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March 19, 2010
BRIEFING STATEMENT

ISSUE:
NPS Office of Sustainable Tourism



Re: Travel Promotion Act

Background
In 1994, Congress eliminated the US Travel and Tourism Administration (USTTA), an agency of the Commerce Department.  This rendered the U.S. silent and less-competitive in the global market for travel exports.  Until recently, the tourism community has been unsuccessful at influencing the restoration of U.S. national promotion abroad.

The Travel Promotion Act was passed by Congress with strong bipartisan support, and subsequently was signed into law by President Obama on March 4, 2010. This measure is aimed at reversing a decline in foreign visitors to the United States of nearly 10 percent over the past decade. The bill establishes a multi-million dollar promotion program that will be jointly managed by the government and private sector. Funding for this effort is supplied by international visitors arriving from the 35 visa-waiver countries.  The funds from this $10 per-person fee will be matched by US organizations including private sector firms, state travel offices, and local and regional destination marketing organizations. According to the Congressional Budget Office, a well-executed campaign would yield: 

· 1.6 Million New International Visitors Annually

· $4 Billion in New Visitor Spending Annually

· 40,000 New U.S.  Jobs

· $321 Million in New Federal Tax Revenue Annually

· Reduce Federal Budget Deficit by $425 Million Over 10 Years

Despite a weak dollar, U.S. long-haul travel has decreased (9.3%), while global long-haul travel has increased immensely (31%). Failure to promote the U.S. brand in the last decade has resulted in a loss opportunity of $510 billion in revenue from international travelers.
Discussion
 Failure to communicate with the international community has allowed potential visitors to shape their own perceptions about the U.S. Post-9/11 security policies and attitudes have made many foreign travelers cautious and reluctant to visit the United States. In short, they feel unwelcome. A survey by Discover America Partnership indicated that travelers are more worried about U.S. Immigration officers over crime and terrorism. Having no means of communicating directly with international travelers, any efforts towards improving the U.S. travel process or perceptions can only be conveyed by foreign media. 

The World Tourism Organization (WTO) has projected that international visitation will double worldwide by 2020. This will put the U.S. in a position to aggressively pursue a larger share of that growth. This pursuit of the national tourism board has potential implication for the NPS.
The situation of the U.S government and the NPS, as it relates to tourism, are parallel. As noted previously, the government has struggled to maintain an informed perception among international travelers. To ensure the integrity of our brand, we also must be proactive in defining the visitor experience. Secondly, the funding principles of the Tourism Promotion Act are very similar to those recommended in the National Strategic Tourism Plan.  This may warrant further consideration of the plan and how it can be better utilized. 
For Further Information Contact: Dean Reeder, Chief, WASO Office of Sustainable Tourism 354-6986
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