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Brand USA’'s
Role & Impact "~
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Travel & U.S. TRAVEL

Tourism

usA

VisitTheUSA.com
ASSOCIATION"®

Brand USA

PROMOTION ADVOCACY

POLICY
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BRAND USA FUNDING MODEL

and the Electronic System For Travel Authorization (ESTA)

Traveler applies for a
travel authorization
(ESTA) on the
Department of
Homeland Security
website at:
esta.cbp.dhs/gov/esta

The $21 Fee is paid to
the Department of
Homeland Security.

The ESTA is valid for
multiple trips to the
USA for two years.

%‘4 ND st‘-‘s"

$4 covers
administrative cost for
the U.S. Department of
Homeland Security

$17 is held in the
Travel Promotion Fund
in the U.S. Treasury

For every $1 Brand USA
raises in cash and
in-kind contributions,
Brand USA is eligible to

receive $1from the

Travel Promotion Fund
(up to a max. of $100M

annually).
v) 100M

IOPM + Travel
Contributors Promotion

Fund
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VisitThelUSA.com

Brand USA

Where
Brand USA Regional DMOs
Fits In

State DMOs

Local DMOs
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Brand USA Economic Impact

D

s4 | Over the past 11 years (FY13 FY23), Brand USA’s
»] marketing efforts have generated:

8.7 MILLION incremental visitors

$28.8 BILLION incremental spending

Over 36,800 incremental jobs
on average supported each year

$8.3 BILLION in federal, state, and local taxes ‘;}

Nearly $63 BILLION in total economic impact
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NATIONAL TRAVEL & TOURISM STRATEGY

National Travel
Tourism Strategy

Focuses federal efforts to support
travel and tourism in the U.S.

Establishes a five-year goal of
attracting

90 million visitors, who will spend
$279 billion annually

Envisions private and public sectors
working together to increase the value
and volume of tourism
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~U.S. REMAINS THE WORLD'S MOST

PO\}I}ERFUL TRAVEI. & TOURISM MARKET ¢







REAL GDP GROWTH

(Annual % change)

Global
Economic

Outlook
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—Advanced economies —Emerging market and developing economies —'World
Source: IMF; April 2024
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Tourism Landscape

100%

27%

2019 2020

Source: Oxford Economics, June 2024

31%

2021

63%

2022

Global International

Travel
% relative to 2019 levels
113% 123%
101%
87%
2023 2024 2025 2026



U.S. Inbound Travel Forecast:
Visitation to surpass pre-pandemic levels in 2025

Visitation in millions

79.4

19.2 221

2019 2020 2021

Source: Tourism Economics, October 2024.

50.8

2022

66.5

2023

73.0

2024

83.3

2025

90.6

2026

94.5

2027



Spending: Top Markets 2023

Spending in $billions

31
22
20
19
18 18
15
13
12
11
8 . 9
7 7 7
I II i I 5 5

Canada China India Mexico United Kingdom Brazil South Korea Germany Australia Japan

Source: U.S. Bureau of Economic Analysis, June 2024. w2019 m2023



2024 Year-to-Date U.S. Travel and Tourism Spending

B +16%  3649M

PPPPPPPPPPP
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Impact of Top 12 Markets
80% of visitation comes from:

Canada
Mexico
United Kingdom
Germany
India

Brazil

South Korea
France
Japan
China

Italy
Australia

Source: Tourism Economics, February 2024
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GoWest

Visitation




2023 Visitation by State

2,263
350
607 361
156
207
730
1,084
4,324 731

537

International overnight visitation in thousands.
Source: Tourism Economics, November 2024.



Recovery by State

104%

Source: Tourism Economics, November 2024.
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Top 15 Markets Based on 2024 Seat Capacity

Non-stop seat capacity in 2019 and 2024

2019 2024 2024/2019
Mexico 6,430,598 8,298,791 129%
Canada 6,863,917 6,796,068 99%
United Kingdom 3,157,837 3,217,062 102%
Japan 1,994,896 2,304,021 115%
Taiwan 1,380,473 1,892,823 137%
Germany 1,569,072 1,724,629 110%
South Korea 1,396,784 1,613,697 16%
France 1,255,210 1,231,337 98%
Australia 1,447,087 1,170,081 81%
China 2,677,258 944268 35%
Netherlands 811,659 790,467 97%
Hong Kong - China 1,188,807 727,868 61%
El Salvador 342934 597,474 174%
Turkey 253,723 577,000 227%
Philippines 494 965 532,443 108%

Source: Sabre, November 2024.



2024 Seat Capacity by Destination

14,492,022
9,596,959
3,884,003
2,732,122
2,185,991 1,737,302
. I l l . 762,328 598,463 516,553
. == - . - -
Los Angeles  San Francisco Seattle Denver Las Vegas Phoenix Salt Lake City San Diego Portland

H 2019 m2024

Source: Sabre, November 2024.

411,093
I

San Jose

1,463,366

Other



New Routes 2025

Source: Sabre, November 2024.






How Do We
Select Our
Markets?

OPPORTUNITY

Travel Market Size
Country Size
Market Growth
Headroom

VALUE

Purchasing Power
Visitor Value
Affordability

Market Presence

PROPENSITY

Sentiment
Alignment

CONSTRAINTS

Risk
Accessibility




PLANNING PREFERENCES

Planning Timeline
Last International Trip
Preferred Travel Months

ONLINE BEHAVIOR

Google Trends
Social Listening
Channel / Website Preferences

IMPRESSIONS & INTEREST

Travel Motivators
Impressions of the USA
State Preferences
Net Promoter

Focus on
Consumer
Sentiment &
Behavior



DRIVING
of travelers want to travel to CGMFO RTAB"_ITY days stayed on average

destinations that they have
been before

Source: American Express 2023 Global Travel Report | National Travel & Tourism Office | Tourism Economics | Brand USA Market Intelligence 2024
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FY25 TARGET MARKETS

North America

Canada
Mexico

Latin America

Brazil
Colombia

Europe

Benelux
(Belgium, Netherlands,
Luxembourg)
German-speaking region
(Germany, Switzerland, Austria)
France
Ireland
Italy
The Nordics
(Denmark, Norway, Sweden,
Finland, Iceland)
Spain
United Kingdom

Asia & Oceania

Australia & New Zealand
China
India
Japan
Southeast Asia
South Korea



STRATEGIC MARKETING FRAMEWORK

Inspire with a Variety Educate with Targeted &

of Distinctive Possibilities Individualized Experiences
Showcase the freedom and Create confidence by connecting travelers

transform ative, distinctive g / with destinations and experiences so they
experiences only the USA can can personalize their USA trip based on what

offer travelers. they love.

Simplify Planning

Help travelers m ake the most of
their visit by sharing valuable
resources to aid in their active
decision-m aking process.

TRAVELER
JOURNEY

Convert Travelers with Urgency &

Seamless Integrations
Drive urgency to book now through our
partners.



a _ _ where it's at."
Now, with_Experience it all," we aim to empowe ._people to
imagine and immerse themselves in the di ".rse and
enrlchlng experiences US has to offéf

¥
Our campaign'emphasizes that a trip to the USisn't just
about reaching your destination. It's about discovering a
travel experienc iflored to your dé es and
consistently exceeds your expectations. It' jus ? ut
the places you v%5|t it's about the emotlons sto‘ es, f g‘"
lasting moments you creata

o 2







INSPIRATION AND CONSIDERATION

visittheusa
Stephens Gap Cave

UsA

Now Streaming on GoUSA TV

GOUSA TV is the premier channel for stories about travel. Watch award-winning series, movies, and shorts about outdoor adventures, exciting road trips, foodie hot spots, and must-see places.
Explore and get inspired by diverse perspactivas and experiences across America.

visittheusa

Visit The USA: Guide ToUSA X+

% visittheusa.com

The official travel site
of the USA.

Destinations Experiences

Qv

Learn About Visa, Entry & Travel Liked by mfiackd and others
% \aere . visittheusa Like a scene from a movie!
S Tlps Callahan Cave Preserve in Woodbille, A |
g = us big Indiana Jones energy. E¢

View more

L )
Liked by muh.younes and others
visittheusa From soulful rhythms to inspiring history

lessons, February brings a full calendar for you to
commemorate Black History Month.







WANT TO BE FEATURE

SEND US YOUR CONTENT .4
o

D? &

WE ARE ALWAYS ACCEPTING

* Image and video assets for social media
promotion.

* Episodic video assets for our streaming
channel.

WHAT WE LOOK FOR

» Story arc. The storyline must have a concrete
beginning, middle, and end for viewers to
follow, as well as engaging emotion through
drama, conflict, fun, or comedy.

* Builds a unique sense of place by featuring
cultural elements such as food, music, sports,
tradition, or other attributes

* Motivates a viewer to say: “l want to go do that
thing, in that place, with those people!”




PLANNING AND BOOK

TRIPS
sandusa . - UJ S A

START OPTION 1

i field, lllinois 3 hours and 11 minutes / 325km !
RAUY ¢
i 5 1 hour and 30 minutes / 155km |
START OPTION 2 il

Dubuque, lowa to Hannibal, Missouri 3 hours and 48 minutes / 392km 2

Hannibal, Missouri to St. Louls, Missouri 1 hour and 54 minutes / 188km

CONTINUING FROM ST. LOUIS.
St. Louls, Missouri to Nashville, Tennessee 4 hours and 35 minutes / 497km
Nashville to Memphis, Tennessee 3 hours and 12 minutes / 341km
Memphis, Tennessee to Cleveland, ippi 2 hours and 1 minute / 185km

Cleveland to Natchez, Mississippi 3 hours and 13 minutes / 290km

Natchez, Mississippi to New Orleans, Lot 2 hours and 50 minutes / 283km
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FY25 SCHEDULE

Missions & B2B Days

Jan 13-17 July 21-25
Mexico Sales Mission Japan & Korea
Sales Mission (TBQ)
. Jan 19-24
v India Sales & Media Mission September
4 China Sales Mission (TBD)
= Feb 10-T1

New Zealand Expos

-

Feb 13
Australia B2B

|
|
|
i
R
|
]
|
|
|

March 17-21
South America Mission

April 28-May 2
Canada Connect East

May 20-23
Canada Connect West



FY25 SCHEDULE

Other Events

Oct. 13-19, 2024
SXSW Sydney

Oct. 21-24, 2024
Travel Week U.K. & Europe

Oct. 29-Nowv. 4, 2024
South Korea MegaFam

March 24-28, 2025
Mexico Roadshow

March 23-April 4, 2025
The Great USA Road Trip
Europe

April 1-8, 2025
LATAM MegaFam

May 13-20, 2025
UK/Ireland/Europe MegaFam

May 20-22, 2025
IMEX Frankfurt

July 2025
The Great USA Road Trip
Australia

September 2025
Germany MegaFam
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Rising Together:
How to Partner
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BRING PARTNERS TOGETHER
TO MAKE A BIGGER SPLASH

I
\




BRING PARTNERS TOGETHER IDENTIFY FOGUSED
TO MAKE A BIGGER SPLASH OBJECTIVES, MARKETS,
TIMING AND SCOPE

I
\




BRING PARTNERS TOGETHER IDENTIFY FOGUSED
TO MAKE A BIGGER SPLASH OBJECTIVES, MARKETS,
TIMING AND SCOPE

&
BUILD UPON ESTABLISHED ‘

TRADE PRESENCE TO SHOW
PROXIMITY




BRING PARTNERS TOGETHER IDENTIFY FOGUSED
TO MAKE A BIGGER SPLASH OBJECTIVES, MARKETS,
TIMING AND SCOPE

&
BUILD UPON ESTABLISHED ‘ LEVERAGE IDENTIFIED BRAND

TRADE PRESENCE TO SHOW USA PROGRAMMING T0
PROXIMITY MAXIMIZE VALUE




APPROACH

Capitalize on increasing exposure in a shared market of
interest, Australia, encouraging travelers to stay longer and
explore past major gateway cities within the Pacific/Western | Sl
region of the USA. =y ]

i
VI{\S
)
|
1

RESULTS /Bdllahoratign Focus;s

A N AL
& b o s

100 % ofthg r.egic.)nal.delegation maintained their i g i’g‘
68% over delﬁ/aer:;/ccﬁwaitrf grlens;kc‘)eng;onudpégoygggé of bookings. 2 lﬁiiﬁe [r Me'stsagi“ g & A
_Combined’tfforts to
COLLABORATING PARTNERS Increase Awareness in
Travel Oregon ” Australia

State Of Washington Tourism

Travel Nevada
Arizona Office of Tourism
Utah Office of Tourism
Colorado Tourism Office

48
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USA

EXPLORER

PRESENTED BY VISIT THE USA

USA

EXPLORER

PRESENTED BY VISIT THE USA

The official travel site
of the USA.

Destinations Experiences

i

Western Wonders Roa<d Trip: Natural Beauty in
Colorado, Utah and Arizona

By Aimee Kohler

oLas Vego®
.

Abuquerque The Western USA is a region of dramatic landscapes, where
= i i €2024 oo red rock towers rise into blue skies and million-year-old rivers
3 s Route distance: carve deep patterns into the earth.
L 2014km
vEHTuRE E 3 Suggestad Time: Immerse yourself in diverse beauty on a road trip through this wild and wonderful expanse, enjoying unique lodging

19 ks and exciting detours along the way. Help preserve these picturesque landscapes by considering eco-friendly travel
options and sustainable attractions. Along the way, glide over a scenic gorge in a gondola, hike remote trails to
WESI‘ FUR spectacular waterfalls and observe cosmic wonders in an International Dark Sky Place, or set off on your own
vE HT“R E w E ST adventures as you discover the many other treasures waiting for you in Colorado, Utah and Arizona,

i oz

49



APPROACH

Led a State — gateway city collaboration with Condor Airlines.
Delivered joint messaging during a key planning period to
increase seasonal bookings.

RESULTS

) I,a ) 13M impressions
ocug. ; 7,769 attributable flight searches

+14% increase in bookings compared to year before

PR
g ey
ot
i
Wit

Gembined Efforts.to COLLABORATING PARTNERS

icrease Bookings on
Seasonal Condor Flight ARIZONA  pHOENIX

THE GRAMD CAMYOMN STATE
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condor =

Flug bachen & planen

Aug vorkarsien

i Elluﬂﬂr:rmnlu 32 Deutsch ” -3] MyCondar

Flegen & g

msen  Miaine Buchung Jeipartal Comdor Shop

B R \mu

- "'lﬂ" .."L..rﬁ dg

IZONA | oo AEn

| o |

o x _  Sesncanx % Wemitnr
Hamburg- Stuttgart- Berlin- Direktflige nach
Phoenix Phoenix Phoenix
ab 419,99* ab 389,99 ab 419.99".

@ Phoenix, USA

PHOER i
ARIZONA RS

~Entdecke |

das HE!Z f
von AriZona
Q

Lesm more

Bereit, #Arzona 7u entdecken? 3

» Sgrormoned

51


https://socialdisplay.info/polar/?mv-preview&mvpi=9b4ac3309c8f46249b897b45e213c022&mobile=1
https://socialdisplay.info/polar/?mv-preview&mvpi=9b4ac3309c8f46249b897b45e213c022&mobile=1
https://socialdisplay.info/polar/?mv-preview&mvpi=9b4ac3309c8f46249b897b45e213c022&mobile=1
https://socialdisplay.info/polar/?mv-preview&mvpi=9b4ac3309c8f46249b897b45e213c022&mobile=1

APPROACH

3 States collaborated in efforts to amp up consumer
messaging during key booking periods in Australia through
a USA themed event in Sydney.

Utah Nevada and
RESULTS Oregon Collaboration

The festival was experiences by more than 300,000 highly Focus:
engaged participants.
PR: 81 Unique pieces of content was created between
ned and paid with illion

COLLABORATING PARTNERS

ELEVATED

LUTAH NEVADA OREGON
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The Beehive State

WHAT'S ON @ USA HOUSE (Pumphouse, Sydney)
Monday, 14th October

Today, da and Oregon states.
check out our interactve experiences.

-------- TRAVEL
OREGON
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TOP THREE TAKEAWAYS

Leverage Brand
USA’s research
and trade
resources for
international
marketing
decisions.

Send in your
content to he
featured on
Brand USA
owned
channels.

Maximize
impact hy
pooling
resources,
expertise and
co-op with
Brand USA.



CONNECT wn""’”S e
§ @BRANDUSA ] @BRAND USA 34 @BRAN” ”SA‘ -
@ TheBrandUSA.com « |
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