
RECOVERY CAMPAIGN

T i m i n g

G o a l s

P H A S E  1  
(Prove We’re Ready): Fall, Influencer Campaign Launch*

P H A S E  2  
(Welcome the World Back): Winter, Paid & Earned Media Launch*

P H A S E  3  
(Entice & Convert): Spring, OTA & Co-Op Launch*

*Timing will vary by market as conditions warrant. 

Welcome the world back with open arms

Rekindle the love for and sense of possibility in the United States

Lead our tourism economy to new heights  

 Leverage the power of travel to foster understanding between people 
and cultures

S t r a t e g i c  F r a m e w o r k

O u r  S t o r y
Building on the success of our award-winning United Stories campaign, 
we are creating a new global invitation, centered on one of our greatest 
strengths - our diversity. 

We’re evolving our story from mass travel to meaningful travel, from a focus on 
individual narratives to a focus on the collective feeling of togetherness. 

We’ll showcase our mosaic of people and cultures, a land of contrasts and possibilities, 
and the incredible variety of experiences that await. 

Key  M e s s a g e s
PROVE WE’RE READY 

We begin by rebuilding traveler confidence that the 
United States is ready to welcome them. 
Approximately 40 social media influencers from all 
over the world will embark on a journey that spans the 
country, showing our breadth of possibilities and 
experiences – through iconic landmarks and local 
secrets. The global influencers will take a series of 
regional road trips, traveling as a group from different 
backgrounds, reconnecting with friends and loved 
ones along the way.

Each influencer will create content, demonstrating 
what to expect through trip highlights, mini-blogs, 
itineraries, partner-specific messaging, and entry 
policies. All content will be distributed on their 
social channels, the United Stories landing page, 
and partner channels.

WELCOME THE WORLD BACK 

We will then launch an anthemic, stirring film paired 
with digital, social, print and out-of-home assets that 
will run in eleven key international markets. 

Each piece serves as an open and ongoing invitation 
to visit the USA and contribute your story, directly 
hitting the hearts and minds of travelers worldwide.  

The film was market research tested in 5 countries 
and performed exceptionally well (in the top 10% of 
all destination campaigns) on effectively increasing 
likelihood to visit, improving perceptions, driving 
favorability, and delivering its intended message.

ENTICE AND CONVERT 
 
Finally, to culminate these efforts, we’ll partner with 
a global network of tour operators, travel and 
hospitality companies, and local tourism 
organizations, creating a collective effort to inspire 
travel, tell meaningful stories, and drive re-connection.

We will implement a complex and robust media 
campaign designed to drive bookings by sequentially 
targeting international travelers as they move from 
inspiration to consideration to planning a trip abroad.

Each booking partner will provide value to Brand USA 
in exchange for driving media to their site in the form 
of advanced reporting and in kind media.
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