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AMERICA 250 EUROPE ROAD SHOW &
JAPAN AND KOREA SALES MISSION

USA 2026 Korea Sales Mission

AMERIBA THE BEAlITIFll
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FY26 FINANCIAL HIGHLIGHTS

(As of June 30, 2026)

TOTAL YTD REVEI&)’IEO oM

53% of goal

TOTAL YTD EXPENé@:\6 M
55% of budget

CASH REMAINS STRONE

TRAVEL PROMOTION FUNM% MATCHED
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OVERSEAS VISIT IONR

15.2M THROUGH JUNE

Arrivals are down 4% year -over -year

& & &
15.2M  -4% -3%

YTD OVERSEAS VISITORS YOY VALL MARKETS YOY VTOP 20 MARKETS

Source: U.S. Department of Commerce/NTTO, July 2026



BRAND

REGIONAL PERFORMANCE REMAINS UNEVEN

South and Central America continue to outperform, while declines persist across all other regions.

Overseas Arrivals - YOY% Change (Jan - Jun 2026 YTD)

regions ordered by arrival volume

Europe -6%
Asia -6% I

South America L %

Central America 0%

Caribbean -4%
Oceania -10%
Middle East -6% NG
Africa -21% .

Source: U.S. Department of Commerce/NTTO, July 2026



BRAND

SELECT MARKETS CONTINUE TO OUTPERFORN

Colombia, Japan, Argentina, Brazil, and the UK are driving overseas growth.

Market Jan VJun 2026 YTD YOY % Change
UK 1,865,073 1%
India 971,771 -11%
Brazil 960,046 1%
Japan 901,885 5%
China 748,925 -1%
Germany 692,684 -14%
France 647,902 -11%
South Korea 632,117 -15%
Colombia 566,162 17%
Italy 444,045 -12%
Australia 438,052 -6%
Argentina 421,466 2%
Total Overseas 15,241,650 -4%

Source: U.S. Department of Commerce/NTTO, July 2026
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2026 FORECAST REVISED DOWNWARD

Arrivals removed

vS. March forecast
69.9M

2026 growth rate,

PROJECTED 2026 revised lower
INTERNATIONAL

o _

Projected arrivals
by 2030

Source: Tourism Economics, July 2026



BRAND

WHERE THE CHANGE IS HAPPENING

42 markets revised up - 139 revised down

REVISED UP 1
Mexico +709k
Colombia +59k
Ecuador +32k
Turkey +28k

Japan +26k

Taiwan +20k
Venezuela +15k

Argentina +12k

REVISED DOWN {
Canada -300k
South Korea -196k
Germany -145k

France -126k
UK -108k
ltaly -82k
India -67k
Netherlands -52k

Source: Tourism Economics, July 2026



BRAND

TOP INBOUND MARKETS: 20260 OUTLOOK

Market 2026 Forecast YOY % Change
Mexico 19,200,000 7%
Canada 16,700,000 4%
UK 4,100,000 1%
Japan 2,100,000 5%
Brazil 2,000,000 4%
India 1,900,000 -7%
Germany 1,700,000 -5%
China 1,600,000 3%
South Korea 1,500,000 -6%
France 1,500,000 -4%
Colombia 1,200,000 7%
Italy 1,100,000 -4%
Total International 69,900,000 +2%

Source: Tourism Economics, July 2026
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Monthly omnibus study tracking
international leisure travel intent among
the general population

A Sample: ~1,000 per market per month
across 11 international markets (n=11,000)

A Latest Fielding Dates: July 10 - 15, 2026

Australia
India
Japan

South Korea

Markets Surveyed

EUROPE

France
Germany

U.K.

NORTH
AMERICA

Canada

Mexico

SOUTH
AMERICA

Argentina

Brazil



UsA
GLOBAL LEISURE TRAVEL INTENT HOLDS STEA

Likelihood to Travel Internationally in the Next 12
Months (% Very or Somewhat Likely)

Global travel intent remains 57% 58% 57% 58% 59% 58% 57% 57% 56%

resilient ¥ holding steady I I I I I I I I I I

2023 2024 2025 Jan Feb Mar Apr May Jun Jul
Avg Avg Avg 2026 2026 2026 2026 2026 2026 2026

despite ongoing economic and
geopolitical uncertainty

Source: Big Village Caravan Omnibus Study, July 2026



BRAND

BARRIERS TO TRAVEL ARE EV@LVING
BUT COST REMAINS THE PRIMARY CONSTRAIN

Cost remains the primary
barrier, cited at roughly twice
the level of any other factor,
while safety and political
concerns continue to rise

Reasons for Not Traveling Internationally
in the Next 12 Months - 2026 YTD

Personal finance constraints

| have no desire to travel internationally
| do not have enough holiday time
Personal safety concerns

Political climate

Visa & entry requirements

Lack of visitor support/resources

Unfamiliarity with local customs

I 54%
I 27%

I 7%

I 15%

I 4%

B 12%

B 8%

B 8%

Source: Big Village Caravan Omnibus Study, July 2026



#1

OVERALL

Top destination likely to be
visited among international
travelers (11-market average)

#1

DESTINATION

Most likely destination to visit in
Brazil , Canada , and Mexico

#1

LONG HAUL DESTINATIOLI

Highest -ranked long -haul destination in
Argentina, France , Germany |,
Japan , and the UK

Source: Big Village Caravan Omnibus Study, July 2026



BRAN

U.S. LEADS CONSIDERATION WITH A NARROWI

The gap between the U.S. and the next most considered destination has narrowed significantly.

Top 5 Destinations Likely to Visit (2019 - 2026 YTD)

30% 30% 30%

28% 29% 29%

24% USA, 24%
Japan, 22%
— _ ~ Spain.18%

o Italy, 18%
i e

— France, 15%

2019 2020 2021 2022 2023 2024 2025 2026 YTD

Source: Big Village Caravan Omnibus Study, July 2026



BRAND

THE U.S. FACES A BROAEBERF BARRIERS

Primary barriers to visiting
the U.S. go beyond cost
reflecting a broader mix of
political, safety, and
competitive considerations

v

Reasons for Not Traveling to the United States
in the Next 12 Months - 2026 YTD

The USA is an expensive destination 24%
| am influenced by the political climate 24%
| want to visit other countries first I 23%
Personal safety concerns N 20%
| am not interested in visiting the USA I 19%
It is a big trip that | want to plan in advance N 17%
| want to save some money for the trip NN 14%
The USA is difficult to get to I 14%
Unfavorable currency exchange rate N 14%
| have been there before NN 13%
| believe it would be difficult to get a visa N 9%

Source: Big Village Caravan Omnibus Study, July 2026
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METFHODOLOGY

Monthly advertising tracking study measuring
campaign performance, delivering topline insights

on creative effectiveness and impact on intent to visit
the United States.

Sample: ~250 per market per month across 8
paid media markets (n=2,000)

Fielding Dates YTD:
November 2025 - June 2026

ASIA
PACIFIC

Australia
India
Japan

South Korea

Markets Surveyed

EUROPE

UK/Ireland

NORTH
AMERICA

Mexico

SOUTH
AMERICA

Argentina

Brazil




BRAND

USA

THE CAMPAIGN DRIVES HIGH FAVORABILITY

Advertising resonates strongly across all markets, with over 80% favorability.
Overall Reaction to Advertising

5% 7%

16% 24%
95% 92%

80% 74%

All Markets India Brazil Mexico UK/lreland Argentina S. Korea

m Favorable mNeutral Unfavorable

23%

74%

Japan Australia

Source: SMARI Advertising Tracker, June 2026



BRAND

USA

CREATIVE INFLUENCE REACHES A NEW HIGH

Overall Video Influence on Interest in Visiting the USA

74% 73% 71% 73%
36% 33% 35% 35%
38% 38% 36% 38%

Nov-25 Dec-25 Jan-26 Feb-26 Mar-26 Apr-26 May-26 Jun-26

74% 73% 72% 76%

m A strong positive effect m A slight positive effect

Source: SMARI Advertising Tracker, June 2026



BRAND

USA

ALL EXECUTIONS PERFORM IN LOCKSTEP

70%+ of audiences report a positive impact on interest in visiting the United States.

Overall Video Influence on Interest in Visiting the USA

7% 70% 70%

32%

Brave Bespoke Family Beautiful
m A strong positive effect m A slight positive effect

Source: SMARI Advertising Tracker, June 2026



USA

CREATIVE PERFORMS CONSISTENTLY ACROSS COF
METRICS

The creative communicates strong clarity and emotional resonance.

What the Ad Communicates (5-point scale) Emotional Response to the Ad (5-point scale)

Is easy to understand Excited

ion AR ‘
Grabs my attantion Energized )
Shows a place | can see myself

Is believable to me A LE

Hopeful [IEEXTY
Is memorable
Is relevant to me [IESSY Enlightened [NEET)
6 ¢sn~ 6 4.19V4.00 = 3.99Vv3.80 =
Excellent (Top 10%) Good (Top 25%) Average

Source: SMARI Advertising Tracker, June 2026



USA

THE CAMPAIGN PROMPTS REAL NEXT STEPS

The creative doesn't just resonate ¥ it prompts action, with over 70% motivated to learn more about

and to start planning trips to the USA.

(2%

Agree the advertising
makes them want to
learn more about
things to see and do in
the United States

1%

Agree the advertising

makes them want to

research a trip to the
United States

Source: SMARI Advertising Tracker, June 2026



UsA
AWARENESS OF THE CAMPAIGN NEARLY
DOUBLES LIKELIHOOD TO VISIT

Across every paid media market, those aware of the Brand USA creative are far more likely to visit.

Lift in Likelihood to Visit the USA

6
52% 50%
43% 40%
35%
I i I 2i 2i

All Markets India Brazil Mexico UK/Ireland Japan Argentina Australia S. Korea

m Unaware ®mAware

Source: SMARI Advertising Tracker, June 2026



USA

PARTNER INTEGRATION:
EARLY RESULTS EXCEED BENCHMARKS

+20% 12K+

OVER GUARANTEED IMPRESSIONS CLICKS TO DESTINATION PAGE

.....
P ———————
D G CEED EEED

OTAL IMPRESSIONS
ELIVERED
. K+ AUSTRALIA MAKE WILD WEST










BRAND

USA

THE CONTENT

@ Instagram

visittheusa ©
1 stereogully - New Year

AMERICA THE BEAUTIFUL GAME

YOUR HAT TRICK GUIDE TO:
PHILADELPHIA, PENNSYLVANIA

® Qu 312
5D Liked by kateromes_ and others
visittheusa The world's biggest football... more

visitphilly History, food and iconic views!
That's a winning lineup ¢ § %

m -, las W "

HAT TRICK
SERIES

.

Instagram B <

visittheusa © —
71 Melody the Superstar - Pink Confetti (In...

LOS ANGELES » SAN FRANCISCO » SEATTLE
° o R — ’.
‘ . e

® Qe ’.’JNV. A

4% ~ Liked by kateromes_ and others
visittheusa The world's biggest football... more
visitcalifornia We're so excited! = / @)

A a @ O A

FOR THE LOVE OF
THE GAME SERIES

.

Instagram B <

visittheusa ©
71 Melody the Superstar - Pink Confetti (In...

® Qi D2 W

4% ~ Liked by kateromes_ and others
visittheusa The world's biggest football... more
visitcalifornia We're so excited! = / @)

A a @ O A

TIMELY AND SOCIAL -FIRST
CONTENT

(.4M

IMPRESSIONS*
PAID & ORGANIC

*As of 9:30 a.m., 7/21



BRAMND

USA

PARTNERING WITH INFLUENQ

Already on the ground and authentically experiencing the USA

THE PARTNERSHIP
0 We partnered with Lewis Bowden and Ollie Fletcher of

Pitchside, a UK football podcast, as they road -tripped
across the U.S.

THE APPROACH
0 Lean into the genuine enthusiasm of football fans

experiencing an American summer firsthand, through

third -party voices.
Showcased Boston, New York and Miami

O«

4 2

......




BRAND

USA

AMERICA THE BEAUTIFUL GAME ON SOCIAL

Everything we posted before and during the World Cup

PREWORLD CUP DEC ©JUN 10

16 59 16

Instagram Instagram TikTok
Posts Stories Posts

Built on the Hat Trick Guide series across all 12 host cities, rolling

into multi -city Road Trip Guides as the tournament approached.

DURING WORLD CUBUN 1t&30

11 50 151 9 34

In-Feed IG IG In-Feed TikTok

IG Posts Stories Reposts TikTok Reposts
Posts

The focus shifted from original city -by -city content to amplifying

the volume of fan and partner UGC arriving in real time.

THE TAKEAW/ASteady, city -by -city storytelling built the foundation. Once fans were on the ground, our

content strategy shifted to amplification, letting real voices carry the moment.




OUTKICK SPORTS

The USA is a FIFA World Cup hit as visitors from around

the globe are in love with Americana

Japanese awed by Texas, Brazilians party in Times Square, Ecuadoreans rally at Rocky statue
By Armando Salguero - OutKick

Published June 16, 2026 6:57am EDT



THE INVITATION TO RET



SAYING THANK YC

@ Visit The USA ¢

Not to be dramatic, but it’s going to be a lot quieter here
without you. Thanks for the beautiful moments.

(|
~ WFLL Wuss YOU. -
-YOUR FLAGS:& YOURJERSEYS. ' e
E'LEMISS YOUR SINGING IN THE STREETS:
» AND CHANTS WE'VE LEARNED BY HIEART‘ :
E'LL MISS YOUR WONDER. :0?‘

AT THE OPEN ROADS.

AT YOUR FIRST BITE OF BRISKET. *
_. WE'LL MISS YOUR'BOOTS ON'THE DANCE
“'FLOOR.

AND OUR NEW FRIENDS AT THE TABLE.

FROM ALL OF US,
THANK YOU FOR THE BEAUTIFUL MEMORIES.




WORLD CUP CLOSING

gy | };‘ﬂ

VIDEO SERIES | 3 VIDEOS

’ i}
L ,,D'.’
b\ s . Live: July 19 - August 8
| f\(@!ngAQ&ON
- - 1 Platforms:
S w e
0 Facebook
0 Instagram
0 TikTok

THANK YOU AAC

CyGM A, -h fAMM, COME BACK FOR MORE
FOR VISITING A FRACTION



THANK YOU
FOR VISITING



BRAMND

USA
WORLD CUP

MAINTAINING THE I\/IOI\/IENT N~
THIRDPARTY VOICES

Influencers from 8 key markets joining us on the
road this summer

ée?AN JJTyr >NAANAAGQAK
0 Five road trips across different parts of the legendary
route

Road Trips Across the USA
0 More than 15 road trips across the USA, highlighting
the uniquely American road trip, from National Parks
to the quirky detours that await on the open road.



BRAN

AMPLIFYING SUMMER
CONTENT



