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Brand USA
to the United States to
strengthen the U.S. economy, bolster
exports, create quality jobs, and build
community prosperity.
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2025 JAN - JUL U.S. INTERNATIONAL VISITATION

(Includes Canada & Mexico)

From January through July 2025, the U.S. welcomed 38.8 million international visitors — a 4.0% decrease compared
to the same period in 2024.
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+12% -20% -2%

1.1 MILLION MORE 2.4 MILLION FEWER 303K FEWER
VISITORS FROM MEXICO VISITORS FROM CANADA OVERSEAS VISITORS

Source: U.S. Department of Commerce/NTTO, September 2025
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2025 INTERNATIONAL VISITATION FORECAST EVOLUTION

Tourism Economics' 2025 visitation

o . 2025 International Visitation Forecast
outlook has evolved significantly this year.

78.8
The forecast dropped from 78.8 million

65.6 66.1 66.5 67
visitors (+9%) in December 2024 to 65.6
million (-9%) in March 2025.
Since then, projections have steadily
improved, reaching 67.9 million (-6%)

in October, about 2 million more visitors
than projected in March . Dec 2024 Mar 2025 May 2025 Jun 2025 Oct 2025

9

Source: U.S. Department of Commerce/NTTO, September 2025; Tourism Economics, October 2025, forecast in millions



BRAND

USA

2025 INTERNATIONAL VISITATION FORECAST

Outlook amongst the top 10 markets is mixed.

2024 Actual 2025 Forecast YOY % Change

Mexico 16,989,950 17,919,500 +5%
Canada 20,241,120 15,746,260 -22%
United Kingdom 4,037,120 4,094,156 +1%
India 2,190,345 2,074,306 -5%
Japan 1,843,880 1,937,379 +5%
Brazil 1,910,260 1,933,037 +1%
Germany 1,994,790 1,782,281 -11%
France 1,706,080 1,592,392 -7%
China 1,625,960 1,555,350 -4%
South Korea 1,700,120 1,535,303 -10%
Total Top 10 54,241,649 50,171,989

TOTAL INTERNATIONAL

72,390,320

67,865,690

Source: Tourism Economics, October 2025
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RECORD. USA NON-STOP SEAT
CAPACITY AND CONNECTIVITY

Non-stop seat capacity.surpassed pre-pandemic levels in,2024 and continyes to grow in 2025

268 104 162M

ORIGIN AIRPORTS ORIGIN COUNTRIES NON-STOP SEATS

Source: Sabre, October 2025
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2025 NON-STOP SEAT CAPACITY TO THE USA

Top 10 Markets by Non-Stop Seat Capacity

Market 2024 2025 YOY % Change
Mexico 24,783,860 25,305,866 +2%
Canada 19,388,541 18,612,277 -4%
United Kingdom 13,112,841 12,865,526 -2%
Germany 6,527,156 6,571,773 +1%
Dominican Republic 6,134,277 6,437,487 +5%
Japan 6,218,222 6,326,311 +2%
France 5,459,630 5,506,684 +1%
South Korea 4,124,879 4,382,833 +6%
Italy 3,408,770 3,778,861 +11%
Netherlands 3,533,854 3,526,950 -0%

Source: Sabre, October 2025
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GLOBAL LEISURE TRAVEL INTENT HOLDS STEADY

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

58% 59% 58% 579% 57% 56% 550, 58% 58% 58% 58%

2024 Jan 25 Feb 25 Mar 25 Apr 25 May 25 Jun 25 Jul 25 Aug 25 Sep 25 Oct 25
Avg

Q. How likely are you to take an international holiday in the NEXT 12 MONTHS? Source: Big Village's Caravan Omnibus Study, October 2025
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USA TRAVEL INTENT STABILIZES

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

23%  28% 259 4% 230, 24% 25% 24%  24% 25%  24%

2024 Jan 25 Feb 25 Mar 25 Apr 25 May 25 Jun 25 Jul 25 Aug 25 Sep 25 Oct 25
Avg

Q. Q: In the NEXT 12 MONTHS, what country or countries will you visit on your international holiday(s)? - % United States Source: Big Village's Caravan Omnibus Study, October 2025



THE UNITED STATES LEADS FOR
LEISURE TRAVEL IN THE NEXT 12 MONTHS

Top Destinations Considered on Next InternationallLeisure Trip

#1 Overall i1 #1 Long Haul

DESTINATION LIKELY TO DESTINATION LIKELY TO DESTINATION LIKELY TO
VISIT GLOBALLY VISITIN VISIT IN
11 MARKET AVERAGE BRAZIL, CANADA, AND MEXICO ARGENTINA, FRANCE, GERMANY,

JAPAN AND THE U.K.

Q: In the NEXT 12 MONTHS, what country or countries will you visit on your international holiday(s)? SELECT ALL THAT APPLY

Base: Likely to take an international holiday in the next 12 months Source: Big Village's Caravan Omnibus Study, October 2025
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CAMPAIGN OBJECTIVES

« Drive direct ECONOMIC IMPACT for the
American economy from international visitors,
supporting American businesses and jobs.

« Emphasize HIGH VALUE TRAVELERS who
will infuse more spending into the American
economy.

- BREAK THROUGH MEDIA FILTERS by
tapping into Americana and nostalgia.

« Generate EXCITEMENT to visit the U.S. from
travelers who LOVE America’s people, and
culture.

« Leverage the energy from ICONIC EVENTS







VISIT THE
USA America250 Road Trips Major Events Visa & Entry English > m

# Show me incredible views # Find bucket-list restaurants + Bulld my family road trip # See top arts destinations

ROAD TRIPS
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CAMPAIGN SITE R
STRATEGY -

Leverage planning tools, translations,and
story-driven content to create personalized

travel experiences.

MindTrip Al Trip Planner: Al-powered recommendations
via tailored prompts to create custom itineraries with

visuals, maps, and reviews.

WeGlot Al Translations: Al-powered translations to
improve speed-to-market and cost effectiveness, with
flexibility to leverage native linguist review to edit

generated copy.

Interactive Maps: Highlighting international entry points
and nearby attractions to drive longer stays and visitation

beyond large cities.






STORYTELLING PILLARS

AMERICA THE BEAUTIFUL

o o o o
America 250 Outdoor & Wellness Family Sports &
Entertainment
o @ o [ [
The Great American Route 66 Arts & Culture Value & Luxury

Road Trip Centennial Affordability



LUXURY TRAVEL

Luxury Offerings
in the USA

AMERICA 250

America 250 Series

WELLNESS

Restorative Experiences
in the USA

ARTS & CULTURE
USA Through Gardens

OUTDOORS

Outdoor Adventures
in the USA

WHAT’S NEW

What's New
Spring/Summer

EMAIL NEW STORY IDEAS AND PRESS RELEASES TO PRESS@THEBRANDUSA.COM



mailto:PRESS@THEBRANDUSA.COM
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UPCOMING BRAND USA
EVENTS & WEBINARS

Nov. 18, 2025 Brand USA Board of Directors Meeting
Jan.12-16, 2026 2026 Mexico Sales Mission
(registration closed)
Jan.18-23,2026 Brand USA Travel Week India 2026
(registration closed)

Feb 18-19,2026

2026 New Zealand Expos

Feb. 26,2026

2026 Australia B2B Day

Mar. 15-19, 2026

Brand USA Travel Week South America 2026

Apr. 20-24, 2026

2026 Southeast Asia Sales Mission

Sept. 28 - Oct. 1, 2026

Brand USA Travel Week U.K. & Europe 2026

Oct. 26-28, 2026

Canada Connect 2026

scan for more event information







SUN, FUN AND FANTASY

Miami to Orlando
Orlando to St. Augustine
5t. Augustine to Tampa
Tampa to Fort Myers
Fort Myers to Key Largo
Key Largo to Key West

Key West to Miami

ST. AUGUSTINE

3 hours 40 minutes / 380km
1 hour 45 minutes / 170km

3 hours 10 minutes / 290km
2 hours / 210km FORT MYERS
3 hours 40 minutes / 330km MIAMI
2 hours / 160km

3 hours 30 minutes / 260km KEY WEST KEY LARGD

TAMPA/ST. PETERSBURG
T0 FORT MYERS/CAPTIVA
AND SANIBEL ISLANDS

FORT MYERS/CAPTIVA AND
SANIBEL ISLANDS TO KEY LARGO

- | Brand USA
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THE PARTNER
SUCCESS PORTAL

A best-in-class resource
center for partners, equipped
with all the essential tools to

foster collaboration and
achieve shared success.

Campaigns Analytics [0 Resources

Campaigns Overview

5

Upcoming (Q  Anticipated Campaign End Date

Anticipated Campaign End Date
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Campaign Performance Overview

540,652,750

ampaigns Overvie
5 < A N M E ‘‘‘‘‘‘‘‘ Active Completed
VIEW ALL CAMPAIGNS >



Brand USA is here to help support your
goals and explore what's next together!

Reach out and connect with your
Partner Engagement Manager:

=N

LET’S KEEP THE.

CONVERSATION GOING

o \
/3

= . CHELSEA SULLIVAN KAISER

' Senior Manager, Partner Engagement
ckaiser@thebrandusa.com



mailto:ckaiser@thebrandusa.com

USA

THANK YOU

AmericaTheBeautiful.com TheBrandUSA.com
©d fo @VisitTheUSA ® @BrandUSA



