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ABOUT TSUSA  

Global Partner Programming  
The TSUSA GPP provides a foundational base from which state tourism offices 
have shared in  country  representation with international export marketing and 
sales activities. Managed by Travel  South USA, the official regional destination 
marketing organization for the 12 state tourism offices,  these collaborative 
efforts create leveraged actions, increase reach of travel trade and journalists,  
and coordinated consumer campaigns which deliver visitors to the South. In 
2019, the Travel South  USA region welcomed 10.2 million visitors, who spent 
$10.3 billion, with 90% of these visitors arriving  from 15 markets from around the 
globe.  
 
The Nordic Region –  Denmark. Sweden and Norway have a combined population 
of approximately  27 million citizens, with have historical high levels of 
disposable income and extensive vacation  days. They rank 10th in visitor volume 
and  often seek off - the - beaten path destinations. They  are polite, 
approachable, and speak English well. They traditionally are willing to adapt to 
local  culture, willing to try local cuisine, tip generously and have prior to the 
pandemic planned holiday  with longer itineraries with m ore stops than other 
European visitors. Scandinavians enjoy five to  six weeks vacation. There were an 
impressive range of types of southern tours being sold in the Nordic  market 
prior to  the pandemic and booking travel with professional operators for long -
haul travel is very common. Therefore , we plan to prioritize travel trade 
marketing efforts and partnering with operators in consumer  efforts for FY22 .  
 

FY 26 Nordic GPP  

Resource Allocations  
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I. Executive  Summary  
 

▪ Attended TravelMatch  and the Grand Travel Awards in Oslo on 8 

January, completing a full schedule of B2B appointments with 

Norwegian tour operators and media, generating multiple follow - up 

opportunities.  
 

▪ Hosted a successful Denmark media event on 26 January, featuring a 

presentation and bourbon tasting, resulting in strong journalist  

engagement and confirmed story placements.  
 

▪ Conducted 16 travel - trade meetings/trainings in January, training 11 

Nordic agents as part of ongoing market engagement efforts.  
 

▪ Completed 3 media meetings, which contributed to 2 published 

articles and generated 26,700 impressions during the month.  
 

▪ Distributed the January Travel South newsletter to 486 recipients, 

achieving a 32.7% open rate and a 2.52% click - through rate.  

 

 
JAN  FEB  MAR  

Q1 
TTL  

Q2 
TTL  

Q4  
TTL  

FY 25/26  
Total  

AL/KY
/LA/M
O/NC/
SC /TN
/ROTS  

Nordics  
Travel Trade  

Meetings/Trainings  16   20  25   61 

# Agents Trained  11   8  256   275  

 
Media  

Media Meetings  3    7 9    

Total # articles published  2   16 24    

Impressions  26,700    4m  6.9m   10,942,770  
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II.  Travel Trade  

Contact  Activity/Activation  
Follow - up/Next 
Steps  

FDM Travel –  
Frederik 
Øhrgaard  / 
Birgitte Vraadal  
 

We met with Frederik a nd Birgitte at their new 
sales office in downtown Copenhagen. 
Frederik began with a update on the market. 
Sentiment for travel to the US has taken a big 
hit with recent geopolitical events  and it is our 
joint feeling that it is best to suspend our 
marketing campaign at this time. A 
postponement rather than cancellation as it 
will make it easier to resume and show our 
joint commitment to the project. Frederick is 
unable to attend the TS event in London in 
March as he will be away. He is however 
looking to secure his CEO to attend. Fuller 
details of the event have been forwarded.  
  

Follow up with 
Frederik on March 
event  

USA Rejser –  
Christian Walker 
Willumsen  

Met with Christian at the new USA Rejser 
offices in Copenhagen. The offices in the main 
shopping area had no provision for customer 
meetings. Christian also advised that 
consumer sentiment for travel to the US is 
severely down. They have ceased social media 
postings as they are a US specialist and the 
company name has attracted many negative 
comments. They are handling a small amount 
of repeat customers but are largely focusing 
on their Norwegian brand which is doing well. 
They are still very keen to maintain contact as 
things can change fast and they have 
positioned th emselves ready for as and when  
things improve.  
 

 

Travel South 
Mission –  
London/March 
2026  

We have approached four Nordic entities to 
attend the seminar in London on the 18 th  
March. FDM (Denmark) | Swanson’s (Sweden)  | 
Amerika S pesialisten (Norway) | Kilroy Group 
(Denmark).  
Swanson’s (Magnus Hermansson) and 
Amerika Spesialisten (June Jundeby) have 
confirmed attendance. FDM are considering 
sending their CEO. Kilroy have no - one at a 
group level they can send and speaking with 
Frederik at FDM, who was a senior exec at 
Kilroy , he confirm s they do not have the 
structure or commercial set up to direct at the 
group level.  
 

 

Swanson ’s Travel 
–  Johan Rudolf  

Johan has offered us the opportunity to 
undertake a training session for the Swanson’s 
staff ahead of their America  Day at the end of 
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February. We will also sponsor their dinner and 
attend alongside Discover America .  
 

Discover America 
Sweden –  Johnny 
Gardsater  

Johnny advised Discover America  will be 
holding trade dinner events in Malmo and 
Gothenburg on the 18/19 March. We had to 
decline as this clashes with the Travel South 
London events and it was a short notice 
activity not on our plan or budgeted for . There 
is also no opportunity for individual training or 
presentations at these events.  
 

 

Discover America 
Den mark  

In discussion with board members of the 
Danish Discover America association,  we have 
learned that the USA event at the end of 
February has be en  renamed  the ‘Americas 
Day’ and will now include suppliers form the 
Caribbean and possibly Canad a (depending 
upon Canadian Tourism  support). This is 
largely around concerns around turn - out for 
the event due to sentiment around travel to 
the US. Discover America will also move to join 
the Brand USA supported events due to be 
held in September. This will now involve events 
in Stockholm, Oslo, Helsinki and Copenhagen.  
 

 

American Trails –  
Jonas Larson  

Jonas advise that American Trails has 
launched its first B2B newsletter , aimed at 
providing information on previous activity and 
also outlining upcoming articles and events.  
 

 

Hablo  –  Russell 
Meara/Johnny 
Gardsatter/Widar 
Jensen and 
Rebecca 
Taernstroem  

Following several meeting s  with Discover 
America Sweden and Norway Discover 
America Sweden will lead the soft launch of 
Hablo in the Nordics. They have created a page 
and will launch with a promotion led by Russell 
and Johnny. We are in final discussions and 
there may be a Discover America Nordics page 
created and then content is posted by market. 
Russel is heading to Stockholm ahead of the 
Swanson’s show for a meeting with Johnny. 
Swan so n’s will join also as they have a large 
travel industry  base and see an opportunity to 
use Hablo to promote to the trade.  
 

 

Travel Match / 
Grand Travel 
Awards  -  Oslo  

We attended TravelMatch in Oslo on January 
8 th  with the Grand Travel Awards taking place 
the same evening. Travel Match is the only B2B 
travel industry event in Norway and is an 
appointment - based  event. The appointments 
were as follows:  
daGama Traveller Magazine –  Jan 

Johannessen  
daGama  features two publications; ‘Insider’  a 

hotel guide and ‘Know the City ’ a city guide .  
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They have a combined reach of 90k, with 10% 

of subscribers in the US.  They publish twice a 

year. April ’s issue has been cancelled but they 

are keeping the fall edition.  Jan thought this 

might be an opportunity for the like of 

Nashville, Memphis ad New Orleans. They have 

no other US cities featured.   
 
Fotefar temareiser AS –  Marianne Ryssdal  
Fotefar , with an annual turnover of 90 million 

Kr ( $9.4m)  operate themed tour across the 

globe. Their Southern tour features 

Nashville/Memphis and New Orleans. The April 

tour has been cancelled but they are keeping 

the fall tour ‘for now’.  
 
Aparte Reiser AS SRL –  Cristian Turc  
Operating  in both Oso and Buchare st, Aparte 

Reiser has been operating for 15 year. They 

were keen to get a local DMC for the south and 

wanted something ‘local’. I mentioned Rey 

Royal and have passed their details on to 

Tomas Rey.  
 
Travelletters –  Lena Eriksen  
Travelletters is an online travel magazine that 

targets 40 - 60 year sold female decision 

makers and focusing on sustainability. They 

oper ate under travelletter.net in Norwegian. 

There is also a tab for English but this offers 

different content.   
 
Temareiser  AS –  Liv Hammersmark  
Temas resier offer themed tours, based around 

culture, history and music. Liv was keen to 

secure a DMC in the South. Have provided Rey 

Royal details.  
 
TAKs verden –  Anna Kittilsen Johansson  
TAKs Verden have been in operation fro 2 

years and currently offer FIT and Group tours 

currently focus ing  on SE Asia and Africa. Ann 

took a TS Guide and business card and will 

touch base if they expand to the USA.  
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Unike Reiser –  Katharina Wiig  
Katharina has been to TS showcase in the past 

and has a good amount of Southern product. 

She is also on the board of Discover America 

Norway. Unike has changed their 

communications approach with a big switch to 

their blog content and away from social media . 
  
Sembo.no / Stena Line Travel Group AB -  Jacob 

Nordendahl  
Jacob has recently joined Sembo  and is keen to 

develop content. We will liaise on product 

development. Sembo are a possible target for 

TS showcase . We also discussed content 

around ‘hidden gems ’ for their blog.  
 
Epique Golf (Unike Reiser) –  Raymond  

Johansen  
Raymond is familiar with the Carolinas golf 

product but was keen to explore other area. 

We discussed the Robert Trent Jones Golf Trail 

and he was keen to research accommodations 

around this. He will feed back what he finds 

and we will assist as necessary.  
 
Magiske Reiser AS –  Ole Vidar Skogheim  
Ole is now partnering with several key tour 

operators in Norway leveraging his intimate 

knowledge of theme parks and ride 

attractions. He is also interested in hotels such 

as Gaylord and Bear Creek and will look at 

these across the south.  
 
Vega Reiser AS –  Tove - Merete Lilledal  
Vega Reiser primarily focuses on cultural  and 

associations  tours in Scandinavia and Europe . 

We had a good discussion around the history, 

culture and music of the South. Tove found 

thes e interesting and may consider expanding 

to the USA when she feels the demand is there.  
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TravelMatch & Grand Travel Awards  
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III. Communications & PR  
 

Contact  Activity/Activation  
Follow -
up/Next Steps  

Monthly Travel 
South 
Newsletter  

F ind attached the coverage chart and the PDF’s for 
the January newsletter.  
  
Newsletter links  
DK:  https://presscloud.com/csp/vocast/message.csp?KE
Y=416135724797740&format=web 
NO:  https://presscloud.com/csp/vocast/message.csp?K
EY=848768940846295&format=web 
SE:  https://presscloud.com/csp/vocast/message.csp?KE
Y=201523542826369&format=web 
FI:  https://presscloud.com/csp/vocast/message.csp?KEY
=827864398154527&format=web 
 
Newsletter stats  
Delivered: 486  
Open rate: 159 (32.7%)  
Click rate: 4 (2.52%)  
 

 

Media Meetings  • Oliver Orskaug, Journalist for Finansavisen  and 
Kapital Reise (NO) –  Discussing press trip 
opportunities. Oliver is in dialogue with the 
editor of Kapital Reise about whether he can 
take part in GMM  

• Fredrik  Brändström , Editor in chief for 
Vagabond (SE)  –  Interested in press trips to 
USA, but right now does not look like the right 
timing for them.  

• Anneli Juutilainen, freelance for tier 1 media 
(FI) –  Discussing press trip opportunities. 
Anneli is very interested in visiting the Southern 
states but has a hard time selling a story to 
Finnish media.  

  
 

 

Media event 
26th of January  

We hosted a successful media event in Denmark, 
featuring an inspiring presentation and a bourbon 
tasting. The event sparked many great 
conversations with journalists. Among other 
outcomes, Louise Alkj a r (who is attending the Media 
Marketplace and Fam in Mobile)  sold a couple of 
stories to the newspaper Berlingske. Overall, the 
journalists showed strong interest in visiting, but it 
is more difficult than usual for them to get stories 
commissioned, as many media outlets either do not 
publish U.S. travel stori es or are keeping them to a 
minimum.  
 

 

https://presscloud.com/csp/vocast/message.csp?KEY=416135724797740&format=web
https://presscloud.com/csp/vocast/message.csp?KEY=416135724797740&format=web
https://presscloud.com/csp/vocast/message.csp?KEY=848768940846295&format=web
https://presscloud.com/csp/vocast/message.csp?KEY=848768940846295&format=web
https://presscloud.com/csp/vocast/message.csp?KEY=201523542826369&format=web
https://presscloud.com/csp/vocast/message.csp?KEY=201523542826369&format=web
https://presscloud.com/csp/vocast/message.csp?KEY=827864398154527&format=web
https://presscloud.com/csp/vocast/message.csp?KEY=827864398154527&format=web
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Attendees  were  
 
•  Lise Kloch – Editor for Berlingske  

•  Judith Beak – Freelance for Rejser, Børsen, 

Berlingske  

•  Louise Alkjær – Freelance for Berlingske, 

Politiken  

•  Frederik Øster – Journalist for Travelmore  

•  Sille Huniche – Journalist for Travelmore  

•  Lissen – Freelance for Ritzau, Rejser  

•  Charlotte Mielko – Freelance for Elle and several 

magazines  

•  Tina Dines Appelt – Freelance for Luxury 

Afficinados 

 
 

 

 

Media Event -  Copenhage n 
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IV. Newsletters  
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Sample Media Coverage  
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V.     Market Updates  
World Cup 2026  

While overall international air travel to the U.S. is softening, demand linked to the 2026 FIFA 

World Cup host cities remains comparatively strong. Airline bookings from Europe to the U.S. for 

summer 2026 are currently down 14% year on year, reflecting bro ader declines in inbound travel 

and reduced airline seat demand from key European markets.  

Importantly for host destinations, this downturn is far less pronounced when looking specifically 

at World Cup travel. For June 2026, when the tournament begins, bookings into U.S. host cities 

are down only 5% from Europe, down 3.6% from Asia, and are effe ctively flat from South 

America. This indicates that the World Cup is acting as a stabilising force for demand, helping 

to offset wider softness in international aviation markets.  

FIFA forecasts the tournament will deliver $30.5 billion in economic output and support 185,000 

jobs, with host cities expecting an approximate 50/50 split between domestic and international 

visitors. For tourism partners, this points to strong event - drive n demand in host cities, even as 

airlines experience softer overall booking trends.  

The Norwegian Football team is heading to Greensboro, North Carolina as their training base 

ahead of their group games in Boston and New Jersey.  

Nordics Arrival Data –  2025  

Arrivals from the Nordics took a hit in 2025 showing an overall decline of almost 12% YOY. 

However,  this was largely driven by a 23.5% drop in arrival from Denmark with the other Nordic 

market showing a 7 - 8% decline . This in comparison to an 11% decline in Germany.  

 


