
April 18, 2023 | 10 a.m. –12 p.m.

OPEN SESSION 
BOARD OF DIRECTORS MEETING



• Call the meeting to Order

• Approval of minutes from November 17, 2022*

Todd Davidson
Chair
Brand USA Board

*Vote Required



CEO REPORT



Chris Thompson
President & CEO

• Financial Report
Year-to-Date FY2023 Highlights

• FY2022 Report
Brand USA Annual Report
Brand USA ROI
Brand USA Partner Survey

• Marketing Report
FY2023 Objectives
Travel Landscape & Consumer Research
Consumer Campaign
GoUSA TV
Earned Media
Partner Marketing
Global Trade Development
Upcoming Events
Future Board Meetings



FINANCIAL REPORT



• FY2022 Audit
• Year-to-Date (YTD) March FY2023 Financial Update

Donald Richardson
Chief Financial, Diversity 

& Inclusion Officer

Elliott Ferguson
Treasurer



FY2022 Financial Statements Audit Status

 KPMG has completed the FY2022 Financial Statement Audit.

 Unmodified opinion issued by KPMG.

 No material weaknesses and no significant deficiencies

in internal control were identified.

 The draft audit report was issued on January 31, 2023.

 The audit report was presented to and received by the Audit 

Committee on February 8, 2022.



YTD FY2023 Financial Highlights
(As of March 31, 2023)

• Partner Revenue
Total partner revenues YTD were $46.1M

 Partner Cash Contributions – We received $27.5M

 In-Kind Contributions – We received $18.4M

 Sponsorships and Other – We received $0.2M

• Expenses

 Total Expenses YTD were $63.1M

• Cash Flow

 Cash Reserves remain healthy

• Travel Promotion Fund

 We anticipate meeting the full normal ESTA match for FY2023 by fiscal year-end



FY2022 ANNUAL REPORT



FY2022 Annual Report to Congress

• Transmitted by the Department of Commerce to 
House and Senate committees of jurisdiction

• Details Brand USA’s contributions to the travel 
recovery from October 2021 – September 2022

• Range of topics includes:
• State of the Industry
• Year in Review
• Market and Media Mix
• Promotion of Rural and Urban Areas
• Objectives Review
• Financial Management
• Company Information



FY2022 Year in Review



FY2022 
Objectives



FY2022 
Objectives



FY2022 
Objectives

FY2022 
Objectives



FY2022 ROI





FY2022 Brand USA Partner Survey



Brand USA Annual Partner Survey

90% of respondents agree with the statement "Brand 
USA's partnership provides value to my organization

Objectives:
• Partners’ evaluation of Brand USA’s performance:

• Evaluation of Brand USA’s programs performance
• Evaluation of partnership value

Analysis:
• 125 survey responses (40% response rate); collected 

between January 11 to March 8, 2022.
• Results were analyzed by type of organization (DMO/CVB 

and others) and amount of contribution to Brand USA.

When notable, results are compared to surveys conducted 
since 2016.

“Brand USA helps us 
maximize our budget 

to reach important 
overseas markets 

that were previously 
out of reach.”

-State DMO
(Less than $100,000)



Annual Partnership Perception and Performance

Partnership Value and Maintaining Partnership have remained over 90% ratings for 
the past five years.

View of the Brand USA's partnership value increased to 100% among non-DMO 
partners and partners contributing between $250K and less than $1 million, while it 
stayed over 90% among state and city DMOs.

“We have been working with 
Brand USA since its inception 
and have been very pleased 

with our international market 
partnership. We look forward 

to continuing our joined efforts 
with Brand USA”

-State DMO
($250K to less than $500K)
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MARKETING REPORT



TRAVEL LANDSCAPE & 
CONSUMER RESEARCH



USA Total Inbound Travel

Visitation to the USA is projected to return to pre-pandemic levels in 2+ years
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USA Inbound Travel for 2024: Top 10 Markets
Canada, U.K., and India will lead the rebound while China, Japan, S. Korea, 
and Brazil will lag
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Operating Air Capacity to the USA

Seat capacity is projected to reach 96% of 2019 in late 2023

Source: Sabre, as of March 31, 2023
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Likelihood to travel to USA in next 12 months

Likelihood to visit in the next 12 months is close to 2019, with slight lags. 
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Barriers to USA visitation 
Top barriers to U.S. Travel are:

1. The desire to experience other countries 
2. Perceived high cost of a U.S. trip
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Reasons for not traveling to USA in next 12 months
(March 2023)  

I want to visit other countries first USA has become an expensive vacation destination
It is a big trip that I want to plan well in advance I want to save some money for the trip
I am concerned about my personal safety I have been there before
The currency exchange rate is unfavorable I am influenced by the political climate in the USA
I am concerned about the COVID-19 situation in the USA  I'd like to get more familiar with individual cities/states
I want to go for a specific event

Source: Brand USA/Big Village, Quarterly Custom Study



• Intent to travel is high and international 
visitation to the U.S. is projected to return 
to pre-pandemic levels in the next 2+ years.

• Travelers are interested in experiencing 
non-U.S. destinations.

• Global competition to attract travelers is 
fierce. Hence, there is a strong need to 
maintain top-of-mind awareness of the U.S.

Key Takeaways



MARKETING EVOLUTION



Integrated Marketing Priorities

United Stories: Where We’ve Been 

United Stories (2018 - 2021)
Strategic Focus: Inspiration >> Proximity

Creative Approach: highlight ‘Many Voices’



Integrated Marketing Priorities

United Stories: Where We’ve Been 

United Stories Recovery (2022)
Strategic Focus: Welcoming the World 

Creative Approach: Find Your Story



Integrated Marketing Priorities

Key Research

• 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. 

• 1 in 2 are likely to book or have already booked an international trip in the next 12 
months.



Therefore, it’s more important than ever to 
be top of mind for consumers and to raise 
the USA within their travel consideration 

set. 



Integrated Marketing Priorities
Media Campaigns Aligned to Traveler Consumer 
Journey

Branding 
and 

Inspiratio
n

Dreaming

Shopping 
(Destination

)

Booking

Visiting

Reliving



Integrated Marketing Priorities
Media Campaigns Aligned to Traveler Consumer 
Journey

Branding 
and 

Inspiratio
n

Dreamin
g

Shopping 
(Destination

)

Booking

Visiting

Reliving

**New Campaign**

Education

United Stories

Travel Endemic and Paid Search

**New Campaign**
Travel Trade & OTA Co-ops

Social Media

@VisitTheUSA



Integrated Marketing Priorities

Branding and Inspirational Layer 

Branding 
and 

Inspiratio
n

Dreaming

Shopping 
(Destination

)

Booking

Visiting

Reliving

Media Objective: 

Drive reach and top of mind awareness

Creative Opportunity:

Create campaign with broad USA messaging that 
creates a sense of urgency to visit and inspires 
action



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

Messaging: ASPIRATIONAL & ACTIONABLE.  Lean into the pillar of Possibility and create urgency to visit ASAP. 

Motivations Triggers Activities

Glamorous Getaways Treat themselves, great cities, mix of 
cultures. Less concern for safety Special event - milestones Nightlife, local restaurants, urban 

sightseeing, luxury

Family Time Treat and visiting friends and relatives. 
Want welcoming, diverse, and safe. A deal, a specific destination Theme park, zoos, beach

Outdoor Enthusiasts Reduce stress. Want something new for 
every visit Destination calling Scenery, beach, national parks

Cultural Explorers Learn about different cultures, vibrant, 
unique, a place to visit again and again Deal, destination Cultural landmarks, urban sightseeing, 

historical sites, and museums

Excitement Seekers Treat, satisfy a sense of adventure Taking a break, milestone Live music, outdoor activities

Integrated Marketing Priorities

Creative for United Stories



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.



At any moment, there’s a perfect vacation out there, waiting for you. 

One that’s just what you need, and just what you want. 

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 in Salt 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…



This Is Where It’s At.





Integrated Marketing Priorities

Dreaming and Education Layer 

Branding 
and 

Inspiration

Dreaming

Shopping 
(Destination

)

Booking

Visiting

Reliving

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 road trip itineraries. 





Integrated Marketing Priorities

Shopping and Education Layer 

Branding 
and 

Inspiration

Shopping 
(Destination)Booking

Visiting

Reliving

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.

Dreaming





Based on research and verified with local insights, heavy-up windows per country 
have been identified for branding and dreaming campaigns, whereas shopping is evergreen

April May June July August September

Canada

Mexico

U.K.

Australia

France

Germany

India

Brazil

Colombia

Korea

Integrated Marketing Priorities

Media Flighting Summary for 
Remainder of Year



In-Market Research
+

Brand Strategy 
+ 

Creative Refresh
+

Storytelling Initiatives 

Integrated Marketing Priorities

What’s next?



GoUSA TV



Distribution

Platforms Added in FY2023:
MX Player & Rlaxx
Samsung TV Plus Nordics - LG Nordics

Total Reach: 
804M+ across all platforms



Total minutes watched across all platforms

+10%
MoM Avg Growth

(March ‘22 – Feb ‘23) 

+200%
January ‘23 YoY

+181%
February ‘23 YoY



Ellis Family Vacation

Ellis Family Vacation – Live April 2023

Featured Destinations in the Series:

• Washington, D.C.

• Birmingham, Alabama

• Grand Canyon, Arizona

• New Orleans, Louisiana



INSERT CLIP FROM ELLIS FAMILY VACATION



EARNED MEDIA



• Over 70 pieces of international coverage following the 
distribution of the global release on hidden gems across 
the USA

• The ‘What to see and do’ document has generated 
coverage on hotel openings, new museums and 
attractions as well as anniversaries in global titles

• Continuing to support Brand USA’s DEI initiatives 
through our domestic and international storytelling

Earned Media 
Results



Coverage Highlights



Coverage Highlights



• International group press trips (U.K., Mexico, Italy) 
encapsulating the storytelling pillars 

• More targeted engagement with global media at IPW, 
focused on relationship building with consumer media 
and interviews / profile pieces for Brand USA senior 
representatives and our partners with trade and consumer 
publications

• International media missions to help better shape the 
narrative of the stories of the USA and position Brand USA 
as tourism leaders and innovators

What’s Next?



PARTNER MARKETING



FY2023 Partner Participation Overview
As of March 31, 2023

TOTAL 
PARTNER 

PARTICIPATIONS*

ACTIVE 
PARTNERS**

AVERAGE 
PARTICIPATIONS 
PER PARTNER**

UNIQUE 
PROGRAMS 
AVAILABLE

FIRST TIME 
CONTRIBUTORS/

PARTICIPANTS

1,011 259 3.34 53 7

* includes General Media participations, Affinity programs, custom programs, Partner Marketing Programs, Trade activities 
** includes custom programs, Affinity programs, Partner Marketing Programs, and Trade activities



FY2023 Program Overview
As of March 31, 2023

CAMPAIGNS 
LAUNCHED*

MARKETS WHERE 
CAMPAIGNS RAN*

IMPRESSIONS 
DELIVERED**

ATTRIBUTABLE 
BOOKINGS 

MEASURED***

396

19

737M+

$9M+

* includes General Media participations, Affinity programs, custom programs, Partner Marketing Programs, Trade activities 
** includes custom programs and Partner Marketing Programs
*** includes Multi-Channel campaigns and ITG campaigns



SPOTLIGHT: PALM BEACHES
CANADA CAMPAIGN



Custom Canada Campaign: Palm Beaches
Campaign Overview

Discover the Palm Beaches partnered with Brand USA and Air Canada to run an 

integrated marketing campaign targeting winter travelers in Toronto.

All campaign media utilized Air Canada as the call to action to book a flight to PBI. 



AIRLINE 
SUPPORT

Custom Canada Campaign: Palm Beaches
Promotional Elements 

OUT OF HOME: 
SIGNAGE

Rogers Media
CityTV & Morning 

News Show
- 3 days of Live on 

Location with 
Breakfast Television
- 3 days of contest 

on-air giveaways 
for a trip to Palm 

Beaches
- 9-week TV campaign 

on CityTV

Air Canada 
Sponsorship

- Airline tickets for 
Rogers contest

- Aircanada.com
carousel banners 
and landing page

- Deals of the Week 
email ads

- Social posts on 
Facebook and 

Instagram

TVOUT OF HOME: 
CARVERTISE

PROGRAMMATIC

Programmatic
- Brand USA’s 
programmatic 

marketing platform 
with behavioral, 
demographic, & 

geographic targeting
- 8-week campaign

Outfront Media
- Out of home 

campaign featuring 
static and digital 

signage throughout 
Toronto

- 17-week campaign 

Carvertise
- Out of home 

advertising 
with wrapped Uber, 

Lyft, & 
DoorDash vehicles
- Partial wrap on 30 

cars with 
swarms at 4 major 

Toronto events
- 12-week campaign



Custom Canada Campaign: Palm Beaches
Final results

CAMPAIGN PERIOD CAMPAIGN VALUE VALUE
September 2022 – February 2023                $904,350 2.7: 1



Custom Canada Campaign: Palm Beaches

Discover Palm Beaches’ campaign 
successfully moved the needle for Air Canada 
Bookings to PBI.

Comparing to 2019 booking levels, Air Canada 
PBI flights were down -50% in bookings and -
40% in revenue. 

The campaign resulted in growing bookings 
to -10% compared to 2019 levels and revenue 
increased +7% above 2019 levels.

2019 Booking Level Comparisons



FY2024 Partner Marketing Priorities
Connecting the Dots 

Targeted media distribution

Partner resource 
center build 

Regional + multi-
partner strategies 

Consumer campaign integrations

In-market collaboration



GLOBAL TRADE DEVELOPMENT



Sales Missions

4 Regional Markets
• Mexico (Jan.-Feb.)

• Australia (B2B in Feb.)

• India (March)

• South America (March)

114 U.S. partners

6,499 meetings

9 cities

439 Trade Attendees

17 Trade Media publications

1,024 Agents Trained



FPO – Videos of Sales Missions



In-person trade events:
• 47 events 
• 5,885 travel trade attendees

Webinars:
• 24 webinars
• 2,559 agents

Travel Trade Engagement & Training



Travel Trade Joint Campaigns



First European MegaFam in Partnership with American Airlines

• 60 top-selling agents

• 19 destinations 

• Finale in Fort Worth, Texas 

• Six itineraries across nine 
markets:
Austria, Belgium, France, 
Germany, Ireland, Italy 
Netherlands, Switzerland, 
and the U.K.



FPO – MegaFam Video

Video

https://thebrandusa.box.com/s/7oad86bcwij6pizo2ww5286y41guhgz7


Looking 
Forward 
FY2023

2 MegaFams
• U.K. and Ireland (April)

• Australia and New Zealand (June)

10 Roadshows
• Brazil – four cities

• Canada – six cities

2 Special Events
• Luna Cinema Project U.K.

• RHS Hampton Court Garden Festival



EVENTS





Trade
Provide information, resources, and programs 
to expand USA offerings, promotions, and 
partnerships

Partners
Provide information, resources, and 
programs for partners to increase presence 
and focus in international markets

Media
Provide information and resources to 
enhance coverage and expand Brand USA's 
media relationships

Government / U.S. Travel
Provide a platform for government agencies 
and their principals, and contribute to the 
overall success of the show

1. Position Brand USA as the 
go-to resource for all 
things international travel

2. Create an atmosphere 
conducive to doing business

3. Increase investment into 
promoting and selling the 
USA in international 
markets

4.Drive upbeat coverage of 
the USA and Brand USA

5. Convey organizational, 
industry, and policy 
information to our 360o

world of stakeholders

Objectives



All Audiences

Engagement and Activation Points

• Brand USA Booth
• Brand USA Monday Lunch
• Brand USA Talks Travel Live Recording
• Branding Throughout Convention Center

Travel Trade
• Trade Appointments
• Chairman’s Circle Honors
• Networking and Evening Events

U.S. Industry Partners
• Partner Meetings 
• Sunday Education Session
• Networking and Evening Events

• Media Happy Hour
• Press Conference
• Media Marketplace Appointments
• Other Media Interviews
• Press Brunch
• Travel Writers Awards
• Networking and Evening Events

Media

Government/Other Stakeholders
• Federal Row
• Ribbon Cuttings
• USCS T&T Team Meeting
• U.S. Travel Communications Committee 

Meeting
• VIP Floor Tour







Registration closed; waitlisting



OCTOBER 16 – 19 OCTOBER 16 – 18 OCTOBER 16 – 17 

REGISTERED ATTENDEES & TARGETS

105 Exhibitor Appointment Books
12 RTOs

45 Exhibitor Appointment Books 50 CEOs

155 Buyer Organizations 65 Pan-European Media 25 Pan-European Media



20
23 Boston, MA | JULY 26

SUMMER

FALL
Washington, DC | NOVEMBER 15

Future Dates
Board of Directors 2023 Meetings



Questions & Answers



Visit The USA

VisitTheUSA.com

C O N S U M E R

Brand USA

@BrandUSA

BrandUSA

BrandUSATV

TheBrandUSA.com

T R A V E L  I N D U S T R Y

Thank You
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