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EXECUTIVE SUMMARY 
The City of Enumclaw is located in the far 
southeast corner of King County, 
surrounded by farm and forest lands, and 
removed by convenient distance from the 
populated areas of the Puget Sound region.  
Despite its physical location, the economy 
of the city is not isolated and is therefore 
affected by what occurs in neighboring 
cities, the region and the state.   

The tremendous growth over the past 
several decades in adjacent cities (Maple 
Valley, Covington, Bonney Lake, etc.) 
created new and accessible opportunities 
for goods and services, as well as jobs.  In 
contrast, over the same period of time, the 
city saw little in the way of new growth.  
The resultant effect is that today, many city 
residents spend their discretionary income 
elsewhere and are more likely than not to 
commute to work. 

The continued export of jobs and income is 
of growing concern to city government, 
citizens and local businesses. This trend 
coupled with the recent economic 
downturn has constrained local growth to a 
point where it is now difficult to retain and 
attract new businesses and residents.  If left 
unchecked, the current economic situation 
will have a long term impact on whether 
the city is able sustain itself, and potentially, 
to grow. 

In response to the many discussions and 
expressions of concern voiced on the issue 
of and the need for economic development, 

an Economic Development Task Force was 
convened by Mayor Reynolds.  The charge 
of the Task Force was to “work together” to 
identify issues and come-up with viable 
solutions.  The Enumclaw Strategic Plan for 
Economic Development is the result of the 
Task Force’s nearly yearlong effort.   

The following summarizes the document 
and information contain therein: 

SUMMARY OF PLANNING PROCESS  

The Task Force comprised of nine members 
representing a cross section of the business 
community, undertook a deliberative 
process to garner information about the 
local economy.  It interviewed a group of 
stakeholders (Enumclaw School District, City 
Council, Plateau Outreach Ministries, 
Enumclaw Regional Healthcare Foundation, 
Enumclaw Rotary, and Windermere Real 
Estate) by asking a series of questions 
meant to solicit feedback on opportunities 
and obstacles. 

Public comments were solicited following 
release of a draft plan in May 2013. This 
final plan responds to comments received 
during the process.  

The process also included the development 
of two studies: 1) Economic Analysis – Retail 
Assessment and Comparative Advantages, 
and 2) Impact Analysis of Enumclaw Expo 
Center.  The stakeholder interviews, the 
aforementioned studies, and the Task 
Force’s considerable local knowledge, 
formed the basis of information for the Plan.  
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VISION AND MISSION STATEMENTS 

To guide its effort though the process, the 
Task Force developed the following Vision 
and Mission Statements: 

VISION:  Our Enumclaw:  Small town. Active 

Community.  A place where families and 
businesses thrive. 

MISSION: Enhancing Enumclaw’s quality of 

life by fostering economic development 
activities that preserve and create jobs, 
create sustainable business and enhance 
the well-being of our rural community. 

SWOT ANALYSIS 

The Task Force completed a SWOT 
(strengths, weaknesses, opportunities, 
threats) analysis with the assistance of 
input from the stakeholder interviews.  
Though there are a number of economic 
and employment weaknesses, the Task 
Force found that the city has many 
strengths (small town charm) and 
opportunities (partnerships, light 
industrial). 

OVERARCHING THEMES 

From the interviews and analysis five 
overarching themes emerged: 

• Jobs/Employment growth supports 
local businesses, residential growth, 
and community. 

• Take advantage of opportunities 
provided by the Expo Center. 

• Encourage balanced and sustainable 
growth that maintains the city’s 
small town atmosphere. 

• Seize opportunities to attract 
tourists due to proximity to 
recreation and beautiful setting. 

• Overcome the limitations of 
geographic location by supporting 
local business growth. 

ECONOMIC ANALYSIS 

From the two economic (fiscal) 
assessments done, the following was 
found: 

• Enumclaw’s primary trade area 
consists of 22,500 residents. 

• 60% of retail spending by 
residents occurs outside of 
Enumclaw. 

• Residents spend their local 
dollars on eating establishments, 
groceries, drug/healthcare 
products, and lawn and garden 
supplies. 

• Enumclaw’s population growth 
rate is comparably low. 

• Manufacturing is the fastest 
growing sector of the local 
economy. 

• Expo Center attendance was 
147,900 in 2012. 

• Expo Center generated $3.3m in 
spending within the City in 2012. 
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STRATEGIES AND TACTICS 

The Task Force conducted an 
assessment of strategies based on 
ease of implementation and impact.  
For each strategy, there is a list of 
actions that if implemented will help 
achieve the strategy (not listed in 
order of priority): 

1. Promote Employment Growth in 
Retail/Services, Medical & Light 
Industrial. 

2. Attract one or more Senior 
Communities with High Quality 
Housing and Amenities. 

3. Increase Tourist Visits. 
 

 

 

 

 

 

 

 

 

 

 

 

FIVE YEAR PLAN 

Implementation of the projects 
necessary to achieve the strategies 
will take time and resources.  
Included is a 5 year plan (2013-2017) 
that sets forth the tactics and 
desired timing of implementation.  It 
also sets out the costs and a 
measure of success. The Plan is to 
be implemented through 
partnership between a number of 
entities, including the City. 
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INTRODUCTION 
A good economic base strengthens the community and supports activities that increase 
liveability and quality of life.  Enumclaw, along with the rest of the country, has struggled in a 
challenging economic climate.  As a small rural city, we have both unique economic 
opportunities and unique obstacles to overcome.  In May of 2012, the Mayor formed an 
Economic Development Task Force (the “Task Force”) of local business owners and citizens 
familiar with Enumclaw to develop a Strategic Plan for Economic Development.  

TASK FORCE 

The Task Force consists of nine business owners or representatives from different industries 
within Enumclaw including Cole Street retail (Skynet, Rainier Bar and Grill), SR 410 retail (Work, 
Sports and Outdoors), industrial sector (Helac), internet-based business (Party Pail), finance and 
insurance sector (Mutual of Enumclaw, Finance), the restaurant sector (Rainier Bar and Grill), 
healthcare sector (St. Elizabeth Hospital) and the Chamber of Commerce.  

PURPOSE AND DESIRED OUTCOME 
The purpose of the strategic plan is to strengthen and expand the city’s economic base and 
thereby strengthen the community, liveability and quality of life.  Actions are deemed 
necessary in order to ensure the city maintains its housing/jobs balance; lessens the 
escapement of retail dollars to surrounding communities; creates more industrial/technical jobs 
that pay a living wage; and guides growth concomitant with need and local values.  

This plan creates a vision for economic development and identifies opportunities and specific 
strategies to implement the vision over the next five years. The Task Force developed the 
following Vision and Mission Statements to guide the economic development effort: 

Vision Statement: 

Our Enumclaw: Small town. Active Community. A place where families and businesses thrive.  

Mission Statement: 

Enhancing Enumclaw’s quality of life by fostering economic development activities that preserve 
and create jobs, create sustainable businesses and enhance the well-being of our rural 
community.  
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SUMMARY OF PLANNING PROCESS 
The Mayor appointed nine members to the Task Force. The first Task Force meeting was held in 
June 2012.  The Task Force discussed the project and elected to solicit input from various 
community stakeholder groups through interviews held in July 2012. Following the interviews, 
the Task Force met between September and November 2012 to discuss opportunities, 
advantages and disadvantages; and developed four overarching goals or themes for economic 
development. In February and March 2013, the Task Force assessed and discussed strategies 
and formulated a recommendation.  The process was aided and informed by two commissioned 
studies completed by the economic consultancy firm Community Attributes, Inc.: a) Economic 
Analysis – Retail Assessment and Comparative Advantages; and b) Impact Analysis – Enumclaw 
Expo Center. 

STAKEHOLDER INTERVIEWS  

The Task Force conducted stakeholder interviews with the following organizations: Enumclaw 
School District, City Council, Mayor, Plateau Outreach Ministries, Enumclaw Regional 
Healthcare Foundation, Enumclaw Rotary, and Windermere Real Estate. A summary of those 
answers with multiple stakeholder agreement is below.  A more detailed description is found in 
Appendix B.  The interviews included the following questions:  

1. What is Enumclaw’s  #1 asset or selling point?  

Picturesque setting, surrounded by beauty – rural land, farms 
and mountains 

Our community. We have involved business people and 
volunteers and a strong sense of community  identity. 

Our small town atmosphere. It is friendly and a good place to 
raise children.  

Good schools and athletic programs. 

Historic and quaint downtown. 
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2. What should be Enumclaw’s  #1 asset or selling point? 

High level of community involvement and small friendly 
community atmosphere.  People know each other. 

Enumclaw advertised/known outside the city as a tourism 
destination.  

Expo center growth and opportunities. 

Great place for seniors – great market for gated 
community/amenities. 

Revitalized attractive downtown with unique restaurants and 
shops, and providing for visitors needs – accommodation, arts, 
great food and entertainment.  

Employment opportunities, jobs that attract people/families and 
retail. 

3. What is the biggest deterrent to your success? 

Lack of growth and new population numbers. Need modest 
growth to survive, not a lot – 3-5% over 5 years is optimal.  

Highway Transportation corridor issues – SR 410 improvements 
and signage to direct people to and through Enumclaw instead 
of around. 

What is our vision?  How are we going to market ourselves? 
There is a need for a common vision for downtown and for the 
community as a whole. 

Lack of quality and quantity of hospitality, such as a brand name 
hotel and bed and breakfast establishments.   

Enumclaw’s location makes it difficult to compete with valley for 
large employers.  

There is a need for employment opportunities of all types, 
especially entry level employment opportunities for those with 
less education.  
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4. What community assets (people/intellectual capital, process and infrastructure) are 
underutilized?   
 
 
 

The City generally doesn’t take advantage of its picturesque 
location close to recreational opportunities.  

Underutilized land on SR 410 corridor.  Thomas farm is 
underutilized – county bought development rights back, should 
try to get them back 

Downtown is quaint, but needs a variety of restaurants and 
interesting stores to give tourists a reason to visit.   

The Expo center is underutilized. It could have additional growth 
and we could provide opportunities to attract tourists to stop. 

The City owns lots of land that is vacant or used for parking. It 
could be used to a build community/senior center or redeveloped 
through  public /private partnerships. 

Collaboration between City/Business/Social Services could be 
expanded. 
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5.  What should Enumclaw look like in 5, 10 and 20 years? 

The City has built collaboration around a strong vision. 

We grow at a modest rate while maintaining the rural character 
and small town atmosphere. 

We have a strong job/employment base, and have added 
employment opportunities in the City.  

Revitalized historic downtown. The right mix of activities, 
restaurants and shops attracts tourists and residents to support 
it.  There are downtown activities in the evenings, downtown 
gathering spaces. 

City offers regulatory incentives, such as easy permitting and 
fewer infrastructure requirements.  

There are places and activities for seniors here – we encourage 
55+ active gated communities.   

There are quality hospitality establishments such as Bed and 
Breakfasts and a franchise hotel. 

Emphasis on healthy living, farmers market to spot light local 
farms, emphasis on maintaining farm fresh food/businesses.  

We’ve built on recreation opportunities – our version of 
Leavenworth. We encourage outdoor/active families. 

Balanced community where lower incomes are supported. 
Support services, programs for seniors and youth. There are 
housing options for people of low to moderate income levels. 
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SUMMARY OF PUBLIC INVOLVEMENT AND COMMENT PROCESS 

The Economic Development Task Force conducted outreach to community groups and the 
public at large to ensure that the community had ample opportunity to review the draft plan 
and provide input into its recommendations. Public outreach began with a presentation to the 
City Council in May of 2013.  The public involvement effort included presentations to 
community groups, press releases, and notices on utility bills.  Between July and November of 
2013, the Economic Development Task Force presented the plan to the Enumclaw Rotary, the 
Chamber of Commerce, the Downtown Merchants and Friends (now known as Friends of 
Historic Downtown Enumclaw), and a group of community arts supporters and advocates. 
Public comments were received at these meetings and also independently. Public comments 
are attached as Appendix D.    

Of the many comments received, two subjects were most often mentioned or commented on: 

ATTRACTING TOURISM 
Many comments indicated that the plan needs to have a stronger emphasis on attracting 
tourists to the City due to its proximity to Mt. Rainier and Crystal Mountain.  Tourism could be a 
means of supporting downtown businesses. The following specific tactics were mentioned:  

• Development of a covered pavilion 
to host events downtown 

• Increase the number of downtown 
events  

• Marketing effort aimed at increasing 
tourism (such as branding, publicist, 
advertising) 

• Improve downtown storefronts 

• Increase arts and cultural activities 

• Electronic readerboard on SR 410 

• Branding as an outdoor recreational 
mecca 

 

PROMOTION AND SUPPORT OF ARTS AND CULTURE 
Comments included a desire that the plan include tactics that support and promote arts and 
cultural activities.  There were general comments that arts and cultural organizations have been 
increasingly underfunded resulting in fewer events and activities.  Increasing support for arts 
and cultural activities could have positive impact on quality of life provided to citizens, and 
compliments the retirement community proposed as many retirees look to locate where there 
is a significant arts and cultural community. Arts and cultural activities could also be an 
important means of creating a vibrant downtown as well as attract tourists.  
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 “SWOT” ANALYSIS: STRENGTHS, WEAKNESSES, OPPORTUNITIES AND THREATS  
The stakeholder interviews, public comments and task force discussions identified a series of 
strengths, weaknesses, opportunities and threats facing the City of Enumclaw: 

Strengths Weaknesses 
• Small town atmosphere 
• Sense of Community 
• Picturesque Setting 
• Near Crystal Mt and Mt Rainier 
• Historic Downtown 
• City Owned Land 
• Expo Center  
• Hospital 
• Existing Light Industrial and Medical 

business clusters 
• Green River Community College 
• Places for active seniors 
• School district with STEM curriculum 
• Active human service providers/non-

profits 
 

• Geographically isolated 
• Fewer restaurants and cultural activities, 

“things to do”, than other urban areas 
• Struggling businesses downtown 
• Lack of quality hospitality 
• Educational opportunities at comparative 

disadvantage as compared to metropolitan 
areas 

Opportunities Threats 
• Capture tourist traffic 
• Increase Expo Activity and Events 
• Support growth of local businesses 
• Encourage growth of light industrial and 

medical businesses 
• Attract a Senior Community 
• Partner with GRCC  
• Attract hotel/motel 
• Encourage Bed and Breakfasts 
• Mixed use development downtown 
• Improve educational opportunities to 

attract employers 
 

• Decreasing population 
• Unfettered residential growth  
• Becoming a “bedroom” community 
• Retail escapement 
• Loss of small town atmosphere 
• Loss of businesses 
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 OVERARCHING THEMES 
During the Task Force discussions, interviews, public comments and analysis of Enumclaw’s 
strengths and weaknesses, five overarching themes emerged.  The Task Force chose to 
concentrate strategies around these five themes.  

JOB/EMPLOYMENT GROWTH SUPPORTS LOCAL BUSINESSES, RESIDENTIAL GROWTH AND THE COMMUNITY.  
Local job growth results in employees that patronize local businesses and restaurants. Job 
growth also results in residential growth as people relocate to be closer to jobs.  In addition to 
providing jobs and income, employment growth and healthy businesses provide multiple 
benefits that improve liveability and quality of life.  Local employers support community 
activities and sales tax from businesses supports parks and other similar programs that 
contribute to quality of life. Healthy businesses downtown provide the variety of interesting 
shops and restaurants that create a vibrant revitalized downtown.  The consensus is that 
emphasis should be placed on the following priorities: 1) attracting industrial sector employers 
that create higher paying jobs than the service industry; 2) capturing tourist business, and 3) 
promoting a buy local campaign.  The consensus of the group was that the City should take the 
lead on organizing and maintaining the buy local campaign.  

TAKE ADVANTAGE OF OPPORTUNITIES PROVIDED BY THE ENUMCLAW EXPO AND EVENT CENTER 
The Expo Center annually attracts 150,000 people to events. Many of the event goers patronize 
local restaurants, hotels and retail shops.  Supporting growth of events and linking businesses 
with the Expo Center events will help local businesses survive and grow. Events may also 
support growth of hospitality industry, including additional hotel/motel and/or Bed and 
Breakfast establishments. The Task Force recommended additional analysis to understand the 
economic impact and return on investment to the City from the Expo Center, which was 
subsequently completed and included as Appendix C. 

ENCOURAGE BALANCED AND SUSTAINABLE GROWTH THAT MAINTAINS THE CITY’S SMALL TOWN ATMOSPHERE.   
The city population needs to grow moderately to better sustain local retail businesses, the 
education system and to reduce the per capita cost of government services.  Additional planned 
residential growth will boost local retail services and educational opportunities. The Task Force 
felt strongly that residential growth should be well planned and its character should not 
resemble cookie-cutter development that occurred in nearby cities during the housing boom.  
Park maintenance, quality of schools and appealing streetscapes were recognized as important 
factors in quality of life.  The emphasis for economic development strategies should be placed 
on residential development appealing to seniors and mixed use development downtown. 
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SEIZE OPPORTUNITIES TO ATTRACT TOURISTS DUE TO PROXIMITY TO RECREATION AND BEAUTIFUL SETTING 
The City is located along State Route 410 which is a primary means of access to Mt. Rainier 
National Park and to Crystal Mountain Ski Resort. In the winter, approximately 300,000 skiers 
drive through Enumclaw to ski at Crystal.  In the summer, high numbers of tourists drive 
through on their way to Mt. Rainier National Park and to the newly constructed Gondola at 
Crystal Mountain. In addition to its adjacency to tourist destinations, Enumclaw itself has a 
beautiful setting and quaint downtown which could appeal to tourists as a side trip or a base 
from which enjoy recreation in the surrounding areas.  Strategies to increase tourist visits could 
include a marketing campaign to advertise the City’s amenities within the Puget Sound region; 
wayfinding signage to lead tourists from State Route 410 to Downtown; additional and higher 
quality lodging facilities; arts and cultural events; and programs to revitalize downtown 
including improving downtown building facades and dressing up vacant storefronts. 

 OVERCOME THE LIMITATIONS OF GEOGRAPHIC LOCATION BY SUPPORTING LOCAL BUSINESS GROWTH 

The City is geographically isolated, the “end of the line” of two state routes. During the summer 
and winter there is a significant amount of tourist traffic that passes through; but for 
employment and retail businesses, the City is isolated. The majority of workers who live in 
Enumclaw commute to work elsewhere and often shop on their way home, leading to a high 
level of retail escapement.  For employers located in Enumclaw, finding higher level employees 
who prefer to live in Enumclaw is difficult because most often they choose to live in more urban 
environments with more activity.   Large employers are unlikely to move to Enumclaw unless 
they or their employees have a strong appreciation for the City’s quality of life and picturesque 
nature.  Since the City’s location isn’t conducive to attracting a large outside company, 
strategies and tactics that will help existing businesses grow and be successful, such as a 
business mentor program and small business counseling, are the most useful. To reduce the 
retail escapement issue, a buy local campaign would help educate citizens about the 
importance of supporting local businesses and shopping local.   
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ECONOMIC ANALYSIS 
The City hired Community Attributes to conduct an 
economic analysis of Enumclaw in order to provide a 
common understanding of opportunities for local 
businesses. Community Attributes presented the report to 
the Task Force.  The full text of this analysis is contained in 
Appendix A.  The analysis includes an assessment of retail 
and potential retail growth within the City of Enumclaw 
and its primary trade area.   It also includes an assessment 
of the comparative advantages of Enumclaw and 
assessments of key employers and employee commuting 
patterns. The following is a summary of the major findings 
contained in the report: 

RETAIL ANALYSIS: 
• Enumclaw’s Primary Trade Area consisted of 

22,505 residents in 2010. There are no major 
clusters of retail within the Primary Trade Area 
outside of the City.  

• Between 2005 and 2011, taxable sales of 
Furniture, Building materials, Miscellaneous retailers, Restaurants, Food Services and 
Drinking Establishments increased. 
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• Retailers within Enumclaw capture 40% of all spending within the Primary Trade Area.  
This means that 60% of spending occurs outside of Enumclaw.  

• The highest percentages of retail sales are in the categories of Motor vehicle sales; 
Restaurants, Food Service and Drinking Facilities and Miscellaneous Retailers.  

• Some retail sectors have capture rates below 40% indicating that there is room for 
growth: Furniture and Appliance (29%); Apparel and Accessories (27%); Sporting Goods, 
Toys, Book and Music Stores (19%); and General Merchandise Stores (18%).  
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• Forecast growth within the Primary Trade Area will support 120,000 square feet of new 
retail over the next 30 years. 

• If trade capture was increased from 40% to 47%, the trade area would support an 
additional 250,000 square feet of retail over the next 30 years. 

SUMMARY OF COMPARATIVE ANALYSIS: 
• Enumclaw’s jobs-to-housing ratio is 0.91, down from 0.94 in 2000.  The jobs-to-housing 

ratio indicates that Enumclaw has a balanced mix of housing and employment.  
 

• Enumclaw had lower population growth than other cities of similar size and location.  

• Taxable Retail Sales in Enumclaw are less than other comparable cities. 

 

 

 

 

 

 

 

ANALYSIS OF INDUSTRY PROFILE: 
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• The largest employment sector in Enumclaw is the Services sector, accounting for 38% 
of all employment. Retail services accounted for 16% and Finance, Insurance and Real 
Estate accounted for 13% of all employment.  

• The fastest growing employment sectors in Enumclaw from 2000-2011 were 
Manufacturing (3.2%), Government (2.0%) and Services (1.8%). 

• Two of the largest employers in Enumclaw are within the Insurance and Healthcare 
industries, employing upwards of 700 people in 2012.  

ENUMCLAW EXPO CENTER ECONOMIC IMPACT ANALYSIS 

Community Attributes also conducted an economic impact analysis of the Enumclaw Expo 
Center to help the City understand its impact on the community. The findings are as follows: 

• Estimated fiscal revenues accruing to the City of Enumclaw as a result of direct, indirect 
and induced revenues related to Expo Center activity was $55,200 in 2012. 

• The Expo Center attendance in 2012 was 147,900 patrons.   

• Patrons spent an estimated total of $3,393,300 outside of the Expo Center and within 
the City in 2012. 

• Fairs, Festivals and Sporting Events (Highland Games) produce $1,900,700 in spending 
on dining, more than any other event type. 

• Spending on shopping, lodging and entertainment compose the remaining share of 
patron spending in 2012. 
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ASSESSMENT OF STRATEGIES 
Using the overarching themes as a guide, the Task force evaluated the ease and impact of the 
strategies described in Appendix A in order to recommend a suite of strategies based on ease of 
implementation and impact. The resulting evaluation is shown in Figure 1.  The area highlighted 
in blue includes strategies that are relatively easy to implement and are likely to have a medium 
to high impact.  Those strategies outside of the highlighted blue are of interest and depending 
upon circumstance may be pursued if resources become available.  

FIGURE 1. EVALUATION OF STRATEGIES 
 

1. Buy  Local Campaign 13. Marketing to Hotel/Motel Developers 
2. Commercial Real Estate Marketing 14.  Agricultural Food Product Incubator 
3. Economic Development Website 15.  Business Incubator 
4.  Business Mentor List 16.  Commercial/Industrial Zoning Code Amendment 
5. Small Business Counseling 17.  Senior Community Zoning Code Amendment 
6. Construction Sales Tax Refund 18.  Hire Economic Development Manager 
7. Manufacturing Incubator 19. Marketing to Senior Community Developers 
8.  Infrastructure Planning And Design 20. Maintain Senior Center and Programs 
9.  Impact Fee Deferral Program 21. Expo Center Events 
10.  Tourism Marketing Campaign 22. Bed and Breakfast Zoning Code Amendment 
11. Storefront Improvement Program 23. Downtown Revitalization 
12. Storefront Arts Program 24. Arts and Cultural Events 
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STRATEGIES AND TACTICS 
The Task Force evaluated the Menu of Tactics contained in Appendix A and identified the 
following tactics organized by strategy/subject as being the highest priorities based on the 
evaluation shown in the blue oval on Figure 1.   A tactic may appear more than once as some 
are relevant to more than one strategy. 

One tactic, “Agricultural Food Product Incubator” (See 1.8 and 3.4) is included despite its level 
of difficulty because it could potentially have a large impact on employment while preserving 
the character of the community.   

 The following strategies and tactics further the Mission Statement of the Task Force:  

“Enhancing Enumclaw’s quality of life by fostering economic development activities that 
preserve and create jobs, create sustainable businesses and enhance the well-being of our rural 
community”. 

STRATEGY 1.  PROMOTE EMPLOYMENT GROWTH IN RETAIL/SERVICES, MEDICAL AND LIGHT 

INDUSTRIAL  

1.1 “Buy Local Campaign”  Develop and Implement a Buy Local Campaign organized and 
run by the City (Figure 1, #1) 
 1.2 “Business Mentor List” Develop and maintain a contact list of willing business 
mentors that City staff and the Chamber of Commerce can provide to prospective 
business owners. (Figure 1, #4) 
1.3 “Small Business Counseling” Continue to fund Small Business Counseling through 
Green River Community College. (Figure 1, #5) 
1.4 “Impact Fee Deferral” Implement an Impact Fee deferral program for Light 
Industrial and Medical developments.  Impact fees would be deferred until Certificate of 
Occupancy or until the property is sold, whichever happens first. (Figure 1, #9) 
1.5 “Construction Sales Tax Refund program” Implement a Construction Tax Refund 
program for the construction of Residential development downtown, and Light 
Industrial and Medical buildings that bring 10 or more full time employees to the City. 
(Figure 1, #6) 
1.6 “Commercial Real Estate Marketing” Create brochure and Lunch and Learn Tour of 
Enumclaw for commercial Real Estate Companies. (Figure 1, #2) 
1.7  “Economic Development Website” that  includes the following: Demographic 
information; market research; links to permits, business licenses and business 
counseling; available property for lease or sale; business mentor list. (Figure 1, #3) 



 

       Our Enumclaw: Small Town. Active Community. A Place Where Families and Businesses Thrive.  
Page 21 

 

1.8 “Commercial and Industrial Zoning Code Amendments” to broaden the types of 
uses allowed in Commercial and Light Industrial zones without conditional use permits, 
and update uses for new trends. (Figure 1, #16) 
1.8 “Agricultural Food Product Incubator” Conduct a feasibility study for the 
development of an Agricultural Food Product Incubator for Artisan Cheese, Wine and 
Distilled Spirits. Model the facility on Walla Walla Community College’s Vintner 
program. Include training plus facilities. (Figure 1, #14) 
1.9 “Business Incubator” Rent Expo Offices to company that creates office, meeting 
rooms, reception and office equipment to start up businesses in need of space. (Figure 
1, #15) 

STRATEGY 2. ATTRACT ONE OR MORE SENIOR COMMUNITIES WITH HIGH QUALITY HOUSING 

AND AMENITIES TO LOCATE IN ENUMCLAW 

2.1 “Construction Sales Tax Refund” Implement a Construction Tax Refund program for 
Senior Communities, once defined. (Figure 1, #6) 
2.2 “Impact Fee Deferral Program” for Senior Communities, once defined. Impact fees 
would be deferred until Certificate of Occupancy or until the property is sold, whichever 
happens first. (Figure 1, #9) 
2.3 “Senior Community Zoning Code Amendment” Interview development companies 
and define the necessary elements of a Senior Community with high quality housing, 
open space and other amenities for ages 55+. Develop special zoning and subdivision 
code provisions to define and allow for those elements identified as necessary for 
development of a Senior Community. (Figure 1, #17) 
2.4 “Marketing to Senior Community Developers” Develop and implement a marketing 
plan to market Enumclaw to development companies that specialize in senior 
communities. (Figure 1, #19) 

STRATEGY 3. INCREASE TOURIST VISITS  

3.1 “Marketing to Hotel/Motel Developers” Develop and implement a marketing plan 
targeted at Hotel/Motel developers to attract one or more quality hospitality 
establishments. (Figure 1, #1) 
3.2 “Bed and Breakfast Zoning Code Amendment” to make Bed and Breakfasts easier to 
establish which will increase availability and diversity of hospitality. (Figure 1, #1) 
3.3  “Expo Center Events” Maintain and expand events and activities at the Enumclaw 
Expo Center (Figure 1, #1) 
3.4 “Agricultural Food Product Incubator” Conduct a feasibility study for the 
development of an Agricultural Food Product Incubator for Artisan Cheese, Wine and 
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Distilled Spirits. Model the facility on Walla Walla Community College’s Vintner program. 
Include training plus facilities. (Figure 1, #14) 
3.5  “Art and Cultural Events” include arts and cultural advocates on the economic 
development task force and explore opportunities to increase arts and cultural events 
that will have measurable results (Figure 1, #24) 
3.6 “Downtown Revitalization” explore opportunities to improve the attractiveness of 
downtown to visitors. This could include storefront improvement programs, vacant 
storefront art programs or other efforts that will have measurable results (Figure 1, #11, 
#12, #23) 

FIVE YEAR PLAN 
The number and complexity of projects necessitates a phased approach to implementation of 
the recommended strategies and tactics.  The highest priority projects and recommended 
implementation timeframes are identified in Table 2.  Table 2 only contains the recommended 
projects, which are fewer than the total number of projects contained in Figure 1.  A check 
mark in the table indicates the year the project is to begin. 

TABLE 2. PRIORITIES AND TIMEFRAME FOR IMPLEMENTATION 
The Economic Development Task Force carefully discussed and weighed each strategy to ensure 
that each has a measurable outcome.  Moving forward, it is intent that future tactics and 
strategies be thoroughly vetted and found to have measurable outcomes before being adopted 
and implemented. 

Tactic Year 
2013 2014 2015 2016 2017 

Buy Local Campaign       
Business Mentor List       
Economic Development Website       
Impact Fee Deferral       
Construction Sales Tax Refund       
Commercial and Industrial Zoning Code Amendment       
Senior Community Zoning Code Amendment       
Commercial Real Estate Marketing        
Marketing to Hotel/Motel Developer       
Marketing to Senior Community Developer       
Small Business Counseling       
Bed and Breakfast Zoning Code Amendment       
Expo Center Events       
Feasibility Study - Agricultural Food Product Incubator       
Business Incubator       
Downtown Revitalization       
Support Art and Cultural Activities       
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It is important to monitor the success of the Economic Development projects and programs.  
Overall, the City’s Economic Development efforts should be considered successful if they 1) 
increase the number of jobs created, 2) increase the business survival rate, and 3) increase 
sales tax collection.  

The success of individual program should be measured by the metrics in Table 3. If one or more 
individual programs do not meet the specified measures of success, this indicates that the 
program should be modified or re-evaluated, but does not mean the City’s economic 
development efforts have failed.  

TABLE 3. RESOURCES AND MEASURES OF SUCCESS 

TACTIC 

CITY 

RESOURCE 

IMPACT 
START-UP/ 
MAINTAIN C

O
N

SU
LT

A
N

T 

C
O

ST
 

MEASURE(S) OF SUCCESS 

Buy Local Campaign  80 hrs/ 
1 hr per wk. 

$15,000 
(grant) 

Develop 
an 

Annual 
Business 
Survey  

• Increase taxable retail sales per capita by $120 per 
year, which would result in a sales tax increase of 
$1.3 million annually. 

Business Mentor List  20 hrs/ 
1 hr per mo. 

• Increase 2 year business survival rate from 55% to 
60%  as measured by business licenses  

• Two referrals per month. 
Economic Development 
Website  

40 hrs/ 
1 hr per wk. 

• Website traffic of 100 hits per month. 
• 10% of businesses say that the website helped them 

to establish or expand a business in Enumclaw. 
Impact Fee Deferral 
Program  

140 hrs/ 
2 hr per 
deferral 

• 10% of businesses say that the program was an 
important factor in choosing Enumclaw. 

Construction Sales Tax 
Refund 

80 hrs/ 
2 hr per 
refund 

• 25% increase in number of employees in targeted 
industries over five years. 

• 10% of businesses say that the program was an 
important factor in choosing Enumclaw. 

Commercial /Industrial 
Zoning Code Amendment 

120 hrs • Code amendment developed and implemented. 
• 10% of businesses say that the program was an 

important factor in locating or expanding a business 
in Enumclaw as measured by survey of businesses. 

Senior Community Zoning 
Code Amendment 

132 hrs  • One master planned senior community locates in 
Enumclaw.  

Commercial Real Estate 
Marketing  

40 hrs/ 
1 hr per wk 

$40,000 

• Representatives of at least three regional 
commercial real estate firms attend a “lunch and 
learn” event.  

• Marketing materials and marketing plan developed 
and implemented. 

 
 
 

Marketing to Hotel/Motel 
Developer 
Marketing to Senior 
Community Developer 
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TACTIC 

CITY 

RESOURCE 

IMPACT 
START-UP/ 
MAINTAIN C

O
N

SU
LT

A
N

T 

C
O

ST
 

MEASURE(S) OF SUCCESS 

Small Business Counseling  $4,000 
annually 

• Increase 2 year business survival rate from 55% to 
60%  as measured by business licenses  

• 20 Enumclaw businesses counseled 
• 1 Workshop  

Bed and Breakfast Zoning 
Code Amendment 

40 hrs  • Five bed and breakfasts established over five years  

Expo Center Events   • Maintain operating expense/revenue neutrality 
• Increase number of visitors each year 

Agricultural Food Product 
Incubator- Feasibility Study 

$50,000 
(grant) 

 • Grant received, Feasibility Study completed 

Business Incubator   • Marketing materials and marketing plan prepared 
and implemented. 

Downtown Revitalization TBD TBD • Subcommittee established 

Arts and Cultural Events TBD TBD • Subcommittee established 

 

  



 

       Our Enumclaw: Small Town. Active Community. A Place Where Families and Businesses Thrive.  
Page 25 

 

MOVING FORWARD- NEXT STEPS TO IMPLEMENT THE PLAN 
Every plan requires action to implement its recommendations.   Many of the recommended 
strategies and tactics require additional research and development by staff and a public review 
process before they can be put in place.  The City has standing boards and commissions that 
can address strategies related to land use and development regulations, but doesn’t have 
expertise related to market related strategies.  Those strategies that involve marketing, 
incubators, and the buy local campaign should have oversight and assistance from an Economic 
Development Task Force or subcommittees that are tasked with providing guidance to City staff 
in developing and implementing the projects. It is the intent that the Economic Development 
effort and subcommittee work be largely driven and implemented by the community rather 
than the City.    

Subcommittee 
 Buy Local Campaign 

Subcommittee 
 Marketing 

 
Subcommittee 

Agricultural Product Incubator 

Economic Development Task 
Force 

Mayor/Administration 

Planning Commission 

Senior Community Code 
Amendment 

Commercial/Industrial Code 
Amendment 

Deferred Impact Fees 

Bed and Breakfast Code 
Amendment 

Subcommittee 
ED Website/ 

Business Mentor List 

City Council  

Subcommittee 
Construction Sales Tax Refund 

Subcommittee 
Downtown Revitalization and 

Arts and Culture Events 
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APPENDIX A: MENU OF STRATEGIES AND EVALUATION  

STRATEGIES 

EMPLOYMENT 

GROWTH 

SE
N

IO
R

 C
O

M
M

U
N

IT
Y

 

A
TT

R
A

C
T 

TO
U

R
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M
 

LI
G

H
T 

IN
D

U
ST

R
IA

L 

R
ET

A
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 /
SE

R
V

IC
ES

 

M
ED

IC
A

L 

1. Develop a Buy Local Campaign. A buy local 
campaign to educate Enumclaw citizens about the 
benefits of buying local and encourage them to 
shop locally. 

      

2. Conduct Targeted Marketing to Commercial 
Real Estate Firms. Develop relationships/ 
connections with Commercial Real Estate Firms. 
Let them know where Enumclaw is, benefits of 
locating in Enumclaw. 

        

3. Create an Economic Development Website. A 
website where real estate agents can list 
commercial and industrial properties for sale or 
lease; and where information describing business 
sectors with growth opportunity and other useful 
information for entrepreneurs. 

          

4. Develop a Business Mentor List of existing 
businesses who are willing to help new 
entrepreneurs to be successful. 

        

5. Fund Small Business Counseling. Provide 
funding for the Green River Community College 
Small Business Assistance Program to provide 
training for local entrepreneurs. 

        

6. Grant Construction Sales Tax Refund for Target 
industries. Provide a refund for purchasers who 
have paid Sales and Use Tax on construction 
materials, fixed equipment, labor and services or 
machinery installation directly related to new 
commercial construction or redevelopment of 
existing buildings. 
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MENU OF STRATEGIES 

EMPLOYMENT 

GROWTH 
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7. Develop a Manufacturing Incubator. Provide 
assembly space for home businesses such as 
home occupations that have grown too large for 
their current location but can’t yet build their own 
building. 

      

8. Conduct Infrastructure Planning, Design 
and/or Development. Plan and/or develop street 
or stormwater facilities for areas zoned Light 
Industrial to reduce the start-up costs for 
industrial businesses. 

 

      

9. Impact Fee Deferral Program.  Develop a 
program that would allow impact fees and sewer 
connection fees to be deferred or paid over a 
period of time for targeted industries or for 
employers providing significant number of 
employees. 

       

10. Develop a Tourism marketing campaign. 
Communicate the tourist opportunities in 
Enumclaw and the surrounding community via 
magazines, DVD, brochures, website and other 
media. 

       

11. Develop a Store Front Improvement Program. 
Create a low interest revolving loan program to 
help fund the revitalization of existing building 
facades. 

       

12. Develop a Storefronts Art Program. Bring art 
installations and artists into vacant downtown 
retail space. 
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Menu of Strategies 

Employment 
Growth 
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13. Attract a Hotel/Motel Franchise. Conduct a 
marketing campaign targeted to the Hotel/Motel  
industry. 
 
 

       

14. Develop an Agricultural Food Product 
Incubator. Design and installation of rentable 
facilities necessary for agricultural food product 
manufacturing. Examples: baked goods, wine-
making, distilled spirits and cheese. 

      

15. Develop a Business Incubator. Facility that 
offers office space, shared office equipment, 
accounting help and business counseling for start-
up companies that aren’t ready to purchase their 
own space. 

       

16. Commercial/Industrial Zoning Code 
Amendment. Modernize permitted and 
conditional use provisions of the zoning code to 
encourage development of light industrial, office, 
medical and tourist-oriented uses while protecting 
community character. 

         

17. Senior Community Zoning Code Amendment. 
Code provisions applicable to senior housing 
communities. 

      

18. Hire Economic Development Manager. The 
Manager would be responsible for marketing and 
outreach to attract new businesses and for 
facilitating development. 
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19.  Targeted Marketing to Senior Community 
Developers.  Develop and implement a marketing 
campaign targeted to developers of Senior 
Communities. 

      

20. Maintain Senior Center and Senior Programs. 
Programs and facilities that will attract seniors. 

      

21. Expo Center Events. Maintain and expand 
events and activities at the expo center. 

 
  
     

22. Bed and Breakfast Zoning Code Amendment. 
Make it easier to establish bed and breakfasts. 
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INTRODUCTION 

Background and Purpose  

The City of Enumclaw seeks to frame decision-making for economic 
development with economic analysis providing a common understanding of 
opportunities for local businesses. This report frames retail, demographic, 
emerging entrepreneurial and employment opportunities for Enumclaw.  

Methods 

The methods used in this analysis integrate regional and long-term market 
demand assessment. Two key questions addressed through this analysis are: 
“How much retail makes sense for this area?”, and “For the kind of retail we 
envision, what geographic area does that retail need to serve and draw from?”  

Assessment of retail and potential retail growth include establishment and 
analysis of the Primary Trade Area for the City of Enumclaw. In addition, 
assessments of overall spending within the Primary Trade Area utilizing 
consumer buying power data and trade capture ratios based on taxable retail sales 
are provided. 

In addition, sub-regional assessments of Enumclaw’s comparative advantages for 
strong and emerging industries in the regional economy are provided. This 
includes comparisons to regional employment trends. Also provided is a 
demographic and economic profile of the City framed alongside demographic 
and economic data for comparable cities.   

Organization of this Report 

 Findings. A summary of key findings from the retail assessment, 
demographic analysis and industry profile. 

 Retail Assessment and Trade Capture Analysis. Establishment and 
analysis of the City’s Primary Trade Area along with a description and 
analysis of taxable retail sales, consumer buying power and trade capture 
within the Primary Trade Area. 

 Comparative Advantages. A demographic profile of Enumclaw and 
comparison cities, including analysis of income, growth, housing, and 
employment. 

 Industry Profile. Assessments of regional and local employment 
including analysis of key employers and employee commuting patterns.  

 Potential Strategies. A summary and cursory analysis of potential 
economic development strategies for the City of Enumclaw to consider.  
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FINDINGS 

Retail Assessment 

 Enumclaw’s Primary Trade Area had 22,505 residents in 2010, 
approximately twice the population of Enumclaw. No major clusters of 
retail exist within the Primary Trade Area outside of the City of 
Enumclaw. Several major retail centers with existing large format discount 
retailers are located within Enumclaw’s Secondary Trade Area.  

 Within Enumclaw’s Primary Trade Area (see Exhibit 1), retailers in the 
city capture 40% of all spending within the Primary Trade Area. 

 The amount of disposable income or consumer buying power within the 
Enumclaw Primary Trade Area is higher than that of the rest of 
Washington State on a per household basis. Within the Enumclaw 
Primary Trade Area per household annual consumer buying power is 
$71,000 compared to $53,000 for the entire state (in 2011 dollars). 

 Retail categories with relatively higher trade capture rates are Drug and 
Health Stores at 96% and Food and Beverage Stores at 76%. 

 Categories that show room for growth in trade capture within the Primary 
Trade Area are Furniture and Appliance (29%), Apparel and Accessories 
(27%), Sporting Goods, Toys, Book and Music Stores (19%), and General 
Merchandise Stores (18%). 

 Motor Vehicle Sales and Parts, analyzed separately, are captured at 166%, 
the strongest retail category in terms of trade capture within the Primary 
Trade Area. 

 Forecasted population growth within the Primary Trade Area will support 
120,000 square feet of new retail in Enumclaw over the next 30 years, if 
the city maintains the same trade capture rate of spending within its 
Primary Trade Area (40%). 

 Attracting more than 120,000 s.f. will require increases in local trade 
capture.  
– 120,000 s.f. is roughly the equivalent of one large big box retailer and 

several boutique retailers and restaurants.  

 A net gain of 250,000 s.f., as an alternative scenario, would require 
shifting the City’s trade capture rate from 40% to 47%.  
– Moving to 47%, as an example, would require that for every $60 a 

trade area household spends outside of Enumclaw today, that 
household would start spending $7 more in Enumclaw and only $53 
outside of Enumclaw.  

Demographics and Comparative Advantages 

 Enumclaw’s 2010 jobs-to-housing ratio was 0.91, relatively unchanged 
from the year 2000 when the ratio was 0.94. The jobs-to-housing ratio 
indicates that Enumclaw has a balanced mix of housing and employment. 

 Several Comparison Cities have experienced substantial shifts in jobs-to-
housing ratios from 2000 to 2010, where growth in housing has outpaced 
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growth in employment. Enumclaw’s ratio has remained relatively 
unchanged over the same period. 

 All Comparison Cities experienced greater population growth from 2000 
to 2010 than the City of Enumclaw, with Enumclaw’s population 
declining slightly during that time period. 

 Enumclaw is less ethnically diverse than most Comparison Cities and the 
region as a whole, with a smaller percentage of foreign born residents and 
smaller percentage (12%) of non-white residents. 

Industry Profile 

 The Services sector is largest employment sector in Enumclaw, 
accounting for 38% of all employment in Enumclaw in 2011. Retail 
accounted for 16% of overall employment while Finance, Insurance and 
Real Estate accounted for 13% of total employment. 

 The fastest growing employment sectors from 2000 to 2011 in Enumclaw 
were Services at 1.8% (CAGR), Government at 2.0% (CAGR) and 
Manufacturing at 3.2% (CAGR).  

 Among people working in Enumclaw, 55% live in the Enumclaw Plateau 
(Exhibit 33) while 16% of Enumclaw employees commute from the 
Tacoma/Federal Way Area and 13% commute from the 
Kent/Renton/SeaTac Area. Only 4% commute from the 
Seattle/Bellevue/Everett area. 

 A quarter (26%) of all workers that live within Enumclaw work within 
Enumclaw and the surrounding Enumclaw Plateau (Exhibit 35). 
Locations that Enumclaw residents commute to include the 
Kent/Renton/SeaTac Area (24%), Tacoma/Federal Way (15%) and 
Seattle/Bellevue/Everett (26%). 

 Two of the largest employers in Enumclaw are within the Insurance and 
Healthcare industries, employing upwards of 700 people in 2012.  
 

  



City of Enumclaw October 2012 Page 4 
Economic Analysis  

RETAIL ASSESSMENT 
To determine how much neighborhood-serving retail (defined by square footage) 
makes sense to plan for Enumclaw the following has been competed:  

 Definition of the Enumclaw trade area (where consumers come from) 

 Assessment of local spending power to determine potential consumer 
demand for products and services; 

 Assessment of total taxable retail sales, taxable retail sales growth and 
taxable retail sales per capita.  

 Identification of various trade capture scenarios (trade capture scenarios 
show the amount of retail spending captured by the neighborhood now 
and that could be captured by new neighborhood-serving retail square 
footage) 

Trade Area  

The first step in assessing Enumclaw retail is defining the primary trade area. It 
represents the area from which it would be reasonable to expect consumers to 
travel in order to shop in the City of Enumclaw. In other words, the Primary 
Trade Area represents an estimate of the geographic area from which 
approximately 2/3 of a retailer’s customers would come . Exhibit 1 illustrates the 
Enumclaw Primary Trade Area established for this analysis. In addition, 
secondary and extended trade areas are highlighted. 

The study area for the retail assessment and trade area analysis encompasses all 
areas within a half hour drive of Enumclaw. Trade areas are determined by drive 
times of 10 minutes, 20 minutes and 30 minutes. The Primary Trade Area follows 
the 10 minute drive time from the City of Enumclaw. Existing retail centers 
within the study area are also identified  
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Exhibit 1. Enumclaw Trade Areas, 2012  
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Exhibits 2 and 3 illustrate the household density and spending power of 
Enumclaw and surrounding areas within the context of the Primary Trade Area 
boundaries. The Primary Trade Area has a population of 22,205 with 8,769 
households (2010). No other concentrations of aggregate spending power or 
households exist within the Primary Trade Area beyond the City of Enumclaw 
boundaries. In addition, no other regional retail centers are located within the 
Primary Trade Area, while two, Maple Valley and Bonney Lake, are located 
within the Secondary Trade Area (20 minute drive time).  

Exhibit 2. Primary and Secondary Trade Area Attributes, 2010 

 

Source: Puget Sound Regional Council, 2012., Community Attributes, Inc., 2012.  

Primary Trade Area

Primary Trade 

Area

Secondary Trade Area 

(cumulative)

Population 22,505                       78,494                                      

Housing Units 9,257                         28,323                                      

Households 8,769                         26,851                                      

Area (sq mi) 52                               138                                            

Population Per Sq Mi 433                             569                                            

Forecasted 2030 Population 26,900                       N/A

2010-2030 Forecasted CAGR 0.90% N/A
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Exhibit 3. Income and Household Density, Enumclaw Trade Areas, 2010 

 



City of Enumclaw October 2012 Page 8 
Economic Analysis  

Exhibit 4 illustrates the location of existing retail uses within the Primary, 
Secondary and Extended Trades Areas of the City of Enumclaw. Within the 
Primary Trade Area retail clusters exist within Enumclaw and Buckley. Several 
retail clusters exist within the Secondary Trade Area including clusters in Maple 
Valley, Bonney Lake, and Sumner. The yellow lines represent primary trade areas 
for Maple Valley and Bonney Lake. The Bonney Lake primary trade area overlaps 
the Enumclaw primary trade area in and around Buckley. 
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Exhibit 4. Existing Retail/Commercial, Enumclaw Trade Areas, 2012 
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Parcels highlighted in Exhibit 5 represent retail land uses within the City of 
Enumclaw. Nearly all retail uses within Enumclaw are clustered within or near 
Downtown or along the Highway 410 corridor. A concentration of auto 
showrooms and lots exists along Highway 410, while retail store and restaurant 
uses are more prevalent along Cole Street and Griffin Ave. 

Exhibit 5. Existing Retail, City of Enumclaw, 2012 

 

Source: King County Assessor, 2012, Community Attributes, Inc., 2012. 
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Consumer Buying Power 

Exhibit 6 illustrates the consumer buying power (CBP) of residents that live 
within the Enumclaw Primary Trade Area. Total discretionary spending within 
the Enumclaw Trade Area amounted to $70,768 per household in 2011 dollars. 
Discretionary spending for the remainder of Washington State was substantially 
less in 2011, at approximately $50,000 per household.  

Categories representing the highest proportion of spending include Services 
(16%), Motor Vehicles and Parts (18%) and Food and Beverage Stores (15%). 
Apparel and Accessories and Restaurants, Food Services and Drinking Places 
each represent 10% of overall spending. 

Exhibit 6. Consumer Buying Power, Enumclaw Primary Trade Area, 2011 

 

Source: Claritas Inc., 2003, Office of Financial Management, 2012, Community Attributes, Inc., 
2012. 
Note: Data based on boundaries of the 98022 zip code, which closely aligns with the primary 
trade area.  

  

Dollars per Year

 % of Total 

Spending 

Dollars per 

Year

 % of Total 

Spending 

Services (includes Arts and Entertainment) $11,364 16% $8,281 16%

Motor Vehicles & Parts $12,683 18% $8,761 17%

Food & Beverage Stores $10,326 15% $8,851 17%

Restaurants, Food Services & Drinking Places $7,155 10% $5,683 11%

Apparel & Accessories $7,226 10% $5,207 10%

Furniture & Home Furnishing $4,193 6% $2,868 5%

Building Materials, Garden Equip & Supplies $3,988 6% $2,848 5%

Sporting Goods, Toys, Book & Music Stores $3,304 5% $2,441 5%

Contributions $3,150 4% $2,165 4%

Drug/Health Stores $3,056 4% $2,471 5%

Electronics & Appliances $2,602 4% $1,943 4%

Gas Stations & Convenience Stores $1,721 2% $1,488 3%

Total Discretionary Spending $70,768 100% $53,006 100%

Primary Trade Area (10 Min 

Drive Time) Washington State
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Taxable Retail Sales 

The Washington State Department of Revenue provides taxable retail sales data 
based on the North American Industry Classification System (NAICS). Exhibits 
7 and 8 compare the City of Enumclaw’s taxable retail sales from 2005 to 2011 in 
terms of total value and on a per capita basis. Taxable retail sales for Motor 
Vehicles and Parts are not included and are analyzed in a separate section. 

Several categories experienced growth in overall taxable retail sales from 2005 to 
2011 (2011 dollars). Notable increases in total sales include Furniture and 
Appliances which increased from $4.5 to $6.2 million, Building Materials which 
more than doubled from $3.6 to $6.4, Miscellaneous Retailers which increased 
from $10.2 million to $11.6 million and Restaurants, Food Services and Drinking 
Places, which increased from $18.8 million to $20.7 million. 

Categories that declined in overall revenues from 2005 to 2011 include Apparel 
and Accessories, General Merchandise Stores, Arts and Entertainment, 
Accommodation and Food and Beverage Stores. The General Merchandise 
category experienced the largest decline, decreasing from $8.6 million in 2005 to 
$5.9 million in 2011. The category represents department and big box retailers 
such as Costco, Target and any store that focuses on selling a large variety of 
goods from a single location. 

Exhibit 7. Total Taxable Retail Sales by Category, City of Enumclaw, 2005-2011 

 

Source: Washington Department of Revenue, 2012. 
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Exhibit 8. Per Capita Taxable Retail Sales, City of Enumclaw, 2005-2011 

 

Source: Washington Department of Revenue, 2012, Washington Office of Financial 
Management, 2012. 
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The share of taxable retail sales by category is illustrated in Exhibit 9. Motor 
Vehicles and Parts, analyzed in more detail later in the analysis, makes up the 
largest share of taxable retail sales for the City of Enumclaw. Its share of taxable 
retail sales has declined from 2005 to 2011, but still represents nearly half of total 
retail sales. The next largest category is Restaurants, Food Services and Drinking 
Places, which has increased its share from 2005 to 2011 by 4%. The share of 
Miscellaneous Retailers has also increased from 6% in 2005 to 8% in 2011. 

Exhibit 9. Taxable Retail Sales by Category,  
City of Enumclaw, 2005-2011  

 

Source: Washington Department of Revenue, 2012. 

  



City of Enumclaw October 2012 Page 15 
Economic Analysis  

Trade Capture Analysis 

The trade capture analysis includes a detailed study of retail spending within the 
Enumclaw Primary Trade Area. The analysis utilizes taxable retail sales data 
collected by the Washington State Department of Revenue discussed in the 
previous section. The data are collected and organized by NAICS categories and 
location, allowing analysis and comparison of distinct retail types and geographic 
areas. In addition, population estimates and growth forecasts for Enumclaw and 
the region are utilized to establish per capita retail spending. The data allow for 
comparisons between different retail categories as well as overall assessment of 
trade capture within the Primary Trade Area. The analysis also provides the 
means to assess overall retail square footage growth based on varying trade 
capture scenarios. 

Trade Capture Interpretation. Trade capture can be interpreted in the 
following manner: if a neighborhood had a trade capture rate of exactly 100%, 
then sales in that neighborhood would be equivalent to all residents in their 
neighborhood spending all of their disposable income within their neighborhood. 
This assumes that no outside consumers came into their neighborhood to 
purchase goods. A trade capture rate of 50% would be equivalent to all 
neighborhood residents spending half of their disposable income within their 
neighborhood. In reality, the trade capture rates presented below represent the 
percentage of spending power captured within a defined Trade Area.  
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Exhibit 10 illustrates trade capture by retail category for the City of Enumclaw 
Primary Trade Area. The exhibit illustrates retail categories in which the City of 
Enumclaw captures relatively well, including: 

 Drug and Health Stores 

 Food and Beverage Stores (grocery stores) 

 Miscellaneous Retailers (specialized stores such as florists and pet 

supplies) 

Conversely, the graph shows opportunities for growth in the following categories:  

 Furniture and Appliances 

 Apparel and Accessories 

 Sporting Goods, Toys, Book and Music 

 General Merchandise (department stores, large format discount stores) 

Identifying the businesses that fall within each category is important in order to 
assess the specific types of retail where there is potentially room for growth. For 
example, General Merchandise Stores, with a relatively low trade capture rate, 
include large scale discount stores such as Target and Fred Meyer, both of which 
are located in nearby regional retail centers (Bonney Lake and Sumner) but not 
within the Enumclaw Primary Trade Area. 

Exhibit 10. Trade Capture, City of Enumclaw, 2011 

 

Source: Community Attributes, Inc., 2012.  
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Retail Growth Scenarios 

Exhibit 11 provides the technical analysis of four retail growth scenarios, each 
representing a different amount of potential retail square footage growth. 
Influencing the analysis is anticipated population growth for the Enumclaw 
Primary Trade Area, forecasted to increase by 4,400 residents by 2030.  

Total sales required per year are calculated under each scenario. Derived from 
total sales required are the additional sales required from the Primary Trade Area, 
a portion of which results from an increase in population. 

Exhibit 11. Trade Capture Scenarios, City of Enumclaw, 2010-2030 

 

Source: Community Attributes, Inc., 2012. 
Note: CAGR based on 2006 PSRC population growth estimates for the Enumclaw FAZ. 

  

120,000 150,000 200,000 250,000

Retail Sales Required (per s.f. per year) $300 $300 $300 $300

Total Sales Required (per year) $36,000,000 $45,000,000 $60,000,000 $75,000,000

% from Primary Trade Area 40% 40% 40% 40%

Additional Sales Req'd from Primary Trade Area Residents $14,234,000 $17,793,000 $23,724,000 $29,655,000

Increased Sales from Pop. Growth w/n Primary Trade Area $14,198,000 $14,198,000 $14,198,000 $14,198,000

Net New Retail s.f. from Pop. Growth (all Trade Areas) 119,500          119,500         119,500          119,500           

New Trade Capture Required (Sales) $0 $3,600,000 $9,500,000 $15,500,000

Additional Sales per Capita in Trade Area $0 $130 $350 $580

Current Trade Capture 40% 40% 40% 40%

Trade Capture Target 40% 41% 44% 47%

Current Trade Capture 11% 11% 11% 11%

Trade Capture Target 11% 13% 16% 18%

Population 2010 22,500

Population 2030 26,900

Growth 4,400

CAGR 0.9%

Additional Retail S.F. Desired

Primary Trade Area Population

Primary Trade Area (10 Minute Drive Area)

Secondary Trade Area (20 Minute Drive Time)
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Exhibit 12 illustrates the amount of new retail space supportable by increases in 
trade capture based on the analysis shown in Exhibit 11. There is a positive 
correlation between trade capture and total retail building square footage. If trade 
capture increases the overall amount of net supportable retail square footage 
increases as well. Trade capture scenarios shown in Exhibit 12 represent the 
Enumclaw Primary Trade Area trade capture rate and the corresponding net 
growth in retail square one can expect over the next 30 years. In 2011, overall 
trade capture within the Enumclaw Primary Trade Area was 40%. The population 
growth scenario is highlighted in green. The trade capture growth scenarios, 
shown in blue, of 41%, 44% and 47% illustrate increases in Enumclaw Primary 
Trade Area trade capture.  

Population growth alone will account for approximately 120,000 net new square 
feet of retail. Increases in trade capture in combination with population growth 
would result in increased amounts of retail square footage. For example, if trade 
capture within the Primary Trade Area increased from 40% to 47% the amount 
of retail square footage would increase by 250,000 net square feet by 2030. 
Without growth, an increase in trade capture of 5% equates to 100,000 square 
feet in retail in Enumclaw. 

Exhibit 12. Retail Growth Scenarios,  
Enumclaw Primary Trade Area, 2011-2030 

 

Source: Community Attributes, Inc., 2012. 
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Exhibit 13 provides context for retailer’s square footage needs and illustrates the 
size and number of retail uses that might result from increases in trade capture. 
Neighborhood restaurants might require five thousand square feet. Boutique 
retail stores can range from a few hundred square feet to a few thousand square 
feet. A typical grocery store might require anywhere between 40,000 and 60,000 
square feet. Major discount retailers can range from 50,000 square feet to 
upwards of 150,000 square feet.  

Exhibit 13. Retail Square Footage Examples 

 

Source: Community Attributes, Inc., 2012. 

Retail s.f. Growth Retail Equivalent Avg Unit Size

1 grocer 50,000

5 family restaurants 6,000

6 boutique shops 2,500

1 small general retailer 25,000

1 grocer 50,000

5 family restaurants 6,000

8 boutique shops 2,500

2 small general retailers 25,000

1 grocer 50,000

5 family restaurants 6,000

8 boutique shops 2,500

1 large big box retailer 100,000

1 grocer 50,000

5 family restaurants 6,000

8 boutique shops 2,500

1 small big box retailer 50,000

1 large big box retailer 100,000

120,000

250,000

150,000

200,000
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Exhibit 14 illustrates retail square footage within the City of Enumclaw 
constructed since 1980. The list includes restaurants, banks, grocery stores, drug 
stores and car dealership to name a few.  Since 1980 Enumclaw has had 225,220 
gross square feet of retail construction. More than 64,000 square feet, or 29% was 
associated with auto or auto oriented sales while 44,000 square feet or 20% was 
associated with the construction of a new QFC. The exhibit does not represent a 
net gain in retail square, as come retail spaces may have been demolished or 
repurposed. 

Exhibit 14. Existing Retail Gross Square Feet,  
City of Enumclaw, 1980-2012 

 

Source: King County Assessor, 2012. 

  

Year 

Built Address Assessor Building Description

Building 

Gross SF

Building Net 

Square Feet

2008 1335  Cole St    Retail Store 6,907 6,907

2007 1499  Garrett St   White River Credit Union (Bank) 7,855 7,855

2005 840  Roosevelt Ave  Sports Retail Store 14,400 14,400

2003 940  Stevenson Ave Chase Bank 2,889 2,889

2003 1350  Garrett St   Walgreens Drug Store 14,392 14,392

2002 2537  Griffin Ave TNT Expresso Stand 320 320

2001 1005  Stevenson Ave Sears Building 12,441 12,441

1997 448  Roosevelt Ave   Suzuki Sales and Service Building 19,971 19,971

1994 240  Roosevelt Ave E Retail 2,528 2,528

1992 1145  Cole St   Bank 4,160 4,160

1990 311  Griffin Ave   Fast Food Restaurant 2,190 2,190

1989 1009  Monroe Ave  QFC Grocer Store 44,284 44,284

1989 348  Roosevelt Ave  Fast Food Restaurant 3,334 3,334

1988 312  Roosevelt Ave  Convenience Mart w/Gas 2,478 2,478

1987 912  Griffin  Ave Hardware Store 10,880 10,880

1987 865  Watson St  N Fast Food Restaurant 2,236 2,236

1987 526  Roosevelt Ave Auto Dealership 2,552 2,552

1987 1047  Roosevelt Ave E Auto Dealership 24,564 24,564

1986 2415  Griffin Ave   Convenience Store w/Gas 3,015 3,015

1986 649  Griffin Ave     Tire Store 17,200 17,200

1985 640  Roosevelt Ave  Health Club 7,022 7,022

1983 2206  Roosevelt Ave   Convenience Store 1,440 1,440

1983 117  Roosevelt Ave  Retail 8,010 8,010

1982 1135  Roosevelt Ave E Car Wash 1,872 1,872

1980 820  Griffin Ave   Restaurant 8,280 8,280

Total 225,220 225,220
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Motor Vehicle Sales and Trade Capture 

In 2011 sales of Motor Vehicles and Parts made up 48% of selected taxable retail 
sales in the City of Enumclaw, more than any other retail category (see Exhibit 9 
in Taxable Retail Sales section). Exhibit 15 illustrates Motor Vehicles and Parts 
retail sales from 2000 to 2011. Total retail sales amounted to $66 million in 2011, 
down from a decade high of $99 million in 2000 (in 2011 dollars). The economic 
downturn affected overall sales from 2007 to 2009, but sales have increased from 
2009 to 2011. 

Exhibit 15. Motor Vehicles and Parts Taxable Retail Sales,  
City of Enumclaw, 2000-2011 

 
Source: Washington Department of Revenue, 2012. 

Exhibit 16 illustrates the level of trade capture for Motor Vehicles and Parts for 
the City of Enumclaw. A trade capture rate of 166% within Enumclaw’s Primary 
Trade Area indicates that the City draws motor vehicle shoppers from around the 
region, with greater sales per capita within the Primary Trade Area then the Tri -
County region as a whole. 

Exhibit 16. Motor Vehicles and Parts Trade Capture,  
City of Enumclaw, 2011 

 

Source: Washington Department of Revenue, 2012, Community 
Attributes, Inc., 2012.  

Enumclaw Primary Trade Area 2011

Taxable Retail Sales $65,763,614

Taxable Retail Sales Per Capita Primary Trade Area $2,922

Trade Capture Primary Trade Area 166%
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COMPARISON CITIES AND COMPARATIVE ADVANTAGES 
The following economic profiles contrast Enumclaw demographics and 
economic conditions to selected cities for comparison. The data provide a 
foundation for discussion about the City’s comparative advantages within the 
regional economy. 

Comparison Cities 

Comparison Cities are presented in three groups (Exhibit 17). Neighbors are 
cities of similar size which are located near Enumclaw. Comparable Cities are 
similar in size to Enumclaw and are more regionally distributed. They also carry 
varying traits, such as differing jobs-to-housing ratios and taxable retail sales per 
capita. Larger Cities were chosen based on the degree to which they reflect 
potential futures of Enumclaw, whether that be through employment or 
population. In addition, King and Pierce Counties are analyzed to provide 
regional context. Exhibit 18 illustrates the locations of each Comparison City.  

Exhibit 17. Comparison Cities, Puget Sound Region 

 

Source: Community Attributes, Inc., 2012. 

 

  

Type City 

Neighbor Buckley

Neighbor Bonney Lake

Neighbor Sumner

Comparable Snohomish (City)

Comparable Port Orchard

Comparable Snoqualmie

Larger Covington

Larger Woodinville

Larger Mill Creek

Larger Monroe
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Exhibit 18. Enumclaw Comparison Cities, Puget Sound Region, 2012 
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Population 

Exhibit 19 compares Enumclaw’s population growth from 2000 to 2010 with all 
ten Comparison Cities. Enumclaw is the only city of those analyzed that did not 
experience population growth during that time period. Among Neighbor Cities, 
Buckley added 209 residents, while Bonney Lake expanded more rapidly by 
adding more than 7,600 residents, a portion of which was through annexation. 
Sumner added more than 900 residents during the time period. 

Among Comparable Cities, Snoqualmie’s population changed the most 
substantially from 2000 to 2010, growing from 1,631 to 10,670 residents, an 
increase of 9,039. All three Larger Cities experienced growth from 2000 to 2010, 
with Mill Creek growing from 11,525 residents in 2000 to 18,244 residents in 
2010. 

Exhibit 19. Population, Comparison Cities, 2000-2010 

 

Source: Washington Office of Financial Management, 2012. 
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Exhibit 20 illustrates population growth rates and distinguishes population 
growth resulting from annexations. Bonney Lake, Snohomish, Port Orchard, 
Covington and Mill Creek all approved significant annexations from 2000 to 2010 
that included incorporation of existing populations. Snoqualmie had the highest 
growth rate absent any annexations.  

Exhibit 20. Population Growth Rate, Comparison Cities, 2000-2010 

 

Notes: The City of Enumclaw had a moratorium on annexations through March of 2009.  
Source: Washington Office of Financial Management, 2012. 
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Housing Mix 

Enumclaw’s housing mix, measured by the percentage of owner occupied and 
renter occupied housing units, is similar to Pierce County, with less renters 
proportionally then King County (Exhibit 21). Among Comparable Cities, 
Enumclaw’s rate of 64% owner occupied housing units is similar to that of 
Buckley, Woodinville, Mill Creek, and Monroe. Bonney Lake (82% owner 
occupied) and Snoqualmie (84% owner occupied) have fewer renters, while 
Snohomish (47% renter occupied) and Port Orchard (44% renter occupied) have 
larger proportions of renter occupied housing units.  

Exhibit 21 also details housing units by type. Enumclaw housing units are 
predominantly single family, representing 63% of all housing units. 27% of all 
units are multifamily, while 10% fall into the Other category, which consists of 
mobile homes and other forms of housing. 

Exhibit 21. Housing Mix, Comparison Cities, 2000-2010 

 

Source: 2010 US Census.  

Renter Occupied 

Owner Occupied 

Other 
Multifamily 
Single Family 
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Exhibit 22 illustrates the change in group quarters population from 2000 to 
2010. Group quarters are facilities such as dorms and assisted living facilities. 
Enumclaw’s population of group quarters residents declined over the decade. 
Several Comparison Cities have little to no group quarters population, while 
Monroe has a substantial group quarters population that grew over the last 
decade. 

Exhibit 22. Group Quarters, Comparison Cities, 2000-2010 

 

Source: Washington Office of Financial Management, 2012.  
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Employment  

Enumclaw’s largest sector, Services, made up 39% of total employment within 
the City in 2010. This is similar to the proportion of Service sector jobs found in 
Pierce County (41%) and less than the proportion found in King County (48%) 
(Exhibit 23).  

Among Comparison Cities, Enumclaw has a larger proportion of Service Sector 
employees then Buckley, Sumner, Snohomish, Snoqualmie, Woodinville, and 
Monroe. Cities with larger Service sectors include Bonney Lake, Port Orchard 
and Mill Creek. The Finance, Insurance and Real Estate sector (FIRE) made up 
14% of Enumclaw’s total employment, more than in all Comparison Cities except 
Snoqualmie.  

Exhibit 23. Covered Employment by Sector (%), Comparable Cities, 2010 

 
Source: Puget Sound Regional Council, 2012. 
*Notes: FIRE is Finance, Insurance and Real Estate; WTU. is Wholesale, Transportation and Utilities.  
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Annual employment growth (CAGR) varies greatly between cities, with 
Enumclaw’s growth rate from 2000 to 2010 at 0.2% (Exhibit 24). During the 
same period, King County employment decreased at a rate of -0.4% while Pierce 
County grew at rate of 1.0%. Among Comparison Cities, Snoqualmie experienced 
the greatest growth rate at 10.3% while Bonney Lake, Covington, Sumner, and 
Mill Creek also experienced relatively high employment growth rates.  

Exhibit 24. Employment Growth, Comparisons Cities, 2000-2010 

 

Source: Puget Sound Regional Council, 2012. 
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Jobs-to-Housing Ratios 

A city’s jobs-to-housing ratio illustrates whether a city is an employment center 
or bedroom community (Exhibit 25). Enumclaw’s 2010 jobs-to-housing ratio of 
0.9 indicates a balanced mix of housing and employment, meaning it is neither an 
employment center nor bedroom community, but rather a balance of both. 
Enumclaw’s jobs-to-housing ratio decreased slightly from 2000 to 2010, 
indicating housing growth outpaced that of employment. 

A look at Comparison Cities and the region as a whole reveals that Enumclaw 
has a balanced jobs-to-housing ratio compared to other cities. Locations 
considered employment centers in 2010 are Sumner, Woodinville, Monroe, and 
King County. In the same year, locations considered bedroom communities are 
Bonney Lake, Snoqualmie, Mill Creek and Pierce County. Buckley, Snohomish, 
and Port Orchard have jobs-to-housing ratios closer to that of Enumclaw’s. Only 
Sumner experienced a major shift in the direction of employment with a jobs-to-
housing ratio change of 1.33 to 2.05 from 2000 to 2010. Woodinville and 
Snoqualmie experienced shifts towards housing with substantial drops in jobs-to-
housing ratios. 

Exhibit 25. Jobs-to-housing Ratio, Comparison Cities, 2000-2010 

 

Source: Washington Office of Financial Management, 2012, Community Attributes, Inc., 2012. 
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Household Income 

Enumclaw had a 2010 median household income of $56,495 in 2010. Among 
Neighbor cities, both Buckley and Bonney Lake have higher median household 
incomes (Exhibit 26). Among Comparable Cities, Enumclaw has a higher 
median household income than both Snohomish and Port Orchard, but is 
substantially lower than Snoqualmie, which has a median household income of 
$116,020, substantially higher than any other municipality analyzed. All four 
Larger Cities had higher median household incomes than Enumclaw, with 
Woodinville the highest at $88,221. Enumclaw’s median household income is 
comparable to Pierce County’s, which was $57,869 in 2010. 

Exhibit 26. Median Household Income, Comparison Cities, 2010 

 

Source: American Community Survey, 5 Year Average, 2010. 
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Taxable Retail Sales 

Total taxable retail sales from 2000 to 2010 for comparison cities are shown in 
Exhibit 27 (in 2011 dollars). Enumclaw experienced a decline in taxable retail 
sales, similarly to several other cities, during this time period. Several other cities, 
including Bonney Lake and Covington experienced growth.  

Exhibit 27. Taxable Retail Sales, Comparison Cities, 2000-2010 

 

Source: Washington Department of Revenue, 2012, Washington Office of Financial 
Management, 2012 
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The City of Enumclaw had a taxable retail sales per capita ratio of $22,300 in 
2010 (2011 dollars) including motor vehicle sales, exceeding the sales per capita 
of Buckley, Bonney Lake, Snoqualmie, Mill Creek, Monroe, King County, and 
Pierce County (Exhibit 28). Cities with higher taxable retail sales per capita are 
Sumner, Snohomish, Port Orchard and Woodinville. Cities with higher taxable 
retail sales per capita are likely drawing shoppers from outside their Primary 
Trade Area. 

Exhibit 28 also illustrates taxable retail sales per capita minus motor vehicle 
sales. A significant portion of taxable retail sales in Enumclaw originate from 
automobile sales. When motor vehicle sales are not included, Enumclaw’s taxable 
retail sales decreases to $16,300 per capita. Among comparison cities only 
Sumner, Port Orchard and Monroe showed similar decreases in per capita sales. 
For comparison, Enumclaw has a similar ratio as Bonney Lake, Snoqualmie, 
Monroe and King County but is substantially lower than ratios found in Sumner, 
Shohomish, Port Orchard and Woodinville. 

Exhibit 28. Taxable Retail Sales Per Capita, Comparison Cities, 2010 

 

Source: Washington Department of Revenue, 2012, Washington Office of Financial 
Management, 2012.  
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Race/Ethnicity and Nationality 

The City of Enumclaw’s population has a relatively smaller proportion of ethnic 
minority residents than the Comparable Cities, King County and Pierce County, 
as shown in Exhibit 29. Only neighboring Buckley with 9% has a lower 
percentage of residents who are ethnic minorities. 

The percentage of Enumclaw’s population that is Ethnically Hispanic is 7%, 
similar to the percentages found in Bonney Lake, Snohomish, Port Orchard, and 
Woodinville. Both Buckley and Enumclaw have relatively small percentages of 
Asian populations, both at 1%. On a regional scale, 36% of King County’s 
population is considered an ethnic minority while 30% of Pierce County’s 
population is considered ethnic minority. 

Exhibit 29. Minority Races as Percentage of Population,  
Comparison Cities, 2010 

 

Source: 2010 US Census. 
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The foreign born population of Enumclaw represents 5% of the total population, 
similar to Sumner, Snohomish, and Port Orchard (Exhibit 30). King County has 
a foreign born population fo 20% while Pierce County has foreign born 
population of 9%. Woodinville and Mill Creek, both Larger Cities, have the 
highest concetrations of foreign born residents with 14% and 20%. 

Exhibit 30. Foreign Born Population, Comparison Cities, 2010 

 

Source: American Community Survey, 5 Year Average, 2010. 
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Age Distribution 

When analyzed alongside Comparison Cities, Enumclaw’s age distribution is most 
similar to those of Sumner and Snohomish (Exhibit 31). The percentage of 
Enumclaw residents 65 or older was 15% in 2010 (grey dashed line highlights this 
portion of the population), highest, along with Sumner, among Comparison 
Cities. Bonney Lake and Snoqualmie have the lowest concentration of 65 and 
over residents with 6% in Bonney Lake and 4% in Snoqualmie.  

Exhibit 31. Age Distribution, Comparison Cities Puget Sound Region, 2010 

 

Source: 2010 US Census. 
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PROSPECTIVE INDUSTRIES 
The following section provides an analysis of existing industries and employment 
sectors within the City of Enumclaw. 

Existing Industries and Employment 

Exhibit 32 illustrates the top ten employers located within the City of 
Enumclaw. The company’s facility size and overall level of employment for 2010 
and 2012 are provided. The two largest employers within Enumclaw are the 
Enumclaw Insurance Group, also known as Mutual of Enumclaw, and the 
Enumclaw School District. The Enumclaw Insurance Group employed 482 
people in 2012 and is one of the largest privately held companies in Washington 
State with a total of 85,000 square feet of office space in Downtown Enumclaw. 
The Enumclaw School District is the largest overall employer with 508 employees 
in 2012. Other major employers include St. Elizabeth Hospital, which employed 
209 people in 2012. Other companies with more than 100 employees include the 
Helac Corporation (manufacturing, 235 employees in 2012), the Washington 
State Department of Natural Resources South Puget Sound Regional Office 
(Public Administration, 109 employees in 2012) and Hill Aerosystems Inc. 
(Manufacturing, 143 employees in 2012). 

Exhibit 32. Top 10 Employers, City of Enumclaw, 2010 Updated 

 

Source: Hoovers, 2011. 

  

2010 

Rank Company Name

Facility Size 

(s.f.)

2010 Local 

Employees

2012 Full  

Time 

Employees

2012 Part 

Time 

Employees

2012 Total 

Employees NAICS Classification

1 Enumclaw School District 621,513 567 270 238 508 Educational Services

2 Enumclaw Insurance Group (Mutual) 85,000 458 444 38 482 Finance and Insurance

3 Franciscan Health System - Hospital 94,000 221 149 60 209 Health Care and Social Assistance

4 Helac Corporation 100,000 160 233 2 235 Manufacturing

5 City of Enumclaw 45,514 125 90 10 100 Public Administration

6 Washington State Dept. of Natural Resources 27,568 110 85 24 109 Public Administration

7 Hill Aerosystems Inc. 13,755 80 142 1 143 Manufacturing

8 Franciscan Health System - Clinic 25,997 70 60 0 60 Health Care and Social Assistance

9 Sanford Motors Inc. (Dodge dealer) 48,000 48 35 0 35 Retail Trade

10 Frankie's Pizza-Enumclaw, LLC 5,000 44 20 5 25 Accommodation and Food Services
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Jobs by Sector 

Jobs within Enumclaw City Limits have fluctuated similarly to changes 
experienced in the regional and national economy. Exhibit 33 illustrates 
Enumclaw’s employment by major sector from 1995 to 2011. Exhibit 34 
illustrates the Four County Region’s employment by sector during the same time 
period (King, Pierce, Snohomish and Kitsap Counties). Overall historical 
employment has followed broad market trends, with growth experienced from 
2003 to 2008 and decline during the 2008 to 2010 period. Employment has 
grown both regionally and within Enumclaw since 2010, with Enumclaw 
experiencing steady growth from 2009 to 2011. From 2000 to 2011 Enumclaw 
experienced a .7% annual growth rate (CAGR), slightly more than the 0.2% 
growth rate experienced across the Four County Region.  

The Services industry employs the largest number of employees within 
Enumclaw, representing 38% of all employees in 2011 compared to 45% in the 
Four County Region. The number of Service industry sector employees has 
fluctuated over the last decade in Enumclaw with a high of 1,871 in 2008. Retail 
employment decreased over the last decade from 827 in 2000 to 665 in 2010, a 
negative (-)2.0% annual growth rate, but increased to 711 employees from 2010 
to 2011. The Retail sector represents the second largest employment sector 
within Enumclaw. The Construction sector also experienced rapid growth and 
decline, decreasing from a decade high of 270 employees in 2008 to 171 in 2009. 
Since 2009 employment in the Construction sector has steadily grown and totaled 
220 jobs in 2011. 

The three sectors with the highest growth rates within Enumclaw from 2000 to 
2011 are the Services sector (1.8% CAGR), the Government sector (2.0% 
CAGR) and the Manufacturing sector (3.2% CAGR). Regionally, the highest 
growth sectors over the same time period were Services (1.3% CAGR), 
Government (1.2% CAGR) and Education (.7% CAGR). 
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Exhibit 33. Covered Employment by Sector, City of Enumclaw, 1995-2011 

 

  
Source: Puget Sound Regional Council, 2012. 
*Notes: FIR. is Finance, Insurance and Real Estate; WTU is Wholesale, Transportation and Utilities. 

  

2000 2011 2000 2011 Net % Net CAGR

Total 4,172       4,485        100% 100% 313          8% 0.7%

Const/Res 200                        220 5% 5% 20            10% 0.9%

FIRE 652                        574 16% 13% (78)           -12% -1.2%

Manufacturing 310                        439 7% 10% 129          42% 3.2%

Retail 827                        711 20% 16% (116)        -14% -1.4%

Services 1,395                1,698 33% 38% 303          22% 1.8%

WTU 102                          88 2% 2% (14)           -14% -1.3%

Government 225                        280 5% 6% 55            24% 2.0%

Education 461                        475 11% 11% 14            3% 0.3%

City Employment Jobs Change, 2000-2011Percent of City Jobs

Services 

Retail 

FIRE 

Education 

Manufacturing 

Government 

Const/Res 

WTU 
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Exhibit 34. Covered Employment By Sector, Four County Region, 1995-2011 

 

 
Source: Puget Sound Regional Council, 2012. 
* Notes: FIR. is Finance, Insurance and Real Estate; WTU is Wholesale, Transportation and Utilities.  

2000 2011 2000 2011 Net % Net CAGR

Total 1,662,879      1,697,448 100% 100% 34,569        2% 0.2%

Const/Res 100,698                 79,164 6% 5% (21,534)       -21% -2.2%

FIRE 100,733                 87,772 6% 5% (12,961)       -13% -1.2%

Manufacturing 216,880               170,963 13% 10% (45,917)       -21% -2.1%

Retail 182,076               174,885 11% 10% (7,191)         -4% -0.4%

Services 669,741               769,521 40% 45% 99,780        15% 1.3%

WTU 141,122               134,177 8% 8% (6,945)         -5% -0.5%

Government 143,739               164,348 9% 10% 20,609        14% 1.2%

Education 107,890               116,618 6% 7% 8,728           8% 0.7%

Regional Employment Percent of Regional Jobs Jobs Change, 2000-2011

Services 

Retail 

FIRE 

Education 

Manufacturing 

Government 

Const/Res 

WTU 
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Journey to Work  

The following exhibits examine the geographical profile of Enumclaw resident’s 
commute to work, and where Enumclaw employees commute from. 

Exhibits 35 and 36 summarizes the geographical areas where people that work 
in Enumclaw commute from. More than half of all Enumclaw employees live 
within the area known as the Enumclaw Plateau. The Tacoma/Federal way area is 
home to 16% of Enumclaw employees and the Kent/Renton/SeaTac area is 
home to 13% of Enumclaw employees. Far fewer employees commute from the 
Seattle/Bellevue/Everett area, accounting for only 4% of Enumclaw employees.  

Exhibit 35. Workers to Enumclaw Summary,  
Puget Sound Region, 2010 

 

Source: Longitudinal Employer-Household Dynamics (LEHD), 2012, 
Community Attributes, Inc., 2012. 

  

Region Workers Percentage

Enumclaw Plateau 2,385              55%

Kent/Renton/SeaTac 557                 13%

Tacoma/Federal Way 709                 16%

Seattle/Bellevue/Everett 165                 4%

Total Workers 4,341              100%
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Exhibit 36. Residence of Workers Commuting to Enumclaw,  
Puget Sound Region, 2010 
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Exhibits 37 and 38 summarize the geographical locations of Enumclaw 
residents that are employed. Employed people that live within Enumclaw are 
distributed across Pierce and King Counties with concentrations of workers in 
Seattle/Bellevue/Everett, Kent/Renton/SeaTac and within the Enumclaw 
Plateau/City of Enumclaw. The analysis suggests that approximately two thirds 
of Enumclaw residents commute to areas outside of the Enumclaw Plateau. 

Exhibit 37. Workers from Enumclaw Summary,  
Puget Sound Region, 2010 

  

Source: Longitudinal Employer-Household Dynamics (LEHD), 2012, 
Community Attributes, Inc., 2012.  

 

  

Region Workers Percentage

Enumclaw Plateau 1,334              26%

Kent/Renton/SeaTac 1,262              24%

Tacoma/Federal Way 763                 15%

Seattle/Bellevue/Everett 1,364              26%

Total Workers 5,228              100%
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Exhibit 38. Enumclaw Residents Place of Employment,  
Puget Sound Region, 2010 
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POTENTIAL STRATEGIES 
The following section provides examples of potential economic development 
strategies for the City of Enumclaw to consider. They include ideas brought forth 
by City staff as well as strategies discussed by the Economic Development Task 
Force. The City’s Economic Development Task Force has structured economic 
development strategies into two categories: Retain and Encourage Growth of Existing 
Businesses and Attract New Businesses.  

Retain and Encourage Growth of Existing Businesses 

Programs 

 Store Front Improvement Program: Loan interest revolving loan program to 
help fund the revitalization of existing building facades.  

 Storefronts Art Program: Bring art installations and artists into vacant 
downtown retail space 

Marketing and Advertising 

 Way-finding Signs 

 Web page 

 Marketing materials: Brochures, DVD, magazines 

 Media: Television, Radio, Press Releases 

Incubators and Industry Clusters 

 Agricultural and Food Product Incubator: Design and installation of facilities 
necessary for the production of agricultural and/or food product 
manufacturing that start-up companies can rent at low cost to create and 
develop products before investing in expensive equipment.  Examples: 
jams/jellies, baked goods, wine-making, distilled spirits and cheese. 

 Business Incubator: Facility that offers office space, shared office equipment, 
accounting help and business counseling for start-up companies that 
aren’t ready purchase their own space. 

 Technical Assistance: City staff helps the companies organize materials and 
provide needed data for bond offering statements for Washington 
Economic Development Finance Authority bonds. 
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Attract New Businesses 

 Development Fee Reductions or Deferrals 

 Impact Fee Waiver or Deferral: Wavier or deferral of impact fees for new 
development to encourage development within specific target 
neighborhoods or business sectors. 

 Reduce Development Fees: Reduce development fees by 50% for small 
businesses (20 fewer full time employees) who are starting up or 
relocating. 

Development Code, Plans and Studies 

 Simplify requirements, timeframes and regulations 

 Reduce regulatory requirements 

 Density bonus’ for targeted neighborhoods, Zoning, Infrastructure Plans 

Tax Exemptions and Refunds 

 Multi-Family Tax Exemptions: Tax exemption for 8 years for new multi-
family or rehabilitated housing units constructed in specific target 
neighborhoods (typically downtown). 

 Construction Sales Tax Refund: Provides a refund for purchasers who have 
paid Sales and Use Tax on construction materials, fixed equipment, labor 
and services or machinery installation directly related to new commercial 
construction or redevelopment of existing buildings.   

Infrastructure Design and/or Development 

 Storm water capacity infrastructure: Design and installation of infrastructure to 
benefit development within specific target neighborhoods or for specific 
business sectors. 

 Street Construction: Construct streets to benefit development within specific 
targeted neighborhoods or for specific business sectors. 

 Water and Sewer infrastructure: Design and/or installation of water and sewer 
extensions to benefit specific target neighborhoods or for specific 
business sectors 
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APPENDIX A. SUPPORTING DEMOGRAPHICS AND DATA ANALYSIS 

 

Exhibit A1 illustrates Enumclaw’s 
population growth over the last six 
decades. Enumclaw’s 2010 population 
was 10,669, down from 11,116 in 2000. 
The decline in population contrasts with 
population growth experienced during 
the previous decade, during which 
Enumclaw experienced a 4% annual 
growth rate. 

 

Exhibit A2 illustrates Enumclaw’s 
population change from 2000 to 2012. 
Some of the more recent growth is a 
result of annexations from September 
2010 to July 2011, which according to the 
Washington State of Financial 
Management, included the incorporation 
of areas with populations totaling 296 
people. 

  
Source: Office of Financial Management, 2012. 

Exhibit A3 describes the total number of 
housing units within Enumclaw city limits 
from 2000 to 2012. From 2000 to 2008 
Enumclaw added housing units at a 
relatively steady rate. From 2008 to 2011 
the total number of housing units 
fluctuated, with 105 units added from 
2010 to 2011, a majority of which are 
likely the result of annexations into the 
City. 

*US Census 
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Exhibit A4. Population, Comparison Cities, 2000-2010 

 

Source: Office of Financial Management, 2012. 

Exhibit A5. Group Quarters Population, Comparison Cities, 2000-2010 

 

Comparison Cities Population Analysis

Type City County

2000 Cenus 

Population

2010 Census 

Population 

2000-2010 

CAGR

2010 % of 

Enumlaw 

Population

Study City Enumclaw King (Pierce Partial) 11,116            10,669                       -0.4% 100%

Neighbor Buckley Pierce 4,145              4,354                         0.5% 40.8%

Neighbor Bonney Lake Pierce 9,687              17,374                       6.0% 162.8%

Neighbor Sumner Pierce 8,504              9,451                         1.1% 88.6%

Comparable Snohomish (City) Snohomish 8,494              9,098                         0.7% 85.3%

Comparable Port Orchard Kitsap 7,693              11,157                       3.8% 104.6%

Comparable Snoqualmie King 1,631              10,670                       20.7% 100.0%

Larger Covington King 13,783            17,575                       2.5% 164.7%

Larger Woodinville King 9,809              10,938                       1.1% 102.5%

Larger Mill Creek Snohomish 11,525            18,244                       4.7% 171.0%

Larger Monroe Snohomish 13,795            17,304                       2.3% 162.2%

County N/A King 1,737,046      1,931,249                 1.1% N/A

County N/A Pierce 700,818          795,225                    1.3% N/A
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Comparison Cities Group Quarters Population

Type City County

2000 Group 

Quarters

2010 Group 

Quarters

Study City Enumclaw King (Pierce Partial) 255 92

Neighbor Buckley Pierce 446 374

Neighbor Bonney Lake Pierce 5 56

Neighbor Sumner Pierce 66 6

Comparable Snohomish (City) Snohomish 417 317

Comparable Port Orchard Kitsap 735 741

Comparable Snoqualmie King 0 0

Larger Covington King 0 30

Larger Woodinville King 23 47

Larger Mill Creek Snohomish 22 5

Larger Monroe Snohomish 1,995 2,609

County N/A King 37,621 37,131

County N/A Pierce 21,508 17,945
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Exhibit A6. Housing, Comparison Cities, 2000-2010 

 

Source: Office of Financial Management, 2012, American Community Survey, 5 Year Average, 2010.  

Comparison Cities Housing Units Growth

Type City County

2000 

Housing 

Units 

2010 Housing 

Units 2000-2010 CAGR

2010 % of 

Enumlaw 

Housing Units

Study City Enumclaw King (Pierce Partial) 4,456              4,683                   0.5% 100%

Neighbor Buckley Pierce 1,472              1,669                   1.3% 35.6%

Neighbor Bonney Lake Pierce 3,404              6,394                   6.5% 136.5%

Neighbor Sumner Pierce 3,689              4,279                   1.5% 91.4%

Comparable Snohomish (City) Snohomish 3,444              3,959                   1.4% 84.5%

Comparable Port Orchard Kitsap 3,178              4,636                   3.8% 99.0%

Comparable Snoqualmie King 656                  3,761                   19.1% 80.3%

Larger Covington King 4,473              6,081                   3.1% 129.9%

Larger Woodinville King 3,900              4,996                   2.5% 106.7%

Larger Mill Creek Snohomish 4,769              7,923                   5.2% 169.2%

Larger Monroe Snohomish 4,427              5,306                   1.8% 113.3%

County N/A King 742,239          851,261               1.4% N/A

County N/A Pierce 277,060          325,375               1.6% N/A

Comparison Cities Housing Units Occupancy

Type City County

Total 

Occupied 

Housing 

Units

Owner 

Occupied Units Percentage

Renter 

Occupied 

Units Percentage

Study City Enumclaw King (Pierce Partial) 4,420              2,819                   64% 1,601                 36%

Neighbor Buckley Pierce 1,591              1,065                   67% 526                     33%

Neighbor Bonney Lake Pierce 5,989              4,897                   82% 1,092                 18%

Neighbor Sumner Pierce 3,980              2,054                   52% 1,926                 48%

Comparable Snohomish (City) Snohomish 3,645              1,934                   53% 1,711                 47%

Comparable Port Orchard Kitsap 4,278              2,389                   56% 1,889                 44%

Comparable Snoqualmie King 3,547              2,970                   84% 577                     16%

Larger Covington King 5,817              4,807                   83% 1,010                 17%

Larger Woodinville King 4,478              2,924                   65% 1,554                 35%

Larger Mill Creek Snohomish 7,551              4,764                   63% 2,787                 37%

Larger Monroe Snohomish 5,024              3,179                   63% 1,845                 37%

County N/A King 789,232          466,718               59% 322,514             41%

County N/A Pierce 299,918          189,080               63% 110,838             37%

Comparison Cities Occupied Housing Units Type

Type City County

Total 

Occupied 

Housing 

Units Single Family Percentage Multifamily Percentage Other Percentage

Study City Enumclaw King (Pierce Partial) 4,788              3,026                   63% 1,274                 27% 488            10%

Neighbor Buckley Pierce 1,673              1,320                   79% 273                     16% 80              5%

Neighbor Bonney Lake Pierce 6,444              5,422                   84% 547                     8% 475            7%

Neighbor Sumner Pierce 4,280              2,492                   58% 1,533                 36% 255            6%

Comparable Snohomish (City) Snohomish 4,013              2,411                   60% 1,545                 38% 57              1%

Comparable Port Orchard Kitsap 4,780              3,205                   67% 1,514                 32% 61              1%

Comparable Snoqualmie King 3,876              3,340                   86% 536                     14% -            0%

Larger Covington King 6,107              5,784                   95% 249                     4% 74              1%

Larger Woodinville King 4,997              2,942                   59% 1,958                 39% 97              2%

Larger Mill Creek Snohomish 7,991              5,129                   64% 2,854                 36% 8                0%

Larger Monroe Snohomish 5,326              3,760                   71% 1,477                 28% 89              2%

County N/A King 857,993          496,219               58% 342,847             40% 18,927      2%

County N/A Pierce 327,308          220,245               67% 81,069               25% 25,994      8%
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Exhibit A7. Covered Employment by Sector, Comparison Cities, 2010 

 

Notes: Italicized numbers indicate estimates due to suppression of the applicable data.  
Source: Puget Sound Regional Council, 2012. 

  

Comparison Cities Employment By Sector 2010

Type City County Const/Res FIRE Manufacturing Retail Services WTU Government Education Total

Study City Enumclaw King (Pierce Partial) 196                         588                       250                                665                 1,646               131          296                          468                  4,240              

Neighbor Buckley Pierce 252                         19                         45                                  75                   282                  35            996                          254                  1,958              

Neighbor Bonney Lake Pierce 149                         150                       18                                  1,343             1,865               24            215                          396                  4,161              

Neighbor Sumner Pierce 2,180                     281                       1,455                            740                 1,374               2,086      182                          491                  8,789              

Comparable Snohomish (City) Snohomish 465                         206                       80                                  1,128             1,677               147          347                          557                  4,607              

Comparable Port Orchard Kitsap 179                         179                       54                                  1,048             2,408               84            1,068                      417                  5,437              

Comparable Snoqualmie King 237                         99                         622                                107                 1,069               135          328                          406                  3,002              

Larger Covington King 337                         93                         38                                 1,363             1,862               32           190                          716                  4,631              

Larger Woodinville King 1,682                     336                       2,043                            1,407             4,035               1,368      169                          332                  11,370            

Larger Mill Creek Snohomish 293                         222                       47                                  863                 2,226               88            395                          330                  4,465              

Larger Monroe Snohomish 423                         174                       874                                1,116             2,056               206          2,249                      672                  7,770              

County N/A King 48,460                   64,477                 96,873                          101,863         533,039          97,343    87,202                    70,382            1,099,639      

County N/A Pierce 16,840                   11,705                 15,743                          30,031           105,079          20,769    35,704                    22,406            258,277          

Comparison Cities 2010 Employment By Sector Percentage

Type City County Const/Res FIRE Manufacturing Retail Services WTU Government Education Total

Study City Enumclaw King (Pierce Partial) 5% 14% 6% 16% 39% 3% 7% 11% 100%

Neighbor Buckley Pierce 13% 1% 2% 4% 14% 2% 51% 13% 100%

Neighbor Bonney Lake Pierce 4% 4% 0.4% 32% 45% 1% 5% 10% 100%

Neighbor Sumner Pierce 25% 3% 17% 8% 16% 24% 2% 6% 100%

Comparable Snohomish (City) Snohomish 10% 4% 2% 24% 36% 3% 8% 12% 100%

Comparable Port Orchard Kitsap 3% 3% 1% 19% 44% 2% 20% 8% 100%

Comparable Snoqualmie King 8% 3% 21% 4% 36% 4% 11% 14% 100%

Larger Covington King 7% 2% 1% 29% 40% 1% 4% 15% 100%

Larger Woodinville King 15% 3% 18% 12% 35% 12% 1% 3% 100%

Larger Mill Creek Snohomish 7% 5% 1% 19% 50% 2% 9% 7% 100%

Larger Monroe Snohomish 5% 2% 11% 14% 26% 3% 29% 9% 100%

County N/A King 4% 6% 9% 9% 48% 9% 8% 6% 100%

County N/A Pierce 7% 5% 6% 12% 41% 8% 14% 9% 100%

C
o

ve
re

d
 E

m
p

lo
ym

e
n

t 
b

y 
Se

ct
o

r



City of Enumclaw October 2012 Page 51 
Economic Analysis  

Exhibit A8. Total Covered Employment, Comparison Cities, 2000-2010 

 

Source: Puget Sound Regional Council, 2012. 

Exhibit A9. Jobs to Housing Ratio, Comparison Cities, 2000-2010 

 

Source: Community Attributes Inc., 2012. 

Comparison Cities PSRC Covered Employment Analysis

Type City County

2000 PSRC Covered 

Employment

2010 PSRC 

Covered 

Employment

2000-2010 

Employment CAGR

2010 % of 

Enumlaw 

Employment

Study City Enumclaw King (Pierce Partial) 4,172                            4,240                      0.2% 100%

Neighbor Buckley Pierce 1,797                            1,958                      0.9% 46.2%

Neighbor Bonney Lake Pierce 1,939                            4,161                      7.9% 98.1%

Neighbor Sumner Pierce 4,915                            8,789                      6.0% 207.3%

Comparable Snohomish (City) Snohomish 3,742                            4,607                      2.1% 108.7%

Comparable Port Orchard Kitsap 4,608                            5,437                      1.7% 128.2%

Comparable Snoqualmie King 1,124                            3,002                      10.3% 70.8%

Larger Covington King 2,632                            4,631                      5.8% 109.2%

Larger Woodinville King 13,352                          11,370                    -1.6% 268.2%

Larger Mill Creek Snohomish 2,998                            4,465                      4.1% 105.3%

Larger Monroe Snohomish 6,823                            7,770                      1.3% 183.3%

County N/A King 1,149,642                    1,099,639              -0.4% N/A

County N/A Pierce 234,619                       258,277                  1.0% N/A
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Comparison Cities Jobs to Housing Ratio

Type City County

 2000 Jobs to 

Housing Ratio 

 2010 Jobs to 

Housing Ratio 

Study City Enumclaw King (Pierce Partial) 0.94                              0.91                              

Neighbor Buckley Pierce 1.22                              1.17                              

Neighbor Bonney Lake Pierce 0.57                              0.65                              

Neighbor Sumner Pierce 1.33                              2.05                              

Comparable Snohomish (City) Snohomish 1.09                              1.16                              

Comparable Port Orchard Kitsap 1.45                              1.17                              

Comparable Snoqualmie King 1.71                              0.80                              

Larger Covington King 0.59                              0.76                              

Larger Woodinville King 3.42                              2.28                              

Larger Mill Creek Snohomish 0.63                              0.56                              

Larger Monroe Snohomish 1.54                              1.46                              

County N/A King 1.55                              1.29                              

County N/A Pierce 0.85                              0.79                              
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Exhibit A10. Taxable Retail Sales, Comparison Cities, 2000-2011 

 

Source: Washington Department of Revenue, 2012, Community Attribute Inc., 2012 

Comparison Cities Taxable Retail Sales

Type City 

2005 Taxable Retail 

Sales ($2011)

2010 Taxable Retail 

Sales ($2011)

 2011 Taxable 

Retail Sales  2005-2011 CAGR 

 2010 Taxable 

Retail Sales Per 

Capita ($2011) 

Study City Enumclaw $230,397,819 $238,184,196 $207,351,396 -1.7% $22,325

Neighbor Buckley $52,931,678 $43,825,315 $46,908,595 -2.0% $10,066

Neighbor Bonney Lake $283,191,007 $354,512,430 $349,721,097 3.6% $20,405

Neighbor Sumner $406,242,569 $334,637,490 $352,580,930 -2.3% $35,408

Comparable Snohomish (City) $286,424,941 $334,788,031 $326,935,241 2.2% $36,798

Comparable Port Orchard $291,734,257 $330,726,791 $311,771,657 1.1% $29,643

Comparable Snoqualmie $147,340,575 $184,299,798 $188,183,863 4.2% $17,273

Larger Covington $197,298,848 $328,983,176 $339,946,244 9.5% $18,719

Larger Woodinville $685,380,546 $499,883,566 $514,180,312 -4.7% $45,702

Larger Mill Creek $210,394,523 $211,596,216 $213,441,011 0.2% $11,598

Larger Monroe $399,107,595 $346,762,362 $333,453,377 -3.0% $20,039

County King County $45,289,905,666 $37,634,491,940 $38,789,855,551 -0.5% $19,487

County Pierce County $12,771,511,703 $10,339,139,563 $10,624,265,947 -1.0% $13,002
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Exhibit A11. Age Distribution, Comparison Cities, 2010 

 

Source: US Census, 2010.  

Exhibit A12. Age Race/Ethnicity Distribution, Comparison Cities, 2010 

 

Source: American Community Survey, 5 year average, 2012. 

Comparison Cities Age Distribution

Type City 2010 Total 1 to 19 20 to 24 25 to 34 35 to 44 45 to 54 55 to 64 65 to 74 75 and older

Study City Enumclaw 10,669              2,938           611                1,324             1,327              1,667           1,209           676                917                          

Neighbor Buckley 4,354                 1,081           286                 525                  587                  682               625                329                239                           

Neighbor Bonney Lake 17,374               5,451           851                 2,496              2,854               2,809           1,797            683                433                           

Neighbor Sumner 9,451                 2,543           533                 1,266              1,259               1,352           1,091            688                719                           

Comparable Snohomish (City) 9,098                 2,443           537                 1,230              1,293               1,461           1,070            499                565                           

Comparable Port Orchard 11,144               2,924           857                 1,864              1,384               1,405           1,206            745                759                           

Comparable Snoqualmie 10,670               3,860           203                 1,616              2,534               1,282           762                302                111                           

Larger Covington 17,575               5,622           969                 2,287              2,779               3,036           1,777            703                402                           

Larger Woodinville 10,938               2,810           553                 1,464              1,758               1,794           1,349            592                618                           

Larger Mill Creek 18,244               4,638           1,133             2,439              2,557               2,852           2,338            1,217             1,070                       

Larger Monroe 17,304               5,029           1,124             3,094              3,157               2,377           1,283            578                662                           

County King County 1,931,249         461,892       129,822         312,717         296,790          291,132       228,217       112,747        97,932                     

County Pierce County 795,225            220,369       56,203           112,050         108,427          118,943       91,448          48,907          38,878                     

Type City 2010 Total 1 to 19 20 to 24 25 to 34 35 to 44 45 to 54 55 to 64 65 to 74 75 and older

Study City Enumclaw 10,669              28% 6% 12% 12% 16% 11% 6% 9%

Neighbor Buckley 4,354                 25% 7% 12% 13% 16% 14% 8% 5%

Neighbor Bonney Lake 17,374               31% 5% 14% 16% 16% 10% 4% 2%

Neighbor Sumner 9,451                 27% 6% 13% 13% 14% 12% 7% 8%

Comparable Snohomish (City) 9,098                 27% 6% 14% 14% 16% 12% 5% 6%

Comparable Port Orchard 11,144               26% 8% 17% 12% 13% 11% 7% 7%

Comparable Snoqualmie 10,670               36% 2% 15% 24% 12% 7% 3% 1%

Larger Covington 17,575               32% 6% 13% 16% 17% 10% 4% 2%

Larger Woodinville 10,938               26% 5% 13% 16% 16% 12% 5% 6%

Larger Mill Creek 18,244               25% 6% 13% 14% 16% 13% 7% 6%

Larger Monroe 17,304               29% 6% 18% 18% 14% 7% 3% 4%

County King County 1,931,249         24% 7% 16% 15% 15% 12% 6% 5%

County Pierce County 795,225            28% 7% 14% 14% 15% 11% 6% 5%
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Comparison Cities Race/Ethnicity Distribution,  2010

Type City 

African 

American

American 

Indian and 

Alaska Natives Asian Mixed Races

Ethnically 

Hispanic

Total Non 

White

Study City Enumclaw 0.5% 1% 1% 3% 7% 12%

Neighbor Buckley 1% 1% 1% 3% 3% 9%

Neighbor Bonney Lake 1% 1% 2% 5% 6% 15%

Neighbor Sumner 1% 1% 2% 4% 10% 19%

Comparable Snohomish (City) 0.5% 1% 2% 3% 8% 15%

Comparable Port Orchard 3% 1% 6% 6% 7% 23%

Comparable Snoqualmie 1% 1% 9% 4% 5% 21%

Larger Covington 4% 1% 8% 6% 9% 29%

Larger Woodinville 1% 0.4% 11% 4% 7% 24%

Larger Mill Creek 2% 1% 17% 4% 6% 29%

Larger Monroe 4% 1% 3% 4% 17% 29%

County King County 6% 1% 15% 5% 9% 36%

County Pierce County 7% 1% 6% 7% 9% 30%
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Exhibit A13. Foreign Born Residents, 
Comparison Cities, 2010 

Exhibit A14. Median HH Income, 
Comparison Cities, 2010 

  

Source: American Community Survey, 5 year 
average, 2012. 

Source: American Community Survey, 5 
year average, 2012. 
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INTRODUCTION 

Background and Purpose  

The City of Enumclaw took possession of the Expo Center from King County in 
2007. A 72 acre multi-venue events facility, the Expo Center provides a cultural 
and community hub for the City of Enumclaw and south King County. This 
facility is unique in the region, providing indoor and outdoor venues as well as a 
campground.  

With total attendance of more than 147,000 in 2012, City leadership and 
stakeholders recognize that the Expo Center is a critical asset for local economic 
development. As such, the City desired an economic profile of the Expo Center. 
This profile synthesizes efforts by the City to improve attendance, raise revenues 
and make improvements to the facility. The analysis provided in this report 
informs the City of the visitor spending impacts to local business and the fiscal 
revenues that result from continued operation and maintenance of the Expo 
Center. 

Methods and Approach 

The approach to this work leverages existing data from the Expo Center along 
with impact modeling to tell a complete story of the economic impact of the 
Expo Center.  The analysis draws from data compiled specifically for this analysis 
as well as data compiled from other Community Attributes impact analysis, 
including: 

 Expo Center financial data obtained directly from the City of Enumclaw  

 Expo Center attendance data 

 Implan Input/Output model for King County 

 Survey data from the ShoWare Center Economic Impact Analysis 

In the absence of primary data collection, the analysis uses recent survey data 
collected from other projects, adjusted based on professional judgment and local 
Enumclaw knowledge and pricing data, to arrive at estimates of visitor spending.  

Organization of this Report 

 Findings. A summary of key findings from analysis of revenues and 
expenses, attendance and estimated economic and fiscal impacts. 

 Current Conditions. An overview of Expo Center's current operations, 

attendance and event segmentation. 

 Impact Analysis. A detailed analysis of Expo Center's economic impact 
in terms of direct spending and fiscal impact to the City of Enumclaw.  
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FINDINGS 
This analysis presents estimated local economic impacts in Enumclaw that result 
from Expo Center activity. The Expo Center has been operated by the City of 
Enumclaw since 2007, and findings related to operations and revenues cover the 
time period from acquisition to the end of 2012. Economic impacts are calculated 
for 2012 based on available attendance data. The following sections present a list 
of key findings, discussed in more detail in the body of this report.  

Economic Impact and Fiscal Revenues 

 Estimated fiscal revenues accruing to the City of Enumclaw as a result of 
direct, indirect and induced revenues related to Expo Center activity is 
$55,200 in 2012. The tax revenues are derived from total estimated direct, 
indirect and induced spending and business revenues resulting from Expo 
Center activities of $6,514,300 in 2012. 

 The Enumclaw Expo Center created gross business revenues of an 
estimated $3,868,400 in 2012, including revenues from facility operations 
to gross business revenues from patron spending outside of the Expo 
Center (direct spending). This economic activity generated an estimated 
$30,800 in additional tax revenue for the City of Enumclaw, not including 
multiplier effects of indirect and induced spending. Expo Center 
generated a total of $298,200 in tax revenues in 2012, including state and 
county government revenues. 

 Indirect and induced business revenues, those derived through the 
multiplier effect resulting from direct spending, produced an estimated 
$2,646,000. This number represents the maximum amount of induced 
benefits the City of Enumclaw may have experienced as a result of Expo 
Center direct revenues. These indirect revenues resulted in an estimated 
$21,000 dollars in fiscal revenues for the City of Enumclaw. 

Operations and Attendance 

 The Expo Center experienced increases in the number of events and total 
attendance each year since 2010. In 2010 total attendance was an 
estimated 122,700 and in 2012 total attendance was 147,900. The facility’s 
busiest time of year is the summer season, when outdoor events and 
festivals are possible. 

 The largest share of attendance comes from Festivals and Fairs, anchored 
by the Creation Festival, which drew an estimated 52,000 people in 2012 
and represents approximately one third of the Expo Center’s total 2012 
attendance. Private events such as weddings and fundraisers were the 
most common event types in 2012, with 52 rental days.  

 Direct operating revenues grew from $268,900 in 2007 to a high of 
$502,600 in 2011. Revenues decreased in 2012 to $475,100. Rentals and 
leases generate the largest share of revenues. Activities captured under 
this category include short- and long-terms rentals of the facility, 
concessions and RV rentals.  
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 Operating expenses peaked in 2010 at $828,100 and have since declined 
substantially. In 2012 expenses totaled $609,200, a decrease of 26%. 

Patron Spending Impacts 

 Patrons spent an estimated total of $3,393,300 outside of the Expo Center 
and within Enumclaw in 2012, based on spending patterns observed for a 
nearby events center and adjusted for Enumclaw.  

 Dining represents the majority of spending at an estimated $2,646,300 of 
total spending. Expo Center patrons each spend an average of 
approximately $18.00 on dining.  

 Fairs and Festivals, the event type with the largest patron draw, produce 
$1,103,900 in spending on dining, more than any other event type. 
Sporting events, including high attendance events such as the Highland 
Games, produced an estimated $796,800 in spending on dining. 

 Spending on shopping ($231,000), lodging ($143,700) and entertainment 
($371,700) compose the remaining share of patron spending in 2012. 
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CURRENT CONDITIONS 

Facility Amenities and Location 

The Enumclaw Expo Center is a 72-acre facility located southeast of downtown 
Enumclaw. The Expo hosts events each year in a variety of facility types 
including a field house, exhibit hall, activity hall, covered arena, rodeo arena, 
various barns and an RV park (Exhibit 1). The Expo Center is located along 
Highway 410, minutes from Enumclaw’s highest concentration of retail and 
commercial uses (Exhibit 2). 

Exhibit 1. Venue Makeup, Enumclaw Expo Center, 2012 

 

Source: City of Enumclaw, 2012. 

Exhibit 2. Aeriap Map, Enumclaw Expo Center, 2012 

 

Source: Community Attributes Inc., 2012. 

Venue Max Capacity Size (sf)

Field House 700 8,328

Exhibit Hall 1,180 18,200

Activity Hall 805 12,600

Covered Arena NA 15,000

Rodeo Arena NA 15,000

Barns NA 34,569

RV Park 28 Sites
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In 2007 when the City took over operation and ownership of the Expo Center, 
King County provided a $2 million fund, to be evenly divided between operating 
and capital expenses. Two full-time and two permanent part-time City employees 
are assigned to Expo, a total of three FTEs (Full Time Equivalents). There is a 
full time Expo and Events Manager responsible for booking the facility and one 
full-time Maintenance and Events Lead responsible for maintenance and 
supervision of part time employees. There are two permanent part-time 
employees who work on weekends to open, close and monitor the facilities 
during events and who perform routine maintenance and cleaning.  Additional 
temporary staff is hired on an as needed basis, primarily during the summer 
festival season.  

Event Types and Facilities 

With a broad set of facilities (both indoor and outdoor) the Expo Center hosts a 
diverse range of events, from major Fairs and Festivals such as the Creation 
Festival to smaller private events such as weddings and memorial fundraisers. Pet 
and Livestock events take place in the Expo Center’s outdoor facilities. The Expo 
Center grounds include a RV park, creating a revenue stream from lodging. 
Exhibit 3 breaks down the 2012 events by category and total number of event 
days. 

Exhibit 3. Event Types, Enumclaw Expo Center, 2012 

 

Source: City of Enumclaw, 2012. 

  

Event Grouping Events/Days Percentage Attendance

Civic 4 2%

Business Trade 22 5%

Private Event 52 7%

Pets and Livestock 27 12%

Sporting Events 17 27%

Fairs & Festivals 21 47%

Total 143 100%
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Competing Venues 

Exhibit 4 illustrates competing and nearby venues from around the region. 
These include major indoor venues such as the Tacoma Dome and Key Arena to 
outdoor venues like the nearby White River Amphitheatre and Puyallup 
Fairgrounds. The Enumclaw Expo Center may not compete directly with all such 
facilities, but the list provides context when evaluating event mix and attendance. 

Exhibit 4. Major Competitive Venues,  
Puget Sound Region, 2012 

 

Source: Community Attributes Inc., 2012.  

Year-Round Location Capacity

ShoWare Center Kent, WA 6,300

Comcast Arena Everett, WA 10,000

Christian Faith Center Federal Way, WA 5,000

Emerald Queen Casino Fife, WA 2,000

Showbox at the Market Seattle, WA 1,200

Showbox SODO Seattle, WA 1,500

Paramount Theater Seattle, WA 2,800

Moore Theater Seattle, WA 1,400

KeyArena Seattle, WA 15,500

McCaw Hall Seattle, WA 3,000

WaMu Theater Seattle, WA 7,000

Benaroya Hall Seattle, WA 2,500

Snoqualmie Casino - Ballroom Snoqualmie, WA 1,500

Tacoma Dome Tacoma, WA 22,500

Tacoma Dome Theater Tacoma, WA 7,000

Broadway Center, Tacoma Tacoma, WA 1,200

Pantages Theater, Tacoma Tacoma, WA 1,200

Summer Season

White River Amphitheatre Auburn, WA 20,000

Puyallup Fair (Concert Venue) Puyallup, WA 10,800

Gorge Amphitheatre Quincy, WA 22,000

Marymoor Park Redmond, WA 5,000

Woodland Park Zoo Seattle, WA 3,700

Snoqualmie Casino - Mountain View Plaza Snoqualmie, WA 2,000

Tulalip Amphitheater Tulalip, WA 2,400

Chateau St. Michelle Winery Woodinville, WA 4,300
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Revenues and Operations 

The following section covers the financial performance and operations of the 
Expo Center, particularly focusing on revenues and expenses including spending 
on capital improvements. 

Financial Overview 

The Expo Center’s financial performance has fluctuated over the last five years. 
Exhibit 5 details the Expo Centers revenues from 2007 to 2012 including 
intergovernmental revenues, which include transfers and grants from King 
County and other sources. The original acquisition of the Expo Center included a 
$2,000,000 transfer from King County to be used toward facility operating and 
capital expenses. Including intergovernmental revenues, total revenues exceeded 
expenses in 2007, 2011 and 2012. Operating Revenues, shaded in light grey and 
detailed in the following section, have been below Operating Expenses in each 
year of the Expo Center’s operation. 

Exhibit 5. Revenues and Expenses, Enumclaw Expo Center, 2007-2012  

 
Source: Community Attributes, Inc., 2012. City of Enumclaw, 2012. 
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Revenues 

The Expo Center benefits from a diverse set of revenue sources, ranging from 
short-term facility rentals to event admissions and vendor fees. Exhibit 6 
presents types of revenue sources associated with operation of the Expo Center 
and its various facilities. 

Exhibit 6. Revenue Generators,  
Enumclaw Expo Center, 2012 

 

Source: City of Enumclaw, 2012. 

Exhibit 7 details Expo Center revenues since 2007, separated into four 
categories: Intergovernmental Revenues, Rentals and Leases, Charges for Services 
and Other Revenues. In 2007, the year Enumclaw assumed control of the Expo 
Center, Intergovernmental Revenues totaled $2,000,000, the result of a lump sum 
payment from King County to be used on Expo Center operations and capital 
expenses. In the following years Intergovernmental Revenues represented 
revenues from grants and other similar sources. Revenues resulting from 
operations of the Expo Center are shown in blue and Intergovernmental 
Revenues are shown in brown. From 2007 to 2011 operational revenues 
increased and Rentals and Leases comprise the majority of growth. In 2012 the 
Expo Center experienced a decrease in such revenues.  

Charges for Services Rentals and Leases

Sale of Bid Specs Rent-Parking

Sale of Merchandise Expo Ctr. Rent - Short Term

Event Admissions Field House Rent-Short Term

Vendor Fees Stadium Rent-Short Term

Other Fees-Sponsorship Ballfield Rent-Short Term

Ride Revenue RV Park Rent - Short Term

Expo Center Rent-Long Term

Concessions

Other Misc Revenue

Expo Center Rent-Short Term
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Revenue sources resulting from operations include Rentals and Leases, Charges 
for Services and several other categories grouped into Other Revenues. Revenues 
from Rentals and Leases have increased from the first three years of operations 
totaling more than $438,000 in 2011 and $333,000 in 2012 compared to $192,000 
in 2007. 

Exhibit 7. Revenue Detail, Enumclaw Expo Center, 2007-2012 

 

Source: Community Attributes, Inc., 2012. City of Enumclaw, 2012. 
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Expenses 

The cost to operate the Expo Center has varied since 2007. Expenses peaked in 
2009 and 2010, exceeding $800,000 (Exhibit 8). Overall, expenses increased over 
the first four years of operation. In 2011 and 2012 expenses decreased 
substantially from the two previous years. From 2010 to 2011 expenses decreased 
from $828,054 to $592,107. Expenses increased only slightly from 2011 to 2012 
at $609,170. Wages and benefits has been the most substantial spending category 
since 2007 and remain at a relatively steady amount. Other Services and Charges 
is the second largest spending category and include costs associated with 
professional services, maintenance, advertising, training, commercial equipment 
rentals and utilities among others. 

Exhibit 8. Expense Detail, Enumclaw Expo Center, 2007-2012 

 

Source: Community Attributes, Inc., 2012. City of Enumclaw, 2012. 
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Enumclaw Events 

In addition to hosting a variety of privately organized and funded events, the City 
of Enumclaw organized three events in 2012: the Festival of Crafts, the Wine and 
Chocolate Festival and Oktobeerfest. The City produced these events, absorbing 
all expenses, revenues and profits. Exhibit 9 shows attendance, revenues, 
expenses and profits at the three events. These events provided a profit for Expo 
Center and attracted over 8,000 attendees in 2012. 

Exhibit 9. City Organized Events, City of Enumclaw, 2012 

 
Source. City of Enumclaw, 2012. 

Capital Investments 

The City of Enumclaw continually invests in the Enumclaw Expo Center since it 
took control of the facility in 2007. Capital investments include equipment 
purchases, operational improvements and venue improvements. Exhibit 10 
illustrates capital spending from 2007 to 2012.  

Exhibit 10. Expo Center Capital Spending, City of Enumclaw, 2012 

 

Source: Community Attributes, Inc., 2012. City of Enumclaw, 2012. 

Enumclaw Event Attendance Revenues Expenses Profits

Wine and Chocolate Festival 2,799 $70,200 $44,397 $25,803

Oktobeer Festival 2,700 $49,596 $34,250 $15,346

Festival of Crafts/1 2,600 $19,875 $11,650 $8,225

Total 8,099 $139,671 $90,297 $49,374

1  The festiva l  of crafts  revenues , expenses  and profi ts  are based on budget estimates  as  actual  figures  

were unavai lable at the time of this  report.
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Event Attendance 

From 2010 to 2012 the Expo Center has experienced a steady increase in overall 
attendance. This is in part a result of an increase in the number of events held at 
the Expo Center, which increased from 77 event days in 2010 to 143 event days 
in 2012. Exhibit 11 illustrates daily attendance during this time period. 
Expectedly, July and August have the higher concentrations of events than any 
other time of year. Attendance grew from 122,682 patrons in 2010 to 147,906 
patrons in 2012. 

Exhibit 11. Event Attendance, Enumclaw Expo Center, 2010-2012 
 

 

Source: Community Attributes, Inc., 2012. City of Enumclaw, 2012. 

The Enumclaw Expo Center drew an estimated 147,906 people in 2012. Exhibit 
12 illustrates the number the attendees by event type. 47% of visitors attended 
events in the Fairs and Festivals category, which included events like the Creation 
Festival (52,000 attendees) and Oktoberfest (2,700 attendees). The second most 
attended event types were Sporting Events with 39,826 attendees in 2012 
representing 27% of all visitors that year. Major Sporting Events included the 
Highland Games (27,000 attendees) and the Mexican Rodeo (5,500 attendees). 
Pet and Livestock events drew 17,430 people in 2012, representing 12% of all 
attendees. Such events included the Olympic Kennel Club Dog Show and 4-H 
Horse Show among others.  
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Exhibit 12. Event Attendance, Enumclaw Expo Center, 2012 

 

Source: Community Attributes, Inc., 2012. City of Enumclaw, 2012.  
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IMPACT ANALYSIS 
The following section provides a detailed analysis of the economic impacts of the 
Expo Center on both the City of Enumclaw’s economy and the direct fiscal 
impacts it has on the City of Enumclaw’s revenues. Exhibit 13 maps the Expo 
Center’s impact and depicts revenue sources and impacts. 

Exhibit 13. Expo Center Impact 
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Visitor Spending 

Visitor spending for 2012 was calculated based on attendance data provided by 
the City of Enumclaw in addition to average patron spending data. Because 
survey data specific to the Expo Center was unavailable, average spending data 
from a study conducted for the City of Kent ShoWare Center was utilized to 
calculate patron spending outside of the Expo Center. Community Attributes 
tabulated the data utilized for the City of Kent ShoWare Center facility in 2012, 
utilizing four patron surveys conducted that summer. The surveys included two 
in-person intercept surveys and two online surveys and drew from patrons for all 
event types.  

To account for anticipated differences in Expo Center and ShoWare Center 
patrons spending habits, total patron spending was reduced for the Expo Center 
based on a number of factors. These included the following: 

 Amenities surrounding each facility 

 Total population of surrounding area 

 Event size and mix 

 Event draw 

 Facility size 

 Local dining and shopping costs 

Based on these factors, this analysis sets average spending per Expo Center 
patron at 65% of the amount on dining, shopping, lodging and entertainment 
that ShoWare Center patrons spent. This adjustment factor is an estimate based 
on professional judgment and the criteria above, not derived by a mathematical 
formula or index.  
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Exhibit 14 summarizes patron spending based on the previously described 
methodology. The table represents patron spending with the local adjustment for 
Enumclaw. Dining before Expo Center events represents the patron spending 
category with largest share of the total spending, at an estimated $2,646,300 in 
2012. Among event types, Fairs and Festivals had the highest attendance and 
produced the highest amount of patron spending within Enumclaw. In 2012 Fairs 
and Festivals resulted in $1,462,000 of patron spending in Enumclaw. 

Exhibit 14. Patron Spending, Outside Expo Center, 2012 

 

Source: Community Attributes, Inc., 2012. City of Enumclaw, 2012. 

  

Event Category Dining Shopping Lodging Entertainment Total

Civic $61,900 $4,900 $6,400 $9,000 $82,200

Business Trade $115,000 $14,600 $11,400 $9,300 $150,200

Private Event $202,800 $15,900 $20,900 $29,600 $269,200

Sporting Events $796,800 $65,700 $34,700 $46,600 $943,900

Pets and Livestock $365,900 $28,700 $37,800 $53,300 $485,700

Fairs & Festivals $1,103,900 $101,800 $32,500 $223,900 $1,462,000

Total $2,646,300 $231,600 $143,700 $371,700 $3,393,300
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Fiscal Impact 

Applicable Tax Rates 

Exhibit 15 illustrates tax rates for the City of Enumclaw considered for inclusion 
in calculating fiscal impacts resulting from activities taking place at the Enumclaw 
Expo Center. Sales Tax and Lodging Tax were used in determining the fiscal 
impacts of the Expo Center in addition to utilities taxes. Other taxes listed were 
determined not applicable to the analysis. For example, no Property Taxes are 
paid for the Expo Center property as it is a City owned facility. Enumclaw does 
not have a Business and Occupancy Tax.  

Exhibit 15. Tax Rates, City of Enumclaw, 2012 

 

Source: Washington Department of Revenue, 2012. City of Enumclaw, 2012. 

  

Tax Regional Share

City of 

Enumclaw 

Total Tax Rate 

(if applicable)

Sales Tax 2.1% 0.85% 8.6%

Lodging Tax/1 2.1% 1.0% 9.6%

Property Tax Levy (per $1,000)/2 $1.34 $12.71

Utilities (Based on gross receipts)

Water/Sewer 8.0%

Garbage 8.0%

Natural Gas 5.0%

Electric 6.0%

Gambling Varying rates

Business and Occupancy Tax NA

1  The Ci ty's  share of Lodging Tax i s  made up of the 2.1% share of Sa les  Tax plus  the Specia l  

Lodging Tax rate of 1.0%

2  No Property Taxes  are col lected for the Expo Center property due to exemption as  a  publ ica l ly 

owned property
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Fiscal Revenues 

Exhibit 16 illustrates fiscal revenues accruing to the State, County and City of 
Enumclaw from Expo Center patron spending outside of the Expo Center and 
within the City of Enumclaw. These figures are based on the tax rates and are 
cumulative, meaning they include revenues that eventually accrue to the City of 
Enumclaw. 

Exhibit 16. Patron Spending Fiscal Revenues, State and Local, 2012 

 

Source: Community Attributes, Inc., 2012. 

Exhibit 17 illustrates fiscal revenues that accrue to the City of Enumclaw from 
Expo Center patron spending within Enumclaw. 

Exhibit 17. Patron Spending Fiscal Revenues, City of Enumclaw, 2012 

 

Source: Community Attributes, Inc., 2012. 

Taxes Collected at Expo Center  

Exhibit 18 summarizes tax collected at the Expo Center in 2012, including sales 
tax and lodging tax. Sales and lodging tax collected in 2012 at the Expo Center 
totaled $4,969. The City of Enumclaw’s share of taxes collected is estimated at 
$491. 

Event Category Dining Shopping Lodging Entertainment Total

Civic $5,300 $420 $610 $770 $7,100

Business Trade $9,900 $1,260 $1,090 $800 $13,050

Private Event $17,400 $1,370 $2,010 $2,550 $23,330

Sporting Events $68,500 $5,700 $3,300 $4,000 $81,500

Pets and Livestock $31,500 $2,470 $3,600 $4,600 $42,170

Fairs & Festivals $94,900 $8,800 $3,100 $19,300 $126,100

Total $227,500 $20,020 $13,710 $32,020 $293,250

Dining Shopping Lodging Entertainment Total

Civic $530 $40 $120 $80 $770

Business Trade $980 $120 $210 $80 $1,390

Private Event $1,720 $140 $390 $250 $2,500

Sporting Events $6,770 $560 $640 $400 $8,370

Pets and Livestock $3,110 $240 $700 $450 $4,500

Fairs & Festivals $9,380 $870 $600 $1,900 $12,750

Total $22,490 $1,970 $2,660 $3,160 $30,280
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Exhibit 18. Sales and Lodging Tax Collections,  
Enumclaw Expo Center, 2012 

 

Source: City of Enumclaw, 2012. 

Public Utility Revenues 

The Expo Center, much like other commercial facilities within the City, utilizes 
the City’s utility services. These include sewer, water, natural gas and solid waste 
services. Exhibit 19 illustrates payments made by the City for utility services and 
the corresponding taxes collected. Because the City owns and operates both the 
Expo Center and the aforementioned utility services, the resulting spending 
impacts are categorized separately from other impacts. In theory, the utility bills 
associated with the Expo Center are paid for through its revenues, thereby 
positively impacting the City’s revenues. Electric service is also included, 
although such services are not operated by the City. 

Exhibit 19. Utilities Revenues, Enumclaw Expo Center, 2012 

 

Source: City of Enumclaw, 2012. 

Direct, Indirect and Induced Benefits  

Business Incomes and Fiscal Impact Analysis 

Exhibit 20 summarizes total revenues by revenue category including Expo 
Center revenues, event related patron spending outside of the Expo Center  and 
indirect and induced revenues. Total fiscal benefits are calculated based on 

Revenues and Taxes Collected 2012

Sales/Lodging Tax Collected $4,969

Concessions $29,489

RV Rental Revenues $18,812

City of Enumclaw Share $490

Utility Cost Tax Collected

Electric $23,839 $1,430

Gas $14,365 $718

Water $4,282 $343

Sewer $10,701 $856

Garbage $486 $39

Total $53,673 $3,386
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applicable tax rates provided by Washington State and City of Enumclaw. In 
2012 it is estimated that there was a total of $3,868,360 in direct revenues (or 
spending) associated with the Expo Center. The total fiscal benefits, those 
accruing to the State, County and City of Enumclaw totaled $298,220. The City 
of Enumclaw’s share of the direct fiscal benefits was $30,770. 

Exhibit 20 includes the indirect and induced multiplier output based on the 
IMPLAN Input/Output model (Exhibit 21). The multiplier used (1.68) is a 
weighted average of the segments shown. Total direct, indirect and induced 
spending in 2012 is estimated at up to $6,514,320 – assuming 100% of indirect 
and induced impacts are captured within Enumclaw. The total fiscal impact of 
this spending is estimated at $502,200, including taxes gathered by other 
Washington State jurisdictions. 

Exhibit 20. Business Incomes and Fiscal Impact Analysis,  
Enumclaw Expo Center, 2012 

 

Source: Community Attributes, Inc., 2012. 

Expo Center Revenues/Sales $475,060 $4,970 $490

Event Related Spending

Dining $2,646,300 $227,500 $22,490

Shopping $231,600 $20,020 $1,970

Lodging $143,700 $13,710 $2,660

Entertainment $371,700 $32,020 $3,160

Subtotal $3,393,300 $293,250 $30,280

Subtotal of Expo Center direct revenues $3,868,360 $298,220 $30,770

Indirect & Induced revenues $2,645,960 $203,980 $21,050

Total Direct, Indirect, and Induced $6,514,320 $502,200 $51,820

Notes

1 Benefits to the State, County and City of Enunmclaw

2 Based on Implan Input/ouput model, King County, 2010

Revenues Total Fiscal Benefits/1 Enumclaw Fiscal Benefits
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Exhibit 21. Indirect and Induced Multipliers by Impact Segment,  
Implan Model, 2012 

 

Source: Minnesota IMPLAN Group, Inc., 2012. 

  

Industry Code Industry Description Output Assigned

Output 

Multiplier

327 Retail Stores - Clothing and clothing accessories Shopping 1.73

328 Retail Stores - Sporting goods, hobby, book and music Shopping 1.66

329 Retail Stores - General merchandise Shopping 1.58

402 Performing arts companies ShoWare 1.85

403 Spectator sports companies ShoWare 1.69

409 Amusement parks, arcades, and gambling industries Entertainment 1.60

410 Other amusement and recreation industries Entertainment 1.60

411 Hotels and motels, including casino hotels Lodging 1.62

413 Food services and drinking places Dining 1.62

Regional Multiplier 1.68
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Fiscal Impact Summary 

Exhibit 22 details the fiscal impacts associated with the Expo Center for the City 
of Enumclaw and provides a combined total for direct and indirect fiscal benefits 
for 2012. In 2012, total fiscal benefits generated by the Expo Center Center for 
the City of Enumclaw are estimated at $55,210. The fiscal impact estimates 
include taxes collected by the City at the Expo Center (Sales Tax and Lodging 
Tax), taxes collected from event related spending outside of the Expo Center , 
utility taxes and indirect/induced impacts based on the previously described 
multiplier calculation (Exhibit 20). 

Exhibit 22. Enumclaw Expo Center Fiscal  
Impact Summary, City of Enumclaw, 2012 

 

Source: Community Attributes, Inc., 2012. 

Direct Benefits

Expo Center Revenues $490

Expo Center Sales Impacts $490

Utilities (taxes) $3,390

Other Patron Spending Impacts $30,280

Total Direct Benefits $34,160

Indirect and Induced Benefits $21,050

Total Expo Center Fiscal Benefits $55,210
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STAFF REPORT 

 
DEPARTMENT OF COMMUNITY DEVELOPMENT 

 
TO:  Economic Development Task Force 
 
FROM:  Erika Shook, Community Development Director 
   
DATE:  November 21, 2013 
 
SUBJECT: Public Comments on the Economic Development Plan 
 

 
 
Attached to this staff report you will find all written/emailed materials submitted regarding the 
Draft Strategic Plan for Economic Development. 
 
The following is a summary of ideas brought forward in the written comments:  
 

• Tourism marketing, storefront arts and storefront improvement are important to 
creating a vibrant downtown which will attract seniors and a senior community and 
should be included.  

• Enumclaw should consider branding itself as a base camp for recreational activities with 
the goal of attracting people to the City – spend time here, and not just a place to gas 
up, buy a few food items and keep going.  

• The Arts, a significant draw for tourism, needs to have a place in our economic plan 
• Create an electronic reader board located at the intersection of SR 410 to advertise local 

events. 
• Apply for grants for Music in the Park, murals and public art projects 
• Create and adopt a strategic plan for creation and construction of a future performing 

arts center 
• Continue/increase funding for Arts Alive and Arts and City Art and Culture Department 
• Create a funding mechanism for arts and performing arts here in the City or adjacent 

area 
• Request grants and re-grant/disperse them for arts and performing arts in the City 
• Build a concert hall and arts center 



• Build a covered pavilion Downtown for events 
• The right promotional effort coupled with wise incentives may cause small 

manufacturing firms to relocate here.  
• Partner with GRCC to bring a trade school to Enumclaw 
• I like the idea of a Buy Local campaign  
• A Tourism Marketing campaign should include email, newspaper, radio, tv internet, 

billboards etc… 
• A variety of comments are found in the Patch blog related to retail, big box stores (Fred 

Meyer preferred, not Walmart) and the type of retail stores people would like to see, 
including an expanded True Value, a men’s clothing store, hobby store, sporting goods, 
household goods and kitchen store.  

 
Below are the verbal comments that we received from the various groups that we presented 
to:  
 
Rotary - October 10, 2013 

• Need for a hotel/quality accommodations 
• Past experience with Downtown partnership and willingness to help with new efforts. 

 
Downtown Merchants –October 15, 2013 

• The group has been discussing the possibility of electronic reader boards along SR 410 – 
at Cole and SR 410 and Expo Center area that would allow for advertising along SR 410. 
Purpose of the signs weren’t entirely clear as to whether they would be for advertising 
community events or for individual businesses.  They have provided their estimates to 
Rotary. 

• A downtown event pavilion would help festivals and markets to happen all year long 
• Downtown has been left out of the strategies: storefront improvements, artists in empty 

storefronts and similar projects are important and should be considered 
• Day trip tourism has potential- targeted marketing to Seattle/Tacoma areas to attract 

day trippers 
• Downtown merchants should be connected to Expo events – allow them to distribute 

brochures at Expo events. Brochure with businesses and maps could be handed out 
• TV mounted at Expo ticket booths could show a video advertising experiences in 

Enumclaw to draw young Expo event attendees to shop/play in Enumclaw 
• What are the roles and responsibilities – who will keep this effort going?  Will there be a 

permanent economic development committee or staff person to keep this going? 
• Promote Downtown as having unique shops 

 
Chamber of Commerce – October 29, 2013 

• Maybe Chinook Pass should be open year round 
• Geographic  location is an asset to some businesses 



• Educated people want arts and cultural activities such as music theater and artistic 
activities, the plan should address this need. Would like to see presentation to arts and 
cultural groups.  

• Tourism is important – a tourist is someone who might move here, spend time and 
money here.  Roger Brooks report (Destination Development Inc) provided good 
information about branding and theme, important to identify niche and have a critical 
mass of commerce/shops to attract tourists 

• We need active people to live here 
• We need a publicist for Enumclaw 
• Branding and publicity could be around quality of life, country living, tourism 
• Families follow jobs, need jobs to attract families 
• Retired people attracted by outdoor recreation 

 
Downtown Arts Group – November 14, 2013 

• Dream is to have Downtown be a place with all kinds of fun activities going on, concerts, 
art shows wine walk – there should always be something to do. 

• Supporting arts and culture is a way to make Enumclaw a tourist destination and a way 
to attract educated residents.  Should be included in the plan. 

• We need to have interesting arts and cultural activities happening to be able to attract a 
people, including a senior community here.  

• Enumclaw should be a destination with arts and entertainment, Interesting shops and 
restaurants.  

• Arts and culture attract tourists 
• Arts help stimulate the economy 
• Covered pavilion over the downtown parking lot would help downtown activities and 

events  
• Need a reader board on SR 410 to direct people downtown and to let them know what 

kind of activities are going on, increase tourist visits. 
• Would like to see more murals 
• Town is getting dirty, and there are empty storefronts 
• There are no shops for men, we need some shops that would attract men 
• Need more signage on SR 164 and SR 169 to let people know what is here 
• We need more doctors – hospital seems to be empty 
• Subsidize or make it cheaper to have performances – Expo and Danish hall to are too 

expensive. Would like to set up open mic nights, concerts etc…,but can’t afford rental 
fees. Currently band members are paying to perform.  

• Arts Alive or Expo could become an arts incubator or art Center with classes and studio 
space as a way to promote arts and culture and to expand tourism.  

• We need youth activities. Starfire soccer center is an example.  
• Sound publishing doesn’t publish press releases for free anymore, no free advertising for 

the arts 
• Why can’t we be like Renton and have buses deliver seniors to our local art and cultural 

events?  



• We need to market Enumclaw as a place to visit,  
• We want to have a great downtown with lots of activities 
• Arts and cultural events – music and entertainment contribute to the quality of life and 

attracts people – has been left out of the plan 
• Can we have tour buses that stop downtown on their way to Crystal Mountain and Mt 

Rainier? 
• We should have a Tourism Development Council 
• Storefront improvement program important 
• Need an Arts Endowment fund to subsidize performing arts  

 














































































































