


800 __ Dec. 12, 2008: Hard Times Boost Popularity of U.S. Travel Destinations

From: USTA Multibrief <usta@multibriefs.com>
Reply-To: usta@multibriefs.com
Date: Monday. January 5. 2009 3:29 PM
To: U.S. Travel News Brief
Subject: Dec. 12, 2008: Hard Times Boost Popularity of U.S. Travel Destinations

Naod s mable versn? b matviwcombrfsusan 21508 iml ()

<@ TS

We can get it for you.

‘ U.S. Travel News Brief

U.S. Travel Quick Links > Home Member Services Public Aflas Research Meetings _ International

Hard Times Boost Popularity of U.S. Travel Destinations

With travel budgets tight, U.S. destinations and budget options are gaining
popularity with Americans. “Travel is one of those discretionary expenditures
SV ihat people are looking at very closely and they are deciding to change their
travel patterns,” Rob Flynn, vice president and global travel publisher with
the traval publisher Frommers, said in an interview. American vacationers ars now more likely
to travel within the United States and they are looking to stretch their ravel dollar. More

Ontario, California. The center of it all.

Vegas Tops in Orbitz Travel List

Las Vegas, long considered Orlando’s top tourist destination rival, topped the Orbitz
reservation service's list of most popular 2008 tourist destinations. Orlando placed seventh on
Orbitz's list of top U.S. travel destinations. New York City was second and Chicago ranked
third. More

End of the Tourism Boom?

USS. cities enjoyed a tourism boom in recent years, thanks to the plunging value of the dollar.
But as U.S. currency regains its strength and economies around the world falter, will U.S.
cities remain a bargain destination? More

Some Find Airfares Worth the Wait

For the first time in memory, airfares are falling rather than rising as the Christmas travel
season approaches. The phenomenon means that many procrastinators are paying much less
for their fights than early birds who locked in pricey tickets months ago when aifares seemed
certain to fise in advance of the holidays, as the prices typically do. More

Product Showcase: Vista Print

Create compeling marketing materials in
minutes!

Own a Travel Agency? Work as a Travel Broker?
Generate business with VistaPrint's Custom
Printed Marketing Materials. VistaPrint is the
easy design and print solution chosen by more
than 16 million pecple worldwide. Consider our
xpress Design Postcard Template. More info

Over the Highways and through the Airports

More Americans are traveling this holiday season 42 percent, up from 39 percent last year,
Hawail is top holiday dream escape. TripAdvisor announced the results of its December
holiday travel survey of more than 1,800 U.S. travelers. Forty-two percent of Americans plan
to travel for the holidays, up from 39 percent one year ago. Of those traveling for the holidays,
66 percent plan to drive and 52 percent wil fly. More

(% WHERE BLOCKBUSTERS COME TO LIFE

Busch Gardens Reveals the Name of Its New Sesame Street
Attraction

In an effort to expand its kid-friendly rides and attractions, Busch Gardens' officials
announced Wednesday, Dec. 10 the name of its new Sesame Street-themed children's play
area,

Final Guest Satisfaction and Interrelationship Among Different
Hotel Areas

Guest satisfaction s the ultimate goal of most service strategies within the Hospitality
industry. A satisfied guest means profit, as the guest is not only ikely to retum but his/her
positive comments can atiract new guests. The level of satisfaction experienced by the guest
is closely related to his/her personal criteria regarding the services provided; therefore, getting
to know the guest's needs, requirements and expectations, as well as hisfher reaction to and
appraisal of the solutions offered in connestion with them, will contribute to providing
customized services that guarantee total satisfaction. More

Unsigned Contracts Free Up 4,500 D.C.-Area Hotel Rooms

Several thousand hotel rooms have become available for the presidential inauguration, a
District tourism official said yesterday. About 1,500 rooms inside the Capital Beltway and
3,000 outside the Beltway became available last week, when advance room contracts were,
not signed, said Wiliam A. Hanbury, president of Destination DG, the Districts official
convention and tourism corporation. More

E Your Complete Travel Resource Center
Explore hundreds of destinations and access the tools you need (o plan your trip —
anywhere, anytime. More
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ADVERTISING OPTIONS

LEADERBOARD

This premier position provides your company with top expo-
sure and quality traffic.

SKYSCRAPER/HALF SKYSCRAPER

A skyscraper is a large format ad with prime real estate to sell
your company's products or services to decision-makers.

TOP/BOTTOM BANNER

Banner ads allow your company to combine text, colors, and
graphics into a unique sales message for committed buyers.

PRODUCT SHOWCASE

Showcase your latest product with this placement and in-
clude a photo, 50-word description and link to your site.

CALLOUT TEXT AD

Integrated into the feel of the brief, a callout ad targets your
buying audience with an image and 25-word description.



AD RATES @& e
3500
& S P E C S Image Dimensions File Format Max File Size

728x90 JPEG, GIF 120k

Prices are for participation in 13 emails to the
11,500 U.S. travel industry professoinals (one
90 day cycle)

] Top/Bottom Banner

$3000/$2750

Image Dimensions File Format Max File Size

468x60 JPEG, GIF 50k

Skyscraper/Half Skyscraper

$3000/$2750

Image Dimensions File Format Max File Size

120x600 JPEG, GIF 150k

120x300 75k

- Product Showcase
$2500

Lorem ipsum dolor

Text five word headline, fifty word description
Image Dimensions 125x100 File Format JPEG, GIF

Callout Text Ad
| $2000

Text five word headline, twenty-five word description
Image Dimensions 120x50 File Format JPEG, GIF

CONTACT US

COLBY HORTON

DIRECTOR OF MEDIA AND CONTENT
469.420.2601

chorton@multibriefs.com

JAMES DeBOIS

DIRECTOR OF ADVERTISING SALES
469.420.2618

jdebois@multibriefs.com




The US. Travel News Brief tackles today’s most relevant issues, gathered from sources like The Associated

Press, The New York Times, Financial Times and the leading industry publications. Delivered to the
inboxes of industry professionals that represent every segment of the $740 billion U.S. travel industry ,
the US. Travel News Brief keeps professionals informed of topics that impact the daily operation of their

business. Subscribers are decision-makers with purchasing power - the top-tier professionals in the industry.
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TOP TEN REASONS TO ADVERTISE IN
THE U.S. TRAVEL NEWS BRIEF:

CREDIBLE SOURCE
For years, our members have turned to the association as the infor-

mational authority of the industry. Advertising in the U.S. Travel
News Brief solidifies your place among weekly information
provided to USTA members.

Advertising in the U.S. Travel News Brief allows your company to
reach industry decision-makers. Your message will be in front
of pre-qualified buyers who are looking for your products

specifically for their business.

n TARGETED DISTRIBUTION

Subscribers to the U.S. Travel News Brief have asked to receive
this information. Your ad will no longer be mixed with junk mail
and spam. Our enhanced technology ensures that your ad will
make it through spam filters.

RELEVANT CONTENT
\ Our editorial philosophy is driven by current events and relevant

industry issues and trends that affect our subscribers the most.

FREQUENCY
Frequency builds awareness. As a weekly publication, the U.S. Travel News

Brief ensures your ad will be seen every week by our 11,500 subscribers.

E OPT-IN SUBSCRIBER LIST

AFFORDABLE
0 Advertising in the U.S. Travel News Brief is much cheaper than many other

Internet advertising options, and much more affordable than television
and radio promotion. Have you priced pay-per-click campaigns lately?

Each issue of the U.S. Travel News Brief has a limited number of ad spaces, allowing

n YOUR AD WILL GET THE ATTENTION IT DESERVES
your ad to get maximum exposure. A limited number of ads equals higher visibility.

The electronic format makes it more convenient for a reader to
respond to your ad. Your product is just a click away!

p IMMEDIATE RESPONSE TO YOUR AD
Q

Our talented graphics team is continually raising the bar by creating
sophisticated Web ads for our clients. These services are offered at
no charge to advertisers in the U.S. Travel News Brief.

E EXCEPTIONAL CREATIVE SERVICES

As an advertiser, you'll have the ability to track reader response
your campaign, immediately quantifying your ROI.

m TRACK CAMPAIGN EFFECTIVENESS
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