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What We'll Cover

International Opportunities & Challenges

Traveler Decisions in Today’'s World

An Update from the National Level

Quick Look at Colorado Partnership with Brand USA



INTERNATIONAL MARKETING TOOL KIT:
BUDURL.COM/DMAWESTGOINGGLOBAL

Global Smart Destination¢Analy5ts

Best Practices for Your International Visitor Marketing Programs

International Size, Growth & Prospects - Which Intemational Visttor Markts ( J
Market The State of Int(.ern.
Selection A Peek intc

Which International Visitor Markets Best Suit You, Your Destinatic
There are a wide range
of exciing international
visitor markets offering
growth. Work through
these seven sieps to
decide the ones that
you should focus on.
Which markets offer you
the best combination of:

Periscope Broad

Leverage Brand USA, Dept. of Commerce and Trade Market Partners.

February 2(

Intarnational Marketing Partnarships — Opportunity toV|

#1 Canada #2 Mexico #3 United King|

23 4 million arrivals.
Modarats growth cutiook

Highly familiar with U §. with strong
air connections and & sald eccnomy.
A grest “semi-domestic” intenational
market o start in or build upon

14.3 million arrivals
Moderats cutiook

Wexioo's econamic growth and
burgeoning middle (end upper)

class ars spuring reel oppartuni-

s in this class neighbor

3.8 millon arrivals. Mo

shter some yesrs of sio
visitors are often reguias
travelers - and difieren|
both the famiiisr and the

MARKET PROFILES

paih” LS. expariences.

#5 Brazil

2.1 million arrivals. Moderats

to Strong outiook.

Economic and political chaliang-
&5 are now threatening & run of

10 years of doubla digit growth.

Brazilians remain big spanders

i retail and attractions.

#4 Japan

37 millon armivals. Modast outiook

Despits sharp decines and uneven growth, Japan remains

by far tha biggest Asian market in LS armivals. | has a growing
number of independent rvelers, with & growing number of
indepeandent travelers and the second largest affiuent travel
sector in the world sher the U.S.

(18 nights on aversge)
scvertures from nature |

#8 France

L en s #9 Australia & New Zealand

Modest outioo

Already world tou 21 —e— 1.8 million armivals, Modarats to Srang outisok

Sours mecks!, China pramiea = World champions at global iravel “Aussies”

ST g e T ey R and “Kiwis" contirua fo arrive in record

destinations the challenge wil be tors continus to arrive in

managing growth in the group record numbers. Thay numbers. Sirang, rapeat visitors, thay often

market whia targating the miuert, e T sock axpariancas wal bayond tha gateways

FIT Chingse visitor for yied, nated by the “Amarican
ffestyla® and cuture.

#7 China

1.8 million anivals. Strong outiook.

acketing destinanens

= Miles s the official markefing partner of Brand USA ~ the national fourism marke)
mlles the United States of America. Mikes works with Brand USA o deveiop and seil a .
cop visitor marksts for incUSiTy parmers fo invest in.
marketing For more see: i







2014 Figures

$179 sicr

International Visitor Spending

75 Million

International Visitors

Source: US Travel Association, 2014 Figures



2015 Figures

1.2

Billion
International

Visitors $1 . 3

Trillion

International
Visitors
Spending

Source: World Travel & Tourism Council, 2014 Figures



International Travel Spending \{ l

~20%

Source: Global International Traveler’s Spending SUSD as an approx. percentage of all visitor spending

(Domestic & International)
US Travel Association, 2014 Figures.
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International Growth of t

MIDDLE CLASS CONSUMER SPENDING
QUTER RING: 2050 In tmillans, USD [prajectasd)
INNER RING: 2009 in williens, USD

+571% GROWTH

Morth America

Sub-Saharan Africa
$0.6

Middle East and —
Morth Africa

522

~ Central/

South America J
RFGIGNS

Middle Class



Most Desired Destinations

Mexico 39.7% 65.2% #1
Brazil 50.1% 61.8% #1
India 43.0% 56.1% #1
Canada 45.5% 53.5% #1
Japan 43.3% 47.1% #1
United Kingdom 32.2% 44.3% #1
South Korea 39.7% 43.6% #1
Australia 32.1% 41.9% #1
China 41.0% 41.5% #1
Italy 18.2% 40.2% #4
France 22.0% 31.5% #3
Russia N/A 20.2% #13
Germany 12.9% 16.5% #4

D

estination ¢ Analys

DO YOUR RESEA



US Arrivals through June 2015

Over 50% of

arrivals
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Arrivals YOY Growth
TOP 20 MARKETS 31,522,599 3.4%

ALL MARKETS 36,027,862 3.9%



Forecast for 2015

10%

5% 4%

.

-5%
-10%
-10%

-15%
Overseas Canada

8%

Mexico

0.4%

Total Growth

4%

Target CAGR



Key Currencies Against the U.S. Dollar
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Canadian Change in Arrivals & Exchange
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Mexican Change in Arrivals & Exchange
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Phecuswright's

Destination Unknown: How

i U.S. and European Travelers MARKET PROFILES
Decide Where to Go 2014
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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 B

3. Climate A0

4. Cultural Attractions T
5. Accommodation Optiongi"'
6. Available Activities N 3 .




Sources of Information Influencing Destination Selection

Online Sources Printed Information

— 64% 32%

56 - 74% 23-42%
® o Friends & Family @® Travel Agent
O 0
m 43% 30%
18 -47%
24 -57%

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



3.2 Billion Internet Users
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No data

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

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




INTEGRATED MARKETING CAMPAIGNS

Consumer
TRADE Advertising & QIR T
Marketing
. Content
_ Campaigns Development
Trade Education Prodrams
& Support g
Programs
Visiting Media
Programs

Trade Famils

& Shows Social Media &
PR Activities






Share of total U.S. overseas arrivals

Share of U.S. Arrivals Top 10 Overseas Markets
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Size, Growth & Prospects - Which International Visitor Markets Offer the Most Potential?

Air Routes, Capacity & Competition Including Easy U.S. Connections to Your Destination

Which International Visitor Markets Best Suit You, Your Destination, Lodging, Experiences?

everage Brand USA, Dept. of Commerce and Trade Market Partners. Which Markets offer Support

International Marketing Partnerships — Opportunity to Work with Others




Size, Growth & Prospects - Which International Visitor Markets Offer the Most Potential ?




Air Routes, Capacity & Competition Including Easy U.S. Connections to Your Destination

Which International Visitor Markets Best Suit You, Your Destination, Lodging, Experiences?




Priority Markets for Direct to Consumer

Established
o UK: BAdirect flight

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

Emerging
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
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THENGS TO DO | HOTELS & LODGING | FESTIVALS & EVENTS | TRIP IDEAS | REGIONS & CITIES | SPECIAL OFFERS

COLORADO HISTORIC HOT SPRINGS LOOP

N

1

Elemwood Hot Springs, Glenwood 'E;rLrl;':.

. STEAMBOAT
£ SPRINGS

Historic Hor Serincs Loore

Thermal hot springs Sow abundantly throeghout the Calorada Rodioy Mountains.
Soaking in metural minenl water is a time-honored tradition 1o eshance wellness. One
thing ix for sure: relamtion is e utimate goal.
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Evolving Brand USA Strategy

From Single-Dimension To Multi-Dimensional

Great Outdoors Great Outdoors Urban Escapes
. Cost/Value - Many experiences in one vacation = Great Value
- Not worth the trek - Interconnected and accessible possibilities

+ Nothing new - Time is the new currency



Evolving Brand USA Strategy

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

GREAT
OUTDOORS &

URBAN PROXIMITY

ESCAPES

VALUE



Evolving Brand USA Strategy

Proximity Is The Heart Of Our Value Proposition



Evolving Brand USA Strategy

All within ~ All within
your reach. your reach.

Across all
markets,
the
campaign
features
53
unique
pairings




Explore Places Trovellers" Blog

Denver Golomd s
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COLORADO-TOURISM
INDUSTRY + BRAND USA



2015-2016 Recap

Programs
o Inspiration Guide

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

Markets
o Mexico, Japan, Australia, UK, Germany

o Global (VisitTheUSA.com & Inspiration Guide)

Partners
o 12 partners to date (Fiscal ‘15/°16)

o Ski, DMO, attractions tours
o From $4K-$160K investments



Photos clockwise from

above: Lake Tahoe, ; ” 3
Nevada; Boise, Idaho; & 4 =~
elk at Rocky Mountain s ¢ L - %

National Park, Colorado

A i

VisitTheUSAcom



WEST | COLORADO

High Mountain
ADVENTURES

Enjoy scenic vistas and amazing wildlife.

four majestic national parks, including Mesa Verde and

the Puebloan Indians ancient cliff dwellings. Ride back
intime on ene of Colorado's eight historic rallway lines. Taste
craff beers and wines and explore a flourishing farm-fresh

M arvel of the impressive Rocky Mountains and the state's

culinary scene. Listen to live music at Red Rocks Amphitheatre. SAREIRM SN A5 RURARGS

Experiencs spic skiing. snewboarding, tubing and dog- Aspan Snowmass Is a ploce where locals Ride a steam troin Up the 13,000- plus-foot

sladding In winter. After the snew melts, hiks through fields of and visitars alike come 1ogether to enjoy the peaks of the San Juan Mountains cloaked in

wildficwers, ploy galf in the shadow of iy peoks, rids on outdoers and culture, adventure and glamour. golden aspen trees. Explare history aver dinner

horsabosk, oo li-fishing and leok 1or monss, beld anqles and Four ski mountains on ane lift ficket offer at the historic Strater Hotel (1887 in charming

maountain éoms . " thrills when you nead a rush and scenic downtown Durongo or on avisit to ancient
greomers when you need to unwind. Off the Notive American sites in Mesa Verde Neotianal
slopes, the action continues with world-class Park. Bike or hike a challenging trail ond fish
aprés ski, dining, orts and events. or float down one of the nearby rivers.

aspensnowmass.com/International durangeerg

_ Durango and
Silverlon Narrow
Gauge Railroad;
maountain goats

ASPEN SNOWMASS TOURISM
Although its bast known as a world-class winter sports destination,
Colorado's Aspen Snowmass offers year-round fun, In spring, hike
through valleys carpeted with multicoloured wildflowers, from
goldenrod and Colorade blue columbine te silveny lupine and rosy
Indian paintbrush. In summer, cultural events including music, art,
theatre and donce fill the calendar. Scenic hiking, river rafting,
horseback riding and fly-fishing are popular summer activities. In
outumn, the Snowmass Balloon Festival fills the sky with vivid eolours.

visitos pe rEnowmass.com

138 VisitThe USA. I

Visit TheUSA com/colorade 139



German Inspiration Guide Trade Study

Satisfaction with Guide Guide Is “HelpfuliVery Helptul” for:

(% of respondents)

'

) Educating clients on the
6‘7 US.A—

AN

Increasing clients’ interest in
the U.S.A—
/
Increasing bookings to the
U.S.A—

Chart 14: Number of Websites Visited After Reading the Guide

T 60.3%
1-5
6-10
11-20
21-30 | Mean = 6.4
31-40 | |



German Inspiration Guide Trade Study

Increased bookings to the U.S. 78.L%
Improved perceptions of the U.S.
Influenced to visit a new destination

Influenced to visit a lesser-known
destination 497

Lengthened their trip 257



beverage offerings. The diw
mountains to wide-o ands, is

clorade is a food-and-drink lovers' paradise, bursting with
hands-on food tours, farm-fresh dishes and extensive craft

denced in the b
age, steeped in
ch dining experiences. it's na

Colorado's landscape, from
dth of local
Natve American and

obe to world-renowned
the Great American Beer
rado Brewers’ Festival

FARM-TO-TABLE DENVER

Denvar’s padestrian-frisndly naighbowhoods
Erillant blus skiss and stunning mountain viaws
maka it & parfoct backdrop for culinary explorations:
Takn & walking tous of the ciy's many browarias
along tha Darvar Baar Trail befora diving into the
bustling restaurant smara. The Mia High Ciy boasts
award-winners inchiding historic Larimer Squars’s
Rlizja, which faatures Mediterransan dishes presentad
with a local fimrr. Or haad straight frorm tha airport

o Dervar Union Station via rail and ba ravwarded
with a visit to Mercantile Dining & Provision. Fick up
spices, charcutena and other seasonal goods ot the
markat or savour 2 meal at the seasonally focusaed
restaurant. Tell your fronds back home you dinad

at Ophata’s Electnic Soapbax (2 formar brathal) ar
Linger {praviousty a martuary). You'll get = good
story and an unforgettable fanm-to-tabia meal

EE  Trawel USA | Flavours of tha USA

GRAND JUNCTION'S BOUNTY

For an immarsiva egpananca, head to Grand
Junction, Colorado’s Wina Country and fruit-
grewing huks sinca tha late 1B00s. Artmans uma that
bounity to progucs wine, Sacr, spiris, dder and
mora, and local chafs inconporate mgrediants from
tha harvest into menus. Visit lush farms such as
High Country Orchards, Talbott’s Farm or Alida’s
Fruits for paaches, pears, charrias and mona. Mary
offer freshiy mada fams such 2= jams, jallas, sasas
and baked goods. Strol along virmyards and settla
in for & wine tasting at gorgeows Granda Fivar
Vineyards and Plum Crask Winery in Palsade

Love the heady scent of lvendar? Check out Sage
Craations in Paisade. (B sure to try lvender wina
at ona af tha Iocal wineries.) In summar and aarfy
autumn, explona tha Downtown Farmars’ Market for
tha day’s freshest produce and prepared goods.

CRAFT BEVERAGE MECCA

Coforado is alse at the forefront of thea
nation's craft-bevarage axplosion. Browars,
winamakars, distilars and cocktail artisans
have made the state a must-stop far fans of
lavingly produced drinks. Start in the Front
Rarge, the state’s most-papulsted arca, whara
Dianver i homa to the Graat Amarican Beer
Fastival in October and Bouldar hosts tha
anrual Craft Bear Festval in August. Tour

and tasts at Bowder's dozans of brewaries
including J Walls Brawery, Boukder Bear and
Sanitas Hrewng Co. About an haar neeth in
Fart Callins, sampla wings at Hunters Moan
Meadary Or head to Damver's award-winning
‘Williams & Graham cocktad ber. Hidden behind
a 'Dookstors’, this popular bar creates clsic
cocktais with locally sowrced ingredients.

Oockwisa from laft:
lavander Neid, Grard
Amction; Marcantic
Dining & Provision,
Denver: Socsl Cooktal
Bar, Fort Colins; wina
dinnar, Grand Junction;

VisttThelSA com/favouwrs 57



Multi-Channel Consumer Programs
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The Mile High City
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b videos de
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Haga el pedido
de su Guia
de Vacaciones
de Colorado
GRATUITA.




CISCOVER AMERICA

5 Razones por qué
Practicar el Esqui y el
Snowboard en Colorado

Hay tantas razones por las que Colorado es
el desting de esqui nimere uno de los Estades Unidas.

Muestra temporada de esqui es mas larga.
Los compieos de Colorado alonen antes y 135 clerran despudés que en ningln otro sitic en
los Estados Unidos

Tenamos complejes Inmensos.

Wail ez por mucho el drea de esqul mas grande de todo el estads; Keystone cubne tres mantanas;
¥ Snowmass disfruta de mas de 200 pulgadas de rieve cada afo.

Atesoramos 1oz lugares ocultos,
La histdrica Howsalsen Hill Ski Area ofrece saltos de esoui de nivel olimplco, mientras
que ski Granky Ranch es ideal para 1as aventuras de esoul ramiliar

Los resorts de Colorado tlenen las pistas a mayor altitud de los Estados Unidos.
Esta significa una nieve Increfble, vistas espectaculares, pistas mas langas y mayores descensos.
Hay diversién para toda la familia.
Steambeat Springs ofrece paseos en tneos tirsdos por caballos. En Beaver Creek Resart puedes
patinar en hielo, en un astanqua congelade, en el corezsn de una elegante ddes ds esqul

Hay mucho mas por dascubrir.

Nﬁéﬁmm Ia vida entera Intentando ser grandes. Ouerlends ser
[nportantes, ¥ luego un dia nos enfrentamos cara a cara con fa

~ nmensidad de la naturaleza Mos quedsmos maravilados anis lss
. mantanas gue se elevan dasda el suelp cobierto de niave radiante, Y
sabanaemeos el silencia en @ soslego. Mos demos cuenta de bo paquanos
que, en realidad, somos, y o verdaderamants marawiloso que es esa,

Chren la guia America's Best Sking® =n Colorado.com

COLORADO

COME TO LIFE

4 Eigse- .- Discover
%‘ : -g'g: Amarica
TR A M

Discoverdmerico.mx I



What's Next

Evolving 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

Next Steps
o IPW Planning meeting

o 2016/2017 Colorado Industry Program Launch












INTERNATIONAL MARKETING TOOL KIT:
BUDURL.COM/DMAWESTGOINGGLOBA
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Global Smart

Best Practices for Your International Visitor Marketing Programs

International

Market Air Routes, Capacity & Competition Including Easy U.S. Connections to Your Destination

Selection

Which International Visitor Marksts Best Suit You, Your Destination, Lodging, Experiences?
There are a wide range

of exciing international
visitor markets offering

growth. Work through
Ihese seven steps 1o Levarage Brand USA, Dept. of Commerce and Trade Market Pariners. Which Marksts offer Support?

decide the ones that
you should focus on.

Which markets offer you
the best combination of: Intemational Marketing Partnarships — Opportunity to Work with Others

2016 BRAND USA
ORIGINALS

VIDEQ CREATION &
DISTRIBUTION

#1 Canada #2 Mexico #3 United Kingdorj . .

Destination ¢ Analysts

The State of International Travel:
A Peek into 2016

Periscope Broadcast Series

February 2016

aketing destiaanon




Nate Huff
941-342-2367
Nate.Huff@MilesPartnership.com
Social: @natehuff

Going Global

Thank you

v
miles

marketing destinations

milespartnership.com
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