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USS. DEPARTMENT OF COMMERCE

BRIEFING HANDBOOK

U.S. TRAVEL SERVICE






MISSION - The mission of the United States Travel Service
is to improve the balance of payments by promoting travel
to the U, S. from foreign countries and to develop travel
within the U. S. by U. 5. residents, provided such activi-
ties do not compete with those of private agencies.
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2.

MAJOR STATUTORY AUTHORITIES - The United States Travel
Service (USTS) was established by the Intermational
Travel Act of 1961 (22 U.S.C. 2121-2127) as amended.
It is the official national tourism organization of
the United States and has counterparts in 125 foreign
countries. Im 1973, USTS was vested with authority

to encourage, promote and develop travel within the

U. S. when the Act of July 19, 1940 (54 Stat. 773:

16 U.S.C. 18-18d) was transferred from the Secretary
of the Interior to the Secretary of Commerce, Finally,
P.L. 91-269 (22 U.S.C. 2801 et seq.) sets procedures
and requirements for Federal recognition of, and
participation in, internmational expositions held in
the United States.







3. BRIEF HISTORICAL BACRGROUND - Fellowing World War II, pleasure
travel abroad was initially encouraged by the United States
as a means of aiding the hard-hit European and Astan economies.
By the end of the 1950's however, this predominately one-way
travel was causing a balance-of-payments problem for the
United States.

From 1949 to 1960, the U.S. travel deficit-the difference
between what Americans spend abroad compared with what
international visitors spend in the United States-had more
than tripled from $360 million to $1.2 billion.

On June 29, 1961, the President signed the Intermational
Travel Act (Public Law 87-63) to "stimulate and encourage
travel to the United States by residents of foreign
countries....” The United States Travel Service was
established in the U.S. Department of Commerce to carry
out this purpose.

Within 6 months, USTS had established overseas travel
information offices in the United Kingdom, France,
Japan, and Australia. It worked with both the travel
industry and the general public abroad and received
cooperative sypport from private industry through a
Travel Advisory Committee.

In 1968, USTS began to concentrate its promotional
activities with the sellers of travel overseas.
Overseas offices, which had grown to 11, were con-
solidated that year into 7 regional offices to
provide more effective service to the travel industry
in the nearly 40 countries within their market area.
The Travel Advisory Committee was replaced by a
15~member Travel Advisory Board, and USTS gave
increased priority to the collection of tourism statis-
tics through the creation of the 0ffice of Research
and Analysis.

Another milestone was an amendment to the International
Travel Act, which the President signed on October 21,
1870, providing that USTS be headed by an Assistant
Secretary of Commerce for Tourism. The amendment also
authorized the establishment of a Federal matching

grants program for international tourism projects
initiated by states, cities, and non-profit organizations.



By the Travel Service's 10th Anniversary, international
visitors to the United States had more than doubled from
6.3 million to 13.6 million., U.S. earnings from inter-
national visitors had increased more than 175 percent
from $1.07 billion to $2.96 billion.

Further program reorientation began early in 1973, when
USTS implemented a 5-year integrated Marketing Plan
designed to demonstrably increase the number of
international visitors to the United States and the
resulting foreign exchange earnings. To accomplish

this, USTS consolidated its field offices to six
country-markets—Canada, Mexico, Japan, the United Kingdom,
Germany, and France-which account for about 86 percent of
the foreign visitors to the United States and 77 percent
of the U.S. dollar earnings from international tourism.

Under the plan, each field office works with the travel
industry within its one nation with resources concentrated
on programs such as tour development, sales development,
convention sales, advertising, and product information.
The industry in each nation acts as the contact point with
the general public by presenting information on U. S.
travel opportunities and actually selling travel to the
United States.

On December, 1973, USTS was vested with authority to
encourage, promote and develop travel within the United
States. In November, of 1975, the agency received funding
for domestic tourism promotion. Since that time, USTS has
been working with the travel industry to develop a compre~
hensive Domestic Tourism Program. The main thrust of this
program initially will be to develop, in conjunction with
private industry, a national marketing program promoting
domestic travel.






ORGANIZATION, INCLUDING FIELD STRUCTURE - Attached is a copy

of Department Organizational Order 10-7 (Assistant Secretary
for Tourism ) and 25-1 (United States Travel Service). This
latter contains the official organization chart showing the
structure of the agency.
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United States of America DEPARTMENT
DEPARTMENT OF COMMERCE ORGANIZATION ORDER : 107
DEPARTMENT DATE OF ISSUANCE EFFECTIVE DATE
ORGANIZATION January 16, 1976 Ja 16, 1976
ORDER SERIES

SUBJECT
ASSISTANT SECRETARY FOR TOURISM

SECTICN 1. PURPCSE.

.01 This order prescribes the scope of authority of the Assistant
Secretary for Tourism and the functicns of the United States Travel
Service.

.02 This revision medifies the wording of the Assistant Secretary's
authority and reflects the abolitionm of the position of Deputy Assis—
tant Secretary for Bicentennial Affairs (Section 2.), incorporates
the provisions of a prior arendment (sulparagraph 4.k.), and adds
several damestic travel promotion functions (subparagraphs 4.1., m.,
N., O., and p.).

SECTION 2. STATUS AND LINE QF AUTHCRITY.,

.01 Pursuant to the authority vested in the Secretary by law, the ‘
United States Travel Service ("USTS") is contimed as a primary
crerating unit of the Department of Camerce.

.02 2as provided by statute (22 U.S.C. 2124), the Assistant Secre-
tary of Comerce for Tourism (the "Assistant Secretary"), who is
appointed by the President by and with the advice and consent of
the Senate, is the head of the USTS. The Assistant Secretary exer—
cises the duties and responsibilities of the Secretzyry under the
Internaticnal Travel Act of 1961, as amended, ard other authorities
as delegated by this arder.

.03 The Assistant Secretary shall be assisted principally by a Deputy
Assistant Secretaxy for Towrism who is subject to the supervision

of the Assistant Secretary and shall perform the functions of the
Assistant Secretary in his absence.

SECTION 3. DELBEGATION CF AUTHORITY.

.01 Subject to such policies and limitations as the Secretary of Come
merce may prescribe, the Assistant Secretary for Tourism is hereby
delegated the authority of the Secretary of Conmerce urder:

a. 'The Internaticnal Travel Act of 1961, as amended, (the "Act")
(22 U.S.C. 2121 et seq.);

b. The Txrade Fair Act of 1959 (i9 U.S.C. 1751-1756}, relat:.ng tw the
certification and pramotion of damestic trade fairs;
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¢. The Act of May 27, 1970 (22 U.S.C. 2801 et seg.), relating &
participation of the United States in intermaticnal expesitions;

d. The Acts of February 19, 1966 (P.L. 89-353) ard Ccicker 27, 1966
(P.L. 85-697) recarding the Inter~-American Cultural and Trade Center
in Dade County, Flerida ("Drterzma"); ard

e. The Act of July 19, 1940, as amerded, (54 Stat. 773; 16 U.S.C. 18-184),
relating to &mestic travel pramwticn, as transferred by P.L. 93-193 (Decem-
ker 19, 1873).

.02 The Pssistént Secretary may exercise cther authorities of the
Secretary as applicable to performing the fimcticns assigned in this
crder

.

.03 The Assistant Secxetary may redelegate his autlerity to any er
ployee of the United States Travel Service, subject to such cornditicns
in the exercise of such autherity as he may prescride.

SECTICN 4. FONCTICHNS.

The Assistant Secretary shall have primary respansibility for pramting
travel to the United States by residents of forsign countries to irprove

- the U. S. balance of payments and to prowte friendly wderstanding and
good will ameng pecples of foreign countries and of the United States.
The Assistant Secretary shall also have primary Derartmental responsi-~
bility for the formulaticn of tourism policy; for the proamticn of travel
within the United States; for the inplementation of U. S. intermaticnal
agreements previding for the dewelcorment of tourism o the Unibted States;
and coordinating the use of the facilities and services of existing
agencies cf the Federal Goverrment to achieve the chiectives of the Intar-
national Travel Act of 1961, as amerdded. In carxying cut these responsi-
bilities, the Assistant Secretary shall:

a. Develcp, plan ard caxry cut a carprehensive program desicned o
stimilate and encourage travel to the United Statss for the purpese of
shdy, culture, recreation, business and cother activities;

b. Incourage the development of tourist facilities, low cost unit
tours, and cther arrangements within the United States for meeting
the requirements of foreign visitors;

€. Fester and encowrage the widest possible distribution of the bere-
fits of travel at the chespest rates ketween foreign coumtries and the
United States consistent with sound econarnic principles;

d. Ercowrage the simplificaticn, reducticon, ard elimiraticn of barri-~
ers t travel, and the fzcilitation of intermaticnzsl travel cenerally;

e. C(ollect, publish, and provide for the exchange of statistics and
technical informaticon, including schedules of meetings, fairs, andé other



. =3 - 00 10-7

attractions, relating to internaticnal trevel and tourism;

£f. Utilize the facilities and sexrvices of Federal agencies, including
these in foreign countries, to the fullest extent possible;

g. Consult and cocperate with individuals, businessmen, and crganiza-
tions engaged in or concerned with internaticnal travel, including local,
State, Federal and foreicgn covexrrments and interrational agencies;

h. Cbhtain the ad\nceandsernceschnahﬁeﬁ professicmal crcaniza~-
tions and perscnnel;

i. Mke grants or proposals for contracts for projects desigrned o
carry cut the puposes of the Act, subject to the provisicns of Secticns
3(@)(5) and (6) of the Ack;

j. Provide, according to such policies, standards, criteria and proce-
dures as he may establish, incentives to travel agents and tour creraters
in foreign comtries for the pramticn of travel to the United States;

k. Conduct Comerce progrems invelvirg:

(1) Pederal recognition of and particiration in internaticnal esxpesi-
tions, and special events held in the United States;

(2) Participation in camestic ard internmatioral trede fairs ard exnibi-
mnsasmnecessary’mtheperfoma:mofmtadsmtssm&r
vice's functicns; ard

(3) Participation in intermaticmal expositicns sbread as is necessary
o the performance of USTS's fimetions.

l. Develcp, plan, and caxry cut a coprehensive progran to encour-

age, prumote and develop travel within the United Statess, its Terwi-

tories and pessessicns, prcvz.dm such activities do ot capete with
the activities of private agencies;

M. Cooperate with public and pr:.vate tourist, travel, and other

agencies for the purpcse of encouwraging, prawting or develcping
such darestic travel;

n. Recomerd conitracts with private publxsbers for the pume of
carrying cut the provisicns of the Ackt of July 19, 1940;

0. Make charges fcr any publicaticns mede available to the public
pursuant o the provisicns of the Ack of July 19, 1940; and

pP. Issue such rules, and tzke such other acticns, as may ke auth-
crized cr desirarle to inplerent the Act of July 19, 1940.
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SECTION 5. EFFECT QY OTHER CHDERS.

This crder supersedes Department Grganizaticn CGrésr 10-7 of Maxch
14, 1974, as anmerded.

USCQMMIC - 4947
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United States of America DEPARTMENT
DEPARTMENT OF COMMERCE ORGANIZATION ORDER 10-7
AI__n_endrr‘pnt 1
DEPARTMENT DATE OF ISSUANCE EFFECTIVE DATE
OSSQE';!ZSQQSSN July 15, 1974 July 15, 1974

SUBJECT
ASSISTANT SECRETARY FCOR TOURISM

Department Qrganization Crder 10~7, dated March 14, 1974, is
hereby amended as follows:

SECTION 4. FONCTIONS. Paragraph k. is amended to read as
follows:

"k. Conduct Cammerce progranms invelving:

"(1l) Federal recognition of and participation in internaticnal
expositions held in the United States;

"(2) Participation in damestic and international trade fairs
and exhibitions as is necessary to the performance of United
States Travel Service's functions; and

"(3) Participation in international expcsiticns abroad as is
necessary to the performance of United States Travel Service's
functions."

USCOMM-DC =~ 4705
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United States 6! America DEPARTMENT
DEPARTMENT OF COMMERCE ORGANIZATION CRDER 25=1
DEPARTMENT DATE OF ISSUANCE EFFECTIVE DATE
OS%JAEI;IZSAE\;}SSN January 16, 1976 Jamzary 16, 1976

UNITED STRTES TRAVEL SERVICE

SECTICN 1. FURPCSE.

.01 This order prescribes the organization and assigrment of functions
within the United States Travel Service (USTS). The scope of authority
and functions of USTS are set forth in Department Crganization Order 10~7.

.02 This revision, reflecting a major organizational realigrment, abol-
ishes the positions of Deputy Assistant Secretary for Bicentennial Affairs
and Executive Director; deletes reference to the Management Operaticns
Camittee; establishes an Office of Policy Analysis (paragraph 3.05)

and an Cffice of State~City Affairs (paragraph 3.06); arnd revises either
the function, title, or organizational aligrment of all USTS offices and
divisions - a two-tier organization consisting of two offices, Program
Services ard Development and Marketing and Field Cperations, with divi-
sions under them, has replaced the single~tier crganizaticn ¢f seven
offices (Sections 4. and 5.).

SECTION 2. QRCGANIZATION STRUCIURE.

The principal organization structure and line of authority shall be as
depicted in the attached organization chart.

SECTION 3. CFFICE QF THE ASSISTANT SECRETARY.

.01 The Assistant Secretary for Tourism has overall responsikbility for
the policies and direction of USio. He establishes its basic policies
and cbjectives; chairs the Department's Travel Advisory Board; estab-
Jlishes and meintains relations with Goverrment and industry officials
at all levels to facilitate tourism plans and programs; and advises

the Secretary and Under Secretary in all matters related to tourism, im
cluding tourism associated with the MNation's Ricentennial celebration.

.02 The Deputy Assistant Secretary for Tourism serves as the principal
advisor cn policy and adndnistrative matters to the Assistant Secretary;
oversees the day-to~day direction of the agency's operaticnal matters;
provides guidance for, and cocrdinates the preparation and inplementa-
tion of the Integrated Marketing Plan, mrogram plans, cperating plans,
and country marketing plans develcped by the Cffice of Marketing and
Field Cperations and the Office of Program Services and Develcmment;
approves or disappreves specific projects proposed in Field Office Courn
try Marketing Plans; represents the Department at meetings of interna-
tional ar intercoverrmental organizations at which USTS is in attendance;
and performs the duties of the Assistant Secretary in the latter's abserce.
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.03 The Office of Acministration provides management suppcrt to the
Assistant Secretary and the Deputy Assistant Secretary; develcps and main-
tains the USTS administrative menagement system; manages the Performance
Measurement System; performs budget formulation and management functicons;
Drepares input to the Departmental Project Control System; participates
on the Matching Grants Camittee; performs administrative support fiume-
tions, including perscnnel, procurement, management analysis and admin-
istrative services; and arranges for the provision of administrative
sexvices fram the Departrent as required.

.04 The Office of Policv Analysis provides staff support to the Assis-
tant Secretary and the Deputy Assistant Secretary in the develcrment of
éomestic and international tourism policy, including preparaticn cf posi-
tion papers on tourism issues and legislative propesals, and prepares
analyses, camments, and testimeny related theretn. The Office provices
staff support to the Assistant Secrstary in Congressicnal relations;
coordinates USTE activities pertzinine to Congressional relations and
serves at the chanrel for exchange of infcrmaticn with members of Carr-
gress through and in recogniticn of the responsihilities of the Depart-
ment's Office of Congressicnal Affairs. The Office interfaces with the
Department’'s Office of Policy Develcrment, the travel trade, the Council
cn Intermational EFeconcmic Policy, and cther intercoverrmental rolicy
offices that impact on tourism activities or cn substantive issues such
as energy, the econany, the envirorment, transpoartation, and chartesr rules
and fares which irpact on tourism and travel rrawcticons. Within USTS, ocor-
dinates with the Qffice of Program Services and Tevelopmment and the Office
of Marketing and Field Operations to relate operating crals and procedures
to policy chjectives, ard to consolidate techniczal and adrinistrative
irputs o pelicy aims.

.05 The Office of State~City Affairs provides support arnd assistance
to the Assistant Secretary in estabiishing and raintaining relations
with Covermment and industry officizls at all levels to facilitate touwr-
ism plans and programs and provide advice to the Assistant Secretary and
Deputy Assistant Secretary on progrars and activities tzking place in
the tourism field, particularly at state and local levels; cocrdinates
USTS proorams with official tourism offices in all states, territories,
local coverrments and regicons; administers the Matching Grant Program
and chairs the Matching Grants Comittee, which is responsible for
meking reccrmendaticns to the Assistant Secretary on grant applicaticons;
ard mekes arrancements for and cocrdinates public sppearances by USTS
officials.

SECTION 4. CFFICE CF PROGRAM SERVICES AND DEVELCPMENT.

The Office of Program Servicses ard Develcrment directs arnd ccordinztss
the FPeadquarters progral. sexrvices and develorment functicns in the prep-
aration of an intscrated marketing and cperating plan; cocrdinates the
camestic tourism procram to enccurage, prarcte, and develop travel with-
in the United States, including any U. S. Comervealth, territcry, and
Fessessicn; works clesaly with the CGEfice of Policy Analysis in
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developing domestic tourism policies and with the Office of Marketirng and
Field Cperations in providing marketing suppcort assistance. With the
Office of Marketing and Field Cperations assists the Deputy Assistant
Secretary in coordinating and intecrating the plans proposed by the

two offices, and in allocating resources by pregrams and markets; and
participates on the Matching Grants Comnittee.

.01 The Research and Analysis Division provides econcmic and marketing
data required for strategic and program planning; conducts market research
in direct support of USTS cbjectives and si::ategies: reviews and reccmmerds
action on spec:Lf:.c research projects proposed in Field Cffice Country Mar-
keting Plans and in the damestic tourism program; provides specific data
ard ad hoc analyses as requested; assists in establishing overall perform—
ance goals; conducts pericdic evaluation studies to determine the effec-
tiveness of marketing proorams and activities being measured urder the Per-
formance Measurement System; advises on the selecticn of cantractors to
perform special research projects, monitors these projects, and evaluates
the performance of the contractors; maintains a data bank on interna-
tional travel and basic data on domestic travel; and, as a participant

on the Matching Grants Committee, has technical review responsibility

for research projects proposed by matching grant applicants.

.02 The Media Services Division provides guidance o all USTS copo-
nents in the areas of media relations and trade and consumer product
information; plans and supervises the implementation of camprehensive
travel -information programs domestically and in each USTS market; reviews
and recormends action on specific information projects proposed in Field
Office Country Marketing Plans; implements specific operating plans for
each element of the overall program; guides the preparation of information
suppert materials for distribution to darestic and foreign media; selects
media representatives to participate in, and prepares trip plans for,
media familiarization tours; advises on the selection of the damestic
cammmnications contractor and the local camumications contractor in
each market, and evaluates their performence; hardles irquiries from
media representatives; coordinates the public awareness program; and,

as a participant on the Matching Grants Conrmittee, exercises techniczl
review of information projects proposed by matching grants applicants.

.03 The Conventions and Fxpositions Divisicn develcps and supervises the
implementation of programs to obtain internaticnal corgresses for the U. S.
and increase foreign attendance at these congresses and at major U. S.
canventions; plans and implements programs to increase foreign atterdance
at international expesitions held in the U. S.; administers Federal rec—
cgnition of, and participation in, expositions held in the United States
uder P.L. 91-269 (22 U,8.C. 2B01l) and special eVvents in the United States
urder other statutory provisions; represents the Department at the Burean
of International Expositions; pramotes adcpticn of the VISIT USA incentive
travel program by maltinational corporations; reviews and recomends action
on spec:.flc c::ﬁventz.en, exposition, and incentive travel pramotion projects
preposed in Field Office Country Marketirng Plans; develcps plans and pro-
grams for providing special exhibits in suppcrt of travel marts ard other
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industry travel shows;: develcps and implements cperating plans for each
element of the overall program; provides technical supervision to the
International Congress Office; provides functicral guidance to Field CEfice:s
and Camercial Attaches; represents USTS at meetings of imbternaticnal ard
darestic conventicn trade associaticns; provides technical review of convenr
tion sales materials develcped by the Advertising and Promotion Divisicn;
and, as a particirant on the Matchirg Grants Commitize, exercises technical
review of convention, exposition, and incentive travel prorcticn projecss
oposed by matching grant applicants.

.04 The Visitor Services Division dewvelops, plans, and inmplexents pro-
grans to stimilate the develcpment of U. S. tourism facilities and recep~
tive services for travelers from abroead; reviews ard recommends acticn
on specific facilitation projects preposed in Field Office Counixy Mar-
keting Plans; develcps and implements cperating plans for each elament
of the cverall proegram; provides informaticn, assistance, and services
to industry associaticns end cperaters of U. S. trade shows under the
Trade Fair Act of 1959 (19 U.S.C. 1751-56); publicizes trade shows in
the U. S., including the printing of an anmual direchory of these events;
encourages organizers to provide special raies and services for foreicn
attendees; identifies and certifies private sechor sexvice capshilities
o international visi , including foreign language programs at hotels
and motels naticrwide; corducts a multilingual recepticnist pregram at
major U. S. ports of entry; provides visitor information sexvices to the
public on travel in the U. S.; angd, asapazt_czpantmthe&b:‘m:g
Grants Camittee, exercises technical review of host services ard
facilitation projects preposed by matching grant aprlicants.,

SECTICN 5. CFFICE OF MARKETING AND FIEID CPERATICNS.

The Office of Marketing and Field Creraticns direcis the Eeadguarters
marketwg progrars wilich sugeert Field Citice Crerations and the Field
Cffices in the develcmrent and implementaticn of individual Countxy
Marketing Plans, and meniters progress against plans; directs and coordi-
nates the special markets program; with the Office of Program Services
and Develcpment, assists the Deputy Assistant Secretary in cooxdinating
and integrating the plans prepared by the two offices; reviews the cprer-
ating hudcet for each Field COffice and provides rriorities for the allo-
cation of rescurces within Field Offices; installs a carprshensive,
formal training program in the Field CGffices; serves as the liaison
between the Field Offices and USTS headquarters; participates cn the
Matching Grants Committee; performs pregram raviess, and with the
Cffice of AASministraticn, performs cperaticns audits at Field Cifices;
ard has overzll responsihility for the Sales Develcrment Procranl.

01 The Marketing Progrars Divisicn eevelogs creative marksting progrers
to cultivate maximmm potential marksts and market secrents; develeps ard
x'ple"e.ts cperating plans for each element of the overall program; re—
views and recomernds acticn on specific market Gevelcmment projects zro-
pesed in Field Cffice Countyy Marketing Plans; plans and rmanzces the tour
develorment procram: assists Eeadcuarters' divisicns to plan ardé inplerent
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tour develcrment support programs; develops, in conjunction with the Field
Offices, incentive awards programs desigrned o motivate foreign travel agents
to sell travel programs . featuring the U. S.; coordinates all familiariza-
tlmarximspectlcntmmsbymeformgnmveltradaaxﬁm&a selects
travel agents to participate m, arﬁpzepamsmpplans for, agent famil-
iarization tours; provides service to the Media Services Division in hand-
ling of journalist familiarization tours; directs USTS participation in
travel trade marts; provides quidance and coordination of travel missions
to USTS markets by regicnal, state, and local tourism interests; develcps
a program for ensuring effective relations with the travel and transporta-
tion industry with a view to achieving tour develcpment program cbjectives;
in conjuncticn with the Research and Analysis Divisicn, monitors and ana-
lyzes the marketing activities of competitive destinmations; and, as a
participant an the Matching Grants Qamittee, exercises technical review
of tour development projects proposed by matching grant applicants.

.02 The Advertising and Pramtion Division provides guidance to all TS
conpenents 1n the areas of advertising and pramcticon; develops, in con-
Junction with gppropriate Field and Headquarters Offices, detailed advertis—
ing and prometion campaigns for all markets, including creative and media
plans; reviews and recommernds action on specific advertising and pramotion
projects proposed in Field COffice Country Marketing Plans; inplements spe-
cific cperating plans for each element of the overall program; coordinates .
the production of sales pramticon materials including brochures, f£films

and hooklets used in the conduct of USTS programs; selects, and provides
Field Offices with reference materials for travel plamning centers; main-
tains a photo and £ilm library; supervises the current advertising agen—
cies ard evaluates their performance; and, as a participant on the Match-
ing Grants Committee, provides technical review of advertising or pro—
motion projects proposed by matching grant applicants.

.03 Each Field Office develcps an anmual marketing plan for its terri-
tory; develops and manages a Sales Develcpment Program to motivate and
train retail salespersons to feature and sell U, S. destiraticns and events;
regotiates and implements tour develcpment projects in cocperaticn with the
Marketing Programs Divisicn; inplements the Travel Information Program for
the market; provides input to, and helps implement, USTS advertising cam-
paigns within the market; prepares annually an evaluation irdicating pri-
ority matching grant programs desired for the market, and identifying
destination areas in the U. S. which have the greatest pramwction poten-
tial; collects marketing data; maintains liaiscn with embassy/consular
staff within the market country; administers specizl research projects;

and provides input to the USTS Perfcrmance Measurement System.

.04 The Intermaticnal Qongress Cffice is a specialized Field Office that
seeks convention and incentive travel for the U. S.; collects ard analyzes
convention sales copportunities on international associaticns worldwide
(tut primarily in France, Belgium, the United Kingdom and Switzerland):
maintains a oarputerized data bank conteining convention sales intelli~
gence (contact reports), whizh 3o &ssendizied via the Conventicons and
Expositions Divisicon to U. S. cities requesting and agreeing to act on
the service; encourages selected foreign tour cperators who specialize
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in congress, m:entmn, and/or incentive travel to develcp gackag&s ==}
conventions scheduled in the U. S.; corducts site-selecktion seminars
for intermational asscciation secretariats; plans and conducts sales
seminars, bringing mgether prospective incentive travel users ard
cperators; and maintains liaiscn with erbassy/consular/trade centers
staff within the sales territory.

SECTION 6. EFFECT CN OTHER CRCERS.

This crder supersedes Depariment Organizaticn Crder 25~1, dated May

A R o

.- Assn.stantmtszymrm:mm

USCOMM-IC -~ 57458



U.S. DEPARTMENT OF COMMERCE ATTACHMENT TO DOO 25-1

United States Travel Service

ASSISTANT SECRETARY [~  Offico of Administration |
FOR TOURISM [
{  Offico of Palicy Analysis ]
Deoputy Assistant
Secretary —-l Office of Stata-City Affairs l

OFFICE OF PROGRAM OFFICE OF MARKETING
SERVICES AND
AND DEVELOPMENT FIELD OPERATIONS

aes:::cn MEDIA °°”V::;‘°“s VISITOR MARKETING ADV::‘:;SI&G FiEwD
SERVICES v
ANALYSIS VSN EXPOSITIONS SERVICES PROG"‘AMS PROMOTION OFFICES
DISION DIVISION DIVISION | Division oIVISION
INTERNATIONAL
CONGRESS
OFFICE

JENRIX 16, 1976



Principal Officials



BIOGRAPHIES OF PRINCIPAL OFFICIALS - The key officials of
the United States Travel Service are:

1.

5.
6.

7.

9.
10.
11.
12.

13.

Creighton D. Holden, Assistant Secretary of Commerce
for Tourism

David N. Parker, Deputy Assistant Secretary of Commerce
for Tourism

Bans F. Regh, Managing Director of the Office of
Program Services and Development

David Edgell, Director of the Office of Research
and Policy Analysis

Lee J. Wells, Director of the Office of Administration

John K. Snyder, Jr., Director of the 0ffice of State~City
Affairs

William H. Tolson, Acting Director of the Office of
Marketing and Field Operationsl/

Roger Jarman, Director of the Toronto Field Office
William M. Tappe, Director of the Mexico City Field Office
Roger P. Biver, Director of the London Field Office
Max J. Ollendorff, Director of the Frankfurt Field Office
Paul L. Guidry, Director of the Paris Field 0ffice

Fritz M. Schmitz, Director of the Toyko Field Office

The biographies of each of these persons ig attached.

1/ Henry G. Riegner, Managing Director of the Office of

Marketing and Field Operations is presently detailed
to another Commerce Agency.
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- UNITED STATES DEPARTMENT OF COMMERCE
UNITED STATES TRAVEL SERVICE

BIOGRAPHICAL SKETCE OF CREIGHTON D, HOLDEN

Creighton D. Holden was confirmed as Assistant Secretary
of Commerce for Tourism by the United States Senate on September

30, 197s5.

As Assistant Secretary of Commerce for Tourism, he

is responsible for the formulation of tourism policy within the

Department of Commerce and among the agencies of the Federal
Government to achieve the objectives of the International Travel

Act of 1961. As the ranking U.S., tourism cofficial,

United States, Travel Service (UsSTS).

he heads

From 1946 to 1975, Holden served as president of the

numercus civic and tourism-related positions.

' St. Clair Inn.and Country Club of St. Clair, Mich., and held

In 1870, he served as chairman of the board of the
American Hotel & Motel Association (AHSMA), after serving as
president of the organization in 1969. Earlier he held the
positions of secretary, treasurer and vice president of AH&MA.
He also has served as a past president of the Michigan Hotel and
Motor Hotel Association and past chairman of the Michigan Tourist

Council.

Bis previous experience in public affairs includes
serving as a director of the Committee on the Eccnomic Future of
Michigan; director of the Citizens for Michigan; past board
chairman of the Michigan State Chamber of Commerce; member of
the Michigan Governor's Committee on Higher Education; and

Republican National Committeeman from Michigan.

He is a2 member of the Board of Directors of both the
Discover America Travel Organization (DATO) and the Pacific Area

Travel Association (PATA).

Born in Detroit, Holden is a 1940 graduate of Dartmouth

College.

8/76
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UNITED STATES DEPARTMENT OF COMMERCE
UNITED STATES TRAVEL SERVICE

BICGRAPHICAL SKETCH OF DAVID N. PARKER

.David N. Parker has seﬁvad as Deputy Assistant Secretary of
Commerce for Tourism since 13974. He is responsible for the formu-
lation of policies facilitating the development of tourism to
and within the United States and directs the operations of the
D.S. Travel Service.

From 1871 to 1874, Parker served in several capacities
at the White House, including Special Assistant to the President
and Secretary to the Cabinet.

From 1969 to 1971, he was Special Assistant to thé
Secretary of the Interior, Walter J. Hickel, and earlier served
as legislative liaison assistant in the Inﬁerior'Department';
Bureau of Outdoor Recreation. BHe joined the Bureau of Outdcor
Recreation in’1965 in Ann Arbor, Mich., and assisted in develcping
state outdoor recreation plans in a number;of Midwestern states.

Parker earned a master's degree in urban planning and a |,
B.A. degree in geography from Wayne .State University in 1965

and 1962 respectively.
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UNITED STATES DEPARTMENT OF COMMERCE
UNITED STATES TRAVEL SERVICE

BIOGRAPHICAL SKETCH OF HANS REGH

Hans F. Regh serves as Managing Director of the Office

of Program Services and Development for the United States Travel

Service (USTS). USTS is the U.S. Department of Commerce agency
which is the naticnal government tourism office.

In this capacity Regh supervises a wide range of
programs designed to stimulate domestic and international
tourism and travel business. These programs include advertising
and promotion, media serﬁices, conventions and expositions
promotion, as well as improvement of tourist receptive services.

Regh directs the domestic tourism program by providing
coordinative leadership at the federal level and with all compo-
nents of the travel and tourism industry. The purpose cf the
domestic tourism program is to‘encouraga, promote, and develop
travel within the United States by U.S. citizens.

Prior to his present appointment, Regh was Director of
the United States Travel Service regional offices in Frankfurt,
Germany; Caracas, Venezuela; and Bogota, Colombia. Before
joining USTS in 1961, he was assistant to the president cf
Caribbean Cruise Lines.

Regh, a native of Duisburg, Germany, is & graduate of
Tuebingen University in Germény and received his law degree from

the University of Virginia. Ee speaks fluent English, German, Spanisn and Ix

&d?- »
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U. S. DEPARTMENT OF COMMERCE
United States Travel Service

BIOGRAPHICAL SKETCH OF DAVID L. EDGELL

David Edgell serves as director of the 0ffice of Research
and Policy Analysis of the United States Travel Service (USTS).
USTS is the U.S. Department of Commerce agency which is the
national government tourism office.

In this capacity, he is the principal advisor to the
Assistant Secretary and Deputy Assistant Secretary of Commerce
fsr Tourism on all matters associated with formulating policy
with respect to international and dohestic travel/tourism.
This‘responsibility includes research to identify the econcmic
impact of tourism with respect to the naticnal economy.

Edgell,‘who joined USTS in June 1976, previcusly served
with the Department of Labor as director of the Qffice of
Research, Legislation and Program Policies. He was also

special assistant toc the Assistant Secretary of Commerce for

Tourism, an Assistant Regional Manpower Administrator in Dallas,

and an economist and statistician for the Kansas Department of

Labor in Topeka.

Edgell presently teaches graduate seminars in the econcmics

of tourism and tourism policy znalysis at George Washington

-more- -



(2)

University and is a frequent speaker.before business, labor and
academkc groups.

A native of Leavenworth, Kgnsas, Edgell holds a B.S. degree
from the University of Kansas, a B.A. degree from American
University, and a M.A. degree from Indiana Uniﬁersity. He is
currently completing a dissertation for his Ph.D in Management

from the University of Cincinnati for graduation in June 1977.

Hi4



ENT O
5'1 w Co ™

*rares TRAVEY

UNITED STATES DEPARTMENT OF COMMERCE
United States Travel Service

BICGRAPHICAL SKETCH OF LEE J. WELLS

Lee J. Wells has served as director, Office of
Administration, since 1973, with responsibility for the USTS
administrative management system and budget formulation
functions. S -

Wells joined the U.S. Department of Commerce in April,

-, 1971, as axprogram analyst in the Office of Budget and Program

Analysis. Before coming to USTS, he served as the budget
officer for the 0ffice of the Secretary of Commerce.

From 1966 to 1971, he served as a program analyst and

as a budget analyst with the Department of the Navy.

A graduate of Cornell University, he holds an MBA degree

from American University.

9/75
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UNITED STATES DEPARTMENT OF COMMERCE
UNITED STATES TRAVEL SERVICE

BIOGRAPHICAL SKETCH OF JCHN K. SNYDER

John XK. Snyder serves as director of the OCffice of
State~City Affairs of United States Travel Service (USTS).
USTS is the U.S. Department of Commerce agency which-is the
naticnal government tourism office.

In this capacity, he is responsible for maintaining
a close working relaticnship with state and city tourism
officials, encouraging these officials to provide services for
international guests, and assisting them in the promotion of
their destinations. He also serves as chaiiman of the matching-
grants committee and administers the matching grants program.

Prior to this assignment, Snyder served USTS as manager
of state-city relations, manager of familiarization services,
and special assistant to the Assistant Secretary of Commerce
for Tourism. Before joining USTS in 1972, he was director
of tourism promotion for the state of Indiana.

A native of Indianapolis, he obtained his B.S. degree
in business from Indiana's Oakland City College and attended

Indiana University Law School.

E
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UNITED STATES DEPARTMENT OF COMMERCE
United States Travel Service

BYIOGRAPHICAL SXETCH OF WILLIAM H. TOLSON

William E. Tolson has served as Deputy Managiné Director, 0ffice
of Marketing and Field Operations since January 1976, with responsi-
bility for assisting the direction of the USTS marketing program

and the activities of the six USTS Field Offices located in Canada,

"Mexico, Japan, the United Kingaom, West Cermany and France. Mr.

‘Tolson has primary responsibility for the development and direction

of the é?ecial Markets Program in Australia, Belgium, Brazil, Italy,
The Netherlands, Switzerland and Venezuela. He also serves as USTS'
liaison with the United States Information Agency {(USIA) to coordinate

USIA support for USTS tourism promotion programs in the seven spegial

‘markets; liaison with Department of State, Office of Commercial

Affairs, to establish operat;ng instructions and policy guidelines

for U.S. Diplomatic Posts arcund the world to implement travel pro-
hction support programs; liaison with Departmentréf Commerce, Domestic
and Internaﬁional Business Administration, Office of International
Marketing, to establish and maintain the USTS tourism promction

program as active commercial campaigns in all major tourist generating

countries.



Tolson's previous assignment with USTS was as Special Assistant
to the Executive Director, assisting the Executive Director in

directing the operations and coordinating the activities of USTS.

Tolson joined USTS in June 1967 as Director, Office of Admin-
istration, directing the administrative support functiéns such
as budget formulation and execution, personnel manage&ent, contract
and pfocurement administration and general administrative services.
He established the first USTS matching grants proéram, the first

USTS executive deveiépment program, and the first USTS policy and

directives system.

A U.S5. Army veteran, Tolson is a 1960 Masters' Graduate in

Business Administration from the University of Maryland.
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UNITED STATES DEPARTMENT OF COMMERCE
United States Travel Sexrvice

BIOGRAPHICAL SKETCH OF HENRY G, RIEGNER

Henry G. Riegner joined USTS in 1973 as managing director

of the International Division, supervising the activities

of the six USTS field offices abroad and coordinating
communications between USTS Washington offices and the field.
He is presentlv manacing director of Marketing and Field
Operations.

Prior to joining USTS, he was director of sales and adver-
tising for Amtrak in Washlngton, D.C., from 1971 to 1973.
Riegner served 27 years in numerous sales and advertising
positions with Trans World Airlines, including vice-pres-
ident, advertising and sales promotion, and vice-president,
international marketing.

A U.S. Air Force veteran of World War II, Riegner is a 1940
graduate of Brooklyn College where he earned a B.A. degree
in economics.
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U, S. DEPARTMENT OF COMMERCE
United States Travel Service

BIOGRAPHICAL SKETCH OF ROGER .JARMAN

Roger Jarman was appointed director of the United States
Travel Service's (USTS) Toronto field office in 1973 with
guperviscry responsibility for the VISIT USA tourism program
in Cané&a; ‘In this capacity he is responsible for coordinating
all USTS.programs*in Canada and works through the Canadian
t;avel industry to promote tourism to the United States.

Jarman joined USTS in 1964 and served in a number of
management positions including director of the marketing
division, chief of the travel promotion division, special
assistant to the executive director, and director of the Mexico
City field office.

Prior to joining USTS, Jarman served in sales positions'
with Pan American World Airways and was president of Travelwise
Corp., a retail tra;el agency in Miami Springs, Florida. He
also operated Fiesta Car Rentals de Venezuela.

‘Jarman, a native of Sparks, Georéia, is a graduate of
the University of Miami with a B.A. degree in American

literature.
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UNITED STATES DEPARTMENT OF COMMERCE
United States Travel Service

BIOGRAPHICAL SRETCH OF WILLIAM M. TAPPE

William M. Tappe has served as director of the USTS
Mexico City field office since 1969, with the responsibility
of increasing VISIT USA tourism through his work with the travel
-trade in Mexico.

Be joined USTS in 1968, and served as a travel promo-
tion officer in Venezuela and Mekico City prior to being named
to his present positien.

Before joining USTS, Tappe served as project
manager, market development, for American Airlines in New York
City. From 1855 to 1965, Tappe served in a number of manzgement
capacities with Pan American-Grace Airways Inc. in Santiago,
Chile, and Lima, Peru. He was district sales manager for the
airline from 1965-1967 in Quito, Ecuador, with responsibility
for sales, promotion and public relations.

Tappe is a 1955 graduate of Géorgetcwn University

with a B.S. degree in Spanish and Hispano~American civilization.

8/76
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UNITED STATES DEPARTMENT OF COMMERCE
UNITED STATES TRAVEL SERVICE

BIOGRAPHICAL SKETCE OF ROGER P. BIVER

Roger P. Biver was named director of the United States .
Travel Service (USTS) £ield office in Londen in 1976. In this
capacity he is responsible for coordinating all USTS programs

. in the United Kingdom and works through the British travel trade
" to promote tourism to the United States.

Previously, Biver was the director of USTS' Visitor Services .
Division in Washington. He also served USTS as convention -
manager and as deputy regional director in Paris.

Prior to joining USTS in early 1966, Biver was Vice
President and General Manager of Meridian International Corpora-
tion, with offices in Los Angeles and Brussels, Belgium. déher
travel industry experience includes the management of two
travel agenc;es and several years of airline experience in
.Southexrn California.

A native of Luxembourg, Biver holds a degree in business
administration from the Commercial College in Luxembourg, and

is fluent in several languages.
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UNITED STATES DEPARTMENT OF COMMERCE
UNITED STATES TRAVEL SERVICE

BIOGRAPHICAL SXETCH OF MAX J. OLLENDORFF

Max J. Ollendorff serves as director of the Frankfurt
field cffice of Unitéd States Travel Service (USTS). USTS is

the U.S. Department of Commerce agency which is the national

'government tourism office, 1In this capacity, he is responsible

for cocordinating all USTS programs in Germany and works through
the German travel industry to promote tourism to the United
States. | ‘

Previously Cllendorff servé& as director of the USTS
Marketing Program Division and as deputy director of the Frankfurt
office from 1965 to 1970. Frem 1970 to 1972 he served as
marketing coordinator at USTS headquarters office in Washington,
D.C.

Prior to joining USTS in 1970, Cllendorff was manager of
the agency department of the Air Traffic Conference, a division
of the Air Transport Asscciaticn of America.

A Native of Cologne, Ollendorff atténded the University of
Heidelberg; the University of Cologne, and is a graduate of the

Georgetown University School of Foreign Service.

8/76
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UNITED STATES DEPARTMENT OF COMMERCE
United States Travel Servica

BIOGRAPHICAL SKETCHE OF PAUL L. GUIDRY
Paul L. Guidry has served as director of the USTS Paris
field office since 1969, with responsibility for VISIT USA tourism
pregrams through his work with the travel trade in France.

Prior to his present position, Guidry was director of

"the USTS field office id Mexico Citv for three years. He joinsd .

USTS in 1966 éfter 15 years of experience'with Eastern Airlines,
including service as regional sales manager for Mexico and Cantral
America from 1958-1966.

Guidry'attended the Foreign Service School, Georgetown

University; Soule College, New Orleans; the.University of Fribourg

- (Switzerland); the Colegio Cristobal Colon (¥exico City), and

Benavente College (Puebla, Mexico)}. He speaks French, Spanish,
German and Italian.
Guidry is a U.S. Army veteran and is married and the

father of seven chiléren.

9/75
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UNITED STATES DEPARTMENT OF COMMERCE
UNITED STATES TRAVEL SERVICE

BIOGRAPHICAL SKETCH OF FRITZ M. SCHMITZ

Fritz M, Schmitz serves as director of the Tokyo field
office of United States Travel Service (USTS). USTS is the
U.S. Department of Commerce agency which is the national govern-
ment tourism office.
In this capacity, he is responsible for coordinating all
USTS programs in Japan and working thrcﬁgh the Japanese travel
{k‘f industry to promote tourism to the United States.

Schmitz joined USTS in 1964 and sexrved as travel pzomction
manager prior to his appointment to his present position in 1969.
Before joining USTS, Schmitz was employed as a radio=-TV
writer and announcer for the Japan National Broadcasting Corpor-
ation, and as advertising adviser for Hino Motors, Ltd. in Japan.

Schmitz is a graduate of the University of Arizona and holds
an M.A. in Japanese language and area studies from the University
of Michigan where he was a National Defense Foreign Language

FPellow.

8/76
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MAJOR PROGRAMS - The following is a list of major areas of

efforts in USTS. We have a program that:

Induces foreign tour operators and wholesalers to develop
and market travel offerings featuring U. S. destinations
by putting up seed money, arranging contacts with U. S.
travel suppliers and providing factual information on

U. 8. tour facilities and services.

Trains and motivates a select cadre of foreign retail
travel agents to promote and sell U. 8. tour programs
and arrangements.

generates international convention business for U. S.
cities by persuading international associations to

select the U, S, as a site for a future world congress,
motivating U. S. associations to invite their respective
internationals to meet in the U. S., and encouraging U. S.
convention bureaus to compete for international congresses
and conventions.

Conducts promotional campaigns to get the potential traveler
to the point of sale where specific VISIT USA offerings
may be bought, to produce tangible sales leads for foreign
retail sellers of VISIT USA travel and to otherwise promote
travel to the U. S.

Performs market research to define the scope and segments
of the VISIT USA market, statistical/economic analyses to
determine foreign visitor volume by month, year, market
and port of entry, and program evaluation research to
measure the impact and effectiveness of specific programs.

Promotes travel within the U. S. by U. S. citizens.

The following attachment 1s a listing of acronyms referred to
frequently by the travel industry.



Dirgctory of Acronvms
Referred to Frequentiv by Travel Industry

A

ABC ~ The Advance Bockina Charter - Round trip charter sold to general public
without a required package of ground accommodaticns. Rules for f{lights to

Europe are; 1) minimurm of 7 days at destination 2) list of paid passengers must
be filed with CAB 45 days before departure, and 3) in event of passenger cancella-
tion, tour must find no more than 20% of nuwber of seats on air craft.

ARTA -~ Asaociation of British Travel Acents

ALTA - The Trade Lssociation of Local Transport Airlines

AMTRAX - U.S., Yational Railrecad Passencer Corporation

AP - American Plan - A hotel rate that includes 3 bed and three meals per day.

- APEX - Advanced Puxchase Excursion Fares - Tickat must be issued 60 days pricr
to departura date.

‘ARTA = Association of Retail Travel Arents = A company or irndividuzl engaped
in selling tramspertation and other travel services and products directly to
the public.

ASAT - American Societv of Association Executives

ASTA = American Societv of Travel Acents - Leading trade associaticn of U.S.
and Cenadian Travel Agents and Tour Operators. Its purpose is to promote and
advance the interest of the travel agency industry and safeguard the traveling
public against unethical practices.

ATA - Air Transport Association

joo

BHA -~ Bzhamzas Hotel Asseciaticn




BP ~ Bermuda Plan - Hotel accommodation with full American-style breakfast in
the rate. ‘

BTA ~ British Travel Authority

{2}

CAR -~ Civil Aeronautics Board

CATM -~ Consgclidated Alr Tour Manual - A trade catalog of tours and packages
published annually by 18 U.S. and Capmadian airlines which covers all U.S. desti-
nations, the Bahamas, Canada and the Caribbeaan. .

CBIT - Contract Bulk Inclusive Tour -~ Rejected several years ago by the CAB.

CIEP - Council on International Economic Policy

CORTE -~ Council of Regional Tourism Executiveés ~ Asgociation of State Travel
Directors.

COSERV -~ Council for Community Services to International Visitors.

CTO - City Tourism Officiazl {in airline dialogue it means "City Ticket 0ffice').

CSCE ~ Conference on Security and Cooperation in Europe.

D

.

"DPATO -~ Discover Arerica Travel Qrzanizations, Inc.

DIT - Domestic Indenendent Travel - A prepaid, unescorted tour within the
U.S. designed to the specifications of an individual client or clients.

It

EP - Europesn Plan - A hotel rate that includes bed only; any meals are extra,

ETC - European Travel Comaission

I

FIT = Foreicn Individual Tour

FT - A complimentary or reduced~rate travel program for travel agents and/or
airline erplovees and troavel writers that is designed to zequaint them with
a specific destination or destirctions to stimulate the sale of travel.

G
GIT -~ Group Inclusive Tour = A prepaid tour of specified minimuam group size,
ingredients and value.




AAAAAAAA

3.

GTC - A Croun Travel Charter - Provide basic transportation for the general public
with or without ground accommodaticns.

4

HSMA - Hotel Sales Management Association Inmternational - A professional society
of sales~minded executives in the hotel/motel incustry. Commenly knowm as the
"Marketing Arm of the Hotel/Motel Industry.”

HBVB - Hawaii Visitors Bureau

1

TACE ~ Intermational Asscciation of Convention Bureaus

ICCA - International Conzress and Conventicn Associztion

ICTA = Institute of Certified Travel Arents - An organization concerned with
fostering professicnalism in the travel industry through develcping and
administering educational pregrams for travel agents. The designatien
"Certified Travel Counselor” or "CIC" is awerded to individuals completing
ICTA certification program.

IT - Inclusive Tour - A tour which specifies elements-air fare, hotels, transfers,
etc.~—are offered for a flat rate. An inclusive tour rate does not neceéssarily
cover all costs such as in an all expense tour (all or most services for a pre-
established price.)

ITB -~ Inclusive Tour Bulk - Minimum number of passengers plus a ground tour

package, usually between 60-90 passengers. Also an annual International
Tourism Exhibiticn in Berlin.

ITC = Incliusive Tour Charter - It is a fixed price vacztion package
the general public by a tour operator who charters the aircraft, arr
hotel accommodatiens, meals, ground transportaticn and baggage handlin g This
node is governed by CAR rules thet require, 1) a duraticn of at leact 7 davs,

2) minimum of 3 overnight stops 50 miles or more apart, and 3) a price for the
package not less than 110 percent of the ccmparable individually ticketed fare

over the same routing.

-W Q
1 orh

TUOTO - International Union of Q0fficial Travel QOrzanizations

IVIS -~ International Visitors Information Scrvice

TATA - Internztional Air Transnort Agscciaticn

ot

MAP - Modified American Plan ~ A hotel reoom rate including breakfost and either

lunch or dinner.

Co - }'}Q«ﬂ:( l:greon C‘“"‘"""b Or -\'r‘ - A d{JCU "

A
scrvices to the pe

Hrr

b ved by an airline or
requesting the issuve of a ticket or provisica ¢ i



4,

nznad in the order.
!

NACA ~ National Air Carrier Association -~ The trade assoczatlon of U.S. supple~-

mentzal airlines.

NATO - National Association of Travel Oreanizations

NPS ~ llational Parks Service

NTBA - Mational Tour Brokers Association -~ A trade association of U.S. motor

ccach ecparators with the purpose of promoting member professicmalism and motor
coach tour development.

NTBRC = National ”our*sm Resources Review Cormission

)
OAG - Official Airline Guide

QAS — Qrcanirsation of American States

QFECD =~ Orecanization of Economic Coomeration and Develonment

QT ~ One~Sror Tour Charters — Is a package tour, including hotel and cther

 ground acccmmodations along with a charter flight.

b4

PATA =~ Dacific Area Travel Orgznizztion

R

RTCA -~ Regionzl Travel Cemmission of the Americas

s

SATO - South American Travel Organization

SEC = Special Events Charter -~ 'The SEC is an adjunct to the OTC. It allows the
air charter air transportation to be used for attending special events including

‘certain athletic contests, concerts, art exhibits, or CQannthuS.

STC ~ Studw Tour Charter - Avallable only to students cnrolled in a formal ccurs

of acadenic study in znother country. Must last four weeks and must include 15
hours a week of classroom altendance.

I

CTAB » Travel Advisorv Board

TBY = Tour RDasing Fare - A reduced-rate excursion fare available only to those




5.

who buy prepaid tours or packages. Inclusive tour, group inclusive tour, incen-
tive group, contract bulk inclusive tour, tour basing, and group rournd-trip
inclusive tour basing fares are all tour basing fares.

TGC -~ Tour Group Charter = Charter plus a ground tour program packaged together

with it.

TIAC - Travel Industrv Asscciation of Canada

TTRA ~ The Travel Research Association ~ A professional society of travel

industry market research specialists.
L

USIA ~ United States Information Acency

USTDC - United States Travel Datz Centar (part of DATC)

GSTS = United States Travel Service

¥

YL ~ Voluzme Incentive — An extra cormission; sometimes called an overriding

commission. Airlines pay overrides on ticket sales made in conjurction with
air tour sales. Wholesalers pay them as bonuses  for volume business.
Suppliers pay them to provide a profit margin for wholesalers (who themselves

pay commissions.) Hotel groups pay them as a volume incentive to wholesalers.

W

—

WACTL = Vestern Awerica Convention zrnd Traovel Institute

WATA ~ World Asscciation of Travel Agents

Vi0 =~ World Teocurism Organization






