight stays. Their Shop, 
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Eat, Stay, Play message is prominently shown on all printed pieces and in their 
electronic promotion. They have recognized there is a corresponding growth between 
hard copies mailed and play attendees. Their education program is growing, and family 
members are traveling to Lakewood to see their grandchildren perform. 
 
The Lakewood Playhouse has invested in new, more comfortable theater seats and is 
working to fill all of them. Mr. Munn stated they could not expand their many programs 
without City support. 
 
Historic Fort Steilacoom Association 
Association Secretary Joseph Lewis stated his organization’s four historic houses are the 
oldest structures in WA State and are listed on the National Register of Historic Places. 
Built in 1849, when the army came here to protect settlers, the Historic Fort Steilacoom 
Association began in 1983. They created the Fort Nisqually Living History Museum 
where volunteers and staff, in period clothing, demonstrate the lives, crafts and 
adversities of the 19th century. They engage visitors in historic dialogue during the 
Living History Days and other events throughout the year. 
 
Mr. Lewis talked about State Senator Mike Carroll’s award of $250,000 to maintain the 
four historic structures, located on the grounds of Western State Hospital. Their 
landlord is the DSHS Division of State Hospitals. Unfortunately, Senator Carroll died in 
2013, a month prior to the gift being made public. Association members still talk about 
the surprise. An engineering study is currently being completed to show how to move 
forward on putting a new foundation under one of the houses. None of the money can 
be used for marketing. 
 
The Association works with many organizations. They print brochures, advertise in the 
Sub-Times, Facebook, and partner on outreach with LHS. In March, they began 
advertising on the KLAY 1180 morning show, and they were in the recent Comcast 
Neighborhood video which is now on YouTube. 
 
The Association has been approached by sons of Union Soldiers in Civil War who want 
to donate hundreds of primary record volumes for 1881-1901 family research. They 
draw a lot of JBLM soldiers as visitors.  
 
They have a membership of about 140 with about 20 of those being active. Although 
they are on the National Register, they have work to do to be listed on the WA State 
and City registers. 
 
Lakewood Economic Development - Reprinting Two Brochures 
Administrative Assistant Melody Perrussel talked to LTAC about two brochures originally 
created and printed with lodging tax grant funds in earlier years. The request is for 
funding to reprint the brochures.  
 
The City originally got 100 brochures titled ‘History and Map of Historic Patient 
Cemetery at Fort Steilacoom Park’ brochures at the end of 2012. The City has seven 
brochures left. Due to having so few copies of the cemetery brochure originally, the City 
has tried to keep a small supply inside the cemetery entrance informational structure. 
LTAC members thought Grave Concerns, the brochure creator, has copies and are also 
maintaining the supply at the Fort Steilacoom Cemetery. 
 
The City originally got 1,000 brochures titled ‘Historical Driving Tour of Lakewood, WA’ 
at the end of 2013. This has been a popular and requested brochure. The City has less 
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than 100 brochures left. This tour brochure is currently available at the Lakewood 
Chamber of Commerce, Lakewood Historical Society & History Museum and meetings, 
the Tacoma Regional Convention + Visitor Bureau, and at Lakewood City Hall. Members 
discussed this brochure situation. This brochure is so popular that LTAC is interested 
reprinting more than 1,000 or 2,000. The two hoteliers would like to have a supply of 
them to put out. 
 
Lakewood Sister Cities Association (LSCA) 

President Connie Coleman-Lacadie talked to LTAC about the great 2014 International 
Festival put on in April-2014 by the LSCA with collaborative partners at Pierce College 
Fort Steilacoom Campus, and Lakewood’s ArtsFest Commission. 

The 2015 International Festival is planned for May 1-2, 2015 and will be put on by the 
same partnership. Local and student artists in and around Pierce County will be 
highlighted in 2015 as well as international art. 

The International Festival is the major annual community event of LSCA, a non-profit 
501(c)3 organization affiliated with the City of Lakewood. The festival will host 
entertainers from cultural diversities, with an emphasis on our Sister and Friendship 
cities in Japan, Philippines, Korea and China. The festival is an opportunity for greater 
Puget Sound residents to take part in celebrating 

This event typically attracts 1,500-2,000 residents and will include the disabled, school 
children, military families, human service organizations, members of our consulates, 
and international and art communities throughout the South Puget Sound region. 

The lodging tax funds will cover marketing and operational costs as well as travel, 
lodging, and meal expenses for entertainers traveling from Lakewood Sister City 
Bauang, La Union, Philippines, which will be highlighted. LSCA will also work with 
regional and northwest entertainers; the event will be promoted in international 
newspapers. 
 
Lakewood Chamber of Commerce 
President/CEO Linda Smith thanked LTAC for their support. Travel is big business, and 
tourists spent over $80M dollars here in Lakewood last year and $40M in Gig Harbor. 
 
The Chamber wants to continue being the #1 place in Lakewood for visitors. Once 
tourists stop at the Chamber, her staff tries to sell them on staying overnight an extra 
night or two to enjoy what Lakewood has to offer. 
 
The Chamber prints a Members Directory & Visitor Guide yearly as well as quarterly 
events calendars. Some people still want paper in their hands. They maintain an 
informative website that directs visitors to events and things to do while here. They 
have hard copies for those who don’t like to get their information online. 
 
The Chambers delivers a Hotel/Motel binder with all kinds of local information to local 
hotels/motels. They served about 2,300 people last year and are trying to get more 
signage so citizens can find them easier. 
 
Next year, they plan to redesign their prime pieces, ramp up social media efforts, and 
engage with Air Mobility Rodeo planners who will be reserving up to 19,000 rooms. She 
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wants to fill up our region. Also high on her list is to create posters and a readerboard 
campaign on cleaning up our City. 
 
 
Ms. Smith played three 30-second U.S. Open commercials the Chamber created to be 
run on the Fox Network. They amusingly show Lakewood’s position is very close to 
Chambers Bay Golf Course. She wants to continue partnering to market events, 
functions, and to upgrade their media photo library. 
 
Ms. Smith stated that people often don’t recognize the tourist part of our military. The 
Chamber presents Welcome Bags to all new soldiers at JBLM. The bags contain all kinds 
of information of fun things to do in Lakewood. They meet 200-300 new soldiers 
regularly and provide support services to anyone who wants to film in Lakewood. 
 
Lakewold Gardens 
Executive Director Stephanie Walsh thanked LTAC for their investment in Lakewold 
Gardens and for providing them continuity. In 2015, she wants to forge ahead with 
creating a partnership of south sound gardens. She has longed to get this group to the 
table and to partner on bringing people south.  
 
Lakewold has noticed a real uptick on people staying overnight in hotels, and Ms. Walsh 
wants to look into the cost of having a shuttle running between Lakewood hotels and 
Lakewold.  
 
Ms. Walsh noted they will know if Lakewold Gardens is going to be placed on the 
National Historic Register soon. It would open their world and allow them to advertise 
on many new websites. Lakewold has launched a media campaign for the less mobile to 
be able to experience the gardens. They will be kicking off the story application for 
looking at Lakewold so people can review it wherever they are.  
 
Two new books about Lakewold Gardens have been published. Some people love 
gardens; they buy the garden books and visit gardens whenever they are in the area. 
The Lakewold Garden Shop has been brought into the Wagner house. They expect 
about a 10% increase in attendance in 2014, and people usually visit on a three year 
schedule. 
 
Ms. Walsh stated Lakewold Garden’s marketing and beneficiaries are all about results. 
She has an enormous dashboard and reports monthly. Specific items are shown how 
they are contributing; drawing more and more people who are reserving hotels for 
overnight stays.  
 
Television commercial campaigns really work for bringing people to Lakewold.  
 
Also, there were 20 weddings held in there this year. Two wedding reservations are 
never booked back-to-back. After 250 people are entertained there, staff has to give 
the Gardens a rest.  
 
Lakewood Parks - Farmers Market 
Recreation Coordinator Arielle Carney relayed the Farmers Market started in 2012 as a 
pilot project. After getting lots of feedback on it from citizens, it was decided to have it 
continue. This third year has been run on Tuesdays from June to mid-September. 
They’ve regularly had over 30 vendors and over 60 vendors at the end. It’s growing. 
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The Market had a consistent layout this past year, and that added to the event. WIC 
handed out vouchers during the Market this past year, and staff wants to look at bigger 
partnerships in 2015. Ms. Carney also stated Parks want to find more places for 
signage, banners, and a-frames. She put an advertisement in the Marlene’s Markets 
newsletter, and they carried it through the summer. 
 
The City of Lakewood is a member of the Washington State Farmers Market Association 
and 200,000 Farmers Market catalogs are printed and staged throughout the state. We 
want to run an advertisement in it again. 
 
Parks wants to pay more staff salaries out of the grant funds. The work on the Market is 
almost year-round. It takes 3 ½ hours to it set-up and a couple hours to take it down. 
Ms. Carney also talked about using some marketing money to draw bigger and more 
food truck vendors between the lunch hours 11:30-1:30 pm. 
 
Approximately 90% of attendees provided feedback saying they shopped in Lakewood 
stores as well as at the Farmers Market. Instead of expanding the Market too much, 
Ms. Carney would like to be choosier about which vendors are invited to attend. 
 
Lakewood Parks - SummerFEST 2015 and SummerFEST Triathlon 
Ms. Carney said SummerFEST is a free 12-year old community festival with various 
interactive crafts, activities, and resources for festival attendees to enjoy in Fort 
Steilacoom Park. The Lakewood Sprint Triathlon began in 2012 as a collaborative 
project between City staff and the Tacoma South Sound Sports Commission to 
complement SummerFEST. It was successful, and the 120 or so participants praised the 
event.  
 
In 2014, Parks tried to separate the Triathlon from SummerFEST to allow the event an 
opportunity to grow and be highlighted as a unique, regional event. Lakewood’s 
Triathlon has already developed a reputation as a destination event with the course, 
pre-race and post-race elements, and event atmosphere creating a positive perception.  
 
The 2014 SummerFEST occurred on a hot day. Parks had over 150 vendors, its first 
beer garden, and 50+ volunteers working. The City partnered with the Mattress Ranch 
on an aired in-kind advertising donation. SummerFEST and the SummerFEST Triathlon 
received air-time on 30 second commercials that aired for four weeks prior to the 
festival on local channels. The advertising was extremely generous and helpful, and 
Parks hopes the commercials can run for six weeks in 2015 too.  
 
Parks advertised in two languages in 2014 and wants to expand to more languages in 
2015 with its bus and readerboard advertising. The 2014 Triathlon had 178 athletes 
competing with attendees coming from over 300 miles from Carville, OR. It is expected 
to keep growing.  
 
Our Sprint Triathlon is the only one in this area. Athletes were required to be at Fort 
Steilacoom Park very early, which encouraged participants to stay overnight. Ms. 
Carney wants to partner with Black Hills and JBLM Triathlon events in 2015 to create a 
“Triple Threat” Series. Working with these two established groups will help our event 
and increase our marketing footprint and build a stronger regional event. We are 
planning to buy advertising on gym TVs. 
 
Ms. Carney talked about the Parks Facebook push and said that we paid to have the 
Triathlon be a sponsored host. They saw the number of participants, and are very 
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excited about working with these new partners. She wants to go above the 200 
participant mark. 
 
Parks is looking for things for families to do while their family member is participating in 
the Triathlon. Ms. Carney wants to tighten up the placement and pull it in so it’s closer 
to the main stage. She wants to market the Triple Threat event differently and expects 
to use our logos, and also have partner logos at the event. 
 
Lakewood Parks - Waughop Park Trail Project 
Parks, Recreation and Community Services Director Mary Dodsworth talked about Fort 
Steilacoom Park which has about 500 acres of open space, is surrounded by residences, 
Pierce College’s Fort Steilacoom campus, and is in the northwest section of Lakewood.  
 
What we call the Waughop Lake Trail, inside Fort Steilacoom Park, was the original 
traffic roadway. The one-mile road was closed to vehicle traffic in the late 1970’s and is 
currently cracked and falling apart.  Ms. Dodsworth wants to make the Park more useful 
for multiple uses by building a new Trail with an 18 foot wide hard surface, soft 
shoulder, and lane separation.  
 
Ms. Dodsworth says an improved Trail will enhance future operations in the Park and 
increase recognition of this site and Lakewood for tourism. She wants to bring people to 
the park for over four hours or a whole day. Local and regional events bring people who 
come from a 50+ mile distance.  
 
Ms. Dodsworth is asking for 5% of the total cost of the proposed Trail. She also wants 
better ADA parking and new picnic areas created around the lake so people can have 
different special events without bothering each other with stages, loud speakers, and 
maybe even on piers built over the water in the lake. She says this project received the 
highest number of votes in the survey and is important to families, dog walkers, and 
others. The ultimate goal is $500,000, and the community can benefit by spending 
more time in the Park. We know that gas stations, Subway and other eateries get more 
business when there are lots of people in the Park. 
 
Numerous partners, grants, and stakeholders are being worked with, and this project is 
#12 on the WA State list. Ms. Dodsworth wants to start repairs next year to fit between 
events. She plans to talk with bikers to make sure the plans are reasonable, and 
expects the piers to be put off until later. She is still working on designs with the 
stakeholders. 
 
Lakewood Parks - Bridgeport Way Gateway 
Ms. Dodsworth stated the City’s been working on gateways and ‘first impressions 
matter.’ People create a perception of you in less than 10 seconds. We have 12+ 
entryways that come into Lakewood. Each is unique, some are restricted, and some 
have plenty of room. She wants to make the gateways consistent and inviting so people 
feel Lakewood is a special place.  
 
An example is Bridgeport Way just off I-5. A committee of folks came up with a vision, 
a signage program. The Gateway Committee looked for commonalities between the 
entrances. They were shown pictures of the Bridgeport Way and Pacific Highway 
Gateway. They thought it was visually cluttered, and they wanted to change the focus 
so drivers are looking at something that is more attractive.  
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They wanted to put a sign in this area, but not just a sign. They wanted to enhance the 
other sides of the intersection as well, so it could be someplace special. The envisioned 
sign is a raised planter with seasonable plants and in natural colors. The word 
LAKEWOOD is backlit, and there’s nice cement and different materials used. They want 
the signage to be viewed by visitors as a Lakewood landmark.  
 
Ms. Dodsworth stated drivers get confused and don’t know where they are when they 
first come off I-5. Parks is already partnering with WSDOT on the area. $10,000 will 
basically pay for the City’s portion of the LAKEWOOD sign. WSDOT has gotten a 
landscaper to create a plan. She said WSDOT was pretty open about the project, and 
she is working with them. 
 
In some cities, businesses take responsibility for some of the maintenance of islands or 
intersections. Ms. Dodsworth is hoping to set-up that type of project. 
 
Lakewood Economic Development - Media Campaign:  
‘Have you seen Lakewood lately?’ 
Communications Manager Brent Champaco talked about a plan, in coordination with 
Economic Development, to get people to come to Lakewood. The City is in the midst of 
trying to sell our brand, not just that this City is safe. He wants to build on some of 
City’s strengths and is moving forward with the #IamLakewood campaign. We are a 
place of pride and fun, and not about misconceptions. Facebook, tweeting, everything 
we touch has #IamLakewood. Congressman Denny Heck and former Councilmember 
Walter Neary are using it. 
 
Why is that important? We’re trying to bring in another piece to this. We want to have a 
concerted effort to have a real tourism-based media campaign to put us out there. 
 
Mr. Champaco talked about the best tourism campaigns he’s seen: 
 
• travelandleisure.com 
• Denver.org - highlights their art and fun things to do there 
• Myrtlebeach.com - has an entire twitter feed for people to read to draw them there  
• Tourism.austrailia.com - tweets and pictures of things to see and do; they engage  
• Capetown.travel 
 
The U.S. Open is coming in 2015. This can touch and affect many communities in our 
region; however Lakewood is the gateway to Chambers Bay from I-5. Go north on 
Bridgeport Way, and you’ll drive just past the course. This is one event, something that 
will come and go, but we can build up enough momentum to let out-of-towners know 
where in Lakewood to stay, eat, and shop.  
 
What special destinations do we have to offer for visitors? They’ll have free time. 
Fort Steilacoom Park; the Veterans Golf Course, a course run by Ryan Moore, the Fort 
Steilacoom Golf Course. 
 
We want to capture the traffic and people coming in. If we look at it from the social 
media aspect, LTAC has heard the news and press releases. The key to getting our 
message out there is that we have to do our own marketing. Put it out there on social 
media sites. Our Facebook page has over 600 Likes this year, and the City is creating a 
new website. 
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Mr. Champaco asked ‘what about a TNT pullout page on what to do in City of 
Lakewood.’ Pierce County Communications Director Hunter George is expecting to get a 
visit from U.S. Open staff. He is trying to dedicate more staff time to come up with 
ideas. I say what about #I am Lakewood House of Donuts, here since 1959. A video 
would stick out more and be remembered better than a press release.   
 
It’s all about having fun! We can control our own destiny! We can stick out in this highly 
competitive field! 
 
Lakewood Economic Development - Personnel + Program 
Economic Development Manager Becky Newton told LTAC that her department has 
traditionally managed the lodging tax grant program. She instructed that her request 
includes the 2014 approved salary amount plus 3%.  
 
Ms. Newton told LTAC that next year the program may be managed by the Finance 
Department. Whoever manages it, the requested amount will be spent on staff time 
while working on lodging tax grants. 
 
GRANT FUNDING DECISIONS 
Assistant City Manager/Finance Director Tho Kraus joined the meeting to assist in 
tracking LTAC’s funding recommendations. Group discussion ensued on the estimated 
2015 hotel/motel earnings. There are more 2015 requests than ever before, and they 
add up to the largest total ever requested. Unfortunately, the estimated 2015 earnings 
aren’t expected to cover the requests.  
 
LTAC worked with the capital project requests first. They thought all of those requests 
could be funded and requested to pay $5,000 for LHS Historic Markers out of the capital 
projects side.  
 
Mayor Anderson noted that the City Council has an interest in maintaining some capital 
facilities funds for future tourism projects that could require a large capital expense.  
 
LTAC was disappointed there was not expected to be enough non-capital funds to allow 
funding as they wanted. They decided to start by going back to the 2014 funded totals 
and start cutting back from here. Members thought requesters should have gotten 
together to discuss their proposals to avoid duplicating jobs and increased fund 
requests.  
 
Group discussion ensued on setting their 2015 recommendations: 
 
Asia Pacific Cultural Center: The 2015 Samoa Cultural Day event is scheduled to be at 
Mount Tahoma High School just over the Lakewood/Tacoma border. The Candlewood 
Suites got one reservation from the 2014 event, and none came to the Lakewood Best 
Western. LTAC knows this is a good event and they want to fund it, but there just 
aren’t the funds to do so. 
 
Daffodil Festival dba Daffodilians: This wasn’t funded in 2014, and LTAC didn’t see 
enough money to fund them in 2015. Members didn’t think there would be any 
Lakewood overnight stays because of the Festival, which doesn’t stop her, or for their 
Princess Promenade. 
 
Historic Fort Steilacoom Association: This has been funded at the $8,000 level for 
several years. The Association is not advertising in anything except local media, which 
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isn’t drawing tourists here. LTAC says they need to advertise in a wider area to be able 
to pull overnight stays here. Mayor Anderson indicated he feels the location should be a 
national monument.  
 
Lakewold Gardens: LTAC wanted to fully fund Lakewold Gardens, because this 
organization does a great of actually bringing in overnight stays. Lakewold got reduced 
funding because there was not enough 2015 funds. 
 
Lakewood Historical Society & History Museum: LTAC awarded partial funding of their 
requested non-capital amount and put some funds in capital facilities for Historical 
Markers. This organization is also working on funding with Pierce County 
Councilmember Douglas Richardson. 
 
Lakewood Chamber of Commerce: LTAC appreciated the Chamber’s community 
outreach and Visitor Center. There just wasn’t the money available to fully fund the 
Chamber as they wanted, and it got reduced funding.  
 
Lakewood Economic Dev. - Reprinting Two Brochures: A LTAC member said Grave 
Concerns printed a bunch of brochures and are maintaining a supply at the Fort 
Steilacoom Cemetery, so that brochure’s not necessary right now. 
 
The Historical Driving Tour of Lakewood, WA brochure is so popular, and both hoteliers 
indicated they wanted copies to pass out too. LTAC decided they wanted to print as 
many brochures as $4,500 could get. They were hoping it would be a lot of them. 
 
Lakewood Economic Dev. - Media Campaign: ‘Have you seen Lakewood lately?’: 
LTAC bounced this one around, because they saw the need and possibilities, but there 
just wasn’t enough money available to fund it like they wanted. 
 
Lakewood Economic Dev. - Personnel + Program: LTAC talked about the program. Ms. 
Kraus and Ms. Newton relayed that the program has already been put in the 2015 
Finance Department budget, so the economic development personnel funding is not 
needed. 
 
Lakewood Parks - Farmers Market: LTAC thought the Farmers Market was good this year. 
They decided to give it the same amount that was in the 2014 budget.  
 
Lakewood Parks - Bridgeport Way SW Gateway Improvement Project: LTAC fully funded 
this capital facilities project. 
 
Lakewood Parks - SummerFEST 2015 + Triathlon: LTAC wanted to fund SummerFEST 
2015 + Triathlon, because the Parks Department does a great of actually bringing in 
people for overnight stays.  
 
Lakewood Parks – Waughop Lake Trail Improvement Project: LTAC fully funded this 
capital facilities project. 
 
Lakewood Playhouse: LTAC wanted to give the same funding for the Playhouse as in 
2014, as they’re doing a great job of marketing in and out of the area. Unfortunately, 
there wasn’t enough funds to grant them at that level, and LTAC had to reduce the 
grant. 
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Lakewood Sister Cities Association: LTAC likes this free annual event and that LSCA 
brings international and other regional entertainers to Lakewood. LTAC gave them a 
reduced amount because there were not enough funds. 
 
Pierce College Science Dome: LTAC didn’t fund this new organization. They didn’t think 
there would be Lakewood overnight stays as a result of the program as described. 
 
Tacoma Regional Convention + Visitor Bureau: LTAC wanted to give TRCVB the same 
funding as in 2014, as they’re doing a good job of marketing Lakewood. Unfortunately, 
there weren’t enough funds to grant them at the same level, and LTAC reduced the 
grant. 
 
Tacoma South Sound Sports Commission: LTAC wanted to give TSSS the same funding 
as in 2014, as they’re doing a good job of pulling in athletic events to Lakewood and 
close to Lakewood. Unfortunately, there weren’t enough funds to grant them the same 
level, and LTAC reduced the grant. 
 
OTHER BUSINESS 
Staff advised LTAC will be notified the two City Council meeting dates set for their 
recommendations to go to before the Lakewood Council.   
 
ADJOURNMENT 
Mayor Anderson thanked LTAC for their service. Mayor Anderson adjourned the meeting 
at 2:39 p.m. 
 
 
_________________________________ ______________________________ 

     Mayor Don Anderson, Chair                  Melody Perrussel, Secretary 
 
_________________________________ ______________________________ 
          Dated       Dated 
 



City of Lakewood 
Lodging Tax Funding Guidelines 

 
 
Background 
The objective of the City of Lakewood Lodging Tax Advisory Committee process is to 
support projects, which encourage eligible tourism and cultural activities and support tourism 
facilities in Lakewood.  The process is reviewed annually and the guidelines are updated in 
accordance with reported success of existing programs, potential for new programs and 
changes in state law. A calendar for the application process will be established but will allow 
for emerging opportunities as they arise. 

 
 
 
Objectives for Hotel/Motel Tax Funds: 
•   Generate increased tourism in Lakewood resulting in over-night stays at local hotels. 
• Generate maximum economic benefit through overnight lodging, sale of meals and 

goods, and construction of tourism-related facilities. 
•   Increase recognition of Lakewood throughout the region as a destination for tourism. 
•   Increase opportunities for tourism by developing new visitor activities. 

 
Allocation Guidelines: 
• The City shall seek proposals for funding on an annual basis from organizations 

seeking to use Hotel/Motel Tax funds for promoting tourism or for acquisition, 
construction or operation of tourism related facilities. 

•   Organizations seeking funding must complete an application form. 
• The Lodging Tax Advisory Committee shall review the proposals and make 

recommendations to City Council as to which applications should receive funding. 
• The final funding decision will be made by City Council in the form of approval or 

denial of the recommendation as recommended – no amendments to 
recommendations will be made by the City Council. 

• Once approved for funding an organization must enter into a contract and funding will 
be provided in quarterly installments or on a reimbursable basis. 

• Organizations receiving funding must submit a report at the end of the calendar 
year. 

•   $101,850.00 will be paid annually to the Sharon McGavick Student Center through 
2027 pursuant to the City’s agreement with Clover Park Technical College. 

• 4% - Can be used for tourism promotion, or the acquisition of tourism-related 
facilities, or operation of tourism-related facilities. 

• 3%- Can only be used for the acquisition, construction, expansion, marketing, 
management, and financing of convention facilities, and facilities necessary to 
support major tourism destination attractions that serve a minimum of one million 
visitors per year. 

•   The City shall maintain a reserve fund of at least 25% for future capital projects. 



 
 

 
Uncommitted Lodging Tax Fund Balance +  
Estimated 2015 Lodging Tax Fund Earnings 

 
Estimated Ending Fund Balance on 12/31/14 $ 939,480 

LESS 25% Reserves, per Guidelines ($ 125,000) 

Estimated FINAL Ending Fund Balance on 12/31/14 $ 814,480 
  
2015 Estimated Lodging Tax Fund Earnings $ 500,000 
  

 

 
4% Restricted Use: 

Lodging tax grant funds reserved for 
tourism promotion, acquisition of 

tourism related facilities, or 
operation of tourism related facilities 

 

3% Restricted Use: 
Lodging tax grant funds are reserved 

for acquisition, construction, 
expansion, marketing, management 

of convention facilities 

FINAL Grant Funding  
Amount Available 

 $ 298,561 $ 515,919 $ 814,480 

LESS 2015 CPTC  ($ 101,850)  
TOTALS $ 298,561 $ 414,069 $ 712,630 
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2015 LAKEWOOD LODGING TAX ADVISORY COMMITTEE RECOMMENDATIONS 
October 21, 2014 

 
 

 
2015 FUNDS 
REQUESTED 

2015 ALLOWED    
NON-CAPITAL 

REQUESTS 

2015 ALLOWED 
FOR CAPITAL 

FACILITIES 

TOTAL 
RECOMMENDED 

FUNDING  

Asia Pacific Cultural Center $      7,500 $      2,500 
 $       2,500 

Daffodil Festival dba The Daffodilians $      5,000 
  

FUNDING NOT 
RECOMMENDED 

Historic Fort Steilacoom Association $       8,000 $      6,500 
 $       6,500 

Lakewold Gardens $     45,000 $    40,000 
 $     40,000 

Lakewood Chamber of Commerce $     90,000 $    78,500 
 $     78,500 

Lakewood Economic Development – 
Re-Printing of Two Brochures 

$      3,460.41 $      4,500 
 $       4,500 

Lakewood Economic Development - 
Program & Personnel 

$    34,031.20 
  

FUNDING NOT 
RECOMMENDED 

Lakewood Economic Development - 
Have You Seen Lakewood Lately? 

$     62,500 $    10,000 
 $     10,000 

Lakewood Historical Society & Museum $     39,500 $    28,000 $       5,000 $     33,000 

Lakewood Parks - Bridgeport Way SW 
Gateway Improvement Project 

$     10,000 
 

$     10,000 $     10,000 

Lakewood Parks - Farmers Market $     18,000 $     10,000 
 $     10,000 

Lakewood Parks - SummerFEST 2014 & 
Triathlon              

$     18,000 $     18,000 
 $     18,000 

Lakewood Parks – Waughop Lake Trail 
Improvement Project              

$     25,000 
 

$     25,000 $     25,000 

Lakewood Playhouse  $     26,800 $     22,000 
     $     22,000 

Lakewood Sister Cities Association  $     16,000 $     10,000 
 $     10,000 

Pierce College Science Dome $     20,000 
  

FUNDING NOT 
RECOMMENDED 

Tacoma Regional Convention + Visitor 
Bureau 

$     50,000 $     40,000 
 $     40,000 

Tacoma South Sound Sports 
Commission 

$     50,000 $     40,000 
 $     40,000 

SUBTOTALS $  528,791.61  $     41,850 $   350,850 

PLUS 2015 Clover Park Technical 
College McGavick Center, Pmt #9 of 20 

$   101,850 
 

$   101,850 $   101,850 

TOTALS $  630,641.61 $   310,000 $   141,850 $   451,850 

 













































































Application for:

CITY OF LAKEWOOD
FY 2016 Lakewood Lodging Tax &
Tourism Promotion Grant Funds

Fort Steilacoom Park 
Sport Field Improvements 

SUBMIT TO:
City of Lakewood

Economic Development Department
6000 Main Street SW

Lakewood, WA  98499
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2016 Lodging Tax – Tourism Promotion Project Application 
 
 
1. Project Information  
 
1a. Project Name:  __________________________________________________________ 
 
 
Amount Requested: $_________________________________________________________ 

(Amount Requested must match Total Costs, column “a.” on page 14) 
 
 
Total Project Amount:$_________________________________________________________ 

(Total Project Amount must match Total Costs, column “c.” on page 13) 
 
 
1b. Name of Applicant organization: ______________________________________________ 
 
 
Mailing Address:  __________________________________________________________ 
 
   __________________________________________________________ 
 
   __________________________________________________________ 

 
Tax ID Number:  __________________________________________________________ 
 
 
Organization Unified Business Identifier (UBI): ___________________________________ 
 
 
UBI Expiration Date: __________________________________________________________ 
 
 
Type of Organization: _________________________________________________________ 

(Non-profit, For-profit, Municipality, Private business, etc.) 
 
 
1c. Contact Name:  __________________________________________________________ 
 
 
Title:    __________________________________________________________ 
 
 
Telephone:   _____________________ Email: ______________________________ 
 
 
Signature:   __________________________________________________________ 
 
The signatory declares that he/she is an authorized official of the applicant organization, is authorized to 
make this application, is authorized to commit the organization in financial matters, and will assure that 
any funds received as a result of this application are used only for the purposes set forth herein, and 
verifies that all the information contained in this application is valid and true to the best of his/her 
knowledge.

Fort Steilacoom Park Sport Fields Improvements

250,000

500,000

City of Lakewood

6000 Main Street SW

Lakewood, WA 98499

91-1698185

Public Non-Profit

Mary Dodsworth

Parks, Recreation and Community Services Director

253-983-7741 mdodsworth@cityoflakewood.us

John J. Caulfield
Digitally signed by John J. Caulfield 
DN: cn=John J. Caulfield, o=City of Lakewood, ou=City Manager, 
email=jcaulfield@cityoflakewood.us, c=US 
Date: 2015.08.13 15:47:25 -07'00'
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2. Project Description 
 
2a. Please provide the event date(s) _______________________________________________ 
 
2b. Where will your event be held? ________________________________________________ 
 
2c. If there is a charge or fee for this activity, please describe how much and why. 
 
 
 
 
 
 
 
 
 
2d. Please provide a detailed description of the proposed project/activity. Include information on 
the area the project will serve, its expected impact and list the responsible party(s). If you need 
additional room, please attach a separate document and save as, “additional details.” 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

NA

Improvements will be on Fort Steilacoom Park sport fields

 Fees are charged to groups who reserve the facilities for league play or tournaments. Fees vary based on number of
fields used, length of time and number of preps needed to prepare / sustain the fields for play.

This is a development project to update youth sport fields at Fort Steilacoom Park to make them more desirable for
youth and adult sports leagues and tournaments. Youth tournaments bring in overnight guests because the whole family
travels to support the participants. We will focus mainly on baseball and soccer, however we are seeing a rise in Gaelic
football, ultimate frisbee and lacrosse. When we developed our 20 year strategic Legacy Plan (approved in 2014) we
facilitated a large public outreach process. During plan development we did level of service studies and inventories of
public facilities (city and school district) and gathered information from local and regional users. Various facility issues
were listed as factors which limit groups’ ability to increase youth participation, expand local programs and enhance
tournament play. There are enough baseball fields in our City to support school and sport leagues however they are not
in safe playable condition due to lack of maintenance. The City has 7 baseball fields and 4 soccer fields and the school
district has 25 soccer fields and 30 baseball fields (this data does not including the schools on base). The problem is the
condition of the district fields. The City facilities are in good condition and ready to use. The baseball fields at the
elementary school level (15) are used for practice but can not safely support a game situation. Weekend access at the
middle and high school fields is limited and district staff are not always available to prep the fields for weekend play.

The sport fields at Fort Steilacoom Park serve youth throughout Pierce, Thurston and South King Counties. It is home
to the Lakewood Baseball Club and the Lakewood Soccer Club. Both are local non-profit recreational clubs serving
over 800 boys and girls each year. Other private schools and groups also use our sport fields for practice, league play
and for regional youth and adult tournaments (service level expands to over 60 mile radius).

Current park upgrade needs and issues include: below grade cement dugouts on two fields which are not accessible and
flood when it rains. There are no scoreboards to track play. Access between the fields is gravel which makes
accessibility difficult and the material migrates onto the infields creating safety concerns. There is no outfield fencing
to define the areas. It is difficult to manage the various age groups using the four baseball fields with set mounds. There
are no gathering spaces for families and teams to use near the baseball fields. There is an old wooden entry sign
identifying the park when you arrive. Most don’t see it and don’t know they have reached their destination. During
baseball season we lose access to at least one soccer field (which is overlaid on the baseball outfield area) which makes
it difficult for spring / summer soccer leagues and tournaments.

Improvements will include: building at-grade dugouts will provide ADA access and reduce maintenance, expanded
irrigation in the infields will reduce dust and increase safety and playability, new scoreboards to track play will create a
better game and tournament environment, installing outfield "home run" fencing will define the field areas, purchasing
and installing portable mounds will allow all age groups to play on various fields, providing storage for maintenance
supplies and equipment near the fields will reduce field prep time and make overall field maintenance more efficient
and effective, installing a new entry sign will identify Fort Steilacoom Park and will welcome visitors, adding picnic
shelters will provide families and teams gathering places during and between games and during tournaments, and
developing a new soccer field adjacent to current soccer fields will consolidate soccer play in one area as well as replace
the one we currently overlay in the baseball outfield (that can't be used when the outfield fencing is up) and will make it
easier for teams to access the field(s) to play and monitor the program during soccer season. These improvements are in
our 20 year strategic plan and are rated in the top 10 (out of 240) list of projects.
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3. Beneficiaries 
 
Please list and provide specific information regarding all individuals, businesses, areas, or 
organizations that will directly benefit from the project/activity.  

 
 
 
 
 
 
 
 
 
 
 
 
 
4. Goals/Monitoring 
 
Describe the goals of the project. Will the project result in an increase in overnight stays by 
visitors in Lakewood? If so, how will this increase be tracked and monitored? How will an 
increase in the sale of goods and services as a result of the project be measured? What other 
short or long term economic benefits will occur and how will that be tracked?  Why do you 
believe those project/activity outcomes are feasible?  Applicants will be required to submit 
a post-funding report providing pertinent data evaluating tourism benefits resulting 
from the use of lodging tax funds as compared with the estimates contained in this 
application.
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Local businesses will benefit because when we host youth sporting events at the park the participants and spectators
generate economic benefit through sale of meals, fuel and goods. Families are running from here to there and stop at
local establishments for supplies, meals and snacks. Each youth sports team and the individual players purchase
equipment, uniforms, trophies, etc... multiply that by 800 and you have local economic impact.

In 2014, of the 211 event days we used the baseball and soccer fields, we had 21 days of youth tournaments at Fort
Steilacoom Park. . A typical tournament at our park brings in 16 teams of 12 players each. Because they are youth
tournaments, it is highly likely that at least one adult will travel with each player. So using the Pierce County
economic impact number of $55 per person per day, this would generate over $37,000 in economic benefit through
the sale of meals, fuel and goods to our community. Hotels will also benefit if we can encourage regional and
statewide events to be played at the park. This will generate hotel stays.

The goals of this project are to:

• Create name and site recognition and make Fort Steilacoom Park more marketable and usable for local, regional,
statewide and national events.

• Create new partnerships with local, regional, state and national organizations to use this space for youth and adult
tournaments. We will ask those who schedule the events and reserve our facilities for follow up data regarding where
the teams are coming from.

• Encourage people to visit the park for at least four hours with the hope of scheduling events which will bring people
to the Lakewood area overnight. This will generate economic benefit through the sale of hotel rooms, meals, fuel,
goods and services. The Tacoma Regional Convention and Visitor Bureau did a Pierce County travel impact study
which identifies spending patterns for overnight and day trip visitors. A day trip visitor will generate approximately
$55 per person in economic impact. If you can encourage the visitors to stay overnight, the visitor will spend an
average of $114 per room per night. So approximately $250 is generated in local economic benefit through the sale
of lodging, meals, fuel, goods and services when a family (2.5 people) comes to Lakewood for an overnight visit.
One 16 team regional or statewide baseball tournament can generate $48,000 in economic impact.

• Create a highly marketed and improved community facility and resource which will generate new economic
opportunities and tourism in Lakewood by encouraging regional and statewide tournaments to be played here. Also,
we can partner with other facilities who may need overflow support for their tournaments.

. Create electronic resources (flyers, web pages, social media links) to share with tournament directors to forward to
teams and players which show what Lakewood has to offer at the park and in the community.



Lakewood Ball Field 3 (continued) 

 

Visitors will benefit because we will create a full range of opportunities for them to use 

the park before, during and after their games.  We will create fields that generate 

tournament play, we will build picnic shelters/gathering places, we will improve the entry 

which will provide a better image of the site, we will replace interpretive signs so they 

can learn more about the site/community between games.  We can keep them busy in 

LAKEWOOD so they stay local and spend their resources here.    
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5. Estimate how the funds will increase the amount of people traveling to Lakewood to 
stay overnight in paid accommodations. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
6. Estimate how the funds will increase the amount of people traveling to Lakewood 
from more than 50 miles from their residences. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
7. Estimate how the funds will increase the amount of people traveling to Lakewood 
from outside their state or country. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Currently youth and adult groups use the park fields for local and regional events at Fort Steilacoom Park. By
creating a more desirable location for regional and statewide tournaments we will increase the number of
tournament days which will become overnight stays in paid accommodations. We do not allow overnight camping
at the park so those coming to a two or three day tournament must find local accommodations to stay.

By improving the facilities we can market to tournament directors who will bring local, regional, statewide and
national events to our fields and site. We will strive to look for two and three day events which will generate
overnight stays and provide local economic impact.

Youth and adult tournaments draw participants from throughout the region. Current statistics show that participants
coming to our park to play in local / regional events come from a from a 60 mile radius. Youth players are
accompanied by adults who drive and support the athletes. Adult athletes often bring travel partners who drive and
stay all day to support / watch the athlete. These guests purchase food, fuel, goods and services locally.

Major events draw participants from throughout the region. Successful events generate repeat users as well as help
a site becomes more well known as a destination site for various events. We have the capacity to host more
statewide and national events at the park with the right equipment and amenities. These events will increase the
number of people who travel to Lakewood from outside their own state.

We supported a national baseball tournament a few years ago in conjunction with SummerFEST. The group was
out of Colorado and looking for fields to support their tournament. They loved the location and the connection to a
citywide festival , but noted several deficiencies with our facilities. They would look for a more comprehensive
facility in the future and look to our fields to meet overflow needs. We want to be the fields they start with, not the
overflow fields they use. Proper renovation and marketing will increase our use by out of town tournament
directors and out of town guests.

As we establish new partnerships and directly market to specific types of tournament promoters, we can plan for
new events and markets which will draw people from outside our region and our state.
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8. Funding Requirements 
 
Due to funding constraints, partial funding may be recommended by the LTAC.  

8a. If partial funding is received, how will that impact the project/activity? Please describe: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

9. Use of Funds 
 
Provide detail on how the funds will be used.  For example, $20,000 of the funds will be used for 
marketing, $5,000 for administration, $10,000 for Consultants, etc.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

We plan to use this funding as a match for another state grant. If partial funding was recommended we would
reduce the number of renovations we are able to make. Our highest priorities are improving the dugouts and adding
the portable mounds, infield irrigation, outfield fencing and scoreboards.

Cost Estimate - $500,000

$ 75,000 Dugouts
$ 5,000 Irrigate infields
$ 70,000 Scoreboards
$ 30,000 Portable mounds
$ 45,000 Fencing
$ 25,000 Entry / interpretive signs
$ 25,000 Asphalt paving between fields
$ 80,000 Picnic shelters for guests
$ 20,000 Storage for mounds/equip
$100,000 Add soccer field
$ 25,000 Design, permits, contingency

$500,000 Total
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11. Funding History 
 
11a. Was this project funded with Lakewood lodging tax funds in fiscal year 2015?  
 

______yes ______no

11b. If you answered yes to 11a, how much funding did you receive in 2015?  
 

_________________ 
 
 
11c. If you answered no to 11a, what is the last year Lakewood funding was received and how 
much? _________ (year) _____________ (amount awarded)    no previous funding 
 
 
11d. Indicate what efforts have been made to access funding from additional sources? 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
12. Coordination and Collaboration 
 
Please provide information about any other organizations or agencies involved in this 
project/activity. Describe their level of involvement. Describe how this project coordinates with 
other tourism promotion efforts or services in the area, including Chambers of Commerce, local 
festivals, local lodging and restaurants. You may attach up to three letters of support from these 
organizations. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

X

2015 $ 35,000.00

The City has applied to the state for a $250,000 Youth Athletic Facilities grant. This is one of the few grants
available to renovate current facilities. Renovation is defined as activities intended to improve an existing site or
structure, add capacity or increase its service, life or function. We want to use the LTAC grant to match this grant.
Additional support is anticipated by the Lakewood Baseball Club, Lakewood Steilacoom Dupont Soccer Club and
local businesses.

Partners contributing cash and in-kind services to this effort.

• The City of Lakewood Parks and Recreation Department - community outreach and overall project management
• Partners for Parks – funding and support
• Tacoma South Sound Sports – marketing and promotion for regional / statewide events.
. Comeback Sports - marketing, promotion for regional / statewide events, tournament coordination
. Matt Creaser - tournament coordination
• Washington Recreation and Parks Association –trends, networking, marketing and promotion
• Racing and event promoters - networking, marketing , promotion and event coordination.
 . Lakewood Baseball Club - Design and planning
. Lakewood Soccer Club - Design and planning



           Page 16 of 19

13. Capital Projects Budget   
 
Supporting the Capital Expenditures and/or Operation of City Tourism-Related Facilities 
 

FUNDING/TIMELINE 

Responsible 
Parties, 

Methods, 
Means 

Begin 
(Dates or  
Periods) 

End  
(Dates or 
Periods) 

Amount 
Requested 

From 
Lodging 
Funds 

Other Funds 
Committed or 

Proposed* 
TOTALS 

Design & Inspection 
 

   $ $ $ 

Other Consultants 
 

   $ $ $ 

 
   $ $ $ 

Land Acquisition 
 

   $ $ $ 

Site Development & 
Landscape 

   $ $ $ 

Buildings                
(New Construction) 

   $ $ $ 

 Renovations 
(Includes Access) 

   $ $ $ 

Other (Specify) 
Insurance is not an 
eligible cost. 

   $ $ $ 

TOTAL 
 

   $ $ $ 

 

*If other funds are committed, please attach a letter of commitment from the funding source. 

Permits / fees

equipment

20000 5000 25000

0

230000 15000 245000

 0

130000 130000

100000 100000

0

0

250000 250000 500000
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14. Certification 
 
The applicant hereby certifies and confirms: 
 

1. That it does not now nor will it during the performance of any contract resulting from this 
proposal unlawfully discriminate against any employee, applicant for employment, client, 
customer, or other person(s) by reason of race, ethnicity, color, religion, age, gender, 
national origin, or disability; 

2. That it will abide by all relevant local, state, and federal laws and regulations; 
3. That it has read and understands the information contained in this application for funding 

and is in compliance with the provisions thereof, and; 
4. That the individual signing below has the authority to certify to these provisions for the 

applicant organization, and declares that he/she is an authorized official of the applicant 
organization, is authorized to make this application, is authorized to commit the 
organization in financial matters, and will assure that any funds received as a result of 
this application are used for the purposes set forth herein. 
 

 
 
 
Primary Signature:  ________________________________________________________ 

Signature 
 
 
_____________________________________________________ _________________ 
Printed Name & Title of Chief Administrator/Authorizing Official   Date   
  
 
 
 
 
 
 

John J. Caulfield Digitally signed by John J. Caulfield 
DN: cn=John J. Caulfield, o=City of Lakewood, ou=City Manager, email=jcaulfield@cityoflakewood.us, c=US 
Date: 2015.08.13 15:47:47 -07'00'

John J Caulfield, City Manager 8/13/15
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CITY OF LAKEWOOD 
 

AFFIDAVIT OF COMPLIANCE WITH LAKEWOOD MUNICIPAL CODE 1.42 
“E-VERIFY“ 

 
 
As the person duly authorized to enter into such commitment for  
 
 
______________________________________________________________________ 
COMPANY OR ORGANIZATION NAME 
 
 
I hereby certify that the Company or Organization named herein will 
 
(Check one box below) 
 

Be in compliance with all of the requirements of City of Lakewood Municipal Code Chapter 
1.42 for the duration of the contract entered into between the City of Lakewood and the 
Company or Organization. 

 
OR 
 

Hire no employees for the term of the contract between the City and the Company or 
Organization. 

 
 
 
 

 
 

SIGNATURE 
 
 
PRINT NAME AND TITLE 
 
 
DATE 

 

City of Lakewood, Washington

John J. Caulfield Digitally signed by John J. Caulfield 
DN: cn=John J. Caulfield, o=City of Lakewood, ou=City Manager, email=jcaulfield@cityoflakewood.us, c=US 
Date: 2015.08.13 15:48:12 -07'00'

John J. Caulfield, City Manager

8/13/2015

✔
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Dear Mary Dodsworth;                                                                                                        June 30, 2015 
 
Thank you for this opportunity to express Lakewood Baseball Club’s support for the needed 
improvements of the baseball fields at Fort Steilacoom Park located in Lakewood Washington.  
 
Lakewood Baseball Club (LBC) served approximately 550 youth in the 2015 season. LBC will work to 
increase our number of players by setting a lofty goal of 800 kids to be registered for the 2016 baseball 
season.  Exposure and improvements to the fields will get this community excited and we will rally and 
prepare to register all kids interested in playing baseball.   
 
Fort Steilacoom Park fields are the “home fields” for LBC.  We have 4 fields available for our usage. 
There are many improvements LBC have suggested to increase safety, use and enjoyment of our fields 
at Fort Steilacoom Park.  
 
LBC has had several meetings with the Lakewood Parks Department Director and staff to work together 
for the benefit of the youth in this community. By making the suggested improvements to FSP not only 
will the youth of our community benefit but the adult leagues will want to play there as well. 
 
LBC will apply for the Cheney Grant as our way of possibly contributing funds to this project. A copy of 
the Cheney Grant proposal letter will be delivered to City of Lakewood Parks Dept. no later than July 
30th, 2015.   
 
 
Thank You; 
Denise Davidson  
Lakewood Baseball Club Director of Fundraising  
253 677-6979 
 
 



 

Application for: 
 

CITY OF LAKEWOOD 
 

FY 2016 Lakewood Lodging Tax & 
Tourism Promotion Grant Funds 

 
 

 
 
 

 
LATEST DATE & TIME FOR SUBMITING YOUR APPLICATION 

 
No Later than 5:00 pm on Thursday, August 13, 2015 

 
 
 
 
 

SUBMIT TO: 
City of Lakewood, Dropbox (preferred) 

OR 
One Complete Hard Copy to 

6000 Main Street SW, 1st Floor Reception 
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2016 Lodging Tax – Tourism Promotion Project Application 
 
 
1. Project Information  
 
1a. Project Name:  __________________________________________________________ 
 
 
Amount Requested: $_________________________________________________________ 

(Amount Requested must match Total Costs, column “a.” on page 14) 
 
 
Total Project Amount:$_________________________________________________________ 

(Total Project Amount must match Total Costs, column “c.” on page 13) 
 
 
1b. Name of Applicant organization: ______________________________________________ 
 
 
Mailing Address:  __________________________________________________________ 
 
   __________________________________________________________ 
 
   __________________________________________________________ 

 
Tax ID Number:  __________________________________________________________ 
 
 
Organization Unified Business Identifier (UBI): ___________________________________ 
 
 
UBI Expiration Date: __________________________________________________________ 
 
 
Type of Organization: _________________________________________________________ 

(Non-profit, For-profit, Municipality, Private business, etc.) 
 
 
1c. Contact Name:  __________________________________________________________ 
 
 
Title:    __________________________________________________________ 
 
 
Telephone:   _____________________ Email: ______________________________ 
 
 
Signature:   __________________________________________________________ 
 
The signatory declares that he/she is an authorized official of the applicant organization, is authorized to 
make this application, is authorized to commit the organization in financial matters, and will assure that 
any funds received as a result of this application are used only for the purposes set forth herein, and 
verifies that all the information contained in this application is valid and true to the best of his/her 
knowledge. 

City of Lakewood Farmers Market

30,000

66,000

City of Lakewood

City of Lakewood

6000 Main Street SW

Lakewood, WA 98499

91-1698185

N/A

N/A

Municipality, Public Non-Profit

Sally Martinez

Recreation Coordinator

253.983.7758 smartinez@cityoflakewood.us

John J. Caulfield
Digitally signed by John J. Caulfield 
DN: cn=John J. Caulfield, o=City of Lakewood, ou=City Manager, 
email=jcaulfield@cityoflakewood.us, c=US 
Date: 2015.08.13 15:38:49 -07'00'
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2. Project Description 
 
2a. Please provide the event date(s) _______________________________________________ 
 
2b. Where will your event be held? ________________________________________________ 
 
2c. If there is a charge or fee for this activity, please describe how much and why. 
 
 
 
 
 
 
 
 
 
2d. Please provide a detailed description of the proposed project/activity. Include information on 
the area the project will serve, its expected impact and list the responsible party(s). If you need 
additional room, please attach a separate document and save as, “additional details.” 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Every Tuesday from June 7 to September 14, 2016

Lakewood City Hall, 6000 Main Street SW, Lakewood WA

There is no charge or fee for visitors to attend the Lakewood Farmers Market. The Lakewood Farmers Market does,
however, charge a fee for vendors who wish to participate. Vendor fees are paid on either a seasonal rate or daily rate to
cover the costs of coordination/operations. Vendors pay a flat fee to participate in the market. A percentage of daily
sales is not collected. The fee schedule is as follows:
Seasonal Vendor 10ftx10ft Stall - $250.00, Seasonal Vendor Electricity Stall - $350.00, Seasonal Vendor Pull-Through
Stall - $400.00, Daily Vendor 10ftx10ft Stall - $25.00, Daily Vendor Electricity Stall -$32.00, Daily Vendor
Pull-Through Stall – $40.00, Vendor Administrative Processing Fee $35.00.

Our project proposal is to operate and grow the popular and highly successful Lakewood Farmers Market for another
season. The Lakewood Farmers Market started in 2012. At its inception, the City of Lakewood presented the farmers
market as an eight week pilot program that was eventually extended to eleven weeks; the market ran from July 10 to
September 18. The market is now in its fourth season and many of our vendors have remained with us for the duration
of that time which has created a loyal customer base that returns from year-to-year. We will capitalize on the markets’
four year history to propel us into the summer of 2016 when we will celebrate our 5th anniversary season and use this
as a marketing tool. A positive and exciting element of the farmers market is its great potential for growth, not only in
terms of vendors, but in numbers of participants. Armed with the knowledge that many people are still unaware of the
farmers market, and that word of mouth and street signs are key to informing community members that it is taking
place; we have the tools we need to grow the market. Our goal is to increase our targeted outreach efforts to expand the
number of participants who attend the market by roughly 10 percent each year. The Lakewood Farmers Market is a
source of pride for the residents who frequent it on Tuesdays and is a unique event to which they bring their out-of-town
guests. Our strategy to increase the number of vendors is based on customer feedback which includes adding more
produce vendors, coffee, beverages, meat, eggs, a winery, baked goods, games; and food trucks that offer hamburgers,
ethnic food and vegetarian options.

Areas and Communities Served:
The Lakewood Farmers Market is located at Lakewood City Hall (6000 Main Street SW) and features fresh food, arts,
crafts, and entertainment. The Lakewood Farmers Market serves the 30,000 residents in Lakewood and in addition our
surveys indicate that visitors attend from Pierce, King, Snohomish, Thurston and Mason counties. In 2015, the market
consisted of an average of 50 vendors each week, a stage for live entertainment and demonstrations, sitting areas for
eating, food trucks, and fun activities for children. The Farmers Market is aligned with the Lakewood Parks, Recreation
and Community Services Mission to create a healthy and vibrant community through diverse programs and sustainable
practices; the Farmers Market Mission Statement to provide citizens with an opportunity to purchase fresh produce and
products sold by Washington State farmers and vendors; and the Farmers Market Purpose Statement to create a sense of
community and a place to gather.



Farmers Market 2.d (continued) 

 

The Lakewood Farmers Market is a great economic development tool that brings visitors 

to the Towne Center.  It provides a one-of-a-kind, festive and entertaining community 

gathering space. Many regularly attending customers bring their out-of-town guests and 

relatives to the market to showcase their community. Our survey revealed that visitors 

from Mexico and California enjoyed the market this season. The Farmers Market has 

proven to encourage individuals to stay longer in the Towne Center and visit other stores.  

The funds we are requesting encourage more local residents, and consequently more out 

of state visitors, to shop in the Lakewood Towne Center.  The funds will also help us 

target people travelling through the area from out of state with our visible farmers market 

advertising (banners, street signs, etc.) and acknowledge an unexpected, but impressive 

feature of our community. New flyers and brochures will be created for the 2016 Farmers 

Market season to be placed in Lakewood hotels promoting the market as a "must-see" 

activity while enjoying their stay in Lakewood. Fourteen percent of the survey participant 

said they work in the area. With more outreach to the local stores and by increasing the 

number and types of vendors that our guests would like to see, our hope is to increase this 

number to 20%. Eight additional new street signs with simple, eye catching words will be 

created and placed in strategic locations with the highest daily traffic volumes like those 

listed below. We would like to include locations near the I5 intersection to capture 

visitors stopping for coffee or gas. We would also like add 10 new plastic corrugated 

signs throughout the city because they are easy to place, low-cost advertising with a wide 

reach. 

Daily Traffic Count based on the City of Lakewood Comprehensive Plan (transportation 

element): 

1. South Tacoma Way s/o 100th Over 41,000 

2. South Tacoma Way s/o Steilacoom Blvd. Sw over 35,000 

3. Pacific Hwy & Bridgeport 33,200 

4. Steilacoom Blvd, s/o Weller road over 32,000 

5. Steilacoom Blvd w/o Phillips road over 31,000 

6. Bridgeport Way & 75th over 29,500 

7. Gravelly Lake Drive e/o 112th over 27,000 

8. Steilacoom w/o Elwood over 27,500 

 

Recent Improvements to the Farmers Market: 

As a member of the Washington State Farmers Market Association, the Lakewood 

Farmers Market follows best practices and aims to reach the following ratio of vendors: 

Fresh Farm Products: 50 percent 

Processed goods, prepared foods & processed foods: 20percent 

Hand crafted items: 20percent 

Miscellaneous: 10 percent  

The Farmers Market operates over a sixteen week season offering fresh produce and 

supplies to customers and also live music and demonstrations. In 2015 our entertainment 

included:  

The Blackberry Bushes, string band (twice this season) 

Fun Singers 



YMCA Band 

St. Clare Cooking Demonstration (4 times for the season) 

Hook Me Up, smooth jazz 

Charisma Dancers 

Fun Singers 

The Intrusions, jazz 

Poerava, dancers 

Blackberry Bushes 

Donn Allard & Renegade Train, country swing 

Reggae music (3 times this season) 

 

Our survey indicates that visitors love the live music and would like us to book more 

acts. They would also like to have more cooking demonstrations and educational 

information. We will be seeking funds in this proposal to support adding more 

entertainment of the type requested during the 5 hours the market runs. Typically we only 

have one, two-hour music set or one 30-40 minute demonstration and we would like to 

double this.  

 

The 2014 vendor and customer mid-season surveys provided significant feedback 

regarding market hours of operation. Both our customers and vendors requested extended 

daily hours.  To accommodate their requests, we extended the Lakewood Farmers Market 

hours an extra hour each day, adding an additional 16 hours of shopping time for 

customers and selling time for vendors over the course of the season. With adjustments 

made to the frequency in which craft vendors could attend the market in 2014, we were 

able to almost double the amount of crafters over the course of that season providing our 

weekly market visitors with a new vendor assortment throughout the summer. In 2015 the 

number of vendors continued to grow. For our 2015 season, we currently have sixty-two 

(62) total vendors, up from forty (40) in 2014.  

 

Strategic Partnerships 

We continue our partnership with the Franciscan Women, Infant, and Children Clinic of 

Lakewood. This organization attends the Lakewood Farmers Market every week 

distributing Farmers Market Nutrition Program (FMNP) Vouchers along with resources 

to clients from various socio-economic backgrounds. The Pierce County Aging and 

Disability Services Center also attended the market, providing those same resources to 

seniors shopping at the Lakewood Farmers Market.  

 

Strategic Partnerships with our sponsors remains very strong. Having key sponsors not 

only keeps the market alive by providing financial support, but they help spread the word 

about the market to their constituents and stakeholders, have a physical presence at the 

market, and speak to the importance of sustaining a local market of this type in 

Lakewood.  Some of our key sponsor partners are Washington State Employees Credit 

Union (WSECU), LeMay, St. Clare Hospital, and Pierce County Planning and Land Use. 

 

We recently began a partnership with the Tacoma Farmers Market to receive incentive 

funding from the United Way that supports local farmers markets to help low income 



families increase the amount of fruits and veggies to which they have access. Lakewood 

is one of the cities that is targeted to receive $1,800. Based on our individual market 

needs and capacity, we will decide on a strategy to implement in 2016 under the Farmers 

Market Regional Food Access Project. Our goal will be to increase low income families 

access to and consumption of fresh fruits and vegetables by increasing their purchasing 

power with incentive funding. 

 

We are members of the the Washington State Farmers Market Association and consider 

them an important partner. Their 2016 annual conference will bring together 250 farmers 

market organizers, farmers, state agencies and partner organizations in Olympia for 

continuing education, collaboration, networking, and celebration of the achievements of 

Washington’s outstanding farmers markets. 

 

We consider our customers of the market important partners, especially because the 

number one way people hear about the market is through word of mouth. Being 

responsive to their requests, interacting with them at the market and gathering their 

feedback show the level of interest in this partnership. The market will experience over 

thirteen thousand (13,000) visitors during the season with an average of about eight 

hundred (800) customers per day.  

Our vendors are important partners and vendor sales will be roughly $135,000 for the 

2015 season. In speaking with our vendors it is clear they enjoy the Lakewood market 

and many of them have been with us since every year over the last four years. For our 

fifth anniversary we would like to propose having a reception for our vendors at the close 

of the last day to honor their consistency, show our appreciation, gather their feedback, 

and strengthen their relationships with one another. Because farmers markets and food 

trucks have become so popular, creating strong relationships with our vendors is key to 

keeping them and to gaining more. 
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3. Beneficiaries 
 
Please list and provide specific information regarding all individuals, businesses, areas, or 
organizations that will directly benefit from the project/activity.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
4. Goals/Monitoring 
 
Describe the goals of the project. Will the project result in an increase in overnight stays by 
visitors in Lakewood? If so, how will this increase be tracked and monitored? How will an 
increase in the sale of goods and services as a result of the project be measured? What other 
short or long term economic benefits will occur and how will that be tracked?  Why do you 
believe those project/activity outcomes are feasible?  Applicants will be required to submit 
a post-funding report providing pertinent data evaluating tourism benefits resulting 
from the use of lodging tax funds as compared with the estimates contained in this 
application. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

There are several direct beneficiaries of the Lakewood Farmers Market including Lakewood businesses, vendors,
customers that shop at the market, and certain disadvantaged populations that attend the market such as those who are
low-income and the elderly. In addition, local entertainers benefit from the market because it offers them a venue to
perform, and income.

Lakewood businesses/merchants benefit from the visitors attending the Lakewood Farmers’ Market because market
participants shop at other business establishments in the Lakewood Towne Center. The 2015 Lakewood Farmers
Market Customer Survey included 132 participants. Fifty-nine percent of survey participants said they were doing
shopping outside of the Farmers Market. They shopped at thirty-five different stores in the city of Lakewood. The
most frequently visited stores were Safeway, Target, Barnes & Noble and Marshalls. Lakewood organizations and
businesses that sponsor the market directly benefit by having their name on the marketing materials that include
banners, signs, advertisements, flyers, farmers’ market canvas bags, and on Facebook.
The vendors benefit by having an avenue for selling their items without having the overhead associated with renting a
space or owning a building.

Per the JLARC 2014 Municipality Reporting for the farmers market, based on 13,500 attendees (which is consistent
with our 2015 numbers) it was determined that it resulted in 250 people who traveled 50 miles or more to attend, 7
people who stayed overnight, and 7 people who paid for lodging.
In 2015 20% of our Lakewood Farmers Market vendors travel over 50 miles to attend the market each week. As
vendors participate in multiple Farmers Markets each week, many from Eastern Washington may choose to stay on
this side of the mountains before returning to their farms at the end of the week. This can generate multiple overnight
stays in Lakewood by multiple vendors over the 16-week market season. According to our 2015 customer survey 12
out of 132 respondents lived outside of the 50 mile radius and two were from out of state.

One of our goals is to secure our current sponsorships again for next year, and to gain 5 new sponsors at the $1000
level for 2016. During the last two weeks of August, a key time when companies are finalizing their annual budgets,
we will make a strong push to approach companies with an enticing sponsor packet. Another goal is to continue to
build new partnerships. We will focus on partners that can help us advertise in publications and calendars that have
state-wide reach for the purposes of attracting new customers, finding unique vendors and securing excellent
entertainment. Similarly we will seek partners that help us improve the quality of the Farmers Market, sustain best
practices, and remain competitive with the other farmers markets. For example, benefits of being a member of the
Washington State Farmers Market Association (WSFMA) include the opportunity to network with people throughout
the state, by advertising on their website (below) and get free promotions (such as the press release attached), that
went to 65 press and partner organizations and 400 individuals through the WSFMA list serves.



Farmers Market 4 (continued) 
 
The number of attendees at the Farmers Market has remained consistent for the last two 
years, but has the potential to greatly increase. Our goal for 2016 is to increase the 
number of attendees by 10%. Because local residents tend to bring out of town guest, this 
could in-turn increase the number of overnight stays.  Our survey indicates that the top to 
ways people hear of the market is word of mouth, working in the area, walking or driving 
by, and street signs/banners. We will take this valuable information and create more 
street signs by doubling the number of street signs and adding new corrugated plastic 
signs that are very cost effective, easy to place and effective. We hope to purchase one 
more banner for city hall that is larger and more visible, and buy a pop-up tent with the 
Farmers Market logo to advertise not only at the market (the tent is for the stage) but at 
all of our big events including SummerFEST that attracts over 7,000 people, Truck and 
Tractor Day, and our annual Tree Lighting Ceremony. This marketing strategy will keep 
the Farmers Market top of mind for people throughout the year. We can monitor and 
track the number of attendees with our client surveys, ticker-tape counts of attendees at 
the market, vendor surveys, and vendor income levels. Increasing the number of people at 
the market will fulfill our goal of increasing vendor revenue. We want our vendors to do 
well and have longevity at our market so that customers can look forward to seeing their 
"favorites" from year-to-year. Another important goal is to find new vendors that fill the 
gaps in products currently provided.  
 
In 2016 a goal is to have an "art" component that is in line with our Legacy Plan to 
"showcase art, culture and history to foster a sense of place and neighborhood pride." 
Having recently formed a partnership with the Children's Art Museum, we are already 
moving in the right direction to implement something innovative and attractive to 
customers of all ages. Lastly, we have a new option to obtaining a liquor license which 
would open the door to vendors interested in selling wine and beer and further expand the 
markets repertoire of offerings. 
Additional goals for the Lakewood Farmers Market 2016 Season that link directly to our 
Parks and Recreation 20 Year Strategic Plan (Legacy Plan), and have the potential to 
increase the number of overnight visits are:  
• To increase low income families access to and consumption of fresh fruits and 
vegetables by increasing their purchasing power with incentive funding. Possible 
Funding Strategies we will consider are  EBT (Formerly Food Stamps) matching funds or 
an Apple a Day Incentives where a $1 token is used to purchase a fruit or vegetable for 
low income children 16 or under. 
• Implement a marketing campaign around our 5th year anniversary. 
• Implement a marketing campaign leading up to Farmers Market week in August. 
• Continue to increase the number of weekly visitors to the market using customer survey 
feedback of the most common ways residents hear about the market which are word of 
mouth, walking or driving by, working in the area, and street signs. 
• Add additional demonstrations to the weekly entertainment schedule and think outside 
the box to bring in new talent such as authors for book signings in partnership with 
Barnes & Noble, engage well know local artist for chalk art murals in front of the stage, 
etc. 



• Continue to offer weekly recipe card handouts that include items available at the market 
along with items that are only available at the grocery store to encourage shopping 
throughout the Towne Center. 
• Work with Towne Center Merchants to offer promotional giveaways, coupons, or 
incentives to shopping at the market and Towne Center Businesses on market day. 
• Target advertising to those who work in Towne Center to entice them to come for lunch 
and to shop in order to increase the percentage of those who work in the area who come 
to the market from previous years numbers.  
•  Raffle free baskets of farmers market produce and crafts to customers who submit their 
name. Entice people to come by advertising the give-away on social media.   
• Promote the market through publications, activity/event calendars and social media that 
target vendors and participants outside of a 50 mile radius from Lakewood. One 
publication that we would like to advertise in that can reach both local and out of town 
visitors is South Sound Magazine which is the only lifestyle publication exclusively for 
the south Puget Sound. It is a bi-monthly, high-quality publication in over 400 locations 
and 10 local hotels, and in our local medical waiting rooms. Readership is 125,000/mo. 
With paid advertising come free digital advertising in their on-line calendar and e-
newsletter.  
• Celebrate Cultural Diversity. Lakewood is an extremely diverse community. In addition 
to becoming EBT certified, we will continue expand the number of WIC (Women Infant 
and Children) Clinics in order to distribute WIC FMNP (Farmers’ Market Nutrition 
Program) checks that can be spent right at the Lakewood Farmers’ Market. For the 2014 
and 2015 season, the Franciscan WIC Clinic attended every market. This year the 
Puyallup Tribal Health Authority Clinic attended and we will include them again next 
year. We also plan to include the Multi-Care JBLM WIC Clinic. The addition of these 
two WIC Clinics increases our reach to over 1,500 additional citizens in our Community. 
We will work with each WIC Clinic on a weekly basis to track the number of clients 
served to formulate our final count of additional visitors to the market. 
With a diverse funding source in both monetary sponsorships and in-kind donations, the 
Lakewood Farmers Market can continue to grow. Working with community partners, we 
can expand upon our current variety of live demonstrations and also work on providing 
free weekly craft activities for another interactive market element. 
Following is the press release for Farmers’ Market Week 
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5. Estimate how the funds will increase the amount of people traveling to Lakewood to 
stay overnight in paid accommodations. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
6. Estimate how the funds will increase the amount of people traveling to Lakewood 
from more than 50 miles from their residences. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
7. Estimate how the funds will increase the amount of people traveling to Lakewood 
from outside their state or country. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Based on the JLARC 2014 Municipality Reporting for the farmers market, based on 13,500 attendees (which is
consistent with our 2015 numbers) it was determined that it resulted in 250 people who traveled 50 miles or more
to attend, 7 people who stayed overnight, and 7 people who paid for lodging.
Currently, twenty percent of our Lakewood Farmers Market vendors travel over 50 miles to attend the market each
week. As vendors participate in multiple farmers markets each week, many from Eastern Washington could choose
to stay on this side of the mountains before returning to their farms at the end of the week. This could generate
multiple overnight stays in Lakewood by multiple vendors over the 16-week market season.
In our 2015 customer survey, 12 visitors out of 132 came from outside the 50 mile radius (see attached maps). With
increased funds for targeted marketing we can increase the number of overnight stays by 1) Increasing the number
of local residents who attend which , in-turn, increases the number of out-of-town guests who attend 2) Using
additional road signs that capture drivers’ attention as they come off of I5 for gas or food, and direct them to the
market. This may entice them to stay in the area longer 3) Increasing the number of vendors who are farmers and
travel from Eastern Washington or Snohomish 4) Increasing the number of entertainers who come to the market
from outside of the area.

Many of the same strategies mentioned in question 5 will pertain to this question. The funds we are requesting will
be used to locate, recruit and promote farmers, vendors and entertainers from across the state. The Lakewood
Farmers Market brings in a consistent number of individuals who travel more than 50 miles from their residence to
work at our market. In the 2014 and 2015 season, about 15-20% of our vendors were Lakewood residents. The
remainder of our Farmers Market Vendors come from outside of Lakewood. Eight vendors traveled between 50 –
70 miles each week and three of our vendors traveled between 175 miles – 203 miles to attend our market.
Dedicating lodging tax funds to state-wide vendor recruitment and entertainment will increase the amount of people
using Lakewood shopping centers, gas, and lodging. Following is the list of entertainers who were scheduled to
perform on the stage at the farmers market. The Blackberry Bushes, string band (twice this season), Fun Singers,
YMCA Band, St. Clare Cooking Demonstration (4 times for the season), Hook Me Up -smooth jazz, Charisma
Dancers, Fun Singers, The Intrusions- jazz, Poerava- dancers, Donn Allard & Renegade Train -country swing and
Raggae music (3 times this season). Our goal for 2016 is to line up in advance popular musicians, dancers, popular
authors, nutritionist, and entertainers. This talent will promote themselves to their own constituent groups via their
social media which will broaden our advertising foot print and potentially our customer base.

The Lakewood Farmers Market is a great economic development tool that brings visitors to the Towne Center. It
provides a one-of-a-kind, festive and entertaining community gathering space. Many regularly attending customers
bring their out-of-town guests and relatives to the market to showcase their community. The Farmers Market has
proven to encourage individuals to stay longer in the Towne Center and visit other stores. The funds we are
requesting encourage out of state visitors to visit the Lakewood Towne Center and shop. Also, visitors from
outside the state who are driving through, are able to see the farmers market advertising (banners, street signs, etc.)
and acknowledge an unexpected, but impressive feature of our community. New flyers and brochures will be
created for the 2016 Farmers Market season to be placed in Lakewood hotels promoting the market as a "must-see"
activity while enjoying their stay in Lakewood. Eight additional new street signs with simple, eye catching words
will be created and placed in strategic locations with the highest daily traffic volumes (including areas near the I5
intersection to capture visitors stopping for coffee or gas).
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8. Funding Requirements 
 
Due to funding constraints, partial funding may be recommended by the LTAC.  
 
8a. If partial funding is received, how will that impact the project/activity? Please describe: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
9. Use of Funds 
 
Provide detail on how the funds will be used.  For example, $20,000 of the funds will be used for 
marketing, $5,000 for administration, $10,000 for Consultants, etc.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

If we receive partial funding the amount of marketing and staff presence will be greatly reduced. In order to keep
moving forward, we are looking at increased funding to support additional coordination, set up, and staff needs. As
the market grows, so does the need for support.

We are requesting $30,000. We will use $20,000 of the funds for marketing and $10,000 for staffing. In 2016 we
will need to increase funding for staffing to cover the cost of the increased hours needed to: 1) Secure more
sponsorship, using a personal touch and one-on-one connections. 2) To place more street signs in the morning and
take them down in the evening. This is key to increasing attendance at the market and seeing our attendee numbers
jump. Ideally we would have the staffing to put the signs out on Fridays and Mondays as well as Tuesdays. 3) To
build additional partnerships and strengthen working relationships which is very time consuming but key to
sustaining and growing the market. Funding for staffing would enable us to further our public outreach in Towne
Center and to stores in Lakewood to promote the market, seek raffle donations, and open up more dialogues about
the synergy between the local merchants and the farmers market. 4) To research and secure ideal vendors for the
market, appropriate speakers and entertainment. 5) To add an art component to the market and research artists and
program ideas that will bring additional visitors to the market.

For marketing purposes, three of the most important items for which we need funding are the banner, 8 A-frame
street signs, 10 new corrugated plastic signs, 2 permanent signs, a new 10x20 foot pop-up tent for the stage with a
logo (to replace the broken tent), print advertising to highlight our 5th anniversary, and more print materials to place
in local event swag bags (such as the Black Hills triathlon, YMCA events, JBLM triathlon). We will also use
marketing funds to promote a new art element of the farmers market and to have an end of year vendor reception.
Seeking avenues for in-kind support is always top of mind for us. In-kind marketing is critical to the success of the
market and is a no-cost way to advertise locally and across state lines. Some examples includes:
• Facebook
• Computer Clubhouse Blogs
• City of Lakewood Website and Farmers Market Webpage
• Community Calendars (Tacoma News Tribune, northwestmilitary.com, patch.com, subtimes.com, Clover Park
School District)
• Reader boards
• The Connections Newsletter and Recreation Guide
• Press Releases
• Washington Festival and Events Listings
• Soundsfunmom.com, Thriftynwmom.com and other websites
• Flyers through local school districts.
• WSFMA Farmers Market Pamphlet
• Vendor websites – list markets currently attending
• volunteer help staffing the Parks and Recreation Table and helping at the cross walks + Raffle donations
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10. Project Budget (for non-capital projects).  Do not include in-kind contributions. 
 

 

Income:  A diversified funding base is important to the success of any project.  Please list all other sources of funding 
for the project, both anticipated and confirmed and when that funding will be available to the project.  Include your own 
funding, sponsorships, other grants, etc 
Funding Source 
list all revenue sources anticipated for 2015. Do not 
include requested Lakewood Lodging Tax Funds 

 
Amount 

 

Confirmed?  
Yes/No 

 

Date 
Available 

 $   
 $   
 $   
 $   
 $   
 $   
 $   
Expenses:  Based on full funding, please list project costs. 
PLEASE NOTE:  Certain expenses may not be reimbursable, at the sole discretion of the City of Lakewood. You will only 
be repaid at the Lakewood authorized rates. Insurance is not an eligible cost. If you have any questions about any of your 
proposed expenses, please discuss them with Becky Newton at Lakewood’s Economic Development (253) 983-7738. 
 a. Lodging Tax 

Funds 
b. Other Funds,  
Do not include  
In-Kind dollars 

c. Total 

Personnel (salaries & 
benefits) 

$ $ $ 

Administration (rent, 
utilities, postage, supplies, 
janitorial services, etc.)   
Note: Insurance is not an 
eligible cost 

$ $ $ 

Marketing/Promotion  $ $ $ 
Direct Sales Activities  
(including trade shows, sales 
calls, and related travel) 
Describe below 

$ $ $ 

Minor Equipment 
(computers, desks, etc.) 

$ $ $ 

Travel $ $ $ 
Contract Services  
Describe below 

$ $ $ 

Other Describe below $ $ $ 
 
TOTAL COSTS  (Amount 
in column “a.” must match 
“Amount Requested.” 
Amount in column “c” must 
equal “Total Project Amount” 
on Page 9) 

$ $ $ 

Description for Direct 
Sales Activities, 
Contract Services, 
Travel and Others 
 
 
 
 

 

In-Kind Contributions 
 
 
 
 
 

 

 

St. Clare Hospital $7,500 no
Pierce County $1,000 no
LeMay 500.00 no
WSECU $2,500 no

10,000 25,000 35

5,000 5

20,000 3,000 23

0

0

0

3,000 3

0

30 36 66

Contract services for: Farmers Market weekly entertainment, demonstrations and
other special events.

NOTE: TOTALS DID NOT ADD UP IN FILLABLE FORM.

TOTAL COSTS SHOULD BE: Column A: 30,000; Column B: 36,000 and a total of
project cost of $66,000.

Our Sponsors have provided in-kind services such as logo development, printed
signs and articles in newsletters, provided banners, handouts and other marketing
tools.
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11. Funding History 
 
11a. Was this project funded with Lakewood lodging tax funds in fiscal year 2015?  
 

______yes ______no 
 

11b. If you answered yes to 11a, how much funding did you receive in 2015?  
 

_________________ 
 
 
11c. If you answered no to 11a, what is the last year Lakewood funding was received and how 
much? _________ (year) _____________ (amount awarded)    no previous funding 
 
 
11d. Indicate what efforts have been made to access funding from additional sources? 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
12. Coordination and Collaboration 
 
Please provide information about any other organizations or agencies involved in this 
project/activity. Describe their level of involvement. Describe how this project coordinates with 
other tourism promotion efforts or services in the area, including Chambers of Commerce, local 
festivals, local lodging and restaurants. You may attach up to three letters of support from these 
organizations. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

x

10,000.00

Each season, the Lakewood Farmers Market makes every effort to secure additional outside funding sources in
order to continue hosting a successful event. Bringing together community partners and local businesses helps
ensure that the Lakewood Farmers Market will continue to grow and improve with each passing season. In 2015,
the Lakewood Farmers Market received funds in the form of sponsorships from five community partners;
Washington State Employees Credit Union (WSECU), LeMay, St. Clare Hospital, and Pierce County Planning and
Land Use. These sponsorships brought in $12,000.00. In addition to grants and sponsorships, the Lakewood
Farmers Market generates revenue from the procurement of vendor stall fees collected from each vendor
participating at the market. Vendor fees bring in approximately $9,500.00 in revenue for the market. We will
actively seek out more vendors for next year and are fortunate to have the space to add additional vendors.

We work closely with the following organizations on a weekly basis leading up to, and during the Farmer's Market
Season to cross promote the Farmers Market on their websites, in their publications and at their events.

Lakewood Chamber of Commerce - Collaborator
St. Clare Hospital/Franciscan Health Systems – Presenting Sponsor
WSECU – Entertainment Sponsor
Lakewood’s Promise – Collaborator
LeMay/Waste Connections – Sponsor
Washington State Farmers Market Association – Collaborator
Lakewold Gardens – Vendor
Caring for Kids – Vendor
Lakewood Historical Society – Vendor
Sound Transit – Vendor
Port of Tacoma – Sponsor/Vendor
Lakewood WIC – Vendor
Pierce County Senior Aging and Disability Services – Vendor
Senior Housing Assistance Group – Vendor
Pierce County Juvenile Court Volunteer Services - Vendor
Pierce County Master Gardeners – Vendor



Farmers Market 

 

11.d (continued) 

 
We just began a partnership with Stacy Carkonen, Executive Director of Tacoma Farmers 

Market to receive incentive funding from the United Way that supports local farmers markets 

to help low income families increase the amount of fruits and veggies to which they have 

access. Lakewood is one of the cities that is targeted to receive $1,800. Based on our 

individual market needs and capacity, we will decide on a strategy to implement in 2016 

under the Farmers Market Regional Food Access Project. Our goal will be to increase low 

income families access to and consumption of fresh fruits and vegetables by increasing their 

purchasing power with incentive funding. Possible Funding Strategies we will consider are 

EBT (Formerly Food Stamps) matching funds or an Apple a Day Incentives where a $1 token 

is used to purchase a fruit or vegetable for low income children 16 or under. The program 

encourages children to create lifelong healthy eating habits by empowering them to try more 

fruits and vegetables at the market. Another option is nutrition education and cooking demos 

to help low income shoppers best utilize local, farm fresh produce (funds can be used to buy 

market produce for demos or tastings). The results of the project will be measured by 

determining the number of customers who use the tokens and/or attend the demonstrations.  

Through our partnership with Women Infants and Children (WIC), $26,800 was spent at the 

Lakewood Farmers Market this season (to date) and more checks were approved for 

distribution. 

 

12. (continued) 

 

Pierce County Public Works and Utilities – Vendor 

Lakeview Light and Power – Vendor 

Pierce County Planning and Land Use – Sponsor 

The Rescue Mission – Vendor 

LASA (Living Access Support Alliance) - Vendor 

Lakewood Playhouse - we promote their events 

 

The Lakewood Farmers Market is a great way for local non-profits and businesses to 

connect with the community. Each week we have between 600 and 1,000 visitors to the 

market for these groups to connect with and promote their organization, event, festival 

and more. 
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14. Certification 
 
The applicant hereby certifies and confirms: 
 

1. That it does not now nor will it during the performance of any contract resulting from this 
proposal unlawfully discriminate against any employee, applicant for employment, client, 
customer, or other person(s) by reason of race, ethnicity, color, religion, age, gender, 
national origin, or disability; 

2. That it will abide by all relevant local, state, and federal laws and regulations; 
3. That it has read and understands the information contained in this application for funding 

and is in compliance with the provisions thereof, and; 
4. That the individual signing below has the authority to certify to these provisions for the 

applicant organization, and declares that he/she is an authorized official of the applicant 
organization, is authorized to make this application, is authorized to commit the 
organization in financial matters, and will assure that any funds received as a result of 
this application are used for the purposes set forth herein. 
 

 
 
 
Primary Signature:  ________________________________________________________ 

Signature 
 
 
_____________________________________________________ _________________ 
Printed Name & Title of Chief Administrator/Authorizing Official   Date   
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

John J. Caulfield Digitally signed by John J. Caulfield 
DN: cn=John J. Caulfield, o=City of Lakewood, ou=City Manager, email=jcaulfield@cityoflakewood.us, c=US 
Date: 2015.08.13 15:39:19 -07'00'

John J. Caulfield, City Manager 8/13/2015
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CITY OF LAKEWOOD 
 

E-VERIFY REQUIREMENTS FOR CONTRACTORS 
 
By Ordinance, the City of Lakewood requires that all contractors who enter into agreements to 
provide services or products to the City use the Department of Homeland Security’s E-Verify 
system when hiring new employees for the term of the contract. 
 
E-Verify is an electronic system designed to verify the documentation of job applicants.  It is run 
by the Department of Homeland Security. 
 
Who is affected? 
 All contractors doing business for the City of Lakewood.  There is no minimum dollar value 

for contracts affected. 
 All subcontractors employed by the general contractor on these contracts. 

 
Are there exceptions? 
 Contracts for “Commercial-Off-The-Shelf” items are exempted from this requirement. 
 Individuals, Companies, or other organizations that do not have employees. 

 
How long must the contractor comply with the E-Verify system? 
 For at least the term of the contract. 

 
Are there other stipulations? 
 E-Verify must be used ONLY for NEW HIRES during the term of the contract.  It is NOT to be 

used for EXISTING EMPLOYEES. 
 E-Verify must be used to verify the documentation of ANY new employee during the term of 

the contract, not just those directly or indirectly working on deliverables related to the City 
of Lakewood contract. 

 
How will the City of Lakewood check for compliance? 
 All contractors will retain a copy of the E-Verify Memorandum of Understanding that they 

execute with the Department of Homeland Security AND 
 Sign and submit to the City an Affidavit of Compliance with their signed contract. 
 All General Contractors will be required to have their subcontractors sign an Affidavit of 

Compliance and retain that Affidavit for 4 years after end of the contract. 
 The City of Lakewood has the right to audit the Contractor’s compliance with the E-Verify 

Ordinance. 
 
Further information on E-Verify can be found at the following website: 
 
http://www.uscis.gov/e-verify 
 
If you have questions about the City’s E-Verify Ordinance, please contact the City of Lakewood’s 
legal department prior to contracting with the City. 
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CITY OF LAKEWOOD 
 

AFFIDAVIT OF COMPLIANCE WITH LAKEWOOD MUNICIPAL CODE 1.42 
“E-VERIFY“ 

 
 
As the person duly authorized to enter into such commitment for  
 
 
______________________________________________________________________ 
COMPANY OR ORGANIZATION NAME 
 
 
I hereby certify that the Company or Organization named herein will 
 
(Check one box below) 
 

 Be in compliance with all of the requirements of City of Lakewood Municipal Code Chapter 
1.42 for the duration of the contract entered into between the City of Lakewood and the 
Company or Organization. 

 
OR 
 

 Hire no employees for the term of the contract between the City and the Company or 
Organization. 

 
 
 
 

 
 

SIGNATURE 
 
 
PRINT NAME AND TITLE 
 
 
DATE 

 
 

City of Lakewood, Washington

John J. Caulfield Digitally signed by John J. Caulfield 
DN: cn=John J. Caulfield, o=City of Lakewood, ou=City Manager, email=jcaulfield@cityoflakewood.us, c=US 
Date: 2015.08.13 15:40:06 -07'00'

John J. Caulfield, City Manager 

8/13/2015

✔
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93 Pike St, Suite 316 | Seattle, WA 98101 | (206) 706-5198 | www.wafarmersmarkets.com | office@wafarmersmarkets.com 

Press Release          
 
FOR IMMEDIATE RELEASE Contact:  Karen Kinney 
Date: August 4, 2015 Email:  execdirector@wafarmersmarkets.com 
 Phone:  206-706-5198 
 
Farmers Market Week Recipes for the Whole Family! - Washington Farmers Markets 

Celebrate 
 Farmers Market Week August 2-8 

 
 
Join the Washington State Farmers Market Association (WSFMA),  Washington State Department of 
Agriculture (WSDA) and Governor Inslee in recognizing August 2-8, 2015 as the 16th annual Farmers 
Market Week in Washington State.  
 
“Farmers Market Week is an opportunity for all of us to taste Washington’s many flavors and try 
something new at one of the 160 farmers markets around Washington State”, says Executive 
Director, Karen Kinney. “Support farmers and farmers market staff in this record-breaking hot 
weather and drought by going to Farmers Markets and buying ingredients for the recipes below.” 
 
Using farm-fresh produce at home has never been easier, thanks to a series of recipes distributed by 
the Washington State Farmers Market Association (WSFMA) to its 118 member markets statewide in 
honor of Farmers Market Week. The three recipes highlight the summer bounty that is available at 
farmers markets this week. They are simple, easy to adapt to personal taste, and use a short list of 
fresh, affordable ingredients available at markets across the state:  
 
Download the recipes here: 

 Shredded Veggie Patties  
 Spicy Panzanella  
 Summer Slow Cooker Fruit Cobbler  

 
Our 118 farmers markets offer fresh, seasonal food grown by small farms in Washington. Farmers 
Market purchases create stronger local food economies, supporting more than 1,200 unique farms.   
 
“Whether you are looking for an adventure close to home, or want to shop like a local while on 
vacation, farmers markets have something for everyone.  Not only do farmers markets showcase 
Washington’s farming families, they are a unique way for kids to see what food looks like coming 
straight from the farm, to sample it and talk to a real farmer” 
 
Many Farmers Markets will host celebrations during this special week including:  



 

 

 Representative Adam Smith’s visit to the Columbia City Farmers Market in Seattle on 
Wednesday, August 5 at 3:30pm;  

 Featured chefs and cooking demonstrations; 
 Special kids activities; and 
 Music and entertainment. 

 
For a directory of farmers market locations and operating hours, visit:  
http://www.wafarmersmarkets.com/washingtonfarmersmarketdirectory.php.   
 
Click for a copy of Governor Jay Inslee’s proclamation for Washington State Farmers Market 
Week: http://agr.wa.gov/News/2015/FarmersMarketWeekProclamation2015.pdf 
  
 
 
 
 
About the Washington State Farmers Market Association: 
 
Founded in 1978, the Washington State Farmers Market Association is a non-profit, membership 
organization serving 118 unique farmers markets in over 80 cities and towns. These markets represent 
over $45 million in annual sales and collectively serve hundreds of farm, food and craft entrepreneurs 
and thousands of customers seeking fresh, local food, family fun, and community. 
 
info@wafarmersmarkets.com 
www.wafarmersmarkets.com 
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2016 Lodging Tax – Tourism Promotion Project Application 
 
 
1. Project Information  
 
1a. Project Name:  __________________________________________________________ 
 
 
Amount Requested: $_________________________________________________________ 

(Amount Requested must match Total Costs, column “a.” on page 14) 
 
 
Total Project Amount:$_________________________________________________________ 

(Total Project Amount must match Total Costs, column “c.” on page 13) 
 
 
1b. Name of Applicant organization: ______________________________________________ 
 
 
Mailing Address:  __________________________________________________________ 
 
   __________________________________________________________ 
 
   __________________________________________________________ 

 
Tax ID Number:  __________________________________________________________ 
 
 
Organization Unified Business Identifier (UBI): ___________________________________ 
 
 
UBI Expiration Date: __________________________________________________________ 
 
 
Type of Organization: _________________________________________________________ 

(Non-profit, For-profit, Municipality, Private business, etc.) 
 
 
1c. Contact Name:  __________________________________________________________ 
 
 
Title:    __________________________________________________________ 
 
 
Telephone:   _____________________ Email: ______________________________ 
 
 
Signature:   __________________________________________________________ 
 
The signatory declares that he/she is an authorized official of the applicant organization, is authorized to 
make this application, is authorized to commit the organization in financial matters, and will assure that 
any funds received as a result of this application are used only for the purposes set forth herein, and 
verifies that all the information contained in this application is valid and true to the best of his/her 
knowledge. 

City of Lakewood Media Promotion

34,150

34,150

City of Lakewood, Economic Development Department

6000 Main Street SW

Lakewood, WA 98499

91-1698185

Government

Becky Newton

Economic Development Manager

253-983-7738 bnewton@cityoflakewood.us

John J. Caulfield
Digitally signed by John J. Caulfield 
DN: cn=John J. Caulfield, o=City of Lakewood, ou=City Manager, 
email=jcaulfield@cityoflakewood.us, c=US 
Date: 2015.08.13 16:35:14 -07'00'
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2. Project Description 
 
2a. Please provide the event date(s) _______________________________________________ 
 
2b. Where will your event be held? ________________________________________________ 
 
2c. If there is a charge or fee for this activity, please describe how much and why. 
 
 
 
 
 
 
 
 
 
2d. Please provide a detailed description of the proposed project/activity. Include information on 
the area the project will serve, its expected impact and list the responsible party(s). If you need 
additional room, please attach a separate document and save as, “additional details.” 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

N/A

N/A

N/A

This project will 1) create compelling media content, and 2) deliver packaged and targeted media placement that brings
people in to visit, eat, shop and stay in Lakewood. The placements will be designed to catch people where they listen to
music, get their information and news, on-the-go, in their cars and wherever they may work, live, and play.

This project is intended to have a long term benefit for the City of Lakewood, its partners, citizens and businesses. It is
designed to increase tourism, particularly overnight stays for visitors from all over the region, country and from other
countries.

The project will capitalize on major events coming to Lakewood and surrounding communities. The plan is to create
compelling creative content that bring people back to Lakewood, and encourage new people to experience what
Lakewood has to offer.

We want people to stay in Lakewood not only for activities here, but also as a landing place while visiting all of Pierce
County.

We want military families and contractors to stay here while visiting their friends and family, and while doing business
here.

The money will be wisely spent on content and placement only using internet radio and consistent, complimentary
media outlets that support our brand and image.

Whenever possible, we will use the City of Lakewood home page photo, boating on the lake with Mt. Rainier in the
background. This photo is being used for Pandora, with the words, "Visit Lakewood, WA"
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3. Beneficiaries 
 
Please list and provide specific information regarding all individuals, businesses, areas, or 
organizations that will directly benefit from the project/activity.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
4. Goals/Monitoring 
 
Describe the goals of the project. Will the project result in an increase in overnight stays by 
visitors in Lakewood? If so, how will this increase be tracked and monitored? How will an 
increase in the sale of goods and services as a result of the project be measured? What other 
short or long term economic benefits will occur and how will that be tracked?  Why do you 
believe those project/activity outcomes are feasible?  Applicants will be required to submit 
a post-funding report providing pertinent data evaluating tourism benefits resulting 
from the use of lodging tax funds as compared with the estimates contained in this 
application. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

• The City of Lakewood, it’s citizens, businesses, and real estate brokers benefit by raising the level of awareness
about Lakewood and it’s many attractions, and retailers thus creating more economic activity and retail sales;
• Tourism will be encouraged by reaching out to people where they get their messaging, information and news
through social media outlets they are already using;
• Events will be highlighted encouraging more people to come to Lakewood, particularly from beyond a 50 mile
radius thereby encouraging overnight stays;
• Hotels, motels, restaurants, gas stations, Lakewood Towne Center, South Tacoma Way (International District)
businesses, coffee stands, and other merchants will benefit from increased tourism;
• Citizens, and businesses will benefit from the messaging which will help to change the perceptions/image of
Lakewood to being a safe community;
• Lakewood will benefit by raising awareness of each of Lakewood’s unique outdoor and indoor activities and
attractions such as parks, lakes, hiking, gardens, fishing, biking, golfing, disc golf, indoor carting, and theater.

Goals:
1. Increase outreach to people where they get their information: Tracked by the number of messages through social
media outlets, internet radio, and other generalized media outlets;
2. Increase positive perception of Lakewood as a safe community: Tracked by social media comments, actual crime
statistics, and survey of surrounding communities;
3. Increase the number of hotel night stays: Tracked by gathering hotel night stays following media impressions;
4. Increase awareness for visitors from out of state and internationally: Tracked by web hits and requests for
information from out-of-state and international visitors.

People that live and work in the community will be a part of the content in this project. They will be videotaped and
recorded and presented to show community support. This project will change the way people think about Lakewood,
bring people back to Lakewood, and invite people to visit. The messaging will be compelling to all surrounding
communities and beyond to come to Lakewood for its beauty, activities, shopping, eateries, and weekend getaways.

The current Pandora Internet Radio campaign reaches 30-49 year olds, in Pierce County, King, Thurston and
Snohomish. We believe that these people are the most likely to come to Lakewood because they are relatively young,
active, and likely in the midst of their working years. By running this campaign in August and September, we are
trying to attract people who are looking to enjoy the sunny weather and outdoor activities in Lakewood’s outdoor
amenities. Expanding on this campaign in 2016 with complimentary advertising will be key to pushing Lakewood up
on the list of destinations to visit.
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5. Estimate how the funds will increase the amount of people traveling to Lakewood to 
stay overnight in paid accommodations. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
6. Estimate how the funds will increase the amount of people traveling to Lakewood 
from more than 50 miles from their residences. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
7. Estimate how the funds will increase the amount of people traveling to Lakewood 
from outside their state or country. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

This is an outreach campaign that will have long term effects on the community. By reaching out to people where
they get their music, news and information in their everyday lives – on the go – we will be able to attract more
individuals and families on an ongoing basis. This will keep Lakewood top-of-mind. By packaging targeted media
visitors will be compelled to stay in Lakewood hotels and motels while visiting attractions around the county.
Military service members and their families, as well as contractors will be compelled to stay in Lakewood while
visiting and working in the area. Internet radio coupled with Alaska Airlines in-flight magazine and targeted
Google and Facebook boosts will put Lakewood on the map for years to come.

Demographic targeting and reach for the campaign 2015 - Pandora Radio Monthly Market Reach, Age 30 to 49
Type Name Unique Listeners Population Market Reach
County King 224,734 637,750 35.2%

Pierce 82,465 220,337 37.4%
Snohomish 75,714 212,363 35.7%
Thurston 26,460 69,956 37.8%
Grand Total 409,373 1,140,406 35.9%

Internet radio and social media is seen and heard far and wide, and can be viral with the right creative messaging.
The content and placement will be such so as to attract visitors far beyond the 50 mile radius of Lakewood. Adding
Alaska Airline In-flight Magazine along with Google and Facebook targeted sponsored content will increase the
reach exponentially.

Why Streaming Radio, Why Pandora?
We want to communicate Lakewood’s brand to the public widely as well as to those who would be interested in
visiting and engaging in tourist activities. Digital marketing provides more accurate reporting tools (number of
impressions, number of unique listeners) compared to traditional print advertising and radio advertising. Digital
marketing also affords more accurate targeting with our messaging, based on demographic information. Compared
to traditional print advertising, digital marketing provides lower costs as well.

Pandora is an alternative to terrestrial radio that offers a wide audience. This type of advertising that they execute is
not loud or obnoxious like some commercial radio stations, and this lends itself to the type of professional and
promotional atmosphere for our branding. Pandora is available to the public on the Internet for free, to anyone that
can download the Pandora app on their computer or their smartphone.

Targeted media package placement will be global. Through the City website, and all the social media outlets that
will be utilized, the specific targeted and creative content will be compelling worldwide. Perceptions of Lakewood
as the place to visit, play, eat and stay will resonate across all messaging platforms. Our current regional internet
radio approach (Snohomish, King, Pierce and Thurston) is a great start. Building on this with complimentary
advertising will pull visitors our South Sound destination.
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8. Funding Requirements 
 
Due to funding constraints, partial funding may be recommended by the LTAC.  
 
8a. If partial funding is received, how will that impact the project/activity? Please describe: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
9. Use of Funds 
 
Provide detail on how the funds will be used.  For example, $20,000 of the funds will be used for 
marketing, $5,000 for administration, $10,000 for Consultants, etc.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

This will limit the reach and effectiveness of the campaign. A targeted repetitive advertising campaign to ingrain the
message across the world would be most effective. If we limit the impressions, we limit the number of
people/families that will be compelled to come to Lakewood long term.

Partial funding of $10,000 would be used as follows:
• $10,000 for Pandora Radio impressions only.

1. Visual Designer: We want a few shareable graphics that we can use for Pandora and Alaska Airlines, for
Pay-per-click ads through Facebook and Google, and for other websites that we manage and to give out to printers
for re-use.
Cost: $4,000.

2. Internet Radio: Pandora or Spotify campaign similar in size and reach to the current one.
Cost: $10,000.

3. Alaska Airlines: roughly a million readers per month (on average.) June/July ad publication, promoting golf and
Washington destinations.
Cost: $10,000.

4. Pay per Click ads on Google: A branding campaign for keyword searches as a simple way to direct online traffic
and show up at the top of the results page. This campaign would be managed by City of Lakewood. A three-month
summer campaign with specific keywords and ad copy written by City of Lakewood, maybe run a year-long
campaign on a few keywords like 'lakewood'. Market reach can vary from city/metro/DMA level all the way to
national level, time of day, etc.
Cost: $3,000.

5. Facebook: Similar to the Google ad search, though the mechanism would be 'Boost'ing a Facebook page post.
Reach would be to Facebook users and could be narrowed to age/location demographics such as Google.
Cost: $3,000

6. Minor Equipment: Final Cut Pro software ($350), MacBook Pro for in-house design ($1,500), Canon XA20 for
full video capabilities ($2,300).
Cost: $4,150.
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10. Project Budget (for non-capital projects).  Do not include in-kind contributions. 
 

 

Income:  A diversified funding base is important to the success of any project.  Please list all other sources of funding 
for the project, both anticipated and confirmed and when that funding will be available to the project.  Include your own 
funding, sponsorships, other grants, etc 
Funding Source 
list all revenue sources anticipated for 2015. Do not 
include requested Lakewood Lodging Tax Funds 

 
Amount 

 

Confirmed?  
Yes/No 

 

Date 
Available 

 $   
 $   
 $   
 $   
 $   
 $   
 $   
Expenses:  Based on full funding, please list project costs. 
PLEASE NOTE:  Certain expenses may not be reimbursable, at the sole discretion of the City of Lakewood. You will only 
be repaid at the Lakewood authorized rates. Insurance is not an eligible cost. If you have any questions about any of your 
proposed expenses, please discuss them with Becky Newton at Lakewood’s Economic Development (253) 983-7738. 
 a. Lodging Tax 

Funds 
b. Other Funds,  
Do not include  
In-Kind dollars 

c. Total 

Personnel (salaries & 
benefits) 

$ $ $ 

Administration (rent, 
utilities, postage, supplies, 
janitorial services, etc.)   
Note: Insurance is not an 
eligible cost 

$ $ $ 

Marketing/Promotion  $ $ $ 
Direct Sales Activities  
(including trade shows, sales 
calls, and related travel) 
Describe below 

$ $ $ 

Minor Equipment 
(computers, desks, etc.) 

$ $ $ 

Travel $ $ $ 
Contract Services  
Describe below 

$ $ $ 

Other Describe below $ $ $ 
 
TOTAL COSTS  (Amount 
in column “a.” must match 
“Amount Requested.” 
Amount in column “c” must 
equal “Total Project Amount” 
on Page 9) 

$ $ $ 

Description for Direct 
Sales Activities, 
Contract Services, 
Travel and Others 
 
 
 
 

 

In-Kind Contributions 
 
 
 
 
 

 

 

0

0

26000 26000

0

4150 4150

0

4000 4000

0

34150 0 34150

Contract Services: Visual Designer / Agency for content. This would enable the City
of Lakewood to control and own all creative content whereas, current creative as
developed by Pandora is owned by that company.

Minor Equipment: Final Cut Pro software ($350), MacBook Pro for in-house design
($1,500), Canon XA20 for full video capabilities ($2,300)
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11. Funding History 
 
11a. Was this project funded with Lakewood lodging tax funds in fiscal year 2015?  
 

______yes ______no 
 

11b. If you answered yes to 11a, how much funding did you receive in 2015?  
 

_________________ 
 
 
11c. If you answered no to 11a, what is the last year Lakewood funding was received and how 
much? _________ (year) _____________ (amount awarded)    no previous funding 
 
 
11d. Indicate what efforts have been made to access funding from additional sources? 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
12. Coordination and Collaboration 
 
Please provide information about any other organizations or agencies involved in this 
project/activity. Describe their level of involvement. Describe how this project coordinates with 
other tourism promotion efforts or services in the area, including Chambers of Commerce, local 
festivals, local lodging and restaurants. You may attach up to three letters of support from these 
organizations. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

X

10,000.00

No funding has been requested from other organizations.

We did utilize an intern from Pierce College to assist in developing the economic development website. We have
also utilized a graduate intern from the University of Washington to assist with internet radio content development
and placement. We are currently working with a professor at Pierce College for video development.

The City will coordinate with the Police Department, Clover Park School District, and tourism organizations ensure
accuracy of information.

The Lakewood Chamber of Commerce ran an advertisement in the TRCVB annual magazine on behalf of the
Chamber and City of Lakewood.

As stated above, coordination with the TRCVB and "piggy-baking" on their marketing efforts will create a stronger
draw for our South Sound destination.

Communications and Economic Development regularly promote businesses and organizations on social media
platforms. These organizations include:

Asia Pacific Cultural Center
Historic Fort Steilacoom Association
Lakewold Gardens
Lakewood Chamber of Commerce
Lakewood Historical Society & Museum
Lakewood Parks Department Festivals and Events
Lakewood Playhouse
Lakewood Sister Cities Association
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13. Capital Projects Budget   
 
Supporting the Capital Expenditures and/or Operation of City Tourism-Related Facilities 
 

FUNDING/TIMELINE 

Responsible 
Parties, 

Methods, 
Means 

Begin 
(Dates or  
Periods) 

End  
(Dates or 
Periods) 

Amount 
Requested 

From 
Lodging 
Funds 

Other Funds 
Committed or 

Proposed* 
TOTALS 

Design & Inspection 
 

   $ $ $ 

Other Consultants 
 

   $ $ $ 

Permits & Fees 
 

   $ $ $ 

Land Acquisition 
 

   $ $ $ 

Site Development & 
Landscape 

   $ $ $ 

Buildings                
(New Construction) 

   $ $ $ 

Building Renovations 
(Includes Access) 

   $ $ $ 

Other (Specify) 
Insurance is not an 
eligible cost. 

   $ $ $ 

TOTAL 
 

   $ $ $ 

 

*If other funds are committed, please attach a letter of commitment from the funding source. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

0

0

0

 0

0

0

0

0

0 0 0
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14. Certification 
 
The applicant hereby certifies and confirms: 
 

1. That it does not now nor will it during the performance of any contract resulting from this 
proposal unlawfully discriminate against any employee, applicant for employment, client, 
customer, or other person(s) by reason of race, ethnicity, color, religion, age, gender, 
national origin, or disability; 

2. That it will abide by all relevant local, state, and federal laws and regulations; 
3. That it has read and understands the information contained in this application for funding 

and is in compliance with the provisions thereof, and; 
4. That the individual signing below has the authority to certify to these provisions for the 

applicant organization, and declares that he/she is an authorized official of the applicant 
organization, is authorized to make this application, is authorized to commit the 
organization in financial matters, and will assure that any funds received as a result of 
this application are used for the purposes set forth herein. 
 

 
 
 
Primary Signature:  ________________________________________________________ 

Signature 
 
 
_____________________________________________________ _________________ 
Printed Name & Title of Chief Administrator/Authorizing Official   Date   
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

John J. Caulfield Digitally signed by John J. Caulfield 
DN: cn=John J. Caulfield, o=City of Lakewood, ou=City Manager, email=jcaulfield@cityoflakewood.us, c=US 
Date: 2015.08.13 16:35:48 -07'00'

John J. Caulfield, City Manager 8/13/2015
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CITY OF LAKEWOOD 
 

E-VERIFY REQUIREMENTS FOR CONTRACTORS 
 
By Ordinance, the City of Lakewood requires that all contractors who enter into agreements to 
provide services or products to the City use the Department of Homeland Security’s E-Verify 
system when hiring new employees for the term of the contract. 
 
E-Verify is an electronic system designed to verify the documentation of job applicants.  It is run 
by the Department of Homeland Security. 
 
Who is affected? 
 All contractors doing business for the City of Lakewood.  There is no minimum dollar value 

for contracts affected. 
 All subcontractors employed by the general contractor on these contracts. 

 
Are there exceptions? 
 Contracts for “Commercial-Off-The-Shelf” items are exempted from this requirement. 
 Individuals, Companies, or other organizations that do not have employees. 

 
How long must the contractor comply with the E-Verify system? 
 For at least the term of the contract. 

 
Are there other stipulations? 
 E-Verify must be used ONLY for NEW HIRES during the term of the contract.  It is NOT to be 

used for EXISTING EMPLOYEES. 
 E-Verify must be used to verify the documentation of ANY new employee during the term of 

the contract, not just those directly or indirectly working on deliverables related to the City 
of Lakewood contract. 

 
How will the City of Lakewood check for compliance? 
 All contractors will retain a copy of the E-Verify Memorandum of Understanding that they 

execute with the Department of Homeland Security AND 
 Sign and submit to the City an Affidavit of Compliance with their signed contract. 
 All General Contractors will be required to have their subcontractors sign an Affidavit of 

Compliance and retain that Affidavit for 4 years after end of the contract. 
 The City of Lakewood has the right to audit the Contractor’s compliance with the E-Verify 

Ordinance. 
 
Further information on E-Verify can be found at the following website: 
 
http://www.uscis.gov/e-verify 
 
If you have questions about the City’s E-Verify Ordinance, please contact the City of Lakewood’s 
legal department prior to contracting with the City. 
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CITY OF LAKEWOOD 
 

AFFIDAVIT OF COMPLIANCE WITH LAKEWOOD MUNICIPAL CODE 1.42 
“E-VERIFY“ 

 
 
As the person duly authorized to enter into such commitment for  
 
 
______________________________________________________________________ 
COMPANY OR ORGANIZATION NAME 
 
 
I hereby certify that the Company or Organization named herein will 
 
(Check one box below) 
 

 Be in compliance with all of the requirements of City of Lakewood Municipal Code Chapter 
1.42 for the duration of the contract entered into between the City of Lakewood and the 
Company or Organization. 

 
OR 
 

 Hire no employees for the term of the contract between the City and the Company or 
Organization. 

 
 
 
 

 
 

SIGNATURE 
 
 
PRINT NAME AND TITLE 
 
 
DATE 

 
 

City of Lakewood

John J. Caulfield Digitally signed by John J. Caulfield 
DN: cn=John J. Caulfield, o=City of Lakewood, ou=City Manager, email=jcaulfield@cityoflakewood.us, c=US 
Date: 2015.08.13 16:36:05 -07'00'

John J. Caulfield, City Manager

8/13/2015

✔



Pandora Sessions Week 1 August 15‐21 2015
City Source Sessions % New Sessions New Users
Seattle pandora 348 98.85% 344
Kent pandora 45 100.00% 45
Kirkland pandora 24 100.00% 24
Sacramento pandora 16 100.00% 16
Los Angeles pandora 15 93.33% 14
Tacoma pandora 13 100.00% 13
Myrtle Beach pandora 11 100.00% 11
Bellevue pandora 11 90.91% 10
Federal Way pandora 11 100.00% 11
Portland pandora 9 100.00% 9
Everett pandora 9 100.00% 9
San Francisco pandora 8 87.50% 7
Olympia pandora 8 100.00% 8
Redmond pandora 7 100.00% 7
Chicago pandora 6 100.00% 6
Bothell pandora 6 100.00% 6
San Antonio pandora 5 80.00% 4
Marysville pandora 5 100.00% 5
Renton pandora 5 100.00% 5
Spanaway pandora 5 100.00% 5
Dallas pandora 4 100.00% 4
DuPont pandora 4 50.00% 2
Gig Harbor pandora 4 100.00% 4
Bonney Lake pandora 4 100.00% 4
Picnic Point‐North Lynnwood pandora 4 100.00% 4
South Hill pandora 4 100.00% 4
(not set) pandora 3 100.00% 3
Denver pandora 3 100.00% 3
Auburn pandora 3 100.00% 3
Lacey pandora 3 100.00% 3
Lynnwood pandora 3 100.00% 3
Sequim pandora 3 100.00% 3
Tumwater pandora 3 100.00% 3
Shoreline pandora 3 100.00% 3
Anchorage pandora 2 100.00% 2
Louisville pandora 2 100.00% 2
Philadelphia pandora 2 100.00% 2
Centralia pandora 2 100.00% 2
Edmonds pandora 2 100.00% 2
Issaquah pandora 2 100.00% 2
Lakewood pandora 2 100.00% 2



Silverdale pandora 2 100.00% 2
Spokane pandora 2 100.00% 2
Sumner pandora 2 100.00% 2
Burien pandora 2 50.00% 1
Camano Island pandora 2 100.00% 2
Mill Creek pandora 2 100.00% 2
Phoenix pandora 1 100.00% 1
Scottsdale pandora 1 100.00% 1
Carlsbad pandora 1 100.00% 1
Claremont pandora 1 100.00% 1
Delano pandora 1 100.00% 1
Irvine pandora 1 100.00% 1
Oakland pandora 1 100.00% 1
San Diego pandora 1 100.00% 1
San Ramon pandora 1 100.00% 1
Westminster pandora 1 100.00% 1
Jacksonville pandora 1 100.00% 1
Miami Beach pandora 1 100.00% 1
Kailua‐Kona pandora 1 100.00% 1
Coeur d'Alene pandora 1 100.00% 1
Lafayette pandora 1 100.00% 1
Framingham pandora 1 100.00% 1
Greenbelt pandora 1 100.00% 1
Wabasha pandora 1 100.00% 1
Bozeman pandora 1 100.00% 1
Charlotte pandora 1 100.00% 1
Fargo pandora 1 100.00% 1
Lebanon pandora 1 100.00% 1
Rock Hill pandora 1 100.00% 1
Plano pandora 1 100.00% 1
Bellingham pandora 1 100.00% 1
Black Diamond pandora 1 100.00% 1
Bremerton pandora 1 100.00% 1
Eatonville pandora 1 100.00% 1
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Audio Everywhere 
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Overview Benefits 
Audio Everywhere truly is a radio product. It offers brands the 
ability to leverage “The Power of Audio” through the passion point 
of music in a personalized environment. The cross-platform reach  
it provides allows brands to engage their target audience wherever 
and whenever they listen. The bundle includes an Audio ad that 
runs on Web, Mobile, Tablet, Connected Car Devices and 
Connected Home Devices—wherever inventory is available. 

Audio Everywhere offers message delivery to a highly-engaged 
listener wherever they go in a super-clean, uncluttered 
environment with efficient targeting, measurable delivery  
and interactive options. 

Components 
• Audio 
• 500x500 Tile 
• 300x250 Non-Guaranteed Banner 

NTIAL AND PROPRIETARY
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Product Details 
Required Assets 

Deliverables Specs 

Audio 
Spot 

If Client  
produces 

Max Length 15 sec or 30 sec 

File Type .wav, .mp3., .aiff, .m4a, .mp4 

Bit Rate 320 kbps 

Slates removed, if possible. 
(Pandora can provide slate removal services with 24-hour lead time) 

If Pandora 
produces 

Click here to download the required template. Please fill out and return the document to your 
Account Manager.* 

Tile 

Banner Size 500x500 

File Size 40k max 

File Type JPG; static/non-animated 

Banner 

Size 300x250 

File Size 40k max 

File Type JPG, PNG or GIF 

Click Thru URL 1 URL that drives to your website or landing page; can also implement a mobile-friendly URL if 
available (URL must be able to detect device)

*NOTE: Once audio template is submitted, no changes to the script can be made—if changes are made, additional fees may apply. 

REQUIRED CALL TO ACTION AUDIO COPY: To elicit a response, provide a clear directive. Any Click-Thru ("click" or "tap") CTAs must be 
accompanied by a second, alternate CTA leading to the same result. (Example: “Click Now or visit Pandora dot com for more information.”) 
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Product Details 
Timeline Upon IO Signature 

Max Creative Policy* 

*NOTE: Once audio template is submitted, no changes to the script can be made—if changes are made, additional fees may apply. 

*NOTE: The creative number listed is the max for the entirety of the campaign. 
Additional voices or spots are available for a $250 Production Fee 

Action Client Produced Pandora Produced 

Pandora to produce audio n/a 3 business days 

Client to review audio and approve audio n/a 1-2 business days 

Pandora to make changes  
(tone/performance changes ONLY) n/a 2 business days 

Client reviews files  
(including audio if produced by client) 1 business day 1 business day 

Trafficking/Testing 2 business days 2 business days 

Total lead time required 3 business days 10 business days 

Campaign 
Budget 

# of Audio & Display Creative  
(Includes Refreshes) 

Audio Voices 
(Pandora Created) 

$5K–$9,999 2 1 

$10K–$19,999 4 2 

$20K–$49,999 6 2 

$50K–$99,999 8 4 

$100K+ 10 4 
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Design Best Practices 

500x500 Tile 300x250 Banner 
Why 500x500? The audio tile appears next to the album art in the 
tuner on the web. Users have the option to expand the size of this  
in their Pandora tuner with a maximum size of 500x500. The tile  
must be 500x500 to ensure the best quality across all sizes on  
mobile and web.  

Keep it Simple: The tile unit is used to accompany the audio spot  
to reinforce your brand. The design should be kept simple, with a  
logo and one line of copy maximum. Simple imagery and flat color 
graphics work best. 

Size Matters: Since the smallest that the tile will appear is 50x50,  
we recommend the following minimum sizes to ensure the 
copy/graphics are legible: 

• Copy: Minimum 36 PT font size  
• Logo: Minimum 240x125 pixels  

Who Are You? Be sure to clearly tell users who you are with a 
logo and/or product image. 

Call to Action (CTA): Tell the user what to do and why.  
Make sure this “button” is visible. 

Be Clear: Limit your banner to the necessary info: tagline, logo,  
simple product shots or images. This will keep your message 
concise and clear. 

*NOTE: Banners are not guaranteed. 

300 250 B500x500 Tile500x500 Tile BannerB







 
Pandora’s radio ad campaign will reach  
The goals of the campaign are to fulfill the LTAC goals1 and to promote overnight stays in Lakewood. 
These goals must be conducted in concordance with legal precedent2 
 
Why Streaming Radio, Why Pandora?  
We want to communicate Lakewood’s brand to the public widely as well as to those who would be 
interested in visiting and engaging in tourist activities. Digital marketing provides more accurate 
reporting tools (number of impressions, number of unique listeners) compared to traditional print 
advertising and radio advertising. Digital marketing also affords more accurate targeting with our 
messaging, based on demographic information. Compared to traditional print advertising, digital 
marketing provides lower costs as well. 
 
Pandora is an alternative to terrestrial radio that offers a wide audience. In comparison to alternatives 
such as Spotify, Pandora is willing to work with a small advertiser budget(from $5 to 10K) that is 
consistent with the 2014 LTAC allotment. The type of advertising that they execute is not loud or 
obnoxious like some commercial radio stations, and this lends itself to the type of professional and 
promotional atmosphere for our branding. Pandora is available to the public on the Internet for free, to 
anyone that can download the Pandora app on their computer or their smartphone.  
 
Branding 
Our script: “Discover rare plants, go fishing for bass and kokanee, or stay the night for 
dinner in the city. Make Lakewood your destination to explore nature, have fun on the golf course, and 
more. Lakewood‐‐ where adventure lies in every direction.” 
 
Tone and direction: 
Voice Gender  Male 
Voice Age  28‐32 
Direction  Conversational, energetic, neutral age, fun, 

promotional, American accent 
Additional Notes and Direction  We want people to hear the message, and to think 

about the sounds of nature, birds, insects; the 
sounds of jet skis and boats on the lake, people 
splashing around in the water; people making their 
way around park trails or swinging a club on the 
fairway; the sounds of silverware and glasses 
clinking over dinner conversation, having fun, 
bringing their family, making memories. 

 
 
Targeting 

                                                            
1 The  objective  of  the  City  of  Lakewood  Lodging  Tax Advisory  Committee  process  is  to support projects, which 
encourage eligible tourism and cultural activities and support tourism facilities in Lakewood.    
2 Washington State law (RCW 67.28.1815) requires that funds be expended “…solely for the purpose of paying all 
or part of the cost of tourism promotion, acquisition of tourism‐related facilities, or operation of tourism‐related 
facilities…” 



We are trying to reach 30‐49 year olds, in Pierce County, King, Thurston and Snohomish. We believe that 
these people are the most likely to come to Lakewood because they are relatively young, active, and 
likely in the midst of their working years. By running this campaign in August and September, we are 
trying to attract people who are looking to enjoy the sunny weather and outdoor activities in 
Lakewood’s outdoor amenities.   
 
Table 1: Demographic targeting and reach for the campaign. 

Pandora Radio Monthly Market Reach, 
Age 30 to 49 

Type  Name  Unique Listeners  Population  Market Reach 
County  King  224,734  637,750  35.2% 

  Pierce  82,465  220,337  37.4% 

  Snohomish  75,714  212,363  35.7% 

  Thurston  26,460  69,956  37.8% 

Grand Total    409,373    1,140,406  35.9% 

 
We will spend $7,500 for 468,750 impressions, reaching 35.9% of 30 to 49‐year‐olds in the four county 
region(King, Pierce, Snohomish, and Thurston County3.)  
Start date: August 15 
End Date: September 15 
 
Table 2: Campaign budget and parameters.  
Product  Audio Everywhere 

Description 
:15 or 30 Audio Spot ‐ 
Pandora creates 

Companion Tile displayed during 
Audio Spot 

Size  1x1  500x500 
Targeting  King, Pierce, Snohomish, Thurston Counties  
Start Date  8/15/2015
End Date  9/15/2015
Net CPM Rate  $16.00(per 1k Impressions)  $0
Impressions Quantity  468,750 ‐ 

Total Cost  $7,500.00
 
Metrics 
 
One advantage of our digital marketing campaign is that Pandora will provide us with a report(via 
Google DoubleClick for Publishers) with how many listeners and how many times our ad was played at 
the end. We also have the capability of tracking referrals to http://destination.cityoflakewood.us via 
Google Analytics. Through this GA report we can see how many people visited the Destination website 
via Pandora’s ad. It’s hard to estimate how much traffic we should expect from a campaign and a value 
proposition and the behavior of the audience, but, if I had to throw a rough number out there, I would 
expect a click‐through‐rate(# of website visits/# of impressions) to be 0.5%.  
 

                                                            
3 Why these four counties? We prioritized by population, King is the most populous, then Pierce, Snoho, then 
Spokane, and Clark(seemed unlikely that people in Spokane or Vancouver should be part of the first wave in an 
attempt at a broad streaming radio campaign) then Thurston county.  



so we should also think in internet vs terrestrial radio that, when we see impression in the report, we 
know that the ad was served to a listener. in terrestrial radio, we don't know that it was actually heard, 
if you advertise on 88.5, you know that it got served, but someone might have changed the channel to 
another station and so you don't know if a person heard it. 

















































































































































































































































Application for:

CITY OF LAKEWOOD
FY 2016 Lakewood Lodging Tax &
Tourism Promotion Grant Funds

Lakewood Gateways  
Improvement Project  

SUBMIT TO: 
City of Lakewood

Economic Development Department
6000 Main Street SW

Lakewood, WA 98499
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2016 Lodging Tax – Tourism Promotion Project Application 
 
 
1. Project Information  
 
1a. Project Name:  __________________________________________________________ 
 
 
Amount Requested: $_________________________________________________________ 

(Amount Requested must match Total Costs, column “a.” on page 14) 
 
 
Total Project Amount:$_________________________________________________________ 

(Total Project Amount must match Total Costs, column “c.” on page 13) 
 
 
1b. Name of Applicant organization: ______________________________________________ 
 
 
Mailing Address:  __________________________________________________________ 
 
   __________________________________________________________ 
 
   __________________________________________________________ 

 
Tax ID Number:  __________________________________________________________ 
 
 
Organization Unified Business Identifier (UBI): ___________________________________ 
 
 
UBI Expiration Date: __________________________________________________________ 
 
 
Type of Organization: _________________________________________________________ 

(Non-profit, For-profit, Municipality, Private business, etc.) 
 
 
1c. Contact Name:  __________________________________________________________ 
 
 
Title:    __________________________________________________________ 
 
 
Telephone:   _____________________ Email: ______________________________ 
 
 
Signature:   __________________________________________________________ 
 
The signatory declares that he/she is an authorized official of the applicant organization, is authorized to 
make this application, is authorized to commit the organization in financial matters, and will assure that 
any funds received as a result of this application are used only for the purposes set forth herein, and 
verifies that all the information contained in this application is valid and true to the best of his/her 
knowledge.

Lakewood Gateway Project

100,000

100,000

City of Lakewood

6000 Main Street SW

Lakewood, WA 98499

91-1698185

Public Non-Profit

Mary Dodsworth

Parks, Recreation and Community Services Director

253-983-7741 mdodsworth@cityoflakewood.us

John J. Caulfield
Digitally signed by John J. Caulfield 
DN: cn=John J. Caulfield, o=City of Lakewood, ou=City Manager, 
email=jcaulfield@cityoflakewood.us, c=US 
Date: 2015.08.13 15:45:29 -07'00'
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2. Project Description 
 
2a. Please provide the event date(s) _______________________________________________ 
 
2b. Where will your event be held? ________________________________________________ 
 
2c. If there is a charge or fee for this activity, please describe how much and why. 
 
 
 
 
 
 
 
 
 
2d. Please provide a detailed description of the proposed project/activity. Include information on 
the area the project will serve, its expected impact and list the responsible party(s). If you need 
additional room, please attach a separate document and save as, “additional details.” 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

NA

South Tacoma Way / 100th Street and Nyanza / Gravelly Lake Drive

NO the improvement project will be enjoyed for FREE by all who pass by.

We are proposing to continue the work started in 2015 to improve Lakewood Gateways. We plan to improve two more
gateway areas in 2016. We will create a new gateway at South Tacoma Way and 100th Street and renovate the gateway
at Nyanza and Gravelly Lake Drive.

First Impressions matter! There are 14 different ways to access and enter the Lakewood community and each of the
access points (gateways) are different and leave a different impact and impression with those who pass by to visit, shop,
or play. According to Princeton psychologists Janine Willis and Alexander Todorov, all it takes is a one tenth of one
second (1/10) to form an impression. More current research states that we may have 3-7 seconds to capture that first
impression. Based on the current conditions, Lakewood visitors may be developing a negative impression of our
community when they pass by certain areas.

With an emphasis on economic development and to leave a positive impression on the thousands of people coming to
and through Lakewood for the US Open event, the City created a Gateway Improvement Program. A 17 member
community planning team developed a gateway vision and preliminary design to be used in various ways at our 14
gateway areas. The group felt strongly that the sign needed to make a statement that you are in LAKEWOOD, a special
place. They also discouraged directional or informational signs at the gateway locations. The Bridgeport Way SW and
Pacific Highway intersection was the first gateway project completed last year. We also updated the gateway at the
north end of Bridgeport in 2015 (see photos attached). Both signs are landscaped and light up at night. The successful
projects received positive response from the community.

Because our ability to update all of the gateways at one time is limited, the City developed criteria and a points system
to help prioritize and determine which site(s) could or should be improved next. Criteria included: new vs renovated
sites; does it create new maintenance, could the sign be scaled, do we have the right-of-way for installation and does the
sign direct people to our Central Business District? Based on scoring, the proposed signs at South Tacoma Way and
Highway 512 and Nyanza and Gravelly Lake Drive received the top scores.

Rumor has it that realtors, developers, and businesses use the Gravelly Lake Drive exit to direct their customers to
Lakewood. This is because they perceive the exit and drive into Lakewood from this location is a more aesthetically
pleasing experience. This gateway site has an old wooden sign with an old City logo on it as well as a directional sign
that is difficult to read and not very effective. We can easily renovate this gateway with a new sign. Power, water and
landscaping are already in place.

The South Tacoma Way and 512 exit is a main gateway to Lakewood but very very busy and visually cluttered. The
City is doing a major street improvement in this area and if funded we can add new gateway island to direct people to
our international and central business district areas from this area. We would get a bigger bang for our buck since
construction will be occurring in this area already. We would save money on some site work and traffic control. This
site would not have the landscaping found at others gateways since water is not available.



Lakewood Gateways 2.d (continued) 

 

Creating visually pleasing gateways will have a positive impact on our local economy, 

tourism and the community.  The City of Lakewood will take the lead in designing and 

constructing the signs and manage the improvement projects.  The City will provide the 

annual maintenance at this site to ensure it will positively represent our community. We 

will also work with WSDOT to improve the look of the freeway interchange areas close 

to these areas.  We will work with local businesses adjacent to this area to improve the 

overall gateway experience as well.  
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3. Beneficiaries 
 
Please list and provide specific information regarding all individuals, businesses, areas, or 
organizations that will directly benefit from the project/activity.  

 
 
 
 
 
 
 
 
 
 
 
 
 
4. Goals/Monitoring 
 
Describe the goals of the project. Will the project result in an increase in overnight stays by 
visitors in Lakewood? If so, how will this increase be tracked and monitored? How will an 
increase in the sale of goods and services as a result of the project be measured? What other 
short or long term economic benefits will occur and how will that be tracked?  Why do you 
believe those project/activity outcomes are feasible?  Applicants will be required to submit 
a post-funding report providing pertinent data evaluating tourism benefits resulting 
from the use of lodging tax funds as compared with the estimates contained in this 
application.
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Lakewood first time visitors will benefit from the gateway improvement projects. They will see the sign and know
they are in Lakewood, Washington. The secondary impressions will be that we care about our community, we take
care of our infrastructure and we want to make a good first impression.

Lakewood businesses along South Tacoma Way and 100th streets will benefit because they will have a new and
improved way to welcome their customers. They can use the sign as a landmark for giving directions to their
customers and guests who are wanting to access the international district and/or central business district. Several
hotels are located in this area and more are on their way. Visitors entering our community from the Gravelly Lake
exit will know they are somewhere special and can easily find their way to Lakewold Gardens, Tacoma Golf and
Country Club or the Town Center.

Lakewood residents will benefit because as they travel to and from this area regularly, they will see that the City cares
about their image and the impression that is made.

The goals of the Gateway Project are:
• Annually review all City gateways to assess current condition and provide recommendations for improvements,
• Develop a gateway program that could be replicated in a variety of ways at various locations,
• Determine a phasing plan based on various prioritization criteria,
• Implement improvements as resources, partnerships and adjacent projects are being proposed and are available.

Whether it is the first time a person sees the improved gateway or if they have experienced the “before and after”
views, they will have a positive impression of the site and our community.

Although it will be difficult to determine if this gateway project increases visits or overnight stays in Lakewood, we
can monitor the number of people who will see the sign each day by doing traffic counts at these locations using
technology owned by the City. We can ask businesses within a 1mile radius of the gateway areas their opinion /
impression of the improved gateway through electronic survey tools using local business license information. We can
do a community survey using our City website, social media and traditional publications to capture community
opinion of our gateway improvement projects.
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5. Estimate how the funds will increase the amount of people traveling to Lakewood to 
stay overnight in paid accommodations. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
6. Estimate how the funds will increase the amount of people traveling to Lakewood 
from more than 50 miles from their residences. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
7. Estimate how the funds will increase the amount of people traveling to Lakewood 
from outside their state or country. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Each day approximately 35,000 drivers take the 512 / South Tacoma Way exit from I-5 and head towards
Lakewood. A majority of these drivers, approximately 25,000, turn north onto South Tacoma Way and head
towards 100th Street - which leads to our international and our central business districts.

We will do a traffic count after one year to determine if increases have occurred in these particular areas. We
know, based on the location, that the individuals using these roads and intersection and/or visiting local businesses
in this area will observe the site, know they are in LAKEWOOD and have a positive impression of the Lakewood
area.

Each day approximately 35,000 drivers take the 512 / South Tacoma Way exit from I-5 and head towards
Lakewood. A majority of these drivers, approximately 25,000, turn north onto South Tacoma Way and head
towards 100th Street - which leads to our international and our central business districts.

We will do a traffic count after one year to determine if increases have occurred in these particular areas. We
know, based on the location, that the individuals using these roads and intersection and/or visiting local businesses
in this area will observe the site, know they are in LAKEWOOD and have a positive impression of the Lakewood
area. We will do an assessment after one year to determine if increases have occurred in these particular areas.
We may not be able to directly relate the improvements to visitors from over 50 miles away, however, we know,
based on the location, that all of the visitors coming from over 50 miles away who use this intersection and/or visit
these local businesses will observe the site, know they are in LAKEWOOD and have a positive impression of the
Lakewood area.

Each day approximately 35,000 drivers take the 512 / South Tacoma Way exit from I-5 and head towards
Lakewood. A majority of these drivers, approximately 25,000, turn north onto South Tacoma Way and head
towards 100th Street - which leads to our international and our central business districts.

We will do a traffic count after one year to determine if increases have occurred in these particular areas. We
know, based on the location, that the individuals using these roads and intersection and/or visiting local businesses
in this area will observe the site, know they are in LAKEWOOD and have a positive impression of the Lakewood
area.

We may not be able to directly relate the improvements to visitors from outside the state or country, however, we
know, based on the location, that all of the visitors coming from outside the state or country, who use this
intersection and/or visit these local businesses, will observe the site, know they are in LAKEWOOD and have a
positive impression of the Lakewood area.
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8. Funding Requirements 
 
Due to funding constraints, partial funding may be recommended by the LTAC.  

8a. If partial funding is received, how will that impact the project/activity? Please describe: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

9. Use of Funds 
 
Provide detail on how the funds will be used.  For example, $20,000 of the funds will be used for 
marketing, $5,000 for administration, $10,000 for Consultants, etc.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

We are looking for lodging tax funds to support the sign projects. If partial funding is recommended by LTAC, we
would invest in the South Tacoma Way / 512 gateway first. Since this project will be coordinated with the street
improvement project, it would be much harder to come in at a later date to do this work.

Depending on available resources, we would invest in the Gravelly Lake Drive / Nyanza site second. This site is
already established so a new monument and sign could be built and then the landscaping / lighting updated at a later
date.

Each gateway will cost approximately $60,000. The signs at this site would be approximately the same size so
budget below is for two signs.

$ 8,000 of the funds will be used for design work and construction drawings.
$ 70,000 of the funds will be used for masonry work / cement work
$ 5,000 of the funds will be used for electrical work and other specialty services
$ 20,000 of the funds will be used for the signs
$ 7,000 of the funds will be used for landscaping and irrigation
$ 10,000 traffic control

$120,000
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11. Funding History 
 
11a. Was this project funded with Lakewood lodging tax funds in fiscal year 2015?  
 

______yes ______no

11b. If you answered yes to 11a, how much funding did you receive in 2015?  
 

_________________ 
 
 
11c. If you answered no to 11a, what is the last year Lakewood funding was received and how 
much? _________ (year) _____________ (amount awarded)    no previous funding 
 
 
11d. Indicate what efforts have been made to access funding from additional sources? 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
12. Coordination and Collaboration 
 
Please provide information about any other organizations or agencies involved in this 
project/activity. Describe their level of involvement. Describe how this project coordinates with 
other tourism promotion efforts or services in the area, including Chambers of Commerce, local 
festivals, local lodging and restaurants. You may attach up to three letters of support from these 
organizations. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

X

10,000.00

The City invested over $110,000 in gateway improvements in 2015. We will be able to use local staff and
equipment for the Gravelly Lake / Nyanza site and we can use traffic control and we can benefit from site
development resources from the traffic project at the South Tacoma Way site which will contribute over $20,000
towards the improvement projects.

As we succeed in making improvements to our gateways, we will look to the Lakewood Community Foundation
for support as well as service organizations, citizen groups and businesses to encourage involvement and financial
support. First Impressions Matter will be our overriding theme.

The following groups and organizations were involved in this planning and review process:
• Lakewood Redevelopment Advisory Board – planning and design
• Lakewood Citizens Transportation Advisory Board – planning and design
• Lakewood Parks and Recreation Advisory Board – planning and design
• Lakewood Arts Commission – planning and design
• Lakewood Planning Advisory Board – planning and design
• Lakewood Landmarks and Heritage Advisory Board – planning and design
• Lakewood Historical Society – planning and design
• Tillicum Neighborhood Association – planning and design
• Pierce County Refuse / Waste Connections – planning and design
• Holiday Inn Express – planning and design
• Keep Lakewood Beautiful/Lakewood Community Foundation – planning
• Washington State Dept. of Transportation (WSDOT) – planning and design
• Lakewood citizens – planning and design

Lakewood City staff (engineering, parks, recreation, public works and economic development have collaborated on
this project). Local private businesses will be used for planning, design and construction.
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13. Capital Projects Budget   
 
Supporting the Capital Expenditures and/or Operation of City Tourism-Related Facilities 
 

FUNDING/TIMELINE 

Responsible 
Parties, 

Methods, 
Means 

Begin 
(Dates or  
Periods) 

End  
(Dates or 
Periods) 

Amount 
Requested 

From 
Lodging 
Funds 

Other Funds 
Committed or 

Proposed* 
TOTALS 

Design & Inspection 
 

   $ $ $ 

Other Consultants 
 

   $ $ $ 

Permits & Fees 
 

   $ $ $ 

Land Acquisition 
 

   $ $ $ 

Site Development & 
Landscape 

   $ $ $ 

                $ $ $ 

    $ $ $ 

Other (Specify) 

 

   $ $ $ 

TOTAL 
 

   $ $ $ 

 

*If other funds are committed, please attach a letter of commitment from the funding source. 

Traffic Control

Lakewood &
Consultants

10/2015 4/2016 3000 5000 8000

0

0

 0

2000 5000 7000

75000 75000

20000 20000

10000
10000

100000 20000 120000
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14. Certification 
 
The applicant hereby certifies and confirms: 
 

1. That it does not now nor will it during the performance of any contract resulting from this 
proposal unlawfully discriminate against any employee, applicant for employment, client, 
customer, or other person(s) by reason of race, ethnicity, color, religion, age, gender, 
national origin, or disability; 

2. That it will abide by all relevant local, state, and federal laws and regulations; 
3. That it has read and understands the information contained in this application for funding 

and is in compliance with the provisions thereof, and; 
4. That the individual signing below has the authority to certify to these provisions for the 

applicant organization, and declares that he/she is an authorized official of the applicant 
organization, is authorized to make this application, is authorized to commit the 
organization in financial matters, and will assure that any funds received as a result of 
this application are used for the purposes set forth herein. 
 

 
 
 
Primary Signature:  ________________________________________________________ 

Signature 
 
 
_____________________________________________________ _________________ 
Printed Name & Title of Chief Administrator/Authorizing Official   Date   
  
 
 
 
 
 
 

John J. Caulfield Digitally signed by John J. Caulfield 
DN: cn=John J. Caulfield, o=City of Lakewood, ou=City Manager, email=jcaulfield@cityoflakewood.us, c=US 
Date: 2015.08.13 15:45:56 -07'00'

John J. Caulfield, City Manager 8/13/2015
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CITY OF LAKEWOOD 
 

AFFIDAVIT OF COMPLIANCE WITH LAKEWOOD MUNICIPAL CODE 1.42 
“E-VERIFY“ 

 
 
As the person duly authorized to enter into such commitment for  
 
 
______________________________________________________________________ 
COMPANY OR ORGANIZATION NAME 
 
 
I hereby certify that the Company or Organization named herein will 
 
(Check one box below) 
 

Be in compliance with all of the requirements of City of Lakewood Municipal Code Chapter 
1.42 for the duration of the contract entered into between the City of Lakewood and the 
Company or Organization. 

 
OR 
 

Hire no employees for the term of the contract between the City and the Company or 
Organization. 

 
 
 
 

 
 

SIGNATURE 
 
 
PRINT NAME AND TITLE 
 
 
DATE 

 

City of Lakewood, Washington

John J. Caulfield Digitally signed by John J. Caulfield 
DN: cn=John J. Caulfield, o=City of Lakewood, ou=City Manager, email=jcaulfield@cityoflakewood.us, c=US 
Date: 2015.08.13 15:46:26 -07'00'

John J. Caulfield, City Manager

8/13/2015

✔



Current City Gateway Signs at Various Locations
Not presenting the image we want of Lakewood 

New City Gateway Signs   

Bridgeport Way and Pacific Highway

North Bridgeport Way sign at night
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City Gateways 

Gravelly Lake and Nyanza 

South Tac Way
& 100th Street

Gateway

Gravelly Lake 
& Nyanza 
Gateway
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Solution! 
Move Gateway to  

intersection of  
100th and So Tacoma Way 

Create traffic island 

Build Gateway 
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2016 Marketing Plan
Gateway Marketing Plan  

Marketing Description













































































































































Application for:
CITY OF LAKEWOOD

FY 2016 Lakewood Lodging Tax &
Tourism Promotion Grant Funds

City of Lakewood SummerFEST

LATEST DATE & TIME FOR SUBMITING YOUR APPLICATION

No Later than 5:00 pm on Thursday, August 13, 2015

SUBMIT TO:
City of Lakewood, Dropbox (preferred)

OR
One Complete Hard Copy to

6000 Main Street SW, 1st Floor Reception 
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2016 Lodging Tax – Tourism Promotion Project Application 
 
 
1. Project Information  
 
1a. Project Name:  __________________________________________________________ 
 
 
Amount Requested: $_________________________________________________________ 

(Amount Requested must match Total Costs, column “a.” on page 14) 
 
 
Total Project Amount:$_________________________________________________________ 

(Total Project Amount must match Total Costs, column “c.” on page 13) 
 
 
1b. Name of Applicant organization: ______________________________________________ 
 
 
Mailing Address:  __________________________________________________________ 
 
   __________________________________________________________ 
 
   __________________________________________________________ 

 
Tax ID Number:  __________________________________________________________ 
 
 
Organization Unified Business Identifier (UBI): ___________________________________ 
 
 
UBI Expiration Date: __________________________________________________________ 
 
 
Type of Organization: _________________________________________________________ 

(Non-profit, For-profit, Municipality, Private business, etc.) 
 
 
1c. Contact Name:  __________________________________________________________ 
 
 
Title:    __________________________________________________________ 
 
 
Telephone:   _____________________ Email: ______________________________ 
 
 
Signature:   __________________________________________________________ 
 
The signatory declares that he/she is an authorized official of the applicant organization, is authorized to 
make this application, is authorized to commit the organization in financial matters, and will assure that 
any funds received as a result of this application are used only for the purposes set forth herein, and 
verifies that all the information contained in this application is valid and true to the best of his/her 
knowledge. 

City of Lakewood's SummerFEST

29,000

$82,700

City of Lakewood

6000 Main Street SW

Lakewood, WA 98498

91-1698185

N/A

N/A

Municipality, Public Non Profit

Sally Martinez

Recreation Coordinator

235.983.7758 smartinez@cityoflakewood.us

John J. Caulfield
Digitally signed by John J. Caulfield 
DN: cn=John J. Caulfield, o=City of Lakewood, ou=City Manager, 
email=jcaulfield@cityoflakewood.us, c=US 
Date: 2015.08.13 15:36:09 -07'00'
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2. Project Description 
 
2a. Please provide the event date(s) _______________________________________________ 
 
2b. Where will your event be held? ________________________________________________ 
 
2c. If there is a charge or fee for this activity, please describe how much and why. 
 
 
 
 
 
 
 
 
 
2d. Please provide a detailed description of the proposed project/activity. Include information on 
the area the project will serve, its expected impact and list the responsible party(s). If you need 
additional room, please attach a separate document and save as, “additional details.” 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

July 9, 2016

Fort Steilacoom Park

SummerFEST is a free community festival. Some of the vendors pay a fee based on whether they are a private or
non-profit organization. The SummerFEST Triathlon has a fee of for individual participants of $45 (early bird) and $75
(regular price). For teams the price was $115 (early bird) and $130.00 (regular price). The triathlon participant fee helps
offset the cost of liability insurance, event staffing, police, life guards, rescue boats, shuttle bus, advertising, registration,
medals, t-shirts, swim caps, and the timing chips.

SummerFEST is a free, annual community festival held at Ft. Steilacoom Park the second weekend in July that attracts
roughly 9,000 participants. Each year the festival has grown and now consists of a multi-day soccer tournament,
Triathlon event, two stages with live entertainment, a public market with over 100 vendors and food trucks, car show,
KIDZ Zone, and outdoor movie. The soccer tournament is operated by Comeback Sports and brings 170 adult soccer
players (40 of whom are from outside a 50-mile radius) to the soccer fields at Fort Steilacoom Park for two all day
tournaments. Comeback Sports knows that they can grow their numbers by partnering more closely with SummerFEST
and we are currently meeting to plan the strategy.

The Lakewood SummerFEST Triathlon is a competitive sprint triathlon open to participants 15 years and older. The
Lakewood SummerFEST has a strong synergy with the SummerFEST event because the triathlon ends at Fort
Steilacoom Park as SummerFEST begins. Consequently the participants of the triathlon funnel directly into the event
grounds where they have their awards ceremony and after party. Both participants and spectators (roughly 500 people
total) of the triathlon enjoy all that SummerFEST has to offer.
The Triathlon is a USA Triathlon sanctioned event. The course consists of a ½ -mile swim starting and ending from the
shore at American Lake Park; 14-mile bike course looped through the streets of Lakewood, Steilacoom, JBLM and
Pierce County and a 3.1-mile run at Fort Steilacoom Park.

The SummerFEST Triathlon is filling a need for this type of event in the South Sound and we are currently creating a
market. In 2015 we broke the 200 mark for participants and attracted serious athletes. This year the sprint triathlon
attracted 202 participants, up from 135 last year. The majority of participants come to Lakewood City Hall to pick up
their race packets which provides another opportunity to purchase goods and services in Lakewood.
It is important to realize that there are many moving components to this race and it requires strong, cohesive
partnerships with many other organizations and volunteers to ensure it run smoothly.

New this year was the addition of the Triple Threat Series. This was extremely successful with 57 participants. The
Triple Threat Series consist of three triathlons beginning in June and culminating in August. It included the Black Hills
Triathlon in Lacey, Lakewood SummerFEST Triathlon and the JBLM Triathlon for a summer of races! Triple Threat
Participants will receive an additional t-shirt, medal and be eligible for a raffle for an elite bicycle.

SummerFEST is a draw to teams and families who travel throughout the state during the summer months to play in
regional soccer tournaments. Having a day-long festival associated with the tournament has been successful in drawing
out-of-the-area participation. This, in turn, increases the spending and number of overnight stays in Lakewood.
For the last several years, Lodging Tax funds were used to market the event on a more regional basis, thus drawing
out-of-town visitors. In 2014 and 2015, we further expanded regional marketing through print, radio and online
advertising. We continue to be innovative in our marketing efforts and this year used Group-on advertising that was
very effective and had our registration through Active.com which reaches one million visitors a month. We also
continue to partner with a regional tournament director and local hotels with a goal of drawing out-of-town.
According to the JLARC 2014 Municipality Reporting the SummerFEST and SummerFEST Triathlon had 9,000 total
attendees, 50 traveled over 50 miles and 50 stayed overnight in paid lodging which results in $5,700 in overnight room
accommodations and $2,750 in direct spending.



           Page 11 of 19 

3. Beneficiaries 
 
Please list and provide specific information regarding all individuals, businesses, areas, or 
organizations that will directly benefit from the project/activity.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
4. Goals/Monitoring 
 
Describe the goals of the project. Will the project result in an increase in overnight stays by 
visitors in Lakewood? If so, how will this increase be tracked and monitored? How will an 
increase in the sale of goods and services as a result of the project be measured? What other 
short or long term economic benefits will occur and how will that be tracked?  Why do you 
believe those project/activity outcomes are feasible?  Applicants will be required to submit 
a post-funding report providing pertinent data evaluating tourism benefits resulting 
from the use of lodging tax funds as compared with the estimates contained in this 
application. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Because this event has so many different components and attracts thousands of people of all ages, there are a
multitude of businesses, individuals and organizations that benefit. Lakewood Hotels & Restaurants benefit because
SummerFEST Triathlon alone brought 22 room night stays and an estimated $15-$25 in direct spending in 2015.
The following individuals and organizations benefit because being involved in SummerFEST gives them the potential
to reach an estimated 9,000 visitors the day of the event and thousands more through advertising channels that
promote the event. In addition, the participants spend money in Lakewood during their visit. This includes the soccer
tournament players and their families who come from out-of-town and from outside the 50 mile radius. It also
includes participants and spectators from the triathlon and out-of-town guests who visit here during SummerFEST.
Vendors of SummerFEST benefit because they have the opportunity to increase their profile, provide information
about their organization, sell products, and raise funds.
Businesses surrounding Fort Steilacoom Park
SummerFEST and Triathlon Sponsors
Triathlon partners such as Tacoma South Sound Sports
Non-Profits and Service Providers in Lakewood and Neighboring Communities
Partners for Parks

Goals
This was the fourth annual SummerFEST triathlon and we will be celebrating our 5th anniversary in 2016. After four
years of putting on this event, it is thrilling to know we are hitting our stride. An encouraging indicator of success was
not just the 50% increase in numbers of participants this year, but the landscape of serious athletes the event attracted
this year. This was the first year no participants were pulled from the water portion of the swim, and it was evident
from the professionalism and speed exhibited at the transition points that the caliber of athlete was very high.
Notoriously, this event also attracts “first- timers” who are new to triathlons and want to try and check it off of their
bucket list. But we are now seeing the involvement of serious and invested athletes which is an evolution of this event
and an indicator that athletes will travel from outside the region to compete and that the event will continue to grow.
This year the sprint triathlon attracted 202 participants, up from 135 last year. According to professionals in the field
of amateur sporting events, most sprint triathlons attract between 150 and 250 participants. Many sprint triathlons cap
their participation at 250. The exceptions are extremely well known triathlons that are supported by big business
locally and around the country. Those events can get up 3-6,000 participants. We envision growing the SummerFEST
triathlon into a spectacular event with thousands of participants and garnering the support of large companies. Our
goal for 2016 is to increase participation by 50% and continue to do so each year!
In 2016 we plan to strategically market the entire event to target visitors for a variety of SummerFEST activities and
create a reputation for the event as a destination festival. Specifically we will invest more funds in online advertising
because it is less expensive than billboards and bus advertising and has a greater reach to people living outside of the
50 mile radius and outside of the state. We will use Active. com again for the triathlon registration, but will also
invest in their marketing tools that have an excellent reputation for successfully promoting events to athletes around
the country. Our goal is also to create a strategic marketing calendar in September to include Facebook boost posts,
Race Center e-newsletter and print ads, post card distribution, online calendars in publications targeting athletes,
Group-on and website updates.

Another goal is to keep the triathlon participants at the SummerFEST event for a longer period of time and to bring
their families and out-of-town guests. We are partnering with Studio Fitness, Comeback Sports, Tacoma South Sound
Sports and the YMCA to implement a multi-sport event including run for children, soccer skill building, races,
obstacle courses, and perhaps another race for adults such as a 5k.
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SummerFEST Market Vendors and food truck owners 

SummerFEST Contractors 

Entertainers/Musicians 

Tacoma South Sound Sports Commission is a sponsor partner 

 

4.  

 

To increase numbers of participants in 2016 our goal this year is to work more closely 

with the YMCA organizations. This year 40 members of the Lakewood YMCA 

participated with very little promotion. We are already beginning to speak with YMCA’s 

around the region and outside the region to promote the triathlon, offer triathlon clinics, 

help the YMCA’s who don’t have tri-clubs to implement them, and promote a 

competition among the YMCA’s for participation.  

 

We will work to target high caliber vendors with quality products to entice people 

interested in spending money on this type of product. We also will work to implement an 

art component to SummerFEST by partnering with the Tacoma Art Museum, the 

Children’s Art Museum and the Lakewood Art Commission. 

 

The soccer tournament (operated by Comeback Sports) currently brings 150-170 adult 

soccer players (30-40 of whom are from outside a 50-mile radius) to the soccer fields at 

Fort Steilacoom Park for tournaments that run all day. Our goal is to bridge these 

tournaments more closely with SummerFEST by having children’s sporting activities 

between the fields and vendor sites which will cut down on the distance people have to 

walk to get from one area to the next and help people to more easily transition from one 

area to the next. Comeback Sports is excited about promoting these elements of 

SummeFEST to their constituents which includes soccer teams throughout the state. 

 

These goals aim to capitalize on the synergy between the Triathlon and Soccer 

tournament and more closely integrate them with the other SummerFEST activities. We 

will work to reach our overall goal of increasing SummerFEST participation by 1,000 

people (from 9,000 to 10,000). This will result in corresponding increases in the number 

of people who live out of state and out of the 50 mile radius and an increase in local 

spending at businesses and hotels. If just 3% of the participants come from outside the 50 

mile radius it would result in $1,650 in local spending and $3,420 in overnight stays. This 

is a conservative number and with the implementation of other additional actives such as 

yoga in the park, wine tasting, a Lego building competition; there is great potential to 

expand upon these numbers. 

 

We will analyze the success of these goals by using information captured on registration 

forms through active.com and through Comeback Sports. We can use tickets for 

children’s activities that will enable us to have an accurate count. We will use vendor 



contract to determine the number from outside of our region. Online advertising can be 

measured through site visits, and reports compiled by the advertising groups. We will 

also work with the different sports groups to coordinate a more widely marketed regional 

multi-day sports tournament, thus attracting more out-of-state teams. 
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5. Estimate how the funds will increase the amount of people traveling to Lakewood to 
stay overnight in paid accommodations. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
6. Estimate how the funds will increase the amount of people traveling to Lakewood 
from more than 50 miles from their residences. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
7. Estimate how the funds will increase the amount of people traveling to Lakewood 
from outside their state or country. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

This year it is estimated that 300 spectators came to support the 202 participants of the SummerFEST Triathlon.
Thirteen participants travelled from outside of the 50 mile radius. Overall, 6% of these participants and spectators
were travelers who used an estimated 22 room nights (National Association of Sports Commissions -NASC). The
local economic impact of this is $15-$25k. We are confident that with funds from this grant, we can grow the
triathlon event by 50% or more and SummerFEST by 1,000 participants. Word of mouth is such a powerful tool to
spread the word about the event. The funds help ensure that the event is a very positive experience for those
participating because it provides money for adequate marketing and staffing so it runs smoothly and professionally.
This year there were no complaints from participants and many compliments. There were no injuries or mishaps
and the entire event was extremely well organized. This will encourage people to return and to tell their friends,
and in return, increase the number of travelers, overnight stays, and local spending.

Based on traffic counts coming through Fort Steilacoom gate during SummerFEST hours, there were 2,250 cars
(one way). With four people per car the count is 9,000 people which are how many attended in 2014. When 9,000
people come to the area and spend $55 per day (NASC formula) that results in $495k in direct spending that
benefits the local economy. If just 3% of the 9,000 attendees spend the night, the economic value of tourism is
$30,780 for overnight room accommodations.

From our registration data, we know that 13 participants travelled from outside the 50 mile radius to compete in the
SummerFEST triathlon. An estimated 300 spectators came to support the 202 participants of the SummerFEST
Triathlon. With these funds for marketing, we can grow the event by at least 25% and have a direct impact on our
local economy. Now that the SummerFEST Triathlon is becoming known as event for serious athletes we will see
athletes who want to expand their repertoire of events come from other parts of the country. Funds will also help
promote and pay for the cost of operating the Triple Threat Series, unique to our area and enticing to athletes from
other regions. We will be able to effectively promote SummerFEST state-wide as well as throughout the region
with promotions on Festival and Event websites, Active.com (reaching one million viewers every month),
Group-on, Facebook, newsletters, radio, mailings and more. Funds will help promote and pay for open water swim
clinics and transition clinics leading up to the event that will attract participants from outside the 50 mile radius who
want to experience the course first-hand prior to the race itself.

Funds used to pay for our online advertising are proven to reach athletes from outside our state and country. Now
that the SummerFEST Triathlon is known as event for serious athletes we will see athletes who want to expand
their repertoire of events come from other parts of the country. They will travel here with confidence that it is a
well-run and well organized race in an unbelievable beautiful area. We will be able to effectively promote
SummerFEST state-wide as well as throughout the region with promotions on Festival and Event websites,
Active.com (reaching one million viewers every month), Group-on, newsletters, mailings and more.
SummerFEST and all it has to offer, is a unique economic development tool that brings visitors to Lakewood and
Fort Steilacoom Park and shows off a major asset of the City of Lakewood. It provides a fun community
atmosphere and encourages individuals to stay longer and spend money at the event as well as with local
businesses. The soccer tournament director has a history of coordinating multi-day tournaments and bringing in
teams from around the Western United States. These teams stay in local hotels and eat at local restaurants. The
funds that we are requesting encourage out of area visitors to visit Lakewood and check out a regional treasure –
Fort Steilacoom Park.
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8. Funding Requirements 
 
Due to funding constraints, partial funding may be recommended by the LTAC.  
 
8a. If partial funding is received, how will that impact the project/activity? Please describe: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
9. Use of Funds 
 
Provide detail on how the funds will be used.  For example, $20,000 of the funds will be used for 
marketing, $5,000 for administration, $10,000 for Consultants, etc.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

The event has come to rely on this funding and any less will result in less marketing, therefore, lessening the draw
of out-of-town visitors to Lakewood.

The requested $29,000 in funds will help with the following costs that include those items that help bring tourism to
Lakewood from people who live outside our region and that are critical to its’ success:
$15,000 toward marketing, utilizing new sources that specifically reach people living outside a 50 mile radius.
$5,000 personnel
$9,000 contract services
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10. Project Budget (for non-capital projects).  Do not include in-kind contributions. 
 

 

Income:  A diversified funding base is important to the success of any project.  Please list all other sources of funding 
for the project, both anticipated and confirmed and when that funding will be available to the project.  Include your own 
funding, sponsorships, other grants, etc 
Funding Source 
list all revenue sources anticipated for 2015. Do not 
include requested Lakewood Lodging Tax Funds 

 
Amount 

 

Confirmed?  
Yes/No 

 

Date 
Available 

 $   
 $   
 $   
 $   
 $   
 $   
 $   
Expenses:  Based on full funding, please list project costs. 
PLEASE NOTE:  Certain expenses may not be reimbursable, at the sole discretion of the City of Lakewood. You will only 
be repaid at the Lakewood authorized rates. Insurance is not an eligible cost. If you have any questions about any of your 
proposed expenses, please discuss them with Becky Newton at Lakewood’s Economic Development (253) 983-7738. 
 a. Lodging Tax 

Funds 
b. Other Funds,  
Do not include  
In-Kind dollars 

c. Total 

Personnel (salaries & 
benefits) 

$ $ $ 

Administration (rent, 
utilities, postage, supplies, 
janitorial services, etc.)   
Note: Insurance is not an 
eligible cost 

$ $ $ 

Marketing/Promotion  $ $ $ 
Direct Sales Activities  
(including trade shows, sales 
calls, and related travel) 
Describe below 

$ $ $ 

Minor Equipment 
(computers, desks, etc.) 

$ $ $ 

Travel $ $ $ 
Contract Services  
Describe below 

$ $ $ 

Other Describe below $ $ $ 
 
TOTAL COSTS  (Amount 
in column “a.” must match 
“Amount Requested.” 
Amount in column “c” must 
equal “Total Project Amount” 
on Page 9) 

$ $ $ 

Description for Direct 
Sales Activities, 
Contract Services, 
Travel and Others 
 
 
 
 

 

In-Kind Contributions 
 
 
 
 
 

 

 

St.Clare Hospital $7,500 no
Drangsholt Orthodontics 500 no
Navy Federal Credit Union 1,000 no

5,000 29,000 34

1,200 1.2

15,000 3,500 18.5

0

0

0

9,000 20,000 29

0

29 53.7 82.7

Contract services are for the stage, sound, movie screen, movie licensing, & kidz
zone, entertainment throughout the day, timing & equipment rental (bike racks,
buoys), Honey buckets.

NOTE: TOTALS ABOVE SHOULD BE: Columns A - $29,000; Column B -
53,700; C - $82,700

JBLM provides planning and logistic support, west pierce fire and rescue and
Tacoma Maritime Organization provides aquatic support, YMCA lifeguards and
kayaks, Lemay provides garbage cans and recycling containers, Partners for Parks
coordinates the car show and funds go toward park improvements, City of Lakewood
Arts Commission provides entertainment and arts activities.
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11. Funding History 
 
11a. Was this project funded with Lakewood lodging tax funds in fiscal year 2015?  
 

______yes ______no 
 

11b. If you answered yes to 11a, how much funding did you receive in 2015?  
 

_________________ 
 
 
11c. If you answered no to 11a, what is the last year Lakewood funding was received and how 
much? _________ (year) _____________ (amount awarded)    no previous funding 
 
 
11d. Indicate what efforts have been made to access funding from additional sources? 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
12. Coordination and Collaboration 
 
Please provide information about any other organizations or agencies involved in this 
project/activity. Describe their level of involvement. Describe how this project coordinates with 
other tourism promotion efforts or services in the area, including Chambers of Commerce, local 
festivals, local lodging and restaurants. You may attach up to three letters of support from these 
organizations. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

x

18,000.00

The City of Lakewood Parks, Recreation, and Community Services Department have successfully secure
sponsorship for these events. This year we will develop a professional sponsorship package and work closely with
local businesses to secure sponsors for SummerFEST and SummerFEST Triathlon 2016. A concerted effort to
approach potential sponsors will be made during August and September 2015 and will include high-touch,
one-on-one interactions to engage financial sponsors. At the same time we will approach companies for in-kind
donations for swag bag materials, after party food and beverages, arts and crafts for children, kayaks for the swim
portion of the event, and more. Our goal is to gain five additional sponsors for 2016 ($10,000).
We actively seek ways to cut costs by using free modes of advertising such as the following:
• Facebook
• Computer Clubhouse Blogs
• Lakewoodsummerfest.com
• Community Calendars (Tacoma News Tribune, northwestmilitary.com, patch.com, subtimes.com, Clover Park
School District)
• Reader boards

Th C i N l d R i G id

Because of the complexity of the event, with so many moving parts, collaboration and coordination with a
multitude of partners is key to the success of this event. We have over 50 organizations/businesses with whom we
work to incentivize people to attend SummerFEST and increase tourism. They are involved almost all year around
in the planning, promotion, execution and follow-up of the events. We are eager to attract visitors from out of town
and so we work closely with the chamber and local hotels to promote the SummerFEST events. We are always
seeking new ways to collaborate and think outside the box to expand our reach and increase our positive impact on
the local economy. We will meet individually with hotels and restaurants this year to develop promotions that will
draw participants to their business.

With the addition of the Triple Threat Series we are closely collaborating with JBLM and Black Hills to kick off
the promotion of the summer of 2016 events in October of 2015 which will give travelers plenty of time to make
their plans. Here are some of the organizations and businesses with whom we partner:

West Pierce County Fire and Rescue – Planning Committee/Static Display
Clover Park School District – Planning Committee
Lemay/Waste Connections – Planning Committee
R/C Boat Club – Planning Committee
Lakewood Police Department – Planning Committee/Static Display
Lakewood Parks, Recreation and Community Services – Planning Committee
Army Strong – Planning Committee
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Lakewood Library – Static Display 

Lakewood Historical Society – Collaborator 

Local Non-Profits – Vendors 

Local Businesses – Contractors 

Lakewood’s Promise – Collaborator 

Partners for Parks – Collaborator 

Lakewood Public Works Department 

Lakewood NIS Department 

CHI Franciscan Health St. Clare Hospital – Sponsor 

Drangsholt Orthodontics-Sponsor 

Tacoma Maritime Institute – Collaborator 

The YMCA – Collaborator in promotion, volunteers, staffing and participation 

Tacoma South Sound Sports 
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13. Capital Projects Budget   
 
Supporting the Capital Expenditures and/or Operation of City Tourism-Related Facilities 
 

FUNDING/TIMELINE 

Responsible 
Parties, 

Methods, 
Means 

Begin 
(Dates or  
Periods) 

End  
(Dates or 
Periods) 

Amount 
Requested 

From 
Lodging 
Funds 

Other Funds 
Committed or 

Proposed* 
TOTALS 

Design & Inspection 
 

   $ $ $ 

Other Consultants 
 

   $ $ $ 

Permits & Fees 
 

   $ $ $ 

Land Acquisition 
 

   $ $ $ 

Site Development & 
Landscape 

   $ $ $ 

Buildings                
(New Construction) 

   $ $ $ 

Building Renovations 
(Includes Access) 

   $ $ $ 

Other (Specify) 
Insurance is not an 
eligible cost. 

   $ $ $ 

TOTAL 
 

   $ $ $ 

 

*If other funds are committed, please attach a letter of commitment from the funding source. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

0

0

0

 0

0

0

0

0

0 0 0
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14. Certification 
 
The applicant hereby certifies and confirms: 
 

1. That it does not now nor will it during the performance of any contract resulting from this 
proposal unlawfully discriminate against any employee, applicant for employment, client, 
customer, or other person(s) by reason of race, ethnicity, color, religion, age, gender, 
national origin, or disability; 

2. That it will abide by all relevant local, state, and federal laws and regulations; 
3. That it has read and understands the information contained in this application for funding 

and is in compliance with the provisions thereof, and; 
4. That the individual signing below has the authority to certify to these provisions for the 

applicant organization, and declares that he/she is an authorized official of the applicant 
organization, is authorized to make this application, is authorized to commit the 
organization in financial matters, and will assure that any funds received as a result of 
this application are used for the purposes set forth herein. 
 

 
 
 
Primary Signature:  ________________________________________________________ 

Signature 
 
 
_____________________________________________________ _________________ 
Printed Name & Title of Chief Administrator/Authorizing Official   Date   
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

John J. Caulfield Digitally signed by John J. Caulfield 
DN: cn=John J. Caulfield, o=City of Lakewood, ou=City Manager, email=jcaulfield@cityoflakewood.us, c=US 
Date: 2015.08.13 15:36:47 -07'00'

John J. Caulfield, City Manager 8/13/2015
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CITY OF LAKEWOOD 
 

E-VERIFY REQUIREMENTS FOR CONTRACTORS 
 
By Ordinance, the City of Lakewood requires that all contractors who enter into agreements to 
provide services or products to the City use the Department of Homeland Security’s E-Verify 
system when hiring new employees for the term of the contract. 
 
E-Verify is an electronic system designed to verify the documentation of job applicants.  It is run 
by the Department of Homeland Security. 
 
Who is affected? 
 All contractors doing business for the City of Lakewood.  There is no minimum dollar value 

for contracts affected. 
 All subcontractors employed by the general contractor on these contracts. 

 
Are there exceptions? 
 Contracts for “Commercial-Off-The-Shelf” items are exempted from this requirement. 
 Individuals, Companies, or other organizations that do not have employees. 

 
How long must the contractor comply with the E-Verify system? 
 For at least the term of the contract. 

 
Are there other stipulations? 
 E-Verify must be used ONLY for NEW HIRES during the term of the contract.  It is NOT to be 

used for EXISTING EMPLOYEES. 
 E-Verify must be used to verify the documentation of ANY new employee during the term of 

the contract, not just those directly or indirectly working on deliverables related to the City 
of Lakewood contract. 

 
How will the City of Lakewood check for compliance? 
 All contractors will retain a copy of the E-Verify Memorandum of Understanding that they 

execute with the Department of Homeland Security AND 
 Sign and submit to the City an Affidavit of Compliance with their signed contract. 
 All General Contractors will be required to have their subcontractors sign an Affidavit of 

Compliance and retain that Affidavit for 4 years after end of the contract. 
 The City of Lakewood has the right to audit the Contractor’s compliance with the E-Verify 

Ordinance. 
 
Further information on E-Verify can be found at the following website: 
 
http://www.uscis.gov/e-verify 
 
If you have questions about the City’s E-Verify Ordinance, please contact the City of Lakewood’s 
legal department prior to contracting with the City. 
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CITY OF LAKEWOOD 
 

AFFIDAVIT OF COMPLIANCE WITH LAKEWOOD MUNICIPAL CODE 1.42 
“E-VERIFY“ 

 
 
As the person duly authorized to enter into such commitment for  
 
 
______________________________________________________________________ 
COMPANY OR ORGANIZATION NAME 
 
 
I hereby certify that the Company or Organization named herein will 
 
(Check one box below) 
 

 Be in compliance with all of the requirements of City of Lakewood Municipal Code Chapter 
1.42 for the duration of the contract entered into between the City of Lakewood and the 
Company or Organization. 

 
OR 
 

 Hire no employees for the term of the contract between the City and the Company or 
Organization. 

 
 
 
 

 
 

SIGNATURE 
 
 
PRINT NAME AND TITLE 
 
 
DATE 

 
 

City of Lakewood, Washington

John J. Caulfield Digitally signed by John J. Caulfield 
DN: cn=John J. Caulfield, o=City of Lakewood, ou=City Manager, email=jcaulfield@cityoflakewood.us, c=US 
Date: 2015.08.13 15:37:44 -07'00'

John J. Caulfield, City Manager

8/13/2015

✔
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Company Cost Description Audience

Triathlon Facebook Boost Posts $500 Advertises promotions 6x/year athletes locally and around the country

 3 radio ads $1,000 15 second spots to advertise events Adults age 16+ and families

Active.com $1,400 race registration & marketing  SummerFEST
Athletes around the country of all skill 
levels

Group-on $500 Promotes Triple Threat and Triathlon adults 
Race Center $1,000 Print and online advertising athletes from all over

Outdoor Northwest $1,000 Display Ads
Adults and athletes in the northwest 
region

Larsen Sign Co $500 A Frame Street Signs

Larsen Sign Co $500 Corrugated Plastic street signs with metal posts 30,000 residents in lakewood
TBD $500 SummerFEST banner drive by traffic

Northwest Publishing Center $800 Post cards, car show flyers, event flyers, vendor flyerCar show enthusiasts, vendors, residents
WSFEA $650 advertising in publication Statewide readership
winning Seasons $2,500 Race  t-shirts,  with sponsor logos Triathlon participants
winning Seasons $800 Swim caps with logo Triathlon participants
Haglunds Trophees $3,500 Race Medals Triathlon participants
Various suppliers $500 Racing bibs Triathlon participants
Total $15,650
Free online calendars/event listings

Sub Times
Promoting SummerFest, Triathlon, Tournaments, 
car show, etc. Local and regional audience

Allen Realty Reader Board
Promoting SummerFest, Triathlon, Tournaments, 
car show, etc. beyond 50 mile radius

Patch.com
Promoting SummerFest, Triathlon, Tournaments, 
car show, etc. beyond 50 mile radius

Red Tricycle.com
Promoting SummerFest, Triathlon, Tournaments, 
car show, etc. beyond 50 mile radius

Parent map.com
Promoting SummerFest, Triathlon, Tournaments, 
car show, etc. beyond 50 mile radius

Sounds fun mom.com
Promoting SummerFest, Triathlon, Tournaments, 
car show, etc. beyond 50 mile radius

Thriftynwmom.com
Promoting SummerFest, Triathlon, Tournaments, 
car show, etc. beyond 50 mile radius

Community bank calendars
Promoting SummerFest, Triathlon, Tournaments, 
car show, etc. beyond 50 mile radius

Press Release
Promoting SummerFest, Triathlon, Tournaments, 
car show, etc. beyond 50 mile radius

Lakewood Triathlon Website
Promoting SummerFest, Triathlon, Tournaments, 
car show, etc. beyond 50 mile radius

Lakewood Triathlon facebook page
Promoting SummerFest, Triathlon, Tournaments, 
car show, etc. beyond 50 mile radius

City of Lakewood Facebook page
Promoting SummerFest, Triathlon, Tournaments, 
car show, etc. Lakewood residents

City of Lakewood website
Promoting SummerFest, Triathlon, Tournaments, 
car show, etc. Lakewood residents

TriFind.com
Promoting SummerFest, Triathlon, Tournaments, 
car show, etc. beyond 50 mile radius

News Tribune Calendar
Promoting SummerFest, Triathlon, Tournaments, 
car show, etc. Tacoma & surrounding cities

Sponsor websites and facebook pages
Promoting SummerFest, Triathlon, Tournaments, 
car show, etc. beyond 50 mile radius

Connections Magazine
Promoting SummerFest, Triathlon, Tournaments, 
car show, etc. 30,000 lakewood residents

In-kind advertising
Matress Ranch Commercial Airs for roughly 4-5 weeks prior to festival Puget Sound Residents

2016 SummerFEST Marketing Plan







 
 
 

   
 

Application for: 
 

CITY OF LAKEWOOD  
FY 2016 Lakewood Lodging Tax  

& Tourism Promotion Grant Funds 
 

WAUGHOP LAKE TRAIL  
IMPROVEMENT PROJECT  

 

 

 
 

SUBMIT TO: 
City of Lakewood Drop Box  

Economic Development Department 
6000 Main Street SW 

Lakewood, WA  98499 
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2016 Lodging Tax – Tourism Promotion Project Application 

 
 

1. Project Information  

 

1a. Project Name:  __________________________________________________________ 

 

 

Amount Requested: $_________________________________________________________ 
(Amount Requested must match Total Costs, column “a.” on page 14) 

 

 

Total Project Amount:$_________________________________________________________ 

(Total Project Amount must match Total Costs, column “c.” on page 13) 

 

 

1b. Name of Applicant organization: ______________________________________________ 

 

 

Mailing Address:  __________________________________________________________ 

 

   __________________________________________________________ 

 

   __________________________________________________________ 

 

Tax ID Number:  __________________________________________________________ 

 

 

Organization Unified Business Identifier (UBI): ___________________________________ 

 

 

UBI Expiration Date: __________________________________________________________ 

 

 

Type of Organization: _________________________________________________________ 
(Non-profit, For-profit, Municipality, Private business, etc.) 

 

 

1c. Contact Name:  __________________________________________________________ 

 

 

Title:    __________________________________________________________ 

 

 

Telephone:   _____________________ Email: ______________________________ 

 

 

Signature:   __________________________________________________________ 
 
The signatory declares that he/she is an authorized official of the applicant organization, is authorized to 
make this application, is authorized to commit the organization in financial matters, and will assure that 
any funds received as a result of this application are used only for the purposes set forth herein, and 
verifies that all the information contained in this application is valid and true to the best of his/her 

knowledge. 
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2. Project Description 

 

2a. Please provide the event date(s) _______________________________________________ 

 

2b. Where will your event be held? ________________________________________________ 

 

2c. If there is a charge or fee for this activity, please describe how much and why. 

 

 

 

 

 

 

 

 

 

2d. Please provide a detailed description of the proposed project/activity. Include information on 

the area the project will serve, its expected impact and list the responsible party(s). If you need 

additional room, please attach a separate document and save as, “additional details.” 
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3. Beneficiaries 

 

Please list and provide specific information regarding all individuals, businesses, areas, or 

organizations that will directly benefit from the project/activity.  
 
 

 

 

 

 

 

 

 

 

 

 

 

 

4. Goals/Monitoring 

 

Describe the goals of the project. Will the project result in an increase in overnight stays by 

visitors in Lakewood? If so, how will this increase be tracked and monitored? How will an 

increase in the sale of goods and services as a result of the project be measured? What other 

short or long term economic benefits will occur and how will that be tracked?  Why do you 

believe those project/activity outcomes are feasible?  Applicants will be required to submit 

a post-funding report providing pertinent data evaluating tourism benefits resulting 

from the use of lodging tax funds as compared with the estimates contained in this 

application. 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



           Page 12 of 19 

5. Estimate how the funds will increase the amount of people traveling to Lakewood to 

stay overnight in paid accommodations. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

6. Estimate how the funds will increase the amount of people traveling to Lakewood 

from more than 50 miles from their residences. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

7. Estimate how the funds will increase the amount of people traveling to Lakewood 

from outside their state or country. 
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8. Funding Requirements 

 

Due to funding constraints, partial funding may be recommended by the LTAC.  

 
8a. If partial funding is received, how will that impact the project/activity? Please describe: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
9. Use of Funds 

 

Provide detail on how the funds will be used.  For example, $20,000 of the funds will be used for 

marketing, $5,000 for administration, $10,000 for Consultants, etc.  
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11. Funding History 

 

11a. Was this project funded with Lakewood lodging tax funds in fiscal year 2015?  

 

______yes ______no 
 

11b. If you answered yes to 11a, how much funding did you receive in 2015?  

 

_________________ 

 

 

11c. If you answered no to 11a, what is the last year Lakewood funding was received and how 

much? _________ (year) _____________ (amount awarded)    no previous funding 

 

 

11d. Indicate what efforts have been made to access funding from additional sources? 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

12. Coordination and Collaboration 

 

Please provide information about any other organizations or agencies involved in this 

project/activity. Describe their level of involvement. Describe how this project coordinates with 

other tourism promotion efforts or services in the area, including Chambers of Commerce, local 

festivals, local lodging and restaurants. You may attach up to three letters of support from these 

organizations. 
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13. Capital Projects Budget   
 

Supporting the Capital Expenditures and/or Operation of City Tourism-Related Facilities 

 

FUNDING/TIMELINE 

Responsible 
Parties, 

Methods, 
Means 

Begin 
(Dates or  

Periods) 

End  
(Dates or 

Periods) 

Amount 
Requested 

From 

Lodging 
Funds 

Other Funds 
Committed or 

Proposed* 

TOTALS 

Design & Inspection 

 

   $ $ $ 

Other Consultants 

 

   $ $ $ 

Permits & Fees 

 

   $ $ $ 

 Utilities 
   $ $ $ 

Site Development & 

Landscape 

   $ $ $ 

  $ $ $ 

Trail Renovations 

(Includes Access) 

   $ $ $ 

Other (Specify) 
Insurance is not an 
eligible cost. 

   $ $ $ 

TOTAL 

 

   $ $ $ 

 

*If other funds are committed, please attach a letter of commitment from the funding source. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

mdodsworth
Typewritten Text

mdodsworth
Typewritten Text

mdodsworth
Typewritten Text
Signs, parkingsite structures
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14. Certification 

 

The applicant hereby certifies and confirms: 

 

1. That it does not now nor will it during the performance of any contract resulting from this 

proposal unlawfully discriminate against any employee, applicant for employment, client, 

customer, or other person(s) by reason of race, ethnicity, color, religion, age, gender, 

national origin, or disability; 

2. That it will abide by all relevant local, state, and federal laws and regulations; 

3. That it has read and understands the information contained in this application for funding 

and is in compliance with the provisions thereof, and; 

4. That the individual signing below has the authority to certify to these provisions for the 

applicant organization, and declares that he/she is an authorized official of the applicant 

organization, is authorized to make this application, is authorized to commit the 

organization in financial matters, and will assure that any funds received as a result of 

this application are used for the purposes set forth herein. 

 

 

 

 

Primary Signature:  ________________________________________________________ 
Signature 

 

 

_____________________________________________________ _________________ 
Printed Name & Title of Chief Administrator/Authorizing Official   Date   
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Site Issues  
 

 
         Current Condition                                 Proposed Improvement  

 
Site Plan  
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Site Photos 
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2014 2015
January 2 Duathlon Events 0 Events

February 1 Biking/Running Event 1  Duathlon Event

March 1 BuDu Racing
2 Student Biking League
1 Soggy Doggy
2 Jerry Dunlap RC Boat Races

2 Jerry Dunlap RC Boat Races
1 Model Boat Race

April 1 Parks Appreciation Day
1 Ben Keller Boat Races

1 Lake Waughop ESU

May 2 Walk-A-Thons
1 Zombie Run
1 Organizational Day
1 Ben Keller Boat Races

1 Walk-A-Thon
1 5K Warrior Dash
2 Military Days
1 Lake Waughop ESU
2 Dog Events
1 Community Connector Event

June 2 5k Runs
1 Movie in the Park
1 Military Day
1 Bike Training
2 Jerry Dunlap RC Boat Races

9 Days U.S. Open
3 5K Events
1 Town of Steilacoom Org Day
3 Boat Races Lake Waughop

July 1 SummerFEST
1 Dog-A-Thon
1 Remote Control Boat Race

1 SummerFEST
1 Dog-A-Thon
1 Movie in the Park
2 Model Boat Race

August 4 Days Diego Wendt 4US
1 Cancer Relay
1 Cross Country Event
1 Jerry Dunlap RC Boat Race
1 Military Day

4 Days Diego Wendt 4US
3 Remote Control Boat Race

September 1 Cyclocross Race
1 5K
3 Cross Country Races

1 Cyclocross Event
6 Cross Country Events
1 Dog Walk-A-Thon
1 Walk-A-Thon

October 5 Cross Country Races
1 Truck and Tractor Day
1 Walk-A-Thon
1 4th Demension Racing Event
1 Major Cross Country Meet
2 Jerry Dunlap RC Boat Races

8 Cross Country Races
2 Walk-A-Thons
2 5K Events
1 4th Demension Racing Event
2 Jerry Dunlap RC Boat Races
1 Truck and Tractor Days

November 1 Lake Waughop  Walkthrough
1 Open Space Permit

3 Days Cyclocross Events

December 1 Charity Bike Ride
1 Cyclocross Event

1 Jingle Bell 5K

Fort Steilacoom Park Master Event List
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2016 Marketing Plan 
Waughop Lake Trail Improvements  

 
Information will be shared with various groups to promote the new and improved lake 
path trail and how it can be used for a variety of purposes.  Emphasis on regional and 

statewide races to promote more tourism and economic benefit  to our area.  
 

Company 
Organizations–Clubs 

Marketing Description Audience / Actions  
 

Running 
Organizations  
Fort Steil. Running Club 
Tacoma Runners 
Military Running 
Organizations 
School Athletic Directors 
School Coaches 
Park Departments 
Walking clubs 
Churches 
Senior Centers 
Rehabilitation Facilities 
Marathon Run Groups 
Special Event Coord.  
 
Biking Organizations  
Cascade Bicycle Club 
Bicycle Shops 
Bu-Du Racing 
Duathlon Coordinators 
 
Charity Groups 
ALS, MS, MD  
Cancer Society 
Humane Society 
Lupus 
Arthritis foundation 
 
Dog Park Users 
Protect Our Pets 
 
City Staff - Promotion 
 
Radio Station KLAY –  
 
City Connections 
 
City Manager Weekly 
Report Updates 
 
City Staff – Press 
Releases   local (TNT,   
Sub-Times, PATCH) and 
regional trade 
publications.   

Prepare informational material 
for electronic distribution 
regarding Fort Steilacoom Park  
and  emphasizing  
• its improved condition   
• its increased safety   
• its accessibility and suitability 

for local, regional and 
national races.   

 
Send out e-mail messages as the 
project is implemented to share 
its progress and encourage 
support - Encourage groups to 
hold races and events at the site  
 
Place clever signage along the 
path promoting the project so 
that anyone on the path is aware 
of the planned improvements 
and encouraged to contribute 
 
Involve the Dog Park regulars in 
this project because they come 
from throughout the region and 
may have connections to other 
groups who would schedule 
events at this site.  
 
Become the premier walk-a-thon 
event site utilizing the improved 
pathway – we are one of the few 
sites that allow this type of event 
year round,  
 
Emphasize new areas along the 
path suitable for registration, 
timing, etc…. so the events can 
be headquartered there and 
allow the rest of the park to 
remain available for other rental 
uses.   
 
Articles regarding improvements 
and ways the trail can be used.   

Athletes involved in running, 
biking events (local, regional 
and national - high school, 
college, invitationals)    
 
Family groups –  
Mothers/Fathers/children 
Husbands/Wives 
Grandparents 
Teenagers 
Friends – babies in strollers 
 
Fundraising event coordinators 
needing a beautiful site – safe 
route – easy parking and 
accessibility – and allowing safe 
wheelchair usage.  
 
Charity organization event 
coordinators to publicize the 
changes and improvements and 
encourage bookings. 
 
Flyers in the Dog Park  
and in Veterinarians Offices to 
promote the new/improved 
pathway suitable for leashed 
dog walking 
 
share the history of the park – 
the pathway and its history and 
note the project and 
improvement plans 
 
Distributed to Lakewood all 
households, businesses and  
Lakewood residents 
 
Visitors from 50 miles away  
 
Visitors from outside the state 
and country.    

 

































































































TSSS INCOME    Actual 2013 Actual 2014 Actual 2015 Projected 2016 Confirmed?
City of Tacoma 60,000$                     60,000$                     60,000$                     60,000$                9.1% YES

City of Fife 42,500$                     55,000$                     30,000$                     30,000$                4.5% PENDING

City of Lakewood 50,000$                     50,000$                     40,000$                     40,000$                6.0% PENDING

City of Puyallup 20,000$                     25,000$                     25,000$                     32,000$                4.8% PENDING

Gig Harbor 5,000$                        5,000$                        5,000$                        5,000$                   0.8% PENDING

Sumner ‐$                                 ‐$                                 5,000$                        5,000$                   0.8% PENDING

TPA 300,000$                   350,000$                   350,000$                   415,000$              62.7% YES

Pierce County  30,000$                     60,000$                     60,000$                     75,000$                11.3% YES

BUDGET TOTAL 507,500$                       605,000$                       575,000$                       662,000$              100.0%

Project 2016 Budget Allocations (total/ all funding)
Salary/ Wages 40.7%
Overhead 9.0%
Marketing/ Sales/ Event Opps 42.3%
Accounting 7.6%

99.6%
*Pending final funding approval from all partners and operating budget approvel from TSSS Board of Directors. 
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LAW OFFICES 

 

CORDON. THOMAS. HONEYWELL. MALANCA. PETERSON & DAHEIM LLP 

 
TACOMA OFFICE 

1201 PACIFIC AVENUE. SUITE  2100 

POST OFFICE  BOX  1157 

TACOMA, W ASHINGTON  98401 1157 

(253) 620-6500  

FACSIMILE  <253) 620-6565  

 
REPLY TO TACOMA OFFICE 

 
ALAN D. MACPHERSON 

ATTO RN EY  AT  LAW 

 
DIRECT <253) 620-6468 

<206) 676-6468  

E-MAIL amacpherson@glh-law com 

 
January 17, 2009 

 

 
 
 
Brad Cheney, Chairman 

Tacoma-Pierce County Sports Commission 

brad@benbcheneyfoundation.org 
 
SPORTS COMMISSION  ARTICLES AND BYLAWS 

SEATTLE OFFICE 

ONE UNION  SQUARE  

600 UNIVERSITY, SUITE  2100 

SEATTLE. W ASHINGTON 98101-4185 

(206) 676-7500  

FACSIMILE  (206) 676-7575  

 

I'm  enclosing  drafts  of proposed  amendments  to the Sports Commission  Articles  and 

Bylaws, with the existing  Articles and Bylaws attached.   I think the changes  are pretty 

self-explanatory.   Once I get your comments and Tim's,  we can seek Board approval at 

the February  4
1

 meeting, and then I can file Articles of Amendment  with the Secretary 

of State.   We'll  also need to notify the IRS of the changes -the Sports Commission's 

accountants may be able to do this with the tax return. 
 
One thought I have is that the changes cut off the Chamber of Commerce's official 

connection  with the Sports Commission.   Someone  could argue that this shouldn't  be 

done without the Chamber  of Commerce's  consent.   Do you see in problem  in getting 

that? 
 
Please  look  over  the  enclosures  and  call  me  with  your  questions  and  comments. 

Thanks. 

/lA 
ALAN D. MACPHERSON 

amacpherson@gth-law.com 
Our main purpose is to solve problems for clients and help them succeed. 

 
cc:      Tim Waer (timw@tacomasports.com) 

 
 
 
 
 
 
 
 
 
 

 
(1434581  v02.doc] 

mailto:brad@benbcheneyfoundation.org
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mailto:amacpherson@gth-law.com


 
 
 
 
 
 
 
 
 

AMENDMENT  TO ARTICLES OF INCORPORATION 

OF 

TACOMA-PIERCE COUNTY SPORTS COMMISSION 
 

 
 
 

The  following   amendment   to  the  Articles  of  Incorporation   of  Tacoma-Pierce 

County Sports Commission,  a Washington nonprofit corporation,  is hereby adopted.   This 

amendment  revises the Articles that were filed with the Washington  Secretary of State on 

December 11, 1990 (copy attached). 
 

 
 
 

Article VIII is hereby revised to read as follows: 

 
ARTICLE VIII 

Members  

The Corporation shall have no members. 
 

 
 
 

The above and foregoing amendment  to the Articles of Incorporation  of Tacoma 

Pierce County Sports  Commission,  a Washington  nonprofit  corporation,  was adopted by 

the Board of Directors thereof on February 4, 2009. 

  - 
Secretary 
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ARTICLES OF INCORPORATION 
OF 

TACOMA-PIERCE COUNTY SPORTS COMMISSION 

FILED 
STATE OF WASHINGTON 

DEC    1 1   1990 
RALPH MUNHO 

SECRETARY OF STATE 

 
 

KNOW ALL MEN BY THESE PRESENTS: 
 

The undersigned person, acting as the incorporator of a 
corporation under the provisions of the Washington Nonprofit 

Corporation Act (Ch. 24.03 RCW), adopts the following Articles of 
Incorporation for such Corporation. 

 
ARTICLE I 

 
The name of this Corporation is TACOMA-PIERCE COUNTY SPORTS 

COMMISSION. 
 

ARTICLE II 

 

This Corporation has perpetual existence. 
 

ARTICLE III 

Purpose 

The purpose or purposes for which this Corporation, a 
nonprofit charitable organization, is organized are: 

 
( 1)    To inure benefit to the Tacoma and Pierce County 

communities as a whole, both in terms of their economic 
development through the use of its public and private facilities 

and its reputation nationwide through the enhancement of its 
image, and to assist state and local governmental entitles in 
their efforts to improve the health of their residents, by 

assisting local amateur athletic organizations in promoting their 
respective sports and by attracting to the Tacoma and Pierce 

County areas various national and international professional and 
amateur athletic events; 

 
( 2)      To engage in any other lawful business activity 

whatsoever which may hereafter from time to time be authorized by 
the Board of Directors; provided, however, that the purposes for 
which the Corporation is formed shall at all times comply with 

Section 501(c) (6)       of the Internal Revenue Code of 1986,   as 
amended (the "Code"), or, with respect to the Fund referred to in 

Article IX of these Articles, Section 501(c) (3)    of the Code, or 
whichever  subsection  of  Section 501(c)  of  the  Code  this 
Corporation or the Fund is found to qualify for tax exempt status 
by the Internal Revenue Service ("Applicable Code Section''). 
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ARTICLE IV 

Powers 

This Corporation shall have the power to take any lawful 

action necessary, appropriate or desirable to carry out its 

purposes consistent with the Washington Nonprofit Corporation Act 

and the applicable Code section. 

 
ARTICLE V 

Registered Office 

The address of the registered office of the Corporation is 
950 Pacific Ave., Suite 300, Tacoma, WA  98402 and the name of 
the registered agent at such address is David W. Graybill. 

 
ARTICLE VI 

Incorporator 

The name and address of the incorporator are: 

 
Elvin J. Vandeberg  1900 First Interstate Plaza 

1201 Pacific Ave. 
Tacoma, WA  98402 

 
ARTICLE VII 

Directors 

The Corporation shall have nine (9) initial directors, whose 

names and addresses are: 

 
Name  Address 

 
Elbert H. Baker  Baker Trust 

1145 Broadway, Suite 1380 

Tacoma, WA  98402 
 

Lowell Butson  Murray Foundation 
1750 First Interstate Plaza 

1201 Pacific Ave. 
Tacoma, WA  98402 

 
John P. Folsom  Raleigh, Schwarz & Powell,Inc. 

P.O. Box 1718 

Tacoma, WA  98401 
 

W. H. Meadowcroft  Weyerhaeuser Company 
P.O. Box 1278 

Tacoma, WA  98401 
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W. W. Philip  Puget Sound Bancorp 

P.O. Box 11500 

Tacoma, WA  98411-5500 
 

John A. Woodworth  Woodworth & Company 
1200 E. "D" Street 
Tacoma, WA  98421 

 
Elvin J. Vandeberg  Vandeberg & Johnson 

1900 First Interstate Plaza 
1201 Pacific Ave. 

Tacoma, WA  98402 
 

Clay F. Huntington  Klay Radio 
10025 Lakewood Dr. S.W. 
Tacoma, WA  98499 

 
John C. James  Frank Russell Co. 

909 "A" Street 
Tacoma, WA  98402 

 
The number of directors, their terms of office, and the election 

procedures shall be as provided in the Bylaws of the Corporation. 

 
ARTICLE VIII 

Members 

The Corporation shall have one (1) class of members, and the 

entire class shall be composed of only one  (1) member, the 
Tacoma-Pierce County Chamber of Commerce, a Washington nonprofit 

corporation. 

 
ARTICLE IX 

Separate 501(c)(3) Fund 

This Corporation shall have the authority to establish a 

separate fund intended to be a nonprofit charitable fund within 

the meaning of Section 501(c)(3) of the Code (the "Fund"), 

according to the following requirements: 

 
(1) Purposes:  The Fund shall be operated exclusively 

to support the Corporation's efforts as they relate solely to 

amateur sporting events and organizations and to support any 

other activity of the Corporation which is an activity permitted 

to be carried on by an organization  (a) exempt from federal 

income  tax  under  Section 501(c)(3)  of  the  Code,  or  (b) 

contributions to which are deductible under Section 170(c)(2) of 

the Code. 
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(2) Administration: 
accordance with the relevant 
Bylaws. 

The Fund shall be administered in 
provisions of this Corporation's 

 

(3) Private Foundation Status:  If the Fund is or 
becomes a private foundation within the meaning of Section 509 of 
the Code, and for as long as such private foundation status 

continues, the following provisions shall apply in its 
administration: 

 

(a) Each year the Fund proceeds shall be 

distributed at such time and in such amounts 
as shall make the Fund not subject to tax 

under Section 4942 of the Code; 

 
(b) The administrators of the Fund shall not 

engage in any act of self-dealing as defined 
in Section 4941(d) of the Code; 

 
(c) The administrators of the Fund shall not 

sell,  exchange,  distribute  or  otherwise 
dispose of any excess business holdings in 

the Fund, as defined in Section 4943(c) of 
the Code; 

 
(d) The administrators of the Fund shall not make 

any investments in such manner as to subject 

the Fund to tax under Section 4944 of the 
Code; and 

 
(e) The administrators of the Fund shall not 

cause to be made any taxable expenditures as 
defined in Section 4945(d) of the Code.· 

 
(4) Prohibited Activities: No substantial part of the 

assets or activities of the Fund shall be devoted to attempting 

to influence legislation by propaganda or otherwise, and the 
assets of the Fund shall not be used to participate, or 

intervene, directly or indirectly (including the publication or 
distribution of statements), in any political campaign on behalf 

of or in opposition to any candidate for public office. 
Notwithstanding any other provision of these Articles, the Fund 

assets shall not be used to carry on any activities not permitted 
to be carried on by a Fund exempt from federal income tax under 

Section 501(c)(3) and Section 170(c)(2) of the Code. 
 

 (5) Distribution: Distribution from the Fund shall be 
made only in keeping with the purposes of  the Fund and in 
accordance with the provisions of Article XII of these Articles 

 
(6) Distribution Upon Dissolution: Upon the 

dissolution of the Fund, all assets remaining after payment of 
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the Fund's creditors shall be distributed by the Board of 
Directors of the Corporation to one or more organizations 

qualifying for the exemption afforded by Section 50l(c){3) of the 
Internal Revenue Code of 1986 {as amended from time to time). 

 
ARTICLE X 

 

Limitation on Liability of Directors 
 

No director of the Corporation shall be personally liable to 
the Corporation or its members for monetary damages for his or 

her conduct as a director on or after the date this Artiele 
becomes effective, except for {i) acts or omissions that involve 

intentional misconduct or a knowing violation of law by the 
director or {ii) any transaction from which the director will 
personally receive a benefit in money, property or services to 

which the director is not legally entitled.  If, after the 
effective date of this Article, the Washington Nonprofit 

Corporation Act is amended to authorize corporate action further 
eliminating or limiting the personal liability of directors, then 

the liability of a director of the Corporation shall be 
eliminated or limited to the fullest extent permitted by the 

Washington Nonprofit Corporation Act, as so amended. Any 
amendment to or repeal of this Article shall not adversely affect 
any right or protection of a director of the Corporation for or 

with respect to any acts or omission of such director occurring 
prior to such amendment or repeal. 

ARTICLE XI Indemnification 

of Officers, 
Directors, Employees and Agents 

 
(1)  Definitions: 

 
As used in this Article: 

 

{a) "Action" means any actual or 

suit or proceeding, whether civi1, criminal, 
investigative. 

threatened claim, 

administrative or 

 

{b) "Another Enterprise" means a corporation {other 
than the Corporation) ,  partnership, joint venture, trust, 
association, committee, 

entity. 

employee benefit plan or other group or 

 

{c) "Corporation" means TACOMA-PIERCE COUNTY SPORTS 

COMMISSION and any predecessor to it and any constituent 
corporation {including any constituent of a constituent) absorbed 

by the Corporation in a consolidation or merger. 
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(d) "Director or Officer" means each person who is 

serving or who has served as a director or officer of the 

Corporation or, at the request of the Corporation, as a director, 

officer,  employee,  partner,  trustee  or  agent  of  Another 

Enterprise. 
 

(e) "Indemnitee" means each person who was, is or is 

threatened  to be made  a party  to or is involved  (including 

without limitation, as a witness) in an Action because the person 

is or was a Director or Officer of the Corporation. 

 
(f) "Loss" means loss, liability, expenses (including 

attorneys'  fees),  judgment,  fines,  ERISA  excise  taxes  or 

penalties and amounts to be paid in settlement, actually and 

reasonably incurred or suffered by an Indemnitee in connection 

with an Action. 

 
(2) Right  to  Indemnification:   The  Corporation  shall 

indemnify and hold each Indemnitee harmless against any and all 

Loss except for Losses arising out of: (a) the Indemnitee's acts 

or omissions finally adjudged to be intentional misconduct or a 

knowing violation of law or (b) any transaction in which it is 

finally  adjudged  that  the  Indemnitee  personally  received  a 

benefit in money, property or services to which the Indemnitee 

was not legally entitled.  Except as provided in Section (4) of 
this Article, the Corporation shall not indemnify an Indemnitee 

in connection with an Action (or part thereof) initiated by the 

Indemnitee unless such Action (or part thereof) was authorized by 

the Board  of  Directors  of  the Corporation.   If, after  the 

effective  date  of  this  Article,  the  Washington  Nonprofit 

Corporation Act is amended to authorize further indemnification 

of directors and officers, then Directors and Officers of this 

Corporation shall be indemnified to the fullest extent permitted 

by the Washington Nonprofit Corporation Act, as so amended. 

 
(3)  Burden of Proof, Procedure for Payment and Notice  to 

Members: 

 
(a) The Indemnitee shall be presumed to be entitled to 

indemnification under this Article upon submission of a written 

claim (including a claim for expenses incurred in. defending any 

Action in advance of its final disposition, where the undertaking 

in  (b) below  has  been  tendered  to  the  Corporation),  and 
thereafter the Corporation shall have the burden of proof to 

overcome the presumption that the Indemnitee is so entitled. 

 
(b) The right to indemnification conferred in this 

Article shall include the right to be paid by the Corporation all 

expenses  (including attorneys' fees) incurred in defending any 

Action in advance of its final disposition; provided, however, 

that the payment of such expenses in advance of the final 

disposition  of an Action shall be made upon delivery to the 
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Corporation of an undertaking, by or on behalf of such Director 
or Officer,  to repay all amounts so advanced if it shall 

ultimately be determined that such director or officer is 
entitled to be indemnified under this Article or otherwise. 

 
(c) Any  indemnification in accordance with this 

Article, including any payment or reimbursement of expenses, 

shall be reported to the members with the notice of the next 
members' meeting or prior thereto in a written report containing 

a brief description of the proceedings involving the Director or 
Officer being indemnified and the nature and extent of such 

indemnification. 
 

(4) Right of Indemnitee to Bring Suit.  If a claim under 
this Article is not paid in full by the Corporation within 60 
days after a written claim has been received by the Corporation, 
except in the case of a claim for expenses incurred in defending 
a proceeding in advance of its final disposition, in which case 

the applicable period shall be 20    days, the claimant may at any 
time thereafter bring suit against the Corporation to recover the 

unpaid amount of the claim and, to the extent successful in whole 
or in part, the Indemnitee shall be entitled to be paid also the 
expense of prosecuting such claim.  Neither the failure of the 
Corporation (including its Board of Directors, its members or 

independent legal counsel) to have made a determination prior to 
the commencement of such action that indemnification of or 
reimbursement or advancement of expenses to the claimant is 

proper in the circumstances, nor an actual determination by the 
Corporation (including its Board of Directors, its members or 
independent legal counsel) that the Indemnitee is not entitled to 
indemnification or to the reimbursement or advancement of 

expenses, shall be a defense to the action or create a 
presumption that the Indemnitee is not so entitled. 

 
(5) Nonexclusivity of Rights: The right to indemnification 

and the payment of expenses incurred in defending an Action in 
advance of its final disposition conferred in this Article shall 
not be exclusive of any other right which any person may have or 

hereafter acquire under any statute, provision of the Articles of 
Incorporation, Bylaws, agreement, vote of members or 

disinterested directors or otherwise. 

 
(6) Insurance, Contracts and Funding:  The Corporation may 

maintain insurance, at its expense, to protect itself and any 
Director, Officer, employee or agent of the Corporation or 
Another Enterprise against any expense, liability or loss, 
whether or not the Corporation would have the power to indemnify 

such person against such expense, liability or loss under the 
Washington Nonprofit Corporation Act.  The Corporation may, 

without further corporate action, enter into contracts with any 
Director or Officer of the Corporation in furtherance of the 

provisions of this Article and may create a trust fund, grant a 
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security interest or use other means (including, without 
limitation, a letter of credit) to ensure the payment of such 

amounts as may be necessary to effect indemnification as provided 

in this Article. 

 
(7) Indemnification of Employees and Agents of the 

Corporation:  The Corporation may, by action of its Board of 

Directors from time to time, provide indemnification and pay 

expenses in advance of the final disposition of an Action to 

employees and agents of the Corporation with the same scope and 

effect as the provisions of this Article with respect to the 

indemnification and advancement of expenses of Directors and 

Officers  of  the  Corporation  or  pursuant  to  rights  granted 

pursuant to, or provided by, the Washington Business Corporation 

Act or otherwise. 

 
( 8)     Contract Right:  Rights of indemnification under this 

Article shall continue as to an Indemnitee who has ceased to be a 

Director or Officer and shall insure to the benefit of his or her 

heirs,  executors  and  administrators.   The  right  to 

indemnification conferred in this Article shall be a contract 

right upon which each Director or Officer shall be presumed to 

have relied in determining to serve or to continue to serve as 

such.  Any amendment to or repeal of this Article shall not 

adversely affect any right or protection of a Director or Officer 

of the Corporation for or with respect to any acts or omissions 

of such Director or Officer occurring prior to such amendment or 

repeal. 

 
(9) Severability:  If any provision of this Article or anv 

application thereof shall be invalid, unenforceable or contrary 

to  applicable  law,  the  remainder  of  this  Article,  or  the 

application of such provisions to persons or circumstances other 

than those as to which it is held invalid, unenforceable or 

contrary to applicable law, shall not be affected thereby and 

shall continue in full force and effect. 

 
ARTICLE XII 

Distribution of Earnings 

No part of the net earnings of the Corporation or amounts 

held in the Fund shall inure in whole or in part to the benefit 

of or be distributable to any officer, director, member or other 

individual  having  a  personal  or  private  interest  in  the 

activities of the Corporation except that the Corporation shall 
be authorized and empowered to pay reasonable compensation for 

services rendered, make reimbursement for reasonable expenses 

incurred in its behalf, and to make payments and distributions in 

furtherance of the purposes stated in Article III hereof. 
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ARTICLE XIII 

Distribution Upon Dissolution 

Upon dissolution of  the Corporation all  assets remaining 
after payment of the Corporation's creditors shall be distributed 
to the Tacoma-Pierce County Chamber of Commerce ("Chamber"), a 

Washington nonprofit corporation currently qualifying as exempt 
from taxation under the  provisions of   Sections 501(a) and 

501(c)(6)  of  the Code or  its successor; provided, that the 
Chamber is still so qualified at the time of dissolution. If 
neither the Chamber nor any successor exists or  if it  is no 
longer so  qualified, then assets upon dissolution shall be 
distributed to such organization or organizations selected by the 
Board of  Directors; provided that such organization or 
organizations are qualified as exempt from taxation under the 
provisions of  Sections 501(a) and  501(c)(6) of  the  Code. 
Notwithstanding  any of  the above,  upon dissolution of  the 

Corporation, assets contained in the Fund may be distributed only 
as provided in Article IX, Section (6). 

 
ARTICLE XIV Amendment 

of Articles 

The Corporation reserves the right to amend, alter, change 
or repeal any provision contained in these Articles of 
Incorporation in the manner now or hereafter prescribed by law, 
and all rights and powers conferred herein on directors are 

subject to this reserved power. 
 

DATED: November ' 1990. 
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CONSENT TO APPOINTMENT AS REGISTERED AGENT 
 

The undersigned, having been appointed as registered agent 

of the TACOMA-PIERCE COUNTY SPORTS COMMISSION, does hereby 

consent to such appointment and agrees to serve as registered 

agent for the Corporation. 

DATED this 
-"lrltl 

day of November, 1990.
 

   
 

 
 
Address of Registered Agent: 

 
950 Pacific Ave., Suite 300 
Tacoma, WA 98402 
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AMENDMENTS TO BYLAWS 

OF 

TACOMA-PIERCE COUNTY  SPORTS  COMMISSION 
 
 
 
 

The following amendments  to the Bylaws of Tacoma-Pierce County Sports Commission, 

a Washington  nonprofit  corporation,  are hereby adopted.   These amendments  revise the Bylaws 

that were last amended on May 5, 1992 (copy attached). 
 

 
 
 

1. Article II is hereby revised to read as follows: 

 
ARTICLE II 

Members  

The Corporation shall have no members. 
 
 
 
 

2. Article III is hereby deleted. 
 
 
 
 

3.  Paragraph (1) of Article N is hereby revised to read as follows: 

 
(1)       Number  and  Powers:    The  management  of  all  the affairs,  property  and 

interest of the corporation  shall be vested in a Board of Directors,  consisting of no fewer 

than nine (9) and no more than fifteen (15) persons.   Directors  need not be residents of 

the State of Washington.   In addition to the powers and authorities  by these Bylaws and 

the  Articles  of  Incorporation  expressly  conferred  upon  it,  the Board  of Directors  may 

exercise, in good faith, all such powers of the corporation  and with such care, including 

reasonable  inquiry,  as  an ordinary  prudent  person  in a like  position  would  use under 

similar circumstances. 
 

 
 
 

4. Paragraph (2) of Article IV is hereby revised to read as follows: 

 
(2)  Election  and Tenure:   Directors shall be elected by a majority vote of the 

Directors then in office, including Directors elected to fill vacancies created by reason of 
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an  increase  in  the  number  of  Directors,  resignation,  or  removal  of  a  Director.    The 

Directors  shall serve  terms of three (3) years, with the terms  of Directors  staggered  as 

much as is reasonably possible.   A Director may serve no more than two (2) consecutive 

terms. 
 

 
 
 
5.  Paragraph (7) of Article IV is hereby revised to read as follows: 

 
(7)  Regular  Meetings:   The annual meeting of Directors  shall be held on the 

first Wednesday of each February, or such other time as the Chairman designates. 
 
 
 
 
 
 

The above and foregoing amendments to the Bylaws of Tacoma-Pierce County Sports 

Commission,   a  Washington   nonprofit  corporation   are  the  Bylaws  of  this  corporation,  were 

adopted by the Board of Directors thereof on February 4, 2009. 

  - 
Secretary 
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BYLAWS 

OF 

TACOMA-PIERCE COUNTY SPORTS COMMISSION 

 
 

 
ARTICLE  I 

 
Offices 

 
(1)  Registered Office and Registered Agent:  The regis ered 

office  ofthP.-corporat.ion shall ., be  located  in  the  state  of 

Washington at such place as may be fixed from time to time by the 

Board of Directors upon filing of such notices as may be required 
by law, and the registered  agent, who shall be selected bv t.he 

Board of Directors,  shall have a business office identical with 

such registered office. 

 
(2) Other Offices   The corporation may have other offices 

within or outside the State of Washington at such place or places 

as the Board of Directors may from time to time determine. 

 
 

ARTICLE  II 

 
Memhers 

 

-·- -----f l- t--Nt1mbe:e- ·B:fl-cl- -£-:1:< -"'t --f rS --: -- -'P-he-eet>)?A '!?a 'E :i: e!'l·--s. J-1 ·a.j _ -:l _ - -h-r-:rve-- --e-r-te --  -f:!: t 
el-ass- -&f-- ftlemee s- 

meml:l e'l?-;- -'11-a-e-ofl ra---P -:i:·e·r>-ee- -Gl7ttftt:y--E:.J-1-a- 
flel'lf':t'OS":i :t-e t::H ')?e'r.'aoe:i :e !'b - DELETED ]\1.AY  5,  1992. 

 

(1) Number and Class: 
class of members and that 

member, The Visitors an 

nonprofit corporation. 

The corroration  shall have one   11) 
class  shall be  composed   of  a  sol 
Convention  Rureau,  a Washington 

 

(2)  Disbursement:  The orporation  shall not make anv 
disbursement  of income to its member.    

 

 
ARTICJ.F. III 

 
 ember's Meetings 

 
( 1)    Meeting  Pla e:  All  meetings  of   the member  shall he 

held   at the registered  offi   of the corporation,  or at such 
other place, either wii:h:i.n or vTithout. this state, as shall hP. 

determined  from time to time by the Board of  Directors,  and the 

place at v.rhich any such meeting shall be held shall be stated in 
the notice of the meeting. 
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-f     t-·- -A f\ ft1:l a:± -Mee-t::ifl.(:f - .1!1-iftre-r-- . {!he- -a-nn·u-a-:l- .:HTg- -flo:f. -·i7:1Te -memee r. 
f.ei"-+..he- +:. nfl.S'B."(" +.:i t'l·J'I--frf·- -streh- -btm:i:nes-s- --a-s- --ntt"t·'f·-}7r-0")5e-."l!'-1-y- -f!-erue -·be -'Fe fe 

ehe--mee-t!-i--n-g- -sfia- 3:±- +re- -17e1:-cl:- -en-eft-- -ye-a-r--. f_ ffifilee-i-n-te·:l y- -:Fe-}-J.:ow i:-n-g- 
acljetli"Rmen+..-ef-+..he-anl'ltla±-meeein -ef·- he-memeei"B-ef- aeema-P±e ee 

eeul'\ v--efiam be -ef·-8emm et"ee. DELETED  MAY   5,  J. 9 9 2. 

 
(2) Annual Meeting Time:  The annual. mee ing of the member 

for the transar:tion··-of· such businP.ss a.s   may properly come before 

t:he meeting  shall be held each  year immedia1:elv following  the 

adjournment of the annual meeting of the members of The Visitors 
anrl Convention Bureau. 

 
 

{ 3)  Annual  Meeting  Order  of  Business:  At  t.he annua1 

meeting of the member, the order of  business shall he  as follows: 
 

{a)  Calling the meeting to order. 

{b) Proof of notice nf meetinq  {or fiJ.inq waiver) 
{c)  :Reading of minutes of last annual meet.i.nq. 
(d)  Reportn of officers. 

{e) Reports of r:ommi.ttees. 
(f) Miscellaneous busin s.s. 

 
( 4)       Special Meetings:   Sped.al  mePtinqs  of the member 

fnr any purpose may be called at any time by t:he president. or 

the Board of Directors. 

 
(5)    Notice:   Notice of the time and place of '\:he  annual 

meeting  of-the member  and  of  regular  meetinq.s and  special 

meetings shall be given by delivering personally or by  mailing a 
written or printed  not.ir.e of thP. same, at least ten (10)   da 's, 
and not more than fifty  (50)   days, prior to the meeting.   Anu 

notice for a special meeting of the member, regardless of method 
used for conveyance,  shall include the purpose or purposes of the 

mee·ting. 

 
(6)  Waiver of Notice:  A waiver of any notice required 

to be given any member, signed by the person or persons entitled 

to such notice, whether before or after the time stated therein 

for the meeting, shall be equivalent to the giving of such 

notice. 

 
( 7)    Vo·tinq   F:xr.ept as may othenvise be provided  in these 

Bylaws or t:he corporation'G    Art..i.cler  of Incorporation, thP. member 

shall be entitled to one vote on each matter submitted to a vote 

of the mP-mber. 

 
( 8)     Proxies    A    member  may  vote  in person  or by proxv 

executed    w-riting by  the  member  or  his  dulv  author.i.?:ed 

attorney-in-fact.  No proxy shall be valid aftP.r eleven months 
from the date of its execution. 
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(9) Action  by  Member  without  a  Meeting:   Any  action 
required or which may be taken by the me ber     be  taken without 
a   meeting  if a consent in w-r.i ting, setting fori:h i:he action so 
taken shall be signed by the member entitled to vote with respect 

to the subject matter thereof. 

 
( 10)  Action of Member by Communications:   The member may 

participat  in a meeting of the  ember by means of a conference 
telephone or similar communications equipment by means of which 

all persons participating in the meeting can hear each other at 
i:he same time and participation by such means shall constitute 

presence in person at a  meeting. 
 
 

ARTICJ,E IV 

 
Board of  Directors 

 
( J)  !umber  ans_'!_J?oY"'er   The managemeni: of all i:he affcd.rs, 

property and interest of the corporation shall be ves·ted in a 
Board of Directors, consisting of nine (9) persons elected by the 
Board of Directors of the sole member and the Mayor of the City 
of Tacoma, Washington and the County Executive of Pierce County, 

Washington.  The Mayor of the City of Tacoma, Washington and the 
County Executive of Pierce Count.v, Washington  shall serve by 
virtue of their office and shall have no vot.e. Direci:ors need 

not be residents of the State of Washington.  In addition to the 
powers and authorities by these Bylaws and the Articles of 
Incorporation expressly conferred upon it, the Board of Directors 
may exercise, in good faith, all such powers of the corporation 

and with such care, including reasonable inquiry, as an ordinary 

prudent: person  in   a  like position  would  use under  similar 
circumstances, and do all such la.wful ac1:s as are not by statute 

or  by the Articles of Incorporation or by these Bylaws directed 
or required to be exercised or done bv the member. 

 
(2) Election and Tenure:  At the first meeting of the Board 

of Directors th term of the directors currently holding office 
shall be determined by lot, with three (3) directors have a three 
( 3)     year term r        t.hree (3)     din c1.:ors having a bm   ( 2)   year ·term, 

and three (3)     directors having a one (1)   vear term.  Upon t.he 
expiration of the initial terms, directors shall be elected for a 

t.hree (3)  year term.  The din: ct.ors shall bP electe<'l by the Board 
of Directors of the sole member. 

 
( 3)       Chanqe of Number:  The number of directors mav at  anv 

time be increase-dordecreased by amendmen-t: of  these Ryl.m-JS,   but 

no decrease shall have the effect of shortening the term of    anv 
incumbent director. 



96ejv97 -·  4   -  

 

 
(4) Vacancies:   All vacancies  in i:hP-  Board of Direr-t.ors, 

whether caused hv resignation, death or otherwise, may be filled 

by the affirmative vote of a majority of the remaining directors. 

 
( 5)       Ex   Officio  Members  of the Board  of Directors:   The 

Board of Directors  shall include such  x   fficio members ·as   the 

board may appoint  from time to t.ime by  a   maiority  vot.e of all 

direr-tors entitled to vote. 

 
( 6)     Removal  of Directors:   Any director  may be removect, 

with or without cause, hy a two-thirds  (2/3) majority vote of all 

the directors  entitled  to vob at. a meeting  of the directors 

called for such purpose. 

 
( 7)     _!(egular -eetings   Regular  meetings  of the Roar<'l  of 

Directors, or any committee <'lesi nated   the Roar<'l of Directors, 

may be held with or without notice at the registEored office of 

the corporation  or at such other place or places,  ither within 

or without the State of Washington, as the Board of Directors may 

from 1:ime t:o  time designate.   'rhe annual meeting  shal.l be held 

after the adjournment  6f  the annual meeting of  he member on a 
date set by the president. and  at. least ten  (10) da::rs'  \..Yritten 
notice  thereof  shall  he  given  to  the  directors  by  telPqram, 

letter or personaJ.ly. 

 
(8)     §pe_E...:. a_l  !_1eetinq :    Special  meetings  of 1:he  Board    

of Directors, or anv committeP denignated bv the Board of 

Directors, may be called at any time bv the Chairman, or in his 

absence or upon v.rritten request, by any t'-'10 directors, to be held 

at the registered  office of the corporation  or at such other 

place or places as the directors may from time to time designate. 

 
(9)  Notice:  Notice of al]. speciaJ. meetings of the Board 

of Directors shall he given to each director by between ten (10)   

to fifty (50)   days' service of the same by tel.eqram, by letter, 

or personally.  Such notice need not specify the business to he 

transacted at, nor the purpose of, the meeting. 

 
( 10)  Quorum:   A    majority  of the  ·Thole Board of Directors 

shall be necessary and sufficient at all meetings to constitute a 
quorum for the transaction of  business.  The act of the majority 

of the  directors  present  at a meeting  at which  a quorum  is 
present shall be the act of the Board of Directors unless the act 

of a greater number is required by law or these Rylaws. 

 
(11) Waiver  of  Notice    Attendance  of  a  director  or  a 

commit.tee member -atame-eting shall c:onst.i1:ute a   waiver of notice 

of such mee·t:ing, except where a    director or a commit'l:ee member 

attends for the express purpose of obiectinq to the transaction 

of any business  because  t.he meeting  is not lawfully  called or 
convened.    A  waiver  of  notice  signed  hv  the  director  or 



96ejv97 - 5   ·-  

author.i.1:y of 

corporation: 

thP. Board of Directors 

provided  that  no  such 

in  the ma.naqemoni of 

committee  shall  have 

t:hP. 

the 

authority  of i:he Board of Direci:ors in  reference  to amendinq, 
altering  or repealing the  Bylaws; electing,  appointing  or 
removing  any member  of any  such committee  or any  director  or 
officer  of  the  corporation; amending the  Articles of 

Incorporation;  adopting a plan of merger or adopt..i.ng  a plan of 
consolidation  with  another  corporation;  authorizing  the  sale, 

 

 

 
 

directors,  whether  before  or  after  the  time  stated  for  the 

meeting, shall be equivalent to the giving of notice. 

 
(12)  Registering  Dissent:   A    director who is present  at a 

meeting ofthe Board of Directors a·t   wh.ir.h action on a corporate 
matter is taken shall be presumed to have assented to such action 

unless  his  dissent  sh ll  be  entered  in the minutes  of  the 

meet.ing, or unless he shall file h:i.s 'vri.ti:en   dissent  to such 

action with 1:he person act.ing ar; the secretary of the mee·ting, 
before the adjournment thereof, or shall forward such dissent bv 

registered ma l to the secretary of the corporation  immediatelv 

after  the adjournment  of the meeting.   Such right  to dissent 

shall not apply tn a director who voted in favor of such action. 

 
(13) Committees:   The  Board  of  Directors,  by  resolution 

adopted by a majori y of the directors in office, may designate 

and appoint one or more committees,  each of which shall consist 

of  two  or  more  directors,  which  committees,  to  the  extent 

provj_ded in  such  resolution,   shall  have  and  exercise  the 
 

 
 
 
 
 
 
 
 
lease or exchange nf all or substantially all of the property and 
assets of the corporation not in the ordinary course of husinP.ss; 

authorizing  the  voluntary  dissolution  of  the  corporation  or 

revoking proceedings  therefor;  adopting a    plan for distrihution 
of  the  assets  of  the  corporation;  or  amending,  altering  or 

repealing any resolution of the Roard of Directors which by j_ts 

terms provides that it shall not be amP.nded, altered or repealed 

by such committee.   The designation  and appointment  of any such 
committee  and  thP. delegation  thereto  of  authoritv  shall  not 

operate  i:o  reJ.ieve the Board of Directors,  or any  individual 

director of any responsibility  imposed upon it or him bv   law. 

 
(14)  Opera_ij. _ _g  of Direct.ors: 

 
(a) The Board of Directors shalJ have the authority to 

appoint, by resolution adopted hy a   majority of the directors in 
office,  a group of individuals whose sole function shall be   to 

assist the Board of Directors with planninq, promotion and 

administration  of  the corporation's activities (the "Operatincr 

Board"). 
 

(h)  The  Operating  Board  shall  be   vested 

power  and   authority   as  deemed  appropriate  hv  the 

Directors  provided,  the   Operating   Board   shal.l  not 

with  such 

Roarcl  of 
have   the 

authority  to  commit,  allocate  or  expend  any  assets nf  the 
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corporat.ion or its separate  funcis. The Opera1:inq Roarci shall 

also be subject to the same operational  limitations imposed upon 

the committees of the Board of Directors as listed in the prior 

subsection  (13)   of this section.  The Operating Board shall not 

have nor exercise the authority of the Board of Directors unless 

otherwise  expressly  provided  by  resolution  of  the  Board  of 

Directors. 

 
(c) Members of the Operating Board shall serve at the 

will of the Board of Directors and have no set term of office. 

 
(d)    The  size  of  the  Operat:i.nq Boaro   shall  be 

established  by  the Roar<'! of D:i.reci.:ors  and may be   increased  or 

decreaseo at any time upon majority vote of the directors. 

 
(e)    Vacancies  on t.he Operatinq  Board 1        whether  causeo 

by  removal,  resigna.tion, neath, or ot.henlise 1        may be fill.eo by 

the affirmative vote of a   majoritv of the directors. 

 
(f) Any member of the Operating Board may he removed, 

with or without cause, hy a   majority vote of aJ.l the directors. 

 
(15)  Remuneration    No st.ated salarv shall be paid members 

of the Board  o.fDirectors   or the Operating  Board  (the ":Roard 

Member(s)  ") , as such 1       for their service, but by resolu·ti.on of the 

Board  of  Directors,  expenses  of  attendance,  if any,  may  be 

allm•7Pd for attendance  at each regular  or special meet.inq of 

either Board; provided,  that. nothing herein cont.ained shalt be 

construed   to  preclude  any  Board  Member   from  serving  the 
corporation  in any  other  capacity  and  receiving  compensation 

therefor.   Members  o.f  spec:ial or stnnoing  committees  of: e:i. ther 
Board may be allowed like reimbursement  for attGndin<J committee 

meetings. 

 
(16) Loans:  The corporation  shall not loan money or credit 

to its Board Members. 
 

(17) Disbursement: The  corporation shall not make anv 

dishurseme t of incomto any Board Members.     
 

(18) Action bv Board Members without a Meetinq:  Any action 

required or which may be taken at a rneetj.ng of the Roard Memht=:rs, 

or  of a committee  thereof, may be taken without a meeting  if a 
consent. in writing,  setting  forth the action  so to be 1.:aken, 
shall he signed before such action hv all of the Roard Members, 
or all of the members of the committee, as the case may be.  Such 

consent shall have the same effect as a unanimous vote. 

 
(19) Action  of  Board  Members  by  Communications:    Board 

Hemhers may participate  in a meeting of--"-Roard .Members hy means of 

a   conference  t.elephone or s.imila.r  communications  equipment. bv 

means of which all persons participating  in the meeting can hear 
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each other at the same time and participation hy such means shall 

constitute presencR in person at a meetinq. 
 
 

A:RTIC:LE V 

Officers 

(1)  Designations:  The officers of the corporation shall be 

a    Chai.rma1 ice-Chairman,  President, Secretary and TrP.asurer. 
Any two or more offices may be held by the same person, exrept 
the offices of President and Secretary. 

 

PI Election:  Officers shaU  he elected by    the Board of 
Directors at its nnual 

 
(3)  Chairman:  The Chairman shall preside at all meetings 

of the membershT})-and of the Board of Directors ancl shall be an 

ex-officio member of all committees of the Board.  He shall make 
annual reports showing the condition of the affairs of the 

corporation and shall submit such rer.ommendat.ions as hP. deems 
proper at the annual meeting of the Board and of the memhP.rship. 

He may sign, with the secretary or other proper officer of the 
corporation authorize  bv the Board of Directors, any deeds, 
mortgages, bonds, contracts, or ot.her inst.ruments w·hich the Board 

of Directors has authorized to he eYecuted, ex ept in cases where 
the signing and execution thereof shall be expressly deleaated by 

the Board of Directors or bv  these Bylaws or by statute to some 
other officer or agent of the corporation and in general he shall 

perform all duties incident to the offi e of r.hairman and such 
other duties as may be pres rihed by the Board of Directors from 
t:. ime to time. 

 
( 4)  The  President:  The President. shal1 be  t.he principa1 

operating and administrative officer of the corporation and shall. 
perform all such duties as are described in these Bylaws or the 
Articles of Incorporation, or are properly required by him by the 

Board of Directors. 

 
( 5)     'I'he Secretary:  The Secretary shall issue notices for 

all meetings, except ior notices of special meetings of member 

and special meetings of the directors \\7hich are  called by the 
member  or the requisite number  of directors,  shall keep  in 
minutes of all meetings, shall have charge of the seal and the 

corporate books, and shall make such repnrt.s and perform such 
other duties as are incident i:o  his office, or are properly 

required of him hy the Board of Directors. 

 
(6)  The Treasurer:  The Treasurer shall have the custody of 

a11   mnneys or-the-co) porat.ion and sha11   keep regular book. .s    of 
account.   He shall disburse the funds of the corporation  i.n 
payment of  the just demands against the corporatinn or as may be 
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ordered  by   the Board of Directors,  t.aking proper vouchers  for 

such disbursement.s, and shall render t:o t.he  Roard of Directors 

from time to time as mav be required of him on account of all his 

transactions  as Treasu  r and of the financial condition of the 

corporation.   He shall perform such other duties incident to his 

office  or that are properly  required  of him by the Board  of 

Direc-tors. 

 
(7)  Delegation:  In the case of absence or inability to act 

of  any  officer  of- the corporation  and  of  anv person  herein 

authorized to act in his place, the Roard of Directors may from 

time to time delegate the powers or duties of such officer to any 

other officer or any director or other person whom it may select. 

 
( 8)     Vacancies:   Vacancies  in anv office arisinq  from anv 

cause may be filled by the Board of Directors at anv reqular or 

special meeting of the Board. 

 
(9) Other  Officers:   Directors  may  appoint  such  other 

officers and agents as it shall deem necessary or P..Xpe<'lient, who 

shall hold their offices for such terms and shall exercise  such 

powers and perform such duties as shall be determined  from time 

to time by the Board of Directors. 

 
( 10)  LoRns   'J'he corporation  shall not loan monev or credit 

t.o any officer-:- 

 
(11) Disbursement:    The  corporation   shall  not  make  any 

disbursement  of income to any officer. 

 
(12) Term - Removal.  The officers of the corporation  shall 

hold  office  until  the  next  annual  meeting  of  the  Board  of 

Directors  and until their successors  are elected and qualified. 

Any  officer  or  agent  P..lected  or  appointed  by  the  Roard  of 

Directors may be removed at any time, with or without cause, by 
the  affirmative  vote  of  a majority  of  the  whole  Board  of 

Directors,  hu1: such removal  shall be without  prejudice  to t.he 

contract rights, if any of the person so removed. 

 
(13) Bonds:   The  Board  of  Directors  mav,  hv  resolution, 

require  any and  all of  the  officers  to  qive bonds  to  the 
corporation,  with sufficient surety or sureties, conditioned  for 

the  faithful  performance  of  the  duties  of  their  respective 

offices,  and to comply vJith such other conditions  as may from 

time to time he required by the Board of Directors. 
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Al<.TICU•-: "VI 

 
Section .SOl ( c::JJ])   !unc\ 

 
( 1)    _9reation:  rhe  corporation may esi ahlish a separate 

fund the assets of which shall be used solely for the attraction, 

promotion and administration of amateur athletic events, or for 
such other charitable purposes allov,red by     Section 501(c) (3)     of 

the Internal Revenue Code of 1986, as amended (the "Fund").  The 
Fund shall be subject to all limitations relevant to the Fund as 
expressed in the corporation's Articles of Incorporation, as 

amended. 

 
(2) Records:  All Fund assets shall be held in a separate 

accoun-t:.   All----cclntrihutions  to, earnings of, and disbursements 
from the Fund shall be maintained in separate books.  In no event 

may  Fund  assets  be  commingJed  with  other  assets  of  the 
corporation or be used for general operating expenses of the 

corporation, other than to e} t.ent  t:he expenses result from an 
activity of the corporation that falls within the Fund's limited 

purposes. 

 
AR 'ICJ.E VII 

 

 
 

The moneys of the corporation shall be deposited in the name 
of t.he  corporation in such ba.nk  or banks or trust company or 
i:rust companies as the Board of Directors shall designate.  A 

separate account shall be opened for assets of the Fund.  Monevs 

from either source shall be nrawn out only hy check or other 

order for payment of money s ignec'l. by  such persons and in such 

manner  as may  be determined  by   resolution  of the Board  of 
Directors and in keeping with the pertinent limitations on the 
use of such moneys. 

 
ARTICLE  VII I 

 
Limitation on Liability o_[:_ Directors 

 
The liability of the directors and member of the corporation 

shall be limited in accordance with the provisions contained in 

Article X of the Articles of Incorporation. 

 
 

A:R.TICLE IX 

 
Indemnification of Officers, Directors, 

 mployees and Agent 

 
Officers, directors, employees and agents of the corporation 

shall  be  indemnified  for  any  losses  in  keeping  with  the 

provisions   contained   in  Article XI  of  the  Articles   of 
Incorporation. 
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Am ICLE X 

Notices 

Except as may ot.lwnvise be required by lm·r, anv notice to 
any member or director may be delivered personally  or by mail. 

If mailed, the notice shall be deemed to have been delivered when 

deposited  in the Un.i ted Stat.es mail, addressed to the addressee 

at his J.ast known address in the records of the corporation, with 

postage thereon prepaid. 

 
ARTICLE XI 

Seal 

The corporation shall have no corporate seal. 
 
 

ARTICLE XI 

Books and Records 

The  corporation  shall keep  at it.s  registered  office,  its 
principal office in this state, or at its secretary's  office if 

in this state, the following: 

 
(1)  Current Articles and Bylaws; 

 

(2) Correct  and  adequate  records  of  accounts 

finances; 
and 

(3) Separate records and accounts and finances of 

Fund; 

the 

(4) A record  of  officers'  and  directors'  names 
addresses: 

and 

 

(5) 
 

Minutes  of  the  proceedings  of  the  member, 
 

i:he 

Board of Direct.ors, and anv minutes which mav be 

maintained  by committees  of  the  Board  of 
Directors.  Records mav be written, or electronic 
if capable of being converted into writing. 

 

The  records shall be open at any  reasonable time to 
inspection by the member.       

 

Cost of inspecting or copying shall be borne by such member 

except  for costs  for copies of Articles  and BvJaws.    Any stwh 
member must have a purp  e for inspection  reas nably relited to 

membership  interests. 
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The Superior Court of the member's residence may order 

inspection and may appoint independent inspectors.  Such member 
shall pay inspection costs unless the court orders otherwise. 

 
 

ARTICLE XIII 

Amendments 

(1) Only the Board of Directors shall have power to make, 
alter, amend and repeal the Bylaws of this corporation. 

 
(2) The Board of Directors may adopt emergency Bylaws which 

shall be operative during an emergency in the conduct of business 
of the corporation resulting from an attack on the United States 

or any nuclear or atomic disaster.  The emergency Bylaws may make 
any provision that may be practical and necessary for the 
circumstances of the emergency. 























































Tacoma Pierce County Sports Commission, DBA: Tacoma South Sound Sports Commission 
Marketing Plan Addendum for 2016 Lakewood LTAC Application.  
 
Please insert your answer to each question directly under the question as listed. You may take up to 5 
pages to fully answer all the questions below.  The budget form may be up to 3 additional pages and 
does not count toward your 5 pages. Use a font no smaller than 10 pts and leave at least 1” left and right 
margins. 
 
1. What is your plan to increase room nights and occupancy? 
 
 Who is [are] your target audience[s]? 

The target audience is primarily event owners, promoters, rights holders, and National Governing 
Bodies of amateur sports and competitions whose events produce or have a likelihood of 
producing overnight hotel stays and increasing overall tourism spending.  Our secondary target 
audience is local sports clubs, college sports, and other community sports organizations that we 
can partner with to create, attract, and execute events that will produce overnight stays. 
 
Niche Markets that we are investigating: 
-Adaptive Sports (JBLM), Veterans Administration  
-Tribal Sports Festival (work with local tribes on creating native American Sports Festival) 
-Water Sports (Stand-Up Paddle Board, Dragonboat Racing, Outrigger) 
-Conference Championships (GNAC, NWAACC, NCAA)      
 
What methods or programs will you employ to reach your target audience[s]? 
The Program that TSSS uses to create, bid on, and attract amateur sporting events is the Sports 
Development Program. The Sports Development Program has existed since the inception of the 
TPCSC and has proven to be effective in attracting amateur athletic events that have measurable 
results.  This also includes trade shows and conference where we meet with event rights holders. 
In addition, we collaborate with local sports organizations who currently run events to see if they 
would like to create new events or expand existing events.  
  
How do you intend to implement your program? Be as specific as possible. 
The program that the TSSS uses to create, attract, promote, service, and execute amateur 
sporting events is the Sports Development Program. The Sports Development Program has 
existed since the inception of the TSSS and has proven to be effective in attracting amateur 
athletic events that have measurable results. However, the continuously competitive nature of the 
industry combined with more resources at our disposal required us to examine and then shift how 
we implement the program.  We have made changes from our previous applications either in 
name, scope, or priority regarding our methods of implementation. 
 
-Event Development (formerly Outreach) 
-Club Development (help grow existing club memberships and events) 
-Community Development (parent with local business, government offices, and non-profits) 
-Venue Development (collaborate with municipalities and property owners to explore venue 
expansion or development opportunities) 
-Event Services (assist events with preparation, on-site operations, staffing, etc.)  
 
a. Event Development - qualifies events that have host potential in the region.  This is 

accomplished through attending tradeshows and conference to match our existing venues 
with event owners and with the various National Governing Bodies of amateur sports. Once 
events are qualified, then we bid on them.     

 
b. Venue Development - The CEO works with the Board of Directors, municipalities, and 

property owners to advance the development of quality sports venues throughout the region. 
 



c. Club Development – The Club Development Manager works with local clubs and 
organizations which TSSS can partner with to bid for, create, or attract events that generate 
overnight stays.  This is accomplished through the Club Development Program. TSSS 
provides guidance and support to strengthen local clubs such as: 

i. Scholarships for local club members to attend a National 
Conference if they are running for spots on site selection 
committees or the National Governing Body board 

ii. Development of sponsorship packets and sales tools 
iii. Acquisition of Non-Profit status 
iv. Marketing and Promotion activities  
v. Web / Social Media Education to increase their profile 
vi. Grants 
vii. Best Practices Summit and/or consulting on organizational 

marketing, governance, finance, recruitment and fundraising. 
  

d. Community Development – Identify and execute strategic partnerships that will assist the 
TSSS with its mission and long-term vision.   
 

e. Event Services - 
i. Bid Preparation – Assist local athletic clubs, programs, organizations and promoters 

in creating, attracting and bidding on sports events that have measurable economic 
results.  

ii. Facility Site Tours – site tours at facilities with Clubs, NGB’s and promoters to 
evaluate the host potential of a city and facility.  

iii. Financial Assistance – Help reduce the costs incurred by clubs and promoters when 
hosting an event in Tacoma-Pierce County, thus increasing their willingness and 
likelihood to host an event in Pierce County. Financial assistance may include, but is 
not limited to: Bid Fees/Events rights fees, facility/venue costs, and event production 
costs. 

iv. Coordinating Lodging – Work with area hotels to maximize an event’s occupancy 
potential. This will include negotiating and securing hotel room blocks and advertising 
hotels on event websites and fliers. Post an event survey and room night pick-up. 

v. Event Logistics and Planning – Take a lead role with the respective Local Organizing 
Committee as it relates to event logistics and planning. Duties may include, however, 
are not limited to: transportation, facility/venue permitting, coordinating vendors, 
volunteer recruitment and coordination, and attracting sponsorships. 

vi. Event Marketing and Promotion – Utilize traditional and digital media outlets to 
market and promote sports events to a local, regional and national audience with the 
intention of increasing attendance and participation and overnight hotel stays. 

 
What are the objectives for each part of your program? 
Below is a detailed objective for each part of the Sports Development Program: 
 
f. Event Development –  
 

 NGB’s and Event Rights Holders: Submit a bid to a NGB/Event Rights Holder and 
host their event in Tacoma-Pierce County. 

 Local Clubs and Organizations: Build relationships with area clubs and 
organizations with the intent of someday creating a partnership that results in 
hosting an event.  

 
g. Venue Development – Enhance the quantity and quality of venues and facilities in Tacoma-

Pierce County resulting in a greater number of events and hotel room nights. Create a 
positive history of successful statewide and regional events that will lead to opportunities for 
national scope events.  

 



 
 
h. Club Development – Increase a club’s potential to host sports tourism event (generate room 

nights). This may be in the form of assisting clubs with hosting smaller events which could 
someday grow into a larger event. The continued implementation of the incubator program 
will also help reach this objective. 

   
i. Community Development – Form partnerships to attract and produce an amateur sports 

event. Establish and maintain a volunteer base through partnerships that will enhance the 
TPCSC’s ability to attract and service events. 

 
j. Event Services – Provide a high level of service to an event that will create a favorable 

experience to the athletes, spectators, host club/organization, hotels, and NGB. This may 
result in the event returning to the community or becoming a permanent fixture in the 
community. This will also create a national reputation as a premier destination for amateur 
sports events. 

 
2. How have you collaborated with the tourism community in your plan development? 

TSSS has worked alongside and listened to the hotel community as a member of the  
Pierce County Lodging Association. TSSS has taken the input received from the Pierce County 
Lodging Association with regards to their goals and objectives with the TPA and continues to focus on 
the stated goals of the group.  TSSS has also partnered with the Tacoma Regional Convention & 
Visitors Bureau (TRCVB) on events that involve both organizations such as the events held at the 
Tacoma Convention & Trade Center since TRCVB has staff working over there now.    

 
3. How will you leverage resources to maximize return on investment? 

Through strategic partnerships with local organizations that can elevate the positioning of our region 
as a destination for amateur sports events.  
 

What partnerships have you established? 
o Travel Tacoma/ TRCVB 
o City of Tacoma Public Assembly Facilities 
o Pierce County Parks and Rec. 
o City of Lakewood Parks and Rec. 
o City of Puyallup Parks and Rec. 
o City of Fife Parks and Recreation 
o Pen Met and Key Met Parks 
o City of Sumner 
o Metro Parks Tacoma 
o Washington Interscholastic Activities Assn (WIAA) 
o Tacoma Athletic Commission 
o Seattle Sports Commission 
o Washington Association of Sports Commissions 
o Tacoma Public Schools – Athletics 
o Multiple individual 501c3 Amateur Sports Clubs 
o United States Olympic Committee (USOC) 
o Northwest Athletic Conference (NWAC) 

 
 

What cooperative programming is planned? 
Lakewood Triathlon in collaboration with the City of Lakewood at SummerFEST, Gig Harbor 
Paddlers Cup, Metro Parks Adaptive Sports Program, Fife “Seattle Invite” fastpitch and our 
“Premier Venue Partner” initiative, which is county wide.  
 
 
 



What other grant or funding applications have you made and/or do you intend to make? 
City of Tacoma 
City of Fife  
City of Lakewood  
City of Puyallup 
City of Sumner 
City of Gig Harbor 
Pierce County Lodging Tax  
TPA 
 
What other programs will you employ to leverage resources? 
TSSS and the City of Tacoma have begun collaborating on implementing an Amateur Sports 
Development Strategy as part of the city’s overall economic development strategy. TSSS intends 
to incorporate Pierce County Economic Development, Tacoma-Pierce County Chamber, Tacoma 
Regional Convention & Visitors Bureau, City of Tacoma Public Assembly staff, and the Economic 
Development Board into this strategy to accomplish our mission and vision. 

 
Why would this funding be important to your program? 
The amateur sports market and the hotel rooms that it generates represent the greatest 
opportunity for sustained growth and expansion of overnight stays in the region.  Previous funding 
received has produced actual quantifiable results that are unmatched by any other tourism-
related program.  Increased funding ensures the continued growth and progress toward the 
TPAC goals of increased business and economic impact across the region. 

 
4. How will you measure your success? 

The success of the program is measured by total room nights generated; overall economic impact; 
the number of events added to the calendar. The next steps taken require a long-term strategy. 
 

What method will you employ to project potential room nights secured as a result of this 
program? 
TSSS has developed an Event Scorecard for all events and leads that are researched.  The 
scorecard looks at among other criteria: room night pick up in previous years and locations, 
geographical demographic of the organization, strength and reputation of the local club 
regionally/nationally, etc.   

 
What method will you employ to report actual room nights secured through this program? 
The National Association of Sports Commissions Economic Impact Template, actual room night 
pick-up reports from participating hotels, and information gathered from event owners 
(registration lists) combined with surveys and follow-up programs at the event or post-event. 
 
What other methods will you employ to report the success of this program? 
TSSS is implementing new programs in 2015 that will establish baselines for 
Event Development, Club Development, Community Development, and Venue Development. Of 
note, we are now using BatchGeo as a proof-of-travel mapping software to show where event 
participants have come from.  
 

 
5. Is there any other information you would like to provide the LTAC to support your application? 
*See attached 2014 Annual Scorecard. 
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2016 Lodging Tax – Tourism Promotion Project Application 

 
 

1. Project Information 

 

1a. Project Name: Tourism Destination Sales and Marketing for Lakewood and Pierce County 

 

 

Amount Requested:  $ 55,000 
(Amount Requested must match Total Costs, column “a.” on page 14) 

 
 
 

Total Project Amount:$ 2,175,816      

(Total Project Amount must match Total Costs, column “c.” on page 13) 
 

 
1b. Name of Applicant organization:  Tacoma Regional Convention + Visitor Bureau [dba – 

Travel Tacoma + Pierce County 

 

 

Mailing Address:  1119 Pacific Ave. 

 Suite 1400 

 Tacoma, WA 98402 
 

 

Tax ID Number:  91-1465947 

 

 

Organization Unified Business Identifier (UBI):  601 216 920 

 
 

UBI Expiration Date:  12/31/2015______________  

 

 

Type of Organization:  Non-Profit 501(c)6  
(Non-profit, For-profit, Municipality, Private business, etc.) 

 

 
1c. Contact Name:  Bennish D. Brown ______________________________________  

 

 

Title:   President/CEO_______________________________________ 

 
 

Telephone:  253-284-3250  Email:  bennish@traveltacoma.com  

 

 

Signature:    
 

The signatory declares that he/she is an authorized official of the applicant organization, is authorized to 
make this application, is authorized to commit the organization in financial matters, and will assure that 
any funds received as a result of this application are used only for the purposes set forth herein, and 
verifies that all the information contained in this application is valid and true to the best of his/her 

knowledge. 
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2. Project Description 

 

2a. Please provide the event date(s)  The sales, marketing and tourism promotion will be ongoing 

for the 2016 calendar year.  
 

2b. Where will your event be held?  N/A – this is tourism sales promotion and marketing for 

Lakewood and includes destination-wide efforts  
 

2c. If there is a charge or fee for this activity, please describe how much and why.  N/A 

 

2d. Please provide a detailed description of the proposed project/activity. Include information on 

the area the project will serve, its expected impact and list the responsible party(s). If you need 

additional room, please attach a separate document and save as, “additional details.” 

 
The mission of Travel Tacoma + Pierce County is to deliver tourism to our destination, including the City of 

Lakewood.  We want to continue the emphasis on our three-year Sales and Marketing Business Plan that started in 2015. 

Our strategic focus for 2016 will be on the growth of high-performing marketing and sales programs and activities 

while working within the framework of available financial resources. Ultimately, we will aim for sustainability and greatness 

in all we do. This requires desire, vision and focus. 

The Sales team is responsible for securing meetings and events [local, regional, state and national conventions, 

conferences, tradeshows, and other event business] for the City of Lakewood and throughout Tacoma + Pierce County.  The 

Sales team reaches out to a wide variety of markets to support our range of unique meeting facilities, including the 

McGavick Conference Center, hotels and attractions throughout Lakewood, and cities in Pierce County.  The sales team is 

dedicated to improving destination awareness, delivering room nights and increasing economic impact throughout Tacoma + 

Pierce County.   

Our sales efforts will concentrate on the primary meetings and conventions markets of: Association, Corporate, 

Education, Fraternal, Government, Hobby, Military, Religious, Social and Society.  We will use a variety of methods and 

programs to reach these targeted meetings and conventions markets. 

Our marketing efforts will be focused on building our destination brand. We will conduct campaigns in targeted drive-

market areas to encourage one-to two-night stays. We will also coordinate another extended awareness campaign at the 

SeaTac International Airport, just as we did from April – June of 2015. Our destination marketing efforts will be geared 

towards leisure travelers and the tour and travel market. Destination advertising will be directed at those with an interest in 

Northwest travel. 

 

CONVENTION SALES 

First, our sales team will employ sales marketing efforts to bring exposure to our destination. The sales budget will be 

used multi-dimensionally to gain interest in the destination, increase sales and profitability.  Campaigns [online and print] 

will continue to be leveraged by investments in research, industry associations, familiarization tours, client events, sales 

calls, tradeshows, conferences, site visits, relationship development, etc. to support the scope of work and benchmarks.  Here 

are a few highlights: 

 CVENT + empowerMint Destination and Event Venue Directories [Online]  

 Meetings + Convention Magazine Ads [Print/Online] 

 Travel Tacoma + Pierce County Meeting Planner Guide 

 Event Sponsorships 

 Market Tradeshows [Wedding Shows, Military Shows, etc.] 

 Client Site Visits/Familiarization Tours/Sales Appointments, etc. 

 Outbound Client Development [Sales Calls/Washington, DC Client Event/etc.]  

 

Tradeshows and Conferences for Meeting Planners and Decision-Makers 

Third Party Procurement 

 ConferenceDirect [Annual Partner Meeting and Tradeshow] Acting as a single point of contact for 

planning events; ConferenceDirect is one of the world’s leading event management and hospitality services 

firms.  With 325 associates and representing over 8,700 events annually; the Annual Partner Meeting and 

Tradeshow provides the opportunity to meet one-on-one and discuss business opportunities with over 300 

associates who are responsible for booking and representing thousands of organizations. 
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 HelmsBriscoe [Annual Business Conference] A global leader in meetings procurement, HelmsBriscoe offers 

an easy alternative to the complexity and expense of planning events with a network of associates throughout 

55 countries.  Attended by professional meeting planners that deliver events throughout the world, this 

conference encourages destination awareness and allows Sales to introduce the capabilities to host meetings 

and events to hundreds of HelmsBriscoe associates in one location. 

 

Association 

 American Society of Association Executives [Springtime Expo, Annual Conference and Washington Chapter 

Annual Conference] ASAE represents more than 21,000 association executives and industry partners representing 

10,000 organizations; members manage leading trade associations, individual membership societies and voluntary 

organizations across the United States and in nearly 50 countries around the world.  These events are annual 

conferences with tradeshow components. 

 

 Professional Convention Management Association [Convening Leaders] PCMA is defined by its more than 

6,000 meetings industry membership. Leaders from every aspect of the industry join PCMA from trade shows, 

associations, corporations, suppliers, independent planners, students and faculty members.  PCMA is a source for 

education, professional resources and advocacy for the meeting, convention and exhibition industry.  Convening 

Leaders is an annual conference focused on industry education and networking. 

 

Corporate 

 Meeting Professionals International [World Education Congress and Cascadia] MPI has more than 20,000 

members, representing 86 countries, from 71 clubs and chapters.  MPI provides members, chapters and the global 

meeting and event community with innovative and relevant education, networking opportunities and business 

exchanges, and acts as a prominent voice for the promotion and growth of the industry.  These events have hosted 

buyer programs and industry education. 

 

Diversity 

 Collinson Media Media produces publications and marketing for the corporate, hobby, sports, diversity, 

association and religious markets. The company hosts yearly marketplace conferences in their target markets that 

allow for one-on-one appointments and advertising in their magazines.  

 

Military 

 Your Military Reunion Connection Your Military Reunion Connection [YMRC] is an association for military 

reunion planners. This association provides education for planners through conferences that also feature a 

familiarization tour. During the conferences they offer one-on-one appointments to destinations and suppliers.  

 

 Reunion Friendly Network Reunion Friendly Network ConFAMs are a great way for Planners and the Hospitality 

Industry to connect face to face. Events are held across the country provide an excellent opportunity to learn about a 

specific destination and reunion planning in general. The website also has listings for destinations.  

 

DESTINATION MARKETING 

Our destination marketing efforts will be focused on sustaining and growing momentum for the new brand rolled out in 

2013, including the “Fearless Exploration” campaign, and possibly the introduction of new campaigns. Specifically, our 

approach to the marketing mix is a three-tiered strategy:   

1.  Expose people to the destination [brand marketing];  

2.  Once the destination is discovered, help potential visitors turn their interest into a planned trip [direct 

marketing]; and 

3.  Equip visitors with the tools they need to have the best possible experience while here, and encourage them to 

return and tell others about their experience here [visitor information and visitor services]. 

Our plan is for a continuation -- and hopefully escalation -- of the marketing activities we were able to implement in 

2015. They will include digital direct marketing, social media marketing – such as Trip Advisor pages for all the areas in 

our destination -- and search engine marketing through Google, Yahoo and Bing. We will continue to purchase ads in 

publications like Alaska Airlines inflight magazine and AAA Journey – which provides a substantial ROI from reader 

inquiries. We will buy a flight of television ads, which we started for the first time in 2015. We will have ads in visible areas 

at Sea Tac International Airport. And we will conduct a geographically targeted campaign in a major metro area within our 

feeder markets, expanding on our Portland metro campaign from the fall of 2015. The metro campaign could be Vancouver, 

BC, or any city that our research shows has a high probably of visitors selecting our destination for travel. Finally, our 

marketing will be focused on leveraging all the national and global destination awareness from our hosting the 2015 U.S. 

Open Championship. 
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3. Beneficiaries 

 

Please list and provide specific information regarding all individuals, businesses, areas, or 

organizations that will directly benefit from the project/activity. 

 
When our marketing efforts are combined with our various sales efforts [direct sales, tradeshows, sales promotions, 

etc.], they result in measurable overnight stays. When we are able to sustain these activities in a competitive and 

consistent way, they result in an increase of overnight stays.  

Our efforts will contribute to the overall tourism economic benefits of this destination. These economic benefits are 

highlighted and documented in the 2014 Dean Runyan report [attached. See pages 4 and 6], and indicates all the 

business sectors that comprise tourism, including lodging, dining, entertainment, transportation and others.  

Our efforts also benefit more than 60 businesses in Lakewood that we represent in various ways, including 

marketing on our website, exposure in our visitor guide or destination video, and other tools at Travel Tacoma + Pierce 

County. [Our partnership list from Lakewood is also attached.] 

 

 
4. Goals/Monitoring 

 

Describe the goals of the project. Will the project result in an increase in overnight stays by 

visitors in Lakewood? If so, how will this increase be tracked and monitored? How will an 

increase in the sale of goods and services as a result of the project be measured? What other 

short or long term economic benefits will occur and how will that be tracked? Why do you 

believe those project/activity outcomes are feasible? Applicants will be required to submit 

a post-funding report providing pertinent data evaluating tourism benefits resulting 

from the use of lodging tax funds as compared with the estimates contained in this 

application. 

 
We want to build destination awareness, strengthen our connection with visitors, prospective visitors and decision-

makers, and ultimately get people to book a trip to Lakewood and Pierce County to generate overnight visits. 

Other than these broad goals, our 2015-2017 plan has specific annual sales and marketing goals and annual 

benchmarks for our total efforts, to include: 

 Booked Room Nights – 19,000 [note: a majority of these will always be booked for future years] 

 Booked meetings and events with no room nights – 15 

 New website visitors – 43,250 

 Published articles – 120 

 

We will always measure our effectiveness by the number of future room nights we book, and the number of 

qualified leads for future prospective business we send out to hotels, venues and other tourism partners across the county, 

including the City of Lakewood. We will project potential room nights by the prospects we identify for our meetings and 

conventions target market. We can research the events they have held in other locations to determine how consistent 

specific events are with attendance, and how well they deliver on their projected room nights. It is a little more difficult to 

project potential room nights for leisure travelers. 

We can track overnight stays specifically with room blocks when it comes to our meetings, conferences and 

conventions markets. Otherwise, we use Smith Travel Research to track increases in hotel occupancy and lodging 

revenue. 

We will monitor our website and digital analytics, and the search engine terms visitors use to research our 

destination online. We would like to see how these terms match what we employ in our advertising messages. 

Attached is a recent copy of a Smith Travel Research (STR) report that we use to track average hotel 

occupancy, average daily rate, and overall revenue for Pierce County lodging properties. 
 

 

 

 



Page 13 of 19  

5. Estimate how the funds will increase the amount of people traveling to Lakewood to 

stay overnight in paid accommodations. 

 
We are estimating that use of these funds will increase visitors to the City of Lakewood if we are fortunate to receive 

full funding from all our sources. Our success is based on being able to implement our sales and marketing plan in its 

totality. One of the goals in the plan is to generate more than 19,000 room nights, which includes recruiting conferences and 

conventions that range from 50 people to 2,000 people. This does not include leisure travelers. Many of the convention 

attendees and leisure travelers will originate from more than 50 miles from their residences because of where we market, 

advertise and recruit for visitors. 

One measurement tool will be monitoring the increase in hotel occupancy rates, because that is a direct indicator of 

paid overnight accommodations. We will also use benchmarks from previous Dean Runyan reports on Pierce County to 

determine if visitor spending increases in the City of Lakewood. We anticipate continued increases in overnight stays and 

visitor spending, which should also align with an increased amount of people traveling to Lakewood to stay overnight in 

paid accommodations. 

The overall average occupancy for our lodging properties in 2014 was 63.2%, an increase of 3.1% over 2013.  If we 

concentrated our budget on generating traffic to our destination in the shoulder seasons, we could positively impact the 

overall annual occupancy numbers on a consistent basis. The increase of 2015 over 2014 will be abnormal due to the 

hosting of the 2015 U.S. Open. Our goal will be to sustain or surpass another 3% increase in 2016 over 2014 if we achieve 

full funding. We are targeting 2014 because that was a “normal” year. We must have a substantially larger advertising 

budget to move the needle at all. It takes significant investment for a campaign to get enough attention to increase 

occupancy with leisure travelers. If we continue with our current ad budget, this won’t be able to happen.  

Finally, we will measure traffic to our website, www.traveltacoma.com, and specifically monitor the geographic 

location of our visitors to our website to see what patterns emerge during the funding year. 

 

6. Estimate how the funds will increase the amount of people traveling to Lakewood 

from more than 50 miles from their residences. 

 
We are estimating that use of these funds will increase visitors to the City of Lakewood if we are fortunate to receive 

full funding from all our sources. Our success is based on being able to implement our sales and marketing plan in its 

totality. One of the goals in the plan is to generate more than 19,000 room nights, which includes recruiting conferences and 

conventions that range from 50 people to 2,000 people. This does not include leisure travelers. Many of the convention 

attendees and leisure travelers will originate from more than 50 miles from their residences because of where we market, 

advertise and recruit for visitors. 

One measurement tool will be monitoring the increase in hotel occupancy rates, because that is a direct indicator of 

paid overnight accommodations. We will also use benchmarks from previous Dean Runyan reports on Pierce County to 

determine if visitor spending increases in the City of Lakewood. We anticipate continued increases in overnight stays and 

visitor spending, which should also align with an increased amount of people traveling to Lakewood to stay overnight in 

paid accommodations. 

The overall average occupancy for our lodging properties in 2014 was 63.2%, an increase of 3.1% over 2013.  If we 

concentrated our budget on generating traffic to our destination in the shoulder seasons, we could positively impact the 

overall annual occupancy numbers on a consistent basis. The increase of 2015 over 2014 will be abnormal due to the 

hosting of the 2015 U.S. Open. Our goal will be to sustain or surpass another 3% increase in 2016 over 2014 if we achieve 

full funding. We are targeting 2014 because that was a “normal” year. We must have a substantially larger advertising 

budget to move the needle at all. It takes significant investment for a campaign to get enough attention to increase 

occupancy with leisure travelers. If we continue with our current ad budget, this won’t be able to happen.  

Finally, we will measure traffic to our website, www.traveltacoma.com, and specifically monitor the geographic 

location of our visitors to our website to see what patterns emerge during the funding year. 

 

7. Estimate how the funds will increase the amount of people traveling to Lakewood 

from outside their state or country. 

 
We are estimating that use of these funds will increase visitors to the City of Lakewood if we are fortunate to receive 

full funding from all our sources. Our success is based on being able to implement our sales and marketing plan in its 

totality. One of the goals in the plan is to generate more than 19,000 room nights, which includes recruiting conferences and 

conventions that range from 50 people to 2,000 people. This does not include leisure travelers. Many of the convention 

attendees and leisure travelers will originate from more than 50 miles from their residences and from outside the state, 

because of where we market, advertise and recruit for visitors. 

One measurement tool will be monitoring the increase in hotel occupancy rates, because that is a direct indicator of 

paid overnight accommodations. We will also use benchmarks from previous Dean Runyan reports on Pierce County to 

determine if visitor spending increases in the City of Lakewood. We anticipate continued increases in overnight stays and 

http://www.traveltacoma.com/
http://www.traveltacoma.com/
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visitor spending, which should also align with an increased amount of people traveling to Lakewood to stay overnight in 

paid accommodations. 

The overall average occupancy for our lodging properties in 2014 was 63.2%, an increase of 3.1% over 2013.  If we 

concentrated our budget on generating traffic to our destination in the shoulder seasons, we could positively impact the 

overall annual occupancy numbers on a consistent basis. The increase of 2015 over 2014 will be abnormal due to the 

hosting of the 2015 U.S. Open this June. Our goal will be to sustain or surpass another 3% increase in 2016 over 2014 if we 

achieve full funding. We are targeting 2014 because that was a “normal” year. We must have a substantially larger 

advertising budget to move the needle at all. It takes significant investment for a campaign to get enough attention to 

increase occupancy with leisure travelers. If we continue with our current ad budget, this won’t be able to happen.  

Finally, we will measure traffic to our website, www.traveltacoma.com, and specifically monitor the geographic 

location of our visitors to our website to see what patterns emerge during the funding year. 

 

 

 

http://www.traveltacoma.com/
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8. Funding Requirements 

 

Due to funding constraints, partial funding may be recommended by the LTAC. 

 
8a. If partial funding is received, how will that impact the project/activity? Please describe: 

 
Our goal is to remain competitive as a destination that draws tourists, which means we must match or exceed 

marketing and sales budgets of other cities and locations. It is extremely important that we become more competitive with 

other destinations by having projects that are funded beyond one year so that the impact can be consistent. Partial funding 

will greatly prohibit our ability to generate as many room nights as we would like and to have the website and web traffic 

impact we would like. Without full funding, we would lose our ability to competitively target the leisure market during the 

shoulder season months to increase room nights. We will also be ineffective at growing the website visitation numbers. 

 

A reduction in our budget would literally cause a loss of momentum in our marketing and sales efforts, and would 

reduce our exposure in the marketplace, specifically as it relates to being visible among decision-makers for our target 

markets such as meetings and conventions, tour & travel and leisure travelers. 

 

Partial funding could result in a reduction of implementing key strategies and activities, such as sales and marketing 

initiatives, and could ultimately result in a loss of jobs for staff members depending on the level of reductions we incur. 

 

 
9. Use of Funds 

 

Provide detail on how the funds will be used. For example, $20,000 of the funds will be used for 

marketing, $5,000 for administration, $10,000 for Consultants, etc. 

 
 A combined $30,000 will be used for marketing and sales activities. 

 $15,000 will be used for personnel, including for personnel in our Destination Sales and Marketing departments. 

 $10,000 will be used for administration, including activities that support our reaching out to clients and decision 

makers in the various markets. 

 

All of these expenditures will tie back to our overall Sales and Marketing Plan and the performance goals we have 

adopted for the year. 
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10. Project Budget (for non-capital projects). Do not include in-kind contributions. 

 

Income: A diversified funding base is important to the success of any project. Please list all other sources of funding 

for the project, both anticipated and confirmed and when that funding will be available to the project. Include your own 
funding, sponsorships, other grants, etc 

Funding Source 
list all revenue sources anticipated for 2015. Do not 
include requested Lakewood Lodging Tax Funds 

 

Amount 
Confirmed? 

Yes/No 
Date 

Available 

TPA $840,000 No Jan. 1, 2016 
TPA Manager $7,000 No Jan. 1, 2016 
Pierce County LTAC $275,000 No Jan. 1, 2016 
Tacoma $775,816 Yes Jan. 1, 2016 
Fife $50,000 Yes Jan. 1, 2016 
Puyallup $100,000 No Jan. 1, 2016 
Gig Harbor, Sumner, Partnerships $73,000 No Jan. 1, 2016 
Expenses:  Based on full funding, please list project costs. 

PLEASE NOTE: Certain expenses may not be reimbursable, at the sole discretion of the City of Lakewood. You will only 
be repaid at the Lakewood authorized rates. Insurance is not an eligible cost. If you have any questions about any of your 
proposed expenses, please discuss them with Becky Newton at Lakewood’s Economic Development (253) 983-7738. 

 a. Lodging Tax 
Funds 

b.  Other Funds, 
Do not include 
In-Kind dollars 

c.   Total 

Personnel (salaries & 

benefits) 

$15,000 $1,194,460 $1,209,460 

Administration (rent, 

utilities, postage, supplies, 
janitorial services, etc.) 
Note: Insurance is not an 
eligible cost 

$10,000 $244,806 $254,806 

Marketing/Promotion $20,000 $425,000 $445,000 

Direct Sales Activities 
(including trade shows, sales 
calls, and related travel) 
Describe below 

$10,000 $256,550 $266,550 

Minor Equipment 
(computers, desks, etc.) 

$ $ $ 

Travel $ $ $ 

Contract Services 
Describe below 

$ $ $ 

Other Describe below $ $ $ 

 
TOTAL COSTS (Amount 

in column “a.” must match 
“Amount Requested.” 
Amount in column “c” must 
equal “Total Project Amount” 
on Page 9) 

$55,000 $2,120,816 $2,175,816 

Description for Direct 
Sales Activities, 
Contract Services, 
Travel and Others 

 

In-Kind Contributions  
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11. Funding History 

 

11a. Was this project funded with Lakewood lodging tax funds in fiscal year 2015? 
 

  yes _no 

 
11b. If you answered yes to 11a, how much funding did you receive in 2015? 

 
 $40,000  

 

 
 

11c. If you answered no to 11a, what is the last year Lakewood funding was received and how 

much? (year) (amount awarded) no previous funding 

 

11d. Indicate what efforts have been made to access funding from additional sources? 

 
We make annual applications for lodging tax funding in Puyallup, Fife, Sumner and Pierce County. Gig Harbor 

lodging tax is not distributed through a grant program, but we continue a partnership that results in an annual grant. We 

negotiate an annual contract for services with the City of Tacoma for convention sales, destination sales, and specific 

tourism promotion funding.  We apply for Pierce County Lodging Tax funding and TPA (Tourism Promotion Area) funding 

as well. Finally we make this application to Lakewood LTAC to leverage the resources provided by all these other requests.  

 

We also have a partnership program that generates private-sector revenues.  We transitioned our membership into a 

more inclusive partnership model, with customizable marketing opportunities to stakeholders.  

 

 

 

12. Coordination and Collaboration 

 

Please provide information about any other organizations or agencies involved in this 

project/activity. Describe their level of involvement. Describe how this project coordinates with 

other tourism promotion efforts or services in the area, including Chambers of Commerce, local 

festivals, local lodging and restaurants. You may attach up to three letters of support from these 

organizations. 

 
Commitment to the community, industry and members creates a business network designed to increase sales 

effectiveness.  Industry memberships increases knowledge of industry issues, best practices, relationships, prospecting, 

referrals, etc.  These memberships of our sales team allow us to engage in active sales partnerships, and develop strategies 

for cooperative programming: 

 Air Force Association [AFA] 

 Meetings Professionals International [MPI] 

 Chambers of Commerce within Pierce County, including the Lakewood Chamber of Commerce 

 Reunion Friendly 

 Society of Government Meeting Planners [SGMP] 

 Washington and Capital Chapters of Professional Convention Management Association [PCMA] 

 Washington Chapter of American Society of Association Executives [WSAE] 

 Your Military Reunion Connection [YMRC] 

 

Meanwhile, we also maintain strong relationships with local Chambers of Commerce, especially through our Visitor 

Information Center. We work with the respective chambers to promote businesses in the local area through brochures, 

video, and rack cards. We have a strong relationship with the Lakewood Chamber of Commerce. 

 

 

 

bnewton
Typewritten Text
X
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13. Capital Projects Budget 
 

Supporting the Capital Expenditures and/or Operation of City Tourism-Related Facilities 

 
 
 

FUNDING/TIMELINE 

Responsible 

Parties, 
Methods, 

Means 

 

Begin 
(Dates or 
Periods) 

 

End 
(Dates or 
Periods) 

Amount 

Requested 
From 

Lodging 
Funds 

 

Other Funds 
Committed or 

Proposed* 

 
 

TOTALS 

Design & Inspection    $ $ $ 

Other Consultants    $ $ $ 

Permits & Fees    $ $ $ 

Land Acquisition    $ $ $ 

Site Development & 

Landscape 
   $ $ $ 

Buildings 

(New Construction) 
   $ $ $ 

Building Renovations 

(Includes Access) 
   $ $ $ 

Other (Specify) 
Insurance is not an 

eligible cost. 

   $ $ $ 

TOTAL    $ $ $ 

 

*If other funds are committed, please attach a letter of commitment from the funding source. 



Page 19 of 19  

14. Certification 

 

The applicant hereby certifies and confirms: 

 

1. That it does not now nor will it during the performance of any contract resulting from this 

proposal unlawfully discriminate against any employee, applicant for employment, client, 

customer, or other person(s) by reason of race, ethnicity, color, religion, age, gender, 

national origin, or disability; 
2. That it will abide by all relevant local, state, and federal laws and regulations; 

3. That it has read and understands the information contained in this application for funding 

and is in compliance with the provisions thereof, and; 

4. That the individual signing below has the authority to certify to these provisions for the 

applicant organization, and declares that he/she is an authorized official of the applicant 

organization, is authorized to make this application, is authorized to commit the 

organization in financial matters, and will assure that any funds received as a result of 

this application are used for the purposes set forth herein. 

 

 

 

 

Primary Signature:    
Signature 

 

 
 

  

Printed Name & Title of Chief Administrator/Authorizing Official Date 

 

Bennish D. Brown, President/CEO                                                                                       August 13, 2015 
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CITY OF LAKEWOOD 

 

E-VERIFY REQUIREMENTS FOR CONTRACTORS 

 

By Ordinance, the City of Lakewood requires that all contractors who enter into agreements to 

provide services or products to the City use the Department of Homeland Security’s E-Verify 

system when hiring new employees for the term of the contract. 

 

E-Verify is an electronic system designed to verify the documentation of job applicants. It is run 

by the Department of Homeland Security. 

 
Who is affected? 

 All contractors doing business for the City of Lakewood. There is no minimum dollar  value 

for contracts affected. 
 All subcontractors employed by the general contractor on these contracts. 

 

Are there exceptions? 
 Contracts for “Commercial-Off-The-Shelf” items are exempted from this requirement. 

 Individuals, Companies, or other organizations that do not have employees. 

 

How long must the contractor comply with the E-Verify system? 

 For at least the term of the contract. 

 

Are there other stipulations? 

 E-Verify must be used ONLY for NEW HIRES during the term of the contract. It is NOT to be 

used for EXISTING EMPLOYEES. 

 E-Verify must be used to verify the documentation of ANY new employee during the term of 

the contract, not just those directly or indirectly working on deliverables related to the City of 

Lakewood contract. 

 

How will the City of Lakewood check for compliance? 

 All contractors will retain a copy of the E-Verify Memorandum of Understanding that they 
execute with the Department of Homeland Security AND 

 Sign and submit to the City an Affidavit of Compliance with their signed contract. 

 All General Contractors will be required to have their subcontractors sign an Affidavit of 

Compliance and retain that Affidavit for 4 years after end of the contract. 
 The City of Lakewood has the right to audit the Contractor’s compliance with the E-Verify 

Ordinance. 

 

Further information on E-Verify can be found at the following website: 

 

 
 

If you have questions about the City’s E-Verify Ordinance, please contact the City of Lakewood’s 

legal department prior to contracting with the City. 

http://www.uscis.gov/e-verify 

http://www.uscis.gov/e-verify
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CITY OF LAKEWOOD 

 

AFFIDAVIT OF COMPLIANCE WITH LAKEWOOD MUNICIPAL CODE 1.42 

“E-VERIFY“ 

 

 

As the person duly authorized to enter into such commitment for 

 

 
Travel Tacoma + Pierce County [Tacoma Regional Convention + Visitor Bureau] 

 

COMPANY OR ORGANIZATION NAME 

 

 

I hereby certify that the Company or Organization named herein will 

(Check one box below) 

 X - Be in compliance with all of the requirements of City of Lakewood Municipal Code 

Chapter 1.42 for the duration of the contract entered into between the City of Lakewood and the 
Company or Organization. 

 

OR 

 

 Hire no employees for the term of the contract between the City and the Company or 

Organization. 

 

 

 

 

 

 
SIGNATURE 

PRINT NAME AND TITLE 

DATE 

 

Bennish D. Brown, President / CEO 

August 13, 2015 

 



Additional photos:

TripAdvisor



Sea-Tac Airport ads

Rotating digital ads  
at baggage claim on 32 LCD screens

Printed ads throughout  
the airport on 10 dioramas



Lakewood landing page on TravelTacoma.com Search engine marketing campaign 

This six month campaign, featured ads on 
Google that would appear when a person used 
search terms such as: things to do/things around/
what to do/visitor information near JBLM/Fort 
Lewis.  

The campaign generated 78,447 impressions 
and 203 clicks which took the user directly to the 
Lakewood landing page on TravelTacoma.com

[August 2014- January 2015]

Sample ads:



Pierce County dining guide

Over 20,000 
maps printed! 



ExperienceWA.com

Excerpt from the article: 

Lakewood
From Steilacoom Park’s 340 acres of trails and open space to the manicured landscapes of Lakewold 
Gardens, Lakewood is rife with the breathtaking greenery Washington is famous for.  Bring your walking 
shoes for a scenic ramble in one of the city’s many parks, then slumber in luxury at Thornewood Castle Inn 
(space is very limited, so book early), a Gothic Tudor-style manor that’s catered to the likes of Theodore 
Roosevelt and William Howard Taft.

http://www.experiencewa.com/sponsored-content/fall-in-love-tacoma-puyallup-gig-harbor-more



Pierce County destination video

The 90 second video has been viewed online [on YouTube and 
Facebook] over 81,000 times. 



Facebook



Sep 2014
Aug 2014

Instagram

Sep 2014
Aug 2014July 2015 July 2015



Twitter

Impressions 
[how may people saw it]

476

376

440

615

[stats are 
unavailable 

for this post]



Twitter

Impressions 
[how may people saw it]

743

1,365

1,139

[stats are 
unavailable 

for this post]

















Travel Tacoma + Pierce County 2015 Board of Directors

Officers Name Title Business Street Address Address
Immediate Past 
Chair Monique Trudnowsk Co‐Owner Adriatic Grill 4201 S. Steele St. Tacoma WA 98409
Secretary Becky Newton Economic Development Manager City of Lakewood 6000 Main St. S.W. Lakewood WA 98499
Chair‐Elect Laurie Beck Regional Director of Sales Shilo Inn & Suites 7414 S. Hosmer St. Tacoma WA 98408

Kim Bedier Director Public Assembly Facilities City of Tacoma 2727 E. D St. Tacoma WA 98421
Denise Dyer Economic Development Director Pierce County 950 Pacific Ave. Ste. 720 Tacoma WA 98402

Chair Jeremy Foust General Manager Mt. Rainier/Whittaker Mountaineeri 30027 SR 706 E.  Ashford WA 98304
Kathy Franklin Manager The Maritime Inn 3212 Harborview Dr. Gig Harbor WA 98335

Treasurer Evan Marques Associate Eisenhower + Carlson PLLC 1201 Pacific Ave. Ste. 1200 Tacoma WA 98402
Brenda Arline City Manager Asst. City of Puyallup 333 S. Meridian  Puyallup WA 98371
Carmen Palmer Communications Director City of Sumner 1104 Maple St.  Sumner WA 98390
Laurel McQuade Economic Development Manager City of Fife 5411 23rd St. E.  Fife WA 98424
Joanne Selden Owner Selden Furnishings 1801 62nd Ave. E.  Fife WA 98424
Kyle "Skip" Smith President/CEO Smith‐Western Inc 2223 S. 80th Tacoma WA 98409
Matt Allen General Manager Chambers Bay 6320 Grandview Dr. W. University Place WA 9846
Shon Sylvia Director Recreation & Community ServicMetro Parks of Tacoma 4702 S. 19th St. Tacoma WA 98405
Mark Horace Director of Sales and Marketing Hampton Inn & Suites ‐ DuPont 800 Station Dr. DuPont WA 98327
Dean Burke Executive Director South Sound Sports Commission 1119 Pacific Ave, Ste 500 Tacoma, WA 98402
Steve James Director Daffodil Festival 310 N. Meridian, #205 Puyallup WA 98371
Pat Nagle Owner Harmon Pub & Brewery 1938 Pacific Ave Tacoma, WA 98402
Al Abbott Owner Carrot Stick Marketing 5790 Soundview Dr., Ste. 20 Gig Harbor WA 98335
Roshaun Yates Owner/Operator Lifestyles Valet, Shuttle & Craft ToursPO Box 112064 Tacoma, WA 98411
Carole Ann McQuadeCo Owner The Swiss 1904 S. Jefferson Ave. Tacoma, WA 98402
Mike Gommi General Manager Courtyard Marriott 1515 Commerce St. Tacoma, WA 98402















Prepared On: 07/08/2015
Prepared By: Claire Vilk

Partners by Funding City - Choose your Region

Physical City Total Accounts in City Total Listings for Accounts

Lakewood 62 60

Lewis Mcchord 4 4
Tacoma 1 0

Grand Totals 67 64

Physical City: Lakewood

Account ID Account Name Account Type Physical City Region

 2 
 Lakewood Chamber of
Commerce & Visitor Information
Center 

 Community Partner  Lakewood  Lakewood 

 74  Lakewood Arts Commission  Community Partner  Lakewood  Lakewood 

 75  Lakewood Historical Society +
History Museum  Tourism Partner  Lakewood  Lakewood 

 99  Grand Prix Raceway Indoor
Karting Center  Community Partner  Lakewood  Lakewood 

 118  Fort Steilacoom Golf Course  Community Partner  Lakewood  Lakewood 
 121  Lakewood Towne Center  Community Partner  Lakewood  Lakewood 
 226  Candlewood Suites  Community Partner  Lakewood  Lakewood 

 325  Thornewood Castle Inn &
Gardens  Community Partner  Lakewood  Lakewood 

 345  French Hen & The Bistro  Community Partner  Lakewood  Lakewood 
 415  Ah Badabing Pizzeria  Community Partner  Lakewood  Lakewood 
 418  Oakhouse Restaurant & Bar  Community Partner  Lakewood  Lakewood 
 420  DeLong's DeLuxe  Community Partner  Lakewood  Lakewood 

 421  La Palma Family Mexican
Restaurant & Lounge  Community Partner  Lakewood  Lakewood 

 422  The Fan Club Sports Bar  Community Partner  Lakewood  Lakewood 
 491  Carrs Restaurant and Catering  Tourism Partner  Lakewood  Lakewood 
 491  Carrs Restaurant and Catering  Tourism Partner  Lakewood  Lakewood 



 523  Fort Steilacoom NW Disc Golf
Course  Community Partner  Lakewood  Lakewood 

 524  Fort Steilacoom Park  Community Partner  Lakewood  Lakewood 
 525  Oakbrook Golf Course  Community Partner  Lakewood  Lakewood 
 528  Cham Garden  Community Partner  Lakewood  Lakewood 
 537  Lakewold Gardens  Event Services Partner  Lakewood  Lakewood 
 537  Lakewold Gardens  Event Services Partner  Lakewood  Lakewood 
 560  Stina's Cellars  Community Partner  Lakewood  Lakewood 
 579  Cascade Bagel & Deli  Community Partner  Lakewood  Lakewood 

 611  Best Western Lakewood Motor
Inn  Lodging Partner  Lakewood  Lakewood 

 645  Acapulco  Prospect  Lakewood  Lakewood 
 646  Aloha Teriyaki  Prospect  Lakewood  Lakewood 

 694  Ram Big Horn Brewing Company
& Restaurant  Community Partner  Lakewood  Lakewood 

 717  Beds of Roses Florist  Prospect  Lakewood  Lakewood 
 761  McGavick Conference Center  Event Services Partner  Lakewood  Lakewood 
 768  Burs Restaurant  Community Partner  Lakewood  Lakewood 
 774  City of Lakewood  Funding Partner  Lakewood  Lakewood 
 805  Tijuana Taco  Community Partner  Lakewood  Lakewood 
 874  House of Donuts  Community Partner  Lakewood  Lakewood 
 875  Moon Rise Cafe  Community Partner  Lakewood  Lakewood 
 876  Tacoma Szechuan  Community Partner  Lakewood  Lakewood 
 877  Mare Sol Restaurant  Community Partner  Lakewood  Lakewood 
 878  Legacy Bakery & Catering  Community Partner  Lakewood  Lakewood 
 905  Holiday Inn Express - Lakewood  Lodging Partner  Lakewood  Lakewood 
 905  Holiday Inn Express - Lakewood  Lodging Partner  Lakewood  Lakewood 
 911  Best Burgers of Lakewood  Community Partner  Lakewood  Lakewood 
 928  Casa Mia Restaurant  Community Partner  Lakewood  Lakewood 
 939  Boulangerie Bakery & Cafe  Community Partner  Lakewood  Lakewood 
 940  Great Cuisine of India  Community Partner  Lakewood  Lakewood 
 941  Happy Teriyaki  Community Partner  Lakewood  Lakewood 
 942  Kyoto Japanese Restaurany  Community Partner  Lakewood  Lakewood 
 943  Sunny Teriyaki & Roll  Community Partner  Lakewood  Lakewood 
 944  Sushi Niwa  Community Partner  Lakewood  Lakewood 

 945  Cham Korean BBQ Buffet
Restaurant  Community Partner  Lakewood  Lakewood 

 946  Cho Dang Tofu  Community Partner  Lakewood  Lakewood 
 947  Chung Ki Wa  Community Partner  Lakewood  Lakewood 
 948  Gangnam BBQ  Community Partner  Lakewood  Lakewood 
 949  Ho Soon Yi Restaurant  Community Partner  Lakewood  Lakewood 
 950  Palace Korean Bar & Grill  Community Partner  Lakewood  Lakewood 
 951  H&L Produce  Community Partner  Lakewood  Lakewood 
 952  Boo Han Market  Community Partner  Lakewood  Lakewood 
 953  H Mart  Community Partner  Lakewood  Lakewood 
 954  Pal Do World Market  Community Partner  Lakewood  Lakewood 



 970  Thornewood Cottage Vacation &
Lodging  Community Partner  Lakewood  Lakewood 

 993  Lakewood Playhouse  Community Partner  Lakewood  Lakewood 
 1012  Taqueria El Antojo  Community Partner  Lakewood  Lakewood 
 1105  Mazatlan  Community Partner  Lakewood  Lakewood 
 1163  Great American Casino  Community Partner  Lakewood  Lakewood 
 1340  Oaktree Food & Drink Co  Inclusion Model  Lakewood  Lakewood 
 1956  Penny's On The Boulevard  Inclusion Model  Lakewood  Lakewood 

Physical City: Lakewood - Subtotal: Total Accounts in City = 62, Total Listings for Accounts = 60 

Physical City: Lewis Mcchord

Account ID Account Name Account Type Physical City Region

 1684  Mcchord Collocated Club  Inclusion Model  Lewis Mcchord  Lakewood 
 1758  Subway  Inclusion Model  Lewis Mcchord  Lakewood 
 1895  Papa John's Pizza  Inclusion Model  Lewis Mcchord  Lakewood 
 2284  Starbucks  Inclusion Model  Lewis Mcchord  Lakewood 

Physical City: Lewis Mcchord - Subtotal: Total Accounts in City = 4, Total Listings for Accounts = 4 

Physical City: Tacoma

Account ID Account Name Account Type Physical City Region

 718  Betta Mansions  Prospect  Tacoma  Lakewood 

Physical City: Tacoma - Subtotal: Total Accounts in City = 1, Total Listings for Accounts = 0 
 
Grand Total: Total Accounts in City = 67, Total Listings for Accounts = 64































Prepared On: 07/08/2015
Prepared By: Claire Vilk

Partners by Funding City - Choose your Region

Physical City Total Accounts in City Total Listings for Accounts

Lakewood 62 60

Lewis Mcchord 4 4
Tacoma 1 0

Grand Totals 67 64

Physical City: Lakewood

Account ID Account Name Account Type Physical City Region

 2 
 Lakewood Chamber of
Commerce & Visitor Information
Center 

 Community Partner  Lakewood  Lakewood 

 74  Lakewood Arts Commission  Community Partner  Lakewood  Lakewood 

 75  Lakewood Historical Society +
History Museum  Tourism Partner  Lakewood  Lakewood 

 99  Grand Prix Raceway Indoor
Karting Center  Community Partner  Lakewood  Lakewood 

 118  Fort Steilacoom Golf Course  Community Partner  Lakewood  Lakewood 
 121  Lakewood Towne Center  Community Partner  Lakewood  Lakewood 
 226  Candlewood Suites  Community Partner  Lakewood  Lakewood 

 325  Thornewood Castle Inn &
Gardens  Community Partner  Lakewood  Lakewood 

 345  French Hen & The Bistro  Community Partner  Lakewood  Lakewood 
 415  Ah Badabing Pizzeria  Community Partner  Lakewood  Lakewood 
 418  Oakhouse Restaurant & Bar  Community Partner  Lakewood  Lakewood 
 420  DeLong's DeLuxe  Community Partner  Lakewood  Lakewood 

 421  La Palma Family Mexican
Restaurant & Lounge  Community Partner  Lakewood  Lakewood 

 422  The Fan Club Sports Bar  Community Partner  Lakewood  Lakewood 
 491  Carrs Restaurant and Catering  Tourism Partner  Lakewood  Lakewood 
 491  Carrs Restaurant and Catering  Tourism Partner  Lakewood  Lakewood 



 523  Fort Steilacoom NW Disc Golf
Course  Community Partner  Lakewood  Lakewood 

 524  Fort Steilacoom Park  Community Partner  Lakewood  Lakewood 
 525  Oakbrook Golf Course  Community Partner  Lakewood  Lakewood 
 528  Cham Garden  Community Partner  Lakewood  Lakewood 
 537  Lakewold Gardens  Event Services Partner  Lakewood  Lakewood 
 537  Lakewold Gardens  Event Services Partner  Lakewood  Lakewood 
 560  Stina's Cellars  Community Partner  Lakewood  Lakewood 
 579  Cascade Bagel & Deli  Community Partner  Lakewood  Lakewood 

 611  Best Western Lakewood Motor
Inn  Lodging Partner  Lakewood  Lakewood 

 645  Acapulco  Prospect  Lakewood  Lakewood 
 646  Aloha Teriyaki  Prospect  Lakewood  Lakewood 

 694  Ram Big Horn Brewing Company
& Restaurant  Community Partner  Lakewood  Lakewood 

 717  Beds of Roses Florist  Prospect  Lakewood  Lakewood 
 761  McGavick Conference Center  Event Services Partner  Lakewood  Lakewood 
 768  Burs Restaurant  Community Partner  Lakewood  Lakewood 
 774  City of Lakewood  Funding Partner  Lakewood  Lakewood 
 805  Tijuana Taco  Community Partner  Lakewood  Lakewood 
 874  House of Donuts  Community Partner  Lakewood  Lakewood 
 875  Moon Rise Cafe  Community Partner  Lakewood  Lakewood 
 876  Tacoma Szechuan  Community Partner  Lakewood  Lakewood 
 877  Mare Sol Restaurant  Community Partner  Lakewood  Lakewood 
 878  Legacy Bakery & Catering  Community Partner  Lakewood  Lakewood 
 905  Holiday Inn Express - Lakewood  Lodging Partner  Lakewood  Lakewood 
 905  Holiday Inn Express - Lakewood  Lodging Partner  Lakewood  Lakewood 
 911  Best Burgers of Lakewood  Community Partner  Lakewood  Lakewood 
 928  Casa Mia Restaurant  Community Partner  Lakewood  Lakewood 
 939  Boulangerie Bakery & Cafe  Community Partner  Lakewood  Lakewood 
 940  Great Cuisine of India  Community Partner  Lakewood  Lakewood 
 941  Happy Teriyaki  Community Partner  Lakewood  Lakewood 
 942  Kyoto Japanese Restaurany  Community Partner  Lakewood  Lakewood 
 943  Sunny Teriyaki & Roll  Community Partner  Lakewood  Lakewood 
 944  Sushi Niwa  Community Partner  Lakewood  Lakewood 

 945  Cham Korean BBQ Buffet
Restaurant  Community Partner  Lakewood  Lakewood 

 946  Cho Dang Tofu  Community Partner  Lakewood  Lakewood 
 947  Chung Ki Wa  Community Partner  Lakewood  Lakewood 
 948  Gangnam BBQ  Community Partner  Lakewood  Lakewood 
 949  Ho Soon Yi Restaurant  Community Partner  Lakewood  Lakewood 
 950  Palace Korean Bar & Grill  Community Partner  Lakewood  Lakewood 
 951  H&L Produce  Community Partner  Lakewood  Lakewood 
 952  Boo Han Market  Community Partner  Lakewood  Lakewood 
 953  H Mart  Community Partner  Lakewood  Lakewood 
 954  Pal Do World Market  Community Partner  Lakewood  Lakewood 



 970  Thornewood Cottage Vacation &
Lodging  Community Partner  Lakewood  Lakewood 

 993  Lakewood Playhouse  Community Partner  Lakewood  Lakewood 
 1012  Taqueria El Antojo  Community Partner  Lakewood  Lakewood 
 1105  Mazatlan  Community Partner  Lakewood  Lakewood 
 1163  Great American Casino  Community Partner  Lakewood  Lakewood 
 1340  Oaktree Food & Drink Co  Inclusion Model  Lakewood  Lakewood 
 1956  Penny's On The Boulevard  Inclusion Model  Lakewood  Lakewood 

Physical City: Lakewood - Subtotal: Total Accounts in City = 62, Total Listings for Accounts = 60 

Physical City: Lewis Mcchord

Account ID Account Name Account Type Physical City Region

 1684  Mcchord Collocated Club  Inclusion Model  Lewis Mcchord  Lakewood 
 1758  Subway  Inclusion Model  Lewis Mcchord  Lakewood 
 1895  Papa John's Pizza  Inclusion Model  Lewis Mcchord  Lakewood 
 2284  Starbucks  Inclusion Model  Lewis Mcchord  Lakewood 

Physical City: Lewis Mcchord - Subtotal: Total Accounts in City = 4, Total Listings for Accounts = 4 

Physical City: Tacoma

Account ID Account Name Account Type Physical City Region

 718  Betta Mansions  Prospect  Tacoma  Lakewood 

Physical City: Tacoma - Subtotal: Total Accounts in City = 1, Total Listings for Accounts = 0 
 
Grand Total: Total Accounts in City = 67, Total Listings for Accounts = 64
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PIERCE COUNTY TRAVEL IMPACTS, 1991-2014P 

 

 

INTRODUCTION 

This study, prepared for the Tacoma Regional Convention and Visitor Bureau, 

documents the economic significance of the travel industry in Pierce County from 

1991 through 2014.  This report provides preliminary 2014 estimates for Pierce 

County, estimates of selected areas within the county, and a countywide estimate of 

visitor volume and average daily spending.   

MEASUREMENT OF TRAVEL IMPACTS 

The impact estimates associated with traveler spending in Pierce County were 

measured using the Regional Travel Impact Model (RTIM) developed by Dean 

Runyan Associates.  The RTIM was calibrated specifically to represent the unique 

characteristics of the travel industry in Pierce County. 

The detailed breakouts of travel impacts for areas within Pierce County are based 

primarily upon the lodging inventory within the county and the distribution of sales 

and hotel/motel tax receipts.  This provides a reasonable estimate of the distribution 

of travel impacts within Pierce County.  However, such small area estimates are 

necessarily less reliable than countywide estimates.  It is for this reason that only total 

impacts (e.g., total travel spending, employment) are provided at the sub-county 

level.  The estimates are also reported for only the most recent year.  Year-to-year 

comparisons of estimates provided in previous reports should be avoided. 

This report also provides an estimate of the number of day trips and average daily 

spending of day travelers to Pierce County.  It should be noted that estimates of day 

travel are less reliable than overnight travel. 

REVISIONS TO CURRENT REPORT 

There are two methodological revisions in the current report. 

In previous reports, the category of “other travel” included ground transportation 

impacts for travel to other Washington destinations and travel agencies (NAICS 

56151).  In the current report, the category of other travel has been expanded to 

include travel arrangement and reservation services (NAICS 5615) and convention 

and trade show organizers (NAICS 56192).  All estimates for previous years have 

been revised to reflect the new definition. 

Second, the tax impacts for local and state revenue have been expanded to include 

an estimate of property tax payments at the local level by travel industry businesses 

and employees (households).  In addition, an estimate of the sales and excise tax 

payments of travel industry employees at the local and state level have been 

included.  All estimates for previous years have been revised to include the 

additional tax revenue.   
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INTERPRETATION OF IMPACT ESTIMATES 

Users of this report should be aware of other issues regarding the interpretation of 

reported impact estimates   

 All estimates contained in this report supersede those previously published.   

 The estimates in this report are expressed in current dollars.  There is no 

adjustment for inflation.   

 Economic impact measurements reported herein represent only direct 

economic impacts.  Direct economic impacts include only the spending by 

travelers and the employment generated by that spending.  Secondary effects 

related to the additional spending of businesses and employees are not 

included. 

 The employment estimates in this report are estimates of the total number of 

full and part-time jobs directly generated by travel spending, rather than the 

number of individuals employed.  Both payroll and self-employment are 

included in these estimates.  Caution should therefore be used in comparing 

these estimates with other employment data series. 

Appendix A in this report contains tables that were prepared for the WADMO report.  

Appendices B through E include definitions and methodology.  Additional 

methodological information can be found in the WADMO report. 
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RECENT TRAVEL TRENDS IN PIERCE COUNTY  

Travel spending in Pierce County in 2014 was $1,022 million.  This represents a 2.9 

percent increase from 2013.  Preliminary estimates of earnings, employment and tax 

revenues were also up.  This is the third consecutive year of strong growth in travel 

spending and other related travel impacts.   

 

Spending Earnings Employment

($Millions) ($Millions) Local State Total

1991 416 113 10,590 10.3 29.0 39.3

1992 436 119 10,650 10.9 30.4 41.3

1993 449 123 10,820 11.7 32.5 44.1

1994 461 126 10,780 12.5 33.3 45.8

1995 487 133 10,950 13.2 34.9 48.1

1996 504 137 10,510 13.8 35.3 49.1

1997 535 145 10,790 16.7 36.7 53.4

1998 536 147 10,370 18.0 36.8 54.8

1999 572 160 10,580 19.1 39.1 58.2

2000 653 186 11,300 21.2 43.4 64.5

2001 618 177 10,920 21.4 40.7 62.2

2002 638 185 10,440 22.0 42.0 64.0

2003 644 186 10,460 21.6 42.3 63.9

2004 699 195 10,650 23.3 45.8 69.2

2005 743 205 10,760 25.1 48.5 73.6

2006 804 216 10,810 26.9 52.3 79.2

2007 827 219 10,670 27.6 53.4 81.0

2008 891 232 11,080 29.6 56.0 85.6

2009 828 227 10,530 28.8 54.5 83.3

2010 884 231 10,500 30.6 56.5 87.1

2011 898 232 10,320 30.1 55.7 85.8

2012 951 240 10,390 31.3 58.4 89.7

2013 993 258 10,800 33.6 61.5 95.1

2014p 1,022 276 11,160 34.9 63.2 98.1

Annual Percentage Change

13-14p 2.9 7.0 3.3 3.9 2.6 3.1

91-14p 4.0 3.9 0.2 5.5 3.4 4.1

Pierce County Travel Trends, 1991-2014p

Tax Receipts ($Millions)

 
 

Estimates for 2014 are preliminary.  These estimates supersede all previous reports.   
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Dupont

0.7%

Fife

7.5%

Gig Harbor

4.0%

Lakewood

7.9%

Mount 

Rainier

11.1%

Puyallup

9.6%

Sumner

3.1%

Tacoma

44.8%

All Other

11.5%

TRAVEL IMPACTS WITHIN PIERCE COUNTY 

Summary breakouts for nine areas within Pierce County are reported below.  The 

Mount Rainier area includes the gateway communities of Ashford, Buckley, 

Eatonville, Elbe and Orting.  As noted in the introduction to this report, small area 

estimates such as these should be interpreted with care.  Year-to-year comparisons 

with previously reported estimates are not advisable. 

 

Travel Tax Receipts

Spending Earnings Employment Local State Total

($Million) ($Million) (jobs) ($Million) ($Million) ($Million)

Dupont 7.0 1.8 70 0.2 0.5 0.7

Fife 76.9 21.4 860 3.0 4.2 7.3

Gig Harbor 40.4 10.8 440 1.3 2.6 3.9

Lakewood 80.5 22.0 890 2.9 4.8 7.7

Mount Rainier 113.2 33.0 1,320 5.4 5.2 10.5

Puyallup 98.0 25.6 1,040 2.8 6.7 9.5

Sumner 31.4 8.5 340 1.1 1.9 3.0

Tacoma 457.4 126.8 5,110 17.6 25.8 43.4

All Other 117.2 26.0 1,090 0.5 11.5 12.0

  County total 1,021.9 275.9 11,160 34.9 63.2 98.1

Travel Impacts within Pierce County, 2014p

 
 

Source:  Dean Runyan Associates. 

All Other includes all jurisdictions not listed and unincorporated areas.  

 

Percentage Distribution of Travel Spending  

within Pierce County, 2014p 
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VISITOR VOLUME 

Visitor volume estimates for the county are shown below.  These estimates are 

derived from the visitor spending estimates, visitor surveys and lodging data.  As 

noted on page one of this report, the day estimates in particular should be interpreted 

cautiously.   

 

Pierce County Visitor Volume, 2014p 
 

Destination Ave. Daily Days *Size **Length

Accommodation ($Millions) Per Party (000) Days of Stay Trips

Overnight $669 $170 3,926 2.1 8,075 2.9 2,775

 Hotel/Motel $360 $348 1,035 2.1 2,220 2.1 1,042

 Private Home $289 $105 2,758 2.0 5,519 3.4 1,635

 Other Overnight $19 $143 133 2.5 337 2.9 117

Day $246 $215 1,144 2.4 2,777 2,777

  Total $915 $181 5,070 2.1 10,852 5,552

Spending Travel Party Visitors (thousand persons)

 
 

Notes: *Size refers to the average number of persons in the travel party.  **Length of Stay refers to 

the average number of nights in Pierce County.  Destination spending refers to visitor spending at 

destinations within Pierce County.  Only that portion of transportation spending that occurs within 

the county is included. 

 

 

The following table provides additional spending estimates for overnight travelers to 

Pierce County.   

 

 

Average Expenditures for Overnight Visitors to Pierce County, 2014p 
 

Party Length of

Day Trip Day Trip Size Stay (nights)

Hotel, Motel $348 $742 $162 $342 2.1 2.1

Private Home $105 $354 $52 $172 2.0 3.4

Other Overnight $143 $412 $57 $163 2.5 2.9

  All Overnight $170 $496 $83 $234 2.1 2.9

Travel Party Person
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2006 2008 2010 2011 2012 2013 2014p

Total Direct Travel Spending ($Million)

Destination Spending 719 782 794 793 843 889 915

Other Travel* 86 109 90 105 108 105 107

  Total Direct Spending 804 891 884 898 951 993 1,022

Visitor Spending by Type of Traveler Accommodation ($Million)

Hotel, Motel 270 298 297 291 311 344 360

Private Home 233 253 261 266 280 285 289

  Campground 9 10 9 9 10 10 10

  Vacation Home 7 8 8 8 9 9 9

Day Travel 198 213 218 220 233 241 246

  Destination Spending 719 782 794 793 843 889 915

Visitor Spending by Commodity Purchased ($Million)

Accommodations 89 106 100 98 102 116 123

Food Service 210 228 243 242 262 278 289

Food Stores 49 55 55 57 60 62 65

Local Tran. & Gas 124 143 139 144 152 157 160

Arts, Ent. & Rec. 121 124 125 123 130 134 137

Retail Sales 126 126 131 130 137 141 142

  Destination Spending 719 782 794 793 843 889 915

Industry Earnings Generated by Travel Spending ($Million)

Accom. & Food Serv. 100 110 112 115 121 134 145

Arts, Ent. & Rec. 61 63 60 59 58 60 64

Retail** 25 26 27 26 28 29 32

Ground Tran. 24 25 26 25 26 27 28

Other Travel* 7 7 6 7 7 7 8

  Total Direct Earnings 216 232 231 232 240 258 276

Industry Employment Generated by Travel Spending (Jobs)

Accom. & Food Serv. 4,930 5,170 4,820 4,830 4,890 5,310 5,640

Arts, Ent. & Rec. 3,640 3,710 3,510 3,390 3,350 3,310 3,290

Retail** 1,020 1,030 1,040 1,010 1,060 1,080 1,120

Ground Tran. 940 910 900 870 870 890 890

Other Travel* 270 270 220 220 220 220 220

  Total Direct Employment 10,810 11,080 10,500 10,320 10,390 10,800 11,160

Government Revenue Generated by Travel Spending ($Million)

Local Tax Receipts 26.9 29.6 30.6 30.1 31.3 33.6 34.9

State Tax Receipts 52.3 56.0 56.5 55.7 58.4 61.5 63.2

  Total Local & State 79.2 85.6 87.1 85.8 89.7 95.1 98.1

Pierce County

Travel Impacts, 2006-2014p

Details may not add to totals due to rounding.

*Other Travel includes air travel and ground transportation impacts for travel to other Washington visitor 

destinations, travel arrangement & reservation services, and convention & trade show organizers.  **Retail includes 

gasoline.
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APPENDIX A:  ADDITIONAL DATA TABLES 

APPENDIX B:  KEY TERMS AND DEFINITIONS 

APPENDIX C:  TRAVEL IMPACT INDUSTRIES MATCHED TO 2007 NAICS 

APPENDIX B:  RELATIONSHIP BETWEEN SPENDING AND VOLUME 

APPENDIX E:  REGIONAL TRAVEL IMPACT MODEL 
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           APPENDIX A 

 

Pierce County Travel Indicators 

 

Visitor Spending Impacts (2014p)

Amount of Visitor Spending that supports 1 job $83,653

Employee Earnings generated by $100 Visitor Spending $29

Local Tax Revenues generated by $100 Visitor Spending $3.81

Visitor Volume (2014p)

Additional visitor spending if each resident household encouraged 

one additional overnight visitor                            (in thousands) $73,395

Additional employment if each resident household encouraged one 

additional overnight visitor 877

Visitor Shares

Travel Share of Total Employment (2013)* 2.7%

Visitor Share of Taxable Sales (2013)** 4.7%

Overnight Vistor Day Share (2014p)*** 2.7%

Travel Indicators
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Pierce County Overnight Spending and Volume 

 

 

2006 2008 2010 2011 2012 2013 2014p

All Overnight 520.3 568.6 575.9 573.8 609.7 647.5 668.8

Hotel, Motel 270.4 297.9 297.2 290.8 311.2 344.4 360.4

Private Home 233.2 252.9 261.1 265.7 280.1 284.6 289.4

Other Overnight 16.7 17.8 17.6 17.4 18.4 18.5 19.0

    Campground 9.2 9.8 9.4 9.0 9.7 9.7 9.9

    Vacation Home 7.5 8.0 8.2 8.4 8.6 8.8 9.1

Day Travel 198.2 213.2 217.8 219.6 233.4 241.1 246.4

 Spending at Destination 718.5 781.8 793.7 793.4 843.1 888.5 915.2

Visitor Spending by Type of Traveler Accommodation ($Million), 2006-2014p

 
 

 

Party Length of

Day Trip Day Trip Size Stay (nights)

Hotel, Motel $348 $742 $162 $342 2.1 2.1

Private Home $105 $354 $52 $172 2.0 3.4

Other Overnight $143 $412 $57 $163 2.5 2.9

  All Overnight $170 $496 $83 $234 2.1 2.9

Average Expenditures for Overnight Visitors, 2014p

Travel Party Person

 
 

 

2012 2013 2014 2012 2013 2014

Hotel, Motel 1,990 2,157 2,220 932 1,008 1,035

Private Home 5,453 5,523 5,519 2,711 2,744 2,758

Other Overnight 332 333 337 131 131 133

  All Overnight 7,775 8,013 8,075 3,774 3,883 3,926

2012 2013 2014 2012 2013 2014

Hotel, Motel 944 1,022 1,052 437 473 486

Private Home 1,663 1,685 1,683 804 814 817

Other Overnight 115 116 117 45 46 46

  All Overnight 2,722 2,823 2,853 1,287 1,333 1,349

Overnight Visitor Volume, 2012-2014p

Person-Nights (000) Party-Nights (000)

Person-Trips (000) Party-Trips (000)
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           APPENDIX B 

 

KEY TERMS AND DEFINITIONS 

 

ECONOMIC IMPACTS 

Commodity:  A classification of a product or service, such as lodging or food service.  An 

establishment or industry may produce more than one commodity.   

Direct Impacts:  Employment, earnings and tax receipts directly generated by travel 

spending, as distinguished from secondary and total impacts.   

Earnings:  Earnings include wage and salary disbursements, other earned income or 

benefits, and proprietor income.  Only the earnings attributable to travel expenditures are 

included. 

Employment:  Industry employment (jobs) associated with travel-generated earnings.  
Includes both full-time and part-time positions, and salaried or self-employed individuals.  

Employment is reported as an average for a time period, typically annual.  (Unless 

otherwise noted, the employment estimates refer to establishment or industry employment 

at place of work, not the employment status or residence of the individual.) 

Industry:  A classification of business or government establishments based on their primary 

technological process.  (See NAICS Appendix table.) 

Local Taxes:  Lodging and sales taxes imposed by Pierce county and the other local 

jurisdictions in the county levied on visitors and travel industry employees.  An estimate of 

property taxes paid by travel industry businesses and travel industry employee households 

is also included. 

Other spending:  See Travel spending. 

Private Home:  Unpaid overnight accommodations of friends and relatives. 

Receipts:  Travel expenditures less the sales and excise taxes paid by the consumer.   

State Taxes:  Lodging, sales, motor fuel, and business and occupation tax imposed by the 

state of Washington.  Sales and excise tax payments of travel industry employees are also 

included. 

Total Impacts:  The sum of Direct and Secondary  impacts. 

Travel spending:  The sum of visitor and other spending related to travel.  Other spending 

includes spending by residents on ground and air transportation for the purpose of travel to 

other destinations and spending on travel arrangement services. 

Visitor spending:  All spending on goods & services by visitors at the destination.  Also 

referred to as destination spending. 
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VISITOR VOLUME 

 

Length of Stay:  The number of nights that a visitor or travel party is away from home on a 

trip. 

Night:  Applies to overnight visitors only.  The number of nights on a trip is the length of 

stay.  The count of days and nights is generally equivalent for overnight visitors.  (See trips.) 

Party-trips:  The number of trips to the destination by travel parties.  Party-trips are equal to 

the number of Visitor-trips divided by the average party size. 

Party-nights:  The number of nights or days that travel parties stayed at the destination.  

Party-nights are equal to the number of visitor-nights divided by the average party size or 

the number of party-trips multiplied by the average length of stay. 

Party Size:  The number of individuals (adults and children, including non-household 

members) that are traveling together and are sharing the costs of travel. 

Room Demand:  A count of the number of hotel/motel rooms that are sold on a nightly 

basis over a given period of time.  Also referred to as room nights sold. 

Travel party:  A travel party includes all visitors (adults and children) traveling together.  

The party size represents the average number of visitors or persons in the travel party. 

Trip:  A trip may include more than one day or night at a destination.  For overnight visitor 

categories, the total number of trips will be less than the number of nights.  The length of 
stay for the trip represents the number of nights (or days) at the destination. 

Visitor:  An individual traveler that stays overnight away from home in paid or unpaid 

accommodations, or a day visitor that travels at least fifty miles one-way from home on 

non-routine trip. 

Visitor Air Arrival:  A passenger who travels by air and initiated the trip at another 

location.  Visitor air arrivals do not include passengers who are returning home from a trip 

to another destination or passengers that are making a connection to another flight. 

Visitor-trips:  The number of trips to the destination by visitors or persons.  This is also 

equivalent to as the total number of visits.   

Visitor-nights:  The number of nights or days that visitors (persons) stayed at the 

destination.  Visitor-nights are equal to the number of visitor-trips multiplied by the average 

length of stay. 
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           APPENDIX C 

 

TRAVEL IMPACT INDUSTRY NAICS INDUSTRIES* (code)

Accommodation & Food Services

Accommodation (721)

Food Services and Drinking Places (722)

Residential Property Managers (531311)

Arts, Entertainment & Recreation

Performing Arts, Spectator Sports (711)

Museums (712)

Amusement, Gambling (713)

Scenic and Sightseeing Transportation (487)

Miscellaneous Industries (see note**) 

Retail

Food & Beverage Stores (445)

Gasoline Stations (447)

Clothing and Clothing Accessories Stores (448)

Sporting Goods, Hobby, Book, and Music Stores (451)

General Merchandise Stores (452)

Miscellaneous Store Retailers (453)

Ground Transportation

Interurban and rural bus transportation (4852)

Taxi and Limousine Service (4853)

Charter Bus Industry (4855)

Passenger Car Rental (532111)

Parking Lots and Garages (812930)

Air Transportation

Scheduled Air Passenger Transportation (481111)

Support Activities for Air Transportation (4881)

Other Travel

Travel Arrangement & Reservation Services (NAICS 56151)
Convention and Trade Show Organizers (NAICS 56192)

(Other travel also includes a portion of transportation.)

Notes:  *Government enterprizes (e.g., park systems) are included in this classification.

**Includes parts of industries in other sectors (e.g., accommodation, charter bus).

A more detailed description of these industries can be found at http://www.ntis.gov/naics.

TRAVEL IMPACT INDUSTRIES MATCHED TO  NAICS
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YEAR YEAR

Hotel, Motel 160 x 2.4 = 384 160

Private Home 1,030 412

Other Overnight 102 30

  All Overnight 1,516 602

YEAR YEAR

Hotel, Motel 226 94

Private Home 1,030  / 2.6  = 396 158

Other Overnight 34 10

  All Overnight 656 263

Overnight Visitor Volume, YEAR

Visitor-Nights (000) Party-Nights (000)

Visitor-Trips (000) Party-Trips (000)

Party Length of

Nights Trip Nights Trip Size Stay (nights)

Hotel, Motel $200 $340 $83 $142 2.4 1.7

Private Home $50 $130 $20 $52 2.5 2.6

Other Overnight $117 $350 $34 $103 3.4 3.0

  All Overnight $494 $214 $197 $86 2.5 2.3

Average Expenditures for Overnight Visitors, YEAR

Travel Party Visitor (Person)

YEAR

All Overnight 656,000 x $79 = $56,100,000 (calculated from person-trips) 56.1

Hotel, Motel 160,000 x $200 = $32,000,000 (calculated from party-nights) 32.0

Private Home 1,030,000 x $20 = $20,600,000  (calculated from person-nights) 20.6

Other Overnight 10,000 x $350 = $3,500,000 (calculated from party-trips) 3.5

  Campground 3.0

  Vacation Home 0.5

Day Travel 30.0

 Spending at Destination 86.1

Visitor Spending by Type of Accommodation ($Million), YEAR

           APPENDIX D 

 

RELATIONSHIP BETWEEN SPENDING AND VOLUME 

The Spending, Average Expenditures and Volume tables are computationally related as 

shown below.   

 Spending equals Average Expenditures multiplied by Volume for comparable party/person 

and night/trip categories 

 Travel parties and persons are related by division or multiplication with Party Size 

 Trips and nights are related by division or multiplication with Length of Stay 
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           APPENDIX E 

 

REGIONAL TRAVEL IMPACT MODEL 

Visitor Volume 

(Travel Party Days by 

Type of 

Accommodation) 

Visitor Spending 

(Type of 

Accommodation and 

Type of Commodity) 

Point of Sale Taxes 

(Sales and Excise Taxes 

associated with Visitor 
Spending) 

Business Receipts 

(not reported) 

Earnings 

(By Industry) 

Employment 

(By Industry) 

Personal Taxes 

(Local, state and 

federal income and 

payroll taxes) 

Business Taxes 

(Taxes on business 

income or receipts) 

Room Demand, 

Visitor Surveys, 

Population, 

Inventory/Use 

of Campsites & 

Second Homes, 

Visitor air 
arrivals  

PRIMARY DATA SOURCES 

ECONOMIC IMPACTS OF TRAVEL 

Accommodation 

Sales, 

Visitor Surveys, 

Airfares 

Ratio of 

Earnings to 

Receipts for 

relevant 

Industry 

Average 

Annual 

Earnings per 

job for 

relevant 
industry 

Note:  Most estimates of taxes 
are based on implicit tax rates 
applied to visitor spending, 
business receipts, and 
employee earnings.  Lodging 
tax receipts reflect actual tax 
collections. 

Note: Receipts equals 
Spending less 
POS Taxes 



Tab 2 - Trend Pierce County, WA Currency: USD - US Dollar
Tacoma Regional CVB

For the Month of December 2014

Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec 2012 2013 2014 2012 2013 2014
This Year 78.6 79.3 66.7 59.3 55.4 45.7 49.3 61.0 58.1 59.7 61.5 71.3 80.1 82.7 70.6 59.5 53.3 50.2 57.5 61.3 63.2 57.5 61.3 63.2
Last Year 67.9 70.5 64.7 55.3 49.3 41.1 49.5 56.9 56.6 54.7 60.5 71.3 78.6 79.3 66.7 59.3 55.4 45.7 56.7 57.5 61.3 56.7 57.5 61.3

Percent Change 15.7 12.5 3.1 7.2 12.3 11.2 -0.4 7.3 2.6 9.3 1.6 0.1 2.0 4.4 5.8 0.3 -3.7 9.7 1.4 6.7 3.1 1.4 6.7 3.1

Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec 2012 2013 2014 2012 2013 2014
This Year 88.95 94.31 88.01 87.98 81.75 80.52 80.98 89.91 85.32 84.88 89.36 92.43 97.25 98.49 93.67 89.62 81.72 78.38 83.21 87.08 89.56 83.21 87.08 89.56
Last Year 85.72 87.38 84.02 85.07 81.23 77.85 82.79 87.37 85.44 85.56 88.29 87.51 88.95 94.31 88.01 87.98 81.75 80.52 83.38 83.21 87.08 83.38 83.21 87.08

Percent Change 3.8 7.9 4.7 3.4 0.6 3.4 -2.2 2.9 -0.1 -0.8 1.2 5.6 9.3 4.4 6.4 1.9 0.0 -2.7 -0.2 4.7 2.8 -0.2 4.7 2.8

Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec 2012 2013 2014 2012 2013 2014
This Year 69.90 74.77 58.73 52.17 45.25 36.81 39.88 54.85 49.54 50.69 54.92 65.91 77.93 81.49 66.14 53.30 43.54 39.32 47.82 53.39 56.63 47.82 53.39 56.63
Last Year 58.23 61.60 54.37 47.04 40.04 32.01 40.94 49.70 48.38 46.76 53.41 62.36 69.90 74.77 58.73 52.17 45.25 36.81 47.24 47.82 53.39 47.24 47.82 53.39

Percent Change 20.0 21.4 8.0 10.9 13.0 15.0 -2.6 10.4 2.4 8.4 2.8 5.7 11.5 9.0 12.6 2.2 -3.8 6.8 1.2 11.7 6.1 1.2 11.7 6.1

Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec 2012 2013 2014 2012 2013 2014
This Year 183,551 183,551 177,630 183,551 174,000 179,800 179,800 162,400 179,800 174,000 183,582 177,660 183,582 183,582 177,660 183,582 170,190 175,863 2,070,355 2,122,867 2,131,701 2,070,355 2,122,867 2,131,701
Last Year 177,630 177,630 171,900 177,630 168,270 173,879 177,444 160,272 177,444 171,720 181,164 172,740 183,551 183,551 177,630 183,551 174,000 179,800 2,010,461 2,070,355 2,122,867 2,010,461 2,070,355 2,122,867

Percent Change 3.3 3.3 3.3 3.3 3.4 3.4 1.3 1.3 1.3 1.3 1.3 2.8 0.0 0.0 0.0 0.0 -2.2 -2.2 3.0 2.5 0.4 3.0 2.5 0.4

Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec 2012 2013 2014 2012 2013 2014
This Year 144,239 145,523 118,548 108,836 96,310 82,199 88,552 99,081 104,405 103,905 112,824 126,678 147,110 151,895 125,445 109,194 90,674 88,231 1,189,705 1,301,575 1,347,994 1,189,705 1,301,575 1,347,994
Last Year 120,671 125,221 111,243 98,220 82,945 71,484 87,748 91,168 100,463 93,849 109,598 123,094 144,239 145,523 118,548 108,836 96,310 82,199 1,139,046 1,189,705 1,301,575 1,139,046 1,189,705 1,301,575

Percent Change 19.5 16.2 6.6 10.8 16.1 15.0 0.9 8.7 3.9 10.7 2.9 2.9 2.0 4.4 5.8 0.3 -5.9 7.3 4.4 9.4 3.6 4.4 9.4 3.6

Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec 2012 2013 2014 2012 2013 2014
This Year 12,830,757 13,723,825 10,432,851 9,575,079 7,873,201 6,618,894 7,170,512 8,908,020 8,907,752 8,819,336 10,082,496 11,709,272 14,307,144 14,959,747 11,750,320 9,785,554 7,410,238 6,915,810 99,000,877 113,347,148 120,726,201 99,000,877 113,347,148 120,726,201
Last Year 10,344,089 10,941,777 9,346,552 8,355,658 6,737,810 5,565,294 7,264,981 7,965,460 8,583,988 8,030,109 9,676,356 10,771,647 12,830,757 13,723,825 10,432,851 9,575,079 7,873,201 6,618,894 94,979,024 99,000,877 113,347,148 94,979,024 99,000,877 113,347,148

Percent Change 24.0 25.4 11.6 14.6 16.9 18.9 -1.3 11.8 3.8 9.8 4.2 8.7 11.5 9.0 12.6 2.2 -5.9 4.5 4.2 14.5 6.5 4.2 14.5 6.5

Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
Census Props 69 69 69 69 68 68 68 68 68 68 69 69 69 69 69 69 68 68

Census Rooms 5921 5921 5921 5921 5800 5800 5800 5800 5800 5800 5922 5922 5922 5922 5922 5922 5673 5673
% Rooms Participants 66.8 69.5 69.5 69.5 72.6 72.6 72.6 72.6 72.6 72.6 70.2 70.2 70.2 70.2 70.2 73.0 73.9 73.9

A blank row indicates insufficient data. Source 2015 STR, Inc.

DISCLOSURE Destination Reports are publications of STR, Inc. (Reports containing only North American data) and STR Global Ltd (Reports containing worldwide data) and are intended solely for use by our paid subscribers. Reproduction or distribution of Destination Reports, in whole or part, without written permission of either STR, Inc. or STR Global Ltd. is prohibited and subject to legal action. Site licenses are available. Please consult your contr
with STR, Inc. or STR Global, Ltd for the terms and conditions governing the ownership, distribution and use of Destination Reports and their contents.
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Tab 2 - Trend Pierce County, WA Currency: USD - US Dollar
Tacoma Regional CVB

For the Month of June 2015

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun 2013 2014 2015 2013 2014 2015
This Year 49.0 60.9 58.0 59.6 61.5 71.3 80.2 82.8 70.6 59.6 53.2 50.1 52.6 64.4 64.0 66.5 71.3 80.6 57.9 60.0 66.6 58.1 62.2 66.5
Last Year 49.0 56.8 56.5 54.7 59.5 71.2 78.5 79.3 66.7 59.3 55.3 45.6 49.0 60.9 58.0 59.6 61.5 71.3 56.6 57.9 60.0 56.4 58.1 62.2

Percent Change 0.0 7.2 2.7 9.0 3.3 0.2 2.1 4.4 6.0 0.5 -3.7 9.7 7.5 5.8 10.3 11.7 16.0 13.0 2.3 3.6 11.0 3.0 7.0 6.9

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun 2013 2014 2015 2013 2014 2015
This Year 81.69 90.73 86.03 85.70 90.14 93.18 98.06 99.27 94.43 90.30 82.43 79.10 79.79 91.71 87.27 89.20 91.20 121.23 87.17 88.27 94.88 86.00 88.40 93.50
Last Year 83.59 88.22 86.29 86.32 89.46 88.28 89.71 95.09 88.77 88.73 82.44 81.22 81.69 90.73 86.03 85.70 90.14 93.18 83.04 87.17 88.27 83.19 86.00 88.40

Percent Change -2.3 2.8 -0.3 -0.7 0.8 5.5 9.3 4.4 6.4 1.8 0.0 -2.6 -2.3 1.1 1.4 4.1 1.2 30.1 5.0 1.3 7.5 3.4 2.8 5.8

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun 2013 2014 2015 2013 2014 2015
This Year 39.99 55.27 49.94 51.05 55.41 66.48 78.61 82.19 66.71 53.79 43.87 39.61 42.01 59.09 55.87 59.36 65.01 97.76 50.50 52.98 63.21 49.96 54.95 62.15
Last Year 40.93 50.13 48.77 47.17 53.26 62.84 70.43 75.41 59.18 52.59 45.58 37.07 39.99 55.27 49.94 51.05 55.41 66.48 47.04 50.50 52.98 46.91 49.96 54.95

Percent Change -2.3 10.3 2.4 8.2 4.0 5.8 11.6 9.0 12.7 2.3 -3.7 6.8 5.0 6.9 11.9 16.3 17.3 47.1 7.3 4.9 19.3 6.5 10.0 13.1

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun 2013 2014 2015 2013 2014 2015
This Year 176,390 159,320 176,390 170,700 180,172 174,360 180,172 180,172 174,360 180,172 166,890 172,453 172,422 155,736 172,422 166,860 176,173 170,490 1,020,874 1,037,332 1,014,103 2,047,573 2,099,175 2,068,322
Last Year 174,034 157,192 174,034 168,420 177,754 169,440 180,141 180,141 174,330 180,141 170,700 176,390 176,390 159,320 176,390 170,700 180,172 174,360 1,003,506 1,020,874 1,037,332 2,005,957 2,047,573 2,099,175

Percent Change 1.4 1.4 1.4 1.4 1.4 2.9 0.0 0.0 0.0 0.0 -2.2 -2.2 -2.2 -2.2 -2.2 -2.2 -2.2 -2.2 1.7 1.6 -2.2 2.1 2.5 -1.5

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun 2013 2014 2015 2013 2014 2015
This Year 86,356 97,051 102,380 101,687 110,755 124,390 144,438 149,175 123,170 107,323 88,833 86,350 90,776 100,349 110,385 111,034 125,589 137,476 591,383 622,619 675,609 1,189,414 1,304,791 1,374,898
Last Year 85,221 89,317 98,358 92,042 105,829 120,616 141,426 142,857 116,225 106,769 94,381 80,514 86,356 97,051 102,380 101,687 110,755 124,390 568,476 591,383 622,619 1,131,291 1,189,414 1,304,791

Percent Change 1.3 8.7 4.1 10.5 4.7 3.1 2.1 4.4 6.0 0.5 -5.9 7.2 5.1 3.4 7.8 9.2 13.4 10.5 4.0 5.3 8.5 5.1 9.7 5.4

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun 2013 2014 2015 2013 2014 2015
This Year 7,054,371 8,805,665 8,808,193 8,714,168 9,983,111 11,590,671 14,163,069 14,808,632 11,631,479 9,691,243 7,322,109 6,830,428 7,243,236 9,202,636 9,633,634 9,904,731 11,453,821 16,666,652 51,551,438 54,956,179 64,104,710 102,289,307 115,339,741 128,551,670
Last Year 7,123,624 7,879,513 8,487,329 7,944,930 9,467,857 10,648,185 12,687,689 13,584,338 10,317,450 9,474,111 7,781,026 6,538,948 7,054,371 8,805,665 8,808,193 8,714,168 9,983,111 11,590,671 47,208,574 51,551,438 54,956,179 94,108,051 102,289,307 115,339,741

Percent Change -1.0 11.8 3.8 9.7 5.4 8.9 11.6 9.0 12.7 2.3 -5.9 4.5 2.7 4.5 9.4 13.7 14.7 43.8 9.2 6.6 16.6 8.7 12.8 11.5

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun
Census Props 67 67 67 67 68 68 68 68 68 68 67 67 67 67 67 67 68 68

Census Rooms 5690 5690 5690 5690 5812 5812 5812 5812 5812 5812 5563 5563 5562 5562 5562 5562 5683 5683
% Rooms Participants 74.0 74.0 74.0 74.0 71.6 71.6 71.6 71.6 71.6 74.4 75.4 75.4 77.1 77.1 77.1 77.1 75.5 74.3

A blank row indicates insufficient data. Source 2015 STR, Inc.

DISCLOSURE Destination Reports are publications of STR, Inc. (Reports containing only North American data) and STR Global Ltd (Reports containing worldwide data) and are intended solely for use by our paid subscribers. Reproduction or distribution of Destination Reports, in whole or part, without written permission of either STR, Inc. or STR Global Ltd. is prohibited and subject to legal action. Site licenses are available. Please consult your 
contract with STR, Inc. or STR Global, Ltd for the terms and conditions governing the ownership, distribution and use of Destination Reports and their contents.
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