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Board Meeting Agenda

1:30pm - 3:00pm ET

Opening remarks
= Call meeting to order

= Item 1: Approval of minutes from February 3,
2022 Board Meeting*

* |ltem 2: CEO Report
=  FY2021 Annual Report
=  FY2021 Annual Partner Survey
* Relief Funding Plan

« Item 3: Marketing Planning & Updates

= FY2022 recovery engagement framework updates
Financial Reporting
» Item 4: FY2022 Q2 financials

Governance & Nominating Committee

» Recommendation

= BOD appointments

» Item 5: Future meetings schedule

Q4 FY2022 — July 26-27, 2022 — San Juan, PR

Q1 FY2023 — November 16-17, 2022 - Washington, DC (proposed)
Q2 FY2023 — April 2023 - Washington, DC (proposed)

Q3 FY2023 — July 2023 - Washington, DC (proposed)

Q1 FY2024 — November 2023 - Washington, DC (proposed)

Open meeting for discussion & questions/comments

Closing remarks and adjourn meeting

*Vote Required



SREIIE] [REMEE Call the Meeting to Order

Alice Norsworthy = Brand USA Board of Directors

Chair = Brand USA Executive and Senior Management
Brand USA Board of Directors
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= b
Todd Davidson Mark Hoplamazian Elliott Ferguson
Vice Chair Treasurer Secretary

Alice Norsworthy
Chair




Brand USA Executive and Senior Management

Chris Thompson
President & CEO

Tom Garzilli Donald Richardson

Cassady Bailey
Vice President

Chief Marketing Officer Chief Financial Officer Partner Engagement

Jake Conte
Vice President

General Counsel

Brian Watkins
Senior Director

Information Technology

& Marketing

Aaron Wodin-Schwartz
Senior Vice President

Public Affairs

Mark Lapidus Jessie Newcomb, CPA

Vice President
Product & Technology

Rosina Barbastefano
Senior Director,

Vice President

Alexis Adelson
Director

Finance & Accounting

Marketing Operations &

Research & Analytics

Special Projects




ltem 1 Approval of the Minutes

= February 3, 2022 Board Meeting*

Alice Norsworthy

Chair
Brand USA Board of Directors

isitTheUSA.com

*Vote Required Brand USA




ltem 2 CEO Report

Chris Thompson « FY2021 Annual Report
President & CEO  FY2021 Annual Partner Survey

Brand USA * Relief funding

itTheUSA.com
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ABOUT THIS REPORT

Brand USA submits this report for Fiscal Year 2021 (FY2021)
to the Secretary of Commerce to transmit to Congress as

an update on the organization's progress, activities, financial
condition, and accomplishments for the period Octoben; 202¢
through September 30, 2021, g

a b i

(4. SENECA ROCKS, WEST VIRGINIA

:NTS

AND USA

OM THE CHAIR OF THE BOARD

OM THE PRESIDENT AND CEO

AL ANALYSIS

HLIGHTS

ONAL TARGET MARKETS, POPULATIONS, AND MEDIA CHANNELS
TO PROMOTE TOURISM IN RURAL AND URBAN AREAS

B S REVIEW




FY2021 Annual Report To Congress

= 2021

October 1, 2020 -

September 3(

Transmitted each year to House and Senate
committees of jurisdiction

Captures the highlights, spirit, and results of
Brand USA’s activities from October 1, 2020 —
September 30, 2021

Single best encapsulation of how Brand USA
stayed connected with our world of public and
private stakeholders and global consumers and
travel trade.

Brand USA continued to inspire consumers the
world over, add and create value for our
partners, and drive results for the U.S.
economy.
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Brand USA Annual Partner Survey

90% of partner satisfaction rating for 2021

“Brand USA's efforts have
never been more important.
The return of international
visitation is among the most
critical components of our

OBJECTIVES:

e Partners’ evaluation of Brand USA’s performance:
¢ Evaluation of Brand USA’s programs performance
¢ Evaluation of partnership value

industry's recovery, and

ANALYSIS: we're grateful for our

e 109 survey responses (34% response rate); collected between ongoing partnership...”
January 11 to March 8, 2022

e Results were analyzed by type of organization (DMO/CVB and City DMO (S1M)

others) and amount of contribution to Brand USA

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




Annual Partnership Perception and
Performance Evaluation

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

* Perception of Brand USA'’s partnership value increased
among State DMOs and remained at a 100% among
partners contributing $1 million or above

Perception of Brand USA
(Top 2 boxes - Agree)

0,
100%  96% 94% 94% 929 94% g 100%  99% gg04 g1, 94%

81%
80%
60%
40%
20%
0

Partnership value
m2016 m2017 w2018 m2019 m2020 m2021

X

Maintaining Partnership

“Brand USA is vital to our country’s
recovery. In many ways, their
programs are valuable, and it isn't
easy to cater to all of the partner's
different needs.

In some ways, we find the most
value by working with Brand USA

as an uplift partner, managing our
programs, and supporting as a
partner in solidarity by contributing
for the greater good of marketing
visitation to the U.S., rather than
participating in the traditional
offerings.”

State DMO ($250K to less than $500K)




Partners’ Recovery

“How much would you agree/disagree with the following statement: “Brand USA initiatives will be
vital to my organization’s pandemic recovery?”

* 83% of respondents perceive Brand USA as vital to their recovery, mainly among Regional and State
DMO partners.

Perception of Brand USA's initiatives as vital to the partners’ organization
recovery (Top 2 boxes - Agree)

100%

89% o 92%
57 86% _— ° 8% 88% 79% 88% o
oI 'I 63%I I67A) I II 0%I
Regional/County State City Non-DMO 250K-<1M 100K-<250K
Type of Industry =2020 m2021 Confribution

VlsltTheUSA com
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%ﬁg& U.S. U.S. TRAVEL
Travel& ASSOCIATION:®
Brand USA Tourism

VisitTheUSA.com

Industry
PROMOTE ADVOCATE

AADAVANY=

(Policy & Competitiveness)




The $250 Million Journey to this Point

Seating of the new TTAB by
Commerce Sec. Wilbur Ross

<

B‘/ TTAB asked Brand USA for
“breakthrough reach and relevance”
needs (our white paper)

TTAB policy recommendations sent
to Commerce Sec. Gina Raimondo

K

< K

<

Secretary Raimondo supports
recommendation on Capitol Hill

Mobilization of advocacy army led

by U.S. Travel Association

Bipartisan Congressional support

of Brand USA by passage of
Restoring Brand USA

S

VisitTheUSA.com

Brand USA



Pandemic Exposed Funding Vulnerability

S$62 Million $13 Million S75 Million
W - W
Fiscal Year Fiscal Year 2022 Fiscal Year 2023
2021 (Funds from FY21) (Estimated funds from FY22)

(Funds from FY20)

Available funds down $150+ Million




$250M in Funding—Bridge to the Future




Relief Funding Plan to Congress

SECTION 1. SHORT TITLE. = Brand USA will submit a plan to Congress for
This Act may be cited as the " “Restoring Brand USA Act''. a||OcatIng rel'ef fund|ng by May 15

SEC. 2. AVAILABILITY OF TRAVEL PROMOTION FUND FOR BRAND USA.

= The plan is a framework that will guide Brand

(a) In General.--Not later than 30 days after the date of the

5 o _- c
enactment of this Act, the Secretary of the Treasury, subject to USA S deC|S|0n maklng over the neXt 25 = 3
subsections (b) and (c), and notwithstanding any other provision of . . .

law, shall make available, from unobligated balances remaining f|Sca| yearS and prOVIde a b”dge baCk to
available from fees collected before October 1, 2020, and credited to H

Travel Promotion Fund established under subsection (d) of the Travel r1()rrT]€a| ()F)EBFE&tI()r1ES

Promotion Act of 2009 (22 U.S.C. 2131(d)), $250,000,000 for the
Corporation for Travel Promotion (commonly known as "~ “Brand USA'').

(b) Inapplicability of Certain Requirements and Limitations.--The " EaCh fISCG| year Wl” haVe |tS own deta”ed
limitations in paragraph (2)(B) of subsection (d) of such Act shall not bUS|neSS plan W|th marketlng ObJeCtlveS and

apply to amounts made available under subsection (a), and the
requirements set forth in paragraph (3) shall not apply to more than budget AND annual report to Congress
$50,000,000 of the amounts made so available.

(c) Use of Funds.--The Corporation may only use funds provided

d bsecti (a) t te t 1f tri th iti d . .

nationals of Which are permitted fo enter into the United States. = The framework includes: methodology for
(d) Report Required.--Not later than 60 days after the date of the market and Channel Selectlon typlcal
enactment of this Act, Brand USA shall submit to Congress a plan for !
obligating and expending the amounts described in subsection (a). F)r()s;r&)rT]E;; E]r](j more
Calendar No. 220

117th CONGRESS = The legislation does not affect Brand USA’s & & =

1st Session underlying mission and funding model

Brand USA



FY 2022 Budget Scenario Assumptions

« Congress has passed $250M in Federal Relief Revenue for Brand USA on
a bipartisan basis to help lead the recovery of international travel.

 For planning purposes, we assume $200M of the funds will be received

April 2022; the funds will remain available until expended.

« $50M of the funds will require matching and we expect to receive these
funds in FY 2023 once matched.

« Breakdown of the $250M over three fiscal years:

* Relief Spend: $40.5M in FY 2022, $139.5M in FY 2023, $70.0M in FY 2024

FY 2022 Expense Budget

Scenario

Readiness Spend

Recovery Spend

Federal Relief
Spend

Total

Board Approved Budget

S 23,120,000

S 53,780,000

S

76,900,000

Proposed Budget w $S250M Federal Relief Funds

S 23,120,000

S 53,780,000

S 40,503,259

S

117,403,259




FY 2022 Budget Federal Relief Scenario Comparison*

FY 2022 Expense Budget
Current Proposed
Department Approved % Total (Budget w $250M| % Total Increase % Total
Budget Federal Relief
Operations 6,902,359 9% 8,150,000 7% 1,247,641 3%
Public Affairs 1,383,468 2% 2,500,000 2% 1,116,532 3%
Marketing Overhead 4,663,906 6% 5,000,000 4% 336,094 1%
Integrated / Consumer Marketing 13,184,000 17% 35,225,000 30% 22,041,000 54%
Partner Marketing Services 41,688,267 54% 48,878,259 42% 7,189,992 18%
Global Trade Development 5,078,000 7% 10,500,000 9% 5,422,000 13%
Market Research 2,000,000 3% 3,000,000 3% 1,000,000 2%
Global Communication (PR) 2,000,000 3% 4,150,000 4% 2,150,000 5%
Marketing Department Sub-total 68,614,173 89% 106,753,259 91% 38,139,086 94%
Totals 76,900,000 100% 117,403,259 100% 40,503,259 100%

*Vote required



ltem 3 CMO Update

Tom Garzilli

CMO
Brand USA

VisitTheUSA.com

Brand USA




FY2021-2022 Framework

VisitTheUSA.com

State of
Readiness

Gating
Criteria

Recovery




United Stories Strategic Framework

Marketing Brand Perception, Consideration,
Engagement & Bookings

Objectives

e United Stories

SCUUERERSI  prove We're Ready  Welcome the World Back  Entice and Convert

Influencers TV Airlines
(Owned) OTA
Channels / Tactics Branded content PR Tour Operator

Social Co-Ops
SEM

PHASE 1 PHASE 2 PHASE 3




e josieldn & - Follow
{ Charleston, South Carolina

Brand USA

here, and I've found the best
- can | stay forever?!

#DiscoverSC #UnitedStories
@discover_sc @visittheusa

aw

COMMS TASK #1:
Prove We're Ready

INFLUENCER PROGRAM UPDATE

D victoria & How beautiful!!!!

4w 5likes Reply

v Qv

Q}, Liked by freddy and 7,616 others
FEBRUARY 23

L)
®

@

v Qv

@ josieldn & ad ~ Have you ever visited a
4 place and instantly known this is where
you're meant to be?!  n Charleston

captured my heart within 10 minutes of
us stepping outside on our first day ~

every street, every corner is full of

character and beauty; the spring
blooms have already began to emerge

place for

my morning Oat Milk Latte. Charleston

jimchapman & + Follow
Paid partnership

jimchapman & Ad | This trip has been one | won't forget.
Yesterday | got up the mountain for the BEST DAY OF
SNOWBOARDING OF MY LIFE!

The sky was blue, the view was stunning, the snow was perfect,
the slopes were wide and the runs were long.

I think this is my new happy place. Sarah and | are already
thinking about when we can go back.

Huge thank you to @visitmammoth for such an incredible
experience #VisitMammoth

1d
joshcuthbert & Chapmans got some tekkers!!! °
1d 1like Reply

View replies (1)
theleanmachinesofficial & No gloves? °

1d 2likes Reply

Liked by jen_wilkinson_ and others
10av AGO

@ »

dd a comment.



INFLUENCER PROGRAM:
Results To-date

Posts Impressions

1.2K 186 M




1NV~ a4

154 9 United Stories Production trips

VisitTheUSA.com

Brand USA complete:
-Northeast

-Great Lakes

-Mississippi + Arkansas

COMMS TASK #2:
Welcome the
World Back

UNITED STORIES UPDATE

Telling stories of multi-state road trips with a focus on
connections and amplifying many voices

-Pacific Northwest

-West Virginia + Pennsylvania
-lowa, Nebraska, Kansas

-California + Nevada

-Walt Disney World Resort in Florida

A\l .

-San Antonio

2 trips planned for May:

-Palm Springs

Next Step: integrate new productions into our media plan -Anchorage, Alaska Photography Trip
for the rest of FY22

. A AN N H N |



Brand USA

COMMS TASK #3:
Entice and Convert

TOUR OPERATOR
PROGRAM

Campaigns with Trailfinders, British
Airways Holidays, and Canusa
completed in Q2

Combined results for both social and

SEM across all 3 flights:
122M Impressions
320K Link Clicks




VisitTheUSA.com

Brand USA

Next Phase:

» Objective: leverage United Stories and Influencers across
all three comms tasks: Prove We're Ready, Welcome the
World Back, and Entice and Convert.

+ Drive bookings by targeting consumers with sequential
messaging that will move them from inspiration to
consideration to conversion.

5 New United Stories Production:

-Integration of Insider Guides itineraries
-Regional approach, covering multiple states
-Deliverables will include assets for tour

operators

3 Influencer Program Integrations

-Partner Program

A\l .

-Marriott Partnership

-Insider Guides ltineraries with Tour Operators

)

>




Stakeholder
Amplification

Build and
mainta_in
connections

Provide
foundational
support




January — March Partner Programs Snapshot

I&‘\

2606 total activities 87 unique Across 19 markets
partners engaged




Spring Preview: Multi-Channel Program

Partners Featured by Market

_ NEW Platform Launching this Spring:
@ 11 Partners Interactive Travel Guide
/N
®_ 4 Partners
\ 4 i
(%) 75 Partners T

T DRINKWINE
R o sEER

‘ ' 5 Partners — WEX '
. 14 Partners

‘@’ 5 Partners - Targeted Programmatic = Google Display Network
Media Campaign Campaign

EXPERIENCE MIAMI’S UNIQUE CULTURES

TAKE ME THERE

K L2
<@

9 Partners



Spring Preview: Global Inspiration Program

97 Partners Featured Across 14 Markets and 16 Language Sites

CHePe()®I 0 (2) D P

YOUR NEXT GREAT
ADVENTURE AWAITS

Discover Unforgettable
Destinations Coast to Coast

NEW Digital Hub and Expanded Reach — Reimagined Itinerary-Focused Print Guide in 6 Language Editions
300% Increase in Digital Media Impressions




& TRADE ACTIVITY:

VisitTheUSA.com

Brand USA J an -Mar & — S

Welcome to the USA Discovery Program

Discover the USA

» Educational Webinars

* Agents trained: 2,914

 USA Discovery Program Incentives

« Agents: 506; badges completed: 484

* 2 One-to-One Business Meetings Events
on Brand USA Global Marketplace

« U.K. & Europe

e The Americas

* 4 Trade Show Events

1 Partner Activation



IPW Preview

@7 This year’s “biggest stage, brightest lights” takes on new importance in
light of the reopening of borders and reentry to international markets

Major programming moments for stakeholders, partners, travel trade,
and media

ORLAN DO Education session

JUNE 4-8, 2022 Press conference

Media Marketplace and press brunch
Chairman’s Circle Honors

Luncheon

Travel trade and domestic partner meetings
Federal Row

More




POWERED BY U.S. TRAVEL ASSOCIATION

ORLANDO

JUNE 4-8, 2022

Jl

| -




BRAND USA
TRAVEL WEEK

SEPTEMBER 26-29 | ALTE OPER | FRANKFURT

VisitTheUSA.com

DN U.K. & EUROPE 2022




GLOBAL MARKETPLACE

GQUSAT S T Tl —

» 1

qu|| Town ||l | .- TRAVEL WEEK
- J.MJ

|
Big Story EVENT RECAP ! > EUROPE 2021
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GLOBAL MARKETPLACE

BRAND USA GLOBAL MARKETPLACE ACTIVITY:
FEBRUARY - APRIL 2022

February 17 Latin America Market Update
February 24 Canada Market Update
March 3 Mexico Market Update

March 9 Brazil Market Update

March 16 & 17 1:1 Americas Business Meetings




LAUNCHED

U.K.

UPCOMING

SPRING-SUMMER 2022

Brazil

GLOBAL MARKETPLACE
INTERNATIONAL PAVILION

UPCOMING

FauL 2022 S

Germany

Mexico

Ireland

Italy

France

Spain

Australia/NZ

Benelux

India

Nordics

Japan

South Korea

Canada

China



usA
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Brand USA

Earned Media Initiatives

«  Creation of five international storytelling pillars: wellness, the great outdoors,
local community initiatives, nostalgia and sports tourism

* |dentified by taking into account the key focuses of our stakeholders, conversations
with international senior editors as well as in-market intel and trend reports

* Allow Brand USA to control the narrative as well as ensuring globally consistent
messaging with local nuances
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Snapshot of International 7

diciembre 22,2021 @ 9:50 am.

5 experiencias de bienestar para comenzar el

u ~ .
Earned Media Coverage e
g Encontrar un momento de profundo silencio o entregarse al placer de un masaje relajante es una
n Und weil

buena propuesta para comenzar el aiio. i tellt reisen EXCLUSIV finf i die

‘gefunden werden kann.
'SONNENGRUSSE IM KALIFORNISCHEN SANTA MONICA

Yogakurse firalle Le damit wird der inta Monica am

d Beim Beach der Sand zur Matte und
der Ozean lifert den Soundirack. Unter dem Moltto »Wellness & Waves« beziehen die Yogainstructor

das Meer, den Sand und die Sonne bewusst i den U

Iima

richt mit ein - etwa bei einer belebenden,

Tagsiiber

Abends dann, Licht

erwarmen, st die richtige Zeit, Korper und Geist in Einklang zu bringen, Om!

Fotorleninscape/Pixabay

f Iniciar el 2022 rodeado de una naturaleza exética, paisajes pristinos y el sonido

lo the

3 S S 2 3
D el 27 e e =3
~ ? /' - = =, 2 .
- . 3 o 3 S
OTxTD
Thur, April 14, 2022 E-Paper | Download App R
i ! f@Y® L stro newsletter semanal aqui
[T R S ——
STERNLEUCHTEN IM GRAND CANYON, ARIZONA
realizar hiking en las colinas, en completa soledad, para 5 braucht nicht viel, um einen sinzigartigen Wow-Morment in Arzona zu erleben.Der einfache Blick
i den Himme rund um den Geand Canyon National Park,wenn die Nacht das Licht ausgelapsthat

A W AR v BEs  FRGA PL RNE Ba e SR o son parte de las experiencias de bienestar que aguardan a

o delos destinos wellness de Estados Unidos.

\ Ve're all so excit avelling aqa in 0 sus sentimientos; hasta dejarse consentir en un refugio de steine ganz -
hope’ and dreams. ?spa aguardan a los viajeros dispuestos a todo por renovar el Zonum e Mchtatingalas fen Scratlen auf o e, D lenlanetn s Hors nd
eingebettet i die uralt Tieraeises, cie
55 YOU 3 e r inici i o
yourgguided ion linicio de un nuevo afio. nicht nur die Kunst. sondern auch die Wissenschaft und die Religion seit Jahrtausenden inspirieren.

and how to do it

Werjetztin den Himmel schaut, wird von der Brillanz Tausender Sterne dberwaligt,

Der National Park snatirlche Lichtlandschafte, um
Werte zu beschreiben. die KinstichenL existieren. Die
natrtchen Li d

2 Erlebris.

T

fARPhgoT STquaraTSt
- 3AREBd BRI

NEWSLETTER
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FIS VL2 UNIVERSAL STUDIOS, HOLLYWOOD

'ARNOLD'S OSCARS \ S
HOLLYWOOD HISTORY IN THE MAKING?
4 [ 2022 looks set to be the most diverse Oscars ceremony yet
HOLLYWOOD HISTORY IN THE MAKING?
2022 looks set to be the most diverse Oscars ceremony yet >
scmB |} 7:16 IT SIDE STORY STAR CAUSED BACKLASH ONLINE AFTER REVEALING SHE HAD PREVIOUSLY NOT BEEN|

W 'WIN 4% RHODES STAY IN TRAVEL AWARDS

| /‘/fim Z Ll vy 2
‘I don't think I would enjoy travelling
nearly so much if I wasn't so greedy

¥ ity chef Dame Prue Leth, eating with localpeople conscys the flvou of counteybeter than any gide book

TWV'S RICHARD ARNOLD DISCOVERS IT'S ALL SO MUCH BIGGER IN TEXAS

I got in aright Lone o
Star State meeting [0~
Dallas’s Sue Ellen : T

CallREE 7 doys a wesk

0800 007 4547

CotlusFEE 0800 804 8487 payingioomuch.com

@he Telegraph

15 of the world’s best holidays for foodies

From the delightful European region home to olive ol truffles and wine (no, it's not
¢ in the USA.

Forallour. alove of food is p
power to unite us. We may not speak the same language, or have anything in

common, but wherever you go, everyone recognises the “mmmmun” sound when
you taste something delicious. 1ts what we tell our frie

out when we get home;

it's what ofus ravel
you y or ¥
peaple o trips - from up-and-coming chefs to grandmas serving decades-old
family recipes in tiny kitchens.

ta good meal: it can help

Sototrul

under the skin of a destination, loosen up that belt buckle and eat. From

udon, here
are15 of the best places and trips to do just that.

Pizza paradise
Ttaly

Granted, there are pretier Italian cities, but if you're charmed by grit and serious
p toits birthp

Naples. Perfect dough

few euros) m: billo a front-runner.

d with locall e ricotta and candied orange.

Walkitall offin one of the ellent museurs.
Three nights at the four-star San Pietro costs from £197pp with Last Minute (087 1277

1070; lastminute.com



NEW PODCAST: Brand USA Talks Travel s s s s

rae: 21 €PISOAES

Downloads since
November 9t launch

1,824 1,077

Unique listeners

(3x growth since (3x growth since
last quarter) last quarter)
FY22 TARGET GOALS:

3,000 downloads
600 unique listeners

dan TALKS

VisitTheUSA.com

e TRAVEL

Brand USA




Item 4 Financial Reporting

= FY2022 Q2 financials

Mark Hoplamazian
Treasurer

Donald Richardson
Chief Financial Officer

Brand USA




FY 2022 Q2 Preliminary Financials: Highlights

(As of February 28, 2022)

 Partner Revenue
Total partner revenues YTD through February 2022 were $9.2M.
= Partner Cash Contributions — we received $8.7M in partner
contributions.
= Partner Programs — we received $0.5M of Sponsorship revenue and
Partner Programs.
* Expenses
= Expenses YTD through February 2022 were $22.1M.



ltem 5 Governance & Nominating Committee

=  Board appointments & reappointments

Jake Conte =  Alice Norsworthy - Attractions or Recreation Sector
- not eligible for reappointment

= Tom O’Toole — Passenger Air Sector - not eligible
for reappointment

=  Don Moore - Land or Sea Transportation Sector -
eligible for reappointment

= Dean Kantaras - Immigration Law and Policy -
eligible for reappointment

=  Applications are due to the National Travel and
Tourism in response to a Federal Register Notice
that is usually published in June

VP, General Counsel

VisitTheUSA.com

Brand USA




Future Meetings Schedule

ltem 6

= Q4 FY2022 — San Juan, PR

_ o July 26-27, 2022
Alice Norsworthy

Chair ,
Brand USA Board of Directors = Q1FY2023 — Washington, DC

o November 16-17, 2022 (proposed)

=  Q2FY2023 — Washington, DC (proposed)
o April, 2023

=  Q3FY2023-TBD
o July, 2023

= Q1 FY2023 — Washington, DC (proposed)
o November, 2023

Brand USA
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CONSUMER
VisitTheUSA
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TRAVEL INDUSTRY

TheBrandUSA.com
Y @Brandusa
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