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BRAND USA WORKS T0 INCREASE
INTERNATIONAL VISITATION TO THE
UNITED STATES IN ORDER TO FUEL THE
U.S. ECONOMY AND ENHANGE THE IMAGE
OF THE UNITED STATES WORLDWIDE.
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BRAND USA FUNDING MODEL

$4 covers
administrative cost for
the U.S. Department of
@;’ﬂ“m;;{” Homeland Security
e For every $1 Brand USA
Traveler applies for a The $21 Fee is paid to the raises in cash and

travel authorization Department of in-kind contributions,
(ESTA) on the Homeland Security. Brand USA is eligible to
Department of i receive $1 from the Travel
Homeland Security The ESTA is valid for Promotion Fund (up to a
website at: multiple trips to the USA max. of $100M annually).
esta.cbp.dhs/gov/esta for two years.

$17 is held in the
Travel Promotion Fund in
the U.S. Treasury






68 MILLION INTERNA IONAI.-ARRIVAI.S IN 2025

Down 6%:(4.1M) vs~2024’A“ ) ,/

¢)
+6% -21% -2%

1.0 MILLION MORE 4.2 MILLION FEWER 870K FEWER
VISITORS FROM MEXICO VISITORS FROM CANADA OVERSEAS VISITORS

Ao

Source: U.S. Department of Commerce/NTTO, March 2026
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2025:SPEND PER VISITORINGREASES
" DESPITE LOWER VOLUME

$250B $686M  $3,600

TOTAL SPENDING FROM AVERAGE DAILY AVERAGE SPEND PER
INTERNATIONAL SPENDING INTERNATIONAL VISITOR
VISITORS TO THE USA +5% YOY

-1% YOY

Source: Department of Commerce - NTTO & U.S. Bureau of Economic Analysis






~ OVERSEAS ARRIVALS SHOW EARN si
STABILIZATION

Following sustained declines in 2025, early 2026 results are leveling off, with performance varying

by market.

& & &
5.3M +0% +2%

OVERSEAS VISITORS FLAT YOY TOP 20 MARKETS YOY

Source: U.S. Department of Commerce/NTTO, March 2026
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FIRST MONTH OF GROWTH AFTER EXTENDED DECLINES

February 2026 marked the first return to growth after a sustained decline, with March continuing the positive year-
over-year trend.

Overseas Arrivals - YOY% Change by Month

8%

5%
4%

1% I
| ]
B [ i i [ o
-1%

~2% 3% 3 3% 3% 3% 3%
4%

-8%
-12%
Jan 25 Feb 25 Mar 25 Apr 25 May 25 Jun 25 Jul 25 Aug 25 Sep 25 Oct 25 Nov 25 Dec 25 Jan 26 Feb 26 Mar 26

Source: U.S. Department of Commerce/NTTO, March 2026
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VISITATION GROWTH EXPECTED IN 2026

International visitation is
projected to reach
approximately 70.6
million in 2026,
representing +3% YoY
growth (+2.3M visitors).

79.4

2019

International Arrivals (Millions)

i I I I I I I I

2020 2022 2024 2026 2027

Source: U.S. Department of Commerce/NTTO, January 2026; Tourism Economics, April 2026, forecast in millions
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GROWTH EXPECTED ACROSS MOST KEY MARKETS

Nine of the top ten inbound markets are projected to grow in 2026, with growth ranging from 3% to 6%.

Market 2026 Forecast YOY % Change
Mexico 18,532,950 3%
Canada 17,029,610 6%
United Kingdom 4,192,979 3%
Japan 2,041,417 4%
India 1,988,707 -3%
Brazil 1,988,510 4%
Germany 1,831,956 3%
South Korea 1,738,290 6%
France 1,650,137 4%
China 1,639,936 5%
Total International 70,597,260 3%

Source: Tourism Economics, April 2026
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SEAT CAPACITY TO THE USA REMAINS STABLE IN

2026

Total international seat capacity to
the U.S. remains flat year-over-year
in 2026.

Non-Stop Seat Capacity

Market Jan - Dec 2026 AYOY
Mexico 24,329,598 -4%
Canada 18,396,680 -1%
United Kingdom 12,439,833 -3%
Dominican Republic 6,553,504 +2%
Germany 6,454,079 -2%
Japan 6,213,394 -2%
France 5,603,294 +2%
South Korea 4,339,362 -1%
ltaly 4,098,362 +9%
Colombia 3,545,380 +3%

Source: Sabre, April 2026



NON-STOP CONNECTIVITY AT RECORD LEVELS

Following strong growth through 2024 and 2025, nonstop international'seat capacity remains at elevated
levels in 2026.

ORIGIN AIRPORTS ORIGIN COUNTRIES INTERNATIONAL
AIRPORTS

Source: Sabre, April 2026
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#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 DESTINATION

Highest-ranked long-haul destination in
France, Germany, Japan, and The UK

Source: Big Village Caravan Omnibus Study, March 2026
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AIR MILES. | #&x
-

Get up to 350 Bonus Miles™ _ .
ona tl'lp to Nevada = Get a little out there Routes for every type of

Earn Miles when you book a flight or hotel. 4 Explore the desert hot spots ke adventure

3 Jam i Valke ) Wa N S are (£
Ends June %0, 2025 Terms spply foover Dam and Valley of Fire or Nevada road tnps are where

cruise the Extraterresinal Highway for  memones are made. See ghost towns

otherworldly sights Area 51, covated scenic lreasures,

and more

Get up to 350 Bonus Miles™ for
visiting Nevada
Go beyond the neon lights and explore the heart of Neva

Book your flight or hotel in Nevada through AIR MILES®
Travel to earn.

Bask in the Basque A city with no last call
*Terms apply. Onginally introduced to locals in the Expect [ate Las Vegas nights enoying
/0\ state's northern region, Basque casinos and astomshing workd
< SAVE,
cuising 15 Nevada's signature fare renowned slage shows
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>¢ PriceTravel (B Espanol - MXN  Ayuda A, Parareservar +55 86638825  Iniciar sesdn =

m Hoteles 4 Vuclos @ Hotel + Vuelo ¥ Disney & Ofertas ™\ PriceTravelcom ©
%)

@ 22 Oe febrero a las 200p. m 5

Nevada no e5 lo que imaginas, es mucho mas.... Vier mas

% PriccTravel

35% b

e descusnio

Viaja a Nevada Hasta -35%

Descubre Nevada: Una experiencia
unica en el Desierto

Reserve ahora |. Me gusta Comentar & Compartir
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» Get travel ideas
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+ Take a road trip + Find top ski resorts + Go hiking and biking + See the stars
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CUSTOM OPPORTUNITIES

Brand USA, together with Travel Nevada, is creating custom
campaign opportunities that engage audiences across diverse
media channels and inspire travel intent at every stage of the
journey. This collaboration leads feature destinations with one
unified voice in key target markets, using a full-funnel approach
to build awareness with international travelers and drive
meaningful results for communities throughout Nevada.

"

LT~

ACTIVATE

DRIVE THE JOURNEY

Campaigns that take travelers from
consideration to booking. These full-funnel
campaigns connect partners with ready-
to-buy travelers across booking platforms,
building on the awareness and interest
already created upstream to drive

real results.

TARGET AUDIENCE

Consumers

KEY BENEFITS CAMPAIGN DETAILS

= Strategically aligned with Brand USA’s target audiences to IN-MARKET DATES
Y reach high-value international travelers who are motivated Fall 2026
by meaningful experiences and personal fulfillment.

DESTINATION SELECTION BY
Wider mention of top OTA media channels enables more August 15, 2026

strategic market activation—prioritizing platforms with the

largest reach and engagement in markets with the highest PRODUCT'QN TIME g

travel potential. 8-10 weeks prior to campaign start

Campaigns are integrated with Brand USA's America The CAMPAIGN LENGTH
Z g £ : . 7 2 45-60 days, varies by vendor




BRAND USA & TRAVEL NEVADA CUSTOM OPPORTUNITIES

CONSUMER WEBSITE PROMOTION & CONTENT

Native or Carousel Total

- - ; Number of - -
Campaign Level Display (;ore e Impressions Estlma'ted .
Impressions Per Impressions

4 1M or 1.1M N/A N/A 1M or 1.1IM 1 N/A N/A N/A

*Estimated Minimum Impressions based on Native and Carousel totals; vary by market and tactic
Linking Strategy:
* Native or display tactics drive to Destination Landing Page on VisitTheUSA.com

OPTIMIZED AUDIENCE CAMPAIGN

Native oL Carousel Content

Impressions N Imprassions Integration
P Unit Tiles P =g

Campaign Level

. 5,450,000 Custom Destination
State Opportunity 920,000 2 (2.720; ) Landing Page 1,720,000 1,500,000 9,590,000

State Landing Page

Search Tab N/A N/A 380,000

City/Region Opportunity 460,000 1 2,720,000







