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The Industry IS ASTA

ASTA (American Society of Travel Advisors) is the
leading global advocate for travel advisors, the
travel industry and the traveling public.

Founded in 1931, ASTA is the world’s largest association of travel
professionals, represented in over 120 countries.

We represent 2,600 domestic travel agency and fravel supplier
companies, as well as more than 750 international member
companies.

Together with hundreds of internationally based members, ASTA
is the leading global advocate for tfravel advisors, the travel
industry and the traveling public.

Qur work is to:
Promote and defend the retail
travel agency community
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Travel Agency Fast Facts

25% of US. Travelers used a Leisure/Corporate
Travel Agency in 2015

Arranged over 155 Million Trips in 2015
100,295 Full-Time Workforce in 2013

Are primarily small businesses owned and/or
operated by women - 68%

ASTA member agencies produce 86% of agency
sales (Worth mentioning again)
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Media Promotes the Use of a Professional Advisor

ALlantic | mesarooar

- : ey-savin -
el Ager\t in tr. avel tlps wil ] .
WhoUses 2 0.2 vacation with fresqy | The benefits of using
This Day @ > xngthrougn | @nd stick to your S a travel advisor

them time and bUdget .

i S
eitsave
agency becaus ess stressful-

. \ 22nd M
makes flight canceliations arch 2019

. trave] advisors

Cle
N?\CYE% N%:Egk <V travel JRAEC, "2 cnee Forbes



Travelers Who Use Travel Advisors...

* Anficipate taking more trips on average than those who do not plan to use
one (3.6 vs. 2.5 trips).

* Expect to spend more on their next trip ($2,335) than they did on their last
one ($1,981).

- Given that travelers expect to take an average of 2.9 trips, the total amount of anficipated spend
in the next 12 months, per fraveler, is an estimated $6,772, a 10% increase over the past 12 months.

* Travelers who plan to use a Travel Advisor anticipate spending more on
their next trip than those who don’t plan to use an Advisor ($4,015 vs.
$1,687).




ASTA Member Profile

Responsible for 83% of travel agency sales
An average of 3 | Yedars of experience

Experienced & Profitable
Power of the ASTA Community
| Annual sales which are 30% above

é&‘ _ industry average
AR 51 300,000 tickets DAILY &

‘ over 110 million annually



ASTA Members Sell

66% of all tours 68% of all cruises

Sales in the BI LLIONS $13 BILLION $11 BILLION
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53% of air travel 24% of hotels 31% of car rentals

$86 BILLION $33 BILLION $5 BILLION



Who does ASTA Represent?

10,500 Adyvisors
from 120+ |
Countries

of travel agency sales
83+ 70 are booked through

an ASTA Agency

Consortia
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ASTA Membership Overview

. 28 Agenc
Corporate AdVISOfV 7 Coﬁsortyia Annual sales must 4 Consortia

1 ilfi - Pr Partner
Council 9 Supplier S ERES 36 Suppliers oud Partners

Must spend $35K in sponsorship

. . . . Future Travel s
Premium Membership US Travel Agencies US Travel Advisors @ Travel Suppliers

146 Companies 1,769 Companies 2190 Advisors 11 Travel 46 Students 1,078 Companies
3,457 Employees 3,211 Employees

Be | - Schools 1,795 Employees

Annual sales volume over $5 Annual sales under - . . 100+ Countries

million are automatically in the $50 million Individual Membership Dues: $490 Dues: 580 Provid duct i

program. Any agency can opt info Annual sales under $1 million e r(.)VI = prc? SEE serVIc-:es
the program Dues based on annual sales & information to agencies

volume: .
Dues based on annual sales $345 - $1,400/year Dues: $199

. Dues based on annual sales
volume*: $3,270 - $36,000 volume**: $599 - $1899

Premium Premium Host Premium
Travel Agency Consortia
Agenc *Dues based on
gency annual gross

revenue

US Travel US Travel Travel School

Future Travel US Based International Travel Trade
Agency Adyvisor

Professional Supplier Based Organization
Supplier **One dues
level for this
category
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ASTA Account Management
& Strategic Growth
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@ Stronger Together
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bed FEATURE: FORT LAUDERDALE
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ORT LAUDERDALE

By Wendy Gillette

1 was slurping down juicy raw aysters at Burlock Coast, the Prohibition-inspired
seafood restaurant at The Ritz Cariton, Fort Lauderdale (1 N Fort Lauderdale Beach,
Fort Lawderdale), when | chomped on something hard. Espit it out and found 2
shiny 1/4-inch white pearl, My discovery sufficiently amazed the stalf to fetch the
restaurant’s oyster shucker, Ronaldo,

“I've shucked about 800,000 oysters and never found one,” he said, “Vou're very
blessed”

My lucky find in the restaurant's rum room, lined with bottles from Florida and
the Caribbean, was just the first of many hidden jewels | discovered on my recent
trip to the Greater Fort Lauderdale area. The city was once primarily known as
justa party town for spring breakers. College students still descend every spring,
Tt what's happening the rest of the year is much more interesting. The city is
experiencinga building boom, beth residential and commereial, There are new
hatels and more than $1.6-billi
restaurants and bars opening the last few years,

y ions, of new

"We're evolving and it's happeningat a rapid pace, said Stacy Ritter, Presi
& CED of the Greater Fort Lauderdale Convention & Visitors Bureau (sunny.org).
"Haspitality development continues to be strong with 39 hotel properties projected
to open within the next five years throughout the county. And we're completely
renavating the Broward Caunty Convention Center, which will include a brand new
800-room hotel.

Fort Lauderdale will also welcome its first Four Seasons hotel and condo project
Jate nextyear. The AL Sawgrass Mills/Sunrise and Tru by Hilton are on the way. The
Conrad Fort Lauderdale Beach (551 N Fort Lauderdale Beach Blvd., Fort Lauderdale)
is the latest luxury property to open in October 2017,

“Conrad is really at the helm of the resurgence of the luxury traveler coming
to Fort Lauderdale,” said Chintan Dadhich, the hotel's General Manager. " That
resurgence is very important for this market as we move forward and get this

destination back on the map”
The property was formerly residential. so the
all-suite botel offers 290 water-view un
unusually large, with small kitchens, a
for families There's even a mini wine d

pouraglass of red or white. Overlooki
#20,000-square-foot pool deck provids
activities, including the Go H20! day c2
centered around marine discovery. Mo
can destress ata daily beach yoga clas
boutique spa, where aromatherapy ac
massage an haby-soft microfiber shee
Down ocean in Hollywood, the spa
of a$100-million renovation complel
The Diplomat Beach Resort [3555 Sof
Hollywood, FL), the host of this year'
Convention. If you're attending, you
conducive toworking and playing
The expansive lobby is styled in the
uffices, with cozy nooks to hold med
drinks, under aglass ceiling that st
The resort is the largest hoteland g
South Florida, with 100 roomsa
feet of meetings and event space, b
0f 5,000,
e — A WOW' lMMERSlON,
a dual funcrionality, where we ca p EXPERIENCES
e want,” said Laurens Zieren, th Z
Manager. “You can havea really of
weekend, and not even use the L VERTOURISM
the same time when we do very | A\ WHAT CcAN
cain ke it feel very large. And \ | ADVISORS DO TO
it feel small, we can make it feel (! HELP’ A%,
think those opportunities were i )

with two slides, a beach lined w 4 THE ART OF THE
water activities and a Kids' Chl g UPGRADE
But it's the restaurants that set o

renavations include two new cg

eateries, Michael Schulson’s Mg Poae YAX VACATEON
picked upa handful of awards . CCESS:
The chef's ten course tasting INTERVIEW with

Kabe beef, miso caramel tofu

exceptional.
Across the lobby at Geoffrey

order the monster Bloody M&-—-

crablegs and a raw oyster, o 2 ? = = oty

The restaurant has an exten e Advisars

enticing Sunday brunch, But 8

it's fabulous. The edamame d = JOHN ISCHE
~

older steakhouse, Prime, helmed by the'
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	November 10-12 Cruise World Pre- Conference FAM – In Destination Registration Fee: N/A
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	Registration Fee: $800
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	March 6-8 AAA Vacations Northeast - Foxborough, MA Registration Fee: $500
	March 6-8 Holland America Pre-Cruise FAM - In Destination
	March Ecuador/Peru Mission – Quito, Guayaquil, Lima Registration Fee: $800
	March 13- 15 Philadelphia Travel & Adventure Show – Philadelphia, PA Registration Fee: $450
	March 25- 29 Dallas Travel & Adv. Show/Texas Sales Mission– Houston, Austin & Dallas
	March 30-April 2 World Travel Market, Brazil – Sao Paulo, Brazil Registration Fee: $1,500
	April 5-8 Las Vegas Travel Agent Forum – Las Vegas, NV
	April 9-11 San Diego Sales Mission – San Diego, CA
	April 20-23 Seatrade Cruise Global – Miami, FL
	April Canada Sales Mission – Montreal, Toronto, Ottawa Registration Fee: $800
	Potential reach:
	May 6-8 Signature Travel Network Educational Journey - In Destination Registration Fee: N/A
	May 11-15 Cruise 3Sixty – Vancouver, Canada
	May Hotelbeds Workshop Americas - TBD Registration Fee: TBD
	May 27-29 JetBlue Vacations FAM - In Destination
	May 30- June 3 IPW – Las Vegas, NV
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	July 3-7 UK Sales Mission - United Kingdom Registration Fee: $800
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	July 29-31 GTM Pre-Conference FAM – In Destination Registration Fee: N/A
	July 29- August 2 GTM – Global Travel Marketplace Flagship -Hollywood, FL Registration Fee: $800
	August 2-4 GTM Post-Conference FAM – In Destination Registration Fee: N/A
	August 9-14 Virtuoso Travel Week – Las Vegas, NV
	August 9-13 Brazil Sales Mission – Sao Paulo, Rio de Janeiro, Belo Horizonte Registration Fee: $800
	August13-16 Argentina/Chile/Uruguay Sales Mission – Buenos Aires, Santiago, TBD Registration Fee: $800
	August 25-28 ASTA Global Convention & ASTA SBN Day – Washington DC Registration Fee: $400
	September La Cita Trade Show – Naples, FL
	September Brand USA Travel Week – London, England
	September Germany Sales Mission – Munich, Frankfurt, TBD
	September Ascend – Apple Leisure Group- TBD
	September Delta Vacations University - TBD




