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Travel Powers the Economy

and Enhances the Image of the USA

#1 Services Export

« 78 million international visitors spent $246 billion
« 35% of U.S. service exports - 11% of all U.S. exports

2.7% of GDP

e $1.6 trillion in economic output
e $141.5 billion in tax revenue

7.9 Million Jobs Supported by Travel
o 5.5 million direct; 2.4 million indirect

 Top 10 employer in 49 states and DC

* 1.1 million jobs supported by international travelers

International Visitation Enhances the Image of
the USA

* 74% more likely to have a favorable view of the USA
* 61% more likely to support U.S. policies



The Path to Create Brand USA Wasn't an Easy One:

It Took a Lost Decade

The United States’ share of

1 37% International arrivals dropped 37%

(from 17% in 2000 to 12% in 2010)

60 Between 2000 and 2010, global travel grew

cry- by more than 60 million travelers annually
M| I I | O n (yet international visitation to the USA was flat)

The cost of the United States’ loss of global market share?

78 million lost visitors
$606 billion lost spending
$37 billion lost tax revenue

Source: U.S. Travel Association 467,000 lost jobs



The Destination Marketing Organization

for the United States

- Created by the Travel Promotion Act in 2010

- The nation’s first public-private partnership to promote
travel to the USA

- More than 700 partners since 2011

Mission:
Increase international visitation, spend and market share in order to
fuel the U.S. economy and enhance the image of the United States

worldwide.

Vision:

Our vision is to be the best in class national destination marketing
organization - earning the USA the largest share of the global travel
market and significantly contributing to job creation, GDP, export growth

and tax revenues.



The Role of Brand USA

HS&. U.S. TRAVEL

ASSOCIATION

Brand USA
TRAVEL &
PROMOTE TOURISM ADVOCATE

‘ INDUSTRY ’

National Travel & Tourism Office

POLICY & COMPETITIVENESS




Statement of Purpose: Our Strategic Foundation

Drive Results Create Innovative
Maximize and optimize ROI of Marketing
Brand USA resources Promote the entirety
by deploying the right ~ oftheUSA
messages, through the right CREATE with innovative marketing

) . DRIVE RESLULTS INNOVATIVE
channels, in the right markets, : MARKETING that supports all 50 states,

at the right times, and at the e the District of Columbia
right investment levels ettt and five territories
to, through,

MISSION and beyond the gateways

VISION MARKET THE

Add and | | Be o e I s curionl diestinati WELCOME Market the
: A t e ire, infarm, wilcame.
Create Value oo et s RS S Welcome
. . . i L T mres it accurately communicating . .
by pioneering cooperative : SOP, export growth, and et sho Inspire, inform welcome,
marketing ﬂa:forms andd : Whseimillh andh'_tlhank travtellers
programs that grow an ' while accurately
leverage the USA brand in BUILD AND communicating vital and
MAINTAIN TRUST . . .
ways our partners would be i - - compelling information
challenged or unable to do on  fronegaren autreach ey N\, about visa & entry policies
their own e

Build and Maintain Trust
through inclusive, proactive, and transparent outreach with a commitment to
compliance and integrity through words, actions, and results



Over the past four years, Brand USA’s marketing
efforts with its partners have generated...

million 3 billion
incremental visitors P in incremental spending

an average uf

Incremental jobs
50 900 supported each year

Federal, state, $29 5
& local taxes 4_13,,,,@,ln o) billion

nea l‘| in total economic impact

In partnership with

more than

o partner program
7 0 0 0 retention rate
in FY2016

partners since our founding




Likelthood to Visit in the Next 2 Years

90%
80% ®Jun-16
mJul-16
70% mAug-16
60% m Sep-16
= Oct-16
50% m Nov-16
mDec-16
40% mJan-17
30% u Feb-17
® March Week 1
20% u March Week 3
10% m April Week 1
u April Week 3
0% = May Week 4
= July Week 3

Source: ORC custom study



2016 USA Arrivals Growth
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YoY Change in Currency Exchange Rates
(2017 through July)

Year | USD/ | USD/ | USD/ | USD/ | USD/ | USD/ | USD/ | USD/ | USD/ | USD/
CAD | Euro | MXN | GBP | BRL | INR | CNY | JPY | KRW | AUD

22%1121’ 15.7% 19.5% 19.3% 7.8% 41.6% 52% 12% 14.4% 7.5% 19.9%
2016/
o2 3T%  04% 17.7% 131% 49% 48% 6.8% -103% 24% 1.1%
2017/

2016 0.6% 18% 28% 7.1% -8.6% -24% 34% 35% -1.8% -1.6%

Source: OANDA



Long Haul Outbound to US and World (Jan-Jun)

YoY Growth

16%
14%
12%
10%

8%
6%
4%
: i ||| 1
0%

A (b o
-4% @‘r‘ ?‘ &ca((/ &* Oc?’ )
6% RS \(\?‘
\ >
\0(0 \\%
v @
Sa

m2016 World m2016 US m2017 World m=m2017 US

Source: Sabre Market Intelligence



2
®
>

=
S

<
©

—

o

N
%)
>

O

N

o

N

(%2
o
o
o
£

[%2]
+—

c

>

o

S
<

160%
140%
120%
100%
80%

60%

40%

20%
0%

pue|all
uapams
uemre |
spuellayiaN
ureds

Arey|
eunuabiy
elquiojod
elARUIpUROS
eljensny
aouel
Auewlao
lIzeid

elpuj

e Growth

m Arrivals

JO 21ignday ‘ea10)

ueder
euiyo

wopbury pauun

02IX3IN
epeue)






Our Marketing / Planning Approach

The diversity of the USA is exciting and uniquely ours to own in a way that is magnetic and uniquely
“yours” to discover. Here you can travel freely throughout the country to explore genuine and authentic
opportunities that truly speak to who you are.
The collection of these experiences become your own unique story
that we invite you to share with friends and family.
There’s an American story for everyone just waiting to be created.
Welcome to the USA.
FY2018 CORE d
Music
o018 Great Outdoors
e I e Neighborhoods, Cities, and Towns
PLATEORMS Arts and Culture
Road Trips

MESSAGE Possibility Proximity Welcoming
FOUNDATION (Promise) (Value Proposition) (Tone)
Integration, Authenticity, ROI
BLANNING TOOLS Research & Analytics
Content and Marketing Calendar

CONSUMER PUBLIC GLOBAL COOPERATIVE CORPORATE
MARKETING MARKETING RELATIONS TRADE MARKETING COMMUNICATIONS
SEGMENTS

MARKETING
POSITIONING

. Consumer- and Trade- . Partner-value,
Consumer-driven . Trade-driven
driven consumer-focused

MARKETING c . .
Storytelling, Educating, Sharing

OPERATIONAL - . .
Efficiency, Effectiveness, Compliance

Stakeholder-driven




The USA Campaigns
Consumer marketing campaigns in 14 markets that

generate more than 80% of inbound travel to the USA

COLOMBIA

CHILE

e Australia  Chile
 Brazil « China

e Canada « Colombia
 Brazil  France

swEuE?

UNITED '

KINGDOH? '
FRAMCE

GERMANY

e
CHINA » #J JAPAN
SOUTH KOREA

Germany  Sweden
Japan e United Kingdom
Mexico

South Korea



International Offices:

Travel Media & Trade Relationshi

0sS In 20 Markets
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AUSTRALIA

e China (4 offices)

 Hong Kong, Taiwan, Singapore
 Japan

* South Korea



Marketing Initiatives in over 40 markets:

Reaching more than 90% of inbound travel to the USA

NORWAY SWEDEN

DENMARK

NETHERLANDS

BELGIUM

UNITED .
KINGDOM

IRELAN D" g
FRANCE

SPAIN
SWITZERLAND TraLy

SOUTH KOREA

® Argentina { TAIWAN
A i HONDURAS " HONG KONG
) GUATEMALA

o) Bustiig EL SALVADOR

Belgi PANAMA
) ?mm COSTA RICA SINGAPORE:
o Belize

Brazi
» Brazil » France BRAZIL
» Canada s GCC
# Chile » Guatemala
* China * Germany * ltaly AUSTRALIA
o Colambia o Hcodiig CHILE » Japan SOUTH AFRICA = Singapore NEW ZEALAND
» Costa Rica s Hong Kong * SouthKorea v South Africa & »

: # New Zealand . Tai

o Denmark  India ® Mexico ) s Spain s laiwan v l
s El Salvador s [reland o Netherlands : ::::;fua » Sweden e United Arab Emirates

Switzerland ¢ United Kingdom



Visit the USA: Tennessee
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Tennessee

Fall for Weterfulls in Tennessee

By: Miriom B. Weiner

Known in the United States for its music, mountains and
mouthwatering barbecue, Tennessee has a lot to offer.




Inspiration Guide (UK)

THE SOUNDTRACK OF AMERICA

Whether in exciting urban hubs or charming small towns,
Tennessee offers authentic American experiences.

SLnri mnaking merories ol Invacsion.com
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Inspiration Guide (Germany)
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NEUE Attraktioneh -
in den USA~.

DER SOUNDTRACK FUR AMERIKA

Pulsierende Ballungszentren und charmante Kleinstidte:
Tennessee ist durch und durch authentisch.

‘Weitere Tipps und Anregungen findet
e unter THWacation.com.




Multi-channel: Online
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See a new side of the USA with a trip to these exciting destinations.

GHDTRACK o 40
o . e,
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TwRRgaTEN CoW
; =].‘ R Enjoy Great Music & Dancing in Save On Flight
DUND THA :
OF AME! [i;' e TMmanses Learn More With Expedia
1 I{. =N Where To Go Mow Start Planning |
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SEE DEALS il Like BB Comment 4 Share
g tn, - B QD% 675 Top Comments =

28 shares 50 Comment






THIS, ﬂyEFBIE;WEEONﬂl

-




Brand USA | - -

AMERICA'S TREASURES




MacGillivray Freeman’s

~ INATIONAL PARKS
DVENTRE ot

narraTep 8y ROBERT REDIFORD

MALGILLPARAY A
g~ @ Expedia (35 suBARU

On the eve of the 100" anniversary of America’s National Parks, we set out to tell the
extraordinary story of their history and diversity, and to show how much these majestic
landscapes improve our lives by offering each of us a place to play as well as sanctuary from
the modern world. We aimed to inspire global audiences to get off the beaten path and find their
own thrilling off-trail adventures awaiting them deep inside the American wilderness.

It is evident from the phenomenal reception the film and our broader Great Outdoors campaign
has received from all over the world that National Parks Adventure will inspire many people for
years to come to make one of America’s national parks their next travel destination.



Making An Impact Around The World

e Over 4 million people have watched the film 119 theatres worldwide or online on Youku (China).
* National Parks Adventure was the highest-grossing documentary film in the world in 2016.

* The film’s release is the industry’s fastest giant-screen roll-out in 5 years, with 48 exhibitions in
6 countries in February, and 119 Theatres in 16 countries within the first 12 months.

* The film trailer has been seen by over 60 million people around the world.

* The film’'s PR campaign garnered more than 4,000 pieces of earned media, with 7 billion media
impressions.

» Local marketing efforts by exhibitors and film partners resulted in more than 1 billion additional
global impressions worldwide.

* Winner of the 2016 GSCA Awards for Best Film, Best Cinematography, Best Sound Design, Best
Original Score and Best Marketing Campaign, the Travel Weekly Award 2016 Gold Magellan
Award for best Advertising/Marketing Campaign.

* Winner of 3 Gold Awards at the 2016 HSMAI Adrian Awards for Best Global Campaign,
Advertising Innovation and PR Special Events and an Advertising Platinum Award.

e 2017 winner of the Brand Film Festival Award for Best Film by a Brand.









MacGillivray Freeman'’s

NAMERICA'S
MUSICAL

JOURNEY

COMING SOONTO GIANT SCREEN THEATRES

FEBRUARY 2018

www.AmericasMusicalJourney.com

MACGILLIVRAY SS . B ogerttml Visit
FREEMAN WExpedia Ff s TRNsA




When Emotion is Too Great for Words, There’s Music
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MUSIC CITY CARES TO BENEFITVEGAS -
DONATE AT: 26l

www.CFMT. org
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Travel connects.
Travel heals.
Travel overcomes.
Travel makes us stronger.

'~

: A L
2017 TENNESSEE GOVERNOR'S CONFERENCE
ON HOSPITALITY & TOURISM

GATLINBURG




Brand USA

Like/Follow/Share

Travel Industry
TheBrandUSA.com

Y @visitTheUsa

B visittheusa

Youfl® visitTheusa
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VisitTheUSA ; = "

g VisitTheUsA — .
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