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Methodology

 Quantitative studied about international/intercontinental fravel
behaviors, moftivations, and desfination perceptions

« Data collection in Partnership with MMGY Travel Intelligence (Online
survey)

 Fleldwork: August 2 — September 15, 2023
« 25 countries
« 25,219 responses (~1,000 per market)

« Base criteria:
« Age: 20-64 years old

« Acftive international leisure travelers (traveled since 2021) planning to travel
intercontinentally in the next two years
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Markets

* Argenting
» Australia

* Belgium
 Brazil

« Canadao
* China

* Chile

» Colombia
« Denmark

« Ecuador
* France

« Germany
 India

* relana

o [Taly

e Japan

* Mexico

N
N
N

etherlands
ew Zealand
orway

Peru

« South Koreao
» Spain

« Sweden

* Unifed Kingdom _
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Travelers are giving more
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International Leisure Trip: Importance of
Personal Considerations

% Important or Extiremely Important

78%
Increasing my knowledge/understanding of other cultures _2%
76%
Seeing the world’s most unique attractions _ 72%
72%
70%
connectngwin natvre |
o
Pursuing personal hobbies/passions (sport, music, cooking) ﬂ
56%
Indulging in upscale/luxury experiences m
54%
Keeping fit/engaging in physically active recreation m
53%
Engaging my children in activities that are specialised for them ﬂ
51%
Staying within my comfort zone _ 46%
46%
2019 m2023
Q: Please indicate how important each of the following personal considerations generally are to you when deciding where to go on an ﬁ%ﬁ
infernational overnight leisure trip. Please select a number from 1 (= not at allimportant/not applicable) to 5 (= extremely important)
Base: All respondents, (2019 N= 17,343) (2023 N=25,219)

Source: Brand USA Market Intelligence Survey



International Leisure Trip: Importance of
Personal Considerations

(PPT change from 2019)

Satisfying a sense of adventure

Engaging my children in activities that are specialised for them
Indulging in upscale/luxury experiences

Keeping fit/engaging in physically active recreation

Pursuing personal hobbies/passions (sport, music, cooking)
Increasing my knowledge/understanding of other cultures
Resting and relaxation

Connecting with nature

Seeing the world’s most unique attractions

Staying within my comfort zone

HUsA

Q: Please indicate how important each of the following personal considerations generally are to you when deciding where to go on an e L
infernational overnight leisure trip. Please select a number from 1 (= not at allimportant/not applicable) to 5 (= extremely important)

Base: All respondents, (2019 N= 17,343) (2023 N=25,219) Brand USA
Source: Brand USA Market Intelligence Survey
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Importance of

International Leisure Trip

Personal Considerations

% Important or Exiremely Important
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Q: Please indicate how important each of the following personal considerations generally are to you when deciding where to go on an

infernational overnight leisure trip. Please select a number from 1 (= not at allimportant/not applicable) to 5 (

Base: All respondents, (2019 N=17,343) (2023 N=25,219)

Source: Brand USA Market Intelligence Survey

extremely important)
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Importance of

International Leisure Trip

Personal Considerations

(PPT change from 2019)
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Q: Please indicate how important each of the following personal considerations generally are to you when deciding where to go on an

infernational overnight leisure trip. Please select a number from 1 (= not at allimportant/not applicable) to 5 (

Base: All respondents, (2019 N=17,343) (2023 N=25,219)

Source: Brand USA Market Intelligence Survey
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International Leisure Trip: Top 10
Destination Considerations

The price of the overall trip 56%
Ease of travel to destination
Natural features/landscapes in the destination 46%
Variety of leisure aftractions 46%
Cultural offerings at the destination 46%
Activities available in the destination 41%
Quality of beaches 37%
Opportunity to explore lesser-known destinations 35%

Local experiences that are otherwise inaccessible 31%

N
N

Reputation/popularity as a travel destination 31%

VisitThelSA.com

Brand USA

Q: When you choose to visit a destination for an international overnight leisure trip, which of the following are most important?
Base: All respondents, N=25,219
Source: Brand USA Market Intelligence Survey, September 2023
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Q: When you choose to visit a destination for an international overnight leisure trip, which of the following are most important?

Brand USA

25,219
Source: Brand USA Market Intelligence Survey, September 2023

Base: All respondents, N



International Leisure Trip: Discouraging
Destination Characteristics

% Discouraging or Extremely Discouraging

Personal safety concerns 46%
Crowdedness 37%

Lack of information for me to plan my trip 35%

Cleanliness in the destination 34%

Political climate not aligning with personal views 32%
Inconvenience of travel to the destination 29%
Visa requirements/entry procedures 26%
Value for the money 23%
Environmental responsibilities and efforts 17%

Unfamiliarity with local customs/language 16%

Distance from home 12%

850238

Q: When deciding on which country fo visit for an international overnight leisure trip, please rate to what degree each of the following destination e L
characteristics discourages you from visiting. Please select a number from 1 (extremely discouraging) to 5 (not at all discouraging).

Base: All respondents, N=25,219 Brand USA

Source: Brand USA Market Intelligence Survey, September 2023




International Leisure Trip: Discouraging
Destination Characteristics

% Discouraging or Extremely Discouraging
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Q: When deciding on which country to visit for an international overnight leisure trip, please rate to what degree each of the following destination %;EMW
characteristics discourages you from visiting. Please select a number from 1 (extremely discouraging) to 5 (not at all discouraging).

Base: All respondents, N=25,219 Brand USA

Source: Brand USA Market Intelligence Survey, September 2023







Top 10 Countries Visited in Past Two Years

© United States (27%)
France (23%)

© Spain (22%)

Italy (20%)

O Germany (17%)
United Kingdom (13%)
Greece (12%)

Mexico (10%)

@ Portugal (10%)
Canada (10%)

Q: What countries have you visited during your international overnight leisure trip(s) taken since June 20212 -
Base: All respondents, N=25,219
Source: Brand USA Market Intelligence Survey, September 2023 Brand USA




Top 10 Countries Visited in Past Two Years

Spain 28% United States 247, United States 39%
France 27% France 23% Spain 25%
Italy 24% Germany 20% France 17%
Germany 21% Japan 17% Mexico 17%
United States 20% Australia 17% Italy 16%
Greece 17% Italy 17% Brazil 12%
United Kingdom 16% Canada 16% Argentina 12%
Portugal 13% United Kingdom 15% Germany 10%
Turkey 10% Singapore 14% Canada 9%
Canada 7% Mexico 9% Colombia 9%

usA

Q: What countries have you visited during your international overnight leisure trip(s) taken since June 20212 IR e

Base: All respondents, N=25,219 Brand USA
Source: Brand USA Market Intelligence Survey, September 2023




Most Recent International Leisure Trip
in past two years




4675

Travel to break
freefrom daily
routines

St oieh i
Brand US




Last International Leisure Trip: Reasons

| needed a break from my day-to-day routine 46%

| felt an urge to visit a particular place

| take this type of trip routinely/every year

| was taking advantage of a great
deal/package

| was traveling to visit friends or family

| wanted to check something off my bucket list

| was celebrating a milestone

| was traveling to attend an event

Q: Which of the following best describes what prompted you to take your most recent international overnight leisure trip?
Base: All respondents, N=25,219 _
Source: Brand USA Market Intelligence Survey, September 2023 Brand USA
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Infernational
travelers from
the Americas
took advantage
of a travel deal
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Last International Leisure Trip

Q: Which of the following best describes what prompted you to take your most recent international overnight leisure trip?

Base: All respondents, N



Last International Leisure Trip: Primary
Motivations

Treat myself and have fun

Reduce stress and recharge 21%

Learn about different cultures 13%

Connect with my family or loved ones 12%

Satisfy a sense of adventure 12%

Visit faraway friends or family 11%

Q: What was the main motivation for your most recent international overnight leisure trip2 e o
Base: All respondents, N=25,219

Source: Brand USA Market Intelligence Survey, September 2023 BranaUSs




Last International Leisure Trip: Primary
Motivations

29% 30%
22%
20% 20%
13% 147 14%
i,m% 1% 11%II 11%11%i
Treat myself and have Reduce stress and Satisfy a sense of Connect with my  Learn about different Visit faraway friends or
fun recharge adventure family or loved ones cultures family

mEurope BAPAC ®Americas ﬁﬁ)ﬁk

Q: What was the main motivation for your most recent international overnight leisure trip?

Base: All respondents, N=25,219 _
Source: Brand USA Market Intelligence Survey, September 2023 Brand USA

VisitThelUSA.com
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Next Intercontinental Leisure Trip: Regions

North America

Europe

Central America & Caribbean
Asia

Middle East & Africa

South America

Oceania
Don't know yet 9%
Q: What country(ies) will you likely visit during your next Intercontinental/International* overnight leisure trip in the next 12 months? %} 2 iﬂb
Base: All respondents, N=25,219 VisitThelSA.com
Eource: Brand USA Morke’r Intelligence Survey, September 2023 Brand USA
Canada and Mexico only



Nearly ;

40% of North Amerca 39%

Asia 33%

Central America &
E U ro p e q n s Caribbean 21%

are Iikely to visit South America™| 16%

North America e

nex* yeqr Don't know yet | 13%

Q: What country(ies) will you likely visit during your next Intercontinental overnight Ieisure trip in the next 12 months? AN

Base: All European respondents, N=11,099 —

Source: Brand USA Market Intelligence Survey, September 2023



next 12 Months

Two-thirds o« Asia-Pacific
travelers are likely to visit Euro P€ in

65%
39%
22% 21% 21% 20%
Europe North America Middle East & South America Oceania Central America Don't know. yet
Africa & Caribbean

Q:What countryfies) wilkyou likelyvisi-during yourinext intercontinental overnight leisure trip in the next 12 months?
Base: All Asia-Pacific respondents, N=6,045
Source: Brand USA Market Intelligence Survey, September 2023

usA

VisitThelSA.com

Brand USA




+ 607 -

Europe 60%

North America 54% A me ri cas Ilqu \VAZ, I ers

Central America &
Caribbean 35%

¢ - are likely to visit Euro pe in

Middle East & Africa "12%

: next 12 Months

Oceania 8%

South America 5%

Don't know yet 5%

Q: What country(ies) will you likely visit during your next Intfercontinental/International* overnight leisurerip in the next 12 months? ﬁﬁﬂ
Base: All Americas respondents, N=8,075 VisitTheUSA.com

Source: Brand USA Market Infelligence Survey, September 2023

*Canada and Mexico only Brand USA




Next Intercontinental Leisure
Trip: Length of Stay

57%
46% 45%
31%
21%
19% 18%
15% 16% 12% 117 B 147 7% ]2% 17% 187
10% 10% 10% 10%
| | | [
-+ ™ + -+
i ﬂ; i g 7 ﬂ; i s T
2 2 2 2
0 0 0 0
(- [ [ C
VA VA V4 VA
= = = =
o) o) o) o)
& Qa a &)
All Europe APAC Americas

usA

Q: How long will your next intercontinental/international* overnight leisure frip likely be?

Base: Respondents likely fo take an intercontfinental/international* overnight leisure trip in the next
12 months, N=22,885

Source: Brand USA Market Intelligence Survey, September 2023
* Canada and Mexico only

VisitTheUSa.com




Solo 1ﬂ9%

Friends or group 15% o > /('
Family (with adult children) 13% E{ -’
Organized group/tour |2% \ \
Other [1% \

Q: Who will travel with you on your next intercontinental/international* overnight leisure trip?

Base: Respondents likely to take an intercontinental overnight leisure trip in the next 12 months, N=22,885
Source: Brand USA Markeft Intelligence Survey, September 2023

*Canada and Mexico only

Brand USA




Nearly 50% of Europeans
will travel as a couple

Couple

46%

Family (with young children)

26%

Solo 18%

Friends or group 14%

1%

Family (with adult children)
Organized group/tour I 2%

other | 1%

Q: Who will travel with you on your next intercontinental overnight leisure trip?
Base: European respondents likely to take an interconfinental overnight leisure trip in the next 12 months, N=9,616
Source: Brand USA Market Intelligence Survey, September 2023
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Family (with adult children) _

Organized group/tour - 4%

other | 0%

Q: Who will fravel with you on your next intercontinental overnight leisure trip? '\]ﬁs“};ebs;_;;}n
Base: Asia-Pacific respondents likely to take an infercontinental overnight leisure frip in the next 12 months, N=5,624

Source: Brand USA Market Intelligence Survey, September 2023 Brand USA |




Close to 40% of travelers
from the Americas will fravel
with young children

Family (with young children) _ 37%
Solo _ 16%
Family (with adutt children) [N 14%
Friends or group _ 12%

Organized group/tour I 2%

other | 1%

UBA

VisitThelSA.com

Q: Who will fravel with you on your next intercontinental/International* overnight leisure trip?

Base: Americas respondents likely to take an intercontinental overnight leisure trip in the next 12 months, N=7,645
Source: Brand USA Market Intelligence Survey, September 2023 Brand USA
*Canada and Mexico only




Next Intercontinental Leisure Trip: Activities

Dining/gastronomy
Cultural/historical attractions (museums, landmarks)

Beaches/seaside attractions

56%
51%
48%

Urban attractions (nightlife, city tours) 48%
Nalelelellgle] 47%
Local lifestyle 40%
Ecotourism and nature 32%
Theme parks 32%
Sport and adventure activities 27%
Visiting friends/relatives 26%
Special events/concerts/sporting events/festivals yLyA
Cruise/boating options 20%

Educational aspects (learning/practicing a language) 15%

Religious/spiritual reasons 13%

Q: What'is the purpose of visiting your next intercontinental/international* overnight leisure destination?

Base: Respondents likely to take an intercontinental/international* overnight leisure trip in the next 12 months, N=22,885
Source: Brand USA Market Intelligence Survey, September 2023

*Canada and Mexico only

HEA

VisitThelSA.com

Brand USA




Next Intercontinental Leisure Trip:
Activities

All Europe APAC Americas

Dining/gastronomy 56% 103 85 108
Cultural/historical attractions (museums, landmarks) 51% 102 93 102
Beaches/seaside attractions 48% 105 89 102

Urban attractions (nightlife, city tours) 48% 98 95 107

Shopping 47% 99 94 106

Local lifestyle 40% 109 93 94

Ecotourism and nature 32% 87 108 110

Theme parks 32% /8 101 127

Sport and adventure activities 27% 104 97 97

Visiting friends/relatives 26% 95 95 110

Special events/concerts/sporting events/festivals 25% 85 115 109
Cruise/boating options 20% 86 120 103

Educational aspects 15% 81 121 108
Religious/spiritual reasons 13% 88 123 98 —
Note: Index numbers above 100 indicate higher participation rates than the overall average; index numbers below 100 indicate lower participation rates uﬂﬁ

VisitTheUSa.com

Q: What is the purpose of visiting your next intercontinental/international* overnight leisure destination? Base: Respondents likely to take an
infercontinental/international* overnight leisure trip in the next 12 months, N=22,885 Source: Brand USA Market Intelligence Survey, September 2023 Brand USA
*Canada and Mexico only




Intercontinental Leisure Trip -

Destination Research, Selection, and
Booking

W




Next Intercontinental Leisure Trip:
Destination Selection

| had/will have a few places in mind Over 50% Of

when | s’rgr’r(gd) reseprching 53% o

ST travelers start with

a short list of
places when
researching their
next
15% intercontinental

leisure trip

| have the specific place in mind and
will not research destination options

32%

| was/will be very flexible about the
destination when researching options

R
Q: Which of the following statements best describes the circumstances of your next intercontinental/international* overnight leisure trip? %ﬁgﬁﬂﬁ
Base: Respondents likely to take an intercontinental/international* overnight leisure frip in the next 12 months, N=22,885 il

Source: Brand USA Market Intelligence Survey, September 2023

*Canada and Mexico only Brand USA




Next Intercontinental Leisure Trip:
Destination Selection

55%
529 54%
28% 30%
15%
12% .
| had/will have a few places in mind when | | have the specific place in mind and will not I was/will be very flexible about the
start(ed) researching destination options research destination options destination when researching options

m Europe m APAC m Americas

Q: Which of the following statements best describes the circumstances of your next intercontinental/international* overnight leisure trip?
Base: Respondents likely to take an intercontinental/international* overnight leisure frip in the next 12 months, N=22,885

Eource: Brand USA Morke’r Intelligence Survey, September 2023 Brand USA
Canada and Mexico only

VisitThelUSA.com




Next Intercontinental Leisure Trip: Close 1o
Destination Selection Timing 40% decide
O

where to go

Less than month 37%

B less than a

o o los e mont month
before their

e trip

3 months and over 43%

Q: How far in advance of your departure date did/will you select the destination before your next A
intercontinental/international* overnight leisure tripe u@;ﬁ;
Base: Respondents likely to take an intercontinental/international* overnight leisure trip in the next 12 months, N=22,885 VisitThelSA com

Source: Brand USA Market Intelligence Survey, September 2023
*Canada and Mexico only Brand USA




Next Intercontinental Leisure Trip:
Destination Selection Timing

Most Asia-

Pacific fravelers
make their

- destination

54%
% 52%

45%

27% °
selection less
19%  20%  20%
than a month
before their trip
Less than month 1 month to less than 3 months 3 months and over

Europe @ APAC = Americas

Q: How farin advance of your departure date did/will you select the destination before your next intercontinental/infernational® overnight leisure trip? '%%ﬁ%j;ﬁ

Base: Respondents likely to take an intercontinental/international® overnight leisure trip in the next 12 months, N=22,885

Source: Brand USA Market Intelligence Survey, September 2023 Brand USA

*Canada and Mexico only



Next Intercontinental Leisure Trip:
Destination Selection Sources'

Websites via computer or laptop
Personal recommendaions from friends/farmiy
Websites or appiications via mobile phone
Websies or applications via fablet
Social media posts by travel providers or destinations
Personal advice from travel professionals/travel agents
Social media posts/photos by friends or family
Social media posts/photos by celebrities/influencers/content
creators .
Watched a documentary/film/TV series
Q: For your next intercontinental/international* overnight leisure trip, what sources of information did/will you use when....2 SELECTING A DESTINATION %} ﬁ
Base: Respondents likely to take an intercontinental/international* overnight leisure frip in the next 12 months, N=22,885 el :

VisitThelSA.com

Source: Brand USA Market Intelligence Survey, September 2023
*Canada and Mexico only

T Graph only reflects selected options Brand USA




Next Intercontinental Leisure Trip
Destination Selection Sources’

38%
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34%

32%
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Q: For your next intercontinental/international* overnight leisure trip, what sources of information did/will you use when...

Base: Respondents likely to take an intercontinental/international* overnight leisure frip in the next 12 months, N

Source: Brand USA Market Intelligence Survey, September 2023

*Canada and Mexico only

22,885

T Graph only reflects selected options



Next Intercontinental Leisure Trip:
Destination Selection Websites

Travel booking websites (e.g., Expedia, Booking.com, Kayak, 58
Trivago) -

Review websites (e.g., TripAdvisor, Yelp) 48%
Social media platforms (e.g., Facebook, Instagram, YouTube) 45%
Destination-specific websites (e.g., official tourism websites) 44%
Travel agency websites 38%
Travel blogs and personal websites 33%
Online travel forums and communities 28%

Online travel magazines and publications 247

|

Q: What type(s) of websites did/will you use to select the destination for your next intercontinental/international* overnight leisure trip? %}ﬁsﬁfi
Base: Respondents likely to take an intercontinental/international* overnight leisure trip in the next 12 months and used websites for destination selection, N=17,464 et

fource: Brand USA Morke’r Intelligence Survey, September 2023 Brand USA
Canada and Mexico only




Next Intercontinental Leisure Trip
Destination Selection Websites

57%

57% 59%
47% 47% 487 Il 48%
4% CR 397 Rl 40% 41%
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Next Intercontinental Leisure Trip :
Destination Research Timing

Maijority of

69%
fravelers spend 58% 2
less than a month 1%
researching
fﬂishnqitl.on : N 20%25%13720%
iInformarion 10r v 5%
their 2% 2%
in.l.erconﬁnen.l.ql Less than a month 1 mon’rrk;];%:ﬁzs than 3 3 month and over | did/will not research
|eiSUI'e frip All  Europe APAC = Americas

Q: Once you've decided on the destination, how much time did/will you spend researching destination information (e.g. various locations and specific fravel
components within the destination) for your next intercontinental/ international* overnight leisure trip?

Base: Respondents likely fo fake an intercontinental/international* overnight leisure trip in the next 12 months, N=22,885

Source: Brand USA Market Intelligence Survey, September 2023

*Canada and Mexico only

usA

VisitThelSA.com

Brand USA




Next Intercontinental Leisure Trip:
Destination Information Sources’

Websites via computer or laptop 40%
Websites or applications via mobile phone 31%
Personal recommendations from friends/family 29%
Websites or applications via tablet 23%
Social media posts by travel providers or destinations 22%
Personal advice from travel professionals/travel agents 20%

Information in printed travel guidebooks
Social media posts/photos by friends or family
Social media posts/photos by celebrities/influencers/content creators 17%

Watched a documentary/film/TV series 17%

IId ®
© N oo
NN B

Q: For your next intercontinental/international* overnight leisure trip, what sources of information did/will you use when u 3&@
Base: Respondents likely to take an intercontinental/international* overnight leisure trip in the next 12 months, N=22,885 B
Source: Brand USA Market Intelligence Survey, September 2023 VisitTheUSA.com
*Canada and Mexico only

T Graph only reflects selected options Brand USA



Next Intercontinental Leisure Trip
Destination Information Sources’
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Q: For your next intercontinental/international* overnight leisure trip, what sources of information did/will you use when...

Base: Respondents likely to take an intercontinental/international* overnight leisure frip in the next 12 months, N

Source: Brand USA Market Intelligence Survey, September 2023

*Canada and Mexico only

22,885

T Graph only reflects selected options



Next Intercontinental Leisure Trip: Airfare
Booking Lead Time

1 month to less than 3 months
| did/will not reserve in advance 4%

Q: How farin advance of your departure date did/will you book the travel components for your next intercontinental/international* overnight leisure trip? g aﬁfs
Base: Respondents likely to take an intercontinental/international* overnight leisure trip in the next 12 months & selected Air travel (separately, not as part of a i o
package), N=19,123

Eource: Brand USA Morke’r Intelligence Survey, September 2023 Brand USA
Canada and Mexico only

VisitThelSA.com




Next Intercontinental Leisure Trip: Airfare
Booking Lead Time

55%
48%
39% 39%
29%
25%
1
9% 187 19%
I I I - - i
Less than a month 1 month to less than 3 months 3 month and over | did/will not reserve in advance
mEurope ®WAPAC m Americas

Q: How farin advance of your departure date did/will you book the travel components for your next intercontinental/international* overnight leisure trip? u ,ﬁk‘
Base: Respondents likely to tfake an intercontinental/international* overnight leisure frip in the next 12 months & selected Air travel (separately, not as part of a S R FTR
package), N=19,123 VisitTheUSA.com
Eource: Brand USA Morke’r Intelligence Survey, September 2023 Brand USA
Canada and Mexico only



Next Intercontinental Leisure Trip: Hotel
Booking Lead Time

Less than a month
1 month to less than 3 months

3 month and over

| did/will not reserve in advance

47

Q: How far in advance of your departure date did/will you book the travel components for your next intercontinental/international* overnight leisure trip2 %} A
Base: Respondents likely to take an intercontinental/international* overnight leisure trip in the next 12 months & selected Hotel, motel or other paid lodging et el XN
(separately, not as part of a package), N=18,729 il

Eource: Brand USA Morke’r Intelligence Survey, September 2023 Brand USA
Canada and Mexico only



Next Intercontinental Leisure Trip: Hotel
Booking Lead Time

59%
46%
39%
34%
29%
23%
19% 21% 19%
H s
Less than a month 1 month to less than 3 months 3 month and over | did/will not reserve in advance
B Europe BAPAC ®Americas

Q: How farin advance of your departure date did/will you book the travel components for your next intercontinental/international* overnight leisure trip? d A
Base: Respondents likely to take an intercontinental/international* overnight leisure frip in the next 12 months & selected Hotel, motel or other paid lodging s
(separately, not as part of a package), N=18,729 it
Eource: Brand USA Mcrke’r Intelligence Survey, September 2023 Brand USA
Canada and Mexico only



Brand USA




Perception of the United States

Diverse

Trendy
Energetic
Open-minded
Adventurous
Creative
Friendly
Welcoming
Arrogant
Forward-thinking
Optimistic
Sophisticated
Fresh
Respectful
Down-to-earth
Unexpected
Wholesome
Boring

41%
39%
33%
29%
29%
y1yA
26%
25%
25%
24%
22%
20%
17%
16%
15%
14%
12%

6%

Q: Please select which of the following characteristics best describes the UNITED STATES.
Base: All respondents, N=25,219
Source: Brand USA Market Intelligence Survey, September 2023
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Q: Please select which of the following characteristics best describes the UNITED STATES.

Base: All respondents, N




[+)

%S

BB
::IS

(]
BB B
El—l-l—

R

o
R el
© |oo|oo
— N —

R R
= - —-—
N~ N
(]

m
—

SN
o %
AN N
AW
mIo
-

I
0
-

&ou1
%8| ——

B
0
~

Perception of the United States by

Visitation Status
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United States Atiributes

Variety of leisure attractions

Reputation/popularity as a travel destination
Activities available in the destination

Cultural offerings at the destination

Natural features/landscapes in the destination

Ease of travel to destination

Variety of activity options

The price of the overall trip

Accessibility of services and activities for all
Opportunity to explore lesser-known destinations
Local experiences that are otherwise inaccessible
Friends/family ties to the destination

Quality of beaches

Local population involved in tourism activities
Sustainability certification of accommodation and attractions
Destination can be reached by low-impact tfransport
Destination promotes eco-friendly practices

Q: Based on your percepfion, even if you have never visited, which of the following afttributes do you associate with the UNITED STATES?2

Base: All respondents, N=25,219
Source: Brand USA Market Intelligence Survey, September 2023

14%
13%

yL A
23%
yEyA
21%
20%
18%
16%

28%
27%

43%
39%
38%
36%
35%
33%
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Q: Based on your perception, even if you have never visited, which of the following attributes do you associate with the UNITED STATES?2

Base: All respondents, N
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Likelihood to Travel to the United States

In the next 6 months 19%
6 months to less than 12 months from now 21%
1 year to less than 2 years from now 22%
2 years to less than 5 years from now 19%

5 years and more from now on 12%

Not likely to ever visit 7%

850238

Q: When, if ever, are you likely to visit the following countries on an international overnight leisure trip2 — United States i
Base: All respondents, N=25,219

Source: Brand USA Market Intelligence Survey, September 2023 BranaUSs
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In the next 6 month : ess than 2 2 years to less than 5 'sand more  Not likely fo evervisit
years from now years fro g T O e S
Europe _ APAC = A — 5
W en";-r;_ ' = — W = __
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Q: When, ifﬂ;\:‘éﬂ'ﬁr’é you likely to visit the following countries on an international overnight leisure trip2 — United States I T g : .
Base: All respondents, N=25,219 - : : T 1 - - | Brand USA
Source: Brand USA Market Intelligence Survey, September 2023 . _ : i — = =



Preferred U.S. Destinations — Top 10 States
and Territories

T 4 | Ewope W asiaacific(apac) W Americas |
o p United States | % Interested United States | % Interested United States | % Interested
State/Territo in Visiting State/Territor in Visiting State/Territo in Visiting

S'I'q 'I'e S are California 50% California 40% Florida

New York 48% Hawaii 35% New York
'l'h e same Florida 42% New York 33% California
Hawaii 30% Florida 30% Hawaii
q C ross II'h e Washington, D.C. 20% Alaska 19% Washington, D.C.
Texas 17% Washington, D.C. 17% Texas
'I'h re e Alaska 15% Washington State 15% Washington State
o Washington State 15% New lJersey 1% Alaska
re g I o n s Colorado 12% Texas 11% New Jersey
Arizona 11% Georgia 11% Colorado

Q: You indicated in a previous question that you have interest in visiting the United States for an overnight leisure trip sometime in the future.
Please select which U.S. state(s) and/or territories you are interested in visiting.

Base: Respondents likely to visit the United States sometime in the future, N=23,400

Source: Brand USA Market Intelligence Survey, September 2023

49%
47%
45%
24%
19%
15%
13%
13%
11%
8%

1sA

VisitTheUSA.com

Brand USA



Deterrents to Visiting the United States in

the Next 12 Months

| want to visit other countries

It is a big trip that | want to plan well in advance

| want to save some money for the frip

| have been there before

Concern of safety/ security

I am influenced by the political climate in the United States
The currency exchange rate is unfavorable

Difficult to get to

I'd like to get more familiar with individual cities/areas
Sustainability or environmental impact concerns

| want to go for a specific event

| believe it would be difficult to get a visa

Q: Why is the United States not a likely overnight leisure trip destination for you in the next 12 months?

Base: Respondents Noft Likely to Visit the U.S. in the Next 12 Months., N=15,233
Source: Brand USA Market Intelligence Survey, September 2023

43%
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y1yA
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Q: Why is the United States not a likely overnight leisure trip destination for you in the next 12 months?

Base: Respondents Noft Likely to Visit the U.S. in the Next 12 Months., N
Source: Brand USA Market Intelligence Survey, September 2023
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Influence of Current U.S Political Climate

on Likelihood to Visi

0 HSIA
%1 o;_@___mmm;:cooc_c@_m

N B siA o1 A sso| AyblS

3 I 105}i° ON

&
X B 1sin of Al e1ow ARyl
B HISIA O}
o I A2 @10W A|JUDDIIUBIS

o HISIA
& o;_@v___mmm_zzoogc@m

5 B !is'A o Al ssef Allybis

B 0540 ON

HSIA O} AjaXi| alow AljyoiIs

JISIA O}
A2 @10W AjJUDDIIUBIS
o LISIA
W' oi_mv___mmm_%coo_u__c@_m

N B !s'A o) Al ssef Allybis

21%

S I 0%} ON

LN
% B HsiA Of Aol 210w ARYBIIS
N }ISIA O}
— ] A2 @10W A|JUDDIIUBIS
0 HSIA
Wl oZ_ov___mmo_écoo_u__c@_m

% B VSIA OF ARl Sso| AUBIS

—

ﬁ 108}40 ON

S EEEE Y5 o) AiSdil 210w ARYBIIS

52 HSIA O}
w ] >_®v___908>:cooc_c©_m

Close to 50%
Is

fravelers from

Asia-Pacific

report no
positively

influence,

yeti
impac

Europe APAC Americas

All

Q: What influence does the current political climate in the United States have on your likelihood of visiting the United States?
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Source: Brand USA Market Intelligence Survey, September 2023

Base: All respondents, N



Cities on United States Trip Maijority of

T~ international
ety | m tfravelers
' plan for

2 to 3 cities 54%

multi-city
4 or more cities 217% experie n Ces
in their U.S.

trip

| have not decided yet 10%

How many U.S. cifies do you plan to visit on a future overnight leisure trip?
se: Respondents interested in visiting the U.S., N=23,400
urce: Brand USA Market Intelligence Survey, September 2023
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Q: How many U.S. cities do you plan to visit on a future overnight Ie;sure trip?
Base: Respondents interested in visiting the U.S., N=23,400 .
Source: Brand USA Market Intelligence Survey, September 2023

)

i



Interactive Market Data Update




Interactive Market Data

Travel Patterns Travel Planning

« US inbound travel volume (Tourism Economics) « Destination selection profess

« Likelihood to Travel to the United States « Destination selection timing

« Reasons for last international trip « Destination information sources
« Motivations for last international trip « Destination selection welbsites

« Social network participation

Next International Leisure Trip

« Regions likely to visit in the next 12 months United States Perceptions & Trip Characteristics
« Duration of next overnight leisure trip « Perception of the United States

« Months likely to travel « United States attributes

« Travel party « Top 10 states/territories interested in visiting

« Number of cities on US trip

* Net promoter score

Brand USA
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