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BRAND USA WORKS TO INCREASE 
INTERNATIONAL VISITATION TO THE 

UNITED STATES IN ORDER TO FUEL THE 
U.S. ECONOMY AND ENHANCE THE IMAGE 

OF THE UNITED STATES WORLDWIDE. 

Hilo, Hawaii
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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 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 $1 from the 
Travel Promotion Fund 

(up to a max. of $100M 
annually).

100M
Contributors

100M
Travel 

Promotion
Fund

+
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ADVOCACY

POLICY

U.S. 
Travel & 
Tourism

PROMOTION

https://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=2ahUKEwjjjc_us8bgAhXLbSsKHRV8AO4QjRx6BAgBEAU&url=https://www.industryweek.com/economy/how-government-shutdown-affecting-trade&psig=AOvVaw1oaB4VGC3dYLXQCa1_P3s0&ust=1550617873559412
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U.S.-JAPAN 
TOURISM 
YEAR

Waikiki, HI
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02
Global 
Outlook
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Global 
Economic 
Outlook

REAL GDP GROWTH
(Annual % change)

Source: IMF; April 2024
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Global International Travel
% relative to 2019 levels

Source: Oxford Economics, June 2024

Global
Tourism 
Landscape



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

Source: Tourism Economics, July  2024.

Visitation in millions % relative to 2019 levels
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Visitation and Spend

Haleakala National Park, Hawaii
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7th in U.S.  

$$$  4th in U.S. 

2023 Hawai‘i  International 
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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



KEY POINT

KEY POINT

KEY POINT

KEY POINT

Brand USA

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

NATIONAL TRAVEL & TOURISM STRATEGY
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KEY POINT
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Brand USA
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2024 Year-to-Date U.S. Travel and Tourism Spending

SPENT PER DAY

$147B +16% $649M
YTD (JAN-JULY) YTD (JAN-JULY)
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VISITATION TRENDS
SIGHTSEEING | 92%

HAWAI‘I INTERNATIONAL 

SHOPPING | 86%

NATIONAL PARKS | 34%

GUIDED TOURS | 31%

WATER SPORTS | 26%
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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
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TRAVELER 
JOURNEY

Inspire with a Variety 
of Distinctive Possibilities
Sh ow ca se  th e  fre e d om  a n d  
t ra n sfo rm a t ive , d ist in c t ive  e xp e rie n ce s 
on ly th e  USA ca n  o ffe r t ra ve le rs. 

Educate with Targeted & 
Individualized Experiences
Cre a te  con fid e n ce  b y con n e ct in g  
t ra ve le rs w ith  d e st in a t ion s a n d  
e xp e rie n ce s so  th e y ca n  p e rson a lize  th e ir 
USA t rip  b a se d  on  w h a t  th e y love .

Simplify Planning
He lp  t ra ve le rs m a ke  th e  m ost  
o f th e ir visit  b y sh a rin g  
va lu a b le  re sou rce s to  a id  in  
th e ir a c t ive  d e c ision -m a kin g  
p roce ss. 

Convert Travelers with 
Urgency & Seamless 
Integrations
Drive  u rg e n cy to  b ook n ow  
th rou g h  ou r p a rtn e rs.

STRATEGIC MARKETING FRAMEWORK



Experience it all.
In our previous campaign, we declared, "This is where it's at." 
Now, with "Experience it all," we aim to empower people to 

imagine and immerse themselves in the diverse and 
enriching experiences US has to offer.

Our campaign emphasizes that a trip to the US isn't just 
about reaching your destination. It's about discovering a 

travel experience that's tailored to your desires and 
consistently exceeds your expectations. It's not just about 
the places you visit; it's about the emotions, stories, and 

lasting moments you create.



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


Brand USA INSPIRATION AND CONSIDERATION



Experience It All



Brand USA PLANNING AND BOOKING

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


Brand USA PARTNERING WITH HAWAI‘I TOURISM AUTHORITY



Brand USA
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Brand USA Marketing Partnership Opportunities

MAYA HUA
Senior Manager, 

Partner Engagement

SUZY SHEPARD
Director, 

Global Trade (APAC)

Tu e sd a y |  10 :15 a .m . |  Room  311
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Ahead?
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FUTURE OPPORTUNITIES
INNOVATION / AI

MEETINGS, INCENTIVES, 
CONVENTIONS, EVENTS

GLOBAL PR

Waikiki, HI

TRAVEL BEYOND THE GATEWAYS
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Mahalo



THANK YOU
CONNECT WITH US


	Shaping the Future of U.S. Inbound Tourism
	Aloha
	Slide Number 3
	BRAND USA WORKS TO INCREASE INTERNATIONAL VISITATION TO THE UNITED STATES IN ORDER TO FUEL THE U.S. ECONOMY AND ENHANCE THE IMAGE OF THE UNITED STATES WORLDWIDE. 


	Slide Number 5
	Slide Number 6
	Slide Number 7
	Brand USA Economic Impact
	02
	Global 
Economic 
Outlook
	Global International Travel�% relative to 2019 levels�
	U.S. Inbound Travel Forecast:�Visitation to surpass pre-pandemic levels in 2025
	Visitation and Spend

	Impact of Top 12 Markets
	Slide Number 15
	Slide Number 16
	03
	2024 Year-to-Date U.S. Travel and Tourism Spending


	04
	Slide Number 20
	Slide Number 21
	FY25 TARGET MARKETS 
	Slide Number 23
	Slide Number 24
	Slide Number 25
	Slide Number 26
	Experience It All
	Slide Number 28
	Slide Number 29
	Slide Number 30
	Slide Number 31
	06
	Slide Number 33
	Mahalo
	THANK YOU

