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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 US 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 company 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

● One feature article was disseminated to consumer media platforms
○ Holiday Traditions In The American South 

● 7 media clippings were generated.

● Post the conclusion of Rishad’s FAM, we have received a piece of coverage 
in one of India’s leading auto magazine - Autocar India 
 

● Coverage book link

https://app.coveragebook.com/29490/books/5c685b5c980151ee/sections/c4821901-0a17-477c-8bcb-484492a65351
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Coverage Snapshots





















III.Trade
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● Initiated focused trade training sessions with travel agents.
- Total trainings : 5 Travel agencies & 24 participants

● Engaged with key travel trade partners through calls and in-person 
meetings to promote Travel South USA, emphasizing product education, 
destination awareness, and future sales opportunities.

- Total engagement : 19 Travel agencies

● Coordinated with all participating delegates for the Travel South 
International Showcase

● A well-known travel agent Nik & Ami Travels uploaded a reel on Louisiana 
garnering 579 likes : LINK 

https://www.instagram.com/p/DQ80CnaD_I2/?hl=en


Contacts Activity/Activation Follow-up/Next step

World of Vacations Our first training session 
(in-person) with 6 
participants. They are 
optimistic about TSUSA and 
open to pitch the same to 
their repeat clientele

Yes. Follow up email with 
itinerary support links sent

SOTC Our second training session 
(in-person) with 4 
participants. One of them 
joined us for the Int. 
Showcase. The response was 
very positive

Yes. Next step: Push for 
product development

Thomas Cook Our third training session 
(in-person) with 6 
participants. The response 
was very positive.

Yes. Next step: Push for 
product development

Varun Worldwide The agency have  shown 
interest in TSUSA as they 
have already done itineraries 
with Bourbon trails and 
Louisiana. 

Follow up email with links 
sent

Ahura Travels USA is a big focus for them 
and TSUSA is a good option 
for offbeat travel options. 

Follow up email with links 
sent

Tiya Travels The agency is currently 
focused on the West & East 
Coast primarily but will 
explore TSUSA in 2026

Follow up email with links 
sent

Trade Contacts (phone calls, emails, personal meetings)



Contacts Activity/Activation Follow-up/Next step

Nimbus Tours The agency has repeat VFR 
clientele to whom TSUSA 
can be pitched

Follow up email with links 
sent

Arunodaya Tours The agency is positive about 
promoting TSUSA and has 
expressed interest to join a 
group training session to 
learn more. 

Follow up email with links 
sent

Ashoka Dream Holidays In-person meeting. Currently 
their FIT VFR clients can be 
pitched places like New 
Orleans & Atlanta but would 
be sometime before the other 
can be promoted. 

Follow up email with links 
sent

Sahajanand World Travels Our fourth training session 
(virtual) with 7 participants. 
They are optimistic about 
TSUSA and open to pitch 
the same to their repeat 
clientele. 

Yes. Next step: Push for 
product development

Bounce Beyond Borders Our fifth training session 
(virtual). The owner will be 
travelling to Dallas in April 
& is sure to explore North & 
South Carolina. 

Follow up email with links 
sent

Khurana Travels They will be keen on 
exploring TSUSA especially 
for FIFA next year.

Follow up email with links 
sent

The Travel Therapist Support provided in terms of 
TSUSA Itineraries. His 
focus is on FIFA 26 and the 
Atlanta Semi final match

Itinerary support provided



Contacts Activity/Activation Follow-up/Next step

Orion Vacations The agency is interested to 
learn more about TSUSA as 
a FIT & FIFA destination. 
Training proposed for early 
Dec.

Follow up email with links 
sent

Nina Universal Tours Although the agency showed 
interest, they will likely team 
one state with another big 
city like Orlando or Dallas.

Follow up email with links 
sent

Anjali Travels They have clients to whom 
destinations like Atlanta & 
New Orleans can be pitched 
to.

Follow up email with links 
sent

Gogo Travels We have  proposed 
conducting a destination 
training session for them in 
Dec. Product development 
opportunity

Follow up email with links 
sent. Training set for 08th 
Dec

TravelArt They are keen on exploring 
TSUSA as an add-on 
destination to their VFR 
clients to Dallas. Training 
proposed for Dec

Follow up email with links 
sent

Redchilli Holidays The agency has been 
promoting New Orleans & 
will be happy to look into 
the other TSUSA states as a 
possible road trip destination

Follow up email with links 
sent. Training set for 10th 
Dec



● 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: November 06, 2025

E-newsletter Average Opening Rate:
○ Travel Trade: 22.80%
○ Media: 33.90%

IV. Monthly Newsletter: 



IV. Monthly Newsletter: 



IV. Monthly Newsletter: 



V. Digital & Social Consumer Outreach: 

● September marked the launch phase for Travel South USA’s India social media presence across 
Facebook and Instagram. As the foundation month, the primary focus was on setting up brand 
positioning, hygiene, and initial audience engagement. Despite limited content volume, both 
platforms delivered encouraging early traction and steady engagement growth.

Facebook
● Views: 140 total views, setting a steady base for page visibility and awareness.
● Interactions: 11 total engagements, showcasing early interest in shared content.
● Page Visits: 13 visits to the page, showing that users are exploring the platform further after seeing 

posts.

● Overall performance shows potential for steady organic growth.

Instagram
● Views: 278 total views, 2X higher than Facebook, indicating stronger visual engagement.
● Reach: 112, showing that the content successfully resonated beyond the follower base.
● Interactions: 121 total engagements, reflecting high audience responsiveness and early brand 

interest.

● Instagram’s performance clearly establishes it as the lead engagement platform for TSUSA India, 
ideal for storytelling through reels and experiential content.
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V. Digital & Social Consumer Outreach: 

Highlights:

● Facebook page gained 20 followers and 20 likes, indicating early but steady audience buildup.

● Instagram reached 17 accounts but delivered 652 video views, proving strong traction for Reels.

● Facebook posts received 88 likes, 5 comments, and 1 share, showing high engagement despite low 
reach.

● Instagram posts generated 14 likes and 2 comments, demonstrating initial community interest.

● Engagement-to-reach ratio on Facebook shows strong content relevance among those who view it.

● Early interactions highlight clear potential for higher engagement once reach improves.
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VI.Industry Updates
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Market and Economy Updates:

● India’s economy expanded strongly, recording 8.2% year-on-year growth in Q2 (July–September 2025), 
signaling robust economic momentum and sustained improvements in domestic demand and investment 
activity. Source: Government of India’s Ministry of Statistics and Programme Implementation (MoSPI).

● Thrillophilia, an Indian OTA and aggregator, released its Honeymoon Travel Report 2025–26, highlighting a 
rise in short “minimoons” right after weddings, followed by longer “big moons” later in the year. 
Experience-led travel is up 18% year-on-year, international honeymoons have grown by 41%, and couples from 
Tier-2 and Tier-3 cities now make up 46% of all honeymoon bookings.

● Thrillophilia finds women plan 72% of India’s leisure travel, making earlier, more detailed bookings. Despite 
choosing 28% more premium upgrades, they spend only 6% more than men—reflecting “smart luxury.”

●  As per a Google-commissioned Kantar report, the Indian travel industry is experiencing a massive surge in 
consumer confidence and spending, with 88 percent of travelers keen to travel

○ The industry is experiencing a significant market shift toward premiumization and value maximization, 
along with a strong reliance on digital touch points across the traveler journey, from inspiration to 
booking, and the definitive trend is toward higher spending and comfort.

○ This premiumization is even more pronounced for global trips, where the average spend is 3.2 times that 
of a domestic trip.

○ Traveling is now a form of self-expression, yet the booking path is often fragmented.

○ As per the report, Video has become central to discovery, with YouTube as the top source for travel 
inspiration, used by a massive 68 per cent of Indian travelers.

●  As per Booking.com 2026 Indian Traveller Snapshot Survey (2000 respondents):

○ 41% of Indian travellers plan to travel with their family, including multigenerational trips.

○ 37% intend to meet new people during their travels, either by making friends or through dating.

○ 35% plan to stay in accommodation that is an integral part of the destination or overall experience.

○ 29% are interested in embarking on hiking adventures.



VI.Industry Updates
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Travel Trade Update:

● Cox & Kings has opened seven new franchise outlets across key non-metro cities—Surat, Bhopal, Belgaum, 
Nashik, Rajahmundry, and Jamnagar - expanding its footprint as demand for curated, experience-led travel 
rises. The move aligns with its goal of building a 200-outlet nationwide network.

● Expedia TAAP ran a black Friday sale with travel trade media. Offering min 30% discount for travel between 
18 Nov 2025- 30 Dec 2026. Sale date between 18 Nov- 3 Dec.

Aviation Update:

● British Airways is preparing to expand its India operations to tap into the country’s fast-growing aviation 
market and rising outbound travel demand. The carrier currently operates 56 weekly flights from Indian cities to 
London. 

-   Subject to regulatory approvals, British Airways plans to add a third daily Delhi–London flight next year. 
India is BA’s second-largest market after the US. 

-   The airline maintains a codeshare partnership with IndiGo and, through its wider collaboration with Qatar 
Airways, serves 13 Indian destinations with a total of 148 weekly flights — including direct British Airways 
services from London and Qatar Airways connections via Doha.

-   BA provides seamless connections to various cities across the US via Heathrow, including to Philadelphia.

● Virgin Atlantic (VS) will increase flights to Bengaluru (BLR) as demand on India routes continues to climb.

- London Heathrow to Bengaluru schedule will increase from 7 to 11 weekly during January, February, and 
March 2026. The move brings the route close to a twice-daily operation at a time when capacity to India 
remains in high demand.

-India has become Virgin Atlantic’s fastest-growing international market outside the United States. 

-Virgin connects seamlessly to major destinations on the East Coast, such as New York and D.C.

Other National Tourism Organization & DMO Update:

● South African Tourism launches the 11th Learn SA programme for 2025–26, training 300+ travel partners 
across Surat, Pune, Kolkata, and Lucknow to boost destination expertise.
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India Media Updates in November 2025:

● According to a new report titled “The Gaming and Interactive Media Opportunity in India,” released by 
BITKRAFT Ventures, India’s gaming and interactive media industry is poised for rapid growth, expected to 
triple in size to nearly $7.7 billion by FY2030. Read more

- The study shows that the country’s gaming and interactive segments are growing 1.5 times faster than the 
wider digital entertainment market despite ongoing regulatory hurdles around real-money gaming, 
emphasizing the sector’s resilience and long-term prospects.

● According to a new report by market research firm Niko Partners titled “India Gamer Behavior & Market 
Insights 2025,” India’s gaming industry is headed for a record year, with the number of gamers projected to 
surpass 500 million in 2025. This makes India the fastest-growing gaming market in Asia and the Middle East 
& North Africa (MENA), fueled by the explosive growth of mobile gaming, esports participation, and a rapidly 
expanding base of paying players. Read more

- The report reveals that 95% of gamers in India play on mobile devices, reaffirming the country’s position as a 
mobile-first gaming economy.

-   A key trend highlighted in the report is the increasing participation of women in gaming, now accounting for 
40% of India’s gamer population, up from 22% in 2020. 

● According to the EY report “A Studio Called India,” India is quickly becoming the top global destination for 
Media & Entertainment (M&E) companies to establish “Media Capability Centres” (MCCs), handling functions 
like production, post-production, localization, data analytics, advertising, and other media-tech services 
worldwide. This growth is driven by a large talent pool and technological progress. Read more

-  The report also indicates that nearly 50 M&E GCCs (global capability/media capability centers) are already 
operating in India, mainly in Mumbai, Chennai, Hyderabad, Delhi, and Bengaluru.

● At its annual YouTube Impact Summit, the company released an Oxford Economic report that estimates 
YouTube’s creative ecosystem contributed more than $2 billion to India’s GDP in the last year and supported 
over 0.93 million full-time equivalent jobs. Read more

-  The study also found that 63% of monetizing creators consider YouTube their main source of income.

● The Ministry of Information & Broadcasting (I&B) announced that it has approved a 26% increase in the 
rates paid by the government for advertisements in print media. to strengthen the revenue base of 
newspapers, especially as they face rising costs and growing competition from digital platforms, the 
government said. The rates are effective from December 1, 2025. Read more

https://www.medianews4u.com/indias-gaming-and-interactive-media-market-to-triple-hitting-7-7-billion-by-fy2030-bitkraft-redseer-report/
https://www.medianews4u.com/indias-gaming-market-to-cross-50-crore-players-in-2025-player-spending-set-to-exceed-1-billion-niko-partners/
https://economictimes.indiatimes.com/industry/media/entertainment/media/india-emerges-as-global-hub-for-media-capability-centres/articleshow/125283879.cms?from=mdr
https://bestmediainfo.com/mediainfo/mediainfo-digital/youtube-pegs-its-contribution-to-the-indian-economy-at-rs-16000-cr-launches-new-ai-tools-10783328
https://www.thehindu.com/news/national/ib-ministry-approves-26-increase-in-rates-for-advertisements-in-print-media/article70290324.ece


VII. What’s Coming Up – Action Items

Travel South USA  |  India

● Travel South India Mission 2026 - Logistical preparations & Agent 
invitations

● Continue Meetings, Sales Calls & Trainings (in-person & virtual) with 
travel agents

● Prioritize Reels as the primary content format to capitalize on Instagram’s 
strong video consumption.

● Repurpose content across platforms to maximize efficiency and maintain 
consistency.

● Use stories and cross-amplification to support reach and retention.

● Start with strategic boosts to high-potential posts to accelerate early growth.

● A trivia-based social media contest will launch across platforms, offering a 
$58 Amazon voucher to boost engagement and follower growth.

● Strengthen storytelling around destinations, culture, and experiences to build 
long-term recall.


