
For several years, Washington State was listed as one of the lowest spends in 
state tourism budgets, and in June 2011, the state tourism office was closed by 
the legislature. By comparison, for 2016-2017 annual tourism spending, Oregon 
spent $32 million, California, $117 million; Arizona, $22 million; Utah, $23 million; 
British Columbia, $50 million. 

This marked the start of a collaborative industry advocacy effort for the return of 
funding to promote tourism throughout the state, often focused on promotion 
outside the major cities with their own tourism boards and budgets.  With the 
passing of bill 5251, the long–term efforts came to fruition. This also means a 
focus on more varied destinations, including rural tourism-dependent counties. 

Here’s how it works: A total of .02% of the existing general sales taxes collected 
on retail sales of lodging, restaurants and rental cars is deposited into the 
Statewide Tourism Marketing Account. The deposit is limited to $3million per 
biennium. The release of those funds is contingent on a 2:1 industry match.  

The Washington Tourism Marketing Authority is the proposed non-profit 
statewide tourism organization that would be the steward of the tourism 
marketing account. The industry match includes cash as well as in-kind 
donations (hotel nights, events, waived venue fees, food & beverage, etc.). 

The WTMA would be comprised of a diverse selection of tourism professionals 
from around the state, as appointed by the Governor. This group will be 
responsible for the installation and management of a third-party marketing 
entity. They will also define what can be used for match funding, and measure 
the return on investment of the marketing program. 

Ports can leverage assistance for tourism areas adversely impacted by natural 
disasters, and cooperation with local tourism organizations. Inclusion in a 
multi-layered campaign would include participation in creating a world-class 
statewide food and wine event, to compete with Miami’s South Beach Food & 
Wine Festival, or the Aspen Food & Wine Classic; featuring a state-wide event 
calendar within a magazine, Waze ads, Google AdWords campaigns, and re-
targeting ads. 

Port tourism features will be included in a PR campaign targeting national travel  
publications, and content submission to apps like REI’s outdoorproject.com. 
Partnerships with airlines could promote new destinations, while  promotions 
within retailers could feature “Experience Washington” displays and contests.

Port marketing staff would also have access to a full set of marketing tools, 
including a statewide digital asset pool (video, photography, etc) and 
educational resources. A complex marketing plan is available to view here.

The WTA is working to foster marketing investment and partnership opportunities, 
with a goal of procuring $4 million in industry investment funds throughout 
2019 in order to unlock state funding. Existing port marketing efforts may count 
toward this number. 

For further information, visit www.watourismalliance.com, or email Mike Moe 
directly, at mike@watourismalliance.com. 
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The Port of Vancouver has made remarkable 
progress in their efforts to clean up pollution 
released long ago by a company that occupied 
what is now port property. Groundwater was 
polluted decades ago by chlorinated solvents 
from the Cadet Manufacturing and Swan 
facilities, which used a chlorinated solvent to 
make electric heaters. 

Cleanup has progressed so much that earlier 
this year, the Port was able to decommission 35 
groundwater observation wells in Fruit Valley. 
Late last month, the process started to remove 
large, highly specialized cleanup equipment 
from the Cadet Manufacturing site.

The equipment consists of a series of pipes, 
ventilated enclosures and large metal vessels. 
It was designed to treat contaminated soil 
through two processes: soil vapor extraction 
(SVE) and air sparging. These processes 
remove volatile organic compounds (VOCs) 
from soil above and below the water table. SVE 
uses vacuum technology to remove VOCs from 
the soil above the water table, while air sparging 
pumps air into the ground to remove VOCs from 
the soil below the water table.

Installed in 2003, the cleanup equipment 
took up about sixty feet of property in Cadet’s 
employee parking area. The removal allows for 
more parking for employees and vendors.

There is still work to be done, and the Port 
continues to monitor cleanup efforts and work 
with the Washington State Department of 
Ecology to ensure our groundwater and nearby 
aquifers are protected now and in the future.

Detailed information, including test results, 
plans of action and history, can be found on 

PORT DAY 2019 

A quick reminder: make appointments with your 
legislators for January 29, 2019. 

A full agenda for the day is posted at www.
washingtonports.org/new-events. 



EMPLOYMENT OPPORTUNITIES

Multimodal Freight 
Systems Planner
Washington State 
Department of 
Transportation 

Facilties and Property 
Development Manager
Port of Chelan County 

Maintenance III
Port of Camas 
Washougal 

Economic Development 
Specialist
Port of Bellingham 

Senior Marine Marketing 
Manager
Port of Seattle 

Deputy General 
Manager
Port of Cascade Locks 

Cyber Information 
Security Manager
Port of Long Beach

If you would like information on any of these positions, visit: 
washingtonports.org/employment-opportunities

Senior Contract 
Administrator
Port of Olympia

Senior Manager of 
Maintenance & Facilities
Port of Astoria 

Burbank Maintenance Lead
Port of Walla Walla

Airport Facilities & 
Maintenance Technician
Port of Olympia

Property Manager
Port of Olympia

Accountant III - Investments 
/ GL 
Port of Seattle 

General Counsel and Chief 
Compliance Officer 
Port of Seattle 

Human Resources Manager 
Port of Tacoma 

Contracts & Procurement 
Specialist
Port of Tacoma 

So, it has been over six months 
since every port in the state 
gained clear and modernized 
authority to provide broadband 
infrastructure. Since that time, I 
have either witnessed or been a 
part of many discussions about 
what exactly to do with this new 
authority. No general consensus 
has yet emerged. 

This does not bother me, by the way. Ports have 
broad authority to do all kinds of things – including 
own railroads and build toll bridges, and I don’t think 
there is consensus on how to use those powers 
either. 

But broadband is the shiny new object in our tool 
bag, and I’ll bet every single port in the state has 
areas within its jurisdiction that could use better 
broadband speeds. I have been asked frequently 
what I think our role in providing broadband is. 

Well, let’s start with the easy part. You now have 
the clear authority to provide broadband to the 
properties that you own. That is like hitting a fastball 
over the plate; see ball hit ball. These days property 
and facilities without broadband is almost like 
property without water – if you don’t have it you had 
better get it, or else grow hay. 

But what about helping to connect parts of your 
general community to better broadband? Hmmm. 
That’s more of a curve ball; predict where ball will be 
and try to hit ball. This is where you need to be very 
careful, because the business model for how this 
works in the public sector is not clear yet. There are 
some big cautionary tales out there of cities who 
have tried this and lost their civic shirts. 

I advise beginning with a clear goal what problem 

F A S T B A L L S ,  C U R V E  B A L L S  A N D  C H A N G E - U P S

you are trying to solve. Ports work best when we 
lease infrastructure to the private sector at some 
acceptable rate of return, and then allow the private 
sector to create jobs (and presumably make money) 
with it. But not all of our public sister governments 
think like this – PUD’s tend to view the world as a utility. 
Sign up users and build a monopoly network. 

Our challenge is that broadband is very expensive to 
put in, and you almost certainly need partnerships 
with other local governments in order to accumulate 
the necessary capital. You also need a private sector 
provider to actually provide content and operate the 
network. On top of that, you need to create this shared 
understanding in a market with a pace that is hard to 
predict. So now you have to hit a change-up. 

My advice is to focus on the easy pitches first – hit the 
fast balls. Don’t swing at the tougher pitches until you 
are confident that you won’t strike out. 

 

UPCOMING EVENTS

Port Day
January 29, 2019

Olympia, WA 

Spring Meeting 2019
May 15-17, 2019

Davenport Hotel, Spokane

Finance & Administration 
Seminar 2019
June 12-14, 2019

Alderbrook Inn, Union

2019 Directors Seminar
July 11-12, 2019

Skamania Lodge, Stevenson


