Reserve Exhibitor Space at Rhode Island’s
Most Anticipated Travel Event with
+100 Destinations!
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Outdoor Adventure & Travel Expo

Over $980 Million In Travel Bookings

have been influenced by the travel & adventure expos!

“I've been to several travel events around the country this year

Face-to-Face Marketlng and each one provides me with different vacation options from

Remains #7 Proven around the world. Being able to talk face to face and one-on-one
with the professionals from various travel agencies and expert
ource for Customer : : ( S ane ‘
| speakers gives me confidence that I’'m getting reliable information
Loyalty and Sales! before | book my next vacation.” — Steve, Conneticut

92% plan on returning to the show

Audience Demographic Insights Reveal How Travel Shows Attract

Affluent, Educated, Active Consumers
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female married or age 35+ hold a make over
commited in peak college $100k a year
realationship earning degree
years

Bring In the Right Audience

Our World.
Coming Soon to Little Rhody!

$980m+ Million Dollars Spent Annually on Travel
$5,462 Average Annual Travel Spend

96% Of Travel Show Attendees are Passport Holders
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multiple times a year : international travel

“We travel to learn about different people and cultures, as well as to experience
new things and try amazing food!” — Haley, Rhode Island

Impact on Bookings — Over $4 Billion in
Bookings & Counting

77% of those looking to book a trip, booked 4 % v

with an exhibitor they met at a trevel expo

83% will book this vacation within a year

o travelers spend over $5,000 on travel
73/9 annually with exhibitors or destinations
they or saw at a travel expo

“...love to travel. We have a few trips planned but we will be at Xploré Expo find another
aventure—something new and exciting!.” — Mike, Rhode Island
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“Going to a travel expo, is just so exciting... you bump into
everyone that has been bitten by the travel bug.” — Stephanie, New Hampshire

Making an Impression

Multi-Media Campaigns Generate Hundreds of Thousands of Impressions Locally
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Travel Spealge
Brmg Inqu131t1ve Travel Fans

“Travel adventure shows are a rare opportunity to get thousands of
travelers in the planning stage of their trip. If you want to put your
company at the forefront of the minds of travel dreamers, this is
certainly a great opportunity. ” — Jeremy Blount

R 61% say kid co-planning = happler trlps
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