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The meetings industry is a critical driver 
of economic growth for communities 
and businesses across the country. 
Meetings are core to our national fabric 
as a means to educate, collaborate, 
and innovate. From walking trade 
show floors to sharing ideas in a group 
setting, to launching new ventures, the 
unique value of meetings cannot be 
replicated by conference calls or emails. 

What iS a Meeting?

Meetings include corporate and 
business meetings, conventions, 
conferences, trade shows, exhibitions, 
and incentive travel. They last at 
least four hours, include a minimum 
of 10 participants, and take place 
at a contracted venue within the 
United States.

Value oF MeetingS

The value of meetings to our economy cannot be 
understated or overlooked by policymakers, local 
communities, and business.

Meetings are a key driver for 
the nation’s economy
The impact on our national economy is clear. In 2009, 
the meetings industry: i

■■ Contributed $458 billion to the nation’s GDP.
■■ Directly employed 1.7 million Americans and 

supports 4.6 million indirect jobs.
■■ Generated $64 billion in tax revenue for the 

federal government.

local communities depend upon 
a vibrant meetings industry
The value of meetings extends far beyond the conven-
tion centers and local tourist destinations. 

■■ Meeting participants spent $145 billion at local 
businesses including hotels, restaurants, shops, 
and meeting vendors.

■■ State and local governments earned $46 billion 
in tax revenue from meetings-related travel.

Meetings are vital to growing 
businesses and creating jobs
In-person meetings provide bottom line value for 
thousands of U.S. businesses and are vital to driving 
job creation.

■■ Approximately 35 percent of all business travel 
is meeting-related.

■■ Meetings provide the greatest financial return 
of any form of business marketing —  
every dollar invested in business travel generates 
a $10–15 dollar return. ii

Securing the Future oF MeetingS induStry

Keep America Meeting



U.S. Travel aSSociaTion    Keep AmericA meeting 3

the PerFect StorM

Despite the tangible and intangible value of meet-
ings, three trends are converging to disrupt the 
meetings industry over the long-term.

discouraging Meetings travel
Many businesses and the government continue to 
discourage travel citing tight budgets and fear of bad 
public relations. Business travel has been inaccu-
rately portrayed as an unnecessary perk rather than 
a critical component of job creation and innovation. 
While the meetings industry is recovering, the new 
business mantra is to “do more with less.”

hassles of long haul travel
For some travelers, cutbacks in meetings became a 
welcome respite from the stresses of long-haul travel. 
The nation’s outdated transportation infrastructure, 
aging airports, and a struggling airline industry are 
hurting the entire travel industry. 

new technology Substitutes
Cost-conscious, reputation-sensitive, and belea-
guered travelers now have high-tech alternatives to 
meetings travel. Meetings can now happen from 
the comfort of an office or living room without 
the hassles and at a much lower cost. For many, 
the increased use of “unified communications” has 
actually reinforced the importance of in-person 
meetings. However, the power of substitutes should 
not underestimated.

Meeting the challengeS — a neW 
national agenda For MeetingS

These challenges create a golden opportunity for the 
entire travel industry to unite behind a new national 
agenda for meetings. That agenda will set the stage 
for long-term success and maximum value for 
our customers.

Make Meetings More relevant
We must re-establish the “value of meetings” to 
policymakers, business leaders, and individual 
consumers. The tangible and intangible value to 
both business and government is clear: there are no 
substitutes for a handshake. Uniting the entire travel 

industry behind strong messaging, new research, and 
real data is the foundation for our future success.

Make Meetings More accessible
Safe, efficient, and cost-effective travel requires a 
bold new approach to our national infrastructure. 
The travel industry must help drive a comprehen-
sive, multimodal transportation strategy for air, rail, 
and surface transportation including:

■■ Ensure the travel industry’s seat at the table 
for transportation planning and policymaking 
including the development of a new, long-term 
infrastructure master plan.

■■ Invest and modernize the nation’s air 
infrastructure by completing NextGen Air 
Traffic Control System, streamlining the 
intermodal transportation projects, and 
expanding funding alternatives for airport 
modernization.

■■ Help the nation’s airlines and airports 
succeed by reforming aviation taxes and 
ensuring that all revenue is reinvested into 
the aviation system.

Make Meetings More competitive: 
a new national dialogue
The final challenge is for the meetings industry 
to evolve and meet the needs of tomorrow’s 
consumer. The entire travel industry must engage 
in new dialogue on how we can provide even 
better experiences for our customers. This includes 
harnessing the power of new technology, including 
unified communications, to strengthen the value 
in-person meetings. 

concluSion

By addressing the challenges outlined above, we 
will not only strengthen the meetings and events 
industry and its many benefits, but also make great 
strides in rebuilding our nation’s travel infrastructure 
and making it easier for people to meet, build rela-
tionships and discover new destinations. This is our 
industry’s golden opportunity to regain traction and 
avert the threat of a perfect storm facing the travel 
industry in the United States. 
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total (direct, indirect & induced) contribution

gdP  
(millions) employment = 20,000 JobS

Finance, insurance, real estate  
and rental and leasing $88,444

administrative and Support, Waste Management 
and remediation Services 81,779

accommodation and Food Services 63,105

Manufacturing 31,732

Professional, Scientific and technical Services 28,723

transportation and Warehousing 25,309 

retail trade 21,251 

health care and Social assistance 18,325 

Wholesale trade 16,491 

information 16,288 

utilities 8,397 

arts, entertainment and recreation 7,217 

other Services  
(except Public administration) 7,000 

oil & gas extraction 5,779 

construction 3,379 

educational Services 2,426 

crop Farming 1,935 

non-Profit institutions Serving households 1,700 

livestock 1,166 

Mining 619 

agriculture & Forestry Services 287 

Forestry & logging 222 

Mining Services 101 

Fishing, hunting & trapping 80 

government Sector 26,158 

overall impacts of U.S. Meetings by industry
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1   introduction: a Golden opportunity

The meetings, events, and incentives (“meetings”) 
industry is facing a perfect storm. Broad social, 
political and technological trends are converging, 
threatening the industry’s growth and sustain-
ability. Too often, when confronted by significant 
challenges, industries react by holding tighter to 
the status quo against threats seemingly beyond 
their control. 

But we see something different: a golden opportunity. 

In fact, we believe this perfect storm presents the 
meetings industry with a necessary challenge to 
unify all travel sectors behind a common cause. 
We must take bold action to not only defend against 
attacks but to also proactively support and advocate 
for meetings, events and incentive travel that is so 
critical to the overall success of the travel industry. 
That action must also include modernizing the 
meetings industry to meet the new expectations of 
our increasingly connected, fast-paced customers.

Study after study has documented the many benefits 
that meetings deliver for businesses, governments, 
local communities, and the national economy. 
The impact of the meetings industry is broad and 
deep — from the billions of dollars generated in 
tax revenue and direct investment to the millions 
of jobs that cannot be outsourced.iii However, the 
industry cannot afford to rest on its laurels. Three 
trends are now converging, threatening the success 
of the entire meetings industry:

First, businesses and government continue to 
discourage travel, citing tight budgets and fear of 
bad public relations. In recent years, business travel 
has been inaccurately portrayed as an excessive and 
unnecessary perk.

Given the challenging economic times, business 
travel is frequently among the first line items cut 
from corporate and government budgets. Some 
companies and government agencies have instituted 
outright bans on “non-essential” travel along with 
cancelling or significantly scaling-back on meetings 
and events of all sizes.iv

Second, travel hassles continue to grow. 
Stress, inconvenience and unnecessary hassles 
are discouraging long-haul travel, whether by 
ground or air.

Today, many people avoid traveling whenever 
possible. For those that do travel, what should be 
a seamless experience too often becomes compli-
cated and confusing. Many cities lack mass transit 
connectivity to and from their airports. When 
travelers finally arrive at the airport terminal, they 
often find outdated and inefficient facilities, long 
security lines, and an air travel experience plagued 
by outdated infrastructure and business cost 
pressures.

Third, new technology and travel substitutes 
directly compete with face-to-face meetings. 
Cost-conscious, reputation-sensitive, and 
beleaguered travelers now have high-tech 
alternatives to in-person meetings.

What is a meeting?

minimum Length 

4 hours 10 participants

contracted 
venue in u.S.

■■ conventions, conferences, 
and congresses

■■ trade Shows, business 
exhibitions

■■ incentive events

■■ corporate and 
business Meetings

minimum Size 

LocAtion exAmpLeS
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Tele-presence, online meetings, email, instant 
messaging, and collaborative software often provide 
convenient, low-hassle, low-cost alternatives to 
in-person meetings. People can participate from the 
comfort of their office or living room without wait-
ing in a security line or booking a hotel room.

an industry Worth defending
The meetings industry is worth defending. 
Meetings are a critical driver of economic growth 
for communities and businesses. As a means of 
education, collaboration and innovation, meetings 
are core to our national fabric. From walking trade 

…communities across the 
nation rely upon a healthy and 
vibrant meetings industry for 
their economic wellbeing.

show floors to collaborating and sharing ideas in a 
group setting to investigating potential site locations 
for a new manufacturing facility — the unique value 
of meetings travel simply cannot be replaced by 
conference calls or email. 

Moreover, communities across the nation rely upon 
a healthy and vibrant meetings industry for their 
economic wellbeing. These events create jobs, sup-
port existing businesses, generate tax revenue, and 
help attract new businesses and local investment.

The future of the meetings industry must not be 
taken for granted. All stakeholders — including trade 
show and meeting planners, local communities, 
hotels, airlines, restaurants, ground transportation 
providers, and vendors — as well as the corporate 
clients they serve must unite to secure the future. 
This paper outlines a new agenda for the meetings 
and incentives industry that will drive relevance, 
viability, and competitive advantages for the future. 

2  Meetings: a Key economic Driver

Strengthening our country
The impact of the meetings industry on our 
national economy is clear. It has contributed 
$458 billion to the nation’s GDP in 2009 through 
the direct, indirect, and induced effects of meeting 
activity.v Approximately 1.7 million American 
workers are directly employed by and 4.6 million 
jobs indirectly depend upon a healthy meetings 
industry.vi All of this activity generated $64 billion 
of tax revenue for the federal government 2009.vii

Supporting communities
For local communities, the benefits of meetings 
extend far beyond the convention center and 
major tourist destinations. Meeting participants, 
including delegates and exhibitors, spent 
$145 billion on travel, hotels, restaurants, and 
with other local businesses and vendors. State and 
local governments earned $46 billion in total tax 
revenue, vital funding during times when many 
are facing severe budget crises. 

growing businesses
Meetings also provide bottom-line benefits for 
thousands of U.S. businesses that drive economic 
growth and prosperity. Approximately 35 percent 
of all business travel is meeting-related viii and 
each dollar invested in business travel generates 
a $10–$15 return.ix Simply put, face-to-face 
meetings are irreplaceable and provide the 
greatest financial return of any form of business 
marketing. 

All of this data demonstrates just how valuable 
meetings are to our nation’s economic health. But 
perhaps more important than money spent, tax 
revenue generated and jobs supported, are the 
tangible and intangible results of people coming 
together, in-person, with the goal of creating or 
strengthening relationships. 
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Meetings contribute

naTional GDP

local SPenDinG

FeDeral Tax revenUe

U.S. JobS

$458 billion

$145 billion

$64 billion

1.7 million U.S. jobs

3  Meeting The challenges

discouraging Meetings travel 
The meetings industry faced a double-whammy 
during the recession. Not only did economic reali-
ties force businesses to cut back on travel budgets, 
but the fear of public criticism for higher-end 
travel — the “AIG effect” — exacerbated an already 
tenuous financial situation for business meetings. 
While corporate travel bookings are beginning 
to recover, many companies continue to focus on 
“doing more with less.” x

The recession has also impacted government 
travel. In November 2011, President Obama 
issued an Executive Order calling for a 20% 
reduction in federal government travel spend-
ing by 2013. xi Members of Congress have also 
introduced legislation proposing a 50% reduction 
in travel by federal agencies.xii State and local gov-
ernments are enacting even more extreme cuts. In 
April 2011, California implemented an outright 
ban on “non-essential” travel by state employees, 
including explicit prohibitions on travel for con-
ferences and professional development events.xiii

hassles of Surface and air transportation
For some travelers, cutbacks in meetings may 
actually provide a welcome respite from the hassles 
of travel. The nation’s outdated infrastructure 
means that travelers run straight into obstacles 
the moment they leave their front door. Simply 
getting to the airport is just the first in a series of 
stressful and time-consuming steps towards the 
meeting destination. 

Once at the airport, travelers trade road and 
highway congestion for long security lines and 
aging terminals. Airports built decades ago are still 
adapting to post–9/11 aviation security procedures. 
Compounding the process are terminals that were 
never designed to accommodate large security 
equipment and long screening lines. 

Many U.S. airports need to modernize terminals 
and runways. In fact, a recent survey of travelers 
found that four of the world’s top ten worst airport 
terminals are here in the United States.xiv However, 
federal and state regulations make it very difficult 
to modernize by limiting the funding options 

Many companies continue to 
focus on “doing more with less.”

Travelers run straight into 
obstacles the moment they leave 
their front door.
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available and also imposing burdensome planning 
processes. From project inception to the ribbon 
cutting, major projects can take years or even 
decades to complete, adding significant costs and 
creating more opportunities for travel disruptions 
and delays. 

The United States is also home to the most con-
gested skies in the world. Travelers have become 
inured to experiencing flight delays, long waits 
on the tarmac, and other disruptions. The long-
planned transition from radar-based air traffic 
control to NextGen, a modern GPS-based system, 
is progressing. But ensuring that the program 
remains fully funded and on-track will be essential 
to making actual air travel safer and more efficient.

For airlines, the struggle to maintain profitability 
has compromised the passenger experience. Higher 
fuel prices, onerous tax burdens, and restrictive 
regulatory rules challenge carriers to provide both 
low fares and the best possible in-flight service. 
Modernizing the nation’s aviation network must 
also include modernizing the domestic airline 
industry through tax and regulatory reforms plus 
incentives for greater competition.

Put it all together, and it is clear that the federal 
process for planning and funding the nation’s 
infrastructure is woefully broken. The U.S. is not 
just failing to adequately invest in roads, bridges, 
mass transit, and aviation, but also lacks a coher-
ent, long-term multimodal modernization strategy. 
Dozens of Congressional committees and federal 
agencies maintain jurisdiction over discrete com-
ponents of our nation’s infrastructure. There is too 
little coordination along with a lack of focus on a 
“big picture” strategy. Add in intractable partisan-
ship, and you have the recipe for inertia and missed 
opportunities. Without a comprehensive new 
approach, these failures will continue to hurt our 
industry and the ability of the traveling public to 
move efficiently across the nation.

competition & Substitutes
Budget challenges and travel hassles have created 
even more demand for alternatives to in-person 
meetings and events. Virtual meetings, online 
collaboration tools, instant messaging, and even 
traditional e-mail are all being positioned as more 
cost-effective substitutes.xv The integration of 
these real-time communication services, known 
as “unified communications,” doubled between 
2010 and 2011 with continued growth antici-
pated by businesses large and small.xvi 

A cyclical downturn for the meetings industry 
could become an ongoing trend if consumers 
and business gravitate to alternative forms of 
collaboration. For many, the increased use of 
unified communications has only reinforced the 
power and importance of in-person meetings. 
However, the danger that this trend holds for the 
meetings industry becomes clear when examining 
similar disruptive impacts on other industries and 
markets. The meetings industry must do its part 
to ensure that our “product” continues to evolve 
and remain relevant to clients of the future.

All three challenges reinforce the need for the 
entire travel industry to develop a “meetings 
strategy”. That strategy must be focused on 
recovery with a plan for future growth built upon 
both the quantifiable and intangible value of 
in-person meetings. 

Budget challenges and travel 
hassles have created even more 
demand for alternatives…
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There is no comparable replacement 
for the value of in-person face-time 
and shared social experiences.

exaMPleS oF other induStrieS reinVenting theMSelVeS

F
ortunately, our industry is not alone in 

facing the challenges of fast changing, 

cost-conscious world. Other major 

industries are taking steps to reevaluate and 

modernize their value propositions especially 

as new competitors and substitutes begin to 

emerge. From movie theaters and retail to the 

NFL and meetings industry — new social and 

communications technologies are disrupting 

traditional patterns of society. Surviving these 

changing dynamics requires new ways of thinking 

that leverage these new trends.

For a sense of what the future could hold, 

consider the predicament of the movie theater 

industry, which relies on attracting people to 

a physical location to experience its product. 

In recent years, technology has created many 

new ways for consumers to access movies in 

their own homes — forcing theaters to re-evaluate 

their value proposition and find new ways to 

compete for business. 

Much like the meetings industry, the movie 

theater industry is still working to reinvent itself. 

In 2011, movie theater attendance fell to a 16-year 

low while spending on home entertainment 

systems has continued to grow.xvii Once avid 

moviegoers are now opting to wait for and watch 

movies via on-demand streaming or DVD. Quality 

home theater systems are now affordable to most 

households without high cost popcorn, ticket, and 

parking prices.

As a result, the movie theater industry is working 

to meet new consumer expectations. Movie 

theatres are now investing in technologies such 

as IMAX, 3D and digital experiences.xviii The 

theaters, themselves, are being transformed into 

more social environments with bars, restaurants, 

and lounge seating. Specialty theaters with 

reserved seating and large, recliner-style 

seats are becoming more popular as a focus 

on comfort becomes an integral part of the 

overall experience. 

brick and mortar retailers are also adjusting to 

this new reality by embracing the online world 

and developing an integrated web presence. 

The retail industry is focused on creating a more 

curated, customer-centric experience at their 

physical locations. The addition of more robust 

reward programs and seamless payment options 

are allowing retailers to meet their customers’ 

new expectations and behaviors thereby creating 

a win-win environment. 

The national Football league (nFl) is another 

well-established industry that is focused on 

getting customers into stadiums. With the 

home comforts of large screen HDTVs and no 

concession lines, the NFL had to adjust their value 

proposition to keep fans coming to the stadiums. 

The league has largely succeeded by ensuring 

that many of the best elements of watching 

games at home are now duplicated inside NFL 

venues. The NFL also offers a much richer “fan 

experience” at games geared towards families and 

children much of which is wholly separate from 

the actual game on the field.

Each of these examples reinforces many of the 

challenges and opportunities for the meetings 

industry. Our industry’s greatest strength is that 

there is no comparable replacement for the 

value of in-person face-time and shared social 

experiences. However, the overall lesson above 

is clear — as customer habits evolve, so must the 

industries serving them.
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4  a new national agenda for Meetings

1. Make meetings more relevant

Face-to-face meetings, incentive programs and 
similar activities are not adequately appreciated 
as essential business activities. This fact leaves 
the meetings industry unnecessarily exposed 
to politics and disproportionately harmed by a 
downward economy. 

A key area of focus in the years ahead must be to 
reinforce the value of meetings in the minds of 
those that will determine our fate: policymakers, 
business leaders and individual consumers of our 
product. Each of these audiences requires a tailored 
approach and a message that resonates with their 
greatest interests:

■■ Policymakers: economic impact, jobs, tax 
revenue;

■■ Business leaders: bottom-line business 
growth; and

■■ Consumers: personal, career benefits 
associated with face-to-face meetings.

There is no silver-bullet tactic or short-term fix to 
accomplishing our goal with any of these audiences. 
We must clearly define the business and economic 
benefits of meetings. This includes commissioning 
new research as well as developing a new level of 
engagement and outreach.

Providing key audiences with the latest economic 
data highlighting the breadth and depth of the 
meetings industry’s impact requires new research 
that is maintained and updated on a regular basis. 
That research should include:

■■ Developing data on the meetings industry’s 
economic impact (jobs, wages, spending) on 
a local basis;

■■ Measuring the “value” of jobs in the 
meetings industry;

■■ Exploring the benefits of various types of 
government travel (often the first to be 
criticized by policymakers); 

■■ Research comparing the effectiveness of virtual 
meetings to face-to-face meetings;

2. Make meetings more accessible 

The hassles and unpredictability of long-haul travel 
appear to be at an all-time high. Unfortunately, the 
success of the meetings industry and the entire travel 
sector directly depends upon how easy and efficient 
it is to travel long distances. 

More than 60 years ago, President Eisenhower 
launched his vision for a national highway system. 
That bold vision became the largest public works 
project in U.S. history and physically connected 
our nation as never before. Today, we need a 21st 
century equivalent in the form of a comprehensive, 
multimodal national transportation strategy for air, 
rail and surface travel. 

The travel industry should unite around a common 
set of goals and policy priorities to improve our 

The meetings industry is a critical driver of the broader travel industry. The U.S. Travel 
Association must unite our entire industry along with partners in the private and public 
sectors to promote policies to strengthen the meetings industry along with the nation’s 
air and surface transportation system. The following three-part agenda represents a 
roadmap for strengthening and securing America’s meetings economy for the future.

We must clearly define the business 
and economic benefits of meetings.
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nation’s travel infrastructure. This common agenda 
should include the following elements: 

inFraStructure

ensure travel industry’s  
“Seat at the table” for transportation 
Planning and Policy Making
The broader travel industry must become an active 
transportation stakeholder with Congress and 
the Administration. No conversation on travel 
infrastructure-related issues should happen without 
our involvement. State and local transportation 
officials should be required to develop long-term 
transportation plans in coordination with meetings 
stakeholders, destination marketing organizations 
(DMOs) and State tourism offices. 

develop a national travel infrastructure 
investment Master Plan
A master plan for U.S. travel infrastructure should 
be developed with the goal of providing an overall 
strategic framework while recognizing that every 
State and destination in the country has different 
transportation challenges and needs. Thus, the plan 
should also empower States and local governments 
to develop unique and comprehensive transporta-
tion solutions that meet those national goals. 

accelerate implementation of the 
nextgen air traffic control System
The federal government should place an increased 
focus on quickly funding and implement-
ing NextGen technology, with an emphasis on 
those airports that will handle a significant por-
tion of the projected increases in foreign and 
domestic travelers. 

improve u.S. airport connectivity 
& Funding Streams
The number of U.S. air passengers will likely 
double to 1.2 billion passengers by the year 
2032 — causing significant increases in airport 
congestion. The federal government must remove 
barriers to modernizing airports and building 
intermodal transportation projects. These barri-
ers include overlapping federal regulations, poor 

prioritization by State and federal planners, and the 
inability of airports to leverage innovative funding 
streams such as public-private partnerships.

energy

invest in alternative Fuels
The federal government should prioritize aviation 
fuels in research and development, and provide tax 
credits and assistance for the production or con-
sumption of alternative jet fuels.

taxeS

update antiquated airline regulations
The average tax on a commercial airline ticket is 
around 20 percent, which is higher than so-called 
“sin” taxes on alcohol, tobacco or guns that are levied 
to discourage their use.  All levels of government 
should implement aviation tax reform to ensure 
fairness and to guarantee that all revenue is actually 
reinvested into the system. 

Security

Streamline the Security Screening Process 
The Transportation Security Administration must 
move from a “one-size-fits-all” passenger screen-
ing model to a risk-based process that includes a 
robust trusted traveler program and more efficient 
screening procedures. 

international entry Processes
U.S. Customs and Border Protection must devote 
more funding and staffing to improve the U.S. entry 
process for overseas visitors — 20 percent of whom 
are traveling to the U.S. for business purposes.

The travel industry should unite 
around a common set of goals and 
policy priorities to improve our 
nation’s infrastructure.
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3.  Make Meetings More competitive: 
a new national dialogue 

The final challenge of the meetings industry is to 
evolve our product so that it remains competitive 
in the face of emerging forms of collaboration and 
unified communications. There is no simple solu-
tion. New technology is disrupting the meetings 
industry just as it has disrupted nearly every other 
industry on the planet.

To meet these challenges, a new travel industry-
wide dialogue is necessary to generate ideas and 
strategies for the future. This dialogue should 
involve important stakeholders such as trade 
shows and business clients, local destinations and 
communities, as well as the broader travel industry. 

The dialogue should ask questions such as 
the following:

■■ How can we leverage emerging 
technologies to make our industry more 
impactful and compelling? This includes 
working to turn competitive substitutes 
into complementary enhancements to 
in-person meetings and events.

■■ How can we help local communities 
make strategic investments in meetings-
related facilities and services? These 
investments will improve the meeting’s 
overall experience.

■■ How can we work together to achieve 
a unified voice in order to enhance our 
relevance? The entire travel industry has a 
vested interest in the long-term success of 
meetings and events. 

The U.S. Travel Association will foster the 
dialogue together with new research and 
analysis to help turn this conversation into an 
industry-wide action plan. 

To meet these challenges, a new,  
travel industry-wide dialogue  
is necessary to generate ideas  
and strategies for the future.

5  conclusion

The state of meetings and its critical role in our economy cannot be understated or 
overlooked by lawmakers in Washington or in communities across the nation. By 
addressing the challenges outlined above, we will not only strengthen the meetings and 
events industry and its many benefits, but also make great strides in rebuilding our 
nation’s travel infrastructure and making it easier for people to meet, build relationships 
and discover new destinations. This is our industry’s golden opportunity to regain traction 
and avert the threat of a perfect storm facing the travel industry in the United States. 



13

the u.S. travel association
The U.S. Travel Association represents 
all aspects of the $1.8 trillion U.S. travel 
industry, including hotel and lodging, 
transportation, attractions, intermediaries 
and meetings & events. Travel is not only 
an essential part of our every daily lives, but 
also a critical driver of trade, commerce, and 
innovation impacting nearly every other 
sector. The entire travel industry’s success is 
essential to the long-term economic health 
and quality of life for cities and small towns 
across the nation.

rossi ralenkotter
chairMan, U.S. Travel aSSociaTion

PreSiDenT & ceo 

laS veGaS convenTion & viSiTorS aUThoriTy

Rossi Ralenkotter is the Chair of the 
U.S. Travel Association and President & 
CEO of the Las Vegas Convention and 
Visitors Authority (LVCVA). The LVCVA 
is the nation’s largest destination marketing 
organization operating both the Las Vegas 
Convention Center and Cashman Center. 
Las Vegas is the number one trade show 
and meetings destination in North America 
hosting more than 19,000 events and nearly 
4.9 million delegates in 2011. 
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