
AGENDA
CLATLAM COUNTY

CLALLAM BAY/SEKTU COMMUilTTY ADVISORY COMMITTEE
Sekiu Community Center
42 Rice Street, Sekiu WA

February 13,2025 - 5:30 p.m.

1. CArL TO ORDE& ROLI CALL

2. REQUEST FOR MODTFTCATIONS/APPROVAL OF AGENDA

3. PUBLIC COMMENT

4. APPROVAL OF MINUTES: October t7, 2024 and January 9, 2025

5. BUSINESS ITEMS
o Community updates
. Review Clallam County Tourism Master Plan

6. FUTURE AGENDA ITEMS
. Small Business Development with CIE and SBDC

7. PUBLIC COMMENT

8. NEXT MEETING DATEI TBD

9. ADJOURNMENT

J:\public\422 Committees and Organizations\Clallam Bay-Sekiu Community Advisory Committee\Agendas\2025\02-13-25 CB-Sekiu CAC
Agenda.docx



CLATLAM COUNTY
CLAILAM BAy/ SEKrU COM M UNITY ADVTSORY COM MITTEE

MTNUTES OF ¡ANUARY 9, 2025

MEETING OF THE cLAttAM BAY/SEKIU COMMUNITY ADVISORY COMMMITTEE (CB/Sekiu CAC)
Commissioner French (CMF) called the meeting to order at 5:30 p.m., January 9,2025. Also afteîding
were members Pamela Hicks, Jeri Boe and Cara pankey.

REQUEST FOR MODTFTCATTONS/APPROVAL OF AGENDA
No requests to modiñ7 the agenda.

APPROVAT OF MTNUTES
. October L7,2024
No action taken

BUSINESS ITEMS
o Community updates
CMF provided an update on the membership of the CAC. He noted there are several vacant
positions and he has extra applications for those

CMF provided an update on the Clallam Bay Early it is opening in

put out to bid.

on the bridge.

CMF provided an update on Parks and Recreation Board Meeting. Díscussion was
held regarding Slip Point Lig

Troi Gale provided an update on the Clallam Bay and Fork Library, The Library is hiring at this time.

Jeri Boe provided an update on the Clallam Bay Correction Center. The prison is hiring at this time.

cara Pankey provided an update on the clallam Bay Inn that she just purchased.

Greg Bellamy provided an update on Fire District 5.

. Discussion on 2025 meetings

ADJOURNMENT - 7:05 p.m.

Next meeting will be held on February 13,2025 at5:30 p,m. atthe Sekiu CommunityCenter,

J: \pub lic\422 Comm ittees and Or ganizations\C lallam Bay- Sekiu Community Advisory
Committee\Minutes\2025\0 1 -09 -25 CB- Sekiu CAT Minutes.docx



Otympic Peninsuta Tourism Master Ptan

Produced for Ctattam County by the otympic Peninsuta visitor's
Bureau and the Otympic Peninsuta Tourism Commission

Marsha Massey, Executive Director OPVB

https ://otym picpe n i ns u ta.orglwp-
c o nte nt/u p [o a d s I 2024 /0 3/O tym p i c - Pe n i n s u [a -To u ri s m - M a ste r- Pla n -

2024-Feb-25-2024.pdf



Exeeatíve SUMMARY

The Otympic Peninsutas visitor economy is
robust and growing year-over-year, and there is
exceptionatty broad community support for the
travel and tourism industry.

Overall, tourism was responsible for injecting
$gZg m¡tt¡on in visitor spending into the Olylrpic
Peninsula's economy in 2072, based on data
from Tourism Economics. According to the
National Parks Service, the Otympic National park
was responsible for S32O million of that visitor
revenue.

A[so, about 9Oo/o oÍ residents state that traveland
tourism is important for the Olympic peninsula's
generateconomy, according to a 2O23 resident
sentiment survey developed as part of this
plan. That high levelof support is important for
embarking on a plan like this.

However, the vast majority of that tourism-related
economic activity occurs during the summer.

Smallbusiness owners across the Otympic
Peninsula report that spring and fatl visitation
has increased organicatty during the last decade,
extending incrementatty beyond the summer
months year-over-year. That said, business
owners emphasize that they require much more
consistent, less spiky business throughout the
year to ensure more predictable revenue and cash
flow, hire and retain more quality employees, and
support economic and community devetopment
in their neighborhoods.

The purpose of this S-year Olympic peninsula
Tourism Master Plan is to create a more
consistent, sustainab[e and vibrant year-round
visitor economy with an emphasis on increasing
visitor spending in spring, fall and winter - not
summer peak season.

To accomplish that, the three overarching strategic
goals in this plan focus on destination márketing
destination and community devetopment, and
pubtic-private sector alignment.

Destination marketing includes initiatives to
enhance promotional messaging and branding
strategies to engage a broader cross*section of
visitor aud iences more effectively.

Destination and community development focuses
on increasing industry capacity and enhancing
visitor experiences specifically to attract more
incremental spring, fa[[ and winter visitation.

Public-private sector alignment is based on how
we[[ government and industry leaders collaborate
at all levels to achieve shared success based on a
long-term vision for the future.

lncreasing visitation outside peak season is a long*
term process that requires coordinated strategic
planning and intentional cotlaboration in every
municipatity. There are many case studies where
destinations with highty seasona[ visitation have
successfully optimized their visitor industry to
drive tourism business during need periods.

>
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Exeeatíve SUMMARY

STRATEGIC FRA¡4EWORI{

The high-tevetstrategic goats and actionabte initiatives in this plan were entirely devetoped by
people living on the Olympic peninsula.

The consultants at MMGY NextFactor facititated ten focus groups comprised of community
and industry leaders;four town halts for residents in Port Tõwnsend, Sequim, port Angeles and
Forks; more than 5O individual interviews; and a finalVisioning Workshoþ with stakehãtders
in the pubtic and private sectors. ln addition, The Otympic Peninsula Visiior Bureau created a
Ïourism Master Plan Leadership Team, made up of industry and community stakeholders, who
provided overall direction and strategic insights throughoui the project.

Those community and industry engagement sessions were complemented with a proprietary
DestinationNEXT Assessment that surveyed 168 regionalstakeholders to evaluat*'fro* they
perceive the performance of 24 different variables related to overattinfrastructure and overall
community/industry alignment. The MMGY team atso produced a resident sentiment survey,
which captured the many varying opinions from more than 1,4OO area residents about whai
they prioritize retated to the visitor economy.

Att that [oca[ insight and feedback contributed 1OO% to how the strategic goals and actionabte
initiatives were identified, debated, prioritized and written in this ptan. fnai is criticatto ensure
the vast majority of the community buys into the plan's strategic direction so stakeholders are
eager to work together to implement the initiatives.

The tl"rree key strategic goals in the Õlympic Peninsula Tourism Master plan are:

1' Enhance targeted marketing efforts to increase awareness of spring,
fall and winter travel seasons.

2. Develop diversified year-round tourism product and visitor experiences
to engage a wider variety of consumer lifestyles.

3. lncrease government, community and industry alignment around
sustainable tourism development. Dungeness River Nature Center

,l!
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Exeeatíve SUMMARY

I M PLËI{ Ë NTATI ON STRATEGY

There are a series of actionable initiatives for each of those three strategic goals. The success of any plan is onty as good as the execution
behind it' To implement those initiatives, there will need to be more intentional cotlaboration across the pubtii anJprivate sectors than everbefore to accomptish what the majority of Otympic Peninsula residents have clearly stated they want in this plan.

To help guide the implementation strategy over the next five years, a separate series of work plans have been created. Each of the action items
have short, medium or long-range timelines to hetp inform resource atlocation. The initiativ", huu" been prioritized based on what detiversthe highest, eartiest rewards for the lowest cost, as wellas other factors such as the complexity of the task. There are atso suggested coalitions
of organizations that can work together to hetp move the plan forward. lt witttake tocatteaders in tourism and altother sectors to champion
specific initiatives within the plan, coalesce support around them, and lead the necessary activities to accomplish them.

The three high-tevelgoals should remain the same throughout the duration of the five-year timeline for this master plan. Meanwhi[e, theindividualinitiatives shoutd be reviewed and reworked as necerrary on an annualor bi-ánnualbasis. That is to ensure that the Otympic
Peninsula Tourism Master Plan is a living, continually relevant document that serves the needs of communities as effectively as possible.



Strategíc FRAMEWoRK

The futtscope of destination research and community/industry engagement during the development of the otympic peninsula Tourism MasterP[an provided the foundation for the finalstrategic fråmewort .l.'Jtrire" pri*ury strategic goals each have a series of actionable initiatives thatare designed to achieve the priorities put forth by the majority of industry stakehotd*rr,îo,i*unity leaders and residents.

The three primary strategic goals have been developed intentionally to identify and prioritize the varying roles and levels of participation for theolympic Peninsula visitor Bureau {oPVB), its marketing cotlaborative group, tne otympic peninsula Tourism commission (opîC), and the restof the traveland tourism industry. Those degrees of pJrticipation include: Lead and Co*[ead; Convene and Support; and lnftuence & Ënable.

. coAL #1/ DESTTNATTON MAR|(ET|NG (LEAD & CO_LEAD)

" GOAL #2 / DESTINATION & COMMUNIry DEVTLOPMËNT (CONVENE & SUPPORT)
' GOAL #3 / puBLlc-pRlvATE SECTOR ALtcNMINT (TNFLUENCE & ENABLË)

GOAL #I
Enhance targeted marketing efforts to
increase awareness of spring, falland
winter travel.

The OPVB/OPTC and tourism industry
partners are responsibte for leading and
co-leading initiatives and providing seed
funding and resources, and the tourism
industry is accountable for performance
metrics. The OPVB wiltneed to rety
on input and resources from pubtic/
private partners to devetop optimal
collaborative marketi ng strategy.

GOAL #2

Develop diversified year-round tourism product
and visitor experiences to engage a wider
variety of consumer lifestyles.

GOAL #3

lncrease government, community and
industry alignment around sustainable
tourism development.

The OPVB/OPTC need to have a seat
at the table to help tackte some of the
most challenging issues for counÇ
and municipal governments. The
organization can provide data and
business inteltigence to inftuence poticy
development that further enables
sma[[ business development across the
visitor industry.

The OPVB/OPTC are coltaborators and
conveners to imptement initiatives. Sometimes
the organization wittprovide resources where
appropriate. Other times, it ís there to support
stakeholders and i nform development strategy.
The organization's fu[[aggregate of partner
retationships and insights into visitor motivations
and spending behaviors is a key asset for
investment decisions.



GOAL #1 DESTINATION MARI(ETING . ACTIONABLE INITIATIVES

Enhance targeted marketing efforts to increase awareness of spring, fall and winter travel.

Õ RtÅþ{ ¡¿ATttl\¡Âi_ sîRUeTU Rn

a. Review Destination Marketing organization structure, funding and
duplication of efforts with other [oca[and regionalentities.

b. Hire personnetin business development and content
development.

c' Upgrade, optimize and consolidate existing websites, socialmedia
and tech/data platforms to improve visitor engagement and
increase visitor loyalty.

d. Re-envision and conduct Annuat RegionalTourism summit.
e. create a dedicated day or session for buitding relationships

with Tribal teaders and strategic ptanning for lr¡battourism
development.

EOMMU NITY/I N NUSTRY PARTN HRSHI B

f. Expand marketing partnerships on the otympic peninsula, and
beyond the peninsula, such as: regionatTribai nations, state of
washington Tourism, port of seattle, Visit seattle, port of port
Angeles, Port of Port Townsend, port of Kingston/Edmonds,
Federal/state/county parks and Lands, NoÀA, wsDor, Black Batt
Ferry, realestate agencies, neighboring markets including Kitsap
Pen insula and Victorialy'ancouver lsland.

g. Develop more community forums for resident input on tourism
development, including sharing best practices.

h. lmprove data collection and sharing for resident and pubticþrivate
partner education.

i. create a regular and robust communication plan regarding the
value of tourism to locatcommunities and residentð.

TÅRGETEþ MÂ.RI{€TING

j' lncrease season and hotiday*specific content and programming/
packaging to engage lifestyte traveters.

k. create experience itineraries for targeted interest groups (e.g.
Tribal, culinary, arts & culture, shopping, wellness & heatth, 

*

entertainment, family, biking, etc.).
[. Develop responsible visitor education.
m. Promote resident staycations during shoulder and winter season.n' Develop "bounce back" cross-promotion program to invite peak

season visitors to return other times of year.
o. create library of podcasts to celebrate amazing localstorytellers

and area lifestytes (e.g., Tribatstories by Etdersãnd Leaders,
beachcombing, environmentalists, boat builders, maritime, etc.).p' collaborate with Black Bat[ Ferry Line to develop and promote
non-summer programs to attract canadian visitors to exptore the
Otympic Peninsula in fatl/winter/spring.

NTW 8U5INE55 ANVELÕPMËf{T

q. ldentify new sates and marketing opportunities for niche travel
segments and affinity groups.

r. ldentify new sales and marketing opportunities for group travel
segments (corporate retreats, state and regional associations, etc.).

s. ldentify new sales and marketing opportuñities for the sports
tourism segment.

t. ldentify new sales and marketing opportunities for socialgroups
(weddings, reunions, memorial services, etc.).

u. ldentify new sales and marketing opportunities for growing
international traveI segment.

OLYMPIC PËNINSULA TOURISM MASTER PLAN 37



GOAL #2 DESTINATICIN & CCIMMUNITY DËVELOPMENT . ACTIONABLE INITIATIVES

Develop diversified year-round tourism product and visitor experiences to engage a wider
variety of consumer lifestyles.

ITURISM PR$MUCT MËVXLüPñ4ËNT

a. Promote, support and diversify smaltbusiness development,
especiatly in communities located along the Discovery TraiI to
capitalize on criticalmass of economic activity.

b. lncrease and diversify types of visitor accommodations (e.g.,
gtamping, tiny homes, Airstreams, etc.).

c. Develop group experiences and venues for corporate, association,
sports, socialand other group traveI segments.

(UtINÅRY, FOüM/BEVNRA6E ËXPER!ËNCN ÛËVELÕPMENT

d' Expand the culinary Loop and increase support for the culinary
suppty chain.

e. Reimagine the integration of experiences (pie-making in pA,
breadmaking in Chimacum, cheese making on Marrowstone).

f. Elevate the peninsuta as a teading agritourism region in the pacific
Northwest.

g. Ëxpand the tocatwine, cider, brewery and spirits tourism sector.
h. Develop a farmers market schedule for the OPVB website.

ÅRTS, eULTURH & TRtßÅL HHRTTAüH nxpHRtHNCH DEVrLopf.lENT
i. Expand collaboration with Tribatcommunities to develop arts,

culture, heritage and culinary experiences (including opvB staff
and partners to request attendance at Tribarteaderihip meetings.).j. Prioritize cotlaboration with visitor-facing venues such as Makañ
Museum, T cedars, Quiteute oceanside Resort, Lower Elwha Hotel,
etc., which are presentty (or witt be) active in visitor experience
development.

cotlaborate with [oca[ artists, musicians, performers, craftspeople,
etc. to develop authentic storytetling opportunities to educate and
inspire visitors.
Establish an officialolympic peninsula Arts councilor develop a
structured network of arts organizations.

k.

t.

OUTNOOA RË(RgATiON, HËALTH & WHLIßCIþ¡G
NXPERI ENÇX NEVELOPMñþIT

m. Enhance [oca[ bike culture; pursue national cycting certifications;
and expand networks related to BMX, pump track, offroad, ebikes,
families, tandem, and the Canadian market.

n. Develop forest bathing experiences and other outdoor wetlness
experiences.

FHSTIVAL & EVENT ÐËVHLÕpr'4ff\¡T

o. lncrease shoulder season and winter events, (seasona[) and align
event calendars to support arts, culture and tifestyle businesses
and organizations.

p. Partner with washington Festival& Events Association to nurture
neMexisting events and create "micro'events in non*peak
months, and enhance collaboration regarding event management,
funding, etc.

q. Expand cross-county event partnerships (e.g., cider/Fungi Festivals
on same weekend to encourage longer stays).
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GOAL #3 PUBI.IC-PRIVATE SECTOR ALIGNMENT . ACTIONABLE INITIATIVES

lncrease government, community and industry alignment around
sustainable tourism development.

IFIDUSTRY ADVOEAEY

a. Devetop messaging to increase resident understanding that visitor
dotlars are why they have great restaurants, amenities and outdoor
experiences (e.9.: "This l l brought to you through lodging tax
do[[ars provided by visitors').

b. Convene pubtic, private and civic sector leaders to agree on
uniform advocacy language and opportunities/chattãnges related
to resident sentiment.

SMALL BUSINESS NXVELÕPMENT

f. update zoning to support travelindustry business development
(e.g., Agritourism businesses, cideries, lavender farms, breweries
and disti[[eries.) This is a current clallam county focus/need.

g. create a more streamlined process and enabling environment for
investment in smallbusiness devetopment in outdoor recreation
and lifestyle experiences (e.g., tour operators, restaurants, retai[,
indoor facilities, etc.).

I N FRASTRUCTU RE DEVETTP¡4NNT

h. Atign counties and cities around strategies for housing and
workforce development. [nsure tourism-related wor[force
housing is included in every municipality's housing action plan.i. Bring atlindustry and community stakeholders together to
advocate for improved ferry equipment, infrastruãture and
services.

j. Address quality of visitor experience/quatity of tife for residents
during high season, especiatly related to traffic; source state
funding for high-capital infrastructure needs.

k. Create communication ptatforms to broadcast business
interruptions that could impact high-season successes (road/
bridge closures, natural disasters, etc.).

l. Develop a sustainable tourism benchmarking framework and
identify funding sources to ensure consisteni tracking processes
over the long-term.

m. Exptore options for improvements in broadband connectivity.

Fll{ST llYlpRËSSttNS

c. Review entrance signage to welcome visitors to the otympic
Peninsula (e.g., monuments at Hood canar, coming from Victoria

. and through Western and Southern points of entry).
d. Create uniform olympic peninsula branding at a[[visitor

information centers and consider renaming them as olympic
Peninsula Welcome Centers (or co-branding them, Otympic
Peninsuta Welcome Center - Forks, etc.).

e. lnvest in downtown beautification, placemaking, watkabitity
and security (especially Port Angeles as a majoigateway to the
otympic Peninsula) in alignment with the Etevatã pA sirategic
Action Ptan.
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