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Brand USA drives
throughout the
United Statesby attracting high -iImpact
International travelers through
strategic marketing and travel policy
communications
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BRAND USA FUNDING MODEL

EST Electronic System for
Travel Authorization
y——Jrrysesss
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Traveler applies for a
travel authorization
(ESTA) on the
Department of
Homeland Security
website at:
esta.cbp.dhs.gov/esta

The $41 Fee is paid to
the Department of
Homeland Security.

The ESTA is valid for
multiple trips to the USA
for two years.

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

For every $1
Brand USA raises in cash
and in-kind
contributions, Brand
USA is eligible to
receive $1 from the
Travel Promotion Fund
(up to a max. of $100M*
annually).
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+6% -21% -2%

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

\LIN IERNATI@NAL ARRIVALS

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



2025 SPEND PER VISITOR INCREASES
DESPITE LOWER VOLUME

$250B $686M $3 600

TOTAL SPENDING FROM AVERAGEDAILY & AVERA GE s PPPPPPP
INTERNATIONAL SPENDING
VISITORS TO THE USA +5% YOY

1/YOY

rce VNTTO & U.S. Bureau of Economic Analysis
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“-OVERSEAS ARRIVAL

STABILIZATION =

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

G G G
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 |

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%

-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)

74.2
19 z I I I I I I
2020 2021 2024 2025 2026 2027

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

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

Source: Tourism Economics, April 2026
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DFW NONTOP CONNECTIVITY AT
RECORD LEVELS

International n -stop capacity and ca es to expand in 2026

/8 39 [.9M

ORIGIN AIRPORTS ORIGIN COUNTRIES NON -STOP SEATS
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2026 NORNSTOP SEAT CAPACITY TO DFW

Total international seat capacity to DFW increased 4% year -over -year in 2026

Non -Stop Seat Capacity

Top 10 Markets Jan VDec 2026 § YOY
Mexico 3,087,649 -3%
Canada 588,042 -0%
United Kingdom 541,698 +4%
Japan 289,591 +5%
Spain 269,410 +13%
Australia 253,208 +32%
South Korea 200,197 +0%
Qatar 195,364 -15%
France 181,413 +3%
Costa Rica 180,046 -3%

Source: Sabre, April 2026
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Brand USA

Research Hub

AC C‘ ; ; tI l ( I at‘ ;t Overview U.S. inbound Travel U.S. Travel Forecast State Inbound Travel U.S. Alr Capacity U.S. Visa Travel Sentiment

Overview

I e S e al ‘ | l I I I I O l I I I O l | I Welcome 1o the Brand USA Research Hub, a centralized platform for collecting and organizing tourism-related data, trends, and insights. It 50rves a3 a repositoey
of key industry indicators, offering stakeholdors access to detalied research and analysis. The hub peovides a cloar and compeohensive view of tourism

periormance, INCiuding datd on visitor flows, eCoNOIMIC contributions, and consumer sentiment about travel desires, interests, and destnation perceptions
GRS 10 SUPPOrt GOCHIoN-Mmaking, 1 fosters cOlabOration and INNCValion by delivenng relable, up-to-date nformation tadored for use in stratoge planning
| initiatives.

Research Hub =)

d data 15 Dest viewed on a Laptop o deskiop computer, due Lo the complexity of the data prosented.
for 2l tabies is bullt with predefined 1ogic, you can adjust the primary sort, but you cannot select the secondary or tertiary sort.
to note the latest upload date at the bottom of the visuals.

U.S. Travel Forecast

SCAN ME
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CONFIDENT TRAVELERS

who are planning an
International trip. Their decision
making is rooted in personal
fulfilment rather than political
context

HIGHIMPACT TRAVELEF

who are economically resilient
with purchasing power relative

to their market. Their travel
plans are motivated by luxury,
premium access, and above all,
time well spent
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MARKET SELECTION MODEL.:
HOW IT WORKS

AData -driven, tiered framework

>>

AAligns market potential,

>
. / g\ feasibility, and budget
p— K / AMaximizes attributable

visitation and spend

INSIGHTS ALLOCATION AUpdated monthly using the
latest indicators
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11 KEY INDICATORS

A 20+ metrics tracked monthly condensed into 11 key indicators.
A >e N BNA&EdOQr AcEAQt NDZ BeAat AT aAe 7T2dDN =cAADZ ChA!yr nAdDZ BNDZ, A

EXCHANGE RATES
A USDS$ vs Local Currencies

ARRIVALS
A Visitor Arrivals - YOY

A Forecast Evolution

A Performance vs Forecast

CONSUMER SENTIMENT

A International Travel Intent VYOY
A Likelihood to Visit the USA  VYOY
A USA Political Climate as a

AIRLINE DATA

A Seat Capacity VYOY
A Seat Capacity - MOM
A Ticket Sales VYOY
A Ticket Sales - MOM Deterrent - YOY




AJapan
ASouth

Korea
ABrazil
AArgentina
AMexico
ACanada*

*Consumer brand media is currently not live

AU.K.
Alreland
AFrance
AGermany
Alndia

AAustralia
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PLATFORM OBJECTIVES

Drive direct ECONOMIC IMPACT for the
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
travelerswho LOVE! BN&Ed OQOAyr nNen .;
culture. X

Leverage the energy from ICONIC EVENTS .
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