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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 FY26, reinforcing 
its status as one of the fastest-growing major economies. In 2025, the USA received 2.06 million 
visitors from India, ranking India as the #2 overseas source market (excluding Canada and Mexico) 
and #4 overall for international arrivals. In 2025, Indian visitors spent $24.8 billion, ranking number 3 
amongst international markets. 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 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 1066 million internet 
users (66% penetration) and mobile connectivity at 1.35 billion connections.
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● TSUSA participated in the Brand USA Educational Seminar in Ahmedabad on 10 Sep, attended by 81 
travel agents.

● Trade and media discussions for TSUSA continued with outreach to 16 trade companies and 6 media 
meetings in September 2026

● TSUSA India provided destination trainings to 2 companies engaging 7 participants. 

● New Product Development - 

○       Tratoli has listed products for Charleston, New Orleans, Atlanta & Nashville. LINK
○       Grand Travel Planners has promoted Kentucky and Mississippi as road trip destinations.

● Bespoke Serenity included TSUSA States in its September Newsletter featuring -
○     Rhythms of the South – Nashville, New Orleans & Atlanta
○     Road trips covering the Blue Ridge Parkway and Route 66
○     Mississippi and bourbon tasting in Kentucky
The newsletter was circulated to approximately 13,500 recipients, providing strong visibility for TSUSA 
and its participating destinations.

● 6 media meetings were completed in September, resulting in 4 earned media coverages. 

● Executed the monthly content calendar and maintained consistent social media hygiene across 
Facebook and Instagram.

● Started with implementation for the shared recommendations to strengthen social performance, with 
future efforts focused on Stories, profile optimization, content discoverability, and more saveable, 
India-relevant content.

I. EXECUTIVE SUMMARY

https://www.tratoli.com/search?q=america


Coveragebook
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II. Comms & PR

News Releases
● 4 earned media coverage secured on consumer media platforms
● Topics covered in September- Saddling Up in Southern USA: The best places for horse riding and 

equestrian culture & MICHELIN-guided restaurants in Nashville
● One special feature appeared in Manifest magazine (digital), highlighting ‘Honeymoon destinations in 

Southern USA’
  

● CoverageBook Link  -  https://app.coveragebook.com/29490/books/baac13aea7790ec7

https://app.coveragebook.com/29490/books/baac13aea7790ec7


Contacts Discussion points Website

BW Travel
Horseback adventures across southern 

united states
https://www.bwtravel.com/ 

Manifest  

Four Southern US Honeymoon Destinations 
For Couples Who Want More Than Pool 
Days

https://www.manifestmagazine.in

Travel & Food Network

Where to Eat in Nashville, Tennessee: 
The Best MICHELIN-Recognised 

Restaurants
www.tfninternational.com 

Express News Asia
Saddling Up in Southern USA: The Best 
Places for HorseRiding and Equestrian 

Culture 
https://expressnews.asia/

Additional Coverage

BW (Newsletter)
Horseback adventures across southern 

united states 
 Link

II. Comms & PR
Media Contacts(phone calls, emails, personal meetings) cont.
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https://www.bwtravel.com/experiences/horseback-adventures-across-southern-united-states-12494941
https://www.bwtravel.com/experiences/horseback-adventures-across-southern-united-states-12494941
https://www.bwtravel.com/
https://www.manifestmagazine.in/trends-culture/travel/four-southern-us-honeymoon-destinations-for-couples-who-want-more-than-pool-days
https://www.manifestmagazine.in/trends-culture/travel/four-southern-us-honeymoon-destinations-for-couples-who-want-more-than-pool-days
https://www.manifestmagazine.in/trends-culture/travel/four-southern-us-honeymoon-destinations-for-couples-who-want-more-than-pool-days
https://www.manifestmagazine.in/trends-culture/travel/four-southern
https://www.tfninternational.com/food-and-travel/where-to-eat-in-nashville-tennessee-the-best-michelin-recognised-restaurants/
https://www.tfninternational.com/food-and-travel/where-to-eat-in-nashville-tennessee-the-best-michelin-recognised-restaurants/
https://www.tfninternational.com/food-and-travel/where-to-eat-in-nashville-tennessee-the-best-michelin-recognised-restaurants/
http://www.tfninternational.com
https://expressnews.asia/2026/09/saddling-up-in-southern-usa-the-best-places-for-horseriding-and-equestrian-culture/
https://expressnews.asia/2026/09/saddling-up-in-southern-usa-the-best-places-for-horseriding-and-equestrian-culture/
https://expressnews.asia/2026/09/saddling-up-in-southern-usa-the-best-places-for-horseriding-and-equestrian-culture/
https://z3lmbyq6.r.ap-south-1.awstrack.me/L0/https:%2F%2Fwww.bwtravel.com/1/010901a07fc5e6c6-119918bf-615e-4292-8ca7-1e4ead5e54a0-000000/x3zPipLe-tgxw5yUJ43erqxPnzQ=258
https://z3lmbyq6.r.ap-south-1.awstrack.me/L0/https:%2F%2Fwww.bwtravel.com/1/010901a07fc5e6c6-119918bf-615e-4292-8ca7-1e4ead5e54a0-000000/x3zPipLe-tgxw5yUJ43erqxPnzQ=258
https://z3lmbyq6.r.ap-south-1.awstrack.me/L0/https:%2F%2Fwww.bwtravel.com/1/010901a07fc5e6c6-119918bf-615e-4292-8ca7-1e4ead5e54a0-000000/x3zPipLe-tgxw5yUJ43erqxPnzQ=258


Contacts Activity/Activation Follow-up
/ Next 
step

All4Season
(FIT)

In-person meeting & team training focused on product 
development for 2027 FIT product listings. 

Follow-up email with 
itineraries & assets 

was sent 

Kulin Kumar 
(FIT)

FIT product development for 2027 FIT product listings. States like 
Louisiana, North & South Carolina promoted based on their 

clientele.

Follow-up email with 
itineraries & assets 

was sent 

Grand Travel 
Planners

Product development discussion on 2027 products. They have 
created promotional flyers around TSUSA States to be promoted 

via their Whatsapp broadcasts & social media channels

Maintain regular 
outreach 

Ottila 
International

B2B Wholesaler. Product development and team training 
discussed.

Follow-up email with 
itineraries & assets 

was sent  

Bespoke 
Serenity

They have featured TSUSA States in their September Newsletter 
along with further inclusions in their upcoming editions. Their 

database is 13,500 recipients.

Maintain regular 
outreach 

Arizona 
Holidays

Interested to do product development & organic social media 
promotion for all 8 States and ROTS. 

FIT Product 
development push. 

We have shared 
itineraries & short 

videos

Kesari 
Select (FIT)

Discussion on additional product development and focus on states 
like Kentucky, North & South Carolina and ROTS. They are open 

to promoting off-beat US destinations.

Follow-up email with 
itineraries & assets 

was sent 

Dream Trip 
4U

Edits suggested for their company product brochure on TSUSA. 
Final brochure to be ready by Oct Wk1

Maintain regular 
outreach

Dishaan 
Holidays

In-person meeting & team training focused on product 
development for 2027 FIT product listings. 

Follow-up email with 
important links was 

sent Product 
development to 

follow

Voyageur 
Hub

Product development and team training discussed. Product development 
push

III. Trade
Trade Contacts (phone calls, emails, personal meetings)
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Contacts Activity/Activation Follow-up
/ Next 
step

Fora Holidays
In-person meeting & team training focused on product 

development for 2027 FIT product listings. 

Follow-up email with 
important links was 

sent. 

Thrillophilia
Product development push for experiences around TSUSA 

States. Update to follow in Oct  
Maintain regular 

follow-up

Panache World Luxury FIT company with repeat travellers & VFR clients to the 
US. TSUSA States promoted. Social media promotion discussed

Maintain regular 
follow-up

Tibro
Discussion on new product development and focus on states 
like Kentucky, North & South Carolina and ROTS. They are 

open to promoting off-beat US destinations.

Follow-up email with 
important links was 

sent. 

MyLastminutetrip Product development and team training discussed.
Maintain regular 

follow-up

Red Carpet 
(DMC)

Discussion on featuring TSUSA states as a part of their 
brochure for their messaging channels.

Follow-up email with 
important links was 

sent. 

III. Trade
Trade Contacts (phone calls, emails, personal meetings)
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● We sent out the monthly e-newsletter to 6000+ travel trade/tour operators and 300+ 
media professionals.

● The opening rate for trade was 11.70% and media was 11.80% for September 2026.
● The focus states were Alabama, Louisiana, Kentucky, Missouri and Mississippi.
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IV. E-newsletter
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IV. E-newsletter
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IV. E-newsletter



● Brand USA conducted a series of educational seminars ‘Discover USA’ and TSUSA India participated in 
Pune and Ahmedabad, held on August 4 & September 10. We engaged with the attending senior trade 
participants and networked with 129 total agents across both seminars.

Program details:

● Seminar 1
● City: Pune
● Venue: Westin Hotel, Pune
●  Date: Tuesday, August 04, 2026
● Time: 10 AM- 2 PM
● Attendees: 48 agents (Product Managers, luxury travel agencies, and regional heads)

 
● Seminar 2
● City: Ahmedabad
● Venue: Hyatt Ahmedabad, Ahmedabad
● Date: Thursday, September 10, 2026
● Time: 10 AM- 2 PM
● Attendees: 81 agents (Product Managers, luxury travel agencies, and regional heads)

TSUSA Content:

● Destination presentation and destination video.

Program Activity:

● The educational seminars started with table-top networking.
● TSUSA was allocated 10 minutes for the presentation in both Pune & Ahmedabad, which included an 

interactive Q&A at the end.

Key Takeaways:

● TSUSA was of interest to agents as a new destination proposition within the US, particularly for repeat 
travellers. 

● Agents requested assets - videos/ images & itineraries.
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V. Brand USA Educational Seminar 2026



Pune Images: 
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V. Brand USA Educational Seminar 2026

Ahmedabad Images: 



VI. New Product Development
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● New product development for TSUSA by Grand Travel Planners, an FIT focus company 
based out of Chandigarh, India. 

● The promotional material created will be promoted across all their messaging channels 
like WhatsApp Broadcast groups which have over 450 of their regular clients. 

● It was also promoted via their social media channels.



VII. Newsletter Feature - Bespoke Serenity
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● Bespoke Serenity (TSUSA International Showcase 2026 participant) featured the below TSUSA 
destinations in their September Newsletter -

○     Rhythms of the South – Nashville, New Orleans & Atlanta
○     Road trips covering the Blue Ridge Parkway and Route 66
○     Mississippi and bourbon tasting in Kentucky 

● The newsletter was circulated to approximately 13,500 recipients, providing strong visibility for TSUSA and 
its participating destinations. 
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● Paid amplification significantly expanded TSUSA’s visibility across Meta driving a strong uplift in 
video consumption and engagement this month.

● Facebook led performance, generating 489.4K video views, 1.2K+ engagements and 454 shares 
extending content beyond the existing organic audience.

● Instagram generated 18.0K+ views and 254 interactions alongside 125 profile visits and 15 new 
followers.

● The paid push helped TSUSA reach a much larger pool of prospective travellers, creating greater 
opportunities for destination content discovery.

● Going forward, amplification can be used selectively to scale high-performing content while 
organic activity continues to build the India community.
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VIII. Social Media



IX. Market Update
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Market & Economy Updates

● Credit rating agency Moody’s raised India’s real GDP growth forecast to 7% from 6% for the current 
fiscal year, citing its resilience amid the West Asia conflict. 

● TravClan, a B2B travel platform offering agents access to flights, hotels, holiday packages, and other 
services, has reported over 10% year‑on‑year growth in early festive demand.

○ International flight bookings have grown by almost one‑third, and hotels are being reserved a 
week earlier compared to last year.

● According to Thomas Cook and its group company SOTC, India’s peak travel season, traditionally 
April–July, is now spreading more evenly, with September–December emerging as an extended travel 
window alongside Diwali and Christmas–New Year. 

NTO Updates

● Destination DC launched Phase II of its Washington, DC Special Agent Academy for Indian travel 
professionals on August 31, combining destination training with tiered incentives.

Airline Updates

● Starting 1 October 2026, Scandinavian Airlines will be operating five weekly flights to BOM from 
Copenhagen, connecting India to 10 U.S. hubs, including Boston. 

○ Other hubs: New York, Newark, Washington DC, Atlanta, Chicago, Seattle, Los Angeles, San 
Francisco, and Miami.

● British Airways has launched a third daily Delhi–London Heathrow flight, taking its India–London 
schedule to up to 70 weekly flights during the winter season—a 25% increase year-on-year

○ Importantly for the US market, the new service has been timed to offer seamless onward 
connections via Heathrow to destinations across the USA and beyond.

● Air India has launched Easy Connect from Ahmedabad, linking Gujarat to 26 international destinations 
via Delhi.

○ The service provides onward connectivity to key long-haul markets including the US, Canada, 
UK, Europe and Australia, with thorough check-in, immigration clearance at Ahmedabad and no 
baggage re-check or terminal change in Delhi.



IX. Market Update

Travel South USA | India
18GPP Monthly Report

Media Updates

● According to the Media Partners Asia Video Content Dynamics 2026 report, streaming has overtaken 
television in India’s content investment for the first time, with online video accounting for 46% of the 
country’s spend in 2025 compared with 42% for TV. More

○ Also, according to the report, Indian users streamed an estimated 420 billion hours of online 
video in 2025, with sports as one of the strongest differentiators between streaming platforms.

● According to the latest Ormax OTT Audience Report: 2026, released by media consulting firm Ormax 
Media, India’s OTT audience universe has grown to 664.9 million, representing 45% of the country’s 
population, while active paid OTT subscriptions have reached 172.6 million. More

○ One of the strongest growth areas is Connected TV (CTV), with India’s active CTV user base 
reaching 206.9 million, registering a 60% increase over 2025.

● According to PwC’s Global Entertainment & Media Outlook 2026–30 report, India’s entertainment and 
media (E&M) market is projected to grow from USD 25.7 billion in 2025 to USD 36.7 billion by 2030 at a 
compound annual growth rate of 7.4%. More

○ India's market is expected to expand at nearly twice the global E&M industry's projected 4% 
growth rate over the same period.

○ Also, India’s OTT market generated US$2.2 billion in revenue in 2025 and is projected to reach 
US$3.6 billion by 2030, growing at a compound annual growth rate of 10.2%. More

● According to TAM AdEx’s Advertising Report, digital advertising continued to gain momentum in India 
during January–July 2026, with ad impressions up 44% year over year, with more than 110,000 
exclusive advertisers. This highlights the growing base of advertisers using digital as a standalone 
medium. More

● Crisil Ratings conducted a study of newspaper groups running five of India’s most widely circulated 
dailies. Circulation of large newspapers fell to around 10 million in 2025 from15 million in 2019, a 
decline of nearly 33%. However, during the same period their digital editions increased their contribution 
to revenue from around 13% to 25%. More

○ Crisil expects revenue from non-print businesses to grow 10-12% annually between fiscal 2025 
and 2027, while traditional print revenue is expected to grow only 2-3% over the same period.

https://bestmediainfo.com/mediainfo/television/streaming-overtakes-tv-in-indias-content-investment-for-first-time-mpa-12573461
https://www.medianews4u.com/indias-ott-universe-reaches-665-million-paid-subscriptions-rise-16-ctv-audience-jumps-60-ormax-report/
https://bestmediainfo.com/insights/indias-em-industry-to-grow-74-annually-to-usd-367-bn-by-2030-12444165
https://bestmediainfo.com/insights/india-has-2165-million-ott-subscriptions-but-platforms-are-still-struggling-to-monetise-them-12457338
https://www.medianews4u.com/digital-ad-impressions-rise-44-in-jan-jul-2026-adobe-software-india-tops-advertiser-list-tam-adex/
https://bestmediainfo.com/insights/non-print-grows-6x-faster-than-print-as-newspaper-majors-diversify-report-12395650


X. Actions
1. Travel South USA International Showcase 2026

● Continued follow up for flight tickets and insurance details of all delegates

2. Trade 
● DreamTrip4U’s TSUSA focused Brochure to be ready - Wk2 Oct
● In-person trainings with Tibro, Kesari Select and Ottila International with a focus on product 

development planned for October.

3. PR  
● October Theme – 7 Festive Experiences to Add to Your US Holiday Itinerary 

4. Social Media

● Introduce Stories and Highlights to improve content discovery and keep the profile active between 
feed posts.

● Build more saveable, planning-led content around itineraries, seasonal travel and destination tips.
● Strengthen Reel hooks and India-relevant messaging to improve reach and video consumption.
● Use destination/trade handle tagging where relevant to improve discoverability and potential 

amplification.
● Identify strong organic posts for selective boosting, based on engagement and content 

performance.
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