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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.

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. The country is now the world’s third-largest aviation market, 

with significant airport expansions underway.

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. 

Indian travelers normally stay over 2 weeks in the USA, and 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.
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● Between September 2025 and June 2026, we conducted sales calls with over 70 Indian travel companies, both in-

person and virtually.

● As of April 2026, 127 TSUSA products currently listed across 28 Indian travel company websites

● We generated 75 media clippings from August 2025 – June 2026, including 64 earned media placements.

● Disseminated 10 monthly e-newsletters to 7,000+ travel trade professionals and 300+ journalists (avg. open rates 

of 22.48%  for trade and 21.89%  for media)

● The TSUSA International Showcase 2025 brought in six Indian tour operators and one media rep, generating 

strong interest in the destination and high-quality business meetings.

● The TSUSA India Workshop in January 2026 was attended by 55 travel trade people for a showcase of Travel 

South USA and partner destinations.

● TSUSA was represented at “Elite America Coast to Coast Training” a trade focused in-person training session 

attended by 30 travel agents hosted by an Indian DMC Sans Incredible in association with the U.S. Commercial 

Service at the US Consulate in Mumbai.

● The TSUSA Global Media Marketplace 2026 had four leading Indian travel and lifestyle journalists, facilitating 

one-on-one meetings with tourism partners.

● Travel South USA's Indian social media presence was built from the ground up, growing to a consistently active 

community through an always-on content strategy on both Instagram and Facebook.

● The TSUSA India Webinar Series (2 separate webinars) engaged 82 travel trade agents.

I. EXECUTIVE SUMMARY

I. EXECUTIVE SUMMARY
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Between September 2025 and June 2026, we met up with 73 travel companies, via 152 sales calls. These included:

▪ In-person meetings and

▪ Virtual calls on meeting platforms

We have successful provided destination trainings to 248 trade agents through

▪ Two Webinars - a total of 82 trade professionals participated

▪ And monthly in-person & Virtual trainings of travel company staff

Objective - To introduce Indian travel companies to TSUSA partner states and promote tour product development

A detailed product audit of 117 leading travel trade websites was conducted in December 2025, followed by a second 

analysis in April 2026 to measure growth and market penetration.

Key Highlights -

● 28 travel companies now feature TSUSA itineraries (+15 agencies since December 2025)

● 127 TSUSA products currently listed (+82 products since December 2025)

II. Travel Trade Engagement

II. Travel Trade Engagement
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Reporting period: Sep 2025 - June 2026

Objective: Strengthen awareness of Alabama by showcasing its Civil Rights heritage, Gulf Coast experiences, outdoor 

recreation and road trip opportunities, with other Southern US states.

Trade Engagement -

● Sales Calls: The focus of all sales calls, was on highlighting the ease in connectivity with Florida and 

Louisiana, encouraging tour operators to include the state in multi-destination Southern itineraries.

● Webinar and Trainings: Destination highlights were showcased during all trainings

● Agents trained: 248 (Webinars, Virtual and In-person)

● Email outreach: Destination follow-up contents (Official website link, TSUSA Image library link)

● Event participation: Brand USA India Travel Week 2026, TSUSA India Workshop 2026

Product Development -

● Current Products in Market (as on Apr ‘26)  - 7 (an increase of 5 products since Dec 2025)

PR Coverage -

● Total earned media placements – 13 (including coverage generated via a hosted media FAM trip)

Newsletter promotion -

● Featured in 5 newsletters, promoting outdoor activities, festivals, road trips, sports tourism and culinary 

experiences. 

Social Media promotion -

● Featured in 6 social media posts on Instagram & Facebook, focusing on outdoor adventures, music, space and 

innovation experiences, and seasonal events. 
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Reporting period: Sep 2025 - June 2026

Objective: Increase awareness of Arkansas as an emerging outdoor and nature destination by highlighting its 

mountains, state parks, cultural attractions and road trip experiences.

Trade Engagement -

● Sales Calls: The focus in all sales calls was to position Arkansas as an ideal extension to Tennessee and 

Missouri itineraries, with a focus on outdoor adventures and authentic Southern experiences.

● Webinar and Trainings: Destination highlights were showcased during all trainings

● Agents trained: 248 (Webinars, Virtual and In-person)

● Email outreach: Destination follow-up contents (Official website link, TSUSA Image library link)

● Event participation: Brand USA India Travel Week 2026, TSUSA India Workshop 2026

Product Development -

● Current Products in Market (as on Apr ‘26) - 1 (opportunity to increase product development)

PR Coverage -

● Total earned media placements – 9

Newsletter promotion -

● Featured in 5 newsletters, showcasing Halloween attractions, holiday experiences, culinary heritage, spring 

travel and outdoor adventures.

Social Media promotion -

● Featured in 6 social media posts on Instagram & Facebook, promoting outdoor recreation, nature, state parks 

and family-friendly experiences.
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Reporting period: Sep 2025 - June 2026

Objective: Position Kentucky by promoting its Bourbon trails, horse country, outdoor attractions, culinary experiences, 

music heritage and authentic Southern culture.

Trade Engagement -

● Sales Calls: The focus in all sales calls was to promote Kentucky as a gateway to the Upper South, 

encouraging combination with Tennessee and Missouri through bourbon, Kentucky Derby and music 

experiences.

● Webinar and Trainings: Destination highlights were showcased during all trainings

● Agents trained: 248 (Webinars, Virtual and In-person)

● Email outreach: Destination follow-up contents (Official website link, TSUSA Image library link)

● Event participation: Brand USA India Travel Week 2026, TSUSA India Workshop 2026

Product Development -

● Current Products in Market (as on Apr ‘26) - 4 (an increase of 2 products since Dec 2025)

PR Coverage -

● Total earned media placements – 14

Newsletter promotion -

● Featured in 5 newsletters, highlighting Halloween experiences, holiday traditions, Southern cuisine, spring 

culinary experiences and outdoor attractions.

Social Media promotion -

● Featured in 5 social media posts, showcasing adventure experiences, bourbon, culinary offerings and festive 

attractions. 
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Reporting period: Sep 2025 - June 2026

Objective: Increase awareness of Louisiana as a year-round destination by promoting its unique culture, events, cuisine, 

music, outdoor experiences and multi-city itineraries to the Indian travel trade.

Trade Engagement -

● Sales Calls: The focus in all sales calls was to highlight Louisiana as a cornerstone of Southern USA 

itineraries, paired with Mississippi, Alabama and Tennessee to showcase the region's culture, cuisine and 

music.

● Webinar and Trainings: Destination highlights were showcased during all trainings

● Agents trained: 248 (Webinars, Virtual and In-person)

● Email outreach: Destination follow-up contents (Official website link, TSUSA Image library link)

● Event participation: Brand USA India Travel Week 2026, TSUSA India Workshop 2026

Product Development -

● Current Products in Market (as on Apr ‘26) - 15 (an increase of 11 products since Dec 2025)

PR Coverage -

● Total earned media placements – 15

Newsletter promotion -

● Featured in 5 newsletters, showcasing outdoor adventures, festivals, road trips, sports tourism and the state's 

renowned culinary and seafood experiences.

Social Media promotion -

● Featured in 7 social media posts, primarily highlighting the state's vibrant food, music and cultural 

experiences, with additional content on festivals and nightlife. 
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Reporting period: Sep 2025 - June 2026

Objective: Position Mississippi as an authentic Southern destination by highlighting its cultural heritage, scenic 

landscapes, outdoor experiences and culinary offerings for FIT and self-drive travellers.

Trade Engagement -

● Sales Calls: The focus in all sales calls was to position Mississippi as a natural addition between Louisiana and 

Tennessee, focusing on Blues heritage, Civil Rights history and scenic road trips.

● Webinar and Trainings: Destination highlights were showcased during all trainings

● Agents trained: 248 (Webinars, Virtual and In-person)

● Email outreach: Destination follow-up contents (Official website link, TSUSA Image library link)

● Event participation: Brand USA India Travel Week 2026, TSUSA India Workshop 2026

Product Development -

● Current Products in Market (as on Apr ‘26) - 9 (an increase of 5 products since Dec 2025)

PR Coverage -

● Total earned media placements – 12

Newsletter promotion -

● Featured in 5 newsletters, promoting outdoor activities, festivals, road trips, sports tourism and culinary 

experiences. 

Social Media promotion -

● Featured in 6 social media posts, showcasing the state's rich cultural heritage, outdoor experiences and Gulf 

Coast attractions. 
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Reporting period: Sep 2025 - June 2026

Objective: Showcase Missouri's diverse tourism experiences by promoting Route 66, outdoor recreation, music, 

culinary attractions and family-friendly destinations.

Trade Engagement -

● Sales Calls: The focus in all sales calls was to position as an extension to Tennessee, Kentucky and Arkansas, 

offering Route 66, music heritage and family-friendly attractions.

● Webinar and Trainings: Destination highlights were showcased during all trainings

● Agents trained: 248 (Webinars, Virtual and In-person)

● Email outreach: Destination follow-up contents (Official website link, TSUSA Image library link)

● Event participation: Brand USA India Travel Week 2026, TSUSA India Workshop 2026

Product Development -

● Current Products in Market (as on Apr ‘26) - 8 (an increase of 7 products since Dec 2025)

PR Coverage -

● Total earned media placements – 25

Newsletter promotion -

● Featured in 5 newsletters, featuring Halloween celebrations, holiday attractions, barbecue culture, spring 

experiences and iconic outdoor destinations.

Social Media promotion -

● Featured in 5 social media posts, highlighting Route 66, craft spirits, cultural attractions and outdoor 

experiences to showcase the state's diverse tourism offerings. 
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Reporting period: Sep 2025 - June 2026

Objective: Promote North Carolina as a destination for nature, outdoor adventure, scenic drives and vibrant cities, 

encouraging greater inclusion in self-drive and multi-state itineraries.

Trade Engagement -

● Sales Calls: The focus in all sales calls was to position as an ideal pairing with South Carolina, highlighting 

scenic drives, the Blue Ridge Mountains and outdoor experiences.

● Webinar and Trainings: Destination highlights were showcased during all trainings

● Agents trained: 248 (Webinars, Virtual and In-person)

● Email outreach: Destination follow-up contents (Official website link, TSUSA Image library link)

● Event participation: Brand USA India Travel Week 2026, TSUSA India Workshop 2026

Product Development -

● Current Products in Market (as on Apr ‘26) - 7 (an increase of 4 products since Dec 2025)

PR Coverage -

● Total earned media placements – 13

Newsletter promotion -

● Featured in 5 newsletters, focusing on outdoor adventures, festivals, scenic drives, sports tourism and 

regional culinary experiences.

Social Media promotion -

● Featured in 7 social media posts, focusing on outdoor adventures, scenic landscapes and coastal experiences, 

positioning the state as a premier destination for nature lovers. 
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Reporting period: Sep 2025 - June 2026

Objective: Enhance the visibility of South Carolina by showcasing its historic cities, coastal experiences and culinary 

offerings.

Trade Engagement -

● Sales Calls: The focus in all sales calls was to position South Carolina as an addition to North Carolina 

highlighting its historic cities and culinary experiences.

● Webinar and Trainings: Destination highlights were showcased during all trainings

● Agents trained: 248 (Webinars, Virtual and In-person)

● Email outreach: Destination follow-up contents (Official website link, TSUSA Image library link)

● Event participation: Brand USA India Travel Week 2026, TSUSA India Workshop 2026

Product Development -

● Current Products in Market (as on Apr ‘26) - 9 (an increase of 6 products since Dec 2025)

PR Coverage -

● Total earned media placements – 13

Newsletter promotion -

● Featured in 5 newsletters, covering Halloween attractions, festivals, road trips, sports tourism and 

Lowcountry cuisine.

Social Media promotion -

● Featured in 4 social media posts, promoting golf, performing arts, coastal experiences and seasonal 

attractions. 
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Reporting period: Sep 2025 - June 2026

Objective: Reinforce Tennessee's appeal by promoting its music heritage, Great Smoky Mountains, culinary and 

whiskey experiences and year-round attractions across the state.

Trade Engagement -

● Sales Calls: The focus in all sales calls was to position Tennessee as a core Southern USA destination, 

combined with Kentucky, Mississippi and Arkansas to create music, culture and scenic outdoor experiences.

● Webinar and Trainings: Destination highlights were showcased during all trainings

● Agents trained: 248 (Webinars, Virtual and In-person)

● Email outreach: Destination follow-up contents (Official website link, TSUSA Image library link)

● Event participation: Brand USA India Travel Week 2026, TSUSA India Workshop 2026

Product Development -

● Current Products in Market (as on Apr ‘26) - 14 (an increase of 8 products since Dec 2025)

PR Coverage -

● Total earned media placements – 8

Newsletter promotion -

● Featured in 5 newsletters, promoting Halloween experiences, festive holidays, Southern cuisine, spring 

experiences and outdoor adventures.

Social Media promotion -

● Featured in 6 social media posts, highlighting festivals, family attractions, music heritage and cultural 

experiences. 
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Reporting period: Sep 2025 - June 2026

Objective: Inspire Indian travel advisors to create immersive multi-state itineraries by showcasing the region's musical 

heritage, cuisine, and scenic road trip experiences.

Trade Engagement -

● Sales Calls: The focus in all sales calls was to encourage travel advisors to develop three-city itineraries by 

highlighting the diverse music culture, cuisine and scenic road trip experiences.

● Webinar and Trainings: Destination highlights were showcased during all trainings

● Agents trained: 248 (Webinars, Virtual and In-person)

● Email outreach: Destination follow-up contents (Official website link, TSUSA Image library link)

● Event participation: Brand USA India Travel Week 2026, TSUSA India Workshop 2026

Product Development -

● Current Products in Market (as on Apr ‘26) - 53 (an increase of 34 products since Dec 2025)

● Atlanta - 24 (an increase of 15 products since Dec 2025)

● Nashville - 5 (an increase of 2 products since Dec 2025)

● New Orleans - 24 (an increase of 17 products since Dec 2025)

PR Coverage -

● Total earned media placements – 25

● Atlanta - 19

● Nashville - 6

● New Orleans - 10

Newsletter promotion -

● Featured in 5 newsletters, promoting multi-state itineraries through Halloween experiences, holiday 

traditions, Southern cuisine, spring escapes and iconic road trips across the region.

Social Media promotion -

● Featured in 5 social media posts, celebrating the South's rich musical heritage and encouraging multi-state 

travel through region-wide storytelling. 
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IV. Communication  PR

IV. Communication & PR

● Generated 75 media clippings. 64 were secured through earned media efforts (August 2025 – June 

2026).

● Coverage focused on key themes: Outdoor Experiences, Road Trips, Culinary & Cuisine, Heritage 

& Culture. 

● Generated media coverage on places to visit in Atlanta during FIFA World Cup 2026 Host City.

● Highlighted 4th of July festivities and unique celebrations across the Southern US states through 

earned media coverage.

● Secured coverage in Autocar India based on Rishad Saam Mehta's solo trip

● CoverageBook Link  - https://app.coveragebook.com/29490/books/5c685b5c980151ee

https://app.coveragebook.com/29490/books/5c685b5c980151ee
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Key Coverage:
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Rishad Sam Mehta’s Solo Trip Coverage 

Rishad Sam Mehta’s Solo Trip Coverage 
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V. Newsletter 
Trade Newsletter to 6000+ tour operators/ travel agent professionals and 300+ 
media professionals
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September

Trade - 43.30%

Media - 21.90%

October

Trade - 32.80%

Media - 22.90%

November

Trade - 22.80%

Media - 33.90%

December

Trade - 16.70%

Media - 19.80%

January

Trade - 19.70%

Media - 21.80%

February

Trade - 17.50%

Media - 19.70%
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March

Trade - 16.50%

Media - 17.70%

April

Trade - 18.50%

Media - 20.70%

May

Trade - 17.50%

Media - 19.70%

June

Trade -19.50%

Media -20.80%

V. Newsletter 

V. Newsletter 
Trade Newsletter to 6000+ tour operators/ travel agent professionals and 300+ 
media professionals
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● The Travel South USA International Showcase successfully engaged six key Indian travel trade and one media 

representative.

● Indian delegates reported strong destination appeal, high-quality business meetings, and meaningful follow-up 

opportunities.

● Kansas City received positive feedback for its culture, attractions, and potential for Indian itineraries.

● The post-showcase FAM programs in Virginia and Arkansas further strengthened product understanding and 

selling confidence.

● Overall sentiment from the Indian market was highly positive, with clear interest in future collaboration.

● The International Showcase and Kansas City were featured on multiple Instagram posts & LinkedIn updates by 

the Trade delegates and a post-event article was featured on India Outbound Magazine’s Newsletter, Website and 

Print editions.



TSUSA International Showcase 2025 Event Images

TSUSA International Showcase 2025 
Event Images
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TSUSA International Showcase 2025 Media Coverage

TSUSA International Showcase 2025 Media 
Coverage
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VII. TSUSA India Workshop 2026 

New Delhi, India
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● The Travel South USA India Workshop was held on 23 January 2026 at the Hyatt Regency, New Delhi, to showcase 

Travel South USA and its partner destinations, including Visit Mississippi, the Kentucky Office of Tourism, and 

Discover Atlanta.

● The workshop was attended by 55 travel agents from the North Indian market, representing a diverse mix of 

boutique luxury, FIT, GIT, and MICE-focused agencies, ensuring broad trade representation.

● Feedback from participating agents highlighted strong destination appeal, high-quality presentations, and valuable 

networking opportunities with destination partners.

● The workshop also generated organic digital visibility, with multiple Instagram posts shared by trade delegates, 

extending reach beyond on-ground participants.

● Overall, sentiment from the Indian market was highly positive, with clear interest expressed in continued 

engagement, trade trainings, and future collaborations with Travel South USA and its partner destinations.

● Trade discussions indicated growing demand from Indian travellers for niche and differentiated U.S. experiences, 

beyond traditional gateway cities.



TSUSA India Workshop 2026 Event Images

TSUSA India Workshop 2026 Event 
Images
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TSUSA India Workshop 2026 Media Coverage 
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VIII. Elite America Coast to Coast Training
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● TSUSA was represented at “Elite America Coast to Coast Training” a trade focused in-person training session 

attended by 30 travel agents hosted by an Indian DMC Sans Incredible in association with the U.S. 

Commercial Service at the US Consulate in Mumbai.

● Travel South USA presentation was a highlight of the event as it was presented as a new U.S. destination 

targeted towards repeat travellers and VFR client as well as for the 90+ pre-curated ready itineraries available 

for trade agents.

● A detailed networking session was carried out with the agencies focused towards TSUSA promotion and 

product development.
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IX. TSUSA Global Media Marketplace  
2026
Mobile, Alabama
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● The Travel South USA Global Media Marketplace 2026 successfully engaged four prominent consumer 

media journalists representing leading lifestyle and travel publications.

● The Global Media Marketplace created a valuable platform for journalists to interact directly with 

tourism representatives from the American South through one-on-one meetings, enabling them to gain 

deeper insights into the region’s diverse tourism offerings and experiences.

● The four participating media representatives were also given opportunities to identify and develop 

strong, editorially driven story angles for future features and coverage.

● The pre-marketplace FAM trip received highly positive feedback from participants, particularly for the 

quality of accommodation arrangements and the thoughtfully curated itinerary design.

● Journalists highlighted several compelling content and storytelling opportunities that emerged from their 

FAM experiences, reflecting strong potential for future media coverage.

● The overall quality of the meetings held during GMM 2026 was rated excellent by the participating 

media representatives.

● Alabama particularly stood out for its rich culture, historical significance, and unique offbeat appeal, 

while the host hotel received exceptional appreciation from attendees for its hospitality and overall 

experience.

● The overall sentiment surrounding the event remained highly positive, with participating journalists 

expressing strong interest in exploring future collaborations and partnerships.

● The event also achieved strong digital visibility through multiple Instagram posts and stories shared by 

the participating media representatives, significantly enhancing online engagement and reach.



TSUSA Global Media Marketplace 2026 Social Media Coverage

TSUSA Global Media Marketplace 2026 
Social Media Coverage
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TSUSA Global Media Marketplace 2026   Media Coverage

TSUSA Global Media Marketplace 2026   
Media Coverage
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X. TSUSA India Webinar Series

Virtual Session
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Successfully concluded the TSUSA India Webinar Series educating 82 travel agents in India.

TSUSA India Webinar 1 – North & East Markets

● Date: May 27, 2026

● ROI: educated and trained 33 travel agents

● Targeted key Tier 1 and Tier 2 cities across North and East India.

TSUSA India Webinar 2 – West & South Markets

● Date: June 10, 2026

● ROI: educated and trained 49 travel agents.

● Targeted key Tier 1 and Tier 2 cities across West and South India.

Both sessions focused on introducing Travel South USA, covering destination highlights, connectivity and routing 

options, sample itineraries, and sales tools to aid product development and help agents effectively position and sell the 

destination to their clients.

To encourage engagement, each webinar concluded with a five-question quiz. We awarded a total of 10 prizes, 

consisting of TSUSA backpacks and USB drives loaded with destination assets. Winners were selected based on the 

speed and accuracy of their responses.



● Built Travel South USA's social presence from the ground up, growing from zero to a consistently active 

community through an always-on content strategy.

● Generated 6.4M+ combined views across Facebook and Instagram, significantly expanding awareness of 

the Southern USA in the India market.

● Created meaningful audience engagement, with 41.7K+ content interactions across platforms.

● Instagram emerged as the growth platform via paid efforts, delivering 4.31M reach, 3.8M views, 38.3K 

interactions, 1.5K profile visits, and 279 new followers.

● Facebook played a key role in amplifying awareness, contributing 2.6M views, 3.4K interactions, and 382 

page visits.

● Content strategy was validated through performance, with Reels, outdoor experiences, adventure, music, 

and carousel formats consistently emerging as the strongest drivers of reach and engagement.

● A balanced organic and paid approach successfully delivered the campaign objectives, combining large-

scale awareness with steady community growth and audience engagement throughout the year.
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XI. Social Media

XI. Social Media
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THANK YOU
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