
Port of Vancouver USA

NOVEMBER 23, 2021

Board of Commissioners Meeting



Open Forum

To provide public comment during the virtual 
board meeting, you must register no later than 
12:00 p.m. on Monday, November 22, 2021 by 
emailing povcommissioners@portvanusa.com **

mailto:povcommissioners@portvanusa.com


Public Hearing: 
2022 Final Budget 

Action Item E-1 and E-2

To provide comment during the public hearing, 
you must register no later than 12:00 p.m. on 
Monday, November 22, 2021 by emailing 
povcommissioners@portvanusa.com **

mailto:povcommissioners@portvanusa.com


Action Items



Action Item E-1

Approve Resolution 4-2021: 
Authorizing an Increase in Regular Tax 
Levy



Action Item E-2

Approve Resolution 5-2021: Adoption 
of 2022 Final Budget



Commissioners Approve Strategic Plan

Budget Kick-off / Finance Department Distribute Budget Templates to Departments 

Departments Submit Preliminary Budgets to Finance Department

Finance Department Distribute Consolidated Preliminary Budget Documents to Leadership Team

Leadership Team Budget Workshops / Goal Setting

Commission Budget Work Session 

Public Hearing / Commissioners Approve Final Budget / Tax Levy 

Certify to County Assessor Amount of Taxes Levied/ File Final Budget

Commissioners Approve Preliminary Budget











Action Item E-3

Approve Public Works Contract Bid  
21-40: Berth 17 Dock Fender System 
Replacement



Unfinished Business



New Business



CEO Report



CEO Report H-1
Action taken under Resolution 2-2020: 
Declaration of Local Emergency and 
Delegation of Authority of Emergency 
Powers



CEO Report H-2
Visit Vancouver USA



State of tourism & our 
local visitor economy

CLIFF MYERS, 
President & CEO



state of tourism & our 
local visitor economy

AGENDA
1. Intro/Overview

2. Destination Marketing & Visit Vancouver 

3. Our Local Visitor Economy & the Effects 
of the Pandemic

4.What’s Next?

5. Questions



State of tourism & our 
local visitor economy

CLIFF MYERS, 
President & CEO

Destination Marketing 
& Visit Vancouver



•As the official destination 
marketing organization for 
Vancouver & Clark County, 
Visit Vancouver’s 
mission is to increase 
visitor spending through 
competitively marketing 
the area as a destination for 
meetings, conventions, 
sporting events, group 
tours, and leisure travelers.

•In short, our job is to 
influence demand by 
leveraging the power of 
destination sales & 
marketing.

state of tourism & our 
local visitor economy



destination marketing & 
Visit Vancouver

Destination Video

Link to YouTube video

https://youtu.be/9jMDeR-VBhI


CURRENT FUNDING
• Lodging Tax:  15% of 4% tax on stays of less than 30 days; 

approx. 50% for Conv Center debt service, remaining 35% 
for LTAC and similar

• Tourism Promotion Area:  $2/room/night (since 1998)
• Private:  online advertising sales

Pre COVID Current

Public Funding 

(of 4% lodging tax)

Self-Assessed Fees 
(TPA per room)

$2 = $1.26 $2 = $.850

Private Funding $0.02 $0.02 

TOTAL $1.67 $1.10 

15% = 
$.234

15% = $.390

destination marketing & 
Visit Vancouver


Sheet1



								Pre COVID		Current		Proposed

						Public Funding 		15% = $.390		15% = $.234		50% = $.782

						(of 4% lodging tax)

						Self-Assessed Fees (TPA per room)		$2 = $1.26		$2 = $.850		$5 = $2.13

						Private Funding		$0.02		$0.02		$0.15

						TOTAL		$1.67		$1.10		$3.06

								1.26		1.104		3.062

								0.41

								1.26







destination marketing & 
Visit Vancouver



2019

Group sales
Leads 

Distributed
Definites 
Booked

Future 
Room 
Nights

2019 218 104 29,366

Marketing & communications


Sheet1

		Visit Vancouver USA

		Group Sales Production 2019-present

						Leads Distributed		Definites Booked		Future Room Nights

				2019		218		104		29,366

				2020*		86		23		12,390

				2021 YTD		64		27		11,945



										*Includes 52 group cancellations







Marketing & communications

Group sales

Leads 
Distributed

Definites 
Booked

Future 
Room 
Nights

2020* 86 23 12,390
*Includes 52 group cancellations

2020
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		Group Sales Production 2019-present

						Leads Distributed		Definites Booked		Future Room Nights

				2019		218		104		29,366

				2020*		86		23		12,390

				2021 YTD*		64		27		11,945

										*Includes 52 group cancellations







Group sales

Marketing & communications

Leads 
Distributed

Definites 
Booked

Future 
Room 
Nights

2021 YTD* 64 27 11,945
*Includes 22 group cancellations

2021
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		Visit Vancouver USA

		Group Sales Production 2019-present

						Leads Distributed		Definites Booked		Future Room Nights

				2019		218		104		29,366

				2020*		86		23		12,390

				2021 YTD*		64		27		11,945

										*Includes 22 group cancellations







Key performance Metrics
GROUP ROOM NIGHTS 
• Future booking commitments & actualized pick up reports 
SPORTS EVENTS
• Future booking commitments & actualized pick up reports 
CLARK COUNTY HOTEL PERFORMANCE
• Weekly/Monthly hotel data (occupancy/ADR/RevPAR) 

provided by STR 
OVERALL ECONOMIC IMPACT
• Tourism Economics data provided by WTA
DATA ANALYTICS RESEARCH & DEVICE TRACKING
• Datafy (previously See Source) 

destination marketing & 
Visit Vancouver



Since 2005, Visit Vancouver USA has invested 
more than $16 million in sales and marketing 
programs designed to expand the local visitor 
economy.

During that same time period, we’ve helped 
directly book more than 244,000 room nights.  

Prior to the pandemic, tourism annually supported 
$554 million in spending and 4,723 jobs.

What’s the impact of our work? 

destination marketing & 
Visit Vancouver



State of tourism & our 
local visitor economy

CLIFF MYERS, 
President & CEO

Our Local Visitor 
Economy

Effects of the 
Pandemic



Our local visitor economy

A Worthy Destination
It’s no secret Clark County is booming. 
In the tourism sector, what is still somewhat 
underappreciated is the fact that Vancouver & 
Clark County have emerged as a fantastic 
destination worth visiting.



A Worthy Destination
There are now 38 HOTELS & 
OVER 3,000 HOTEL ROOMS 
in the local market. There are 
at least three more hotels 
currently under 
construction and even more 
in different stages of 
development. Indeed, supply 
is not the issue here!

There are 668 FANTASTIC 
RESTAURANTS operating 
throughout Vancouver & Clark 
County, attracting renowned 
chefs & food travelers.

Our local visitor economy



CLARK COUNTY 
TOURISM IN 

2019
Diverse set of visitors
• Business travelers 

• Leisure visitors 
• Convention 

attendees
• Sports participants

69.6% annual average 
hotel occupancy

4.61 million visitors  
(includes day visitors) 

29,366 future group 
room nights booked 

2019



SLEEP

EAT

MOVE

ENJOY

SHOP

Clark county Visitors contribute

2019



CLARK COUNTY
Commercial Lodging 637 (18.4%)
Visiting Friends & Relatives 543 (15.6%)
Day Visitors 2,291 (66.0%)
TOTAL 3,471

Source:  Tourism Economics / Washington Tourism Alliance

Commercial Lodging $184.0
Visiting Friends & Relatives $  83.2
Day Visitors $127.7
TOTAL $394.9

State & Local Taxes $64.7M
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PER VISITOR SPENDING

Commercial Lodging $288.85
Visiting Friends & Relatives $ 153.22
Day Visitors $  55.74

Source:  Tourism Economics / Washington Tourism Alliance

2020



2020 2019
% 

Difference
Occupancy % 52.2 69.7 -25.1%
ADR ($) 90.6 113 -19.9%
RevPAR ($) 47.3 78.8 -40.0%
Room Revenue -39.8%
Rooms Sold -24.9%

Clark County Hotel Performance (STR)

2020 vs. 
2019


Sheet1



						Clark County Hotel Performance (STR)

								2020		2019		% Difference

						Occupancy %		52.2		69.7		-25.1%

						ADR ($)		90.63		113.18		-19.9%								288

						RevPAR ($)		47.34		78.84		-40.0%								2

						Room Revenue						-39.8%								2

						Rooms Sold						-24.9%										1152



						Clark County Visitor Economy (Tourism Economics / WTA)

								2020		2019		% Difference

						Total Visitors (millions)		3.43		4.61		-25.6%

						Total Visitor Spending ($millions)		$374.9		$553.6		-32.3%

						Total Visitor Generated Taxes ($millions)		$64.7		$90.1		-28.2%



						VVU Group Production				Booked		Assisted		Total		Room Nights		Delegates		EEI

								2019		104		16		120		29,366		16,221		25,569,261

								2020		23		4		27		12,396		4,559		11,629,539

								Percent Change		-78%		-75%		-78%		-58%		-72%		-55%









						VVU Group Actualization				Actualized Biz		Delegates		Room Nights		EEI

								2019		118		78231		22724		17,455,030

								2020		14		14635		2915		4,616,236

								Percent Change		-88%		-81%		-87%		-74%







2020 2019 % Difference
Total Visitors                

(millions)
3.43 4.61 -25.6%

Total Visitor Spending 
($millions)

$374.9 $554.8 -32.4%

Total Visitor Generated 
Taxes ($millions)

$45.3 $65.8 -31.2%

Clark County Visitor Economy (Tourism Economics / WTA)

2020 vs. 
2019
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effects of pandemic



State of tourism & our 
local visitor economy

CLIFF MYERS, 
President & CEO

What’s Next?



what’s next



what’s next

BRAND UPDATE

• PRINTED COLLATERAL

• BRAND VIDEOS

• DESTINATION PHOTOGRAPHY

• DIGITAL ADS

• SCAVENGER HUNT PASS 

• LANDING PAGE 

• URL & EMAILS



Regional 
DMO 

Funding 
(pre-COVID)

PORTLAND $27,469,155
SEATTLE $23,990,698
SPOKANE $5,098,617
SALEM $4,411,793
BEAVERTON $3,778,000
BEND $3,315,270
EUGENE $2,934,497
YAKIMA $2,842,601
TACOMA $2,607,816
TRI-CITIES $2,486,509
LINCOLN CITY $2,065,055
VISIT VANCOUVER $1,670,291

Increased investment for Destination 
Marketing

what’s next?


Sheet1

		Revenues to Support Destination Marketing ($Mil)		Past		Target		Ideal

				2019		2022		2022

		TPA-From $2 to ($4)$5 per night		1.21		2.1		2.6

		Lodging Tax-from 15% to 50% (35%) of 4% room tax		0.35		0.6		0.9

		Entertainment Tax-from 5% split to 5% countywide		0		0.6		1.1

		Misc Income-private investment; events; grants; etc		0.02		0.3		0.3

		TOTAL		1.58		3.5		4.9

						2.0		1.3						Sales & Marketing Programs																								TARGET				IDEAL

														Advocacy				14800		14.8

														Membership Dues				19584		19.6		34.4		ADVOCACY		6.1%		122452		122.5		79594		79.6				156.8				236.4

														Group Sales				109729		109.7		109.7		GROUP SALES		19.5%		390778		390.8		254006		254.0				500.5				754.5

														Advertising & Communications				328547		328.5		333.5		MARKETING & ADVERTISING		59.4%		1187834		1187.8		772092		772.1				1521.4				2293.5

														Research/Reports				23400		23.4		23.4		RESEARCH		4.2%		83335		83.3		54167		54.2				106.7				160.9

														Responsive Marketing Tasks				4992		5.0														0.0				0.0				0.0

														Website/Simpleview Integration				60540		60.5		60.5		WEBSITE/TECH		10.8%		215601		215.6		140141		140.1				276.1				416.3

																		561592		561.6		561.6				100.0%		2000000		2000.0		1300000		1300.0				2561.6		356%		3861.6		588%



														PORTLAND		$27,469,155																				2		0.85

														SEATTLE		$23,990,698

														SPOKANE		$5,098,617

														SALEM		$4,411,793
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														BEND		$3,315,270

														EUGENE		$2,934,497

														YAKIMA		$2,842,601
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														TRI-CITIES		$2,486,509		390000		234500
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														VISIT VANCOUVER		$1,670,291
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Increased investment for 
Destination Marketing ($MIL)

Pre COVID Current Proposed

Public Funding 
(of 4% lodging 

tax)
Self-Assessed 
Fees (TPA per 

room)
$2 = $1.26 $2 = $.850 $5 = $2.13

Private Funding $0.02 $0.02 $0.15 

TOTAL $1.67 $1.10 $3.06 

15% = $.234
$700K for 

2022
15% = $.390

what’s next?
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								Pre COVID		Current		Proposed

						Public Funding 		15% = $.390		15% = $.234		$700K for 2022

						(of 4% lodging tax)												0.548

						Self-Assessed Fees (TPA per room)		$2 = $1.26		$2 = $.850		$5 = $2.13						1.28

						Private Funding		$0.02		$0.02		$0.15						0.13

						TOTAL		$1.67		$1.10		$3.06						1.958

								1.26		1.104		3.062

								0.41

								1.26







what’s next?

Tourism 
master 

plan

Where are 
we?

Where do we 
want to go?

How do we 
get there?



what’s next?



what’s next?

Group sales 
development



what’s next?

Drive market 
penetration



what’s next?

Aligned industry advocacy



State of tourism & our 
local visitor economy

CLIFF MYERS, 
President & CEO

Thank you!



CEO Report



Commissioners Reports



• Share your thoughts during Open Forum, the public comment 
period for all regularly scheduled commission meetings.

• Email the commissioners at 
povcommissioners@portvanusa.com

• Speak to the commissioners by calling the port office at 
360-693-3611 for specific contact information.

• Mail your comments to:
POV Board of Commissioners
3103 NW Lower River Road, Vancouver, WA 98660

• For more information, visit the port’s website: 
www.portvanusa.com 

Communicating with the Commission



Port of Vancouver USA
3103 NW Lower River Road
Vancouver, WA 98660
info@portvanusa.com
360-693-3611
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