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Brand USA mission:
Increase INCREMENTAL international visitation, 
spend and market share to fuel our nation’s 
economy and enhance the image of the USA 
worldwide.
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Source: ORC custom study
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Political Climate as Reason for Not Visiting USA





2016 US Arrivals Through September
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2016 US Arrivals Growth

-20%

-15%

-10%

-5%

0%

5%

10%

15%

20%

CANADA MEXICO OVERSEAS TOTAL

Source: NTTO



Visitor Spending
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2016 - $244.7 Million, -1% YOY

Jan-Apr 2017 - $83.4 Million, +2.4% YOY

Source: NTTO



Currency



We don’t operate in a vacuum
Currency exchange drove a 3.1% decline in arrivals in 2015, 

equating to a loss of 2.6 million visitors compared to a 

scenario of no exchange rate shifts.  

Source: Oxford Economics



Value of U.S. Dollars through July 2017
(Indexed against 2014 Average)
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Key Factors Driving Pace of Growth

General economic growth

Consumer confidence

Currency

Political sensitivity

? Stock market volatility

Policy changes



Asia’s Rise



2023 Vs. 2015 Arrivals
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Global Long Haul Trips
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USA International Arrivals
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Market Selection Model
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2018 Market Prioritization
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TACTICAL OPTIMIZATION
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COOPERATION versus COMPETITION
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