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About
Brand USA




BRAND USA WORKS TO INCREASE
INTERNATIONAL VISITATION TO THE
UNITED STATES IN ORDER'TO [FUELTHE
U.S. ECONOMY AND ENHANCGE THE IMAGE
OF THE UNITED STATES WORLDWIDE.




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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Brand USA Tourism
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Brand USA Economlc Impact

L

'"1}.,;;?;}-'i 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 ;li‘

Nearly $63 BILLION in total economic impact







REAL GDP GROWTH

(Annual % change)

Global
Economic

Outlook

b

]

%]

2016 2017 2018 2019 2020 20 2022 2023 2024 2025 2026 2027
—Advanced economies —Emerging market and developing economies —'World
Source: IMF; April 2024
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Global
Tourism
Landscape

Source: Oxford Economics, June 2024

Global International Travel

100%

27%

2019 2020

% relative to 2019 levels

123%

1M3%
101%
87%
63%
31%

2021 2022 2023 2024 2025 2026



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

Visitation in millions % relative to 2019 levels

92.7
79.4 76-9 N7%
100% 66.5
50.8
19.2 22.1
24%
2019 2020 2021 2022 2024 2026 2027

Source: Tourism Economics, July 2024.



Brand USA Haleakala National Park, Hawaii

Visitation and Spend
g TS,
SSS 4th;, U.S.
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Impact of Top 12 Markets

80% of visitation comes from:

o Canada

o Mexico

o United Kingdom
o Germany

o India

o Brazil

o South Korea
o France

o Japan

o China

o Italy

o Australia

Source: Tourism Economics, February 2024
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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



U.S. REMAINS THE WORLD'S MOST POWERFUL
TRAVEL & TOURISM MARKET

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

$147B +16%  $649M

YTD (JAN-JULY) YTD (JAN-JULY) SPENT PER DAY
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Consumer
Trends
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VISITATION TRENDS

C
;0 SIGHTSEEING | 92%

1| SHOPPING | 86%

i NATIONAL PARKS | 34%

q‘j{@ GUIDED TOURS | 31%

_{© WATER SPORTS | 26%
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Marketing
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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

of Distinctive Possibilities
Showcase the freedom and
transform ative, distinctive experiences
only the USA can offer travelers.

Educate with Targeted &
Individualized Experiences

Create confidence by connecting
travelers with destinations and
experiences so theycan personalize their
USA trip based on what they love.

Simplify Planning

Help travelers m ake the m ost

oftheir visit by sharing
—_— valuable resources to aid in

their active decision-m aking

process.

T Convert Travelers with
Urgency & Seamless
Integrations

Drive urgency to book now
through our partners.



a _ _ vhere 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 ilored 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 creatq

= 2






http://www.youtube.com/watch?v=euJB7ilp6T0

INSPIRATION AND CONSIDERATION

Visit The USA © - B A= . ROl
et el e e L - L N - L]
Da you know the island of Kauaiin Hawai? We nicknamed it *The

Garden Island* ! §§

Famous for its lush landscapes, it offers idyllic beaches,
spectacular walertalls and impressive cliffs. 7

Explors Waimea Canyon, alsa called the *Grand Canyen of the
Pacific,* and hike the Kalalau Trad for unique pancramas of the
Napal coast.

Then relax on Poipu's while sand beaches and swim in the
crystal clear, iconic waters of the Hawaian archipelago

Practical Tips:

car to explore the island Bl youl own pace. J&§
- Bring hiking shoes 1o enjoy the many trails
- Taste iocal specialties such as poke and shaved ice. §

Pack your bags, and tag in the comments the person you want 1o
wisit this trogical paradise wih!

. Cyrus Perry
Say aloho ta the sun, waves, beeches and the lacals of

g Honalalu, Hawall
£ Rate this trans]

©Qanvy

Gl Lwad oy danicamp1® and others

wisittheusa Enter your sarfing era and celshrate Wod
Hawm:

Mibos Indo the sarf coulture of the dlcha State oith 1
calching tha perfect wave whils protecting cur ocaal

h Q







PLANNING AND BOOKING

USA Itineraries

\:Fis\(The\JSAAcom
i Brand USA 11 a ES your official guide, we'll show you a diverse range of unique experiences that are
MegaFam all within your reach.

ISLAND DISCOVERY:

HAWAIIAN ey

AIRLINES

HAWAIIAN ISLANDS

Nl
&N wn
un'®

-

LANAIL HAWAII MOLOKAL HAWAII

=



http://drive.google.com/file/d/1AUrGkSCD9-4RhTBzaFpLPsxTnCA7qolc/view

PARTNERING WITH HAWAI'l TOURISM AUTHORITY







Brand USA

Brand USA Marketing Partnership Opportunities
Tuesday| 10:15a.m .| Room 311

MAYA HUA SUZY SHEPARD
Senior Managet, Director,
Partner Engagement Global Trade (APACQC)
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FUTURE OPPORTUNITIES

Il INNOVATION/ Al

i MEETINGS, INCENTIVES,
CONVENTIONS, EVENTS

ll GLOBALPR

Il TRAVEL BEYOND THE GATEWAYS
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THANK YOU

CONNECT WITH US

f @BRAND USA @BRAND USA ) @BRAND USA
@& TheBrandUSA.com
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