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Hello.  It is my pleasure to be here with you today representing the U.S. Department of Commerce….Office of Travel and Tourism Industries.
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Agenda for Today 

• U.S. International Travel Trends 

• Short & Long Term Forecast for Arrivals to U.S. 

• National Travel and Tourism Strategy 

• Corporation for Travel Promotion/Brand USA Overview 

• Questions 
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Presentation Notes
NOTES TO SPEAKER:
None

SLIDE NOTES:
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U.S. Visitors & Spending 
(1997-2011) 

Visitor spending (receipts) closely mirrors visitor volume.   Visitor volume was a record 62.3 million, while   
spending was a record $153 billion in 2011.  

Sources: Department of Commerce, Office of Tourism Industries; Department of Commerce, Bureau of Economic Analysis; Statistics Canada; Banco de Mexico. 

Presenter
Presentation Notes
Here you can see the big picture for over a decade on the number of visitors and what they spent to get to and within the country.  

As you can see, we have seen ups and downs in arrivals and spending.  

The U.S. has set records for total arrivals in 2007, 2008 and 2010-2011  

The country has set records for total spending by international visitors in 2006-2008.  

In 2009, you can see the dramatic impact the global economic downturn had on the USA.  The declines in 2009 were the largest single year declines in visitors and spending the country and it took until 2011 to set a new record for spending in the USA  
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Travel & Tourism As a Leading Export (2011) 

Travel & Tourism exports                           $153 billion 

Percentage of total exports                            7% 
Percentage of service exports                                25% 

Travel trade surplus                                      $43 billion 

Employment from tourism exports              1.1 million 
 

Presenter
Presentation Notes
In 2010, international travelers spent a record $153 billion to travel to and  then spend money within the country.  

International travel as an export is larger than all of our agricultural exports or auto exports and represent 7% of all exports for the country.   

Travel is considered a service export and it is the largest services sector export for the country.  

Spending  by international visitors exceeds that of U.S. spending abroad which means we have a trade surplus in travel helping to offset the large trade deficit this country has in merchandise exports.  

Travel spending also supports over 1 million U.S. jobs in this country. 
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  Travel Passenger Total Travel 
  Receipts Fare  Receipts 
Origin Country 2011p Receipts  2011p 

     

Top Travel Export Markets 
(2011 Receipts, $Billions/year) 

Canada $19.4 $4.6 $24.0  
Japan $11.4 $5.3 $16.7 
United Kingdom $9.8 $3.4 $13.2 
Mexico  $6.5 $2.8 $9.4 
Brazil $4.7 $2.0 $6.8 
Germany $5.1 $1.5 $6.6 
China $4.3 $1.5 $5.7 
France $3.5 $1.2 $4.7 
India $3.2 $1.4 $4.6 
Australia  $3.9 $0.6 $4.5 
South Korea  $3.7 $0.1 $3.8 

 
U.S. TOTAL  $116.3 $36.7 $153.0 

Presenter
Presentation Notes
Here are the top travel and tourism export market for the country.  

Travel exports are made up of travel – the in country spending and passenger fares – the money they spend to get to the United States.  

In 2010:  Australia, Brazil, Canada, China and Korea all set records and you can see the relative importance of each market to this country.
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International Total * 62,325  4% 22%  
1 Canada 21,028 5% 43% 
2 Mexico 13,414 0% 27% 
 Overseas ** 27,883 6% 7% 
3  United Kingdom 3,835 -0% -18% 
4  Japan 3,250 -4% -36% 
5       Germany 1,824 6% 2% 
6  Brazil 1,508 26% 105% 
7       France 1,504 12% 38% 
8         South Korea 1,145 3% 73% 
9            People’s Rep. of China 1,089 36% 337% 
10  Australia 1,038 15% 92% 

   

Origin of Visitor  2011 2011/2010 2011/2000 
   (000s) (% change)  (% change) 

  

Top Origin Markets for 
International Travelers to the U.S. 

*   International travelers include all countries generating visitors to the U.S. 
**   Overseas includes all countries except Canada and Mexico. Record year for travel to U.S. 

Presenter
Presentation Notes
Here’s the performance by the top origin markets in 2011.  It was another good year and the 7th year out of 8 this country posted increases in arrivals.  

2011 Highlights:
	*	7 of the top 10 countries posted increases
	*	Many new records were also set among the top markets.


You also hear a lot about the lost decade and its all because of visas.  Well, let’s take a look at the last decade plus in the right hand column.  Here you can see the reasons for the decline in overseas visitation, it is Japan and the U.K.  If you exclude them, the remaining top 10 markets grew by 40%, compared to the 27% decline for the U.K. and Japan.  If you look at where the growth is coming from it is from the countries that require a visa.  

So, what we are actually seeing is a shift in who is coming to the United States.  Our growth is from the emerging markets.
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11 Italy 892 6% 46%   
12 Spain 700 9% 94% 
13 India 663 2% 142% 
14 Netherlands 601 5% 9% 
15 Venezuela 561 14% -3% 
 
16 Argentina 512 17% -4% 
17 Columbia 497 0% 19% 
18 Switzerland 477 22% 21% 
19 Sweden 438 18% 36%  
20 Ireland 347 -4% 21% 

Origin of Visitor  2011 2011/2010  2011/2000 YTD  
   (000s) (% change)  (% change) 

Top Origin Markets for 
International Travelers to the U.S. 

Record year for travel to U.S. 

Presenter
Presentation Notes
Here’s the second half of the top 20 inbound markets.

http://www.google.com/imgres?imgurl=http://www.clipartpal.com/_thumbs/pd/education/medal_gold.png&imgrefurl=http://www.clipartpal.com/clipart_pd/education/awards2.html&usg=__onKN-RtzhyQujk-eSzUatSgwOos=&h=394&w=265&sz=36&hl=en&start=2&zoom=1&itbs=1&tbnid=XCDTyIu_NlszDM:&tbnh=124&tbnw=83&prev=/images?q=medal&hl=en&safe=active&sa=X&gbv=2&ndsp=20&tbs=isch:1,itp:clipart
http://www.google.com/imgres?imgurl=http://www.clipartpal.com/_thumbs/pd/education/medal_gold.png&imgrefurl=http://www.clipartpal.com/clipart_pd/education/awards2.html&usg=__onKN-RtzhyQujk-eSzUatSgwOos=&h=394&w=265&sz=36&hl=en&start=2&zoom=1&itbs=1&tbnid=XCDTyIu_NlszDM:&tbnh=124&tbnw=83&prev=/images?q=medal&hl=en&safe=active&sa=X&gbv=2&ndsp=20&tbs=isch:1,itp:clipart
http://www.google.com/imgres?imgurl=http://www.clipartpal.com/_thumbs/pd/education/medal_gold.png&imgrefurl=http://www.clipartpal.com/clipart_pd/education/awards2.html&usg=__onKN-RtzhyQujk-eSzUatSgwOos=&h=394&w=265&sz=36&hl=en&start=2&zoom=1&itbs=1&tbnid=XCDTyIu_NlszDM:&tbnh=124&tbnw=83&prev=/images?q=medal&hl=en&safe=active&sa=X&gbv=2&ndsp=20&tbs=isch:1,itp:clipart
http://www.google.com/imgres?imgurl=http://www.clipartpal.com/_thumbs/pd/education/medal_gold.png&imgrefurl=http://www.clipartpal.com/clipart_pd/education/awards2.html&usg=__onKN-RtzhyQujk-eSzUatSgwOos=&h=394&w=265&sz=36&hl=en&start=2&zoom=1&itbs=1&tbnid=XCDTyIu_NlszDM:&tbnh=124&tbnw=83&prev=/images?q=medal&hl=en&safe=active&sa=X&gbv=2&ndsp=20&tbs=isch:1,itp:clipart
http://www.google.com/imgres?imgurl=http://www.clipartpal.com/_thumbs/pd/education/medal_gold.png&imgrefurl=http://www.clipartpal.com/clipart_pd/education/awards2.html&usg=__onKN-RtzhyQujk-eSzUatSgwOos=&h=394&w=265&sz=36&hl=en&start=2&zoom=1&itbs=1&tbnid=XCDTyIu_NlszDM:&tbnh=124&tbnw=83&prev=/images?q=medal&hl=en&safe=active&sa=X&gbv=2&ndsp=20&tbs=isch:1,itp:clipart
http://www.google.com/imgres?imgurl=http://www.clipartpal.com/_thumbs/pd/education/medal_gold.png&imgrefurl=http://www.clipartpal.com/clipart_pd/education/awards2.html&usg=__onKN-RtzhyQujk-eSzUatSgwOos=&h=394&w=265&sz=36&hl=en&start=2&zoom=1&itbs=1&tbnid=XCDTyIu_NlszDM:&tbnh=124&tbnw=83&prev=/images?q=medal&hl=en&safe=active&sa=X&gbv=2&ndsp=20&tbs=isch:1,itp:clipart
http://www.google.com/imgres?imgurl=http://www.clipartpal.com/_thumbs/pd/education/medal_gold.png&imgrefurl=http://www.clipartpal.com/clipart_pd/education/awards2.html&usg=__onKN-RtzhyQujk-eSzUatSgwOos=&h=394&w=265&sz=36&hl=en&start=2&zoom=1&itbs=1&tbnid=XCDTyIu_NlszDM:&tbnh=124&tbnw=83&prev=/images?q=medal&hl=en&safe=active&sa=X&gbv=2&ndsp=20&tbs=isch:1,itp:clipart


8 Office of Travel & Tourism Industries, International Trade Administration, U.S. Department of Commerce  

New York 32.8% New York City 32.1% 
Florida 22.1%  Los Angeles  12.7% 
California 21.3%  Miami  11.8% 
Nevada 9.5% Orlando 10.3% 
Hawaii 8.1% San Francisco 10.0% 

 
Guam 5.0%  Las Vegas 9.2% 
Massachusetts  4.9%  Washington, D.C.  6.6% 
Illinois 4.5%   Honolulu.  6.2% 
Texas 3.9%   Boston 4.5% 

  New Jersey   3.7%    Chicago       4.3%  

Top U.S. Destinations1 for Overseas Visitors 
(2010) 

 Top Market Top Market 
 States Share Cities Share 

 1 These percentages are based on multiple responses.   
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Overseas Shoppers & Cultural Heritage 
Travelers 

Presenter
Presentation Notes
I would like to further look at the overseas travelers who shop and participate in CHT Activities 
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Activities Participation of Overseas Travelers 
to  the U.S Shoppers & CHT Visitors 2010 

 Activities 
Overseas to 

U.S. 
2010 

 Overseas 
Shoppers 

2010 

Overseas 
CHT 2010 

Shopping 88% 100% 90% 
Dining in Restaurants 84% 87% 86% 
Sightseeing in Cities 45% 47% 59% 
Visit Historical Places 40% 41% 68% 
Amusement/Theme Parks 29% 31% 34% 
Visit Small Towns 28% 29% 37% 
Art Galleries/Museums 24% 25% 41% 
Cultural Heritage Sites 24% 25% 41% 
Water Sports/Sunbathing 22% 23% 25% 
Visit National Parks 20% 20% 34% 
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Top Countries Generating Visitor Who Shopped 
or Participated in CHT Activities in 2010 

  Region / Countries Shopping 2010 
(000) 

 Cultural 
Heritage Traveler 

2010  (000) 

     Total Overseas* 23,199 15,369 
U.K. 3,828 2,402 
Japan  3,689 1,093 
 Germany 1,578 1,295 
 Brazil 1,253 580 
France 1,230 999 
Australia   905 634 
South Korea   882 351 
 Italy 696 567 

*   One night or longer. 
**   Overseas includes all countries except Canada and Mexico. 

Office of Travel and Tourism Industries, International Trade Administration, U.S. Department of Commerce (March 2010) 
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Activities   Overseas U.K. Germany France Japan 
     (%) (%)  (%)  (%)  (%) 

Activity Participation while in the U.S. 
(2010) 

 Note: Multiple choice responses allowed for activities.  Activity participation is not destination specific. 

Shopping 88 88 84 86 92 
Dining in Restaurants 84 94 85 81 88 
Sightseeing in Cities 45 45 38 55 45 
Visit Historical Places 40 42 48 55 12 
Amusement Parks 29 34 26 27 13 
Visit Small Towns 28 27 34 30 29 
Water Sports/Sunbathing 22 28 24 17 38 
Art Gallery/Museum 24 22 25 38 7 
Cultural Heritage Sites 24 25 42 37 9 
Touring Countryside 19 22 38 17 15 
Visit National Parks 20 21 31 31 7 

Presenter
Presentation Notes
This table shows the top activities participated by international visitors in 2010.  You can see that shopping is either first or second for each market.  

Knowing what else these travelers do while within the country can be used to help you form alliances and marketing partnerships.  

If you study this chart later, you will see very different activity patterns for each market.  So, depending upon which country you focus upon, your partners will be different.  
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National Travel and Tourism Strategy 

•  President Obama issued an Executive Order on January 19, 2012 
•  Established a Task Force on Travel and Competitiveness – co-chaired by Secretary of  
   Commerce John Bryson & Secretary of the Interior Ken Salazar 
•  90 days completion target – Delivered to the President in April 
•  Enthusiastic engagement of all federal agencies with nexus to travel and tourism 
•  Solid input from more than 160 individuals and organizations through the Federal Register  
   process & the Travel and Tourism Advisory Board 
•  5-year strategy whose primary goal is to increase travel and tourism to and within the  
   United States, reaching 100 million annual visitors by 2021 who will spend $250 billion 
•  Strategy has five main components:  Promoting the United States, Enabling and Enhancing 
   Travel and Tourism to and within the United States, Providing World-Class Customer  
   Service and Visitor Experience, Coordinating across Government and Conducting Research  
   and Measuring Results 
•  Tourism Policy Council will meet soon to begin development of the implementation work  
   plans 
•  Requires strong liaison to the private sector 
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Tourism Policy Council  

Secretary of Commerce leads the Tourism Policy Council  
based on the National Tourism Organization Act of 1996  

PURPOSE:  Coordinate national policies and programs related to travel and 
tourism, recreation, and national heritage resources 

OBJECTIVES: 
-- Address policy concerns (inter-agency link to TTAB & CTP)  
-- Provide single point of contact for industry and  government agencies 
-- Ensure senior level inter-agency focus 
-- Coordinate travel and tourism data 

Presenter
Presentation Notes
The Tourism Policy Council works to coordinate national policies and programs related to travel and tourism, recreation, and national heritage resources.

When it’s all cooking right; the Travel and Tourism Advisory Board provides their private sector input to the Secretary, who then feeds it to the TPC.

The TPC takes whatever action(s) they deem appropriate and provide feedback to the TTAB through the Secretary.

In addition, the TPC has the opportunity to “originate” issues and seek input from the private sector using the Secretary’s TTAB as the conduit.

A great communications cycle to get information into and out of both the USG and the private sector for mutual success and benefit.
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Tourism Policy Council Members 
Department of Agriculture 
Department of Commerce 
(EDA/USFCS/NOAA/MBDA) 

Department of Homeland Security 
Department of Housing & Urban Development 

Department of Interior 
Department of Labor 
Department of State 

Department of Transportation 
Executive Office of the President 

Office of the Vice President 
Office of Management & Budget 

Small Business Administration 
U.S. Army Corps of Engineers 

Additionally Invited: 
President’s Committee on the Arts and 

the Humanities 
Environmental Protection Agency 
Department of Health and Human 

Services 
Advisory Council on Historic 

Preservation 

Presenter
Presentation Notes
Here’s the line-up of agencies and offices involved in the TPC.  The folks in the blue box were mandated by Congress.  The folks in the green box are those that we’ve added since the TPC’s inception because it made great sense for them to be involved on an on-going basis.
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Travel & Tourism Advisory Board 

• Chartered in 2003 
• 30 private sector members in 2010-2011 
• Appointed by the Secretary of Commerce 
• Represent the diverse nature of the travel & 

tourism industry   

Who? 

• Advises the Secretary on policies and programs 
that affect the U.S. travel & tourism industry 

• Offers counsel on current and emerging issues 
• Provides a forum for discussing and proposing 

solutions to industry-related challenges 

What? 

Secretary of Commerce leads the Travel & Tourism Advisory Board  
 

Presenter
Presentation Notes
The Travel and Tourism Advisory Board is the Secretary’s direct link to YOU -- the private sector travel and tourism industry.

Their mandate is to advise the Secretary on policies and programs that affect our industry.  

In addition, the TTAB provides a forum for discussing and proposing solutions to industry-related challenges (think entry/exit programming, or appropriate response to the H1N1 virus/pandemics).
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Corporation for Travel Promotion (CTP) 

March 10, 
2010 – 

President 
Obama Signs 

the Travel 
Promotion Act 
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• Aim is to increase international travel to the United States and 
communicate U.S. entry requirements more effectively. 

• Directs DHS to collect $10 as part of Electronic System for 
Travel Authorization (ESTA) fees to fund the CTP. 

• Establishes a liaison function and expands Commerce's  
responsibilities. 

• Expands research role of DOC’s Office of Travel and Tourism 
Industries. 

 

Travel Promotion Act  Established The CTP 
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Corporation for Travel Promotion Mission  

To Develop and Execute a Plan To : 

•  Promote the United States to world travelers; to provide 
information to those interested in traveling to the United 
States  

• Identify and address perceptions regarding U.S. entry 
policies 

•  Identify opportunities to promote tourism to rural and 
urban areas equally 

 

 

http://www.thebrandusa.com/
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Corporation for Travel Promotion 
Federal Funding 

• FY 2011 – Up to $10 million for start up expenses; no 
match – already distributed. 

• FY2012 – Up to $100 million; $50 million match from 
industry. 

• FY2013-FY 2015 – Up to $100 million; $100 million 
match from industry. 

• Match Composition: at least 20% in cash; remainder can 
be in-kind. 
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Commerce Responsibilities With the CTP  

Duties of the Secretary of Commerce 
• appoints the members of the Board of Directors (in consultation w/ State & DHS) 
• approves the annual objectives of the CTP  (in consultation with State & DHS) 
• submits periodic reports to Congress 
• Serves as liaison to the CTP  

Broader Department Role  
• Work with CTP State and DHS to:  

o enhance the entry and exit experience  
o collect data on the total number of international visitors that visit each State  
o support the development of programs to increase the number of international 

visitors to the United States 
• OTTI to continue and expand its full program of research to measure international 

travel to the U.S., including evaluating the success of the CTP against its objectives 
• Facilitate payment to the CTP under MOU with the CTP and Treasury  
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Corporation For Travel Promotion 
Status Update 

• Initial Board has been appointed (& 1-year term appointees reappointed; 2-year term 
appointments now being reviewed) 

• CTP incorporated as a private not-for-profit corporation  

• Key staff hired; additional hiring continues to fill out need 

• Received $10 million in startup funding for FY 2011 

• Received $16 million to date in FY2012 of the $100M available to them for match 

• Administrative processes for in-kind contribution consideration still being worked 

• Fundraising efforts are in full swing 

• Brand Identity Launched at World Travel Mart in London,  November 7 

• Promotion Campaign Launched at International Pow Wow in L.A., April 23 

• Advertising and marketing campaign underway in Canada, Japan and the UK 

• Expected expansion to additional markets as they move forward 
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Brand USA’s 
Television Advertisement 

Original Song by  

Rosanne Cash  

Invites Visitors to  

“Come and Find  

Your Land of Dreams” 

 
http://www.YouTube.com/DiscoverAmerica 
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“Discover this land, like never before” 
Campaign Theme 
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Corporation for Travel Promotion Board of 
Directors 
   

Randy Garfield 
 President, Walt Disney 

Travel Company,  
Orlando, FL 

 

Daniel Halpern, 
President and CEO, 

Jackmont Hospitality, 
Atlanta, GA 

David Lim 
 Chief Marketing  

Officer,  
Amtrak,  

Washington, D.C. 

Roy Yamaguchi 
Owner and Founder, 
Roy’s Restaurants, 

Honolulu, HI 

Lynda S. Zengerle 
Partner,  

Steptoe & Johnson LLP, 
Washington, D.C. 

Mark Schwab 
Sr. Vice President 

Star Alliance,  
Chicago, IL  

Caroline Beteta, 
Vice Chair 

President and CEO, 
California Travel & 

Tourism Commission, 
Sacramento, CA 

Stephen Cloobeck. 
Chairman 

Chairman and CEO, 
Diamond Resorts 

International,  
Las Vegas, NV  

George Fertitta 
CEO,  

NYC & Company, 
New York, NY 

Tom Klein 
President,  

Sabre Holdings, 
Southlake, TX  

Diane Shober 
Tourism Director, 
State of Wyoming, 

Cheyenne, WY 



26 Office of Travel & Tourism Industries, International Trade Administration, U.S. Department of Commerce  

How to Find Us 

 

http://tinet.ita.doc.gov 

 
julie heizer 

Office of Travel & Tourism Industries 
U.S. Department of Commerce 

Phone:  202 482 4904 
julie.heizer@trade.gov 

http://tinet.ita.doc.gov/
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