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The Movement Starts September 8
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Accor

Airlines for America

Alabama Tourism Department
Amazon

American Airlines

American Express

American Hotel & Lodging
Association

ARDA
ASAE

Aspen Chamber Resort
Association

ASTA

Best Western

Big Sky Chamber of Commerce
Brand USA

Bustle Media

BWH Hotel Group

Chase

Choice Hotels

Delta

WHEN IT’S TIME FOR YOU, WE’'LL BE READY

[et's Go /s

Dentsumcgarrybowen
Destination DC

Discover Puerto Rico
Discover The Palm Beaches
Disney

Ecolab

Enterprise Holdings
Expedia Group

Experience Sioux Falls
Explore Asheville

Explore Minnesota Tourism
Freeman

Google

High Lantern Group

Hilton

Hilton Head Island-Blufton
Chamber of Commerce & CVB

Hyatt
|AAPA
|AEE

IHeart Radio
IHG
JetBlue

Las Vegas Convention & Visitors
Authority

Loews Hotels
Longwoods International

Los Angeles Tourism & Convention
Board

Marriott

MVCI

National Limo Association
New Orleans & Company
NYC & Company

Pepsi

Raytheon Technologies
Sabre

San Francisco International
Airport

Seaworld
SISO

South Dakota Department of
Tourism

Tauck World Discovery
Travel Oregon

Travel South USA
United Airlines
Universal Parks & Resorts
US Chamber

US Travel

Visa

Visit Austin

Visit California

Visit Florida

Visit North Carolina
Visit San Antonio

Visit Tampa Bay

Vist Spokane

Walnut Hill Media
World Cinema
Wyndham



Campaign Framework: TiIming IS key.

Phase One Phase Two Phase Three
September 8-25 November 9-27 December 28-January 29

New Year, New You. With a
resolution to take a vacation, #
of days unused in 2020 and one
day event for National Plan for

Vacation Day

PR kick-off post Labor Day to
talk about Coalition, focus on
industry professionals affected
by the pandemic and how to
travel safely

Messaging around holiday travel,
options and industry-wide
support of Black Friday and
Cyber Monday deals

EARNED

Industry partners launch Black Friday and Industry-wide roadblock and push to
campaign assets across

owhed channels

National Plan for Vacation Day, plus
one-day flash sale

Cyber Monday deals
and incentives

a
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Paid media launches with high
profile national TV, ROS cable,
digital, programmatic, social and
digital OOH (key cities)

PAUSE FOR ELECTION
PAUSE FOR HOLIDAYS

High profile New Year content,
ROS cable, and programmatic
and social

Paid media relaunches with ROS
cable, digital, programmatic, social
and digital OOH (key cities)




PAID MEDIA

Generate mass reach to amplify messaging
and give people a mechanism to share their
anticipation for their next trip

National TV

Regional Online Video
Influencers

Regional YouTube

Regional Social Media

Regional Programmatic Display
Programmatic Retargeting

Search

[IVICJNDAY
NIGHT
[FODTBA LL

* % % %
* % * Kk

NATIONAL
GEOGRAPHIC

NAT GEO

WILD

COOKING @

@.
‘ FREEFORM

|Heart

RAD

(11| Tube

group
nine

4 KARGO

)| C NETWORKS

hulu

SKYVAEW

un|V|5|on @

box

amazZon

nE L

TLE
BUSTLE

EPSILON

Undertane.




EARNED MEDIA PR outreach beins

Generate widespread multi-platform media
coverage through a tiered strategy targeting August 27-September 7:

consumer lifestyle and business media. « Story development with top-tier media
targets

September 8:
 Release distributes to 1,000+ press list
 Press conference call: 1 p.m. ET (5 speakers)




SARAH SHIELDS

Director, Industry Communications
U.S. Travel Association
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Campaign Logo and Walk Up

WHEN IT"S TIME FOR YOU, WE'LL BE READY

[ets Go Jhere

The official campaign logo (also referred to as lock-up or tagline lock-up), can be used on all
materials and imagery related to the Let's Go There campaign to inspire travelers to look forward
to, plan and book future travel.

The “When it's time for you, we’ll be ready” walk up portion of the logo aims to remind Americans
that this campaign is inspirational, geared toward planning and future commitment and that travel
brands and businesses remain ready to welcome them whencircumstances allow.




The “Therefinder”

The “Therefinder” is designed to spark inspiration so travelers
can see themselves in a destination or location. It also provides
visual continuity among campaign assets. It can be used on
campaign materials to highlight specific points of interest or
activities, as pictured below.




Available Assets

Interested in customizing
assets to include your

Coming Soon brand name, imagery !
fficial campaian vi :60): For use on all social media platforms Sif]dlg'r%”_? Ctonta?t_ Sdar:t':
: : : : ields, director of indu
(Instagram, Facebook, Pinterest, Twitter, Snapchat, LinkedIn, YouTube, website) T REations at -

U.S. Travel Association

Avallable lengths: 0:60, 0:30, 0:15,0:06 (sshields@ustravel.org)
(Note: There are several available versions of 0:30, 0:15 and 0:06) for more information.

Available sizes: 16:9 and 9:16

S0cial media araphics and sample copv: All platforms
Sample consumer outreach materials: Digital banners, B2C website copy, newsletter copy
Available banner sizes: 300x250 | 160x600 | 728x90
Sample partner outreach materials: For use on B2B websites, newsletter copy
Sample copy for CEO thought leadership; For use on LinkedIn and blogs

LEARN MORE ABOUT THESE ASSETS IN THE FOLLOWING PAGES >




Coming Soon: Official Campaign Video 0:60

The official campaign video is available for use
across all social media platforms.

" As the flagship asset of the campaign, you are
/ highly encouraged to share the official video on
== your social media channels. This video will be the

foundation of the paid media efforts for the larger
campaign and will be the pivotal driver ofinspiration
for Americans to plan and book travel.

The various lengths and sizes of the video allow
flexibility for use on each social media platform.

Recommended use:
. 0:60 (speaking engagements, presentations and all platforms)

. 0:30 (all platforms)
- 0:15 (all platforms + ads)
- 0:06 (Facebook ads/Pinterest ads/YouTube ads)

(Note: There are several available versions of 0:30, 0:15 and 0.:06)




Sample Social Media Copy

_ _ _ Let’s start dreaming of that next great adventure. Book now for a trip to look forward to
When posting videos or graphics to your later. #L etsMakePlans
social media platforms, use the provided
sample copy for inspiration. Rememberto

include #LetsMakeRlans in your posts. Let’s reignite our sense of wonder. Book now for a trip to look forward to later.

LetsMakePI
The paid media component of the #l.etsMakePlans

campaign will drive traffic to

Ietsqothere.travgl. Howeyer, you can Leg Let’s find a place to unpack and unwind. Book now for a trip to look forward to later.
these posts to drive traffic to a planningor 4 etsMakePlans

booking page on your site.

Use the #LetsMakePlans hashtag across Additional sample copy available upon download.
all social media channels to encourage
travelers to take the next step and plan.
#LetsMakePlans aligns with the creative
assets behind the Let's Go There campaign
and enhances performance on social
platforms, such as Instagram, where it is
already in use with travel content.

TIP: Create a landing page on your site that bears the Let's Go There branding to continue the
experience from your social media posts. Curate planning and inspirational content on thispage
that supports the overall campaign messaging.

For more ways to incorporate Let's Go There on your consumer page, see consumer website and
email outreach materials.



http://letsgothere.travel/
https://www.ustravel.org/sites/default/files/media_root/document/LetsGoThere_Social-Guide.pdf
https://www.ustravel.org/sites/default/files/media_root/document/LetsGoThere_B2C-Email-Newsletter-Copy.pdf
https://www.ustravel.org/sites/default/files/media_root/document/LetsGoThere_B2C-Email-Newsletter-Copy.pdf

Social Media Graphics

Six different static
graphics, sized for each
platform, are available Instagnam
to download and use. Destination Name
The Let’'s Go There
participation checklist
has ideas on how you
can incorporate these
graphics into your
editorial calendar.

The logo and
Therefinder can be
Incorporated onto your
own imagery, providing
you an opportunity to Qv

ingrain your brand mekli Ao bl del

fu rther W|th the #LetsMakePlans
campaign.



https://www.ustravel.org/sites/default/files/media_root/document/LetsGoThere_Participation-Checklist.pdf
https://www.ustravel.org/sites/default/files/media_root/document/LetsGoThere_Participation-Checklist.pdf
https://www.ustravel.org/sites/default/files/media_root/image/LetsGoThere_Therefinder-ZIP.zip

Sample Personalized Social Media Post Copy All Platforms

Destination Name Business Name
Let's feel that feeling once
later with [IUNIQUE INCENTIVE

Destination Name

From IUNIQUE BUSINESS] to OFFERING . #LetsMakePlans
LANDMARK], there's so much

1o explore in our own backyard

When the time is right Lo

gel on the road, we have a

few ideas on where 10 go

#letsMakePlans

IR TETTETSy
— T X T
-7

Where will you go next?
DESTINATION]| has plenty
to do. Get one step closer
and starn planning loday.
flLetsMakePlans




Sample Social Media Copy and Graphic Use: Instagram

Tips and Recommendations

General
» Consider adding letsgothere.travel as the

URL in your bio on key dates (such as the
homepage takeovers on September 8 and

22) during the campaign

» Add #LetsMakePlans to all posts

« Work in daily hashtags: #MondayMotivation
or #WanderlustWednesday to join popular
conversations

« Engage with other brands and
organizations using the hashtag to show
unity across the industry by liking and
commenting on relevant posts

* In stories, incorporate Let's Go There
into Instagram Reels and/or polls or quiz

Image Size and Video Length Best
Practices

* In feed image: Square 1:1
* In feed video: Horizontal 16:9 | 0:30
« Story image: Horizontal 9:16

» Story video: Horizontal 9:16 | 0:06,
0:15

* In feed video ads: Maximum 0:60
« Story video ads: Maximum 0:15

Book Now

Qv

Let's start dreaming of that next great
adventure. Book now for a trip to look
forward to later. #LetsMakePlans



http://letsgothere.travel/

Homepage Takeover

On September 8 and 22, the collective industry

will participate in a homepage takeover to
expand the visibility and reach of the campaign.
Travelers will experience the united front of the
industry as they search for inspiration and plan
future travel.

For ideas on how to get involved, downloadthe
Homepage Takeover Guide.

Read more on this topic »

U.S. TRAVEL

ISSUES RESEARCH EVENTS PROGRAMS NEWS & COMMENTARY MEMBERSHIP ABOUT US



https://www.ustravel.org/sites/default/files/media_root/document/LetsGoThere_Homepage-Takeover-Guide.pdf
https://www.ustravel.org/sites/default/files/media_root/image/LetsGoThere_Social-Media-Cover-Photos.zip
https://www.ustravel.org/sites/default/files/media_root/image/LetsGoThere_Social-Media-Cover-Photos.zip
https://www.ustravel.org/sites/default/files/media_root/image/LetsGoThere_Facebook-Cover-Photos.zip
https://www.ustravel.org/sites/default/files/media_root/image/LetsGoThere_Pinterest-Cover-Photos.zip
https://www.ustravel.org/sites/default/files/media_root/image/LetsGoThere_Twitter-Cover-Photos.zip

Display Banners

ISSUES RESEARCH EVENTS PROGRAMS NEWS & COMMENTARY MEMBERSHIP ABOUT US

~ FORECAST July16,2020

Travel Forecast

An a n i mated h e ro d iS p I ay ba n n e r iS Driven by U.S. Travel Association and Oxford

Economic's proprietary travel forecasting model, the

avai Ia b I e fo r u Se O n yo u r We bS ite O r semi-annual domestic and international forecast...
n eWSIGtte rS i n a Va riety Of SizeS_ Read more about this »

HTMLS Sizes: 300x250 | 160x600 | 728x90

® FACT SHEET March13, 2020

Fact Sheet: Domestic Travel Made in America: Travel's
(2019) Essential Contribution to
Overview of domestic travel in the United States Economic Development

including leisure and business breakouts. The global travel marketplace is highly lucrative, and
it is more important now than ever before that we
= Read more about this » i foads i
keep American destinations top of mind for
travelers, both in the U.S. and abroad.

300x250

=

A

te Lall =
160x600 (¢ Y B R/AYZ N2 i

728x90 T



https://www.ustravel.org/sites/default/files/media_root/document/LetsGoThere_Homepage-Takeover-Guide.pdf

Sample Consumer Outreach Materials B2C Copy

Incorporate the Let's Go There logo on your website with the below sample copy or consider creating a dedicated landing
page that includes inspiration and travel deals. Also consider adding the logo to your consumer outreach emails, such as
loyalty programs, and newsletters alongside copy that inspires planning and future booking

B2C Website Copy B2C Email/Newsletter Copy

Sample Consumer Outreach Materials

1o B2C Email/Newsletter Copy
creating a dedicated landing page for the Lets Go There campalgn that includes inspirational
I.marlgumllneiwhs. o Add the Let's Go There fogo on your consumer emals, communicaons and newsletters

gside copy future tps.

Download editable version >

We all need something to ook forward to again. And nothing ls more exclting than planning that + We all need something to look forward to again and nothing Is more exciting than planning
next perfect getaway. can't get Joumey begins the that next perfect getaway. We're here to help. Let's go there.
Anywhere. It's time to ce again. Let's g
Inspired. Let's save a date. Let's book a trip. And aim for the destination that will feel ke no other. + Its time to feel the feeling of anticipation again. Get Inspired, get planning and book that
perfect trip to take, when you're ready. Lets go there.
B2C Webpage Boilerplate:
We are proud to be 8 part of the collective strength of the travel Industry, alongside brands and + The joumey begins Let's Go There.
organizations from airlines to hospitality, resorts, booking, car rentals, theme parks, national parks, travel later.
and nearly every city In between. We are all working together 50 we can help when It's time to go

onyour next grest adventure, safely and securely.
When t's time for you, we'll be ready.

Incorporate the Let's Go There logo onto your website with the sampie copy or conskler creafing
the Lets Go paign travel

deats.



Sample Consumer Outreach Materials B2B Copy

Incorporate information about the Coalition and campaign on your webpages dedicated to your partners/stakeholders to
encourage their participation. Also consider including information in your communications to your partners/stakeholders and
trade distribution lists.

B2B Website Copy B2B Email/Newsletter Copy

Sample Partner Outreach Materials | B2B Website Copy

incorporate Information about the Let's Go There Coaition and campaign on your webpages

Sample Partner Outreach Materials | B2B Newsletter Copy

Download editable version >

dedcatad to your npa
assets with them so that they can Joln the movement on thelr sodlal meda channess. incorporate Information about the Let's Go There Coalltion and campaign in your
toyour, and meir

Download editable version > particlpation. Share the campalgn Gssets with them so that they too can joln the movement on

their social media channels.
The Let's Go There an exciting 1o Inspire Americans to d
what Is exciting. safe and productive: make plans to travel. GetInvolved with the Let's Go There campaign

Earller this year, a group of travel leaders came together to form the Let's Go There Coalition,
Developed by the Let's Go There Coaliticn, the goal of the campalgn is to reignite America’s focused on rebuilding the travel industry. Together they developed a plan to relgnite a sense of
sens of wanderlust and encourage them to look ahead at thelr next getaway—whenever the ‘wanderlust and Inspire Americans to look ahead to their next adventure.

time is right to travel.
The Let's Go There campalgn encourages Americans to do what ls excting, safe and productive:

Resources bl for you to get . 19 sampt media posts and make plans to travel. Through a phased and layered approach, this Integrated, multi-channel
graphics. Visit to access X ‘consumer campalgn will Tl the media cosystem and create an echo chamber across the
Industry.

For more nformation about the Lets Go Thers campaign, visit LetsGoThereravel. To leam about the
LetsGo = or conta 2

Targeting those r=ady to travel now and those cautious 1o ravel but open to Inspiration, we wilk
questions. + Remind Americans of the restorative powsr of optimism and anticipation

+  Encourage Americans to take the first step and make plans

+ Take an active role In helping the recovery of our country

There are a few ways to get involvedt:
. te on your Resources and sampl are available In the toolkit
avallable at ustravelorg/LetsGoThere

Become an official supporter of the campaign: By making a financial contribution, no matter
the amount, you will b= officially recognized for your commitment to help fund the Let's Go
Thers campakgn. To kam more, contact Infodletsgothereravel

Help spread the word: Share the Let's Go palgn with your network, o
the resources that will be avallable or ask them to conskler joining the coalition.




T . :;

Sample Thought Leadership Copy for CEO or CMO

Publishing content on LinkedIn will help elevate
the Let's Go There Coalition to a broader
audience, demonstrating the importance of the Linked in S
campaign to the industry, American jobs andthe e
economy by showing it has the attention and
commitment of high profile travelleaders.

Looking for a branded header image? Use one of
the sample social media graphics.

When the Time is Right, We'll Be

This sample copy can also be used for ablog Ready

on your company’'s website or pitched to a
community newspaper as an op-ed. | Rrindloe

The coronavirus pandemic has shifted the life of every American, upending
all normalcy—and from a business perspective, the travel industry has been
one of the hardest hit. The latest travel data reflects the dire situation our

industry continues to face, but it is our day-to-day realities that feel the true


https://www.ustravel.org/sites/default/files/media_root/image/LetsGoThere_Social-Graphics-ALL-Platforms.zip

Questions?

Contact us at info@letsgothere.travel and a member of our team will be happy to assist.

Follow the Let’s Go There Coalition on Social Media:

Instagram: @LetsGoThereCoalition
f Facebook: @l etsGoThereCoalition

® Pinterest: Let's Go There Coalition

¥ Twitter: @L GTCoalition

T


mailto:info@letsgothere.travel
https://www.pinterest.com/LetsGoThereCoalition/

(els Go

SEPTEMBER 8-13 SEPTEMBER 14-20 SEPTEMBER 21-27
D o September 8: Campaign Launch and D Create an Instagram story with D Zﬁ«},‘l September 22: Homepage Takeover on
Homepage Takeover #LetsMakePlans the First Day of Fall
. Feature Let’s Go There on your [] Share the Let's Go There video on » Create a Let’s Go There splash page for
website homepage (above the Facebook as a premiere your website.
fold . ' ' '
) D Engage with other participants in the _Up Sl soc’lal hadia Dannel lmage k9
. Update social media banner image Let's Go There campaign by liking, include Let’s Go There branding
to include Let’s Go There branding commenting or Retweeting content via

D Push Let’s Go There branded images on your
Pinterest page to support the campaign

] include Let’'s Go There messaging in a the #LetsMakePlans hashtag

newsletter or loyalty program email [] Use #LetsMakePlans at least twice on
D S —— _ Facebook and Twitter throughout the D Alert stakeholders of when the Let’s Go There
ublish a blog or a Linkedin article week campaign will resume and encourage them
authored by your CEO/CMO, sharing to stay involved by visiting
why the industrywide message is so ustravel.org/LetsGoThere
important and encouraging others to
support the campaign ] Use #LetsMakePlans at least twice on

D Use #LetsMakePlans at least twice on Instagram and Facebook throughout the week

Twitter and Instagram throughout the
week
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BRIAN KING

Global Officer, Digital, Distribution,
Revenue Strategy & Global Sales
Marriott International




OWNED CHANNEL PLACEMENTS - DIGITAL

* Owned channel placements should
amplify the paid & earned campaign
support by:

* Linking to campaign video assets on
YouTube or letsgothere.travel)

* Linking to company
promotion/content that incorporate
campaign logo, tagline, and/or
hashtag

Physical location support (e.g.
Hotel, Retail, etc)

BONVOY

Website Homepage

MARRIOTT

WHEN IT'S TIME FOR YOU, W

Destiration Dowes 1 NIGHTY

Wed, Jul29 » Thu, Jul30 > FIND HOTELS

Travel with Peace of Mind

Best Rate Guarantee Flexible Cancellation Committed to Clean

Explore Destinations Near You

T
o ‘/{

Beach Family Qutdoor ;
Escapes Favorites Getaways Paradise

(D Help My Trips o Andrew v

Find & Reserve Deals & Packages Meetings & Events Our Brands Our Credit Cards About Marriott Bonvoy

Contactless Services

Wellness
Retreats

Immersion

MARRIOTT

BONVCOY

Mobile

9:16 v

Book a Stay

LOCATION DATES

Where next? Select dates




OWNED CHANNEL PLACEMENTS - EMAIL MARRIOTT
BONVOY

Email

MARRIOTT

Customer Emaill @ .om BONVOY  mosmsmea

Employee intranet featured
placement

Email to employees (e.g. CEO
message or video)

Internal Stakeholder Building

« CEO LinkedIn
« Customer Engagement Centers

e Communication to General

Managers/Unit Managers
UPGRADE YOUR VIEWS

When you're ready for a change of pace, these sunshine-filled
destinations have plen ty to offer Summer throu gh Fall.

HOMES WITH POOLS

Catch plenty of sun and stay
cool in your private pool.

HOMES FROM €195/NIGHT >




OWNED CHANNEL PLACEMENTS - SOCIAL MEDIA

Social Media

Social media post and/or sharing
Let’s Go There Coalition’s
social post

3 YouTube y

Option to post on more social networks

Marriott Bonvoy &
641.8K Tweets

MARRIOTT

BONVOY"

Rewards Reimagined.

Caresso, a Luxury Collection ao-m'i.'gpa. Bodrum, Turkoy

BON i e
V o Y /ooo\\\ ( ) ‘/ ul FEoll o
) (B) (&) Gy
Marriott Bonvoy &
@MarriottBonvoy

A travel program with extraordinary hotel brands and
endless experiences. Tweet @MBonvoyAssist for service
24/7. What's good travel to you? #MarriottBonvoy

© Global & marriottbonvoy.com
Joined May 2009

28 Following 185.2K Followers

.,)} Followed by Visit Santa Cruz County, April McGill, and 58
others you follow

Tweets Tweets & replies Media Likes

pon Marriott Bonvoy @ @MarriottBo... v

VoY Let’s find a place to unpack and unwind.
Book now for a trip to look forward to later.
#LetsMakePlans

4

MARRIOTT

BONVOY



CAROLINE BETETA

President and CEO
Visit California
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‘Let’s Go There, Soon




100%

80%

60%

40%

20%

Mindset for Resuming Activities (SMARI)

0%
100%

80%

60%

40%

20%

Mindset for Travel (Destination Analysts)

0%

. California U.S.

63% 61% 62%

60% 599, 58%,

53% 0
50% ’ 50% 48% 499, 50% 2% o
46% 450, 47%
50% 44% 43% - 480
47% 459 5% 46%
20% 42% 399
36% 37% 38% 0

5/175/245/31 6/7 6/14 6/216/28 7/5 7/12 7/19 7/26 8/2 8/9 8/16 8/23

U.S. and California Weekly
Consumer Sentiment Indices

Mindset towards resuming activities
(SMARInsights)

« Mindset toward travel and readiness
to travel (Destination Analysts)

Source: SMARInsights and Destination Analysts




VisitCalifornia.com

| California
- Updated homepage header 4 lLet'sGoThere, Soon
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Social Media

(@ Home Today Following  Q Search for Summer salads

Visit California
Ehrs-

#letsGoThere! Our friends al @USTravel are spreading the
message from coast to coast!  While you're drearming and
planning for your nedt California joumney, let us know what travel

A S AN AR

Visit California “+  Following
217.6k monthly viewers

Welcome to Visit California's official Pinterest page.
Share your California adventures using
#VisitCalifornia. www.vi ifornia.com

@ www.visitcalifornia.com

Activity Community

California From Home California Wellness

22 Pins 21 Pins

) Uke \J Comment 7 Shan




E-Newsletter

» Dedicated send on launch day

« Regional sends throughout Sept.

: : TRAVEL SMART, CALIFORNIA STYLE
¢ H I g h | I g h t U . S . ra Ve | a SS etS Start by staying informed. Next, check out the California

Responsible Travel Code, which is designed to keep
everyone safe.

LEARN MORE




Library

California Now
Podcast

Recently Updated

CONVERSATIONS
OWN

... Oprah’s SuperSoul Co...

« “Let’'s Go There, Soon” messaging
Incorporated into episodes

ASCD Learn Teach... California Now Podcast

PARENTING
IN A MESSY )

Rock Climbing, Best... P (@

MINDFUL ||| -

Library




Industry Guidance

Editorial guidance on how to incorporate messaging

How to guides to adapt the campaign into existing content strategy

Sample social posts that align with California consumer sentiment



Industry & Trade
Newsletters

 Emphasize how others can get
Involved

« Share U.S. Travel’s tool kit and
fundraising deck

Ca!iFﬁi’-hia

WHEN IT'S TIME FOR YOU, WE'LL BE READY

Ve & 07@& Dooin

Get Involved with the 'Let’s Go There'
Campaign

Earlier this year, Visit California along with a group of U.S. travel
leaders — under the leadership of U.S. Travel Association - came
together to form the "Let’s Go There" Coalition, focused on rebuilding
the nation's travel industry. Together the Coalition developed a plan to
reignite a sense of wanderlust and inspire Americans to look ahead to
their next adventure when the time is right.

The U.S. Travel Association will launch the “Let’s Go There” campaign




CASANDRA MATE)J

President and CEO
Visit San Antonio
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WHEN IT'S TIME FOR YOU,

WE’'LL BE READY

- 1t: GIQ Thore

Book Now. We're Pled@ﬁg WFH, San Antonio Seek and you will
Travel Later. to Stay Safers= Style. -

find adventure.




THANK YOU TO OUR
OFFICIAL SPONSORS

GOLD

American Airlines
American Express
ARDA

Chase

Delta

Disney

EcolLab
Enterprise
Expedia

Hilton

Hilton Head
Hyatt

Las Vegas CVA

Loews

Marriott

Pepsi

Sabre

South Dakota
Department of Tourism

United

U.S. Travel

Visa

Visit California

Vist Spokane

World Cinema

SILVER

Alabama
Asheville

Best Western
IHG

LA Tourism
North Carolina
Oregon
Raytheon/Collins Aerospace
U.S. Chamber
Visit San Antonio
Vist Austin

Accor

ASAE

Aspen

ASTA

Big Sky

Discover Puerto Rico

Discover The Palm Beaches

Experience Sioux Falls
Explore MN

|AAPA

|AEE

IHG Vacaton Club Vacations
MVCI

National Limo Association
SISO

Tampa Bay

Travel South USA
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