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EXECUTIVE SUMMARY 

■ Secured opportunities in the Brazilian market and constantly contacted travel, Trade, and media partners 
with 12 trade and 28 media meetings. 

 

International Metrics for FY25- 26 

  

 

 

Meetings with the media, coverage opportunities, media releases, contacts, press trips, earned media valuation, 
clippings, etc.   

 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

CONTENT DIRECTIONS 

https://drive.google.com/drive/folders/1ujZb23Hw0A9cg-Tsmf04sKnD0G8DUFnX 

2025-2026 Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun TOTAL

Brazil

Travel Trade

Trade Meetings/Trainings 12 14 18 26 16 10 8 12 30 28 174

Number of Agents Trained 199 265 565 669 289 106 166 193 151 148 2.751

PR

Media Meetings 8 5 20 14 9 6 7 10 15 12 106

Number of Arcticles Published 37 30 49 49 26 49 45 46 40 48 419

Impressions 4.259.507 1.095.802 2.604.664 3.848.202 480.797 3.248.001 1.341.484 4.257.335 10.068.773 1.625.602 32.830.167

States      

AL/KY/LA/MO/

MS/NC/SC/TN/   

ROS
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COMMUNICATION & PR 
News Releases 

• Releases and newsletters themed: Gardens & Grilling: Southern Flavors in Full Bloom 

• The updated coverage book presented high media returns, showcasing Travel South GPP States’ best position.  

 

 

 

 

 

HIGHLIGHTS: 

 

 

 

 

 

 

 

 

 

COVERAGE BOOK LINK 

https://app.coveragebook.com/29490/books/d12e9f9d3f5e9ca3 

 

https://app.coveragebook.com/29490/books/d12e9f9d3f5e9ca3
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III. TRAVEL TRADE 
Contacts (phone calls, emails, personal meetings) cont. 

 

April reflected continued progress in positioning TSUSA as a relevant and trusted partner within the Brazilian 
tourism trade. The month was marked by a consistent agenda of strategic meetings, product development 
initiatives, and active participation in key industry events, all aimed at strengthening partnerships, expanding 
Southern USA offerings, and increasing brand visibility across the market. 

 

A key highlight was a strategic meeting with FRT Operadora, a Brazil-based company headquartered in the 
South, recognized for its strong national distribution, diversified portfolio, and solid performance across both 
leisure and corporate segments. The discussion focused on identifying new opportunities to further integrate 
Southern USA products into their portfolio and strengthening collaboration with both their commercial and 
product teams. 

 

Participation in two trade shows: WTM LA in São Paulo and the Minas Travel Market in Belo Horizonte, visiting 
partner booths, meeting with tour operators, and networking, achieving valuable exchanges, strengthening 
relationships, and ensuring ongoing alignment with market needs and opportunities. 
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IV. NEWSLETTER 
Trade Newsletter and Release to travel professionals and Media.  

• Newsletter: Gardens & Grilling   Press release: Gardens & Grilling 

• Total sent: 12.044              Total dedicated media: 2.644 Comunique-se 

• Open rate: 29.60%      Clicks: 1,1%                   Open rate: 24,60%      Clicks: 16,81% 

 

 

 

 

 

 

 

 

    

 

 

 

 

 

 

 

 

 

 

 

 

 

https://mailchi.mp/9494ea247691/travelsouthusa-10603586
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V - TRAINING 
KANGAROO – São Paulo - SP 

As part of our ongoing relationship with Kangaroo Tours, one of the most respected and influential tour 
operator in Brazil, recognized for its strong distribution network and highly qualified team, we held a training 
session to enhance the knowledge and sales capabilities. 

The training was designed specifically for Kangaroo’s product team, providing a comprehensive overview of the 
TSUSA states and equipping participants with valuable insights to better position and promote the region in the 
Brazilian market. The session was held in a hybrid format, with an in-person group alongside online participation 
from team members in different regions, ensuring broader engagement and accessibility. 
Goal: Educate, excite, and inspire the Southern region. 
Date: APR 01 
Objectives: Increase awareness of Brazil GPP destinations. 
Overall Attendance: 10 In-person and 20 online training 

 

 

 

 

 

 

 

 

MARINGÁ TURISMO – São Paulo - SP 

We conducted a training session focused on enhancing the knowledge and sales capabilities for TSUSA 
destinations to Maringá Turismo, recognized for its strong expertise in incentive travel and corporate group 
programs. The session was held in a hybrid format. 
Goal: Educate, excite, and inspire the Southern region. 
Date: APR 07 
Objectives: Increase awareness of Brazil GPP destinations. 
Overall Attendance: 8 In-person and 19 online training 
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INTEREP – São Paulo - SP 

Training specially developed for Interep (high-end TO) products team across Brazil and recorded for the 
company’s training library, enabling continuous access and long-term knowledge. The session focused 
specifically on their product line, highlighting key destinations, experiences, and storytelling elements that 
connect the rich musical heritage of the Southern United States with curated travel itineraries and luxury. 
Goal: Educate, excite, and inspire the Southern region. 
Date: APR 09 
Objectives: Increase awareness of Brazil GPP destinations. 
Overall Attendance: 35 In-person and online training 

 

 

 

 

 

 

 
LUSANOVA – São Paulo - SP 

As part of our ongoing special training program with Lusanova, which focuses on a different state each month, 
this session specifically focused on the state of Tennessee, diving deeper into its key attractions, experiences, 
and unique selling points. This initiative aims to gradually build a team of true TSUSA specialists, fully prepared 
to promote and sell the region with confidence and in-depth understanding.  
Goal: Educate, excite, and inspire the Southern region. 
Date: APR 10 
Objectives: Increase awareness of Brazil GPP destinations. 
Overall Attendance: 10 In-person and 12 online training 
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BREAKFAST WORKSHOP – Minas Gerais - MG 

We hosted a special breakfast event in Belo Horizonte for a select group of top travel agents from the region, 
held at Coco Bambu. The event provided an excellent opportunity to connect closely with key partners, 
strengthen relationships, and present the unique experiences and destinations of TSUSA. 

Organized in partnership with SG Rentals, the gathering created a relaxed and engaging environment where 
agents could learn while enjoying a curated breakfast experience. The event focused on inspiring and equipping 
participants with valuable insights, reinforcing the region’s appeal and supporting future sales opportunities in 
the Belo Horizonte market. 
Goal: Educate, excite, and inspire the Southern region. 
Date: APR 20 
Objectives: Increase awareness of Brazil GPP destinations. 
Overall Attendance: 34 In-person training 
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VI - MARKET UPDATE . 
• Brand USA launches Travel Week South America 2026 in Brazil with a strong focus on the Brazilian 

market: In March 2026, Rio de Janeiro hosted the first edition of Brand USA Travel Week South America 
(March 16–19), bringing together 45 U.S. suppliers, 60 trade buyers, and 16 journalists from five 
countries — including 22 Brazilian buyers. The event reinforced Brazil as a priority market for U.S. 
destinations in 2026 and featured business meetings with destinations such as Orlando, Miami, Fairfax, 
and Colorado. Insights presented during the event indicated that Brazil is expected to surpass Mexico 
and become the largest outbound travel market in Latin America by 2028 — a key data point directly 
relevant to TSUSA’s strategic positioning in the region. 

• Brazil leads overseas travel to the U.S. and reaches a historic record: NTTO report revealed that Brazil 
was the top overseas source market to the United States in January 2026, with 176,338 visitors — ahead 
of the United Kingdom (171,001) and South Korea (110,189). Additionally, the U.S. welcomed 1,916,565 
Brazilian visitors in 2025, a 0.3% increase compared to 2024, consolidating Brazil as one of the most 
relevant international markets for the U.S. and signaling growing opportunities for the 12 southern states 
represented by TSUSA. 

• Brazil ranks as the 4th largest outbound market in visitor spending in the U.S., contributing to a US$170 
billion industry: NTTO report released in April 2026 indicated that international tourism generated 
US$169.8 billion for the U.S. economy in 2024, supporting 906,000 jobs. Brazil ranks as the fourth-
largest market in total visitor spending, behind only China, India, and the United Kingdom, with notably 
high average spend per trip on accommodation, shopping, dining, and entertainment. The report 
reinforces the importance of Brazilian travelers in U.S. destination marketing strategies and supports 
TSUSA’s continued investment in Brazil as a high-value source market for the southern states. 

 

 

FLIGHTS 
 

• Brand USA projected tourism growth to the United States, driven by mega-events such as the 2026 FIFA 
World Cup, America250 celebrations, and the Route 66 centennial, highlighting new air services 
including a direct Rio de Janeiro–New York (JFK) flight operated by Gol from July 2026, which 
strengthens Brazilian access to key gateway cities used to reach Southern states. 

• Gol announced a historic international expansion from Rio de Janeiro with nonstop flights to New York 
and Orlando in the United States, increasing capacity from Brazil into major hubs that feed connections 
to Travel South USA destinations; the launch of its first-ever nonstop flight from Rio de Janeiro to New 
York (GIG–JFK) starting July 8, 2026.  

• LATAM announced extra flights from São Paulo to Miami and New York specifically for the 2026 FIFA 
World Cup period (June–July), significantly increasing seat availability for Brazilian travelers heading to 
TSUSA gateway cities. 

• U.S. data published by PANROTAS showed that Brazil sent about 153.7 thousand air passengers to the 
United States in March 2026, a 2.4% increase over March 2025, confirming sustained demand and 
supporting the viability of expanded Brazil–U.S. air service that can benefit TSUSA markets. 
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Industry News 
• Brazil led all overseas countries in January 2026, sending 176,338 visitors to the United States — 

surpassing the UK and South Korea — and ranking 4th overall among all international emitters, 
reinforcing the strategic importance of the Brazilian market for TSUSA destinations. 

• U.S. government expanded the requirement of a US$15,000 financial bond for visa applicants from 50 
countries seeking B1/B2 (tourism and business) visas. Although Brazil is not included in this list, the 
measure sparked significant discussion within the industry, as it signals a broader trend toward stricter 
U.S. immigration policies. This evolving landscape may influence travel planning among Brazilian 
consumers and reinforces the importance of proactive destination promotion—particularly for regions 
such as the Southern United States, which rely on a consistent flow of Brazilian visitors. 

• Additionally, the upcoming FIFA World Cup 2026 continues to drive strong interest among Brazilian 
travelers to the United States. With 50 days remaining until the tournament, demand has surged for host 
cities such as Miami, New York, and Philadelphia. The U.S. Consulate in Brazil noted that during the 2025 
FIFA Club World Cup, Brazilian arrivals increased by 20% in June, with even stronger growth expected 
for 2026. Within this context, TSUSA destinations such as Atlanta, an official host city, and Nashville are 
well-positioned as natural extensions to travel itineraries for visitors already planning to attend matches 
in the region. 

 

 

 

VI - ACTIONS 
 

 

1. Newsletter, Press Kits, and Press Releases 

 Click here for the Editorial Calendar. 

 

• Panrotas website/mobile square banner with a call to action to the TSUSA 2026 guide in Portuguese. 

• PANROTAS Portal, for 26 years the leading news portal in the Brazilian tourism industry. 

• Following the example of major media outlets in the country, such as Folha de S.Paulo, Estadão, and O 
Globo, the PANROTAS portal is also audited by IVC Brazil (Instituto Verificador de Comunicação), the 
national entity responsible for multiplatform media auditing. 

• Mid-sized square format placed above the news section on the PANROTAS Portal, typically 
achieving 160K pageviews per month, with an average click-through rate of 0.03%. 

 

 

https://drive.google.com/drive/u/0/folders/19ji5hrK6VSLb0Vke7cUNRyhYLuf6djm5

