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AGENDA
Brand USA

• Digital Asset Management 
DAM

• Social Media

• GoUSA TV

• VisittheUSA.com

• Co-Ops

• Global Trade Landscape
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101

Brand 
USA



Our Role in the Industry
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International
Visitation

State of 



National Travel and Tourism Strategy Goals:

Global Consumer
Campaigns Travel Trade Outreach

Cooperative
Marketing Programs

• To welcome 90 million annual international visitors by 2027.
• For those international visitors to spend $279 billion annually.



INTERNATIONAL VISITATION
MORE IMPORTANT THAN EVER BEFORE



International Inbound Spending 2023

$226B
SPENT ON TRAVEL TO & WITHIN THE USA

+31% $619M
Over 2022 Daily 

Spending

January –
December 2023

Source: U.S. Bureau of Economic Analysis and NTTO, June 2024
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U.S. inbound travel forecast to surpass pre-pandemic levels in 2025

Source: Tourism Economics, July  2024.

Visitation in millions
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2024 Year to Date Overseas Arrivals

Source: NTTO, September 2024

Arrivals ↓ YOY Change
United Kingdom 2,590,065 4%
India 1,554,020 30%
Germany 1,292,854 12%
Japan 1,202,620 34%
Brazil 1,200,311 22%
France 1,160,172 10%
South Korea 1,143,634 12%
China 1,121,562 61%
Italy 756,667 18%
Colombia 673,128 20%
Australia 653,460 10%
Spain 597,674 14%
Argentina 465,622 16%
Netherlands 421,483 12%
Dominican Republic 342,499 11%
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Spending: Top Markets 2023

Source: U.S. Bureau of Economic Analysis, June 2024.
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MARKET INTELLIGENCE



Characteristics of the USA

Source: Brand USA/Big Village’s Caravan Omnibus Study, December 2023
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United States: Top 15 States and Territories of Interest
California, New York, and Florida are the top 3 states of interest among respondents who expressed a 
likelihood to visit the USA sometime in the future. Hawai‘i ranks 4th. 
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Washington
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Washington, D.C.

Hawaii
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New York

California

Source: Brand USA 2024 Market Intelligence Survey

Q: Please select which of the following U.S. states and territories you are interested in 
visiting on a future overnight leisure trip to the United States. 

Base: Respondents likely to visit the United States sometime in the future, N=23,693
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United States: Interest in Hawai‘i by Country
Japan and South Korea expressed the highest interested in visiting Hawaii sometime in the future, 
followed by Australia and Sweden. 

Source: Brand USA 2024 Market Intelligence Survey

Q: Please select which of the following U.S. states and territories you are interested in visiting on a 
future overnight leisure trip to the United States

Base: Respondents likely to visit the United States sometime in the future, N=23,693 - % Hawai‘i

U.S. State/Territory % Interested in Visiting

TOTAL RESPONDENTS 25%
Japan 44%

South Korea 41%
Australia 35%
Sweden 31%
Norway 29%
Canada 29%

Denmark 29%
Italy 27%

New Zealand 27%
India 25%

Germany 24%
United Kingdom 24%

U.S. State/Territory % Interested in Visiting

Brazil 23%
Mexico 23%

Colombia 23%
France 23%
Spain 23%
Chile 21%

Ireland 20%
China 19%

Belgium 19%
Argentina 19%

Peru 16%
Netherlands 16%

Ecuador 15%
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Hawai‘i: Top Attractions of Interest
Travelers who expressed an interest in visiting Hawai‘i were asked about the specific attractions they 
would like to visit. Waikiki Beach received the highest level of interest (65%), followed by Volcanoes 
National Park and Pearl Harbor/USS Arizona Memorial (40% each).

3%

16%

17%

20%

21%

22%

22%

27%

40%

40%

65%

None of the above

Na Pali Coast State Park

Waimea Canyon State Park

Road to Hana

Molokini Crater

Hanalei Bay

Mauna Kea Observatories

Haleakala National Park

Pearl Harbor and USS Arizona Memorial

Volcanoes National Park

Waikiki Beach

Source: Brand USA 2024 Market Intelligence Survey

Q: Please select which of the following attractions you are interested in visiting on a 
overnight leisure trip to the United States? 

Base: Respondents interested in visiting Hawai‘i, N=5,911
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Marketing the 
USA and Hawai‘i

Marketing



It’s more important than ever to be top of mind for consumers 
and to raise the USA within their travel consideration set. 





Digital Asset Management DAM





Social Media



Social Media Inclusion



Social Media Inclusion



Social Media Inclusion

Want to be featured? 

Tag @VisitTheUSA to share your story
#VisitTheUSA



GOUSA TV
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Authentic, 
Compelling 
Storytelling

Want to be Featured?

•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: “I want to go do 
that thing, in that place, with those 
people!”



Visit the USA.com



Brand USABrand USA VISIT THE USA & GOUSA GLOBAL SITES

City Page



Co-ops



Brand USABrand USA OPTIMIZED AUDIENCE CAMPAIGN

Creative Examples

Tile Links to Destination Content in the ITG

Programmatic Carousel Ad Unit
Featuring up to 5 Tiles Home Page Example

Brand USA/Expedia Landing Page
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Partner Success
Portal

Brand
USA
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PARTNER SUCCESS PORTAL



Global Trade



What does the trade team do?

○ Maintains relationships with trade partners

■ Travel agents, tour operators, OTAs, airlines, receptives, 
Visit USA Committees 

○ Provide opportunities for our U.S. partners to engage 
with the travel trade

○ Educate our U.S. partners on key international markets

○ Conduct in-market tour operator campaigns

○ Bring key travel trade to the USA to experience it first-
hand

○ Train and educate the travel trade on the USA

○ Product development



GLOBAL REPRESENTATION IN 20 MARKETS 

THE AMERICAS
Mexico
Mexico City

Brazil
São Paulo

ASIA
China 
Shanghai

India
New Delhi

Japan 
Tokyo

South Korea 
Seoul

Southeast Asia
Tai Pei
Singapore

EUROPE
United Kingdom/Ireland
London

Germany, Austria, & Switzerland
Munich

OCEANIA
Australia 
& New Zealand
Sydney
Auckland

France
Paris

Benelux
Brussels

Italy    
Milan

Spain
Madrid
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Lack of direct flights,  
connectivity, and high 
flight prices. 

58

Challenges

Long haul trip for most 
markets. 

Hawai‘i (and all the USA) 
is expensive. $$$
Some markets unsure if 
Hawai‘i is open for 
business after Maui 
wildfires. 

Agents have low 
confidence/don’t know 
how to sell all the 
islands nor how to 
book specific 
experiences. 

High accommodation 
costs and increasing 
resort fees make it 
more expensive. 
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Very popular for 
honeymooners and mile-
stone birthdays. 

59

Strengths

Compelling destination for 
niche segments such as 
surfing, ecotourism, and 
wellness.

Strong affinity for and 
familiarity of HI, especially 
from Asia markets. 

Seen as a luxury 
destination in several 
markets.

Matches with the 
increasing request and 
priority of sustainable 
tourism. 

Seen as a brag-worthy 
destination for many.
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Brand USA Opportunities
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Additional B2B and B2C 
exposure

● Brand USA Co-Op 
Opportunities

● SXSW Sydney

● Sales Missions & B2B Days
● Roadshows
● TravelWeek Europe
● Fams & MegaFams

Increasing connections with 
the travel trade

Increasing destination 
knowledge

● Sales Missions
● Roadshows
● USA Discovery Program
● Webinars & Trainings
● Fams & MegaFams
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TRADE MISSIONS AND FAMS: FY24
Jan 21-25, 2024
India Mission → 1,672 B2B meetings

Jan 29-Feb 2, 2024
Mexico Mission - 1,990 B2B meetings

Feb 22-24, 2024
Australia B2B → 1,320 B2B meetings

March 11-15, 2024
South America Mission → 1,596  B2B meetings 

April 12-18, 2024
Canada MegaFam → covering 12 different U.S. 
states and Washington, D.C.

June 3-7, 2024
Canada Connect → 900 B2B meetings

July 8-12, 2024
Japan Mission → 713 B2B meetings

July 15-18, 2024
South Korea Mission → 276 B2B meetings

Sept. 23-30
U.K./Ireland MegaFam → 12 states, 20 cities

FY24: 22 confirmed fams covering 23 different U.S. states, Washington, D.C. 
and Puerto Rico

Brand USA
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FY25 SCHEDULE
Missions & B2B Days

Brand USA

Jan 13-17
Mexico Sales Mission

Jan 19-24
India Sales & Media Mission

Feb 10-11
New Zealand Expos

Feb 13
Australia B2B

March 17-21
South America Mission

April 28-May 2
Canada Connect East

May 20-23
Canada Connect West

July 21-25
Japan & Korea
Sales Mission (TBC)

September
China Sales Mission (TBD)

Save the Date
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FY25 SCHEDULE
Other Events

Oct. 13-19, 2024
SXSW Sydney

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

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

Brand USA

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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USA DISCOVERY PROGRAM RELAUNCH
Brand USA
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Takeaway
Top 3 
Takeaways



Top 3 Take Aways

Send your content to 
Brand USA

Engage with the travel 
trade teams for exposure We are a resource!



Thank you.
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