Road to IPW:
Parther Program Opportunities 2025-2024

Welcome! While you wait for'us to get started,
here’'s a few housekeeping notes:

This webinar is being recorded and will be Not sure who.to contact for additional

posted/available on our website by tomorrow. guestions? Email to be

You will receive a link to the recording/deck connected with the right party!

tomorrow in your inbox. Thank you for being here - the webinar will

Please type your guestions into the Q&A box; begin shortly!

we will do our best to answer as many as we et

can electronically, but any we cannot answer ugﬁg

will be responded to via email post-webinar. VisitTheUSA.com
Brand USA
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An Introduction

with Chris Thompson,
President & CEO
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Brand USA

Upcoming Integrated

Marketing Priorities

with Staci Mellman, Sr. Vice
President of Integrated Marketing
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This year,

we are continuing to rebuild our
team and our market presence.
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Integrated Marketing Priorities

Agency Roster

Consumer Marketing

Media Planning + Buying:
R&R Partners (NEW)

Social Media:
Edelman

Influencers:
Ykone

Public Relations:
Edelman + 10 in-market agencies

Content:
Odyssey + Production Partners

Brand Strategy + Creative

Graphic Design:
Citizen

Road to IPW: Partner Program Opportunities 2023-2024

Global Trade

Oceania:
Benelux:
Brazil:
China:
France:
Germany:
India:
ltaly:
Japan:
Mexico:
SE Asia:
S. Korea:
Spain:

UK & Ireland:

Gate 7
Lieb/HB-MMGY
Avia Reps
Hylink
HB-MMGY
Lieb/HB-MMGY
Sartha Marketing
HB-MMGY

Avia Reps
Alchemia
BrandStory
lconnect
HB-MMGY
HB-MMGY
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Partnership

Program Development & Partner
Marketing:
Miles Partnership

Digital Platforms

Development & Support:
Miles Partnership
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What's coming up?




Integrated Marketing Priorities

United Stories: Where We’ve Been

R

VisitTheUSA.com

Brand USA

Brand USA Onboarding

a &

z i L . ,
Our Strategy & Creative Platform Where we’ve been

Strategy: Global Many Voices

rmrmunications plaif wihi 5 1
rriulating cur

VISIT THE USA

PRESENTS

1.0 2.0 3.0
Inventive Narratives Influencer Someone like Me

United Stories (2018 - 2021)

Uses central theme to guide
content. Feature location, locals,
for texture but no central hero of

the story. Not as narrative.

Influencer becomes the hero - it's
more itinerary focused, and
doesn’t have a central narrative.

Narrative is key to this story. An
international visitor is the hero of
the story and has a unigue reason

for coming to the location

.B‘ USA

»

Strategic Focus: Inspiration >> Proximity
Creative Approach: highlight ‘Many Voices’

Road to IPW: Partner Program Opportunities 2023-2024




Integrated Marketing Priorities %}Eaﬁe

United Stories: Where We’ve Been Sl USA

Brand USA Recovery Framework

Dhjectives

Inspiration, Engagement & Bookings
Creative

Statioms United Stories
Comms Welcome the , _
Prove We're Read Entice & Convert

Infl Branded content Airlines, OTAs,
Fhannels / nonf::jrs Online Video Tour Operators, ENCUENTRA TU HISTORIA
facties . Social Co-Ops &
Native Public Relations Search EN LA CARRETERA'

Las Vegas, Nevada

United Stories Recovery (2022)
Strategic Focus: Welcoming the Worla
Creative Approach: Find Your Story

Road to IPW: Partner Program Opportunities 2023-2024




Integrated Marketing Priorities ﬁsaﬁg

VisitTheUSA.com

Key Research —rT

* Nearly half (46%) of people say travel is more important to them now than it was pre-
pandemic.

« The amount people travel is also increasing: 79% say they plan to take a leisure trip in the
next year, up from 76% just a few months prior, with the average person saying they plan
to take two leisure trips.

« 43% of consumers say their travel budget will be larger than last year

11n 2 likely to book or have already booked an international trip in the next 12 months

Road to IPW: Partner Program Opportunities 2023-2024



Brand USA

Therefore, it’'s more important than ever to

be top of mind for consumers and to raise the
USA within their travel consideration set.

Road to IPW:
Rartner Program Opportunities 2023-2024




Integrated Marketing Priorities %ﬁﬂﬁ%
Media Campaigns Aligned to Traveler Consumer Journey s

Brand USA

Branding
and
Inspiration

Dreaming

Shopping
(Destination)

Booking
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Integrated Marketing Priorities ﬁﬁﬁ%
Media Campaigns Aligned to Traveler Consumer Journey s

Brand USA

**New Campaign**

Branding
and
Inspiration

Education

Dreamin
g United Stories

Shopping

Booking (Destination)

Travel Endemic and Paid Search
Wholesaler & OTA Co-op (FY24)

**New Campaign™*

Road to IPW: Partner Program Opportunities 2023-2024



Integrated Marketing Priorities

usA
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Branding and Inspirational Layer S

Branding
and
Inspiration

Dreaming

Shopping
(Destination)

Road to IPW: Partner Program Opportunities 2023-2024

Media Objective:

Drive reach and top of mind awareness

Creative Opportunity:

Create campaign with broad USA messaging that
creates urgency and inspires action.



Integrated Marketing Priorities

Creative for United Stories
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The Ask: Develop new creative execution of United Stories to fulfill a robust media plan leveraging only existing footage

and imagery.

Campaign Objective: to increase consideration of the USA as a travel destination; Raise the USA in the competitor set.

Target Audience: Frequent International travelers from the following markets: UK, CA, DE, MX, FR, AU, IN, SK, BR.
Messaging: ASPIRATIONAL. Lean into the pillar of Possibility.

Motivations

Treat themselves, great cities, mix of
Glamorous Getaways
cultures. Less concern for safety

Family Time Treat and visiting friends and relatives.
y Want welcoming, diverse, and safe.

Outdoor Enthusiasts Reduce_ s_tress. Want something new for

every Vvisit

Learn about different cultures, vibrant,

Cultural Explorers ) . . .
unigue, a place to visit again and again

Excitement Seekers Treat, satisfy a sense of adventure

Road to IPW: Partner Program Opportunities 2023-2024

Triggers

Special event - milestones

A deal, a specific destination

Destination calling

Deal, destination

Taking a break, milestone

Activities

Nightlife, local restaurants, urban
sightseeing, luxury

Theme park, zoos, beach

Scenery, beach, national parks

Cultural landmarks, urban sightseeing,
historical sites, and museums

Live music, outdoor activities
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Whoever you are.
Whoever you want to be.

Whatever experience you long for.
It’s more than a possibility when visiting the U.S.
Here, you are destined to find it.

Road to IPW:
Rartner Program Opportunities 2023-2024




e At aﬂy mon ' perfect vacat|on out. there vva|t|ng for you.
4 One that S ust What you need, and just what you want.

i
£,

et

Where you reconnect with your partner under the stars of Yosemite, or find your wild side at mile 346 of

Route 66. The one when you finally taste Mary Mac’s mouth-watering chicken in Atlanta, or discover (and

obliterate) a perfectly powdered slope iniSalt Lake. The one where you play,your best hand and win big in
Vegas, or the one where the whole family goes, and you all stay in one tent.

Because whether you’re seeking a vacation full of - love, friendship, or just some fun - adventure,
tranquility or exquisite hospitality - the USA doesn’t just have it all.
It has nothing less than exactly what you’re looking for.

That's why, when it comes to considering your next vacation,
Only the U.S. has the right to say...
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Integrated Marketing Priorities
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Dreaming and Education Layer S

Branding
and
Inspiration

Dreaming

Shopping
(Destination)

Road to IPW: Partner Program Opportunities 2023-2024

Media Objective:

Increase familiarity and consideration through
content.

Creative Opportunity:

Leverage United Stories campaign to take
consumers deeper into content by introducing
regional, multi-state roadtrip itineraries.



GMIYED STOREIES

Fushing the Limits of the

SOUTHWEST
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Shopping Layer

Branding
and
Inspiration

Dreaming

Shopping
(Destination)

Road to IPW: Partner Program Opportunities 2023-2024
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Media Objective:

Increase intent through site visitation.

Creative Opportunity:

Feature a variety of destinations that ladder up to
the “This Is Where It’'s At” creative for consistency
and maximum impact.
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Media Flighting Summary for Remainder of Year

September

Canada

Mexico

UK

Australia

France

Germany

India

Brazil

Colombia

Korea

Road to IPW: Partner Program Opportunities 2023-2024



Integrated Marketing Priorities

What’s next?

INn-Market Research
_|_

Brand Strategy
_|_

Creative Refresh
_|_

Storytelling Initiatives

Road to IPW: Partner Program Opportunities 2023-2024

USA

ot T o
Brand USA

Brand USA
REQUEST FOR PROPOSAL

Brand Strategy + Creative Agency
January 2023
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Research Update

with Chelsea Benitez
Director of Consumer Research

Road to IPW:
Rartner Program Opportunities 2023-2024




Research Update

Agenda Brand US;

USA Total Inbound Visitation
Air Capacity

Consumer Sentiment
Future Brand USA Research Resources

Road to IPW: Partner Program Opportunities 2023-2024




Research Updates

USA Total Inbound Visitation

Total Visitation to the USA (in O00s) and % of 2019

usA

VisitTheUSA.com

Brand USA

79,349 77.320

64,485

50,794

19190 22,062
28%
.
2019 2020 2021 2022 2023 2024

91,416 e aa
87,232 ’
2025 2026 2027

m Visitation % of 2019

Source: Tourism Economics, as of March 27, 2023

Road to IPW: Partner Program Opportunities 2023-2024



Research Updates

2023 USA Total Inbound Visitation by Region —

Total Visitation to the USA - % of 2019

89%
| I |
Total Americas Middle East/Africa

m % of 2019

Source: Tourism Economics, as of March 27, 2023

Road to IPW: Partner Program Opportunities 2023-2024

Brand USA

81%

56%

Europe Asia Pacific



Research Updates

2024 USA Total Inbound Visitation by Market

Total Visitation to the USA (in O00s) and % of 2019

22,524
18,119
4,974
2,738
109% 99% 104%
Canada Mexico United Japan
Kingdom

Source: Tourism Economics, as of March 27, 2023

Road to IPW: Partner Program Opportunities 2023-2024

2,146

China

m Visitation

1,983

Germany

% of 2019

1,873

Brazil

1,846

South Korea

1,820

France

UsA

VisitTheUSA.com

Brand USA

1,615
el

India
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Operating Air Capacity to the USA Brand USA

100%

96%

83%

54%

2019 2020 2021 2022 2023
m % to 2019

Source: Sabre, as of April 04, 2023

Road to IPW: Partner Program Opportunities 2023-2024



Research Updates ﬁﬁjﬁ
2023 Operating Air Capacity to the USA by Region

Brand USA

117%
102%
96% o 98%
I I I 68%

Total Middle East/Africa Americas Europe Asia Pacific
m% to 2019

Source: Sabre, as of April 04, 2023

Road to IPW: Partner Program Opportunities 2023-2024




Research Updates

Likelihood to Travel to the USA in the Next 12 Months

% “’Likely!! Or “’Very |ike|y!!

44%45%

O,
33/030%
O,
I I 2i20%

All Markets Australia Brazil

AT

Canada

usA

VisitTheUSA.com

Brand USA

62%
54%
45%
33% 33%33%  34%z99
18% 19% 179
I il I16I% I I I I I Io
China Germany France India Japan South Mexico
Korea

m 2019 Average B March 2023

Question: ‘In the NEXT 12 MONTHS, what country or countries will you visit on your international holiday(s)?" - % selected United States of America
Source: Brand USA/Big Village, Quarterly Custom Study, March 2023

Road to IPW: Partner Program Opportunities 2023-2024

24%
19%

UK



Research Updates ﬁSﬁe
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Month of Travel to the USA B g VA

18% 18%

14% 14%
13% 13%
11%
i 10%
8%
7% 7%
2%

Mar-23 Apr-23 May-23 Jun-23 Jul-23 Aug-23  Sep-23 Oct-23 Nov-23 Dec-23 Jan-24 Feb-24

Question: ‘In which month(s) are you planning to depart for your holiday trip(s) TO THE USA that you anticipate taking in the NEXT 12 MONTHS?"
Source: Brand USA/Big Village, Quarterly Custom Study, March 2023

Road to IPW: Partner Program Opportunities 2023-2024



Research Updates %}Eﬁﬁh

VisitTheUSA.com

Barriers to Visiting the USA T

32%
28%
25%
19%
17% 16% 15%
1% 10%
9%
I I l . . - B

| want to visit USA has Itisabigtrip | wantto [ am | have been The currency | am | am I'd like to get | want to go

other become an that | want to save some concerned there before exchange influenced by concerned more familiar for a specific

countries expensive plan wellin  money for about my rate is the political about the with event
first vacation advance the trip personal unfavorable climate in the COVID-19 individual
destination safety USA situation in cities/states

the USA

Question: “Why is the United States not a likely holiday destination for you in the next 12 months?”
Source: Brand USA/Big Village, Quarterly Custom Study, March 2023

Road to IPW: Partner Program Opportunities 2023-2024



Research Updates

Reasons for not traveling to USA in next 12 months
50%

40%

30%

9
e Australia Brazil Canada China Germany France
m | want to visit other countries first
H |t is a big trip that | want to plan well in advance
B | am concerned about my personal safety
B The currency exchange rate is unfavorable
m | am concerned about the COVID-19 situation in the USA

B | want to go for a specific event

Question: “Why is the United States not a likely holiday destination for you in the next 12 months?”

Source: Brand USA/Big Village, Quarterly Custom Study, March 2023

Road to IPW: Partner Program Opportunities 2023-2024
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Barriers to Visiting the USA by Country Brand USA

20%
I AARoel SRR TORRGIG WO b DOl ORI OCRLRRCE AR, TR I||I|

India Japan Korea Mexico

B USA has become an expensive vacation destination
B | want to save some money for the trip

m | have been there before

m| am influenced by the political climate in the USA

m |I'd like to get more familiar with individual cities/states



Research Updates

Sophisticated
Open-minded .

The USA as a Vacation Destination
nergetic

Friendly E
Unexpected Creative

~Diverse*

: Afdlve ntu er Down to-earth
espectru Trendy rrogant

Forward-thinking

Question: "When thinking about the United States, please select which characteristics, if any, describe it as a holiday destination?”
Source: Brand USA/Big Village, Quarterly Custom Study, March 2023

Road to IPW: Partner Program Opportunities 2023-2024
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Research Updates ﬁﬁﬁ
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Future Brand USA Research Resources

Brand USA

 Monthly custom sentiment tracking study
* Quarterly research webinars are back!

- We want to hear from youl!

Road to IPW: Partner Program Opportunities 2023-2024




Road to IPW:
Rartner Program Opportunities 2023-2024

VisitTheUSA.com

Brand USA

Upcoming Partner

Marketing Goals

with Cassady Bailey, Vice President
of Partner Marketing




THE PARTNER ENGAGEMENT AND MARKETING TEAM

-

LEADERSHIP
&
STRATEGY A\ 4 {@
Cassady Bailey SkylafClark Chris Ellis Luke H'ermig Cat Reith
PARTNER %h
REPRESENTATION (
Jerod Fuchs Maya Hua Dani Campana Chelsea Suzlllivan Kaiser

PARTNER
SUPPORT

Alexis Kemp Tre Wilson

PROGRAMS
&
COORDINATION

Julie Paulson Carolyn Kirby Alex Dudich Allie May Diana Mellitz




Where *
Brand USA Regional DMOs
Fits In '

<

State DMOs

Local DMOs



Partner Marketing Goals Hﬂ&

VisitTheUSA.com

Our Focus for Next Year B AndlUSA

3 ¥f Targeted media distribution o

Regional + multi-

In-market collaboration partner strategies

Consumer campaign
Integrations

Partner
resource
center build

1%

Road to IPW: Partner Program Opportunities 2023-2024
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Upcoming Program
Opportunities

with Cat Reith
Sr. Director of Partner Marketing Programs

Rartner Program Opportunities 2023-2024
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Upcoming Program Opportunities

Road To IPW Webinar Series

Brand USA

Tuesday, May 2
2om ET

What is Brand USA
doing in the UK?

What new research is
available?

What programs are
available in the UK?

Thursday, May 4
12o0m ET

» What is Brand USA’s

framework for
cooperative
opportunities
(singular state and
multi-state focused)?

What kind of results

and benefits do these
custom opportunities
bring to our partners?

How can partners
participate in Brand
USA regional/co-op
opportunities?

Road to IPW: Partner Program Opportunities 2023-2024

Tuesday, May 16
2om ET

How does
programmatic media
work?

How do we use
custom targeting to
better meet
objectives?

How can we leverage
Brand USA’s curated

audience to create a

bigger impact?

Thursday, May 18
2om ET

What is Brand USA
doing in Canada?

What new research is
available?

What programs are
available in Canada?



https://thebrandusa.zoom.us/webinar/register/WN_-zgOUwYlRcCMStyBxYpGPQ#/registration
https://thebrandusa.zoom.us/webinar/register/WN_-zgOUwYlRcCMStyBxYpGPQ#/registration
https://thebrandusa.zoom.us/webinar/register/WN_-zgOUwYlRcCMStyBxYpGPQ#/registration
https://thebrandusa.zoom.us/webinar/register/WN_SkApZS0fQKmYgNEzK4L2yg#/registration
https://thebrandusa.zoom.us/webinar/register/WN_SkApZS0fQKmYgNEzK4L2yg#/registration
https://thebrandusa.zoom.us/webinar/register/WN_SkApZS0fQKmYgNEzK4L2yg#/registration
https://thebrandusa.zoom.us/webinar/register/WN_yf7CmzNgSbyUJLuIEDKdFA#/registration
https://thebrandusa.zoom.us/webinar/register/WN_yf7CmzNgSbyUJLuIEDKdFA#/registration
https://thebrandusa.zoom.us/webinar/register/WN_yf7CmzNgSbyUJLuIEDKdFA#/registration
https://thebrandusa.zoom.us/webinar/register/WN_MIrvWFFZRkqzJSVBnkvw5Q#/registration
https://thebrandusa.zoom.us/webinar/register/WN_MIrvWFFZRkqzJSVBnkvw5Q#/registration
https://thebrandusa.zoom.us/webinar/register/WN_MIrvWFFZRkqzJSVBnkvw5Q#/registration
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Introducing:

Optimized Audience Campaigns




Optimized Audience Campaign %}ﬁﬁg

VisitTheUSA.com

Program Highlights —ry

* Integrated digital media campaign deployed in priority international markets during
periods of peak travel planning

* Reach a curated audience of hand-raisers where they are seeking information,
throughout the different stages of the travel planning process

+  Deepen understanding of the impact and behavior after travelers engaging with this
campaign and your content

*  Reporting includes measurable hotel booking data and other insights across
multiple sources

Road to IPW: Partner Program Opportunities 2023-2024




Audience
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Brand
USA’s st

party data
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Enhance data
with additional
behavioral
iNsights

Brand
USA’s st

party data
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Enhance data .
Brand with additional Monitor and

USA’s st measure

behavioral

——-— performance

party data
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Optimized Audience Campaign %éﬁﬁ&_

VisitTheUSA.com

Cohesive Consumer Journey e

Inspiring
Carousel Short Form .
Ads Content: Phe -
Interactive / E N Long Form Reporting:
-Q < Travel Guide ’ \ Content: Expedia Bookings
- S _ / @ VisitTheUSA.com SEechoimic
4 \Q Social Ads Impact*
/ / \
/
}
PLANNING BOOKING
Reach Brand USA’s \ X /- \ /
proprietary audience ~ ‘,‘ Native Ads \ /
by
- ... - ’

Expedia Media &
Landing Pages

N Optimized Audience Campaign

[ |

zl o

P I‘ @ Leveraging Brand USA's proprietary audiences to drive engagement
&~ and activation during key planning periods

*Varies by level of inclusion
Road to IPW: Partner Program Opportunities 2023-2024



Optimized Audience Campaign

Target Key Markets During Seasonal Planning Periods*

usA

VisitTheUSA.com

Brand USA

Fall 2023: Winter 2024: Spring 2024:
October - December January - March April - June

- (2)

Germany Mexico

A L3
<

U.K.

“Tentative dates; subject to change

Road to IPW: Partner Program Opportunities 2023-2024

(%)

Canada

AR
®

India

Y g
@,

W

South Korea

France

(2)

Mexico

N L2
<o

U.K.

3

Australia

()

Canada

Brazil

Germany
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Core Audiences & Programs




Core Audiences and Programs %ﬁﬁﬁ
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Higher Funnel: Consumer Brand US4

Reach a Qualified Consumer Audience

T =— _-q

5 CULTURAL TRAILS ROAD TRIFIDEAS AMAZING ATTRACTIONS CULINARY EXPERIENCES

Amuzing Colo rado
Ski Re

INSPIRING YOUR NEXT GREAT VACATION

Watch on  IE8 YouTube

Road to IPW: Partner Program Opportunities 2023-2024 -
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Look no further than Colorado for great getaways at resorts
surrounded by picturesque mountains and white-powder
View il stotes - slopes.

Enjoy gondola rides ta snow-capped peaks in some of Narth America’s top winter destinations. Try snow sports and S P C- H
Sttt b it e e e tate Page ity Page Trips Page
fabulaus meal. Dan't think of sk resarts os winter-only desting

n; they teem with fun in the summer months. After
arriving ot Denver International Airport (DEN), start your adventure by exploring Colorada’s gateway city befare
making your way toward ane or more of these mountain towns

Aspen/Snowmass: Double Your
Fun More information

Aspen Snowmazs o

Santa Monica

In west-central Colorads, explare Aspen and Snowmas:

wa charming and
saphisticated towns that are @ 20-minute drive from each ather. Stay in leeury AL By i
accommadatians and visit boutiques, art gaileries, restaurants and bars when you're
nat enjoying utdoor ectivities

Morth Carolina’s Outer Banks: A Charming
Coastal Itinerary

Winter Adventures: Ski four warld-closs mountains - Aspen Mauntain, Aspen
Haghlands, Buttermilk ond Snowmass. Nearby, see the Maroon Bells, tws amazing
peaks that soar 4,200 meters abave sea level and ore believed to be Narth America’s

most photographed mountains. Buy lift tickets, take o ski lessan and hit the slopes.

Go snow tubing. learn to ride o snowbike ond take o guided snowshoe tour. Ride the i s :::::x:g:;l’rg:x escape to the beach in North
thailling Breathtaker Alpine Coaster through a forest. . N )

Can't-Miss Experiences: Tour the cutstanding Aspen Art Museum and odmire A ralaing, cocatal utaway Jurt wiast of ha city grnd

artwark ot the Anderson Ranch Arts Center in Snowmass Village. Strall through the Trip. e rhainrs -

Aspen Center far Enviranmental Studies nature preserve, or see a thow ot the Coloradd Road Tri -

Wheeler Opera House, built in 1889, o sightsering via the Bl Comp Gondola in Meatiru o thve Wi tiaiol Ptk Loop:

Snowmass Base Village, the Siver Queen at Aspen Mountain and the Summit Express

Lift at Buttermilk. [

The lights of Snowmass’ Base Village illuminating the valley

et 1 e i e, et 0 P P i

Endieas Nertare v Dutidsers

Taka to the Sky in Kl Devil Hills and Nags
Head

feremy Swansen -

Breckenridge: Old West Vibes

This former mining town abaut 130 kilsmeters west of Denver features Old West
style buildings, an arts district ond o voriety of restouronts, breweries, o jes and
wineries. You'll welcome the laid-back atmesphere o the high-altitude town of 2,900

Mare information

o Breck [f

meters,

PR A ——y

Winter Adventures: Surraunded by five scenic peaks, Breckenridge Ski Resart is ideal Lk 32

for winter recreation, especially since the long ski season lasts from November until
April. Hit the trails on a dog sledding excursian or rent o fat-tire bike ta ride in the
snow. Go snowshor g or cross-country skiing, then take the kids

9. snowmobd
sledding or far a ride in a sleigh.

Can't-Miss Experiences: Warm up next to one of the outdoor fireglaces along Main
Steect during a break from shopping amang more thon 200 stores. Ga on o quided
ghast taur of venture into an undergraund mine. Hop aboard the highest kit chair i ? 02
the USA, and perfect your maves at ane of four terrain parks. Explore 187 trails that a |
range fram verdant pothays ta rupaed Hermain chove the free . Must see places




Core Audiences and Programs %ﬁﬁﬁ
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Higher Funnel: Consumer Brand US4

Reach a Qualified Consumer Audience

T =— _-q

5 CULTURAL TRAILS ROAD TRIFIDEAS AMAZING ATTRACTIONS CULINARY EXPERIENCES

Amuzing Colo rado
Ski Re

INSPIRING YOUR NEXT GREAT VACATION

Watch on  IE8 YouTube
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lucierheaume & -« Fol

Qv

4l - 9900 ikes

luclerheaume & C'est parti pour un
mini-roadtrip au travers 3 états que je
découvre (presque tous) pour la
premiére fois ft. @visittheusa! Notre

point de départ: Louisville, Kentucky. =

Aprés un petit 3 heures de route, nous
sommes arrivés dans la ville de
Lexington [qui est tellement mign!!) et
NOoUs NoUs sommes rendus au
Keeneland Horse Racing Track. C'était
tellement impressionnant d'assister &
'entrainement des jockeys et leurs
chevaux en préparation pour les
grandes courses qui auront lieu plus
tard cette semaine. ™ |l y en a ici qui
ont déja assisté a des courses de
chevaux?.. @kytourism #travelky
#UnitedStories *Ad

Brand USA

mindz.eye - Following

mindz.eye "The City of Roses" | had
an amazing time exploring Portland!
This was shot during a beautiful
sunrise high above the downtown core.
A sight I'll never forget.

@visittheusa @traveloregon
#UnitedStories #traveloregon

gon & @mindz.eye Hey ]
e love this image == Can

we repost it to our social channels

and tag you for credit? Reply
#YesTravelOregon to accept.

QY A

2 Liked by itschrisrobins and

15,560 others
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Brand USA

Video Programs

8 ' FEATURES
% Experience-focused, longer-form videos

TRAVEL ENTHUSIAST

VERTICAL SHORTS SOCIAL CUTS AT-A-GLANCE
Vertical video shot specifically for social media Utilizes pre-existing footage for new social media assets Series of short, energetic videos

Road to IPW: Partner Program Opportunities 2023-2024



Core Audiences and Programs %}ﬁﬁ

VisitTheUSA.com

Higher Funnel: Consumer Brand US4

Reach a Qualified Consumer Audience

& s e R C
el RES CULTURAL TRAILS ROAD TRIFIDEAS AMAZING ATTRACTIONS CULINARY EXPERIENCES

Amazing Colorado Attt Iee
Sldélesoﬂ‘r" .
[y

INSPIRING YOUR NEXT GREAT VACATION

Watch on  IE8 YouTube

Road to IPW: Partner Program Opportunities 2023-2024



JOSHUA TREE
HATIOMAL
CALIFORNIA

GLORIOUS GATEWAYS TO

NATIONAL
REASURES

al PRI S

Enjoy the lively and delightful towns that border some
of the USA's most remarkable national parks.
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Quick Poll



?

What market do you want Brand USA’s

support with the most?
Please select one.

a. Australia/NZ f. India

b. Brazil g. Japan

c. Canada h. Mexico

d. France . South Korea
e. Germany . UK/Ireland
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Core Audiences and Programs

Higher Funnel: Trade

Reach Our Curated, Connected Trade Audience

W ROAD

& TRIPS -
Y USA e

3 NATCHEZ

- NUSTIN

5 HOUSTON - PORT
SAN ANTONID ARTHUR

Dallas, Texas to Austin, Texas
Austin, Texas to San Antonio, Texas to Houston, Texas

Houston, Texas to Port Arthur, Texas
to Lafayette, Louisiana to New Orleans, Louisiana

New Orleans, Louisiana to Baton Rouge, Louisiana
to Natchez, Mississippi to Indianola, Mississippi

Indiancla, Mississippi to Tupelo, Mississippi
to Birmingham, Alabama

Birmingham, Alabama to Chattanooga, Tennessee
Chattanooga, Tennessee to Gatlinburg, Tennessee

Gatlinburg, Tennessee to Great Smoky Mountains,
Tennessee/North Carolina to Atlanta, Georgia

Atlanta, Georgia to Charleston, South Carolina

Road to IPW: Partner Program Opportunities 2023-2024
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Brand USA

MUSICAL ROOTS OF THE SOUTH

GREAT SMOKY MOUNTAINS

3 hours and 15 minutes/314 kilometres
4 hours and 15 minutes/446 kilometres

5 hours and 45 minutes/576 kilometres

6 hours/547 kilometres

3 hours and 45 minutes/468 kilometres

2 hours and 15 minutes/237 kilometres
2 hours and 45 minutes/248 kilometres
4 hours/317 kilometres

5 hours/483 kilometres
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Reach Our Curated, Connected Trade Audience
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Higher Funnel: Trade

Reach Our Curated, Connected Trade Audience
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Core Audiences and Programs

Sales Missions™

January February
2024

South Korea Mexico
& Japan America

Australia B2B

“Tentative dates; subject to change
Road to IPW: Partner Program Opportunities 2023-2024

Canada

South Korea
& Japan

VisitTheUSA.com

Brand USA
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Core Audiences and Programs

Lower Funnel: Consumer

Intent & Activation Tour Operator Market Specific
« Affinity Programs « Air Canada Vacations « Air Canada
Programmatic Media «  CANUSA  Rogers Media
*  PriceTravel «  Televisa
«  Travelbag *  The Telegraph

«  Other Opportunistic
Trade Activities

Road to IPW: Partner Program Opportunities 2023-2024
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Brand USA

Core Audiences and Programs

Lower Funnel: Consumer

|
Intent & Activation o' Tour Operator,. My 18" Market Specific  \\ay 18"
o MAY \o! rune \* ot rune it ot
n

Tune \ Air Canada \/acations,i‘ « Air Canada 9
Programmatic Media o on May =° Rogers Media o MaY
Tune \* ; fune "
Travelbag *  The Telegraph

Road To IPW Webinar
Series 2023

Road to IPW: Partner Program Opportunities 2023-2024
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Affinity Programs

expedia group
media solutions

Expedia Group Media Solutions is a
global travel advertising platform
connecting marketers to millions of
travels across the Expedia Group brands.
This program offers access to Expedia
Group traveler search and booking data
for sophisticated targeting & reporting
from awareness to conversion.

¢ SOJERN

Sojern is a leading digital marketing
platform that offers partners customized
digital campaigns and utilizes real time
travel intent data to target people who are
actively searching and booking their next
trip. It provides its partners with unique
market insights, website analytics, and
Economic Impact Reports.

Road to IPW: Partner Program Opportunities .

e tripadvisor

Tripadvisor is one of the world’s largest
travel guidance platforms. Tripadvisor
offers partners the ability to reach
higher funnel travelers through their
booking agnostic platform. Partners can
utilize all available targeting methods on
TripAdvisor’s family of domains to
encourage travel to your destination.

° )

®

*ADARA
Adara is a travel technology company
that provides destinations with data and
measurement tools to boost
engagement. Adara offers destinations
data-driven travel-intent digital
marketing campaigns with timely search
and booking insights.

usA

VisitTheUSA.com

Brand USA

lastminute.com

lastminute.com is a trusted European
OTA operating in 40 countries (17
languages) with 60 million unique users
per month. Partners can target specific
travel audiences using their first-party
data and utilize their digital media
campaigns to raise awareness and drive
sales to destinations.

hotelbeds

Hotelbeds is the world’s leading B2B travel
distributor that contracts with hotels and
activities in almost every destination and
distributes them through their

network. This program offers partners
customized B2B campaigns focused on
educating and incentivizing their travel
advisors to become destination experts
who influence the end consumer.
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CANUSA (Germany)

Urlaubstracker Placement

Im Herbst mit dem Camper durch die USA: 15

Tage an der Westkuste inkl. Flug & Camper nur
1.189€ p.P.

Dienstag. 5. Jul 2022

Die Westkiste entlang in Euremn eigenen Camper, diesen Traum kénnt |hr Euch
noch in diesem Jahr erfallen. Sichert Euch jetzt die besten Prelse und Camper fir
Eure USA Wohnmobil Reise mit Flug! Heute werden Winsche wahr und das zum
ganstigen Preis von nur 1,189 € pro Person, wenn Ihr 2u...

Neue Nachirige der 088

Schoner schlafen, schneller ankommen

Mehr Privatsphiine und Kormdort, ein modernes Design: Die Osterreichischen Bundesbabnen
stellen das Innenleben der neuen Nightiet-Generation voe. Ein Clou sind die «Mini Cabinss far
Aieinreisende.

be lisst sich im Nachizug der Wunsch der Reisenden nach nvehr
Privatsphare erfillen? Indem sie sich zum Beispiel im
Licgewagen in cine kleine Welt fir sich zurikcizichen kiinnen, Mit

Instagram Story

@ 6. Oktober 5:04 PM

AUF NACH MICHIGAN! T

C canusatouristik

canusatouristik Pure Michigan o ..

“t S5 AP Q)

Aktivitat Bewerben Highlight Mehr

Road to IPW: Partner Program Opportunities 2023-2024

-+ anfragen!

CANIEA .

Beitrag erstellen 1 Live

Big Sky Country”

Montana beheimatet nicht nur den besindruckenden Glacier Natianal Park,
der als dia Krone mit und der ol

Panoramastrafe ,Going to the Sun Road” begeisten, sondern auch einen

Tl das Yolowsion National Parks, Hier tummein sich Bisons, Biven und VisitTheUSA.com

Brand USA

Roadirip durch den US-Bundesstaal ihn vordel an verlassenen
Goldgraber-Camps und charmanten Westem-Stidien, die voller Nostalgie
an Vergangenes erinnem. Vion Mai bis Oktober finden Gbrigens

und der Native statt, die die
Kultur von Montana hautnah vermitieln, 1 -3

LLasst euch hier von Montanas Vielfalt inspirieren:
hitps:itinyur. comimontana-gaw, &

Wart ihr schonmal in Mantana? Dann schreibt uns euer Highlight in die
Kommentare. &

The Great American West - Garmany

s Crodit; Montana Office of Towrism and Business Developmant

Exclusive Newsletter

Autvely ot btdisat for st Kinfasly Gerdy,

s L

b saried A weArpoe SR oo i

Mrtprampilovd’ Al Bourive. Larmin ot il Adois

Mt it Albr Lodldvarttn ach? whpidia™

Jetzt Reise
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3% PriceTravel'

PriceTravel (Mexico) Femn® . ES

s 2,000 Pustoa + 56,866 mn. |
| Pracio por habitackén por noche |

Q -70%..
Push Notifications T
& vww.pricetravel.comumx + ahora » & X External Website
iCondcelos! Zo&try, Secrets, Breathless, ... )‘\2
iTienen promo! Hasta 71% de descuento, ’ Social Media Search and Display Google
iaprovecha y reserval
33 A Viaja al mejor precio ®
que shorres en Il‘t-:_ie Jedy'\:"vuel:vs 'L
e pricetravel.com
R F

; Viaja al mejor precio
Banner 3% PriceTravel J ok

S

= Todo lo que necesitas para viajar a
Houston lo encuentras en PriceTravel,

Reserva Ahora.

MGM RESORTS

It's tirme again

i
) I
MGM RESORTSI .

It's time again

Hastg

10%

@ Ta v 16 personas més 1 vez compartido Mo
. 3 b Me gusta [J Comentar & Compartir 20%
Varios Desrinos 2 de descuento
Mais relevantes -
MGM Resorts *‘ a pe——— e s sin interases
) Esar be un comentano.. =l ) ) ) & = .

Road to IPW: Partner Program Opportunities 2023-2024
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Televisa (Mexico)

VisitTheUSA.com

usA

Brand USA

fmars  PUMAS, SIN MARGEN DE ERROR
Moty PARA BUSCAR SU PASE A LA
e LIGUILLA

rorc®ecm QOO O0@0Q

PR TR WY |

= { )} Prircipal

Mot

N Aventurasurbanas en Denver: Laz sl -l 105
puerta de entrada al oeste americano

[
Toerao
Display Banners s
Lo Mejor de Visita USA .

Social Post e O A M
Road to IPW: Partner Program Opportunities 2023-2024



https://noticieros.televisa.com/viajes/visitausa/

Core Audiences and Programs ﬁsﬂ

VisitTheUSA.com

“*NEW GERMAN PROGRAM ALERT** Brand UsA

STROER

Road to IPW: Partner Program Opportunities 2023-2024



Core Audiences and Programs

Opportunistic Trade Activities

O

LUXURYESCAPES

travelieek

helloworld

THE TRAVEL PROFESSIONALS

Road to IPW: Partner Program Opportunities 2023-2024
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Brand USA

+ In-Market
Road Shows
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Other important Updates




Partner
Portal
Update

Road to IPW: Partner Program Opportunities 2023-2024

usA

Wisit ThallSA-com

Brand USA

Brand USA

REQUEST FOR PROPOSAL
B2B Portal

February 2023




Last but not least...

Mark Your Calendars!"

April
2023

4/18:
BOD Meeting

4/19-26: UK &
Ireland
MegaFam (NY,
MA, CT, PA,
MD, D.C., GA,
AL, IL, MI, CA,
AZ, NV)

Korea:
Roadshow with
Mode Tour

May
2023

5/2: UK
Webinar

5/4: Co-Op/

Regional
Webinar

5/16:
Programmatic
Webinar

5/18: Canada
Webinar

5/21: Market
Education
Sessions @IPW

June
2023

6/6-14: AUS/NZ
Mega Fam with
Hawaiian
Airlines (HI, CA,
TX, OR, WA,
NV, UT, MA,
NY)

“Tentative dates; subject to change

Road to IPW: Partner Program Opportunities 2023-2024

July-August
2023

7/15: GoUSA TV
Storytelling
Awards
submissions
due

July: Japan &
South Korea
Sales Mission

August: Korea:
Roadshow with
Hana Tour

October
2023

10/16-19:
Brand USA
Travel Week in
London

January
ployz:

India Sales
Mission

February
2024

Mexico Sales
Mission

Australia B2B

March
2024

South America
Sales Mission

VisitTheUSA.com

Brand USA

April
ployr:

July
2024

Canada Sales
Mission

Japan & South
Korea Sales
Mission
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usA
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Brand USA

Thankyou.




	Slide Number 1
	Slide Number 2
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Slide Number 6
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Slide Number 15
	Slide Number 16
	Slide Number 17
	Slide Number 18
	Slide Number 19
	Slide Number 20
	Slide Number 21
	Slide Number 22
	Slide Number 23
	Slide Number 24
	Slide Number 25
	Slide Number 26
	Slide Number 27
	Slide Number 28
	Slide Number 29
	Slide Number 30
	Slide Number 31
	Slide Number 32
	Slide Number 33
	Slide Number 34
	Slide Number 35
	Slide Number 36
	Slide Number 37
	Slide Number 38
	Slide Number 39
	Slide Number 40
	Slide Number 41
	Planning for Recovery
	Slide Number 43
	Slide Number 44
	Slide Number 45
	Slide Number 46
	Slide Number 47
	Slide Number 48
	Slide Number 49
	Slide Number 50
	Slide Number 51
	Slide Number 52
	Slide Number 53
	Slide Number 54
	Slide Number 55
	Slide Number 56
	Slide Number 57
	Slide Number 58
	Slide Number 59
	Slide Number 60
	Slide Number 61
	Slide Number 62
	Slide Number 63
	Slide Number 64
	Slide Number 65
	Slide Number 66
	Slide Number 67
	Slide Number 68
	Slide Number 69
	Slide Number 70
	Slide Number 71
	Slide Number 72
	Slide Number 73
	Slide Number 74
	Slide Number 75
	Slide Number 76
	Slide Number 77
	Slide Number 78
	Slide Number 79
	Slide Number 80
	Slide Number 81
	Slide Number 82

