CITY OF

: Auburn Tourism Board Meeting
UBURN October 18, 2018 — 10:00 AM
WASHINGTON CITY HALL, COUNCIL CHAMBERS
AGENDA

VI.

CALL TO ORDER
Roll Call

APPROVE SEPTEMBER MEETING MINUTES

OLD BUSINESS

1) Tourism Updates
= Membership Updates
= Auburn Adventure Film Festival Update
= Tourism Budget Update — August 2018
= Tourism Marketing Campaign Update
= City Council Presentation
= Auburn Tourism Summit

NEW BUSINESS
1) Review 2019 Lodging Tax Grant Applicants
2) Short and Long Term Tourism Goals

NEXT MEETING
* Next ATB Meeting: Thursday, November 15" at 10AM in Room #3
(second floor) City Hall

ADJOURNMENT




Approved

HOTEL/MOTEL TAX FUND 2018 BUDGET

YTD YTD as of 2018
Comparison | 8/31/2018 w/BA#5
8/31/2017
Revenues:
Hotel/Motel Excise Tax $71,096 $72,602 $113,300
Investment Income $984 $2,411 $400
Total Revenues| $72,080 $75,013| $113,700
Expenditures:
Administration
Tourism Manager Salary $29,265 $37,602 $46,125
Marketing Consultant $2,500 $3,000 $10,300
Travel $0 $476 $1,030
Dues $500 $0 $515
Conference Fees $60 $490 $515
Meetings $35 $91 $515
Printing/Promo Supplies $0 $590 $2,800
Subtotal $32,360 $42,248 $61,800
Marketing $41,979
Media Buy,Trade Shows, Digital*** $0 $5,936 $134,595
Web Site $2,370 $850 $2,575
Multi Media $465 $264 $1,030
Subtotal $44,814 $7,050| $138,200
Community Grant Program $2,500 $3,500 $10,300
Subtotal $79,674 $52,798| $210,300
Total Expenditures YID| $79,674 $52,798
2018

*Restricted reserves should equal 20% of budgeted annual expenditures.
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APPLICATION OVERVIEW

APPLICATIONS ARE DUE AND MUST BE RECEIVED NO LATER THAN 4:00 PM FRIDAY, OCTOBER 5", 2018.
Incomplete and/or late applications will not be considered. Applications may not be amended or changed
after the deadline for submission. The proposal and all documents filed with the City are public records.

Please submit your completed application along with the required documentation to:

City of Auburn

Attention: Lorraine Chachere,
Tourism Coordinator

25 West Main Street

Auburn, WA 98001

OR VIA EMAIL: Ichachere@auburnwa.gov

APPLICATION CHECKLIST

X] completed application (attach additional sheets if necessary).

O a copy of your agency’s current non-profit corporate registration with Washington Secretary of
State.

%rochures and/or other supplemental information about your event/activity/facility and/or
ecent tourism promotion efforts.

APPLICATIONS ARE DUE NO LATER THAN 4:00 PM ON FRIDAY, OCTOBER 5, 2018.
LATE APPLICATIONS WILL NOT BE CONSIDERED.

APPLICATION TIMELINE

The Lodging Tax Advisory Committee will review your application at their November meeting. It is
possible they may wish to interview applicants for more information or clarification.

Should the Lodging Tax Advisory Committee recommend funding for your event/activity/facility, they

will forward their recommendation to the City Council for their review and authorization. It is
anticipated that funding decisions will be made and announced in January 2019.

How did you hear about Auburn’s Lodging Tax Tourism Enrichment Program?
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2019 Application for City of Auburn Lodging Tax Tourism Grant

APPLICATION DEADLINE: FRIDAY, OCTOBER 5, 2018 by 4:00 PM

Total Amount Requested: $ ‘4 ,6 o0 Name of Event 'rﬂ’”)(l/\ M UO{‘N’ v fé“‘w‘e/

ORGANIZATION/AGENCY INFORMATION

Tovg Mvdder Ine. U,-5 052570
Organization/Agency Name Federal Tax ID Number
\cate Adnisv VV\ Managev, Maviket+ Devel apku\Jr
Contact Name Title ’
19 Metvotechh (enwter, - Floov  Dvooklyn, NN 122
Mailing Address City © State Zip
425-4o |- 1174 kote . atterbury @tovglhmvddarcon
Phone Email Address
Black Diamone , WA A [21-22,20(9
Event Location Event Date(s)

Check all service categories that apply to this application:

X Tourism Promotion/Marketing

_X__ Operation of a Special Event/Festival designed to attract tourists

____ Operation of a Tourism Promotion Agency

_____Operation of a Tourism-Related Facility owned or operated by a non-profit organization
_____ Operation and/or Capital Costs of a Tourism-Related Facility owned by a municipality

Check which one of the following applies to your agency:

(Note: Priority will be given to non-profit or public (government) agencies for Lodging Tax funding)
___Non-Profit (Attach copy of current non-profit corporate registration with Washington Secretary of State)
___ Public Agency

X Other

APPLICANT CERTIFICATION
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| am an authorized agent of the organization/agency applying for funding. | understand that my agency
will be required to submit a report documenting economic impact results in a format determined by the
City. | also understand that:

Tourism Promotion Activities or Tourism-Related Facilities:

Iﬂ This is an application for a contract with the City of Auburn and, if awarded, my organization intends
to enter into a Municipal Services Contract with the City of Auburn.

Events/Festivals:

m The applicant has, or can obtain, general liability insurance in the amount commensurate with the
exposure of the event/festival.

M The City of Auburn will only reimburse those costs actually incurred by my organization/agency and
only after the service is rendered, paid for if provided by a third party, and a completed and signed
Request for Reimbursement/After Event Report (or other form acceptable to the City) has been
submitted to the City, including copies of invoices and payment documentation.

AN 20 /1018
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(ATHERINE ATTARBURY

Printed or Typed Name

PROJECT INFORMATION AND USE OF FUNDS QUESTIONNAIRE




Explore Auburn, Washington: Lodging Tax Tourism Enrichment Program

1. Describe your tourism-related activity or event:

Tough Mudder is an obstacle course challenge designed to test participants’ overall strength,
stamina and teamwork. Tough Mudder places great value in promoting camaraderie throughout
the course, designing obstacles that encourage group participation. Participants must commit to
helping others complete the course, putting teammates before themselves, and overcoming
their fears while having fun. Tough Mudder Seattle 2019 will feature a long and short format
Tough Mudder and Tougher Mudder event running concurrently on Saturday and Sunday of
event weekend at Palmer Coking Coal Company in Black Diamond, Washington. Each event
will feature approximately 25 obstacles, as well as scenic trail routes and challenging course
terrain unique to Tough Mudder. In addition to the core event offerings, the event will feature an
exciting spectator route, a diverse range of “Mudder Village” activations (including giveaways,
obstacle challenges, and family-friendly activities), music, concessions and merchandise, a beer
garden, and additional outdoor happenings.

At Tough Mudder HQ, our core mission is to create unconventional, life changing experiences
for our participants and community partners. Since 2010, Tough Mudder has consistently
delivered on this mission by hosting over two hundred events across nine countries - drawing
almost three million participants to date and raising over ten million dollars for various charities.
Tough Mudder HQ has consistently demonstrated a world-class ability to organize, market, and
execute successful large-scale events. An essential component of this mission is to create
lasting relationships with participants, and providing significant economic benefits (including
increased tourism and occupancy rates) to our host communities. Tough Mudder is eager to
collaborate with the City of Auburn to continue to provide the region with exciting events.

2. Describe why tourists will travel to Auburn to attend your event/activity/facility:
A strategic expansion of the product offering and strong promotion of City of Auburn as a
premiere destination is the foundation to achieve mutual long-term tourism objectives in this
market. Tough Mudder Seattle’s visiting participants (“tourists”), who are close to 70% of the
entire participant base, have been enjoying the City of Auburn’s accommodations, dining, and
various attractions since 2013, the first year Tough Mudder Seattle was held in Black Diamond,
Washington. The City of Auburn has lodging and dining options closest in proximity to the event
site, and a lively culture that aligns with Tough Mudder’s unique demographic. Detailed
economic impact studies and post-event analytics, in addition to extremely limited lodging and
dining options in Black Diamond, confirm that there is a greater opportunity to encourage an
extended stay in the community by promoting the City of Auburn’s accommodations to Tough
Mudder Seattle participants in 2019. Tourism development is a vital component of Tough
Mudder’s core business and strategic plan, and has been leveraged in the following manners to
ensure visitors will travel to Auburn when attending Tough Mudder Seattle 2019:
1. Building “Tough Mudder Weekend” by hosting multiple event formats on each event day
and promoting an experience unique to greater Auburn in order to inspire organic
tourism post-event.



2. Growing as a ‘“lifestyle brand” by connecting with Mudders on multiple platforms, thus
growing the ecosystem of the brand across all markets.

3. Capitalizing on events as media platforms to engage viewers with special content, the
core product, and the regional benefits of the host community to generate positive media
growth.

With the innovation of the Tough Mudder product and expanding range of event formats
focused on drawing new demographics (i.e., Tough Mudder 5K), Tough Mudder is confident that
event attendance is due to increase year over year - and with it, overnight visitors, off-peak
room nights, and length of stay in the host community. In 2018 alone, event attendance
increased by more than 1,100 participants, from 6,900 to 8,000.

3. Provide an estimate of the number of participants who will attend the event/activity in
each of the following categories.

As a direct result of your proposed tourism-related service, provide: | Estimate Calculation Methodology
Overall attendance at your event/activity/facility 8,000 DC

Number of people who travel more than 50 miles for your 5,500 RS

event/activity

Of the people who travel more than 50 miles, the number of people | 2,500 RS

who travel from another country or state

Of the people who travel more than 50 miles, the number of people | 1,750 RS
who stay overnight in UNPAID accommodations in Auburn

Of the people staying overnight, the number of people who stay in 900 RS
PAID accommodations (hotel/motel/bed & breakfast) in Auburn

Number of paid lodging room nights resulting from your event/ 3,000 RS, SE
activity/ facility

4. Is there a host hotel for your event? If yes, list the host hotel(s):
Tough Mudder is in the process of contracting and confirming a Host Hotel for this event.

5. Describe the prior success (number of attendees, media exposure, etc.) of your
event/activity/facility in attracting tourists:

Since 2010, Tough Mudder has delivered over two-hundred Tough Mudder events across nine
countries, including the U.S., Canada, U.K., Germany, and Australia, featuring almost three
million participants. To date, Tough Mudder has delivered five events in the Seattle market, and
each has proven to draw more out-of-market visitors than the last. In 2017, over 63% of
participants were visitors (non-residents) of King County, with at least 18% of participants
traveling from out-of-state. Additionally, over 33% of participants stayed overnight in the
community, with the vast majority staying in local hotel accommodations. Additionally, over 56%
of 2017 participants had never participated in a Tough Mudder event in Seattle (signifying that



the event is drawing new participants each year). Based on their experience at Tough Mudder
Seattle 2017, over 83% of participants were likely to recommend the host community as a
destination to others. For additional statistics on attendees, travel behavior, and overnight
visitation, please refer to the attached Post-Event Reports for Tough Mudder Seattle 2017, and
the attached Economic Impact Report for Tough Mudder Seattle 2017.*

*Please note: Because the TM Seattle 2018 event took place on September 22, 2018, we will not have
this years Post-Event or Economic Impact Reports until October 22, 2018. We will provide updated
reports and numbers at that time.

6. Describe your target tourist audience (location, demographics, etc.):

Tough Mudder Full participants are adventurous, innovative individuals that vary in age and
gender. Tough Mudder participants are generally 65% male and 35% female, about 70% of who
are under age 40. The consumer profile of a Tough Mudder Half participant is geared towards a
56% male and 44% female split, with an average age between 25 — 40. For further reference,
on Tough Mudder Seattle’s demographics, please refer to the attached 2017 Post-Event Report.

7. Describe how you will promote your event/activity/facility to attract overnight tourists:
Similar to Tough Mudder Seattle 2018, promotional efforts for Tough Mudder Seattle 2019 will
focus on digital advertising in order to best market the event, and City of Auburn, as a premier
destination. A strategic investment in marketing and promotions is integral to strengthening the
participation at Tough Mudder events; therefore, a core part of Tough Mudder’s promotional
efforts is traditional destination marketing, with an enhanced focus to increase visitation and
participation. Marketing efforts will largely concentrate on driving traffic to the Tough Mudder
Seattle 2019 official Event page and official Lodging page, which can feature local
accommodations, dining, and attractions.

In order to capitalize on the Tough Mudder’s extensive reach in the Seattle market, the brand
will primarily implement three digital advertising platforms:
1. Geo-targeted Tough Mudder Seattle 2019 advertising for Facebook and Facebook
owned platforms including Instagram and Snapchat;
2. Display advertising that utilizes targeted advertisement buys for users of ‘whitelisted’
sites where the Tough Mudder target demographic generally visit;
3. Search advertising via Google AdWords and Bing.

Promoting Tough Mudder Seattle 2019 will involve a heavily focused year-round digital
campaign, featuring creative content, digital media channels, continuous obstacle innovation
and brand awareness for both the event and the event location as a tourism destination.
Content continues to be a dynamic way to build brand awareness for both Tough Mudder and
the event host region, and will serve to drive visitation to the City of Auburn organically
post-event. In addition to a detailed Post-Event Report that focuses on items such as travel
behavior, overnight stays, demographics, spending habits and social media engagement, Tough
Mudder will manage Marketing efforts by tracking successes of digital media channels. Digital
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advertising, search advertising and digital videos will be tracked by total impressions, while
social media advertising will be measured through online engagement, including likes, shares,
comments and impressions.

8.How do you intend to use the Lodging Tax funds if selected as a grant recipient?
(Please be as descriptive as possible with the strategy, plan and reasons for your
application.)

Tough Mudder plans on using the Lodging Tax Funds to enhance not only the Tough Mudder
Seattle marketing campaign relative to the event, but the geographic reach of current
promotions in order to market the host community as a destination, and encourage a longer stay
in the region. A strong emphasis on marketing and geo-targeted paid media promotions is
crucial to the successes of Tough Mudder’s Seattle suite of events, especially given that it is
considered a “destination event” to participants and draws numerous people from outside the
local community. More specifically, it will be crucial to augment three major digital advertising
platforms to contribute to the development of marketing overnight packages and local
community engagement: geo-targeted social media advertisements, content display advertising
for targeted sites, and search advertising and optimization via Google AdWords and Bing.
Please see a detailed breakdown of requested funds in Exhibit A (attached).

9. Describe how you will promote lodging establishments, restaurants, and businesses
located in the City of Auburn. What will the City of Auburn/Tourism get in return for
funding (e.g. logos, links print material, radio, TV etc.)?:

TM Seattle will attract thousands of visitors to the local area through our reach via web (182,000
unique visitors per week), email (1.4 million subscribers), social (6 million followers), & other
marketing channels. Our events bring substantial economic impact to each host community in
the form of direct impact, indirect & induced impact, taxes and fees, and high occupancy rates
at local hotels.

The City of Auburn will be promoted alongside the Tough Mudder Seattle 2019 event through
efforts listed below.

1. Utilizing national paid media campaigns in the form of geo-targeted social media
advertisements, search advertising (Google AdWords and Bing), and display advertising
to drive traffic to the Tough Mudder Seattle Event and Lodging page, where the City of
Auburn (and relative amenities) will be promoted.

2. Placing the City of Auburn logo and desired promotional copy on the official Tough
Mudder Seattle Event page, indicating and acknowledging the local partnership.

3. Placing the City of Auburn logo on the official Tough Mudder Seattle Lodging page,
indicating and acknowledging the local partnership.

4. Contracting with and promoting predominantly City of Auburn contracted hotel properties
on the official Tough Mudder Seattle Lodging page.

5. Sending a dedicated e-mail to the event participant base highlighting City of Auburn
hotel properties.
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6. Placing the Supporter logo and promotional copy within the official Tough Mudder
Seattle Information Pack sent to all participants and spectators.

10. Are you applying for Lodging Tax Grants from another community?
No

11. What will you or your organization do differently this year that will improve upon last
year’s Event?
Tough Mudder is always looking for ways to improve events for both customer and community
experiences, and gathers feedback from participants through post-event surveys. In 2018, TM
Seattle worked to improve upon two points that were brought up in these surveys and
conversations with the venue owner and community:
1. Securing a more thorough waste management crew to meet the venue’s cleanliness
standards post-event.
2. Proactively working with local officials (including Fire/Police representatives) and
developing parking procedures to ensure the large influx of people to the area is not
disruptive to the community.

12. What is the overall budget for your event/activity/facility? Please provide an itemized
list identifying each type of expenditure to be reimbursed.
Please see Exhibit A (attached).

13. What percent of your budget are you requesting from Auburn Lodging Tax Fund?
1%

14. Please identify your top 5 sources of revenue anticipated for your 2019 event not
including requested City of Auburn LTAC funds. (Please do not include in-kind
contributions.)

Source of Revenue Amount Confirmed? Date Funds Available
Y/N
Participant Ticket Sales Confidential, please N September 21, 2019

contact Applicant.

Spectator Ticket Sales Confidential, please N September 21, 2019
contact Applicant.

Corporate Team Sales Confidential, please N September 21, 2019
contact Applicant.

Sponsorship Sales Confidential, please N September 21, 2019
contact Applicant.

On-Site Parking and Bag Confidential, please N September 21, 2019
Drop contact Applicant.
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15. What will you cut from your proposal or do differently if full funding for your request
is not available or recommended?

If Tough Mudder does not receive support from the City of Auburn, we may have to consider
moving the event to another county in Washington. Our Seattle event is one of our more
expensive, as there are high costs associated with the required police and fire presence,
required permits, and restrictions associated with the sale of alcohol that require more security,
fencing, and expendable costs.

16. Funding History: Was this event previously funded with Auburn lodging tax funds in
the past four years?
Yes

17. If yes, how much funding did you receive in: 2015-2018
2015: N/A

2016: $8,500

2017: $5,000

2018: $7,500

18. Number of total years you have received City of Auburn lodging tax funds:
3

19. If you received a 2018 Lodging Tax Grant, please fill out the attached report showing
how funds awarded were used. If you were not a 2018 grant recipient, there is no need to
complete one.

Attached.



Explore Auburn, Washington: Lodging Tax Tourism Enrichment Program
Application Addendum

2018 Grant Recipient Metrics

1. Please indicate the amount your organization requested for the 2018 application
period: $7,500

2. Please indicate the amount your organization was granted for the 2018 application
period: $7,500

3. Please describe in great detail how the funds you were granted were used for your
event:
Tough Mudder marketing supports Seattle with promotion on Facebook and Instagram.
We reached over 600,000 users and had 261,000 engagements on our posts including
likes, shares, and comments. Please see table below for more detailed breakdown.

4. Please attach any analytics, reports, to describe the effect of the funds received
and the impact it had on your event:
In order to evaluate event media and marketing circulation, TM uses the following key
performance indicators: PR impressions, organic views (digital), organic reach (digital),
direct traffic, subscribers and followers, email capture, web traffic and sales, daily
content volume, total engagements, and repeater rate. These metrics will help TM gauge
media coverage as it relates to awareness and reach, engagement, conversion, and
retention. After the post event survey is completed, we are able to pull statistics to see
the percentage of participants that are from the particular county in which the event is
located, the percentage of participants that live in the state in which the event is located,
percentage of out of state participants, and the percentage of international participants.
We can then compare that to our official participant numbers to provide an estimate of
our out of market attendees. The out of market attendees are then compared year after
year to gauge the success of our marketing campaigns.

5. Please describe how if your organization had not been awarded a 2018 grant, what
impact would that have had on your event:
The Tough Mudder Seattle event would have been critically impacted if it had not been
awarded funds from the City of Auburn because due to rising costs of digital advertising,
it now costs significantly more money to reach the same number of people. With these
funds we were not only able to hit our target advertising numbers, but exceed them,
consequently capturing more participants and bringing in more visitors to the area.



Amount

Expense
Category

Expense Description

$2,500

National Facebook
Promotional
Advertising

Geo-targeted in-state and out-of-state advertising campaign with an approx. reach of
250K+.

Tough Mudder has 5.5M global Facebook followers (4.2M are in North America).
The primary demographic for this campaign is currently engaged Tough Mudder
Facebook followers (those who participate and interact with the brand). For more
information on primary demographics, please refer to the initial application.
Facebook advertising is focused on extended reach and increased engagement as
well as optimizing current successful platforms, and comprehensively includes 5 — 6
posts per day featuring the blog (3 — 4 posts per week), daily videos (1 post per day),
and photos (1 album per event, photos featured throughout promotion). Please
contact the applicant for more reference on potential content (obstacles, product
innovation, fitness/training, nutrition, travel, lifestyle, inspirational stories, and relevant
campaigns).

Facebook advertising specific to the event will lead to the official Facebook event
page and/or the official event page where the host community is featured.

Facebook Live content is available over event weekend.

Event will have a dedicated Facebook page and has the opportunity to feature host
community-specific content.

The duration of this campaign will be from event launch through event completion
and will be administered by Labelium.

$2,500

National Search
Promotional
Advertising

Geo-targeted in-state and out-of-state Google AdWords and Bing advertising
campaign with an approx. reach of 400K+.

Search advertisements will appear next to Google results when consumers look for
products and services offered by Tough Mudder (or associated products and
keywords such as “mud run”, “obstacle course challenge”, “half marathon”, etc. in the
geo-targeted locations).

With millions of searches per day on Google (primarily on mobile devices),
promotional search advertising ensures that consumers are exposed to the brand,
and in turn, the host community (and promotes a subtle call to action). For more
information on primary demographics, please refer to the initial application.

The duration of this campaign will be from event launch through event completion
and will be administered by Labelium.

$2,500

National Display
Promotional
Advertising

Geo-targeted in-state and out-of-state Google Display Network digital advertising and
digital video promotional campaign with an approx. reach of 350K+.

Google Display Network has the capacity to reach 90% of Internet users globally.
With specialized options for targeting, keywords, and demographics, Tough Mudder
can reach more targeted consumers (i.e, whitelisted web sites that the Tough Mudder
demographic is proven to visit) through targeting options that strategically place
messages at the right place/right time.

Display advertisements will potentially take the forms of “text” (headline, text, URL),
Gmail (custom ads), and “banner” (customized layout, interactive element,
animation).

Google Display Network facilitates attention capture earlier in the sales cycle (prior to
consumers searching for what you offer), which is key to augmenting and
supplementing Tough Mudder’s overall event marketing strategy.

The duration of this campaign will be from event launch through event completion
and will be administered by Labelium.
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Exhibit A

2019 Tough Mudder Seattle Estimated Budget

Event Description

Tough Mudder Seattle

Event Date September 21-22, 2019
Marketing and Advertising* $160,000

Operations $535,000

Overhead $60,000

Total Expenses $755,000

*Does not reflect potential City of Auburn Lodging Tax Funding

2019 Tough Mudder Seattle Estimated Itemized Expenditures for Reimbursement

Marketing & Advertising

Facebook Advertising

Geo-targeted national (US) and international (CAN)
advertising campaign with an approximate reach
of 100,000,000+.

$3,500

Search Advertising

Geo-targeted national (US) and international (CAN)
Google AdWords and Bing Search advertising
campaign with an approximate reach of 750,000+.

$3,000

Display Advertising

Geo-targeted national (US) and international (CAN)
display advertising and digital video promotion
campaign with an approximate reach of 350,000+.

$3,000

Total Expenditures

$9,500
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EVENT GVERVIEW

Tough Mudder is an obstacle course challenge inspired by British Special Forces and
designed to test participants’ overall strength, stamina, teamwork and mental grit.
Tough Mudder places great value in promoting camaraderie throughout the course,
designing obstacles that encourage group participation. Participants must commit to
helping others complete the course, putting teammates before themselves, and
overcoming their fears while having fun.

Tough Mudder held an event at Palmer Coking Coal Company for the sixth time on
Saturday, September 16, 2017 and Sunday, September 17, 2017. For the first time, Tough
Mudder Seattle consisted of a Tough Mudder, Tough Mudder Half, and Tougher Mudder.
This report outlines the demographics and travel behavior of event participants. Based
on the growth of the event, consistently high venue satisfaction, and strong community
support, Tough Mudder is exploring bringing America’'s Toughest Mudder to this market
in 2018.

Tough Mudder conducted two surveys after the Tough Mudder Seattle 2017.

1. A post-event survey was sent to all participants immediately after the event asking
general questions related to customer satisfaction, obstacle innovation and
participant demographics.

2. A second survey was sent to all participants asking questions around travel behavior,
daily expenditures and specific questions around participant experience in the

community. &m %




DEMOGRAPHICS

W< 545,000
| $45,000 - $74,999
mMale
m$75,000 - $104,999
mFemale
m > $105,000
Hm Prefer not to answer.
Participant Gender Participant Income
122
w40+
B SAT Participants
mSAT Spectators m34 -39
mSUN Participants m29 -33
mSUN Spectators W24 -28
m16 - 23
Total Event Attendance: 9,172* Participant Age

TOUGH A
WVUDDER {]
*This number does not include volunteers, staff, event personnel, or media guests. HEADQUARTERS



TRAVEL TIME

Over of participants
were visitors (non-residents) to
King County, Washington.

of participants traveled to the
event from out of state, while
traveled internationally to attend
the event.

of participants had never
traveled to King County prior to the
Tough Mudder Seattle 2017 event.

Over of participants said they
are likely to return to Palmer Coking
Coal Company or a different venue
in Seattle for a Tough Mudder event

in 2018.

Tough Mudder Seattle was the
primary reason of event guests
traveled to King County over the
event weekend.

Participant Travel
Distance (Time)

< 30 Minutes
m 30 Minutes - 1
Hour
1- 2 Hours

2 - 3 Hours

> 3 Hours
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CVERNI

GHT STAYS

of all out-of-market
overnight participants stayed in
hotels for the event. The average
length of stay was nights.

The average travel party size for
the event was people, with
of participants traveling with
people.

At least of out-of-market
overnight participants stayed in
Auburn hotels.

The average hotel rooms per
travel party per night was
rooms.

Tough Mudder primarily featured
Auburn lodging accommodations
on the official Tough Mudder
Seattle Lodging page.

Hotel/Bed &
Breakfast

m Friends/Family
m Rental
Property

Campground

Other

Overnight Participant
Accommodations (Type)
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ECONCMIC IMPACT

Tough Mudder utilized the National
Association of Sports Commissions
Economic Impact Calculator to
estimate Direct Economic Impact
from Non-Local Sources for Tough
Mudder Seattle 2017.

After providing information
regarding
and

, NASC yielded the
following summary of Direct
Economic Impact associated with
this event.

These figures are an estimate
provided by the NASC and do not
include Indirect Economic Impact,
Induced Economic Impact, Tax/Fee
Impact, or Spend by Local Sources.

Non-Local Unique Event Spectators:

Non-Local Unique Event Participants:

Direct Spending by Non-Local Unique
Event Spectators:

Direct Spending by Non-Local Unique
Event Participants:

Direct Spending from Other Non-Local
Sources:

Total Direct Spending from all Non-
Local Sources:

TougH
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(OMMUNITY EXPERIENCE

of participants had never participated in
a Tough Mudder Seattle event before,
evidencing the successes of new event
formats in this region.

Based on their experience at Tough Mudder
Seattle 2017, over of visiting participants
will visit King County within the next year for

a non-Tough Mudder purpose.

“This is truly a beautiful place. Black Diamond
is just a slice of King County which is totally
different from Seattle, [which makes it]
possible for an attendee to see the difference
between the great city and the beautiful rural
parts of Washington!”

“This location had a small town vibe and the
venue was great. You couldn’t beat the views
from the course — simply amazing.”

“It was such a beautiful area and a great place
to visit. The community was very friendly and
it seemed like a nice little town! I would
explore more of their venues for eating as
well.”




EVENT PAGE ADVERTISING

Tough Mudder conducted a 360-degree
campaign to promote Tough Mudder
Seattle. Thousands of digital
advertisements were geo-targeted and
placed on white-listed sited that the Tough
Mudder demographic have been proven to
visit. 15 Tough Mudder Seattle e-mails were
sent to participants and event guests. 3 e-
mails were dedicated to feature a link to
hotel properties in Auburn, and all e-mails
led to the Tough Mudder page where
Auburn was featured. Samples found and
additional are available upon request.

$85.00 - $100.00

+

$14599 - 514999

+

$125.00

$134.00 - 5144 00

$139.00

-+

+

$125.00

-+

I
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you'll experience exceptional shopping, exciting entertainment, outstanding
performing arts and concert venues, historical landmarks, delicious food and
many opportunities to enjoy the outdoors.

Exploring Auburn takes you through unique and special entertainment
experiences afforded by Emerald Downs, White River Amphitheater,
Muckleshoot Casino, The Outlet Collection, and nearby, Pacific Raceways.
Affectionately known as the gateway to Mt Rainier, Auburn offers everything
for the outdeoor enthusiast including bike trails, golf courses, fishing areas and
an extensive parks and trails system. Historical attractions such as the White
River Valley Museum, Mary Olson Farm and Neely Mansion allow you to get
in touch with Auburn's charming colonial heritage.

With a whole host of nationally affiliated hotels within city limits, we invite
you to stay and make time to experience all that Auburn has to offer. Auburn's
hoteliers offer a comfortable stay, affordable rates and serve as your
basecamp to explore Auburn and greater Puget Sound. For a longer visit,
Auburn is conveniently situated to other key Puget Sound-area destinations

and outdoor recreation opportunities to add to your adventure list.

For more information, please visit E{PLOREAUBURN.COM

=+

+

SAVE $40 WITH CODE SEATOUGH

TOUGH MUDDER SEATTLE

SEPTEMBER 16 & 17, 2017

ToueH
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E-MAIL ADVERTISING

deals

P.S. Siill need to book your hotel? Click -

it for our exclusive hotel

Save time {and money) by buying your parking pass before event day.

BUY SATU
BUY SUNDAY PASS ==

Need a ride to the even nd out more information en bus routes to and
from your e provided by cur official fransportation partner, Skedaddie.

LEARN MORE ==

Family and friends make the best cheering section. Share the mud and
make this weekend even more unforgetiable.

CTATOR TICK]

£ cevmemst

Get access to the first start wave of the day

ith Tougher Mudder. This
all new competitive start wave offers exclusive challenges, unigue finisher
gear, an official course time, and the ability to win prize money. (320 add-
on, Saturday only}

t into competing? You can still get in first for only $10 with First Mud.
Lock in your SAM start wave.

FIRST MUD ==
<y, MERRELL GEAR

Gear up for your weekend adventure both on and off the course.

M ¥? Mo problem. We're hooking you up
with preferred rates at hotels near the venue.

Seattle Mudder,

Need a hotel for event weekend? Book through Tough Mudder and get
access to exclusive rates at hotels near your event




_ DIGITAL ADVERTISING

1é Tough Mudder Seattle 2017

Tough Mudder

% Interested =+ Going

September 16 — September 17

Seattle, Washington

About Discussion

Tough Mudder utilized Facebook as an The Tough Mudder global brand has
advertising platform. The Tough Mudder over likes on Facebook,
Seattle page reached unique users. allowing extended viewership of all

shared material.
Over the event weekend, Tough Mudder

posted © LIVE from Seattle videos, and Tough Mudder's posts reach an average
reached over unique viewerson  of unique accounts per week.
the official brand page. TOUCH
mnﬁounn%"ﬁs‘ L2
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9/26/2018 Calculator - Economic Impact Calculator - Resources - National Association of Sports Commissions

NATIONAL ASSOCIATION OF

SPORTS

COMMISSIONS

NASC ECONOMIC IMPACT
CALCULATOR

DIRECT SPENDING ESTIMATES BY EVENT SPECTATORS - PAGE 3

The information you submitted yield several useful findings about the Event Spectators affiliated
with your event.

617 Non-Local Unique Event Spectators

162 Non-Local Parties

From the aggregate spending approach you used:

$54,241.23 is the Estimated Direct Spending by Event Spectators

Separately, it is estimated that Event Spectators generated 229  Room Nights locally.

DIRECT SPENDING ESTIMATES BY VISITING EVENT
PARTICIPANTS - PAGE 6

The information you submitted yield several useful findings about the Non-Local Event
Participants affiliated with your event.

8,090 Non-Local Unique Event Spectators
$2,555,936.89 Estimated Direct Spending by Visiting Event Participants
$1,253,010.18 of which comes from Direct Hotel Expenditures.

$8,494.71 of which comes from Direct Rental Car Expenditures

https://www.sportscommissions.org/resources/economic-impact-calculator/calculator/eid/0b379ec1-e421-41ac-9308-1b452dfb80ff/action/view 1/4
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9/26/2018 Calculator - Economic Impact Calculator - Resources - National Association of Sports Commissions

$323,608.00  of which comes from Direct Food/Beverage Expenditures

$258,886.40  of which comes from Direct Clothing Expenditures

$258,886.40  of which comes from Direct Private Auto Expenditures

$0.00 of which comes from Direct Daytime Entertainment Expenditures

$0.00 of which comes from Direct Nighttime Entertainment Expenditures

$258,886.40  of which comes from Direct Parking Expenditures

$194,164.80  of which comes from Direct Groceries/Drug Stores Expenditures

$0.00 of which comes from Direct Miscellaneous Expenditures

Separately, it is estimated that Event Participants generated 11,39 Room Nights locally.

SUMMARY OF DIRECT SPENDING IMPACTS FROM NON-LOCAL
SOURCES - PAGE 8

After providing information regarding (1) Event Spectators, (2) Event Participants, and (3) Other
Common Sources of Non-Local Spending,
this yields the following summary of Direct Spending Impacts associated with this event:

DIRECT SPENDING BY NON-LOCAL EVENT SPECTATORS $54,241.23
DIRECT SPENDING BY NON-LOCAL EVENT PARTICIPANTS $2,555,936.89
DIRECT SPENDING from OTHER NON-LOCAL SOURCES $181,500.00

TOTAL DIRECT SPENDING from ALL NON-LOCAL SOURCES

o e e . v $2,791,678.11
This is inclusive of hotel expenditures

ADDITIONALLY, AS IT PERTAINS TO ESTIMATING ROOM NIGHTS
GENERATED BY NON-LOCALS

https://www.sportscommissions.org/resources/economic-impact-calculator/calculator/eid/0b379ec1-e421-41ac-9308-1b452dfb80ff/action/view 2/4



9/26/2018 Calculator - Economic Impact Calculator - Resources - National Association of Sports Commissions

ROOM NIGHTS by NON-LOCAL EVENT SPECTATORS 299
ROOM NIGHTS by NON-LOCAL EVENT PARTICIPANTS 11,391
TOTAL ROOM NIGHTS from ALL NON-LOCAL SOURCES 11,620

SUMMARY COMMENTS - PAGE 9

Based on the information you have entered into the NASC Economic Impact Calculator, the Total
Direct Spending Impact upon your community from these various Non-Local Expenditure Sources

1S $2,791,678.11

The Total Direct Spending Impact is a conservative estimate of the Economic Impact that an event
has upon your community.

A more rigorous and complex analysis of Economic Impact would require the consideration of such
factors as:

(1) Local Spending and Income Multipliers

- Which assess (1) The degree with which Direct Spending by Non-Locals gets re-spent within the
local community and (2) What portion of all Spending Impacts eventually leaks out of the
community);

(2) Displacement

- Which distinguishes Gross and Net Economic Impact from each other by gauging what portion of
the Economic Impact generated by a particular event is Above and Beyond the historical level of
Economic Activity experienced by a community during the week or weekend of the event in
question.

Because the issues of Multipliers, Leakage, and Displacement are both (1) Event-Specific and (2)
Site-Specific, it is not possible for the Calculator herein to accurately account for these
considerations. The NASC stresses that you consult an Economic Impact Professional (e.g.
Consulting Firm, University) if you desire to account for these more rigorous aspects of Economic
Impact analysis when calculating your local impact estimates.

: Welcome To an ﬁpangﬂ
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https://www.sportscommissions.org/resources/economic-impact-calculator/calculator/eid/0b379ec1-e421-41ac-9308-1b452dfb80ff/action/view 3/4


COA\scampbe
https://engine.multiview.com/r?e=&s=G7-ILqCHf_ieNwhgr3CaoE15WQA


2019 Grant Process Timeline

Grant Council
Applications ATB Review
Available R DEC

JUN 1 OCT 18 2018

Application LTAC Recipients
Deadline Review Notified
OCT 1 NOV JAN 2019

14




Grant Recipient Evaluation Criteria

Eligibility Clarity C()]Ig%gleufﬁlty
Cost : Tourism
Effectiveness Marketing Reach
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EXPLD RE 2019 Lodging Tax Grant Application

oqwm Assessment

i

EXPLOREAUBURN.COM

Evaluation Score Sheet For Grant Applicants

Organization Information

Organization Requested
Name Amount
Contact Person Date of Event

Available Points
Points Awarded

1. Eligibility and Clarity 30 -
a. Is the application package complete and turned in prior to the stated deadline? 5
b. Has the request for funding summarized clearly the purpose of the event and the role funds would benefit if selected? 5
c. Does the project propose an efficient, economical use of the Auburn Lodging Tax funds? 10
d. How well does the event meet the LTAC’s mission and vision to “support the wider promotion and 10
marketing of Auburn in order to attract local travelers and tourism”?
2. Growth and Collaboration Potential 20 -
a. Is the event financially sustainable?. 5
b. Is this a viable event with the potential to grow in attendance and exposure? 5
c. Is there inter-organizational or community partnerships that demonstrates a community collaboration? 5
d. Does the project have broad based community support? 5
3. Value Assessment — Evaluating Impact with Funding 50 -
a. Does this event enhance the lives of local residents as well as visitors’ experience? 10
b. How great is the potential to attract sponsorships and media exposure? 10
c. Wil the project efficiently and effectively increase overnight stays, benefit local restaurants,
stimulate retail sales, and promote visitor intent to return? 10
d. The applicant states clearly how they will recognize the support if granted a Lodging Tax Grant. 10
e. Does the applicant, in the scope of work, provide for an adequate method of the evaluation of outcomes of the 10

proposed project upon completion?

TOTAL SCORE 100

COMMENTS
COMMENTS

Person Submitting Review

Name Date
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APPLICATION OVERVIEW

APPLICATIONS ARE DUE AND MUST BE RECEIVED NO LATER THAN 4:00 . ..| FRIDAY, OCTOBER 5", 2018.
Incomplete and/or late applications will not be considered. Applications may not be amended or changed
after the deadline for submission. The proposal and all documents fil ~ with the City are public records.

Please submit your completed application along with the required documentation to:

City of Auburn

Attention: Lorraine Chachere,
Tourism Coordinator

25 West Main Street

Auburn, WA 98001

OR VIA EMAIL: Ichachere@auburnwa.gov

APPLICATION CHECKLIST

O Completed application (attach additional sheets if necessary).

O a copy of your agency’s current non-profit corporate registration with Washington Secretary of
State.

O 8rochures and/or other supplemental information about your event/activity/facility and/or
recent tourism promotion efforts.

APPLICATIONS ARE DUE NO LATER THAN 4:00 PM ON FRIDAY, OCTOBER 5%, 2018.
LATE APPLICATIONS WILL NOT BE CONSIDERED.

APPLICATION TIMELINE

The Lodging Tax Advisory Committee will review your application at their November meeting. Itis
possible they may wish to interview applicants for more information or clarification.

Should the Lodging Tax Advisory Committee recommend funding for your event/activity/facility, they
will forward their recommendation to the City Council for their review and authorization. Itis
anticipated that funding decisions will be made and announced in January 2019.

How did you hear about Auburn’s Lodging Tax Tourism Enrichment Program?

\We have requested funds in previous
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2019 Application for City of Auburn Lodging Tax Tourism Grant

APPLICATION DEADLINE: FRIDAY, OCTOBER 5*", 2018 by 4:00 PM

Total Amount Requested: $_ Name of Event_Valley Cities Goecaching
Adventure/GeoTour

ORGANIZATION/AGENCY INFORMATION

Auburn Parks, Arts &

Urganizatuon/Agency Nname Federal Tax ID Number

Rick Bruya Recreation

Contact Name Title

910 9th ST SE Auburn WA

IVIalling Address city state Z1p
_253-804-5046 rbruya@auburnwa.

FIIUIIE CIndil AUUTI 5>

Auburn, Kent, Renton & Maple _TBD, Spring

Event Location Event vateys)

Check all service categories that apply to this application:

_____Tourism Promotion/Marketing

_____Operation of a Special Event/Festival designed to attract tourists

_____Operation of a Tourism Promotion Agency

_____Operation of a Tourism-Related Facility owned or operated by a non-profit organization
_____ Operation and/or Capital Costs of a Tourism-Related Facility owned by a municipality

Check which one of the following applies to your agency:

(Note: Priority will be given to non-profit or public (government) agencies for Lodging Tax funding)
_____Non-Profit (Attach copy of current non-profit corporate registration with Washington Secretary of State)
_____ Public Agency

_____ Other

APPLICANT CERTIFICATION

2
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Rick Bruya                                                        Recreation Coordinator
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2750
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910 9th ST SE                                                 Auburn          WA     98002
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253-804-5046                                                   rbruya@auburnwa.gov
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Auburn, Kent, Renton & Maple Valley

COA\scampbe
Valley Cities Goecaching Adventure/GeoTour
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TBD, Spring 2019
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| am an authorized agent of the organization/agency applying for funding. | understand that my agency
will be required to submit a report documenting economic impact results in a format determined by the
City. | also understand that:

Tourism Promotion Activities or Tourism-Related Facilities:

O This is an application for a contract with the City of Auburn and, if awarded, my organization intends
to enter into a Municipal Services Contract with the City of Auburn.

Events/Festivals:

O the applicant has, or can obtain, general liability insurance in the amount commensurate with the
exposure of the event/festival.

O the City of Auburn will only reimburse those costs actually incurred by my organization/agency and
only after the service is rendered, paid for if provided by a third party, and a completed and signed
Request for Reimbursement/After Event Report (or other form acceptable to the City) has been
submitted to the City, including copies of invoices and payment documentation.

Signature Date

Rick Bruya
Printed or Typed Name
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Describe your tourism-related activity or event:

Valley Cities Geocaching Adventure (or GeoTour, if awarded funding to cover) will be a multi-city endeavor, operated in Auburn, Kent, Renton &
Maple Valley. New geocaches will be hidden in each city and attendees will be required to find a minimum number in each city in order to earn the
geocoin prize. Except for 2016 (which had a bad weather forcast for record high winds that never materialized), we had strong growth for our
previous events (Auburn Geocaching Adventure). Our event was highly re ed amoung the statewide geocaching commmunity, who look
forward to another event. If we are able to be designeated as a formal Geo I our by Geocaching.com, we will receive a greatly increased amount
of publicity through the Geocaching.com website, drawing more vistitors from throughout the US and lilely world-wide. A recent Olympic Peninsula
GeoTour drew people from all over the world.

Describe why tourists will travel to Auburn to attend your event/activity/facility:

Historically, geocachers love to travel to events. Well-run and fun events will draw a good group of locals and visitors. By expanding the 2019
project to include four (4) cities, and hopefully being designated a formal GeoTour, we will receive national and international marketing of our
event/adventure, thus increasing this event to a nationally recognized GeoTour.

Provide an estimate of the number of participants who will attend the event/activity in each of
the following categories. Please use the Calculation Methodology as defined below:

Estimate Calculation
Methodology

(See options below)

As a direct result of your proposed tourism-related
service, provide:

a. Overall attendance at your event/activity/facility 200- oDC olC RS
nnn olS oSE
b. Number of people who travel more than 50 miles for 75- oDC alC oRS
your event/activity nn oIS oSE
c. Of the people who travel more than 50 miles, the oDC olC oRS
number of people who travel from another country or (if50+ alS oSE
state e
d. Of the people who travel more than 50 miles, the oDC oIC oRS
number of people who stay overnight in UNPAID 20 olS oSE

accommodations in Auburn

e. Of the people staying overnight, the number of oDC oIC oRS

people who stay in PAID accommodations o oIS oSE

(hotel/motel/bed & breakfast) in Auburn

f.  Number of paid lodging room nights resulting from oDC oIC oRS

your event/ activity/ facility 25+ olS oSE
(example: 25 paid rooms on Friday and 50 paid rooms on Saturday
=75 paid lodging room nights)

Glossary for Calculation Methodology Options:
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< Direct Count: (DC) Actual count of visitors using methods such as paid admissions or
registrations, clicker counts at entry points, vehicle counts or number of chairs filled. A direct
count may also include information collected directly from businesses, such as hotels, restaurants
or tour guides, likely to be affected by an event.

< Indirect Count: (IC) Estimate based on information related to the number of visitors such as
raffle tickets sold, redeemed discount certificates, brochures handed out, police requirements for
crowd control or visual estimates.

% Representative Survey: (RS) Information collected directly from individual visitors/
participants. A representative survey is a highly structured data collection tool, based on a defined
random sample of participants, and the results can be reliably projected to the entire population
attending an event and includes margin of error and confidence level.

< Informal Survey: (IS) Information collected directly from individual visitors or participants in
a non-random manner that is not representative of all visitors or participants. Informal survey
results cannot be projected to the entire visitor population and provide a limited indicator of
attendance because not all participants had an equal chance of being included in the survey.

< Structured Estimate: (SE) Estimate produced by computing known information related to the
event or location. For example, one jurisdiction estimated attendance by dividing the square
footage of the event area by the international building code allowance for persons (3 square feet).

< Other: (please describe)

Is there a host hotel for your event?  Yes O Nol:l

If yes, list the host hotel(s):
Not at this time, but very

If a host hotel(s) was/were used last year, please provide an estimate of how many rooms were

booked last year at each hotel.
We know that at least four out-of-town people who attended last year stayed 1-2

Describe the prior success (number of attendees, media exposure, etc.) of your

event/activity/facility in attracting tourists:

2015 was the initial year, with over 100 attendees at the opening launch event. 2016 was the supposed bad weather year that never
materialized, so we were down to around 75 attendees, when we had expected many more coming from longer distances. 2017 showed growth
with almost 200 people attending the opening launch event. Expansion is sure to bring more visitors, as we have been asked numerous times
over the summer if we were holding a 2018 event. We delayed it until 2019 in order to expand and improve the event.

Describe your target tourist audience (location, demographics, etc.):

Our largest audience will be all of Washington state, adjoining areas of Oregon, Idaho and British Columbia. Additional marketing from
Geocaching.com through a formal GeoTour, a world-wide audience will be specifically notified of a new GeoTour and draw a much larger
number of attendees from a much broader area.

Describe how you will promote your event/activity/facility to attract overnight tourists:
We have a contact list of over 200 individuals who have attended past events and are anxious to return to an event they consider to be of high
quality. It will als be promoted through various media of Washington State Geocaching Association (WSGA), and Geocaching.com.
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8. How do you intend to use the Lodging Tax funds if selected as a grant recipient? (Please be as

descriptive as possible with the strategy, plan and reasons for your application.)
Lodging Tax funds will cover costs for the formal GeoTour, the increased cost for a multi-city coin (similar to the one done by Tri-Cities each year in
their annual geocaching adventure that covers four cities), light breakfast items at event launch, containers to hold the newly placed geocaches and
other items placed in the geocaches, printing of logbooks and labels for geocaches placed.

9. Describe how you will promote lodging establishments, restaurants, and businesses located in the
City of Auburn. What will the City of Auburn/Tourism get in return for funding (e.g. logos, links
print material, radio, TV etc.)?:

The coin will include the logo for each city involved as they will share expenses equally. We will put together a flyer to list hotels, resturants, etc.,
who welcome geocaching and may offer a discount for those participating in the event.

10. Are you applying for Lodging Tax Grants from another community? Yes O No[d

If yes, list the other jurisdiction(s) and amount(s) requested.
Yes, Kent application has been made and Renton will be made when they announce the dates it is available. Maple Valley has no hotels, so their
Economic Development Department believes that funding will come from their Parks Department and /or Economic Development funding. All cities
will share equally in the project.
11. What will you or your organization do differently this year that will improve upon last year’s

event?
By being designated a formal GeoTour, our marketing reach will vastly increase by huge numbers as evidenced by data developed by those attending

such events. After the opening event weekend, goecachers will continue to arrive to complete the adventure/GeoTour, which continues until all
geocoins are gone, which usually takes 6-12 months.

12. What is the overall budget for your event/activity/facility? Please provide an itemized list

identifying each type of expenditure to be reimbursed.
Geocaching.com Silver Level GeoTour $3000; Geocoin (300)- 0, this is a four part coin with each section representing each city; Light food
items for launch $250; Printing of passports, maps, hints & parking coordinates $500, Containers for geocache placement (40, 10 in each city)$500;
Office Supplies (labels for containers, log books, supplies, etc) $250; total budget $11,000

25

13. What percent of your budget are you requesting from Auburn Lodging Tax Fund? %

14. Please identify your top 5 sources of revenue anticipated for your 2019 event not including
requested City of Auburn LTAC funds. (Please do not include in-kind contributions.)

Source of Revenue Amount Confirmed? Y/N Date Funds
Available

Kent L o

"Renton Tourism $2750 N¢ N

Maple Valley Econ. Development or Parks ~ $2750

No o

15. What will you cut from your proposal or do differently if full funding for your request is not
available or recommended?

If we are unable to receive funding to cover the proposed budget from all sources, we will revise the event to include only the cities who contribute.
We will change how many coins and the design of the coin but still include all cities that contribute. We may not be able to get the GeoTour
designation if we don't get full funding from all four cities. If funding from only two cities we would reduce overall cost to keep within pledged
funding from contributing cities.

6
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Renton Tourism                            $2750                                          No
Maple Valley Econ. Development or Parks     $2750                        No                                                          

COA\scampbe


COA\scampbe


COA\scampbe
If we are unable to receive funding to cover the proposed budget from all sources, we will revise the event to include only the cities who contribute.  
We will change how many coins and the design of the coin but still include all cities that contribute. We may not be able to get the GeoTour 
designation if we don't get full funding from all four cities.  If funding from only two cities we would reduce overall cost to keep within pledged funding from contributing cities.

COA\scampbe
$2750

COA\scampbe


COA\scampbe


COA\scampbe


COA\scampbe
No                                                    

COA\scampbe


COA\scampbe
                                                     

COA\scampbe


COA\scampbe


COA\scampbe
25

COA\scampbe
2019

COA\scampbe


COA\scampbe


COA\scampbe


COA\scampbe
2019

COA\scampbe


COA\scampbe
2019
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16. Funding History
Was this event previously funded with Auburn lodging tax funds in the past four years?
YES NO

Funded in 2015, 2016 but not funded in 2017 (Parks, Arts & Rec Department
17. If yes, how much funding did you receive in:

2015 33000 o 2017 % 2018

18. Number of total years you have received City of Auburn lodging tax funds: Two

19. If you received a 2018 Lodging Tax Grant, please fill out the attached report showing how funds
awarded were used. If you were not a 2018 grant recipient, there is no need to complete one.



COA\scampbe
Funded in 2015, 2016 but not funded in 2017 (Parks, Arts & Rec Department funded)

COA\scampbe
$3000                                        $3500

COA\scampbe
$0

COA\scampbe


COA\scampbe


COA\scampbe
Two


APPLICATION OVERVIEW

APPLICATIONS ARE DUE AND MUST BE RECEIVED NO LATER THAN 4:00 PM FRIDAY, OCTOBER 5*h, 2018,
incomplete and/or late applications will not be considered. Applications may not be amended or changed
after the deadline for submission. The proposal and all documents filed with the City are public records.

Please submit your completed application along with the required documentation to: -

City of Auburn

Attention: Lorraine Chachere,
Tourism Coordinator

25 West Main Street

Auburn, WA 98001

OR VIA EMAIL: Ichachere@auburnwa.gov

APPLICATION CHECKLIST

ﬂCompleted application (attach additional sheets if necessary).

O a copy of your agency’s current non-profit corporate registration with Washington Secretary of
State.

O Brochures and/or other supplemental information about your event/activity/facility and/or
recent tourism promotion efforts.

APPLICATIONS ARE DUE NO LATER THAN 4:00 PM ON FRIDAY, OCTOBER 5%, 2018.
LATE APPLICATIONS WILL NOT BE CONSIDERED.

APPLICATION TIMELINE

The Lodging Tax Advisory Committee will review your application at their November meeting. Itis
possible they may wish to interview applicants for more information or clarification.

Should the Lodging Tax Advisory Committee recommend funding for your event/activity/facility, they

will forward their recommendation to the City Council for their review and authorization. Itis
anticipated that funding decisions will be made and announced in January 2019.

How did you hear about Auburn’s Lodging Tax Tourism Enrichment Program?

C/l;/ o /fw/éd///)
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2019 Application for City of Auburn Lodging Tax Tourism Grant

APPLICATION DEADLINE: FRIDAY, OCTOBER 5*, 2018 by 4:00 PM

Total Amount Requested: $ g/ JJC  Name of Event MC/X/‘!’&LD ///)C'//f’/é'/7 "/‘mfﬂ'd‘ D”‘/

ORGANIZATION/AGENCY INFORMATION

Univisien 5«%74/& g/ -0222 050
Organization/Agency Name Federal Tax ID Number
Tuen }goc,/f/yc/—ézf En/zfml (}r//n/f‘n«/d/
Contact Name - Title
140 b Ave ¥ SeHle WA g8177
Mailing Address City State Zip

206 248 2088 [ U@y 205wt P e come
Phone Email Address
Les éﬂr/c_ Pa//< - /J(/é . ?//ﬁv///
Event Location Event Date(s)

APPLICANT CERTIFICATION

2
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I am an authorized agent of the organlzatlon/agency applylng for funding. -| understand that my agency -
will be required to submit.a-report documenting economic |mpact results ina format determlned by the
City. | a|so understand that: .

Tounsm Promotion Actlwtles or Tourlsm Related Facnlltle

to enter mto a Munlcxpal Serwces Contract with the Clty of Auburn

Events/Festivals:

m The applicant has, or can obtain, general hablhty msurance
exposure of the event/festlval : :

MThe C'ty °f AUb””‘ W'” Onlv reimburse those costs actu 11

Signature < , Date

T ven Eo o[ ()Moez—~

4

Printed or Typed Name
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Describe your tourism-related activity or event:

/v/ﬁ}(/'r"m/’) /ne(c’//f’”C/CM(C /-BA\‘ rs Mﬂ//dlé)/ Gdéﬂ’[ /‘/3 A (‘a//wJ»/'

Cé/&élc//aﬂ ot a// Kav[é//) /du/r///‘fﬁc/ '%én{léﬂ"y} 'jz/ffi 7/4/’7://1,//
s &G S G / .- S 283

71(‘)///(/-4/ _5//,é/w // R o 3)&///47

And /‘//j & s
/ 7oc (/anm‘n}, s,‘.qj ,’nj m/vcf/eff/d//vv/j,q/n .

< V/J‘//»(, -,L re bﬁé

Describe why tourists will travel to Auburn to attend your event/activity/facility:
Since< fﬁ"% s / /%c, é/‘;//ﬂ,‘c /a‘Mﬂ?dﬂ,;/Y A //@
5,[&»/4, 0/ W4 s M e/ com Q/t'jff /7(/«-‘-/)/_5 / A+ 4 o
Masslean , ¢oererep,’ Wil Frase Lo ccleF ik

%'/ /U/'/U/C/ aL/’I(j/ #ywc//,/;"//7§«

Provide an estimate of the number of participants who will attend the event/activity in each of
the following categories. Please use the Calculation Methodology as defined below:

Calculation
Methodology

(See options below)

As a direct result of your proposed tourism-related Estimate

service, provide:

Overall attendance at your event/activity/facility

8k +

oDCWIC oRs

olS oSE

Number of people who travel more than 50 miles for ;Zk DDC)ﬁC oRS
your event/activity oIS OSE
Of the people who travel more than 50 miles, the oDCRIC aRs

36’& oIS oSE
number of people who travel from another country or
state
Of the people who travel more than 50 miles, the J oDC 54C oRS
number of people who stay overnight in UNPAID A0 olS aSE

accommodations in Auburn

Of the people staying overnight, the number of

nDC PC ORS

people who stay in PAID accommodations 5 142 ols oSE
(hotel/motel/bed & breakfast) in Auburn

Number of paid lodging room nights resulting from oDCYIC ORS
your event/ activity/ facility 50100 | ols osE

(example: 25 paid rooms on Friday and 50 paid rooms on Saturday
=75 paid lodging room nights)

Glossary for Calculation Methodology Options:
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7

% Direct Count: (DC) Actual count of visitors using methods such as paid admissions or
registrations, clicker counts at entry points, vehicle counts or number of chairs filled. A direct
count may also include information collected directly from businesses, such as hotels, restaurants
or tour guides, likely to be affected by an event.

% Indirect Count: (IC) Estimate based on information related to the number of visitors such as
raffle tickets sold, redeemed discount certificates, brochures handed out, police requirements for
crowd control or visual estimates.

% Representative Survey: (RS) Information collected directly from individual visitors/
participants. A representative survey is a highly structured data collection tool, based on a defined
random sample of participants, and the results can be reliably projected to the entire population
attending an event and includes margin of error and confidence level.

% Informal Survey: (IS) Information collected directly from individual visitors or participants in
a non-random manner that is not representative of all visitors or participants. Informal survey
results cannot be projected to the entire visitor population and provide a limited indicator of
attendance because not all participants had an equal chance of being included in the survey.

% Structured Estimate: (SE) Estimate produced by computing known information related to the
event or location. For example, one jurisdiction estimated attendance by dividing the square
footage of the event area by the international building code allowance for persons (3 square feet).

+ Other: (please describe)

Is there a host hotel for your event?  Yes O Noﬁ
If yes, list the host hotel(s):

If a host hotel(s) was/were used last year, please provide an estimate of how many rooms were

booked last year at each hotel. /74

Describe the prior success (number of attendees, media exposure, etc.) of your

event/activity/facility in attracting tourists:
é /‘//ﬂ/C—— '7[45\/7 3/4 o /C' /(/) q//(ﬂr/cm('{

Me. rece ve /o:
/}v/)/yc/jg ﬁa'vz- #4@ :/«—7- WL—/ Aai '/k//c’d(/{/a/ c oM

U’? ision S //7//(: :

Describe your target tourist audience (location, demographics, etc.):
/‘4”‘«'/"/7/ WA/ w < 7/0\«*9 A f{a/d//j) 16-YT nd S.nce
%AC ec/zﬂ'/ /s /é,“plﬁ ///«’/“c//y we. AM, s /01/0/7/(4,/»1(\,/'{ 5 ﬂ/,/(/waé)

Describe how you will promote your event/activity/facility to attract overnight tourists:

r/7fﬂUj/ 7"'/‘6”//‘{7/\”/\ %ﬂc_/ So C/'ca,//‘/'cc//(&\.
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8. How do you intend to use the Lodging Tax funds if selected as a grant recipient? (Please be as
descriptive as possible with the strategy, plan and reasons for your application.)

W e L(//// s/ -/0/ TV c«,cj(/«!f//ﬁ'/rzy VL(’\QZ Q,Vfﬂﬁ'vfﬁ
505'/ “>, 5"/”‘7'—’ w’llﬂ_ﬁacffxg/.“

9., Describe how you will promote lodging establishments, restaurants, and businesses located in the
City of Auburn. What will the City of Auburn/Tourism get in return for funding (e.g. logos, links
print material, radio, TV etc.)?:

UC'/ A//‘///b/o/’td . %A( C}vZ\‘ &7//40/)()//1 S o //chvz///gj/\j

et e/ el S A e 7 V.
10. Are you applying for Lodging Tax Grants from another community? Yes O Nﬂ

If yes, list the other jurisdiction(s) and amount(s) requested.

11. What will you or your organization do differently this year that will improve upon last year’s
? . .
event: We idf// (ontNVE increslng 7’—/7(’/ Nor D ecr o
TV 0o eve /4N~/j c\,rnf //om%//c/m,

12. What is the overall budget for your event/activity/facility? Please provide an itemized list
identifying each type of expenditure to be reimbursed. — Q/ 7Z
5,[4;,)(// - 5, bdo /c«»[v/ éc/-)c 16000
S oo _ /000

Pﬁxrl/ac/ /4«:/‘/«4! 7//51'/" S ,5'2/&&0
13. What percent of your budget afe you requesting from Auburn Lodging Tax Fund? gé %

14. Please identify your top 5 sources of revenue anticipated for your 2019 event not including
requested City of Auburn LTAC funds. (Please do not include in-kind contributions.)

Source of Revenue Amount Confirmed? Y/N Date Funds
) 7 Available 7
Aéﬂoﬂjofséﬁ/’f- f/// eeo A/"‘!L 7/-67[ EBP

15. What will you cut from your proposal or do differently if full funding for your request is not
available or recommended? /

Eh‘[ﬁf W N WAy



16.

17.

18.

19.
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Funding History
Was this event previously funded with Auburn lodging tax funds in the past four years?
YES NO

If yes, how much funding did you receive in:

2015 37 3/ 902 2016 __$ 47000 2017 __NUNE 2018 &

Number of total years you have received City of Auburn lodging tax funds: 2 /\/‘W‘ >

If you received a 2018 Lodging Tax Grant, please fill out the attached report showing how funds
awarded were used. If you were not a 2018 grant recipient, there is no need to complete one.
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APPLICATION OVERVIEW

APPLICATIONS ARE DUE AND MUST BE RECEIVED NO LATER THAN 4:00 PM FRIDAY, OCTOBER 5%, 2018.
Incomplete and/or late applications will not be considered. Applications may not be amended or changed
after the deadline for submission. The proposal and all documents filed with the City are public records.

Please submit your completed application along with the required documentation to:

City of Auburn

Attention: Lorraine Chachere,
Tourism Coordinator

25 West Main Street

Auburn, WA 98001

OR VIA EMAIL: Ichachere@auburnwa.gov

APPLICATION CHECKLIST

E/Completed application (attach additional sheets if necessary).

O a copy of your agency’s current non-profit corporate registration with Washington Secretary of
State.

E’ Brochures and/or other supplemental information about your event/activity/facility and/or
recent tourism promotion efforts.

APPLICATIONS ARE DUE NO LATER THAN 4:00 PM ON FRIDAY, OCTOBER 5", 2018.
LATE APPLICATIONS WILL NOT BE CONSIDERED.

 APPLICATION TIMELINE

The Lodging Tax Advisory Committee will review your application at their November meeting. It is
possible they may wish to interview applicants for more information or clarification.

Should the Lodging Tax Advisory Committee recommend funding for your event/activity/facility, they
will forward their recommendation to the City Council for their review and authorization. It is
anticipated that funding decisions will be made and announced in January 2019.

How did you hear about Auburn’s Lodging Tax Tourism Enrichment Program?

Vast Recipiont
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2019 Application for City of Auburn Lodging Tax Tourism Grant

APPLICATION DEADLINE: FRIDAY, OCTOBER 5", 2018 by 4:00 PM

Total Amount Requested: $ 5,000,03/ Name of Event AUIDLLYH‘S Pe;\’pmloom

ORGANIZATION/AGENCY INFORMATION

Lty of Auburn Favks, Avts & Rec, al- ko022

Organlization/Agency Name Federal Tax ID Number

CILHS'\*X Pachuiarz Slmual Evende Condinator
ontact Name Titld

Q1o Niath &t §€ Aubwrn WA Q8002

Mailing Address City State Zip
15%-95( - 2052 Lpachddairy @ guburnyd,dov

Phone Email Address J
Came Farm fuvk SaMVAmv,Maq I, 2014

Event Location Event Date(s) !

Check all service categories that apply to this application:
_____Tourism Promotion/Marketing
_~" Operation of a Special Event/Festival designed to attract tourists
Operation of a Tourism Promotion Agency
Operation of a Tourism-Related Facility owned or operated by a non-profit organization
____ Operation and/or Capital Costs of a Tourism-Related Facility owned by a municipality

Check which one of the following applies to your agency:

(Note: Priority will be given to non-profit or public (government) agencies for Lodging Tax funding)
__Non-Profit (Attach copy of current non-profit corporate registration with Washington Secretary of State)
_ +~ Public Agency

____ Other

APPLICANT CERTIFICATION
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| am an authorized agent of the organization/agency applying for funding. | understand that my agency
will be required to submit a report documenting economic impact results in a format determined by the
City. lalso understand that:

Tourism Promotion Activities or Tourism-Related Facilities:

4 This is an application for a contract with the City of Auburn and, if awarded, my organization intends
to enter into a Municipal Services Contract with the City of Auburn.

Events/Festivals:

LA The applicant has, or can obtain, general liability insurance in the amount commensurate with the
exposure of the event/festival.

B/The City of Auburn will only reimburse those costs actually incurred by my organization/agency and
only after the service is rendered, paid for if provided by a third party, and a completed and signed
Request for Reimbursement/After Event Report (or other form acceptable to the City) has been
submitted to the City, including copies of invoices and payment documentation.

Y (hheron— afiajiv

Signature ! Date

Vyishy L. Pachaarz

Printed or Typled Name
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1. Describe your tourism-related activity or event: ) )

VeApalooza, 15 a \arge-scale fectival dééiﬁ hed for _ammal lovers., The “Free! event |
15 held avmuall( h Mw/ & features a variehy of animal entertainment gnd
atvactions for all w}oyJ The mix of festival activitres includes a 3¢/5K Do

Trok Fun Run, & petting 2o and other children's activities, a variety of pet lntests,
an agi\u‘i\/ ared, over” 150 vendorsj pet adophoSMS, low-(ost serviteS and imore,

2. Describe why tourists will travel to Auburn to attend your event/activity/facility:

Perpalosza is 4 niche ¢vent for pet-lovers and foiks have Shown they arve

willing to fravel fv +his evend. The number of participants vendors, Sponsors

and Festival-gocrs donfinues 4o e beginﬂt'-ﬂj with just a few hundred Doj
Tt Y(lrhulpamG ln 2008 4o over boo at the 2016 eyent.

3. Provide an estimate of the number of participants who will attend the event/activity in each of
the following categories. Please use the Calculation Methodology as defined below:

As a direct result of your proposed tourism-related Estimate | Calculation
service, provide: Methodology
(See options below)
a. Overall attendance at your event/activity/facility oDC mIC ORS
500
! olS oSE

b. Number of people who travel more than 50 miles for "MO oDC lC aRS
your event/activity ' alS mSE

c. Ofthe people who travel more than 50 miles, the oDC oIC oRS
number of people who travel from another country or h0 olS ®SE
state

d. Of the people who travel more than 50 miles, the oDC alC cRS
number of people who stay overnight in UNPAID 05 olS mSE
accommodations in Auburn

e. Ofthe people staying overnight, the number of oDC alC cRS
people who stay in PAID accommodations %0 alS mSE
(hotel/motel/bed & breakfast) in Auburn

f.  Number of paid lodging room nights resulting from , 5 @DC olC oRS
your event/ activity/ facility 4 oIS oSE
(example: 25 paid rooms on Friday and 50 paid rooms on Saturday
=75 paid lodging room nights)

Glossary for Calculation Methodology Options:
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< Direct Count: (DC) Actual count of visitors using methods such as paid admissions or
registrations, clicker counts at entry points, vehicle counts or number of chairs filled. A direct
count may also include information collected directly from businesses, such as hotels, restaurants
or tour guides, likely to be affected by an event.

% Indirect Count: (IC) Estimate based on information related to the number of visitors such as
raffle tickets sold, redeemed discount certificates, brochures handed out, police requirements for
crowd control or visual estimates.

< Representative Survey: (RS) Information collected directly from individual visitors/
participants. A representative survey is a highly structured data collection tool, based on a defined
random sample of participants, and the results can be reliably projected to the entire population
attending an event and includes margin of error and confidence level.

<+ Informal Survey: (IS) Information collected directly from individual visitors or participants in
a non-random manner that is not representative of all visitors or participants. Informal survey
results cannot be projected to the entire visitor population and provide a limited indicator of
attendance because not all participants had an equal chance of being included in the survey.

% Structured Estimate: (SE) Estimate produced by computing known information related to the
event or location. For example, one jurisdiction estimated attendance by dividing the square
footage of the event area by the international building code allowance for persons (3 square feet).

% Other: (please describe)

4. Is there a host hotel for your event?  Yes O No B
If yes, list the host hotel(s):

No host hetrel .

If a host hotel(s) was/were used last year, please provide an estimate of how many rooms were
booked last year at each hotel.

S

5. Describe the prior success (number of attendees, media exposure, etc.) of your
event/activity/facility in attracting tourists: . o
Pekpalovza was created in 200840 athvact pet-lovers to Aubura - a hlglf\ky
niche market seqaeint, The numper ot partidpauts, vendors , spnavs and =~ T
feshivtl-goers Cowtinites 1o §ow) with -op attendance €hmated db b 500, Over 5% of
e Dog TVOY parricparts gie from outside Aulurn, Almost lS‘?’%«Hm partict patinag
0Y5 [ome An + miles . VAl fert A are Loming Hom 504 miles
V&V\dDesbcriEgcourﬁgr@t touristh:\udci)encc{y((ﬁ')\c{atioﬁl, éler%gtgj(r%pms}:\gt‘g :alr%(, udin 1:»7% O\,“’m&’ 5?%%'
we ave Vuluzsﬁnz lodging X funds épcc‘afﬁ ml't/ 4o 'iztrg.@f
pet-1oving Tindividuals Fhat live So+ miles Hom Auburn.

7. Describe how you will promote your e\{ent/activity/facility to attract overnight tourists: 4

The overall event 1S advertised veqionally through paid advertisements

N VLrious newspdpers, with owr media p rth<rg” (100, T The Wolt, Modern

Doy Magazine , Gty D0 Magaziag and Vet Connection MflqtfiZl\r\e), e also include

ouv vk inﬁrmaéom in ‘specm\f\/ animal publicationS, oin-line event _

alendar Submissions and sponsored Facehic posts. Additimal Vmurte,hrﬂ includes
- i blas the Gitys Datdlpase of subcivibers

regional posters email blastd tv the | e .1

o vid, bookmarks and figers that are mailed 1o over 100 petfiendy

(st lishiments. & we are awarded funding, we will use It +o mar ket +o

pet-lovers via Facebook, Jrhrouﬂh LityDog Maga 2ine. and other media put|etz

that are 50+ miles Hrom Aulatrne
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8. How do you intend to use the Lodging Tax funds if selected as a grant recipient? (Please be as
des_criptive as possible with the strategy, plan and reasons for your ap_plication.)
;'))Fullam ¢ advahsw-ﬂwck cover, Wiater [ssue) of City Dog Maga2ine
) Month\ E-plast Header (Jan,~mMay,2014) in Gty Dog Magazine's montly ¢lolag
. , Jan, — M st
2. \(/(Lmub‘ LB D0g Tt Promoted mlhwwk {70515+y J g /
H.) Vanous Perpalooza Promoeted Facciook posts.
9. Describe how you veill promote lodging establismg?rest 83‘1:?, and businesses located in the
City of Auburn. What will the City of Auburn/Tourism get in return for funding (e.g. logos, links
print material, radio, TV etc.)?: We witl molud&_ a '!Vllb’fD‘-’H/\c’f Auburn Toy rism
welsike on bhoth the Petpaloviee and 0Dog Trot websies, wWe will (nclude 4 ‘all-ouk’
on ow—ﬁmgpaz}c (‘,M-yDo ad for our petHv dlz hotelg, We will include exploveaulourn, Com
0 POVISD

in +he onfirmatio ) Trotters ve | ¢ our %Ccmotevem‘ bages,
Ll bl ”? ndpcs and © munirfe?‘l‘{(ledsﬁ No Paﬁ

10. Are you applying for Lodging Tax Grants from another co
If yes, list the other jurisdiction(s) and amount(s) requested.

Not ch/u%ﬁnj from another wimmunity.

11. What will you or your organization do differently this year that will improve upon last year’s
event?

We Stvive to enswre +hat our events dont become Stagnadd, 50 we are

continually changing layouts, Seeking new ponsors and pirw‘nergh:ps ool

Confvacting m@x #ew vendors/ en tainers, Tn 2014 we hope to work with

owv medid” partners o wdiize move mgim\ medid, tp reach an mcreased audience,
12. What is the overall budget for your event/activity/facility? Please provide an itemized list

identifying each type of expenditure to be reimbursed. o0 q . _ ;

The ovcmMud\hga- o PeApaloota js %29,000,°; the only éX_Pem‘/ilTqu/ 1)
be veimbur wd e paid marketing expenses +hat speabically relat®
0 additional advexheinﬂ effortz that might be fund ed by the mj Tax Fundg,
13. What percent of your budgetare you requesting from Auburn Lodging Tax Fund? %

14. Please identify your top 5 sources of revenue anticipated for your 2019 event not including
requested City of Auburn LTAC funds. (Please do not include in-kind contributions.)

Source of Revenue Amount Confirmed? Y/N Date Funds
j Available
Vendor Fees #15,000.7% No 5/15/2004
Sponsorships % 10,000 Ne 5/12( 2004
Dog Tt Registvations  # 10,000, No 5/19[2011
ik Sales ¥ W00 No 5/20i4

15. What will you cut from your proposal or do differently if full funding for your request is not
available or recommended?

We dre only looking 1o exkend /eupplement tur advertisi efforts
we are awarded” gratt Funding. We ake hot geeli \ocﬂguﬁ
iy Funds o off-set he wrent budget. 6
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17.

18.
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Funding History
Was this event previously funded with Auburn lodging tax funds in the past four years?
v~ YES NO

If yes, how much funding did you receive in:

2015 2016 ¥5,000.° 2017 42,500.° 2018 35,500,

Z
Number of total years you have received City of Auburn lodging tax funds: o

If you received a 2018 Lodging Tax Grant, please fill out the attached report showing how funds
awarded were used. If you were not a 2018 grant recipient, there is no need to complete one.
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_ APPLICATION ADDENDUM

Please complete this addendum only if you received a lodging tax grant for the 2018 fiscal year.
APPLICATIONS ARE DUE AND MUST BE RECEIVED NO LATER THAN 4:00 PM FRIDAY, OCTOBER 5%, 2018.
Incomplete and/or late applications will not be considered. This addendum is a requirement for all
previously granted applicants to be considered for the 2019 fiscal year.

Please submit your completed application along with the required documentation to:

City of Auburn

Attention: Lorraine Chachere,
Tourism Coordinator

25 West Main Street

Auburn, WA 98001

OR VIA EMAIL: Ichachere@auburnwa.gov

2018 GRANT liECIPIENT METRICS

o
1. Please indicate the amount your organization requested for the 2018 application period: $ 5 L000. -

2. Please indicate the amount your organization was granted for the 2018 application period:

$.3.500,°”

. Please describe in great detail how the funds you were granted were used for your event:
L) Full-page, full color ad n (‘,ih/l?a? Maga zine (winker 201 Editien). This ad included &«
tallait o sy - Aubiirn ‘hdtele, dnd fargets the Seatle Meto aveds Cortlgad and Son Francispo,
2)) Elast Header in (‘;i+yoeg Magazine monthly cflpmg-r (Ton—May).
2) b voviety of cponcored Tactlood ads fargehng users 50+ milet from Aulucq
40 'Sty 2 Play /, We included gxploredulann “and Zlso our (ebsite ; whidh has o ik t e
4. Please attach any analytics, reports, to describe the effect of the funds received and the impact it ;,Ww(wuwm
had on your event. welgtte W

3

e

that have had on your event: £ W& Wexe not awamdk ‘ﬁ'\L 2019 gnn-r, we wouldnb
have leen ale v .L)H'Cl/ld/fu pplamn{r our LXIS"hg 4dye§~|—’,5)'(g P
b\/ -ﬂqﬁ"@ those 50+ miley ndzide of Aubiirn,

5. Please describe how if your organization had not been awarded a 2018 grant, what impact would

THANK YOU!



Event/Festival Sponsor must submit this report no later than one week after event or in the

designated time frame stipulated in your award letter, along with relevant and requested recelpts.
Failure to provide the requested information will result in non-reimbursement of awarded funds and

non-acceptance of future event application funding.

Please provide a good faith estimate of the number of participants who will attend the event/activity to the best
of your knowledge in each of the following categorles,
The entire report must be completad in its entirety and legible, Any Incomplete reports will not be accepted,

As a direct result of your proposed tourism-related service, Actual Calculation
provided: Methodology
(See below)
Overall attendance at your event/activity/facllity \/ (‘9 D) oDC olC RS
(e \ ( DIS}(SE
Number of people who traveled more than 50 miles for your - oDC oIC IRS
event/activity 01(71 O olS HSE
Of the people who traveled more than 50 miles, the number of wDC oIC oRS
people who traveled from another country or state L\‘M mls%E
Of the people who traveled more than 50 miles, the number of . oDC miC tRS
people who stayed overnight In Auburn &\ @\ alS oSE
Of the people that stayed overnight, the number of people who oDC olC tRS
stayed in PAID accommodations (hotel/motel/bed & breakfast) %—1 O oS mSE
In Auburn :
Number of pald lodging room nights resulting from your event/ . . nDC o€ oRS
| activity/ facility (example: 25 pald rooms on Friday and 50 paid L,\ Q) oS oSE
rooms on Saturday = 75 pald lodging room nights)

Calculation Methodology Optlons:

Direct Count (DC): Actual count of visltors using methods such as pald admisslons or registrations, clicker
counts at entry polnts, vehicle counts or number of chairs fllled. A direct count may also Include
information collacted directly from businesses, such as hotels, restaurants or tour guides, likely to be
affected by an event,

Indirect Count {IC): Estimate based on Informatlon related to the number of visitors such as raffle tickets
sold, redeemed discount certificates, brochuras handed out, pollce requirements for crowd control or
visual estimates.

Representative Survey (RS): Informatlon collected directly from individual visltors/ participants. A
representative survey Is a highly structured data collectlon tocl, based on a defined random sample of
participants, and the results can be rellably projected to the entire population attending an event and
includes margin of error and confldence level,

Informal Survey (IS): Informatlon collected directly from Individual visitars or participants in a non-
randoim manner that Is not representative of ail visitors or partlcipants, Informal survey results cannot be
projected to the entire visltor population and provide a limlted indicator of attendance because not all
participants had an equal chance of belng Included In the survey,

Structured Estimate (SE): Estimate produced by computing known Information related to the event or
location, For example, one Jurisdiction estimated attendance by dividing the square footage of the event
area by the Internatlonal bullding code allowance for parsons (3 square feet).

Other (O): (please dascribe)




Petpalooza Tourism Marketing — 2018

Sponsored Facebook Ads: Notes  Fee
Petpalooza — Event Boost Targeting users 50+ miles from Auburn, $925

with link to Auburn’s Petpalooza web

page, which has a link to

ExploreAuburn.com and a list of Auburn

hotels.
Petpalooza — 3K/5K Dog Trot Boosted Post | Targeting users 50+ miles from Auburn $500
~ Stay and-Play focus with link to Dog Trot Registration.

Included #ExploreAuburn.
Petpalooza — 3K/5K Dog Trot Bosted Post — | Targeting users 50+ miles from Auburn $300
Stay and Play focus with link to Dog Trot Registration.

Included #ExploreAuburn.
City Dog Magazine Advertising ' ‘
Promoting event & pet friendly hotels This advertisement included a call-outto | $975
(Winter 2018 Magazine) stay in Auburn hotels (see ad attached).

CityDog Magazine targets Seattle,

Portland and San Francisco pet owners,
Generic Petpalooza Header in Magazine This will be a generic Dog Trot and/or $800
Monthly e-blast (January, February, March, | Petpalooza header, with link to Auburn’s
April & May) Petpalooza web page, which has a link

to ExploreAuburn.com and a list of

Auburn hotels. CityDog Magazine

targets Seattle, Portland & San Francisco

pet owners. Their e-blast is delivered to

approx. 10,000 addresses.

Total 2018 Advertising with Lodging Tax $3,500
Funds Only

Petpalooza is a large-scale festival designed for animal lovers. The free event is held annually in May and
features a variety of animal entertainment and attractions for all to enjoy. The mix of festival activities
includes a 3K/5K Dog Trot Fun Run, a petting zoo and other children's activities, the Northwest Pet
Contest, an agility area, over 150 vendors and much more. Petpalooza 2018 had another year of
good weather, The Dog Trot had 621 registrants (up from our record of 596 in 2017). The
festival drew an estimated 16,500 people.

The Auburn Tourism Board was given a complimentary booth space at the event to market
hotels and attractions in Auburn to the attendees.

The Lodging Tax Funds are used to extend our advertising efforts; they are not used to off-set
the event advertising budget. The funds are used specifically to target pet-loving individuals
that live 50+ miles from Auburn who may choose to stay and play in Auburn before and/or after
the event.




The overall event is advertised regionally through paid advertisements in the Sound Publishing
regional papers, our media partner (100.7 THE WOLF), specialty animal publications, on-line event
calendar submissions, and sponsored Facebook posts. Additional marketing includes the distribution of
posters, bookmarks and Dog Trot registration forms to the region, email blast to the City’s database of
participants in Parks, Arts & Recreation Programs, and via print materials that are mailed to over 100 pet
friendly business establishments.

Auburn hotels are linked on the Petpalooza web page (www.auburnwa.gov/petpalooza) and Explore
Auburn is promoted in several of our social media posts for guests and participants travelling from
outside the area.

Dog Trot participants: Of the 621 Dog Trotters, 14 came from 50+ miles away from Auburn
(including 4 from out of state — Florida, Nevada & Oregon). 70% of the dog trot participants are
from outside Auburn,

Petpalooza Vendors: 24 vendors from 50+ miles away (which includes 11 from out of state)

Petpalooza entertainers: 8 entertainers came from 50+ miles away (all from Oregon) ~ all
stayed in hotels

2018 Room Nights at Auburn Hotels: 45 Room nights related to Petpalooza




Sponsored Facebook Posts to areas beyond 50+ miles of Auburn:
South to the Vancouver, WA & Portland area; north to Bellingham and further; and east of the
mountains to gain out of town visitors.

Location - Living In:

@ Auburn’s Petpalooza snared an event
Sporsored N

FETPALCOZA is a FREE event for pet lovers and a spetial day for your
four-legged family member or cther furry frend Petpalocza is kicked off at
9:30am with a Deg Trot 2KIEK Fun Run The event features an animal-
related entertainment stage live entertainment. flydog and agility demos. pig
races NutnSource's Community Fnsbee Contest pony ndes. a vanety of pet
contests. an agility area over 150 vender booths. giveaways and lots of
activities to keep both humans and pets entertained

Hide full summary

his prometion ran for 13 days

Your total bu

usb

for this promaticn

Leashed licensed and well-behaved pets weicome

39,664 1,394 $925.00

Actions

Pape | e 11 g
sgetikes [l wsv Auburn's Petpalooza 2018

postiikes [ 3 19 Sat 10 AM Auburn

Comment

@ Auburn's Petpalooza ke Like Page
S or=a &

Stay and play in Auburn during Auburn's Petpalooza 2018

Petpalooza is planned fer Saturday. May 19 from 10am - 5pm Auburn's
Dog Trot 3K/5K Fun Run kicks off the festival at 3 30am at Game Farm

Park The race is chio-time and includes & T-Shirt. The course is flat. easy
and enjoyable for all ages and ability levels Only $23/person to register (522
on event-cday) #petpaloozals #exploreauburm

htips//apm activecommunities com/ __/Activity_ /dog-trot/2605

Shates oY Like (&

motion ran for 13 days

Your total budget for this promotion was $500.00
USD

Only the person who boosted this post can edit it

22,300 392 $500.00

| Actions

cza event Th

| SEM ACT BT B Ao Learn More



live in 3 locations

Location - Living In:

Hide full summary

nis prometion ran for 4 days

Your total bucget fer this promoticn was $300.00
usb

d this post can edit it

17,484 207 $300.00

Actionsg

Page Likes ' 8

Comments |

shares [ 13

@ Auburn's Petpalooza Wb Like Page
- Sporsares N

Stay and play \n Auburn for Auburn's Petpalooza 20153 on Saturday May 19
N
A

A 2KEK Fun Run kicks off the festival at 9 30am at Game Farm Park The
ace 15 chip-ime and includes a T-Shirt. The course s flat. easy and
enjoyakle for all ages and ability levels Early registration of $18/perscn runs
through this Friday. April 20 https://apm activecommunities com/

(Activity_ . /dog-trot/2608 #exploreauburn #petpaloozald

-

Learn Mcre

City Dog Magazine — Header in their monthly eblast

_f aubumpetpalooza geImm




City Dog Magazine—
Full Page/Full Color Magazine Advertisement:

([( S $25 per perse;
e"ai"h)e ‘- Y qshintinduded ¥
(es nt / 15 Bl =
| Mug Bay, ozrreadors | Petting Zoo | Pony Rides | Aglht: :;e:o“s \ORE
est P, R Lt R
auburnwa.gov/petpalooza et Contest | Children’s Activities \

253-931-3043 aror 2
#petpaloozal8 @ AUBURN
“ * v .

“f auburnpetpalooza WASHINGTON

Stay at our pet-friendly hotels
Ask for special Petpalooza pricing
A complete list of hotels can be found at auburnwa.gov/petpalooza



| APPLICATION OVERVIEW

APPLICATIONS ARE DUE AND MUST BE RECEIVED NO LATER THAN 4:00 PM FRIDAY, OCTOBER 5*, 2018.
Incomplete and/or late applications will not be considered. Applications may not be amended or changed
after the deadline for submission. The proposal and all documents filed with the City are public records.

Please submit your completed application along with the required documentation to:

City of Auburn

Attention: Lorraine Chachere,
Tourism Coordinator

25 West Main Street

Auburn, WA 98001

OR VIA EMAIL: Ichachere@auburnwa.gov

APPLICATION CHECKLIST

V] Completed application (attach additional sheets if necessary).

O A copy of your agency’s current non-profit corporate registration with Washington Secretary of
State.

Brochures and/or other supplemental information about your event/activity/facility and/or
recent tourism promotion efforts.

APPLICATIONS ARE DUE NO LATER THAN 4:00 PM ON FRIDAY, OCTOBER 5'", 2018.
LATE APPLICATIONS WILL NOT BE CONSIDERED.

APPLICATION TIMELINE

The Lodging Tax Advisory Committee will review your application at their November meeting. It is
possible they may wish to interview applicants for more information or clarification.

Should the Lodging Tax Advisory Committee recommend funding for your event/activity/facility, they
will forward their recommendation to the City Council for their review and authorization. It is
anticipated that funding decisions will be made and announced in January 2019.

How did you hear about Auburn’s Lodging Tax Tourism Enrichment Program?

Vask Recipiont
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2019 Application for City of Auburn Lodging Tax Tourism Grant

APPLICATION DEADLINE: FRIDAY, OCTOBER 5%, 2018 by 4:00 PM

Total Amount Requested: $ ) O Name of Event H’\L\ourn 's 5"} (,mnu,afl \)(Jrera,ns

Pavade & Observance
ORGANIZATION/AGENCY INFORMATION

(ity of Auburn Vavks Avs & Reureation 9U-b001273

Organization/Agency Name Federal Tax ID Number

: ](tvitgig/ thehotarz T_ﬂSpwal Events (povdinator
10 Ninkh Sheet S€ A’uloum WA %0072
Mailing Address City State Zip
Phl%"ﬁﬂ/%@l E\Léol%g\umz @ auburawa, 40\/
M&t“[‘ &’SWCV 1 Dowtowa Aubura : Squi’w(da\l Nov. 4 2019

vent Location vent Date(s

Check all service categories that apply to this application:

_____Tourism Promotion/Marketing

_ 7 Operation of a Special Event/Festival designed to attract tourists

_____Operation of a Tourism Promotion Agency

_____Operation of a Tourism-Related Facility owned or operated by a non-profit organization
_____Operation and/or Capital Costs of a Tourism-Related Facility owned by a municipality

Check which one of the following applies to your agency:

(Note: Priority will be given to non-profit or public (government) agencies for Lodging Tax funding)
___Non-Profit (Attach copy of current non-profit corporate registration with Washington Secretary of State)
__ i~ Public Agency

____ Other

APPLICANT CERTIFICATION




*
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I am an authorized agent of the organization/agency applying for funding. | understand that my agency
will be required to submit a report documenting economic impact results in a format determined by the
City. | also understand that:

Tourism Promotion Activities or Tourism-Related Facilities:

Z This is an application for a contract with the City of Auburn and, if awarded, my organization intends
to enter into a Municipal Services Contract with the City of Auburn.

Events/Festivals:

4 The applicant has, or can obtain, general liability insurance in the amount commensurate with the
exposure of the event/festival.

Q/The City of Auburn will only reimburse those costs actually incurred by my organization/agency and
only after the service is rendered, paid for if provided by a third party, and a completed and signed
Request for Reimbursement/After Event Report (or other form acceptable to the City) has been
submitted to the City, including copies of invoices and payment documentation.

Signature QM/{LM = — q(/lq/a?’owb

Vristy L. Yacheiarz

Printed or Typed Name

Date
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1. Describe your tourism-related activity or event: ) i Te Lo e
Auburn's Veterans Pavade € 0Observahce i5 0ne of +he ““’369* P‘M‘A&S_ ok il kind west ot
the MISsB5ippl and one of Auburmn's Signadure qvem:s,. The 204 _WWI‘? will be MA on Noy 9.
Tn add]hgﬂn o »% pamohe jthe ik algo hosts a Lténd\eoﬂ (mwwig;‘i;coﬂor:) ﬁu\fﬁv E’/é}é m&‘*ﬁ
. s Veduans Aais)and ¢ Stahc Dis Exnipit Shpwcase, We IS0 pork 1
gw{mmﬁoms-—m oo--)\nogf A wwmuéimyloé'vzgatﬁﬁ and Remembrance CEremony. We alsp
wore clotety with the Aubuvn High Schebis Veteans ”Du}/ Marchin Bc%lnol Comprihiom 1o
\ s Y AU events Aale plac ) om Tiedam - 10:00pW,
Oﬁy‘g%s%i%&vm(ﬁri%t @‘f égveﬁo/%ubq:;?tz_ttkfen y%l‘]f/e(\)lgnty?gwcivity%gcility.y’ L ﬂ‘ PN\
Auburn 'i’\/gimli redeives Regional !%c;ﬂ%u‘am from the vertrans Day National Gimmitkee ond the
US. Dept- ot Ve mn'il\«‘mlféujwm July bt event ywy). e parnde has grown (ato One oF+the largest
vexean's pavades ia the U.Ss Au&um‘fhcd&bmhon 1acludes qtuay%l\/ﬂ events—o &6%4%&6 uhﬁd hohor
~ s X (h-Spovis e AN Lesion Licks of ¢.mbrning Aulourn Senior
e T et iy Qe Sl e b Dol
% 7 24 & AN Th v ) i
i o of v.“g%ﬁmumz —nqu annua?iav%l&vdstjcﬂe Day |$ (ompiete with the Stake’s g ect manhi%?kg/rg ‘

Wi Stk Dept of AV : o ks
3. Provide an estimate of the number of participants who will attend the event/activity in each ofcompetition. we

the following categories. Please use the Calculation Methodology as defined below: invite mﬁ”‘“”““
VP fipin all sver

Estimate | Calculation the %#é/ﬂeqlcm ‘v

As a.dlrect re..;ul.t of your proposed tourism-related Methodology represent Weir
service, provide: prsalidericn Db’klj[lhlza‘h[)hbb,
a. Overall attendance at your event/activity/facility y oDC @IC oRS
26,000
/ olS oSE
b. Number of people who travel more than 50 miles for oDC aIC oRS

your event/activity 5,000 alS oSE

c. Of the people who travel more than 50 miles, the oDC olC aRS
number of people who travel from another country or 250 alS @SE
state

d. Of the people who travel more than 50 miles, the oDC TlC aRS

number of people who stay overnight in UNPAID I,ODO olS @SE

accommodations in Auburn

e. Of the people staying overnight, the number of ' ®DC olIC RS
people who stay in PAID accommodations 200 olS oSE
(hotel/motel/bed & breakfast) in Auburn

f.  Number of paid lodging room nights resulting from oDC olC aRS

0127 olS aSE

your event/ activity/ facility
(example: 25 paid rooms on Friday and 50 paid rooms on Saturday
=75 paid lodging room nights)

Glossary for Calculation Methodology Options:



 Direct Count: (DC) Actual count of visitors using methods such as paid admissions or
registrations, clicker counts at entry points, vehicle counts or number of chairs filled. A direct
count may also include information collected directly from businesses, such as hotels, restaurants

or tour guides, likely to be affected by an event.
< Indirect Count: (IC) Estimate based on information related to the number of visitors such as
raffle tickets sold, redeemed discount certificates, brochures handed out, police requirements for

crowd control or visual estimates.

< Representative Survey: (RS) Information collected directly from individual visitors/
participants. A representative survey is a highly structured data collection tool, based on a defined
random sample of participants, and the results can be reliably projected to the entire population
attending an event and includes margin of error and confidence level.

*» Informal Survey: (IS) Information collected directly from individual visitors or participants in
a non-random manner that is not representative of all visitors or participants. Informal survey
results cannot be projected to the entire visitor population and provide a limited indicator of
attendance because not all participants had an equal chance of being included in the survey.

< Structured Estimate: (SE) Estimate produced by computing known information related to the
event or location. For example, one jurisdiction estimated attendance by dividing the square
footage of the event area by the international building code allowance for persons (3 square feet).

% Other: (please describe)

4. s there a host hotel for your event?  Yes O Nom
If yes, list the host hotel(s):

No hest hotel.

If a host hotel(s) was/were used last year, please provide an estimate of how many rooms were
booked last year at each hotel.

)

5. Describe the prior success (number of attendees, media exposure, etc.) of your
event/activity/facility in attracting tourists:

Tn past years, the Pavade was over 70,600 spectators and near!
Yoo pavade purhicipants, When Inquiring with hotels 4§ 1o gthyg
for Yhe 2017 cvent, i 1S estimated this event Gencrated at
least A2 hotel Staye in Auburn.

6. Describe your target tourist audience (location, demographics, etc.): . iSF
We are yequust %3] T funds 4o ﬁu/?&’l’ active members ©
the military “stationdd af” vidrious mildary pases ¢ Spokane (Fairchild i
force Base); Whidbey ISland (Nval Me Stahon); Everett (Nawal Base); ¢ifgap (Noval

]

®ise) € Keyport (Naval Underseq Warfare Center) and -thearamilies/rends,

7. Describe how you will promote your event/activity/facility to attract overnight tourists: )
The ovevall event is adversed _raﬁlowm‘lgfflﬂmu h p&ud advertisements
I Variows newspapers, two local radio stahibng (L4 Lomo) ; LOMOY
Television, military publications and sponsored facekwk posts,
addifional marleting includes vegional posters, E-plast t» the Cif\/g
detnloase of pdl”ﬂa’(;gmﬁ and thrpugh mitny ublic Afairs
olEiwes and Verevan Sevvice Drganizechon S, Tf awaided as
Yowisim qeant, We mtend o use Soctal medid marienng ar}d |
A\ agetz thoughout the et tv geatially targ et Veterans
OV\Q Aheae famlies and the ma'lrm\/\/ base. a)y,y\mumh\%,



k('?" 2love
AUBURN

* WASHINGTON .
2 Vawvious FacenDk psts —argeting cifies (50 miles+) jha% have partic faﬁnj
High Cheol Marthing Bands par Upatiny +he pavade .
8. How do you intend to use the kodging Tax funds if selected as a grant recipient? (Please be as
descriptive as possible with the strategy, plan and reasons for your application.) o
1.y D1 ‘%{hm&dv%lfigﬂgvﬂl}%{* o Hies gummmdmg i hmr\/ pages and
the Qctive il 2 Y e
¢.> VA0S WDWLDché %%WQL _pogz(vtdew@vwk boos{é/ gf@n@ml c@nhfn‘r)
7 Sugeting aihies SUPOURding mitlifany basell " toc ail il BB
9. 502sygb‘g\ﬁgtvéyc%{v(ﬁﬁi\g(|')gr\rﬁ/ot ?ogclﬁg mﬁl;hmyé@s,vg/j{%rﬂé/m ’(ugine s@sllc’ica e%l% thce{ u ’
City of Auburn. What will the City of Aub_urn[Tourism get in return for funding (e.g. logos, links .
print material, radio, TV etc.)?: V\(@, Wil IY\L“((AQ/ 148 link to The Aubiuirn ToUS(4MN
wasite on Ahe offcial event website,

10. Are you applying for Lodging Tax Grants from another community? Yes ] No [
If yes, list the other jurisdiction(s) and amount(s) requested.

Not requeshng fvom another commun iy,
11. What will you or your organization do differently this year that will improve upon last year’s

event? . : g === o —_—
ause of ik militury protocol , we have limitadions on +he changes
W%f%eﬁqgi:mw% V%Op(’/’l?) L%’iot 2¢ more ,Dtgﬁ'zﬂ media o Target \ercans
and active military. wWe 4lsd plan 1o gseek new Vereran o qgani 200 NS
v partiipate 1a +he parade and ormnew partnerships.

12. What is the overall budget for your event/activity/facility? Please provide an itemized list

The OVerAl i éﬁ%trure SesVelerans farade & Observan e 1% *4000.7,
We are only Seekd fundiag o expand our advertising efots outzide
+he B0+ mile radius o Aubidrmn. WE wont be using 1ax éﬂﬁﬁ off-get our

13. What percent of your budget are you requesting from Auburn Lodging Tax Fund? % /CXPGMS’CS”,,

14. Please identify your top 5 sources of revenue anticipated for your 2019 event not including
requested City of Auburn LTAC funds. (Please do not include in-kind contributions.)

Source of Revenue Amount Confirmed? Y/N Date Funds
e = Available
Luncheon Revenue  $7 Ho0,* N i/a/ia
S ponsorships & ‘ .
Vendor fees ¥ 15,000 .°~ N /a/ia
- Banner Program s 1,900, N W/a/1q

15. What will you cut from your proposal or do differently if full funding for your request is not
available or recommended?

We ave only looking 10 extend /supplement our advertising
kforts if we are” awdrded  grant funding. We are n
secking \odging 1ax fundS v off-set +he current ydgete
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. Funding History

Was this event previously funded with Auburn lodging tax funds in the past four years?
YES NO

. If yes, how much funding did you receive in:

2015_$,500.” 2016 415,500, _2017_$2,500." 01 é%%@zﬁ/

. Number of total years you have received City of Auburn lodging tax funds: /’f

If you received a 2018 Lodging Tax Grant, please fill out the attached report showing how funds
awarded were used. If you were not a 2018 grant recipient, there is no need to complete one.




CITY OF AUBURN ' 53RD ANNUAL CELEBRATION

VETERANS DAY

SATURDAY, NOVEMBER 10
11AM ON MAIN STREET

7:00am | American Legion Breakfast 1:00pm | Marching Band Competition, Auburn Memorial Stadium
9:00am | Static Display & Exhibit Showcase, Division Street 1:30pm | Auburn Noon Lions Club Luncheon
9:45am | Remembrance Ceremony, Veterans Memorial Park 3:00pm | VFW Post w#1741 Open House

AUBURN Brkvi

JOR THAN YOU p45 0

www.auburnwa.gov/events
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APPLICATION ADDENDUM

Please complete this addendum only if you received a lodging tax grant for the 2018 fiscal year.
APPLICATIONS ARE DUE AND MUST BE RECEIVED NO LATER THAN 4:00 PM FRIDAY, OCTOBER 5", 2018.
Incomplete and/or late applications will not be considered. This addendum is a requirement for all
previously granted applicants to be considered for the 2019 fiscal year. i

Please submit your completed application along with the required documentation to:

City of Auburn

Attention: Lorraine Chachere,
Tourism Coordinator

25 West Main Street

Auburn, WA 98001

OR VIA EMAIL: Ichachere@auburnwa.gov

2018 .GRANT RECIPIENT METRICS

oL
1. Please indicate the amount your organization requested for the 2018 application period: $ 3,500.

2. Please indicate the amount your organization was granted for the 2018 application period:

$_3,600,°%

3. Please describe in great detail how the funds you were granted were used for your event: ‘
% Since We have not had our 2018 ¢vent yet, 4ins 1S referencing our
2017 enent., WL Urtdted a Facebook markehiag cam ms'%qj ‘ @cﬁ iﬁ‘
vekerans, taer families, supporters and myliary vase Plif s
Aubirn, () Geneval Event Boost |, (2) Promo Video oSt and, (3) éreneric
05t Sponssvtd pvst. We. included The explovéaulurn webgite, whert aule,

4. Please attaeh any analytics, reports, to describe the effect of the Kmds received and the impact it
had on your event.

Ptached.

5. Please describe how if your organization had not been awarded a 2018 grant, what impact would
that have had on your event: (,F We Wweéren r__‘, aW&}’dﬁd W gmr\ri W,
wxisting adverhising efforts b m?wh' Veterang thewr
fumilies, milifary gﬁg“, ott. G0+ miles ;jﬁ‘rde o Auburn,

THANK YOU!



AFTER EVENT REPORT

Event/Festival Sponsor must submit this report no later than one week after event, along with receipts. Failure
to provide information will result in non-acceptance of future event application funding.

Provide an estimate of the number of participants who will attend the event/activity in each of the following
categories:

As a direct result of your proposed tourism-related service, Actual Calculation
provided: Methodology

(See below)
Overall attendance at your event/activity/facility 25,000 Indirect Count (IC)
Number of people who traveled more than 50 miles for your 5,000 Indirect Count (IC)
event/activity
Of the people who traveled more than 50 miles, the number of 334 Structured Estimate
people who traveled from another country or state (SE)
Of the people who traveled more than 50 miles, the number of 1,000 Structured Estimate
people who stayed overnight in Auburn (SE)
Of the people that stayed overnight, the number of people who 200 Representative
stayed in PAID accommodations (hotel/motel/bed & breakfast) in Survey (RS)
Auburn
Number of paid lodging room nights resulting from your event/ 93 Room Nights Representative
activity/ facility (example: 25 paid rooms on Friday and 50 paid Survey (RS)
rooms on Saturday = 75 paid lodging room nights)

Calculation Methodology Options:

e Direct Count (DC): Actual count of visitors using methods such as paid admissions or registrations, clicker
counts at entry points, vehicle counts or number of chairs filled. A direct count may also include
information collected directly from businesses, such as hotels, restaurants or tour guides, likely to be
affected by an event.

e Indirect Count (IC): Estimate based on information related to the number of visitors such as raffle tickets
sold, redeemed discount certificates, brochures handed out, police requirements for crowd control or
visual estimates.

e Representative Survey (RS): Information collected directly from individual visitors/ participants. A
representative survey is a highly structured data collection tool, based on a defined random sample of
participants, and the results can be reliably projected to the entire population attending an event and
includes margin of error and confidence level.

e Informal Survey (IS): Information collected directly from individual visitors or participants in a non-
random manner that is not representative of all visitors or participants. Informal survey results cannot be
projected to the entire visitor population and provide a limited indicator of attendance because not all
participants had an equal chance of being included in the survey.

e  Structured Estimate (SE): Estimate produced by computing known information related to the event or
location. For example, one jurisdiction estimated attendance by dividing the square footage of the event
area by the international building code allowance for persons (3 square feet).

e Other (0O): (please describe)



Veterans Day Tourism Marketing — 2017

Sponsored Facebook Ads:

State of Washington (50+ radius) — EVENT POST — SPONSORED BOOST $500
State of Washington (50+ radius) — VIDEO POST — SPONSORED BOOST $750
State of Washington (50+ radius) — GENERIC POST — SPONSORED BOOST $1,250
Total 2017 Event Advertising with Lodging Tax Funds $2,500
Parade entries from 50+ miles from Auburn, Washington
#in
Name of Entry group City State
TriWest Healthcare Alliance 30 Phoenix AZ
Vietnam War Commemoration - Brigadier General (R) John P. Rose 5 Washington DC
BAND 8 - Aloha High Schol Marching Band 37 Aloha OR
BAND 9 - Astoria Marching Band 50 Astoria OR
BAND 21 - Grants Pass Marching Band and Color Guard 192 Grants Pass | OR
BAND 10 - North Mason High School Band & Color Guard 57 | Belfair WA
Friends of Kilroy 12 Centralia WA
Captain Mark A. Lakamp - U.S. Navy 2 Everett WA
BAND 23 - Cascade Sound Marching Band and Color Guard 79 Everett WA
The Great War Historians 9 Goldendale WA
BAND 26 - Hoquiam High School Marching Band 70 | Hoquiam WA
BAND 11 - liwaco High School Marching Band and Color Guard 35 | llwaco WA
BAND 16 - Kamiakin High School Marching Band 60 | Kennewick WA
4th US Infantry, Company C 20 Kingston WA
BAND 5 - Kingston High School Buccaneer Band 54 Kingston WA
173rd Airborne Brigade Association and Viethamese Special Forces 8 Lynnwood WA
US Navy Destroyer Veterans 8 McCleary WA
BAND 20 - Kamiak High School Marching Band 130 Mukilteo WA
Veterans of Foregin Wars Riders 20 Oak Harbor WA
PBY Naval Air Museum (carrying KOMO News Radio talent) 2 Oak Harbor WA
BAND 24 - Royal High School Marching Knights 45 | Royal City WA
Navy Band Northwest 27 Silverdale WA
US Coast Guard District 13 Auxiliary Honor Guard 5 Snohomish WA
gﬁ;%g?e University High School Marching Band and Fanfare . Spokane WA
Korean Vietham War Veterans 20 Stanwood WA
BAND 25 - Sultan High School Marching Band 75 Sultan WA
Tulalip Tribes Veterans 10 Tulalip WA
BAND 18 - Wenatchee High School Marching Band 97 | Wenatchee | WA
BAND 12 - Eisenhower Marching Band & Color Guard 82 | Yakima WA
Number of Parade Participants beyond 50 miles of Auburn
{(excluding guests/parents/etc.) 1,311
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Celebrate our herces during the City of Auburn’'s 52nd Annual Veterans Day
Parade on Saturday, Movember 11. The Parade starts at 11am along Main
Street and includes military unifs, veteran marching groups. honor guards,
antigue milifary vehicles and squipment, and patriotic music from the Siate's
largest High Scheool Marching Band Cempetifion. Explore&ubum. com for
event details, hotel information, and additional evenis to celebrate veterans!

Your Ad Has a High Relevance Score

o

b Great work! Your ad has an averagea relevance score of 8, which means
it's getting more positive feedback and is costing less to deliver than
most ads on Facebook.

S 02252 people reached P .
R RRRRRRRrRECBBBBBBERRR % View Promotion

) Like frﬂ? Comment & Share

D0 Jim Henning, Semuel Duniap and & 8K others Top Comments »



Auburn Arts and Events
Fublished by Julie Brewer Krueger (7] - Movember 2 at 9:53am - @

Celebrate our heroes during the City of Auburn's 32nd Annual Veterans Day
Parade on Saturday, November 11. The Parade starts at 11am along Main
Street and includes military units, veteran marching groups, honor guards,
antique military vehicles and equipment, and patriotic music from the State’s
largest High Schoel Marching Band Competition. Visit
www.auburnwa.govivetsday for complete details, hotel information, and
additional events to celebrate veterans!

Your Ad Has a High Relevance Score

0 Great work! Your ad has an average relevance score of 7, which means
it's getting more positive feedback and is costing less to deliver than
most ads on Facebook.

& :9331 peop!e '?’af'“':_'__ﬁ ¢, View Promotion

46K Views
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APPLICATION OVERVIEW

APPLICATIONS ARE DUE AND MUST BE RECEIVED NO LATER THAN 4:00 PM FRIDAY, OCTOBER 5, 2018.
Incomplete and/or late applications will not be considered. Applications may not be amended or changed
after the deadline for submission. The proposal and all documents filed with the City are public records.

Please submit your completed application along with the required documentation to:

City of Auburn

Attention: Lorraine Chachere,
Tourism Coordinator

25 West Main Street

Auburn, WA 98001

OR VIA EMAIL: Ichachere@auburnwa.gov

APPLICATION CHECKLIST

O Completed application (attach additional sheets if necessary).

O a copy of your agency’s current non-profit corporate registration with Washington Secretary of
State.

O 8rochures and/or other supplemental information about your event/activity/facility and/or
recent tourism promotion efforts.

APPLICATIONS ARE DUE NO LATER THAN 4:00 PM ON FRIDAY, OCTOBER 5%, 2018.
LATE APPLICATIONS WILL NOT BE CONSIDERED.

APPLICATION TIMELINE

The Lodging Tax Advisory Committee will review your application at their November meeting. Itis
possible they may wish to interview applicants for more information or clarification.

Should the Lodging Tax Advisory Committee recommend funding for your event/activity/facility, they
will forward their recommendation to the City Council for their review and authorization. Itis
anticipated that funding decisions will be made and announced in January 2019.

How did you hear about Auburn’s Lodging Tax Tourism Enrichment Program?

Google search.
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2019 Application for City of Auburn Lodging Tax Tourism Grant

APPLICATION DEADLINE: FRIDAY, OCTOBER 5*", 2018 by 4:00 PM

Total Amount Requested: $_$3,500 Name of Event__ Photography Portfolio

Dan DeVries Photography 059-48-6080
Organization/Agency Name Federal Tax ID Number

Dan DeVries Photographer
Contact Name Title

29814 SE 392nd St Enumclaw WA 98022
Mailing Address City State Zip
425-891-5163 dan@dandevriesphotography.com
Phone Email Address

Auburn Full calendar year
Event Location Event Date(s)

Check all service categories that apply to this application:

__X_Tourism Promotion/Marketing

_____Operation of a Special Event/Festival designed to attract tourists

_____Operation of a Tourism Promotion Agency

_____Operation of a Tourism-Related Facility owned or operated by a non-profit organization
_____ Operation and/or Capital Costs of a Tourism-Related Facility owned by a municipality

Check which one of the following applies to your agency:

(Note: Priority will be given to non-profit or public (government) agencies for Lodging Tax funding)
_____Non-Profit (Attach copy of current non-profit corporate registration with Washington Secretary of State)
_____ Public Agency

__X_ Other

APPLICANT CERTIFICATION

2



| am an authorized agent of the organization/agency applying for funding. | understand that my agency
will be required to submit a report documenting economic impact results in a format determined by the
City. | also understand that:

Tourism Promotion Activities or Tourism-Related Facilities:

This is an application for a contract with the City of Auburn and, if awarded, my organization intends
to enter into a Municipal Services Contract with the City of Auburn.

Events/Festivals:

The applicant has, or can obtain, general liability insurance in the amount commensurate with the
exposure of the event/festival.

dThe City of Auburn will only reimburse those costs actually incurred by my organization/agency and
only after the service is rendered, paid for if provided by a third party, and a completed and signed
Request for Reimbursement/After Event Report (or other form acceptable to the City) has been
submitted to the City, including copies of invoices and payment documentation.

Dan DeVries
9-13-18

Signature Date

Dan DeVries

Printed or Typed Name




1. Describe your tourism-related activity or event:

The funding will be used to create a high-resolution, high quality photography portfolio that tells the story of Auburn. The photography
portfolio will include photos of downtown highlighting restaurants and shops, activities and events, parks, and Auburn businesses and
industries. These photographs will be taken by professional photographers using professional cameras and lighting equipment. Every
photo delivered is edited to ensure top quality. This will show Auburn in its best light, vs. cell phone photos which often are lacking in

quality.

2. Describe why tourists will travel to Auburn to attend your event/activity/facility:

Photographs taken as part of this project would be viewed by thousands of people over the course of a year when they visit

websites, engage with social media, or view ad campaigns.

3. Provide an estimate of the number of participants who will attend the event/activity in each of

the following categories. Please use the Calculation Methodology as defined below:

As a direct result of your proposed tourism-related Estimate | Calculation
service, provide: Methodology
(See options below)
a. Overall attendance at your event/activity/facility N/A oDC olC RS
oIS oSE

b. Number of people who travel more than 50 miles for N/A oDC alC oRS
your event/activity oIS oSE

c. Of the people who travel more than 50 miles, the oDC olC oRS
number of people who travel from another country or N/A ols oSE
state

d. Of the people who travel more than 50 miles, the oDC oIC oRS
number of people who stay overnight in UNPAID N/A olS oSE
accommodations in Auburn

e. Of the people staying overnight, the number of oDC oIC oRS
people who stay in PAID accommodations N/A olS oSE
(hotel/motel/bed & breakfast) in Auburn

f.  Number of paid lodging room nights resulting from oDC oIC oRS
your event/ activity/ facility 100 Rooms | s oSE
(example: 25 paid rooms on Friday and 50 paid rooms on Saturday - Best guess
=75 paid lodging room nights)

Glossary for Calculation Methodology Options:
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< Direct Count: (DC) Actual count of visitors using methods such as paid admissions or
registrations, clicker counts at entry points, vehicle counts or number of chairs filled. A direct
count may also include information collected directly from businesses, such as hotels, restaurants
or tour guides, likely to be affected by an event.

< Indirect Count: (IC) Estimate based on information related to the number of visitors such as
raffle tickets sold, redeemed discount certificates, brochures handed out, police requirements for
crowd control or visual estimates.

% Representative Survey: (RS) Information collected directly from individual visitors/
participants. A representative survey is a highly structured data collection tool, based on a defined
random sample of participants, and the results can be reliably projected to the entire population
attending an event and includes margin of error and confidence level.

< Informal Survey: (IS) Information collected directly from individual visitors or participants in
a non-random manner that is not representative of all visitors or participants. Informal survey
results cannot be projected to the entire visitor population and provide a limited indicator of
attendance because not all participants had an equal chance of being included in the survey.

< Structured Estimate: (SE) Estimate produced by computing known information related to the
event or location. For example, one jurisdiction estimated attendance by dividing the square
footage of the event area by the international building code allowance for persons (3 square feet).

< Other: (please describe)

Is there a host hotel for your event?  Yes O Noly
If yes, list the host hotel(s):

If a host hotel(s) was/were used last year, please provide an estimate of how many rooms were
boeclk=d last year at each hotel.

Describe the prior success (number of attendees, media exposure, etc.) of your

avent/activitv/facility in attracting tourists: . ) ]
4 milar proiect done for the City of Enumclaw in 2017 was well receiv~~ by the community and the city. www.

aandevriesy  ography.com/Enumclaw-Project. The photographs wel  sed by Enumi® v Chamber, local businesses,
Imclaw Tourism\ ' site, and visitors guide. | have taken photos that were used in an Auuurn Downtown Association brochure,
andt <ent Visitors cuide www.da ‘vriesphot aphy.com/Kent-Chamber/Kent-Visitors-Guide/n-72sVHQ

T T TS T T T TTT@ T T ST Tt TS T T s s — TS T mSs—coy Tttt QT TR TTTTTr Tt

Building awareness and brand is key to bringing additional tourism and hotel stays to Auburn. One target audience will be people
who never considered attending an event or restaurant in Auburn, or even doing business in Auburn. Another audience are those
who have been to Auburn and need a reminder of the good times, and business opportunities in Auburn.

Describe how you will promote your event/activity/facility to attract overnight tourists:

Businesses and entities leveraging these photographs should be able to drive an increase in hotel stays. These may come from
both the tourist sector and business sector. These photographs can be used for content on websites, social media campaigns,
digital media campaigns, and traditional media campaigns. They would be available for advertising agencies to use in their
marketing work. The photographs can also be used on community Facebook pages to show how much fun an event was, building
community pride and driving people to future events.
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A similar project done for the City of Enumclaw in 2017 was well received by the community and the city.  www.dandevriesphotography.com/Enumclaw-Project.  The photographs were used by the Enumclaw Chamber, local businesses, Enumclaw Tourism website, and visitors guide.  I have taken photos that were used in an Auburn Downtown  Association brochure, and the Kent Visitors Guide   www.dandevriesphotography.com/Kent-Chamber/Kent-Visitors-Guide/n-72sVHQ
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10. Are you applying for Lodging Tax Grants from another community? Yes

How do you intend to use the Lodging Tax funds if selected as a grant recipient? (Please be as

descriptive as possible with the strategy, plan and reasons for your application.)

The funding will be used to create a high-resolution, high quality photography portfolio that tells the story of Auburn. It will include
photos of downtown highlighting restaurants and shops, activities and events within Auburn. In addition, photographs of Auburn
businesses and industries can help drive increased business growth, and ultimately tax revenues for the city.

Describe how you will promote lodging establishments, restaurants, and businesses located in the

City of Auburn. What will the City of Auburn/Tourism get in return for funding (e.g. logos, links

print material, radio, TV etc.)?:

These photographs can be used on websites, social media campaigns, and traditional media campaigns. They can also be used

on community Facebook pages to show how much fun an event was, building community pride and driving people to future events.
ﬂk Nol:l

If yes, list the other jurisdiction(s) and amount(s) requested.

The City of Kent for a similar project focused on Kent. $5,000 was requested for that project.

11. What will you or your organization do differently this year that will improve upon last year’s

event?

A key part of the photography project is collaborating with stakeholders (City of Auburn, Auburn Chamber, Hotels, Businesses, etc.)
to ensure alignment with their vision of Auburn. My background in marketing helps me to ensure we support key messaging and
positioning.

12. What is the overall budget for your event/activity/facility? Please provide an itemized list

identifying each type of expenditure to be reimbursed.

$3,500. This will cover photography and photo editing for approximately 7 major events, and 7 “categories.” A category might be
manufacturing, restaurants, parks, local art, etc. These will be defined at the beginning of the project during the development of a
“shoot list.”

13. What percent of your budget are you requesting from Auburn Lodging Tax Fund? 100 %

14. Please identify your top 5 sources of revenue anticipated for your 2019 event not including

requested City of Auburn LTAC funds. (Please do not include in-kind contributions.)

Source of Revenue Amount Confirmed? Y/N Date Funds

Available
N/A

15. What will you cut from your proposal or do differently if full funding for your request is not

available or recommended?

If only partial funding is available, the number of events and categories photographed can be reduced. The scope of the project can
also be redirected to focus on just a few areas. For example, a focus on manufacturing and distribution businesses, or on local shops

and restaurants can be done.
6



19.

. Number of total years you have received City of Auburn lodging tax funds:

. Funding History

Was this event previously funded with Auburn lodging tax funds in the past four years?

YES NO

. If yes, how much funding did you receive in:

2015 2016 2017 2018

If you received a 2018 Lodging Tax Grant, please fill out the attached report showing how funds
awarded were used. If you were not a 2018 grant recipient, there is no need to complete one.

N/A
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2019 Application for City of Auburn Lodging Tax Tourism Grant

APPLICATION DEADLINE: FRIDAY, OCTOBER 5, 2018 by 4:00 PM

q
Total Amount Requested: $ 7 QOO Name of Event_ D 1) Z?

ORGANIZATION/AGENCY INFORMATION

Pulonen Ao Clngam\oer okt Copmance. 4 1 -7 02852

Organization/Agency Name Federal Tax ID Number

Kacie Bea (,/ CeD

Contact Name Title

o0 E. M Podowsn — WA= 99002

Mailing Address City State Zip

AS2 . 233, 070C Kaci U . OO
Phonej) . — - Email Addr & fa/
Outet Collechiom Sadte Pvauusd 17T 18 20149
Event Location Event Dgfte(s) B

Check all service categories that apply to this application:
Tourism Promotion/Marketing
Operation of a Special Event/Festival designed to attract tourists
Operation of a Tourism Promotion Agency
Operation of a Tourism-Related Facility owned or operated by a non-profit organization
Operation and/or Capital Costs of a Tourism-Related Facility owned by a municipality

Check which one of the following applies to your agency:

(Note: Priority will be given to non-profit or public (government) agencies for Lodging Tax funding)

_ Non-Profit (Attach copy of current non-profit corporate registration with Washington Secretary of State)
__ Public Agency

_____ Other

APPLICANT CERTIFICATION




APPLICATION OVERVIEW

APPLICATIONS ARE DUE AND MUST BE RECEIVED NO LATER THAN 4:00 PM FRIDAY, OCTOBER 5, 2018.
Incomplete and/or late applications will not be considered. Applications may not be amended or changed
after the deadline for submission. The proposal and all documents filed with the City are public records.

Please submit your completed application along with the required documentation to:

. City of Auburn

‘Attention: Lorraine Chachere,
Tourism Coordinator

25 West Main Street

Auburn, WA 98001

OR VIA EMAIL: Ichachere@auburnwa.gov

APPLICATION CHECKLIST
’ Completed application (attach additional sheets if necessary).
copy of your agency’s current non-profit corporate registration with Washington Secretary of

tate.
gérochures and/or other supplemental information about your event/activity/facility and/or
recent tourism promotion efforts.

APPLICATIONS ARE DUE NO LATER THAN 4:00 PM ON FRIDAY, OCTOBER 5%, 2018.
LATE APPLICATIONS WILL NOT BE CONSIDERED.

APPLICATION TIMELINE

The Lodging Tax Advisory Committee will review your application at their November meeting. It is
possible they may wish to interview applicants for more information or clarification.

Should the Lodging Tax Advisory Committee recommend funding for your event/activity/facility, they

will forward their recommendation to the City Council for their review and authorization. It is
anticipated that funding decisions will be made and announced in January 2019.

How did you hear about Auburn’s Lodging Tax Tourism Enrichment Program?

[ oryaivt (s,
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I'am an authorized agent of the organization/agency applying for funding. | understand that my agency
will be required to submit a report documenting economic impact results in a format determined by the
City. | also understand that:

Tourism Promotion Activities or Tourism-Related Facilities:

This is an application for a contract with the City of Auburn and, if awarded, my organization intends
" toenter into a Municipal Services Contract with the City of Auburn.

Events/Festivals:

The applicant has, or can obtain, general liability insurance in the amount commensurate with the
exposure of the event/festival.

F The City of Auburn will only reimburse those costs actually incurred by my organization/agency and
nly after the service is rendered, paid for if provided by a third party, and a completed and signed
Request for Reimbursement/After Event Report (or other form acceptable to the City) has been
submitted to the City, including copies of invoices and payment documentation.

I'O/i/l/ /%

Signature” Date

Cacie Bray

Printed or Typed Name /
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1. Describe your tourism-related activity or event:

Bon B Yasterodd two 10 Urna wronA—
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2. Describe why tourists will travel to Auburn‘to attend your event/ activity/facility:
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location
3. Provide an estimate of the number of participants who will attend the event/activity in each of
the following categories. Please use the Calculation Methodology as defined below:

Estimate Calculation
Methodology

(See options below)

As a direct result of your proposed tourism-related
service, provide:

a. Overall attendance at your event/activity/facility 4 f; iDC oIC GRS
i olS oSE

b. Number of people who travel more than 50 miles for . 'wDC olC ORS
your event/activity X% olS oSE

c. Of the people who travel more than 50 miles, the )gﬁc alC oRS
number of people who travel from another country or / gf olS oSE
state

d. Of the people who travel more than 50 miles, the abC olC §1BS
number of people who stay overnight in UNPAID 240 oIS oSE
accommodations in Auburn

e. Ofthe people staying overnight, the number of oDC olIC @RS
people who stay in PAID accommodations ’ oIS oSE
(hotel/motel/bed & breakfast) in Auburn Lo

f.  Number of paid lodging room nights resulting from 5,34( oDC olC N\RS
your event/ activity/ facility _ olS oSE

(example: 25 paid rooms on Friday and 50 paid rooms on Saturday %*O}
=75 paid lodging room nights)

Glossary for Calculation Methodology Options:
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How do you intend to use the Lodging Tax funds if selected as a grant recipient? (Please be as
descriptive as possible with the strategy, plan and reasons for your application.)

M«Jwﬂ‘ﬁwf Me wanrdt 4o qu\?«v@. fn WAOVCL Pmrir\(,}\om/\)f’v From
onkside & BOwal  Takiug

Describe how you will promote lodging establishments, restaurants, and businesses located in the
City of Auburn. What will the City of Auburn/Tourism get in return for funding (e.g. logos, links
print material, radio, TV etc.)?: P (iak | Social | New™D et et Pe—
M WA th\"‘")/ W\'u, &\M\WJLM rn Tyv\,rl‘?’!/‘/\’ L&?O

Mro oo Fen X ren delole [ boctin D vt | ;

Are you applying for Lodging Tax Grants from another community? Yes |:| Nom

If yes, list the other jurisdiction(s) and amount(s) requested.

What will you or your organization do differently this year that will improve upon last year’s
event? __ ~— - ]
New CEo witw \ay ge Scalt envends \oﬂ\ck/o)rowmoQ .

. & : ~
?\c’/ Q\m/v\mu/\,‘ Yo nilwde MMKO‘WVUJ ol en ek 5\6\/\ s

ok \east Dot Soomer Twoua Ao\G edent .—DW)\‘V&L\ Pw\\\}\ \O\l‘Kg

What is the overall budget for your event/activity/facility? Please provide an itemized list

identifying each type of expenditure to be reimbursed. § .7 0 i 500

E\M{o)p{? on ﬁo‘owﬂ, atteohed Pagye .

\\
What percent of your budget are you requesting from Auburn Lodging Tax Fund? / [/ %

Please identify your top 5 sources of revenue anticipated for your 2019 event not including
requested City of Auburn LTAC funds. (Please do not include in-kind contributions.)

Source of Revenue Amount Confirmed? Y/N Date Funds

Aty ¢ onsorfwy )0 . 000 -
BELL . tgen

kdditional sprpsorsiip 20 000 N o
Particip

15.

Available
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What will you cut from your proposal or do differently if full funding for your request is not
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< Direct Count: (DC) Actual count of visitors using methods such as paid admissions or
registrations, clicker counts at entry points, vehicle counts or number of chairs filled. A direct
count may also include information collected directly from businesses, such as hotels, restaurants
or tour guides, likely to be affected by an event.

% Indirect Count: (IC) Estimate based on information related to the number of visitors such as
raffle tickets sold, redeemed discount certificates, brochures handed out, police requirements for
crowd control or visual estimates.

< Representative Survey: (RS) Information collected directly from individual visitors/
participants. A representative survey is a highly structured data collection tool, based on a defined
random sample of participants, and the results can be reliably projected to the entire population
attending an event and includes margin of error and confidence level.

< Informal Survey: (IS) Information collected directly from individual visitors or participants in
anon-random manner that is not representative of all visitors or participants. Informal survey
results cannot be projected to the entire visitor population and provide a limited indicator of
attendance because not all participants had an equal chance of being included in the survey.

% Structured Estimate: (SE) Estimate produced by computing known information related to the
event or location. For example, one jurisdiction estimated attendance by dividing the square
footage of the event area by the international building code allowance for persons (3 square feet).

% Other: (please describe)

4. Is there a host hotel for your event? Yesm: No[] We Wl use pmendo " HOM‘S

fyes, li h lis):  (Linr)s, oo
l\yes I‘St.the ost hotel(s) | (/\V\‘riff\ LVEl,A" »'Y,u)» L A\M@mﬁ/\
(;valr%\vm\ Rest Westam ?\V\“#\mew\\vm

If a host hotel(s) was/were used last year, please provide an estimate of how many rooms were
booked last year at each hotel. A‘
N A( We paill s W

5. Describe the prior success (number of attendees, media exposure, etc.) of your
event/activity/facility in attracting tourists:

BULU‘;‘L“ 4\?\’.{-(/‘/\_&(;53 4L or moll
Nuwds Covewrane @ Kings™ (LR LW 43.2

6. Describe your target tourist audience (location, demographics, etc.): o )
e ok ks PYW  fecrearioneal dports P\Mﬁ‘fs ) (ges i
MMM\;Y a’dawfa, e 1€ covridor \ Western WWCA/\\V\A{\""/\ \

Vam, CouVver ~CK & (Ore
7. Describe how you will promote your event/activity/facility to attract overnight tourists:
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/\‘()U{“»’/N()VLOQ SO(/\\b\'k V\/\,{,A\\b\_ W&UWHLJ\\V\,LD/ - ?(;‘V\% 4&55

oonde RS el asC



16.

17.

18.

19.

Funding History
Was this event previously funded with Auburn lodging tax funds in the past four years?
YE : .
S —NO no vy ,\(\A({;-.A,;,)\/\ vl ﬁ):‘ ?W\?
i~ v ( \ b -
G wrira &L Dors

If yes, how much funding did you receive in:

2015 2016 _ 4 S00C 2017 2018
\

Number of total years you have received City of Auburn lodging tax funds: () to LS
(lw g evak

If you received a 2018 Lodging Tax Grant, please fill out the attached report showing how funds
awarded were used. If you were not a 2018 grant recipient, there is no need to complete one.




2019 Slick Watts 3 on 3 Event Budget

Expenses
Estimated Actual

Total Expenses $70,000.00 $0.00
Donations Estimated Actual Marketing Estimated Actual
Slick Watts $15,000.00 $0.00 Digital $2,500.00
Others Non Profits $15,000.00 $0.00 Print $3,000.00

Other $500.00
Total $30,000.00 $0.00 Total $6,000.00 $0.00
Day of Event Estimated Actual Pre Event Estimated Actual
Shirts $15,000.00 Permits $300.00
Rentals $3,000.00 Pre Event Planning $2,000.00
Printing $6,000.00 Bank Fees $100.00
Miscellaneous $7,000.00
Total $31,000.00 $0.00 Total $2,400.00 $0.00
Refreshments Estimated Actual Prizes Estimated Actual
Drinks in kind $0.00 Ribbons/Plaques/Trophi $600.00
Food in kind

Total $600.00 $0.00
Total $0.00 $0.00
Miscellaneous Estimated Actual

Total $0.00 $0.00
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OUR ACTIVE COMMUNITY IMPACT
ACTION

Community Connector through advocacy, assistance and events

* Cultivating the next generation of business leaders; providing small businesses with platforms for connecting,
learning and business advocacy

* Coordinate free events and promotions to build brand awareness and promote Shop Local campaign

* promoting local workforce development

* STEM AND MENTORING PROGRAMS

* Improve the vitality and quality of retail mix in the region

* Continue to actively seek investors and developers for economic growth

MENTOR

WASHINGTON




OUR INVESTORS

§ 7 Port : m%  MTCTEINES © ructT sOUND ENERGY
of Seattle: & .

¥ CHI Franciscan
Health

THE OUTLET
COLLECTION LN/

SEATTLE OO>>O>M._|

‘1\. City of

MultiCare &1 AUBURN W Rigonamme

BetterConnected ~ §_:zaoz

#LASER CUTTING ¢ AUTOMATION o WWATERJET CUTTING » FORMING » MACHININGS #. n gu& gﬁﬂgﬂ
4 JORICHELDNG o ABHCHTONs

ANLEACRURG I HE GREENOATIEST

MUCKLESHOOT - (@&
CASINO

&J COMMENCEMENT BANK HHI
N

VWAHSTE MAKMAGEME

SounDTRANSIT




OVERVIEW

| Slick Watts Basketball Classic

~*  Saturday and Sunday, August 18 & 19 the Auburn
Area Chamber of Commerce, Mentor Washington
and Watts Basketball Foundation will present the
former Jim Marsh Classic 3on3 basketball
tournament at the Outlet Collection-Seattle

- *  The two day event will feature all day games for all-
ages and skill level, an elite league, celebrity game

¢ Aportion of the proceeds benefit the Watts
Basketball Foundation and MENTOR Washington
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EVENT SNAPSHOT 2017

30n3 Basketball Tournament

Visibility

. Email blasts

e Social media followers

. Direct marketing to YMCA, Parks and Rec.
programs , AAU and various basketball

* 875 players

e 227 teams camps and groups
e 26 Exclusive m_oo_)moﬂm_‘:vm - Newspaper ww<m2 calendars (36
. : newspapers
4 ,.\o_csﬁmm_,m ;. Local news outlets
* Isaiah Thomas, Aaron Brooks appearances e Seattle Times
* Over 7,000 spectators in 2 days *  Local tournament exposure

Sponsorship package includes advertising space, print, install and removal, Does not include design or print of handouts and other
promotional materials these must be provided to the chamber. Company e-blast and banners must be designed by sponsor and
provided to the Chamber one week before set installation and launch.

e
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m_uOZmO_wm_.___u _.m<m_. BENEFITS- DUO

o :m<mp
_mr:m noc_ﬁ

STAGE SPONSOR

e A:_.omouu_mnm:._m:ﬁ for muo:mo_‘m_.:v‘o:‘ center nm_m_u:s\\m__ﬁm court
¢ .~ Company logo printed on a .#mu & repeat Am<m=.n backdrop on mﬁmmmv

i w_.omo on ao_u of .#mmm m_o_m _omssma and <m2_nm_ _um::m_, E;: _ﬁ_:m_.m..<

. 25000

_um_._<m_~>w LES

o_o_uo:::_g to be 5.82528 by local television .#m:o:@

- VIP access <<_¢_ nm_m_o:.Q players and sponsors in the Vinifera w_mﬂqo ViP m..m:m

Upto5: team entries (can donate: teams for nrmzz U_m<mav

E _uqmmm_: Jim Marsh m_;m ._._.ou:< s::. Slick <<m2m and Jim _sm_.m:\ Ouv02::;< ﬁo m_ommw on .ﬂmmm
«”,wmnwuoma cu_._m_; and sport court floor logo in m__ﬂm court :

. ,,m Bleacher flags ?03 with <oc1 logo and trash can <<Enm in .ﬂ:m m_;m noc;

e .<m:aoﬂ\833m3_m_ space at m<m2 Ao_ﬂ_o:m_v .,

e ,_.omo o: m__ 8:3m3m2 H m:__xnm _:n_Cm_os in o__m;m_ m:a _u_.:; Bmo__m nmSnm_m: m:o_ Bm%m::m

Up to 3 team entries Anms o_o:mﬁm teams for n:m:Q .o_m<m5

e ‘On_oozc:_g to mumm_A o_c::m H:m tournament
" Vendor space at event (optional) -

_.omo on 8:3m3m3 t-shirts, _:n_:m_oz _: digital m:n_ print media and Bm%mc:m

‘ ‘<_v mnnmmm E_.ﬁ: nm_mc:s\ u_m<m_1m m:n_ m_uo:moa _: ﬁ:m <_==amqm w_mﬁ_‘o <_v arena

MENTOR

WASHINGTON




SPONSORSHIP LEVEL BENEFITS

 LEVEL ,,.__q_;;.m_.,,,,,.,;_. ._v..v<W.,mn0m4,

.xmmmxmmnmxmmz.;;..:‘. :;u“., L T T B R R G 600
. S ~= Provider of referee mﬂmm: room (RV. or. _,\_oﬁo}o:gm c_,osama Ui e ST By
mooz T ‘ S S | |
: FRE . <o:_. logo on the portable green room . - . v FHL S ; v |

~ .+ © 2 team entries ﬁnms donate teams for n:m:? u_m<mav & , : SR

. ,,_>oE_:o:m_ _omo on-main event stage (honorable mentions during Emmm:ﬁm:o:mv

Coe ‘<_v mnnmmm <<_.h: nm_mv:ﬂ\ _o_m<ma m:o_ mvo:mo_‘m in the <_=_*m_‘m w_.#_.o <=u arena

_u_.><mxm._.m2._... ,‘.,_u_m<ma mnnmmm oz_< ?\mﬂmﬂ m:n_ n_‘oﬂm_: m:mnxm\_oma Eosama ws f_._,:.ﬂ,. mucboo
SR , s - 2team entries Anms donate teams for charity players) i ‘ L
‘ e ‘>am_:o:m_ _omo on main event stage’ ?o:o_,m_u_m mentions chsm nﬁmmm:ﬁm:o:mv
L romo on tournament t- m:_:m\_:n_cm_o: in o__m:m_ and U:Z Bma_m and quxmz:m Bmﬁm:m_m
ce <=U access with: nm_m_o:c\ _o_m<m«m m:g mvo:moa in ﬁ:m <_==‘.m3 w_mﬂd <=u m_.msm

IMENTOR

CWASHINGTON




SPONSORSHIP LEVEL BENEFITS-DUO

~ LEVeL Gt T - cosT
,H,<=u _u>w._.< S e Ry _wﬂm:o_mo_ VIP tent for <_3=nm_.m Bistro and <<_:m Bar T e
. v3<_o_m.. of nmﬁm_,ma food m:n _um<mqmmm HOST OF VIP >:m.. _...m2< at <_==am3
a2 team entries {can donate teams for n:m:E _o_m<m_,$ ‘
. Ov_oozcs_J\ .8 speak o_czsm H:m ﬁocﬂ:m_ﬁm:ﬁ

'FIRST AID _<_m_u_n
TENT |

3-POINTSHOOTOUT = ) N N 87,500
. . R * Logo v_mnm_.:m:ﬂmﬁm:oon.oﬁ location : S - ‘ : I e
o * Nameon \o__m_ﬁm_ campaigns and mon_ media :\_m::o:m
L. <__U access <<_§ nm_m_u:s\ v_m<ma and mvo:moa in ,ﬁ:m <_=;m_‘m _w_ms.o <=. m«m:m

IMENTOR

WASHINGTON




m_uOZmO_#.._._:v LEVEL BENEFITS |

- LEVEL
REFEREE SPONSOR

_mnmewo>xc
m_uo_,_.nbx ,

”‘rom_m:nm m_vo._Zmox

ViIP wnnmmm <<_§ nm_m_o_,_Q v_m<mqm m:o_ muo:moa _: ﬁrm <_=_*m_‘m w_ma_.o VIP arena

., _.omo n_mntmsﬂ onall U«mnxmﬁm v8<_o_mo_ U< c >_.3<

- Your _omo on the event cm::mq n__m_o_m<mo_ at front m::m:nm\_.mm_mim:o:
,_:n_Cm_os in a_m;m_ and print media and Bm_,_Am::m Bmﬂm:m_m ‘ ‘

SVIP access si: nm_mc:s\ U_m<ma and m_oo:moa _: ﬁ:m <_:_*mqm w_m:.o <=U m_.m:m

Logo on mo zwﬂm_am cs_ﬁo:sm includes H:m m_;m m:o_ nm_mU:E mmBmm
Name on m= Qogoco:m_ Bﬂm:m_\n_m;m_ ntvm_m:m R
<oc_, _omo on the event banner o__m_u_m,\mg at front m::m:nm\ﬂmm_m:m:o:

2 team entries (can donate ﬁmmBm for n:m:g n_m<mav

Court. backboard m_oo:mo_‘m:__o inclusion

‘.._.omoéauo: mm_._ummm _‘mnmvﬁmn_mm H:qocmroﬁ ﬂoc_.szm:ﬁ ﬁm__ﬁmno:::oﬁ _:n_cgm&m, ‘«: mw.moc .
“Honey _u:n_ﬂmﬁ wraps for event. : . 3

Logo on dnm:n_:m units

‘<_v mnnmmm <<_§ nm_mczg U_m<m_.m m:g muo:moa in ﬁ:m <_==am_,m w_m_”_.o <=.. mqm_._m

'MENTOR

WASHINGTON




SPONSORSHIP LEVEL BENEFITS-DUO

~ LEVEL
.w>n_~wo>_wu_
SPONSOR

'UPRIGHT SPONSOR

'FEATHER FLAG
.‘muosmo_.m (2 o_u:o:&

" Your _omo on 33 cmnxuomam in ”_.m Sm_: 8:3m3m3 m..,mm

_<o=_‘ _omo on33 :u:m—:m in Sm Bm_s tournament m..mm
2team entries (can donate ﬁmm:‘_m for n:mzs\ v_m<m_.mv
) _.omo on Sc_,:mBm_\; t- m:im ‘

‘<_w mnnmmm E_ﬁ: nm_mU:E _o_m<ma u:a mvgmoa _: ﬁ:m <_==am_.m w_mﬂqo <=U arena

2 team m::_mm ?m: o_o:m.B ﬁmmBm for n:m:ﬂ\ U_m<m_.&
Logoon ﬁoc«:mEmi t- mrim ‘ :

VIP; mnnmmm <<;: nm_mc:Q n_m<m_‘m m:n muo:mowm in Em <_=_*m_.m w_m_n_.o <=U m..m:m

PKG H <0c_, _omo on 15 outer perimeter ﬁmmﬁ:mq :mmm :mn_:m Hwy Hmu\pwv

: <=u mnnmmm s::. nm_m_o:E _u_m<m~.m and muosmo..m in ”:m <_:__"m3 w_m:,o VIP arena ,

E ‘_u_Am 2 <oE. logo on Hm Inner Um:Bmﬂmﬂ ﬁmmﬁrmﬂ dﬂ_mmm
, ViP access sﬁ: nm_m_u_._E u_m<m_.m m:a muozmo_.m in the <_:_*m_.m m_mc,o viP m«m:m

MENTOR

WASHINGTON

- $10,000




SPONSORSHIP LEVEL BENEFITS

m_<_>=. vaZmOx -+ Logo placement on emails with Slick Watts Classic logoonemails -~~~ . 43000
: e g nm:._um_m: of over 15, 000 :mmn: includes:: I_m: mn:oo_ mﬂco_m:ﬂ\umqmza m:o_ nOmnrmm n:mBUm_. :
. partners and _:<mm~8§ <<m:”m and Mentor WA. Donor list :
e “Listed as official email sponsor of the Slick Watts Classic

'BLEACHER BANNERS

o _.omo\>n_ on ﬁ:qmm c_mmn:mqm Aocﬁm_, side of m_;m 8:3 el
<__u access <<_§ nm_mw_._E v_m<ma and m_ooaoa in ﬁ:m <_==“m_.m w_m.:.o vip m..m_,_m

s1500

m‘_uOZMO_~>._.m>_<_U. ,,m_oo:mo_. m <o:§ ﬁmmBﬁov_mfi.%m ﬁo:_,:mBmZuf wMH,;‘,.mwmmooq
FTRE ~ s Mentionedin players tentasa <o:§ team MENTOR e . ¢
e Ovvonc:_s\ 8 u_d<_am 83_um:< _omo t- m:_nm dﬂo_‘ team .8 Emmﬂ o_c::m mm:_m

'UPRIGHT SPONSOR  *  Yourlogo on a basketball upright in the back section courts - . $1,000




UBURN AREA

CHAMBER OF COMMERCE
Aubwrn Algone  Pacific

2018 Slick Watts Basketball Classic
August 18-19

Atthe Outlet Collection 1101 Outlet Collection Way, Aubum WA.
E§§§§$$§i§§%ﬁﬁwQEﬁd%%FEHEE:
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WATTS BASKETBALL



