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ABOUT TSUSA 
Global Partner Programming 
Canada represents one of the most important international source markets for the United States, underpinned by deep 
socio-cultural ties, aligned values, and one of the most integrated economic relationships in the world. The efficient 
movement of people across the border is essential to prosperity and competitiveness, and travel remains a natural 
extension of those connections. 

Canada maintains a stable economy, strong household purchasing power, and a mature outbound travel culture. Cross 
border journeys consistently rank among the most popular international trips for Canadians, supported by expanding air 
connectivity between major Canadian gateways and U.S. destinations. While current volumes sit below earlier forecasts 
as households navigate broader socio-economic pressures, the market continues to deliver a meaningful share of 
travelers who remain active and willing to visit the United States. Air travel remains a primary growth driver, particularly 
during peak leisure periods such as summer and holiday windows. 

Canadian travelers are experienced, informed, and comfortable navigating the U.S. They are receptive to regional 
diversity, open to local cuisine, and typically build itineraries that blend marquee experiences with opportunities for 
discovery.  

 
FY 26 Canada GPP 
Resource Allocations 

 
 

 
 
 
 

 

   

 
   

 
 

 
   

trade marketing consultative fees

earned media operational expenses
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I. EXECUTIVE SUMMARY 
 

• Meetings with key trade partners to identify new co-marketing opportunities and educational opportunities to 
continue to build drive market product ahead of market rebound, expected shift due to global geopolitical 
issues overseas and in the Caribbean.  
 

• Communication and PR results are mixed: the Canadian media landscape remains highly competitive, with 
ongoing global news developments dominating editorial agendas and leaving limited space for destination 
driven travel coverage. 
 

• Social media engagement has risen significantly, with Facebook and Instagram hitting their annual targets so 
far; this growth is driven by the strategic use of videos and more engaging captions, boosting visibility and 
supporting trade outreach 

 
 Q1  

Total 
Q2 
Total 

January February March Q3 
Total 

FY 25/26 
Total 

 
 
 
 
 
 
 
 
 
9 Partners 
AL/AR/KY/ 
MS/MO/NC 
SC/TN 
ROTS 
 

Canada 
Travel Trade 
Trade 
Meetings/Trainings 

22 14 4 7  12 40 

Number of Agents 
Trained 

0 29 4 0  4 33 

 
Communication & PR 
Media Meetings 39 23 7 6  13 75 
Total number of 
articles published 

15 6 0 1  1 22 

Impressions 10,109,399 170,775 0 685,000  685,000 10,965,174 
 
Global Media 
Marketplace & FAMS 

0 4 0 1  2 5 

TSUSA PR 
Newsletters 

1 3 1 1  2 5 

Facebook 4 12 4 5  9 21 
Instagram  4 12 4 5  9 21 
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II. Comms & PR 
Meetings with media, coverage opportunities, media releases, contacts, earned media evaluation, 
clippings, and others. 

 
News Releases & Pitching 

 
▪ Monthly newsletter highlighted Soulfood: BBQ to Meat & Threes Honouring Civil Rights Legacies 

 
 
 
 
 
 

 
CONTENT 

DIRECTIONS 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

 

 

 
CONTENT 

DIRECTIONS 
 

▪ February featured two-page spread on Kansas City in Canadian World Traveler’s Spring print edition 
 

▪ CoverageBook Link - https://travelsouthusa.coveragebook.com/b/cc3dd1a010f4af6e  

 

https://travelsouthusa.coveragebook.com/b/cc3dd1a010f4af6e


 
  

   
 

 

 
 
II. Comms & PR 

 
February Social Media Posts 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Destinations mentioned: 

• Missouri, Nashville Kentucky, North Carolina, Alabama, New Orleans, Tennessee, Louisiana 
• Featured post celebrating two Canadian hockey players who are Southern US team during the NHL 

season. 
• Featured content for black history month 
• Increased engagement by 40% 

 



 
  

   
 

 

 
 

 
II. Comms & PR 

PR Newsletter to consumer media professionals 
 

 

Status 

 

Topic Numbers 
delivered 

Open rate 

Travel South 
USA Newsletter 
Series #6 

Soulfood: BBQ to Meat & Threes 
Honouring Civil Rights Legacies 

 
Featured Atlanta, Nashville, New 
Orleans, Arkansas, Kentucky, and 

Missouri 

 

697 42.60% 

 
 



 
  

   
 

 

 
 
 
 

II. Comms & PR 
 

Global Media Marketplace & Summit 2026  
 

Name Publication Status Expected Coverage Fam Choice 

Craig Silva 

BigDaddyKreativ, 
The Travel Pub, 

Living Local 
Magazine (digital 

and print), 
Toronto Times, 
Ottawa Times, 

Montreal Times, 
Mapsgirl 

Confirmed 
& 

Registered 

Social media posts 
2x stories in multiple outlets  Kentucky 

Randy Sharman Informed 
Traveller 

Confirmed 
& 

Registered 
Multiple podcast interviews Georgia 

Dan Donovan Ottawa Life 
Confirmed 

& 
Registered 

2x Stories Virginia 

Bryen Dunn 

Inspired Media 
Inc. 

(PinkPlayMags, 
theBUZZ) 

Confirmed 
& 

Registered 
2x Stories Missouri  

TBC Canadian World 
Traveller 

Confirmed, 
not 

registered 
2x Stories West Virginia 

Pat Lee 

Go World Travel 
(with MSN 

Canada/U.S. 
syndication) 

Cancelled   

 
 
 



 
  

   
 

 

 
II. Comms & PR 
Media Contacts (phone calls, emails, personal meetings) cont. 

 

Contacts Interest/Status Follow-up/Next Step 

Karen Kwan, Freelance Discussed culinary storytelling 
opportunities across Southern 
destinations, highlighting chef-
driven dining, neighbourhood 
restaurants, and regional food 
culture. Not available to attend 
GMM 2026. 

Awaiting update following her 
outlet pitches; revisit potential 
press visit or curated culinary 
itinerary featuring emerging 
chefs and notable restaurants.  

Jennifer Merrick, Freelance Explored story angles focused on 
women-focused or multigenerational 
travel experiences centred on 
walkable historic districts, arts and 
culture, and boutique 
accommodations. 

She will follow up with editorial 
pitches; hosting not 
recommended at this time. 

Andrea Yu, Freelance Discussed broader editorial 
opportunities positioning Southern 
cities as vibrant cultural hubs 
combining design-forward hotels, 
nightlife, and culinary experiences. 

Followed up with destination 
notes highlighting walkable 
neighbourhoods, rooftop dining, 
live music culture, and boutique 
hotel options. Editorial 
opportunities are still limited but 
she will pitch and report back 
on where she can land 
coverage. 

Andrew Penner, Golf.com Connected on golf storytelling 
opportunities across the Southern 
U.S., highlighting renowned 
courses and golf itineraries in 
Pinehurst, Hilton Head Island, and 
Birmingham. 

Shared destination insights and 
developed course-led story 
angles tied to broader Southern 
golf travel itineraries. Follow up 
on editorial opportunities. 

Vernon Chang, Content 
Creator 

Discussed potential experiential 
content partnership highlighting 
culture, food, and neighbourhood 
exploration. 

Reviewing and vetting proposal 
to assess alignment with 
potential campaign objectives 
and measurable deliverables. 

RoseAnna Schick, RAS 
Creative 

Introductory discussion on 
lifestyle-driven storytelling 
opportunities aligning Southern 
design, art, fashion, and culinary 
culture with her visually driven 
audience, particularly in 
Charleston and Savannah. 

Maintain contact and develop 
visually driven pitch angles 
highlighting design hotels, art 
spaces, and locally inspired 
experiences. 



 
  

   
 

 

 
III. Trade  
Trade Contacts (phone calls, emails, personal meetings) 

 

Contacts Activity/Activation Follow-up/Next Step 

Doug Paterson, CAA South 
Central Ontario 

 
Met with Doug to align strategies 
for supporting their Southern 
promotions. He mentioned that 
CAA clubs are currently not 
focusing on U.S. business due to 
the current sentiment. Doug 
recommended reconnecting in 6-8 
months to re-evaluate the market 
situation.  

 

Action Item: Share newsletters 
and updates with Doug on 
upcoming missions and marketing 
opportunities. While marketing is 
currently paused, suggest 
alternative trade engagement 
opportunities such as webinars, 
virtual trainings, and partner 
promotions that do not require 
travel. Currently in discussion on 
potential dates for agent training. 

Ahmed Hassan, Edu Travel  
Met with Ahmed to evaluate the 
current state of the student 
motorcoach market. Ahmed 
reported that the focus is on 
private school tours which 
includes NYC, Chicago and DC. 

Action Item: Provide information 
and sample itineraries on 
Southern destinations that align 
with private school educational 
travel highlighting strong history, 
art, architecture, and cultural 
heritage experiences that fit well 
within curriculum-based student 
tour itineraries.  

Sheryl Dawksins, Dawkhouse 
Travel 

Indicated that clients are 
cautiously returning to U.S. 
travel, with strong interest in 
destinations perceived as safe 
and uncomplicated. While some 
clients are ready to book, others 
are postponing decisions due to 
economic uncertainty and 
currency considerations. Shorter 
stays are more common than 
extended trips. 

Action Item: To align with this 
trend, TSUSA should actively 
highlight short-stay trip options 
across webinars and trainings. 
This could include curated 2–4 
night itineraries in high-demand, 
easily accessible U.S. 
destinations, emphasizing 
convenience, safety, and 
memorable experiences. 
Promoting weekend getaways, 
city escapes, and regional 
adventures can help capture 
bookings from clients seeking 
low-commitment trips while 
maintaining engagement with 
those still monitoring economic 
conditions. 

 



 
  

   
 

 

Yannik Julliene, Voyages 
Lennoxville 

Noted that clients are asking 
more questions about close-to-
border U.S. destinations; 
however, price sensitivity 
remains high, and many clients 
are waiting for promotions or 
added value. Agents see 
potential for FIT travelers 
seeking nature, local culture, 
and flexible travel pacing.  
 

Action Item: Will follow up to 
share road trip itineraries and 
opportunities, including 
examples geared toward fitness 
and active travel. 
 

Simon Duval, Exoentik Voyages Indicated that while some clients 
remain cautious about U.S. 
travel, there is optimism for 
increased bookings this summer 
and fall despite currently limited 
volume.  

Action Item: Follow up to provide 
updates and guidance on U.S. 
travel opportunities for cautious 
clients. While current booking 
volumes are limited, highlight 
strategies and destinations that 
could drive increased interest for 
summer and fall, such as short-
stay trips, flexible itineraries, and 
value-added packages. 
 

Chantal Ouyang, Vacances 
Dragon 

Shared that while long-haul and 
some Caribbean destinations 
remain popular, there is 
renewed interest in regional 
U.S. destinations. They expect 
motorcoach travel volumes to 
increase this spring and 
summer. Additionally, with the 
recent announcement of visa-
free travel between Canada and 
China, many Chinese visitors 
are interested in exploring 
beyond Canada and 
incorporating the U.S. into 
combined Canada–U.S. 
itineraries. 
 

Action Item: Share the top 
TSUSA destinations for spring 
and summer bookings, 
highlighting beach, mountain, 
and city escapes, along with 
suggested short-stay itineraries. 
While the current portfolio 
includes New York, Chicago, 
Boston, and Washington, DC, 
they are open to exploring 
additional Southern destinations 
that offer strong educational, 
historical, and cultural 
experiences. 
 

Christine Moore, Voyages 
Mascouche  

Shared that client interest in 
U.S. travel is slowly returning, 
but decisions are being made 
much closer to departure. 
Travelers are prioritizing 
flexibility and clear entry 
requirements, and many are still 
comparing U.S. options with 
domestic and Caribbean 
alternatives. 

Action Item: Follow up to provide 
destinations for clients seeking 
flexible, short-notice travel, 
highlighting beach locations that 
can be positioned alongside 
domestic and Caribbean options. 

 



 
  

   
 

 

 
III. Newsletters 
Trade Newsletter to tour operators and travel agent professionals 

 
Status 

 

Topic Numbers 
delivered 

Open rate Click-thru 
rate 

Travel South 
USA Newsletter 
Series #6 

Soulfood: BBQ to Meat & Threes 
Honouring Civil Rights Legacies 

 
Featured Atlanta, Nashville, New 
Orleans, Arkansas, Kentucky, and 

Missouri 

 

5,039 28.62% 100% 

 
 

   



 
  

   

 

 

IV. Market Update 
Tour Operators & Travel Agencies 

• Canadian can now travel to China visa-free. Here’s what people are saying about the change (CBC News) 
• Brand USA is “absolutely committed” to Canada, says Heywood - and travel advisors are vital (Travelweek) 
• New Wave of Independence as Canadian Advisors Take on Agency Ownership (OpenJaw) 
• Vegas casinos see surge in Canadian visitors dollar at par offering working (Travel Press) 

Airlift 
• Severe winter storms across much of Canada disrupted flights and forced school closures, significantly 

affecting air travel operations. (CTV News) 

• Air Canada says it saw strong profits despite drop in U.S. travel demand (Global News) 
• New flights to PHX from YVR, YOW with Porter, plus YOW-MIA too (Travelweek) 
• A new era in long-haul: Air Canada to acquire Airbus A350-1000 widebody aircraft (PAX News) 

 

Industry News 
Conference Board of Canada Data 

• Jan-Dec 2025 saw 30.1 million Canadians return home from an overnight outbound trip - a 9.0 per cent 
decline compared to 2024.  

• The volume of transborder trips fell 20.9 per cent, while activity to non-U.S. (overseas) destinations grew 9.6 
per cent.  

• Activity to non-U.S. destinations accounted for 47 per cent of all overnight trips in 2025, compared to 39 per 
cent in both 2024 and 2019.  

• The first two months of the 2025-26 winter travel season (Nov-Dec) saw 2.4 million Canadians return home 
from an overnight trip to the U.S., an 18.3 per cent drop compared to last winter.  

• The period also saw nearly 2.3 million trips to non-U.S. destinations, a 13.5 per cent increase compared to 
2024-25. 
 

Economic Landscape 
• Canada and US resume trade talks after months-long pause (BBC) 
• Canada’s annual inflation rate edged down to 2.3% in January with decline in gas prices (CBC News) 
• ‘A foreign policy based on short memory’: Carney continues push to diversify from the U.S. (Global News) 
• Poll finds Carney has broad coalition of support among Canadians for his economic plan (CityNews) 

 
 
 
 
 
 
 

https://www.cbc.ca/news/canada/toronto/business-reaction-visa-free-travel-china-9.7092756
https://www.travelweek.ca/news/tour-operators/brand-usa-is-absolutely-committed-to-canada-says-heywood-and-travel-advisors-are-vital/
https://openjaw.com/newsroom/retail/2026/02/27/new-wave-of-independence-as-canadian-advisors-take-on-agency-ownership/
https://www.travelpress.com/vegas-casinos-see-surge-in-canadian-visitoras-dollar-at-par-offering-working/
https://www.ctvnews.ca/weather/article/most-of-canada-battles-snowstorm-that-brings-flights-schools-to-grinding-halt/
https://www.ctvnews.ca/weather/article/most-of-canada-battles-snowstorm-that-brings-flights-schools-to-grinding-halt/
https://globalnews.ca/news/11667069/air-canada-earnings-united-states-travel-demand/
https://www.travelweek.ca/news/airlines/new-flights-to-phx-from-yvr-yow-with-porter-plus-yow-mia-too/
https://www.paxnews.com/news/airline/new-era-long-haul-air-canada-acquire-airbus-a350-1000-widebody-aircraft
https://www.bbc.com/news/articles/cvg50j7y2l3o
https://www.cbc.ca/news/business/canada-inflation-cpi-january-2026-9.7093329
https://globalnews.ca/news/11718383/foreign-policy-based-on-short-memory/
https://toronto.citynews.ca/2026/02/20/poll-canadians-broad-support-mark-carney-economic-plan/


 
  

   

 

 
V. Actions 
1. Global Media Marketplace & Summit 2026 

Arranging logistics and airfare 
Confirming fifth journalist’s information, loading bio & other info. 

2. Ongoing media meetings and pitching to obtain coverage 

3. Draft and send March PR & Trade Newsletter 
         Click here for Editorial Calendar  

Next issue is ‘Sports Scores Big with Foodies: Tailgating to Stadiums’ - due by March 15 

4. Plan and Prepare Spring Agent Training 
          Sourcing and securing agency for March - April agent training 

5. Planning & Preparing Spring Media Gift Drop 
    Sharing planned gifting options for approval 

 
 

 
 


