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India Market Summary

Outbound travel sentiment in India remains highly positive, with more travelers viewing trips as an integral part of 
their lifestyle rather than an occasional indulgence. The USA continues to be the top long-haul choice for Indian 
travelers. Currently, over 5 million Indians hold valid US visas, and according to the US Embassy in New Delhi, 
Indian nationals now represent one in every ten US visa applicants globally.

India, the world’s fifth-largest economy, is projected to grow between 6% and 7% in FY25, reinforcing its status as 
one of the fastest-growing major economies. In 2024, the USA received 2.19 million visitors from India 24.3% 
increase over 2023, ranking India as the #2 overseas source market (excluding Canada and Mexico) and #4 overall for 
international arrivals. 

With Indian travelers typically holding a 10-year U.S. visa and a significant proportion comprising repeat visitors, the 
Southern states present considerable potential as destinations to explore. Through the GPP program, our focus will be 
on promoting the diversity and distinct character of the Southern states in the Indian market, thereby generating 
stronger interest and engagement among Indian travelers. The rich combination of culture, cuisine, music, and outdoor 
experiences offered by the region is particularly appealing to the Indian audience, making it a compelling proposition 
for both first-time and repeat visitors.

The country is now the world’s third-largest aviation market, with significant airport expansions underway—growing 
from just 74 airports in 2013 to 157 today. Air connectivity to the USA continues to improve, with Air India adding 
new non-stop routes and other global carriers, such as Emirates, Qatar Airways, Turkish Airlines, Virgin Atlantic, 
British Airways, Lufthansa, Swiss Air, and KLM–Air France–Delta, expanding capacity.

Indian travelers increasingly seek diverse experiences spanning sports, entertainment, cruises, wellness, and adventure 
tourism. Travel is now seen as a contributor to personal well-being and a way to collect unique experiences from 
shopping and cultural activities to culinary explorations. This shift is fueled by a young, affluent, and digitally savvy 
population, with millennials and Gen Z leading the way. Rising incomes and a “You Only Live Once” mindset are 
encouraging higher spending on premium services and exclusive travel opportunities. India’s digital adoption is 
robust, with 806 million internet users (55.3% penetration, up 6.5% year-on-year) and stable mobile connectivity at 
1.12 billion connections, covering 76.6% of the population.



I. EXECUTIVE  SUMMARY
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Sartha Global Marketing is  the India representation for Travel South USA (TSUSA), covering nine Southern 
states – Alabama, Arkansas, Kentucky, Louisiana, Mississippi, Missouri, North Carolina, South Carolina, 
Tennessee – along with Rhythms of the South (ROTS), a tri-city partnership between Atlanta, Nashville, and 
New Orleans. As a team we plan to focus on building destination awareness, strengthening travel trade 
engagement, enhancing consumer visibility, and driving visitation from India through an integrated marketing, 
PR, and trade outreach program.

1. Brand Visibility & Awareness: Implement a multi-pronged strategy combining digital amplification, 
earned media, PR outreach, and travel trade engagement to build strong brand recall for TSUSA and 
its partner states in the Indian market.

2. Promoting All Nine States + ROTS: Ensure consistent coverage, storytelling, and marketing 
representation for all nine Southern states and ROTS, giving each destination a unique positioning while 
highlighting their collective appeal.

3. Driving Indian Arrivals: Increase visitation, length of stay, and traveler spend by targeting both 
first-time and repeat visitors to the USA, positioning the South as a must-visit region.

4. Highlighting the ‘All Y’all Are Welcome’ Message: Leverage this signature Southern hospitality tagline 
to reinforce the warmth, inclusivity, and authenticity of the travel experience in the South.

5. Thematic Promotion Through Key Pillars: Focus storytelling and promotional efforts on six major 
pillars – Music, Outdoors, Local Culture & History, Culinary & Whiskey/Bourbon, and Road Trips 
– to create immersive travel narratives.

6. Travel Trade Training & Sales Meetings: Conduct targeted training sessions, webinars, and in-person 
sales calls to equip Indian travel agents and tour operators with product knowledge and itinerary ideas for 
the South.

7. Earned Media & PR Outreach: Generate sustained coverage in leading Indian travel, lifestyle, and 
consumer publications through press releases, media pitches, and hosted familiarization trips.

8. Digital & Social Media Amplification: Drive online engagement through tailored digital campaigns, 
influencer collaborations, and social storytelling to connect with potential travelers across India’s key 
source markets.
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II. Comms & PR

● 1 content piece  was disseminated to the consumer media platforms
○ Tracing Southern USA’s Culture and Cuisine during Thanksgiving

● 5 media coverages were generated from October’s content, along with two 
additional features from the previous month’s “Roadtrip” piece.

● Total 7 media coverage generated. 

● 2 social media links garnered
○ http://instagram.com/p/DPVnUIqCu6_/?igsh=N2U4cmdoemx2M2ty 
○ https://www.facebook.com/100067293198771/posts/11220361400494

82/?mibextid=wwXIfr&rdid=gtY9HkqpLVRpdIFl# 
 

● Coverage book link

http://instagram.com/p/DPVnUIqCu6_/?igsh=N2U4cmdoemx2M2ty
https://www.facebook.com/100067293198771/posts/1122036140049482/?mibextid=wwXIfr&rdid=gtY9HkqpLVRpdIFl#
https://www.facebook.com/100067293198771/posts/1122036140049482/?mibextid=wwXIfr&rdid=gtY9HkqpLVRpdIFl#
https://travelsouthusa.coveragebook.com/b/5c685b5c980151ee
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Coverage Snapshots























III.Trade
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Trade Engagement & Sales Activity

● Continued engagement with key travel trade agencies through:
 • 12 sales calls
 • 3 in-person meetings

Training & Presentations

● Destination presentation prepared and shared with the TSUSA team — approved for 
limited use across trade and training sessions.

● First round of TSUSA product trainings scheduled until 20th November, covering five 
travel trade agencies.

Travel South International Showcase 2025 Coordination

● All participants’ international tickets confirmed.
● Internal flights for the Virginia FAM confirmed.
● Meeting schedules for Indian delegates finalized.
● Flight Info document sent for delegate airport transfers



Contacts Activity/Activation Follow-up/Next step

DreamTrip4U The agency has steady FIT 
& Family group business to 
the US. Keen on exploring 
the South as an offbeat 
destination

Website and asset library 
link shared 

The Travel Therapist The agency has plans to 
promote TSUSA for FIFA 
2026

Interested in Fall season 
itineraries. Details shared

Windmill Holidays The agency has expressed 
positive intent towards 
TSUSA as she has already 
been on a musical Tour with 
us in the past. Focus on 
repeat travellers

Website and asset library 
link shared 

Wayfarers Hub This social media focused 
agency is open to promoting 
TSUSA for their repeat 
clients

Website and asset library 
link shared 

Thomas Cook Discussions for a product 
training started with this top 
National travel agency

Destination training set for 
early Nov with product team

Windstar Holidays Bangalore based agency 
keen on offbeat destination 
promotion

Website and asset library 
link shared 

Harmony Tours The agency has requested 
sample itineraries and 
promotional videos to 
promote TSUSA

Website and asset library 
link shared 

Trade Contacts (phone calls, emails, personal meetings)



Contacts Activity/Activation Follow-up/Next step

East West Travel The agency is currently 
promoting VFR to US and 
would include TSUSA 
itineraries with either New 
York or Florida

Website and asset library 
link shared 

One Travel Park Hyderabad based agency 
positive on promoting 
TSUSA for their repeat 
clientele

Destination training to be 
planned

World of Vacations The agency is open to 
creating products for 
TSUSA for their 2026 USA 
lineup

Destination training set for 
early Nov with product team

SOTC Discussions for a product 
training started with this top 
National travel agency

Destination training set for 
early Nov with product team

1497 Original Senses The agency is currently 
selling Atlanta and New 
Orleans and is keen on 
learning more about 
TSUSA. Destination training 
webinar set for mid-Nov

Destination training set for 
mid-Nov with product team

Travel Butler The agency promotes FIT 
and cruise focused 
itineraries. Interested in 
TSUSA as an add-on 
destination

Website and asset library 
link shared 

Ashoka Dream Holidays The agency is interested for 
a product training webinar in 
Nov.

Destination training to be 
planned for Nov end

Veena World A destination training 
session with their FIT & GIT 
Products team is set for 20th 
Nov

Destination training set for 
mid-Nov with product team



● Disseminated our monthly e-newsletter to our active database of over 6,690 active 
travel trade and over 300+ media pan-India.

● E-newsletter theme: Trick or Treats Edition
● Disseminated on: October 06, 2025

E-newsletter Average Opening Rate:
○ Travel Trade: 32.80%
○ Media: 22.90%

IV. Monthly Newsletter
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V. Digital & Social Consumer Outreach

October marked the second month of Travel South USA’s social media rollout in India with - 

● focus on content experimentation to identify formats that resonate with the Indian audience.
● positive traction with improved engagement and expanding platform reach.
● Growth achieved despite limited availability of video assets, indicating strong audience interest in 

the destination.

Facebook

● Views: 124 total, indicating stable visibility and sustained audience interest.
● Interactions: 23 total, showing improved engagement compared to the launch phase.
● Page Visits: 19 visits, suggesting better click-through and content exploration.

Instagram

● Views: 479 total, marking a strong increase in visibility and video performance.
● Reach: 118, maintaining consistent audience expansion beyond followers.
● Interactions: 49 total, indicating steady responsiveness to reels and experiential storytelling.

Both platforms reflect encouraging early-stage growth, with Instagram leading in engagement and Facebook 
showing signs of strengthening awareness. 
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Highlights:

● Steady growth in digital presence and audience engagement across platforms.
● Continued momentum in building awareness of the American South’s diversity and experiences
● Instagram led performance with 479 views and 49 interactions, reflecting strong response to visual 

storytelling.
● Increased engagement across both platforms indicates early-stage audience connection and recall.



VI.Industry Updates
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Market and Economy Updates:

● An Amadeus global study finds Indian travellers leading in adopting AI and biometric technology, with 74% 
preferring biometric gateways and 64% open to AI assistants—highlighting India’s push toward smarter, 
seamless travel experiences.

● Airbnb reports a 30% year-over-year increase in searches by Gen Z travellers in India, highlighting a rising 
trend toward longer, experience-focused, and culturally immersive holiday getaways.

● Booking.com and Accenture’s How India Travels 2025 report reveals that 80% of Indian travellers now view 
accommodations as central to their travel experience. AI-driven planning, digital payments, and evolving 
hospitality trends are shaping this shift, with 83% saying AI simplifies travel decisions.

● According to CAPA India, Indian travel spending has skyrocketed from US$17 million to US$17 billion in 15 
years, with 50 million Indians expected to travel abroad by 2030. Affluent travellers, particularly from Mumbai, 
Delhi, and Bangalore, are prioritizing experience-led luxury, making travel their top lifestyle choice.

● Visa wait times improved significantly by September 2025. Chennai's wait time decreased from 8.5 months in 
August to 2.5 months, with the next available slot at 3 months. Hyderabad stayed steady at 3 months, but 
availability increased to 3.5 months. Kolkata's wait time slightly reduced from 6 to 5.5 months.

Travel Trade Update:

●  MakeMyTrip launches “Travel Ka Muhurat”, a new annual travel promotion bringing together top airlines, 
hotel brands, and banks to offer exclusive deals from Oct 29 to Nov 30, 2025, inspiring year-end domestic and 
international travel.

●  MakeMyTrip partners with Google Cloud to improve its AI-powered Myra platform using Gemini, Vertex AI, 
and Google Maps, providing faster, more personalized, and multilingual travel planning for Indian travellers.

Aviation Update:

● Gulf Air began flying to New York on October 1, 2025. The airline resumed its direct, three-times-weekly 
service from Bahrain International Airport (BAH) to John F. Kennedy International Airport (JFK). This service 
signifies the airline's return to the U.S. market after a long hiatus. 

Other National Tourism Organization & DMO Update:

● Brand USA launched 'America the Beautiful,' a global tourism campaign unveiled at Travel Week UK & Europe 
2025, with the goal of increasing U.S. tourism ahead of major 2026 events like the FIFA World Cup and 
America’s 250th anniversary.

● Tourism Western Australia concluded its largest-ever India campaign, led by Hon. Reece Whitby MLA, which 
attracted 38,000 visitors and generated AUD 75 million by June 2025 through collaborations with trade, media, 
and Swiggy (an Indian food delivery platform).



VI.Industry Updates
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Media Updates in October 2025

● A recently released report, titled The Ormax OTT Audience Report: 2025, profiles Indian OTT audiences across 
various parameters and highlights key aspects of India’s current media landscape: Read more

● India’s Connected TV (CTV) audience base has increased by 85 percent in just one year, from 69.7 million in 
2024 to 129.2 million in 2025.

● CTV has surpassed other devices like laptops and tablets to become the second most used device for streaming 
in India, after the ubiquitous smartphone.

● Netflix’s India division reported a 63% increase in net profit for FY25 compared to the previous year, according 
to its filings with the Ministry of Corporate Affairs (MCA), sourced from Tofler. Read more

● Indian content gained significant worldwide popularity, making up 15% of Netflix's Top 10 non-English titles 
globally in 2024. At least one Indian title appeared in the global Top 10 each week, with stories from India 
reaching audiences in over 80 countries. 

● The government is increasing efforts to position India as a global content production hub, with the information 
and broadcasting ministry (MIB) and the Telecom Regulatory Authority of India (TRAI) working together to 
establish a supportive policy and regulatory environment for the country’s rapidly growing media and 
entertainment (M&E) sector, focusing on animation, gaming, content exports, and live events. Read more

●  The Ministry of Electronics and Information Technology (MeitY) has proposed mandatory labelling of all 
AI-generated content across major social media and generative AI platforms, marking India’s first 
comprehensive attempt to regulate deepfakes and synthetic media amid rising concerns over AI misuse. Read 
more

●  The Ministry of Information & Broadcasting (MIB) plans to raise advertisement rates for print newspapers by 
about 26% to support a struggling print media industry during its digital transition, with a similar increase for 
television ad rates expected soon. Read more

● India’s micro-drama platforms have achieved an annual revenue run rate of approximately $500 million, with 
more than 550 titles currently in production in Mumbai. Read more

● Following President Donald Trump’s proposed 100% tariff on foreign-made films, Indian filmmakers pointed 
out that although it is too early to gauge the full impact, Hindi movies may face a 3–4% revenue decline, while 
South Indian films could see a 5–6% drop if the tariff is applied to theatrical releases in the U.S. Read more

● YouTube has experienced a over 250% year-on-year increase in shopping-related watch time in India, leading it 
to expand its Shopping Affiliate Program with new merchant partners and advanced creator tools. Read more

https://www.medianews4u.com/indias-connected-tv-market-grows-by-85-percent-in-one-year-ormax-media/
https://economictimes.indiatimes.com/industry/media/entertainment/netflix-india-makes-a-big-stride-with-63-surge-in-fy25-profit/articleshow/124812696.cms?from=mdr
https://economictimes.indiatimes.com/industry/media/entertainment/govt-trai-drive-policy-push-to-make-india-a-global-media-entertainment-hub/articleshow/124370546.cms
https://www.medianews4u.com/government-proposes-mandatory-labelling-of-ai-generated-media-to-tackle-deepfakes/
https://www.medianews4u.com/government-proposes-mandatory-labelling-of-ai-generated-media-to-tackle-deepfakes/
https://indianexpress.com/article/india/govt-set-to-hike-print-media-ad-rates-by-26-reform-trp-ratings-10327194/?utm_source=chatgpt.com
https://economictimes.indiatimes.com/industry/media/entertainment/indias-microdrama-platforms-touch-500-million-annual-revenue-run-rate/articleshow/124875210.cms?from=mdr
https://brandequity.economictimes.indiatimes.com/news/media/indian-filmmakers-say-too-early-to-assess-impact-of-donald-trumps-100-tariff-proposal/124250292?utm_source=category_listing&utm_medium=sectionListing
https://www.medianews4u.com/youtube-scales-shopping-ecosystem-and-creator-brand-connections-as-shopping-watch-time-in-india-soars-250/


VII. What’s Coming Up – Action Items
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● Engage with targeted travel trade partners to conduct destination training sessions and initiate product 
development discussions aimed at increasing awareness and inclusion of Travel South USA states in their 
itineraries.

● Curate and localize content for media dissemination throughout November, focusing on stories that highlight 
the region’s diverse experiences including music, culture, festivals, holiday season and cuisine tailored for the 
Indian audience.

● Disseminate organic Travel South USA content across social media platforms to maintain consistent visibility 
and audience engagement, aligning posts with ongoing trade and media activities.

● Engagement: Introduce interactive content such as polls, and trivia to enhance audience participation.

● We will add call-to-action prompts (“Plan your Southern escape”, “Follow for more Southern stories”) to 
drive traffic and measurable outcomes.

 


