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What We’ll Cover 
o International Opportunities & Challenges 
o Traveler Decisions in Today’s World 
o An Update from the National Level 
o Quick Look at Colorado Partnership with Brand USA 
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INTERNATIONAL MARKETING TOOL KIT: 
BUDURL.COM/DMAWESTGOINGGLOBAL 



GOING GLOBAL 
 
 
Global Opportunities  
 



2014 Figures 

Source: US Travel Association, 2014 Figures 



Source: World Travel & Tourism Council, 2014 Figures 

2015 Figures 



International Travel Spending 

Source: Global International Traveler’s Spending $USD as an approx. percentage of all visitor spending  
(Domestic & International) 
US Travel Association, 2014 Figures.  

≈20%





International Growth of the Middle Class  



 

Most Desired Destinations 



US Arrivals through June 2015 
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Arrivals YOY Growth 
TOP 20 MARKETS 31,522,599 3.4% 
ALL MARKETS 36,027,862 3.9% 

Over 50% of 
arrivals 



Forecast for 2015 
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Key Currencies Against the U.S. Dollar 

-10%
0%

10%
20%
30%
40%
50%
60%
70%
80%

Apr
2016

Jan
2016

Oct
2015

Jul
2015

Apr
2015

Jan
2015

Canada Euro Mexico UK
Brazil India China Japan
South Korea Australia



Canadian Change in Arrivals & Exchange 
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Strong Correlation = 0.96 



Mexican Change in Arrivals & Exchange 

No correlation = -0.5 
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GOING GLOBAL 
 
 
How Travelers Make 
Destination Decisions 
 



SOURCES OF INFORMATION 
INFLUENCING DESTINATION SELECTION 
MORE INFORMATION: WWW.PHOCUSWRIGHT.COM  &  WWW.THEBRANDUSA.COM  



6 DRIVERS OF WHERE TO GO:  
1. Personal Desire to Visit a Destination 
2. Past Experience 
3. Climate 
4. Cultural Attractions 
5. Accommodation Options 
6. Available Activities 



Sources of Information Influencing Destination Selection 

Source: Average & range for top 12 source markets – Brand USA Custom Research (PhocusWright) 



3.2 Billion Internet Users  

Source: As of Third Quarter 2015. Internet Penetration % by Country.  





 

1. Balance Between Trade & Direct to Consumer 
2. Balance Between Established & Emerging Markets 
3. Balance Between Paid and Organic Traffic 

BALANCE 



                  

INTEGRATED MARKETING CAMPAIGNS 

Consumer 
Advertising & 

Marketing 
Campaigns 

Social Media & 
PR Activities 

Content 
Development 

Programs Trade Education 
& Support 
Programs 

 
Trade Famils 

& Shows 

 
Visiting Media 

Programs 

TRADE CONSUMER 



Which International Market?  
  





INTERNATIONAL MARKET SELECTION 



INTERNATIONAL MARKET SELECTION 



INTERNATIONAL MARKET SELECTION 



o UK: BA direct flight 
o Japan: United direct flight 
o Mexico: Volaris, United direct flights 
o Germany: Lufthansa’s second non-stop 

Priority Markets for Direct to Consumer 
Established 

o Australia/NZ 
o Significant West Coast & Texas Flight Growth 
o High spend and high percentage of FIT 

o China – More than 100 million travelers 

Emerging 





UPDATE FROM THE 
NATIONAL FRONT 
Brand USA’s Evolving Strategy 



Evolving Brand USA Strategy 

• Cost/Value 
• Not worth the trek  
• Nothing new 

From Single-Dimension 

Great Outdoors 

• Many experiences in one vacation = Great Value 
• Interconnected and accessible possibilities  
• Time is the new currency 

To Multi-Dimensional 

+ 

Great Outdoors Urban Escapes 

        
 2016 2015 



Evolving Brand USA Strategy 

The perceived cost of one trip with multiple experiences 
holds more value than many trips with a singular focus.  

VALUE 

COST 

PROXIMITY 

TIME 

GREAT 
OUTDOORS & 

URBAN 
ESCAPES 

 

TIME 



Evolving Brand USA Strategy 

Proximity Is The Heart Of Our Value Proposition 



Evolving Brand USA Strategy 

Across all 
markets, 

the 
campaign 
features 

53 
unique 
pairings 





COLORADO TOURISM 
INDUSTRY + BRAND USA 



o Inspiration Guide 
o Digital Content Marketing & Video 
o Country-specific Multi-Channel Programs 
o Culinary & Outdoors 

2015-2016 Recap 
Programs  

o 12 partners to date (Fiscal ‘15/’16) 
o Ski, DMO, attractions tours 
o From $4K-$160K investments 

Partners 

o Mexico, Japan, Australia, UK, Germany 
o Global (VisitTheUSA.com & Inspiration Guide) 

Markets 



 



 



German Inspiration Guide Trade Study 



German Inspiration Guide Trade Study 

• Increased bookings to the U.S.  78.6%  

• Improved perceptions of the U.S.    8   

• Influenced to visit a new destination    7   

• Influenced to visit a lesser-known  
 destination    49%  

• Lengthened their trip   25%  



                  



Multi-Channel Consumer Programs 



                  



o VisitTheUSA.com re-launch in September 
o Expanded activation partnerships with Expedia 
o New program with Televisa in Mexico 
o Expanded video marketing strategies 

What’s Next 

Evolving Programs 

o IPW Planning meeting 
o 2016/2017 Colorado Industry Program Launch 

Next Steps 



o VisitTheUSA.com re-launch in September 
o Expanded activation partnerships with Expedia 
o New program with Televisa in Mexico 
o Expanded video marketing strategies 

 



 

 



 

 



INTERNATIONAL MARKETING TOOL KIT: 
BUDURL.COM/DMAWESTGOINGGLOBAL 



Thank you 

milespartnership.com 

Going Global 

Nate Huff 
941-342-2367 

Nate.Huff@MilesPartnership.com 
Social: @natehuff 
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