
A Message From Wit Tuttell

The Travel South USA region is made up of passionate people who love sharing authentic destinations and experiences while delivering our 
unique brand of Southern hospitality. The Travel South USA organization embodies this love of tourism while going about the business of the 
industry. We believe that smart marketing delivers results. We leverage resources to grow visitation and to maximize visitor spending and 
impact.  

While each state competes on a local, regional, and global level, we understand now more than ever that we 
must be visible as a region when the customer is in the travel planning mode.  It is imperative to deliver 
relevant storytelling on how, why and when to visit the South while driving inspiration, awareness, and 
bookings globally on a 24/7, 365 days a year schedule. Our challenge is to develop great online content, 
drive visitors to that content, engage in high visibility activations at events, and strategically court earned 
media placements using the limited resources of time and money available. 

For more than �fty years, state tourism o�ces and destination marketing organizations in the South have 
been the envy of the rest of the nation because we have a platform that utilizes the collective strength and 
united resources of our region to amplify our marketing e�orts. We call this Travel South USA!

I have watched Travel South USA evolve into a world-class destination marketing organization which consistently overperforms year over 
year.  The organization has survived and thrived despite the ups and down of the economy, market trends, state tourism funding and outside 
challenges. It has done so because we have continually changed and adapted. 

I also �rmly believe it is important to focus on doing what has gotten us here while making smart short term and long-term investments.  I 
have three priorities that I would like to focus on as Chairman:

1. By investing in standardized RESEARCH, we can make calculated decisions on when, how and where to market and sell our 
region. We are now reaping the results of our prior investments in commissioned visitor profiling, country market share, and visitor volume 
and spend. And we will continue to invest. 

2. We will continue to engage in programming on the DOMESTIC front. The cornerstone of our domestic programming includes 
Domestic Showcase, Ultimate Ad Challenge, the Travel South Domestic Tour Planner and hosting quali�ed domestic journalists. These 
activities are in partnership with the 300+ small and large CVBs, hotels, restaurants, and attractions across our region. We will continue to 
serve them and to communicate our opportunities and successes. 

3. In-language digital content, multi-state itineraries, thematic stories, global social media channels and solid cooperative program-
ming with the travel trade offer the best opportunity to collectively increase the reach of INTERNATIONAL marketing. Our emphasis is to 
have an integrated global program beyond the traditional markets. This has been recognized as a Best Practice Case Study by both Brand USA 
and the U.S. Travel Association. We believe that as this program of work continues to grow the results will get better and better.

I am honored to serve as the FY18 Travel South USA Board Chair. I pledge to build on the momentum of those who came before me by 
engaging in wise spending of public and private dollars and tasking the organization to achieve even greater goals in the future. 

Sincerely, 

Wit Tuttell
Executive Director, Visit North Carolina and Chairman, Travel South USA


