
 

CITY OF KIRKLAND 
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MEMORANDUM 
 
To: David Ramsay, City Manager 
 
From: Sheila Cloney, Special Project Coordinator 
 Ellen Miller-Wolfe, Economic Development Manager 
 
Date: February 18, 2009 
 
Subject: Kirkland Uncorked  
 
 
RECOMMENDATION:   
 
Receive a report from staff regarding Kirkland Uncorked. 
 
 
BACKGROUND DISCUSSION:   
 
At the December 16, 2008 Council meeting, the Council earmarked Tourism funding in 
the amount of $15,000 for the 2009 Kirkland Uncorked event pending final 
consideration by the Lodging Tax Advisory Committee (LTAC) in January 2009.  The 
LTAC met on January 8, 2009 and voted to fund the 2009 event at $15,000. 
 
To reflect community and committee input about the 2009 event, the LTAC also 
recommended that event producer, Bold Hat Productions, consider the possible need 
for a name/brand change to highlight art and music and reduce the wine focus; extend 
the hours; offer more food options; and work with local art organizations to augment 
the art element of the event (i.e. jazz, visual, performing, fine art etc).    
Staff is incorporating these LTAC conditions into a Letter of Understanding that will be 
part of the Tourism Outside Agency Funding Agreement between the City and Bold Hat 
Productions.  The Letter will include specific tactics and performance measurements.  
 
2008 Event Evaluation 
Attached  please find the evaluation reporting for the 2008 event. Highlights that might 
be of interest to the Council are as follows:     
 
Economic Impact Statement for Kirkland Uncorked  
Survey data was collected and analyzed by Birchhill Enterprises, which specializes in the 
preparation of economic impact statements for events held throughout the State of 
Washington.  The need for a comprehensive report was twofold.  First the report shows 
the overall impact the event had on the area over the event period.  Secondly, the State of 
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Washington now requires that events receiving Lodging Tax Funds submit an annual 
report reflecting the economic impact of the event (Attachment F).   
 
 
Several financial goals were established for the event including: 

• The event generates sufficient revenue to cover production costs  
• The event generates seed money is to fund the 2009 event 
• The event generates $40,000 in net revenue to be paid to the City of Kirkland 

(less admissions tax) 
 
Event outcomes were as follows: 

• Production costs were covered  
• There is no seed money for 2009.  Based on 2007 and 2008 results, event staff 

estimates that a minimum of $30,000 is needed for cash flow.  Bold Hat 
Productions would finance that amount if the event proceeds in 2009. 

• The event paid $1,264.08 in admissions tax in 2007 and $2,344.28 in admissions 
tax in 2008 to the City of Kirkland totaling $3,608.36 applied against the $40,000 
payable to the City.  The net proceeds from the event post 2008 are $1358.33.   

 
The major factor that effected 2008 financial performance was the economic downturn. 
As is customary in an economic downturn, leisure spending is reduced.  This was 
reflected in:  

• Advanced ticket sales down $10,500 from projections 
• Projected attendance down 354 patrons 
• Wine bottle sales down $1,700 
• Art sales lower than expected 

 
The following table shows the financial results of the event compared to the budget: 
 
 08 

Budget 
08 Actual 08 Variance 

Revenue $209,489 $199,324 ($10,165) 
Expenses $190,410 $197,966 $7,555 
Net Profit $19,079 $1,358 ($17,721) 
Credit for Admissions Tax  
(2007 and 2008) 

$5,000 
 

$3,608 ($1,392) 

Net Profit Available to City $40,000 $1,358.33 ($38,642) 
 
 

Maximum Payment to City  
(Total of 07/08 Admission Tax and Net 
Revenue) 

$40,000 $4,967 ($35,033) 
 

Net to 2009 Event $30,000 $0 ($30,000) 
 
 



According to a Kirkland Downtown Association (KDA) survey, the event resulted in 
generally positive impacts for downtown businesses and a variety of “companion” 
activities and specials in downtown Kirkland were offered to complement Kirkland 
Uncorked. 
• The Heathman Hotel promoted a Kirkland Uncorked Weekend Package.   
• While not necessarily attributable to the event, all hotels reported being at full 

occupancy. 
• Kirkland Gallery Association members purchased individual ad spaces in the event 

program  
• The KDA produced the Kirkland Classic Car Show on Sunday, July 21, 2008.  
• Antique Mall took advantage of Kirkland Uncorked and sold their parking spots to 

festival-goers. 
• The weekend of Kirkland Uncorked, many businesses reported that they experienced 

an influx of business in the evenings after the event closed at 9:00 p.m.  
 
Promotions for the City of Kirkland in July were branded and marketed as “Kirkland 
Comes Uncorked in July”. Various press releases announced all the summer activities 
that were happening in Kirkland along with the promotion of the Kirkland Uncorked 
Event. 
 
The events and activities that were leveraged through the Kirkland Uncorked promotion 
include: 

• Juanita Bay Park  
• Kayak, boat rentals, waterskiing and parasailing 
• Argosy Cruises 
• Kirkland Wednesday Market  
• Friday Night Market at Juanita Beach  
• Kirkland Art Walk and Jazz nights  
• Art Galleries  
• 4th of July  
• Summer Performing Arts Concert Series 
• Kirkland Car Show  

 
Next Steps 
Preparation for the 2009 Kirkland Uncorked is well underway.  Bold Hat Productions 
staff has met with the Kirkland Cultural Council, and has been talking with members of 
the Kirkland Gallery Association, Cultural Council and other key Kirkland art stakeholders 
to discuss how to best augment the art element in a manner that complements 
Kirkland’s existing art offering.  Going forward, Bold Hat Productions also hopes to talk 
with the newly formed downtown retail group about how retailers can engage with the 
event in ways that are meaningful and measurable.    
 
With the exception of Attachment B, all other attachments referenced in the attachment 
memorandum are available at City Hall, in the Council Study for review. 



  ATTACHMENT A 

 

CITY OF KIRKLAND 
City Manager's Office 
123 Fifth Avenue, Kirkland, WA  98033  425.587.3001 
www.ci.kirkland.wa.us 

 
 
MEMORANDUM 
 
To: Dave Ramsay, City Manager 
 
From: Sheila Cloney, Special Projects Coordinator 
 
Date: October 24, 2008 
 
Subject: KIRKLAND UNCORKED -2008 
 
RECOMMENDATION: 
 
Lodging Tax Advisory Committee receive a report on the 2009 Kirkland Uncorked event and; 
 

1)  Approve tourism outside agency funding request in the amount of $15,000 to Kirkland 
Uncorked 2009; 

2) Decline request  for $15,000 in tourism outside agency funding.  Approve tourism 
outside agency funding in a lesser or greater amount than $15,000; or 

3) Make no decision on request for tourism outside agency funding.  Refer matter to City 
Council for final decision. 

  
BACKGROUND: 
 
In its second year, Kirkland Uncorked was again promoted, nationally, regionally and locally as 
a tourism event featuring wine, art and jazz. (Attachment A and B) The event, sponsored by the 
City of Kirkland was intended to attract visitors to Kirkland to shop, dine and stay at local hotels 
(Attachment C).  Requiring a non-profit for permitting purposes, The Hope Heart Institute, an 
eastside organization was the event beneficiary.  The Hope Heart Institute gained exposure in the 
event pre-promotion and at the event.  The organization was able to promote Heart Health 
programs to a variety of target audiences. Hope Heart received $3,783.25 from a percentage of 
ticket sales as well as the proceeds from the “Kirkland Uncorked Benefit CD” produced by Pony 
Boy Records.  Pasado’s Save Haven also received $2,000 from the well attended City Dog Cover 
Dog contest (Attachment H).  In 2007, The Kirkland Art Center (KAC) was the beneficiary.  In 
light of the recent change in executive leadership, the KAC elected not to play a prominent role 
in the 2008 event.   
 
The 2006 proposal presented to Council was for two Kirkland Uncorked events (to be held in 
2007 and 2008), and included an initial investment from the City of $40,000 which was to be 
repaid over a two-year period.  Pursuant to Section 3 – Revenue Sharing of the Agreement for 
Professional Services by Bold Hat Festivals and Events for Kirkland Uncorked 2007 and 2008 
(Attachment D): 
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“Should the 2007 Kirkland Uncorked Event generate net proceeds in excess of the 
break even amount established by the parties in Section 3.2, the City shall receive 
the net proceeds in excess of the breakeven amount (the “City Revenue Share’) up 
to a total payment of $20,000, reduced on a dollar-for-dollar basis by admissions 
taxes generated by 2007  Kirkland Uncorked.  The parties intent in providing for 
the potential  City Revenue Share  is for the City to recover one-half of the 
Contract Amount in 2007 and the other half in 2008 through admissions taxes 
with the balance being recovered in the revenue share.  Any revenue in excess of 
$20,000 less the admissions tax credit shall be paid into the Kirkland Uncorked 
Event account administered by Bold Hat to assist in the successful continuation of 
the Kirkland Uncorked Event in 2008. 
 
The City acknowledges and agrees that the event may not generate revenue 
sufficient to reach the break-even point or to fund the City Revenue share.  Bold 
Hat makes no representation or warranty as to the revenue that may or may not 
be generated by the event no is Bold Hat guaranteeing any revenue amount or 
payment of the City Revenue Share.”    
 

In 2008, Kirkland Uncorked was one of several tourism related events that received funding 
from the tourism program. The event received an initial $15,000 in tourism outside agency 
funding for marketing, and was awarded an additional $15,000 following the receipt of a five-
year event business plan. (Attachment B ) 
 
The Kirkland Special Event Service Team and tourism staff worked with event producers to 
coordinate city permits, and the events integrated marketing plan.  
 
Event organizers coordinated activities and promotional plans with the following:   

• Kirkland Art Center  
• Kirkland Chamber of Commerce  
• Kirkland Cultural Council 
• Kirkland Downtown Association  
• Kirkland Downtown Restaurant Association 
• Kirkland Gallery Association 
• Kirkland Kiwanis 
• Kirkland Parks Department 
• Kirkland Rotary  
• Kirkland Special Event Team 
• Lodging Tax Advisory Committee and Tourism staff Kirkland  
• Kirkland Wednesday Market  

 
Kirkland Uncorked was built in collaboration with the following stakeholders: 
• City Dog Magazine 
• Classical King FM 
• Hope Heart Institute  
• Northwest Arts and Crafts Alliance 
• Northwest Marina Trade Association 
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• NuCulinary  
• Pony Boy Records 
• Seattle Homes & Lifestyles 
• Washington State Wine Commission 
 
The following local event organizers and tourism partners provided input after the 2007 event 
that was used to strengthen the 2008 offering: 
• Dick Beazell (Kirkland Downtown Association) 
• John Brockman (SRJO) 
• Shirley Day (Kirkland Crab Cracker) 
• Nancy Demond (Heathman Hotel) 
• Denise Gray (Marriott Hotel) 
• Pat Howard (Howard Mandville Gallery) 
• Steve Lerian (Kirkland Performance Center) 
• Ben Lindekugel (Concours de Elegance) 
• Russell Lowell (RDL catering) 
• Mark Novak (Woodmark Hotel) 
• Chris Sharpe (KAST) 
• Penny Sweet (The Grape Choice) 
• Bill Vadino (Kirkland Chamber of Commerce) 
 
The rigorous post-event-evaluation resulted in the following revisions for the 2008 event: 
• The addition of Northwest Arts and Crafts Alliance to host a juried art show in Marina Park, 

Kirkland Avenue and Park Lane  
• In conjunction with research done by an ad hoc jazz committee, Pony Boy Records was 

engaged to perform live jazz music 
• Classical King FM retained to host classical music performers  
• A designated food area outside of the wine garden including more offerings 
• Pairing plates offered by Kirkland Rotary inside the wine tasting area 
• Bread available at wine tasting tables 
• Replacement of chain link fencing with picket fencing.  (This change required additional 

security resources.) 
• Addition of the Discover Boating - Boat Show to enhance free public area 
• City Dog - Dog Contest to enhance the free public area 

.  
Following is a summary of the feedback and a general assessment of the various elements of the 
2008 Kirkland Uncorked event.   
 
Customer Experience 
The analysis of data collected at the 2008 event from Kirkland survey cards as well as the 
Economic Impact study provide the following:  
  
Downtown Business Experience 
A variety of “companion” activities and specials in Downtown Kirkland were offered to 
complement Kirkland Uncorked. 



4 
 

• The Heathman Hotel promoted a Kirkland Uncorked Weekend Package.   
• While not necessarily attributable to the event, all hotels reported being at full occupancy. 
• Kirkland Gallery Association members purchased individual ad spaces in the event program  
• The KDA produced the Kirkland Classic Car Show on Sunday, July 21, 2008.  
• Antique Mall took advantage of Kirkland Uncorked and sold their parking spots to festival-

goers. 
• The weekend of Kirkland Uncorked, many businesses reported that they experienced an 

influx of business in the evenings after the event closed at 9:00 p.m.  
 
Promotions for the City of Kirkland in July were branded and marketed as “Kirkland Comes 
Uncorked in July”. Various press releases announced all the summer activities that were 
happening in Kirkland along with the promotion of the Kirkland Uncorked Event. 
 
The events and activities that were leveraged through the Kirkland Uncorked promotion include: 

• Juanita Bay Park  
• Kayak, boat rentals, waterskiing and parasailing 
• Argosy Cruises 
• Kirkland Wednesday Market  
• Friday Night Market at Juanita Beach  
• Kirkland Art Walk and Jazz nights  
• Art Galleries  
• 4th of July  
• Summer Performing Arts Concert Series 
• Kirkland Car Show  

 
Music Experience 
Following the formation of a Jazz Committee, and staff research into the best way to add a music 
element to Kirkland Uncorked, Pony Boy records was approached and agreed to produce a live 
jazz music element at the event.   The jazz music was well received, however, there was not a 
huge focus on the music and physical presence in front of the stage by the audience.  In the 
future, jazz music will continued to be featured but the stage positioning will be reevaluated.  It 
should be noted that Pony Boy Records counseled event organizers that this was likely to occur 
and did not interpret this as an indicator that the music was not well received by event-goers. 
 
Food Experience 
In response to feedback from Kirkland downtown restaurants that  event often compete for the 
same business, the 2007 Kirkland Uncorked event erred on the side of not having enough food 
offerings.  The plan for the 2008 event was to increase food sampling within the Lifestyle and 
Tasting Garden as well as increase food vendors in the free festival area. The 2008 Kirkland 
Uncorked hosted six food vendors as well as one City contracted vendor at Marina Park. The 
response from restaurants was that they had a busier than normal weekend. The 2008 analysis 
was that the amount of food offered was a good balance between the downtown restaurants and 
the customers at the Kirkland Uncorked event.  
 
Inside the Lifestyle and Tasting Garden, the event was not able to attract the amount of 
restaurants that were originally projected. Unfortunately, restaurants were one of the first sectors 
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affected by the economic downturn.  Despite aggressive efforts to recruit restaurants to offer 
samples in the wine garden, financial worries prevented all but a few restaurants from 
participating.  On Saturday, from 1 – 5 p.m. four restaurants participated in a sampling session.  
In response to the under anticipated amount of restaurants sampling, additional grilling 
demonstrations were added at which guests enjoyed food samples. 
 
In addition to food sampling, in 2008 the addition of wine pairing plates for sale was added in 
the Lifestyle and Tasting garden. A partnership between The Crab Cracker, who produced the 
plates and the Kirkland Rotary who sold the plates at the event was made. The Kirkland Rotary 
testified that they had a successful event but stated that the restaurant sampling slowed their 
sales.    
 
Bold Hat Productions is exploring a partnership with the Washington Restaurant Association for 
the 2009 event. 
 
Art Experience 
Following the 2007 event, staff was contacted by Best of the Northwest otherwise known as 
Northwest Craft Alliance (BTN) regarding producing the art portion of Uncorked in 2008.  BTN 
currently produces two large scale annual juried art shows that are very well regarded in the 
Puget Sound.  Many KAST artists are also members of this highly regarded organization.  
Following a meeting with BTN, Bold Hat Production, city staff and KAST organizer Chris 
Sharpe it was determined that a partnership with BTN would be a very acceptable solution to 
providing juried art at the 2008 event. 
 
Art organizers expected a moderate amount of interest in the event and were pleasantly surprised 
when they received an overwhelming response from artist who were anxious to access the 
Kirkland market.  Wishing to proceed cautiously, BTN selected 70 artists out of 120 to 
participate in the event.  Although the economic downturn is partly responsible for less than 
robust art sales at the event, all parties agree that Park Lane was not a good fit.   There was a 
disconnect between activities at Marina Park/Kirkland Avenue and Park Lane.  On Sunday, the 
car show helped to alleviate the disconnect to a certain degree, although BTN has notified event 
organizers that they would not be willing to produce the event on Park Lane in the future.  
 
In 2009, artists have proposed the use of one more section of the Marina Park parking lot to host 
artists.  
 
Wine Experience 
The Washington State Wine Commission’s objective continues to be to reach people ages 21-35 
(millennia generation).  While early on there was discussion about raising ticket prices in 
alignment with other similar events, the economic downturn caused event organizers to rethink 
prices and ultimately repeated the $25 ticket price. The Washington State Wine Commission 
reported that the event was a success from their perspective.  Quality contacts (in the form of 
mailing lists) were made and all participating wineries would like to return in 2009.  A total 
number of 23 wineries were represented with a special focus on Walla Walla wines. Many 
wineries expressed interest and were not selected to attend due to limited space at the venue.  
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Bottled wine sales totaled 795 bottles at an average price of $21, resulting in $16,797 in gross 
revenue.  
 
Event organizers continue to strengthen relationships with Walla Walla wine organizations in 
hopes of increasing the presence of wine from that region at the event in 2009. 
 
Sponsor Experience 
Below is a list of companies and organizations that were 2009 Kirkland Uncorked sponsors. The 
comprehensive marking plan that was created from $30,000 in funds provided by the City was 
the key component to attracting $50,000 in cash sponsors.  Sponsorship from the City of 
Kirkland helped to garner interest inasmuch as an event supported by the jurisdiction in which it 
takes place may serve as an indicator to potential sponsors that a city permitted and supported 
event will present a safe and healthful environment for their target markets.   
 
Baileys  
City of Kirkland  Tourism 
Discover Boating  
Explore Kirkland 
Fred Meyer  
Henry Weinhard’s  
Icelandic Glacial Water  
Kirkland Cultural Council 
Kirkland Performing Arts Center  
Kirkland Waste Management  
New York Times  
Northwest Art Alliance  
Overlake Chiropractic  
Planet Poochie  

Pony Boy Records  
Seafair  
Snoqualmie Casino 
Sterling Savings Bank 
The Grape Choice  
Two Men and a Truck 
Verizon FiOS 
Villas at Carillon 
Washington State Wine Commission  
Weber Grills  
Woodmark 

 
 
In addition to cash sponsors, the success of the 2007 event attracted an additional $127,500 in 
media trade in 2008. A variety of marketing efforts were undertaken in cooperation with local 
and regional outlets, including: 
 
Print Sponsors: 
 
Seattle Homes & Lifestyles   

 
$22,750 

Kirkland Reporter   $1,320 
Seattle Weekly  $500 
City Dog   $2165 
Woodinville Weekly  $1,320 
425 Magazine   $11,300 
 
Radio Sponsors: 
 
98.1 Classical King FM  $29,000 
Movin’ 92.5    $33,000 
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The Mountain    $26,150 
 
In addition, cross-marketing efforts were undertaken with the following partners: 
• Woodinville Wine Highway 
• Seafair Marathon 
• www.ExloreKirkland.com 
• www.WashingtonStateWineCommission.org 
• Kirkland’s Partner City - Walla Walla Tourism 
• Walla Walla Wine Alliance 
• Pony Boy Records  
• Northwest Art Alliance  
• Northwest Marine Trade Association  
 
Tourism 
A destination such as Kirkland needs two or three major stories each year to keep the travel 
media writing about the area.  Kirkland Uncorked was tourism’s summer story.  While Bold Hat 
Productions focused on securing advertising sponsorships, the tourism program complimented 
that effort by submitting calendar listings and pitching the story in all appropriate travel and 
media outlets (Attachment A and F). 
 
The tourism program hosted the following national media writers at the 2008 Kirkland 
Uncorked: 

• John Blanchette of Creators News Service/Copley News 
• Bob Haru Fisher of Frommers.com 
• Rob Bhatt of AAA Western Journey 
• Sheila O’Connor of Travel World 
• Patrice Raplee of Offbeat Travel/Positively Ent. Travel  
• Matt Wilson of JohnnyJet.com. 

 
The return on investment on these types of activities is ongoing.  For example, the media writer 
who attended the event in 2007 has continued to write  about Kirkland as a visitor destination.  
 
Economic Impact of Kirkland Uncorked  
Survey data was collected and analyzed by Birchhill Enterprises, which specializes in the 
preparation of economic impact statements in the State of Washington.  The need for a 
comprehensive report was twofold.  First the report shows the overall impact the event had on 
the area over the event period.  Secondly, the State of Washington now requires that events that 
receive Lodging Tax Funds submit an annual report reflecting the economic impact of the event 
(Attachment F).   
 
Attendance  
Public areas planned for attendance of about 30,000 people over the three-day event.  Estimated 
actual attendance in the public areas and downtown was somewhere between 25,000 and 40,000.   
 
The Kirkland Uncorked attendance from 2007 to 2008 increased by 8.65%. The 2007 attendance 
was 3,332 and the 2008 attendance was 3,646, an increase of 314 people. The projected 
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attendance for 2008 was 4,000. Actual attendance was down 8.85% from projected or 354 
people. The failing economy is a viable reason why attendance did not meet projections. 
 
Financial Performance   
 
Going into the event, several financial goals were established: 
1. The event generates sufficient revenue to cover production costs  
2. The event generates seed money is to fund the 2009 event 
3. The event generates $40,000 in net revenue to be paid to the City of Kirkland (less 

admissions tax) 
 
Following the event: 
1. Production costs were covered  
2. There is no seed money for 2009.  Based on 2007 and 2008 results, event staff estimates that 

a minimum of $30,000 would need to be available for cash flow.  Bold Hat Productions 
would finance that amount if the event proceeds in 2009. 

3. The event paid $1,264.08 in admissions tax in 2007 and $2,344.28 in admissions tax in 2008 
to the City of Kirkland totaling $3,608.36 applied against the $40,000 payable to the City.  
The net proceeds from the event post 2008 are $1358.33.   

 
The major factor that effected 2008 financial performance was the economic downturn.   As is 
customary in an economic downturn, leisure spending is reduced.  This was reflected in:  

• Advanced ticket sales down $10,500 from projections 
• Projected attendance down 354 patrons 
• Wine bottle sales down $1,700 
• Art sales lower than expected 

 
The following table shows the financial results of the event compared to the budget: 
 
 08 Budget 08 Actual 08 Variance 
Revenue $209,489 $199,324 ($10,165) 
Expenses $190,410 $197,966 $7,555 
Net Profit $19,079 $1,358 ($17,721) 
Credit for Admissions Tax  
(2007 and 2008) 

$5,000 
 

$3,608 ($1,392) 

Net Profit Available to City $40,000 $1,358.33 ($38,642) 
 
 

Maximum Payment to City  
(Total of 07/08 Admission Tax and Net 
Revenue) 

$40,000 $4,967 ($35,033) 
 

Net to 2009 Event $30,000 $0 ($30,000) 
Overall the event offering improved in 2008, inasmuch as it was well-received by most attendees 
and sponsors.  Elements that did not work such as art booths on Park Lane are a lesson for the 
following year.  Unlike an event such as a farmers market which can be recalibrated each week, 
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there is much less flexibility with annual events.  Once load-in and set up occur there is little 
flexibility to respond to large scale issues such as moving an event venue.  
 
 
Attachment List:  
Attachment A: 2008 Media Audit  
Attachment B: 2008 Art, Wine Jazz Participants  
Attachment C: Five Year Kirkland Uncorked Business and Marketing Plan 
Attachment D: City Contract 
Attachment E: 2008 Travel stories from Media Writers  
Attachment F: 2008 Kirkland Uncorked Economic Impact Study 
Attachment G: 2008 Kirkland Uncorked Testimonials  
Attachment H: City Dog Cover Dog Media Coverage 
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