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Today’s Session Overview

Introduction

Section I: The Strategic Importance of International Inbound Travel

Section II: Why 2026 Global Football Tournament is Different

Section III: Understanding the International Visitor

Section IV: Serving International Visitors Effectively

Section V: Destination Readiness & Discoverability

Section VI: The International Travel Trade

Section VII: The Decade of Sports — How To Stay Involved

Section VIII: Q&A & Wrap-Up
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THANK YOU!



Why This  
Tournament Is 

Different
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Scale: The Largest Tournament in History

48
Teams Competing

The largest roster in history, bringing 
diverse global fan bases.

104
Matches Played

The most games ever, extending the 
duration of visitor travel.

3
Host Nations

Spanning the US, Canada, and Mexico 
for vast geographic reach.

70K+
Avg. Stadium Capacity

Massive venues driving significant 
concentrated demand.

2M
Tickets Sold

Fans from 212 countries and 
territories already secured.

5B
Global Audience

Unmatched viewership setting the 
stage for global impact.

1.24M
Visitors to the US

Estimated visitors specifically 
traveling to the United States.

5M+
Total Visitors

Projected international and domestic 
visitors across the host nations.

200+
Nations Watching

Global broadcast reach driving 
unprecedented interest and financial 

opportunity.

Sources: 
https://www.fifa.com/tournaments/mens/worldcup/canadame
xicousa2026
U.S. host cities expect big gains from 2026 World Cup
Unprecedented Surge in Sports Tourism Expected with the 
2026 FIFA World Cup, Driving Massive Growth in Airline Routes, 
Hotel Bookings, and Local Economic Activity Across United 
States, Canada, and Mexico - Travel And Tour World
FIFA World FIFA World Cup 2026: Economic Impact 
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Anticipated Economic Impact

The tournament will generate transformative economic value across North America.

$40.9B
Regional GDP Impact

Projected economic contribution across 

North America per estimates.

$5B+
Direct & Indirect Spending

Substantial influx of tourism dollars 

into local and regional economies.

$2.6B

Host City Lodging Revenue

Projected revenue for Airbnb hosts 

across the 16 host cities.

June

Peak Arrivals

The month expected to see the 

highest influx of fans.

This tournament represents a seismic shift in event-based tourism, positioning North 
America as the global focal point for sports and culture, while catalyzing significant 

financial transformation through record-breaking economic activity.
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Long-Term Tourism Value

The tournament catalyzes sustained tourism growth and destination 
loyalty that extends far beyond the tournament itself.

3.7%
Tourism Rebound

Projected international tourism 
increase to the US in 2026.

10%
Inbound Growth Lift

Directly attributed to the 
tournament’s drawing power.

33%
Visitation Gains

Share of all international 
visitation growth tied to the 

event.

This tournament represents more than a singular event; it is a powerful 
catalyst for long-term destination growth and visitor loyalty, generating 

enduring benefits for host cities and positioning North America as a premier 
global travel destination for years to come.

65%
Return Visitors

Visitors projected to revisit host 
cities.
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Long-Term Tourism Value

The World Cup catalyzes sustained tourism growth and destination 
loyalty that extends far beyond the tournament itself.

3.7%
Tourism Rebound

Projected international tourism increase to 

the US in 2026.

10%
Inbound Growth Lift

Directly attributed to the World Cup's 

drawing power.

1/3
Visitation Gains

Share of all international visitation growth 

tied to the event.

This tournament represents more than a singular event; it is a powerful 
catalyst for long-term destination growth and visitor loyalty, generating 

enduring benefits for host cities and positioning North America as a premier 
global travel destination for years to come.

65%
Return Visitors

World Cup tourists projected to revisit 

host cities.



Understanding the International Visitor
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International Market Attributes

✓ Book in Advance

✓ Longer Stays and Higher Spending

✓ International visitors stay longer and spend more than domestic travelers.

✓ Different Travel Habits

✓ Prefer using travel agencies and tour operators.

✓ Book travel differently than U.S. citizens.

✓  Year-Round and Off-Peak Travel

✓ Travel more frequently during non-peak periods, boosting tourism year-round.

✓ Enhance Product Development

✓ Utilize products differently, influencing how businesses operate and develop offerings.

✓ No Competition with Domestic Business

✓ International travel supplements rather than competes with domestic tourism.

✓ Opportunities for Partnerships

✓ Encourages collaboration between gateway and nearby destinations to extend visitor stays.

✓  Low Cancellation Rates

✓ Cancellations are rare, providing reliable business.

✓  Longer Vacation Time

✓ International travelers often have 4-6 weeks of vacation and view the U.S. as a "dream vacation" destination.
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Domestic Market Attributes

Domestic Visitors

✓ Shorter average stays.

✓ Lower total trip spend and generally more price-sensitive.

✓ Often drive-market travelers with fewer air and hotel expenditures.

✓ More comfortable navigating the U.S. independently; less reliance on guided tours or paid 

experiences.

✓ Lower retail and luxury shopping spend.

✓ Higher last-minute booking behavior, influenced by weather, deals, or flexible schedules.

✓ Trips are more easily repeatable, with less urgency to maximize experiences in a single visit.

✓ Typically travel in smaller parties such as couples or nuclear families.

✓ Have many destination options within the U.S., making travel decisions more substitutable.

✓ Economic impact circulates domestically and does not count as an export.
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Who Is Actually Coming
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The Passionate Fan

This dedicated fan is the heartbeat of the tournament, planning their entire journey 

around supporting their national team, often as part of a vibrant group.

Unwavering Loyalty

Driven by deep national pride and the 

desire for shared celebration, viewing 

the trip as a once-in-a-lifetime 

experience to support their team.

Group & Multi-City Travel

Typically male, aged 25-54, traveling 

with friends or family. They meticulously 

plan their itinerary to follow their team 

across various host cities.

Cultural Immersion

Their cultural and heritage identity 

is central to their travel motivation, 

leading them to engage deeply with 

both their team's journey and host 

city experiences.
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The Experience Explorer

This persona is equally invested in the destination as the tournament 
itself, representing the highest-value visitor for broader destination impact.

Extended Cultural Immersion

With stays averaging 18 nights, these 

travelers dive deep into local music, 

cuisine, festivals, and authentic 

neighborhood experiences.

Regional Exploration

They utilize host cities as launch points 

for broader regional adventures, 

seeking out scenic landscapes and 

unique local transit experiences.

Digital Inspiration

Planning is heavily driven by social 

media trends and visual inspiration, 

making them significant influencers 

during their journey.
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The Family & Group Traveler

Accounting for more than half of all early bookings, family groups and social circles 
represent a critical market segment. Their travel decisions are fundamentally shaped by 

the need for collective experiences, economic value, and a genuinely inclusive welcome.

Value-Conscious Accommodations

Prioritizing multi-bedroom spaces and 

kitchen facilities, this segment actively 

seeks cost-effective lodging options 

typically under $500/night to sustain 

longer group stays.

Accessibility & Inclusion

A welcoming environment is non-

negotiable. They prioritize 

destinations with robust language 

support, clear accessibility features, 

and inclusive public spaces.

Cultural Openness

Their destination choice is heavily 

influenced by how welcome they feel. 

Culturally open and friendly environments 

are primary drivers for their travel success 

and long-term loyalty.
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The Millennials & Diaspora

Millennials represent 47% of engaged followers, while Hispanic and diaspora communities account for 44% of 
total engagement. This demographic acts as a highly influential and digitally connected segment that bridges 

cultural heritage with modern travel behaviors.

Cultural Identity & Heritage

Driven by a desire to reconnect 
with their roots, these travelers 

prioritize destinations that honor 
their heritage and foster deep 

community ties.

Digital Influence & Connection

As highly connected digital 
natives, they actively shape 

destination perception and travel 
trends through real-time sharing 

and social advocacy.

Community-Based Experiences

They seek travel beyond the 
event itself, valuing immersive 

cultural celebrations and 
community gatherings that offer 

authentic local belonging.
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Participating Nations 
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Host Countries

Top countries already driving travel 
searches & bookings.

Travelers from the United States, 
United Kingdom and Canada are 

currently driving the highest search 
demand for Tournament travel stays

© 2026 Alon Tourism Solutions. All Rights Reserved. 



2026 Global Football Tournament 
Participating Countries 

CONMEBOL (South America)

Brazil — World’s most engaged football fan population 

(~70% identify as fans)

Argentina — High long-haul event travel propensity; strong 

group travel culture

Colombia — Growing middle class driving outbound 

tourism growth

Uruguay — High per-capita sports event travel 

participation

Chile — Strong regional travel connectivity and fan 

mobility

Ecuador / Peru (likely qualifiers) — Increasing 

international travel participation post-pandemic

UEFA (Europe – large allocation)

England — One of the largest outbound sports tourism 

markets in the world

Germany — High international trip frequency (avg. 2–3 

trips per person annually)

France — Strong event-driven travel demand and high 

spending power

Spain — Major football culture + high youth fan 

engagement

Netherlands — High passport ownership and global 

travel propensity

Italy — Large diaspora travel patterns tied to sporting 

events

Portugal — Strong long-haul football fan travel culture

Poland — Rapid outbound travel growth over past 

decade

Croatia / Serbia / Switzerland / Denmark (typical 

qualifiers) — High regional mobility within Europe
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AFC (Asia)

Japan — High per-trip international travel spending

South Korea — Strong organized group travel behavior

Australia — Long-haul travel normalization; high sports event attendance rates

Saudi Arabia — Rapid tourism spending growth and major football investment

Iran / UAE / Qatar (typical qualifiers) — Young population and strong football engagement

CAF (Africa)

Morocco — Global fan travel surge after strong recent tournament performance

Nigeria — Africa’s largest population; massive football following

Senegal — Growing international travel participation

Ghana — Strong diaspora-driven sports travel

Egypt / Algeria / Tunisia (typical qualifiers) — Large urban fan bases

CONCACAF additional qualifiers

Costa Rica — Established outbound leisure + sports travel

Panama — Increasing middle-class travel demand

Jamaica — Strong diaspora travel flows tied to major events

2026 Global Football Tournament 
Participating Countries 
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Source Market Behavior Profiles

Airbnb data reveals which markets and nations are already generating the strongest travel demand

Travel demand signals

Market comparison

Destination preferences
.

Geographic distribution

East Rutherford (NJ) and Los Angeles dominate the most in-demand 

match searches — signaling critical capacity hotspots for planners.
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Regional Expectations of 2026 
Global Football Tournament Visitors
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South America: High-Impact Fan Travel Region

Brazil

✓ One of the largest global football fan travel markets, 

with Brazilian supporters historically among the most 

mobile at global tournaments.

✓ Expected to generate above-average hotel demand 

impact during Tournament travel cycles.

✓ Major driver of outbound demand growth across 

South America heading into 2026.

Argentina

✓ Rapid outbound travel recovery, with 

overnight outbound tourism up over 40% 

year-over-year.

✓ Historic Football Tournaments show 

Argentine fans can drive a dominant share 

of incremental visitor flows when the 

national team advances.

✓ Strong regional travel patterns and 

diaspora-driven visitation expected during 

2026.

Regional South America Travel Behavior

✓ South American travelers are projected to stay 

longer during Global Tournament trips, averaging 

about 16 nights.

✓ Key outbound source markets likely to shape 

demand include Brazil, Argentina, Chile, 

Colombia, and Peru.

✓ Long-stay patterns increase per-trip spending and 

multi-destination travel within host countries.
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Europe: Core Long-Haul FIFA Travel Engine

United Kingdom

✓ One of the largest outbound sports 

travel markets globally, with UK 

supporters consistently among top 

international ticket purchasers at 

Football Tournaments.

✓ Strong long-haul travel culture, with 

70+ million outbound trips annually 

supporting high Tournament 

participation.

✓ High-spend leisure travelers are 

expected to drive premium lodging, 

event experiences, and multi-city 

itineraries.

Germany

✓ Major football travel market with 

historically strong fan mobility and 

organized supporter travel 

networks.

✓ Germany consistently ranks among 

the top global outbound tourism 

spenders, reflecting strong 

capacity for long-haul mega-event 

travel.

✓ German visitors typically book 

early and follow structured 

itineraries, helping stabilize host 

demand.

Spain

✓ Large international leisure travel 

participation and a strong football 

culture drive high tournament 

engagement.

✓ Spanish outbound travel has shown 

sustained recovery and growth, 

supporting incremental visitor 

flows to global sporting events.

✓ Younger fans and group travel 

patterns are expected to boost 

urban nightlife, attractions, and 

experience demand.

Regional European Travel 

Behavior
✓ European football travelers tend to 

book earlier and stay longer than 

domestic visitors, improving 

destination revenue predictability.

✓ Multi-country trip patterns are 

common, with many visitors 

combining Tournament attendance 

and broader North American travel.

✓ Long-haul visitors generate higher 

per-trip spending through airfare, 

longer stays, and experiential travel 

priorities.
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Asian Visitor Preferences

China

✓ Strong preference for 
structured itineraries, 
guided tours, and group 
travel formats.

✓ Digital communication 
norms often rely on mobile 
platforms and translation 
support.

✓ Cultural emphasis on 
politeness, and efficient 
service delivery.

Japan

✓ High expectations for 
organization, cleanliness, 
punctuality, and clear 
signage.

✓ Communication tends to be 
indirect and respectful, with 
attentive service highly 
valued.

✓ Visitors appreciate detailed 
information, quiet 
environments, and 
seamless logistics.

South Korea

✓ Tech-savvy travelers expect 
connectivity, fast service, 
and modern experiences.

✓ Cultural importance is 
placed on courtesy, 
responsiveness, and social 
awareness.

✓ Strong interest in shopping, 
pop culture experiences, 
and urban attractions.

India

✓ Travel patterns often 
include family groups and 
multi-generational travel.

✓ Communication works best 
with clear verbal 
explanation and flexibility in 
service delivery.

✓ Growing outbound segment 
seeking value, 
customization, and 
culturally sensitive 
hospitality.
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Middle East Visitor Preferences

UAE

✓ High expectations for premium service, 
efficiency, and personalized assistance.

✓ Multilingual staff and seamless hospitality 
strengthen the experience.

✓ Luxury retail and iconic experiences are key 
motivators.

Saudi Arabia

✓ Rapidly growing outbound travel market, 
especially among family groups.

✓ Family privacy and culturally respectful 
service are especially important.

✓ Welcoming environments strongly influence 
destination choice.

Qatar

✓ Experienced long-haul travelers familiar with 
mega-events.

✓ Structured planning and seamless logistics are 
highly valued.

✓ High-spend visitors show strong demand for 
shopping and premium experiences.
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Africa Visitor Preferences

South Africa

✓ Long-haul leisure travelers often seek 

premium experiences. 

✓ Nature, culture, and major urban attractions 

are key interests.

✓ Safety awareness and clear destination 

information matter.

Nigeria

✓ Growing outbound market with strong 

diaspora travel.

✓ Family and group travel are especially 

common.

✓ Shopping and entertainment strongly drive 

engagement.

Kenya

✓ Emerging international travel segment.

✓ Guided planning and trusted service 

providers are preferred.

✓ Cultural and experiential travel motivations 

are rising.
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Cultural Patterns

Cultural Pattern Visitor Groups Hospitality Expectations & Service Approach

Strong respect for hierarchy, formality, and 

structured service interactions

East Asia (Japan, Korea, China) Professional greetings, clear procedures, visible organization, patience in 

communication, and high attention to detail

Relationship-driven communication and preference

for warm personal connection

South America (Brazil, Argentina, Colombia) Friendly conversation, welcoming body language, flexibility, and enthusiasm from 

frontline staff

Family-centric travel behavior and multi-generational 

decision making

Middle East, South Asia Larger room configurations, group seating, sensitivity to family privacy, and 

accommodating service tone

Independence and self-directed exploration mindset Northern & Western Europe Efficient service, clear information access, minimal interruption, and strong digital 

support (apps, signage, self-service)

Celebration-oriented travel culture with high social 

energy

Latin America, Southern Europe Lively environments, extended operating hours, group activity options, and 

experiential offerings
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Cultural Pattern Visitor Groups Hospitality Expectations & Service 
Approach

Strong respect for hierarchy, formality, and 
structured service interactions

East Asia (Japan, Korea, China) Professional greetings, clear procedures, 
visible organization, patience in 

communication, and high attention to detail

Relationship-driven communication and 
preference

for warm personal connection

South America (Brazil, Argentina, Colombia Friendly conversation, welcoming body 
language, flexibility, and enthusiasm from 

frontline staff

Family-centric travel behavior and multi-
generational decision making

Middle East, South Asia Larger room configurations, group seating, 
sensitivity to family privacy, and 

accommodating service tone

Independence and self-directed exploration 
mindset

Northern & Western Europe Efficient service, clear information access, 
minimal interruption, and strong digital 

support (apps, signage, self-service)

Celebration-oriented travel culture with 
high social 

energy

Latin America, Southern Europe Lively environments, extended operating 
hours, group activity options, and 

experiential offerings



Clear pricing, straightforward policies, reliability, and consistent service standards

Courteous greetings, acknowledgment of status or age, attentive hosting behaviors, and 

visible service attentiveness

Storytelling, local immersion opportunities, knowledgeable staff, and culturally meaningful 

recommendations

Efficient group handling, clear timing coordination, signage for group movement, and 

pre-planned service readiness

Energetic atmosphere, crowd-flow readiness, celebratory environments, and fast yet 

friendly service delivery

Hospitality Expectations & Service Approach

Cultural Pattern Visitor Groups Hospitality Expectations & Service 
Approach

Value consciousness paired with high 
expectation of fairness and transparency

UK, Germany, Canada, Australia Clear pricing, straightforward policies, 
reliability, and consistent service standards

Strong emphasis on hospitality gestures and 
symbolic respect

Middle East, parts of Africa Courteous greetings, acknowledgment of 
status or age, attentive hosting behaviors, 

and visible service attentiveness

Curiosity-driven experiential travel and 
desire for authenticity

Global urban travelers, younger fan 
segments

Storytelling, local immersion opportunities, 
knowledgeable staff, and culturally 

meaningful recommendations

High comfort with group tours and 
structured itineraries

Asia, parts of Europe, South America Efficient group handling, clear timing 
coordination, signage for group movement, 

and 
pre-planned service readiness

Emotional engagement with major events 
and shared fan identity

Global football fan culture Energetic atmosphere, crowd-flow 
readiness, celebratory environments, and 

fast yet friendly service delivery

Cultural Patterns
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Visitor Preferences / Etiquette Focus

Visitor Preference Visitor Groups Practical Service & Communication Approach

Religious & Cultural Sensitivity Middle East · North Africa · Sub-Saharan 

Africa

Provide clear information on prayer space access, modesty awareness, family-friendly 

environments, and respectful greeting norms

Meal Timing & Pace Expectations East Asia · Southeast Asia Expect structured dining times, group seating preferences, and appreciation for efficient yet 

polite service delivery

Social Dining & Group Interaction South America · Southern Africa Encourage shared experiences, flexible seating, lively atmosphere, and warm interpersonal 

engagement

Informal Exploration & Street-Level Experiences Latin America · Europe · Africa Offer walkable recommendations, local authenticity, conversational service style, and 

approachable staff interactions

Café Culture & Relaxed Social Space Europe · Australia · parts of Latin America Allow unhurried table turnover, support lingering guests, provide strong Wi-Fi access and 

welcoming public seating areas
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Visitor Preference Visitor Groups Practical Service & Communication 
Approach

Religious & Cultural Sensitivity Middle East · North Africa · Sub-Saharan 
Africa

Provide clear information on prayer space 
access, modesty awareness, family-friendly 

environments, and respectful greeting 
norms

Meal Timing & Pace Expectations East Asia · Southeast Asia Expect structured dining times, group 
seating preferences, and appreciation for 

efficient yet polite service delivery

Social Dining & Group Interaction South America · Southern Africa Encourage shared experiences, flexible 
seating, lively atmosphere, and warm 

interpersonal engagement

Informal Exploration & Street-Level 
Experiences

Latin America · Europe · Africa Offer walkable recommendations, local 
authenticity, conversational service style, 

and approachable staff interactions

Café Culture & Relaxed Social Space Europe · Australia · parts of Latin America Allow unhurried table turnover, support 
lingering guests, provide strong Wi-Fi 

access and welcoming public seating areas



Flavor Exploration & Customization Comfort South Asia · Southeast Asia · Caribbean Be open to dietary questions, spice preferences, customization requests, and culturally diverse 

menu explanations

Quality & Freshness Expectations Japan · Korea · Mediterranean Europe · 

Coastal Latin America
Emphasize product sourcing stories, presentation standards, cleanliness signals, and 

knowledgeable staff communication

Plant-Forward & Dietary Transparency India · parts of Africa · global urban travelers Clearly label ingredients, highlight vegetarian/vegan availability, and communicate preparation 

methods confidently

Late-Night Social Energy & Convenience Global football fan culture Provide extended hours, fast service clarity, visible wayfinding, and simple transaction 

processes for high-volume periods

Celebration & Treat-Oriented Experiences All regions Expect photo-worthy moments, friendly service tone, souvenir-style offerings, and 

opportunities for shared enjoyment

Visitor Preference Visitor Groups Practical Service & Communication Approach

Visitor Preferences / Etiquette Focus

Visitor Preference Visitor Groups Practical Service & Communication 
Approach

Flavor Exploration & Customization Comfort South Asia · Southeast Asia · Caribbean Be open to dietary questions, spice 
preferences, customization requests, and 

culturally diverse menu explanations

Quality & Freshness Expectations Japan · Korea · Mediterranean Europe · 
Coastal Latin America

Emphasize product sourcing stories, 
presentation standards, cleanliness signals, 
and knowledgeable staff communication

Plant-Forward & Dietary Transparency India · parts of Africa · global urban travelers Clearly label ingredients, highlight 
vegetarian/vegan availability, and 

communicate preparation methods 
confidently

Late-Night Social Energy & Convenience Global football fan culture Provide extended hours, fast service clarity, 
visible wayfinding, and simple transaction 

processes for high-volume periods

Celebration & Treat-Oriented Experiences All regions Expect photo-worthy moments, friendly 
service tone, souvenir-style offerings, and 

opportunities for shared enjoyment



Cultural Deep Dive Training

© 2026 Alon Tourism Solutions. All Rights Reserved. 

Scan the QR 
code to learn 

more!



Hospitality Driven Success 
of Your Front Line
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Knowledge & Confidence

International guests expect more 

knowledge, warmth, and confidence 

from everyone they interact with.

Brand Integration

Every interaction your team has with 
a visitor is a direct reflection of your 

organization's brand.

Impact on Guest Experience

What your team does shapes guest 

reviews, social media posts, and 

whether visitors ever return.

What This Means for YOU

This is not just a hospitality moment — it is a reputation moment.
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From Traditional Service

Reactive
Responding only when issues arise.

Transactional
Focusing on one-time exchanges.

Basic Satisfaction
Meeting minimum expectations.

To Modern Service

Proactive
Anticipating needs before they're voiced.

Personalized
Tailoring experiences to individuals.

Memorable
Creating lasting positive impressions.

The Big Shift
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The Opportunity is Singular

For a significant share of the 1.24 million 
international visitors coming to the US, this will be 
their first time on American soil. What they 
experience at your property, your attraction, your 
restaurant — becomes their lasting impression of this 
country. That is not a small thing.

The Data Backs It Up

65% of Tournament visitors are projected to return 
to host cities after the Tournament. That return rate 
does not happen by accident. It starts with the first 
moment of contact — and every moment that 
follows reinforces or erodes it.

The Window Is Short 

Smile, make eye contact, and lean in toward the 
guest. Address them in a friendly, welcoming way to 
create a positive interaction from the first moment.

Your Frontline Is Your Brand

The person at your front desk, your host stand, your 
ticket window — they are not support staff. For this 
visitor, in this moment, they are the face of your 
destination. What they project shapes everything 
that follows.

First Impressions Count

For many visitors, this is their first time in America

© 2026 Alon Tourism Solutions. All Rights Reserved. 



Core Principles of Cultural Awareness 

What every team member needs to know across every persona and every region

Lead With Welcome, Not Assumption

Across every persona and every region we 
have discussed, the single most powerful thing your 
team can do is signal genuine welcome before a 
word is spoken. Body language, eye contact, and a 
warm neutral greeting cross every cultural barrier.

Communication Is More Than Language

Your staff will encounter guests who speak dozens 
of languages. Fluency is not the expectation — 
clarity, patience, and willingness are. Speak slowly, 
use simple words, point and gesture when needed. 
Make the guest feel helped, not dismissed.

Cultural Needs Are Not Special Requests

Dietary requirements, religious observance, personal 
space norms — for millions of the visitors coming to 
this tournament these are not preferences. They are 
baseline expectations. Train your team to anticipate 
them, not react to them.

Emotion Is Part of the Experience

These visitors are not here on a business trip. They 
are here for one of the most emotionally charged 
experiences of their lives. A staff member who 
meets that passion with warmth and professionalism 
does not just serve the guest — they become part of 
the memory.
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Designing Inclusive Food Stations and 
Hospitality Touchpoints

FOOD CATEGORY VISITOR GROUPS RECOMMENDED OFFERING

Halal Options
Middle East, North Africa, Sub-

Saharan Africa
Certified halal meats, pork-free 

menus, grilled chicken, rice dishes

Rice / Light Meals East Asia, Southeast Asia
Noodles, fried rice, broth soups, 

steamed dishes

Grilled Meats South America, Southern Africa
Beef skewers, BBQ chicken, 
sausages, simple seasoning

Street Food / 
Handheld

Latin America, Europe, Africa
Empanadas, wraps, tacos, kebabs, 

snackable items

Bakery / Coffee 
Culture

Europe, Australia, parts of Latin 
America

Breads, pastries, espresso, 
sandwiches

Vegetarian / Plant-
Forward

India, parts of Africa, global urban 
travelers

Lentils, vegetable stews, chickpea 
dishes, grain bowls

Late-Night Comfort 
Foods

Global football fan culture
Pizza, burgers, fries, kebabs, quick-

service options
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What Hotels Can Do

Train Your Front 
Desk

Implement the cultural 
awareness principles with your 
team before guests arrive. Staff 
preparation is a people 
investment, not a capital one.

Multilingual 
Welcome Materials

Have printed or digital 
welcome materials in Spanish, 
French, Portuguese, and 
Arabic at minimum. It signals 
you prepared for them.

Inclusive Breakfast 
Options

Make halal and vegetarian 
breakfast options available 
without requiring a special 
request. Don't make guests 
feel like an inconvenience.

International 
Power Adapters

Stock adapters at the front 
desk. A small gesture that 
eliminates a major 
frustration for long-haul 
travelers.

Language-Matched 
Staff Routing

Know which languages your 
team speaks. Route 
international guests to those 
staff members when possible 
for a smoother welcome.

Concierge Cultural 
Briefing

Brief your concierge on the 
48 participating nations. 
Knowing what an arriving 
fan from Japan is looking for 
is your competitive edge.
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Hospitality Excellence Deep Dive Training
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Scan the QR 
code to learn 

more!



Destination Readiness
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Destination 
Resources

TO DO LIST

Timing
FIT & Group 

Friendly Dining Tour Guide/Step-Ons Motorcoach Information Unique Event Space

Seasonality Accommodations
Accessibility 
Information, 

Resources, & Maps

Nightlife Shopping
Annual Events & 

Festivals

Cross promoting with one another – 
Create itineraries & unique 

partnerships

Activities & Attractions
New experiences to keep 

repeat visitors coming

Accessibility & Ease of 
Access – 

to the destination & to each 
other

Social Media Handles

Know and Promote Your Destination

© 2026 Alon Tourism Solutions. All Rights Reserved. 



Resources To Share

Westchester  NY 
FIFA Welcoming 

One-Pager 
Example
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Understanding the International Travel 

Trade Ecosystem | Industry Overview

© 2026 Alon Tourism Solutions. All Rights Reserved. 



Who The Travel Trade Are

Here are some other terms to refer to 3rd parties!

‘Travel trade’ refers to B2B partner companies that sell or 
package travel from international tourism markets.

Who The Travel Trade Are
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Travel Trade Distribution Channel

Domestic/International Consumer Visitors

Travel Agents/Advisors (TA)

Domestic/International Tour Operators (DTO/ITO) 
Meeting Incentive Congresses Exhibitions (MICE)

Variations

Bedbanks 

Unique Buyer 
Types 

Inbound/Receptive Operators (IO/RO)
Destination Management Companies (DMC)

Legend

Consumers

Travel Trade

Suppliers

Online Travel 
Agencies 
(OTAs)

Who
Provide
Product 

To

Who
sell
to

Who
sell
to

Who
sell
to

Wholesalers

Tours/ 
Attractions/

Sports
Accommodations

Retail/ 
Services

Transport
Arts/Cultural 
Institutions

Events/Festivals
Native 

NationsDining

BIDs/
DMOs/Parks 
& Recreation
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MVP
IITA association of MVP 

inbound operators



   Ease of Working With Inbound/Receptive Operators

✓ Long-standing business relationships 

✓ Based here in the USA = Easy access through IITA 
✓ Market and sell destinations, products, and properties throughout the 

USA to international market

✓ Work only B2B

✓ Do all the ground-work negotiating and contracting every aspect of 
destination selling 

✓ No exchange rates  

✓ Fewer and USD transactions

✓ Time zone alignment

✓ Ease of booking 

✓ Work closely with regional, state, and local tourism offices

MVP
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Value of Inbound Operators

✓ Predictability & control

✓ Visibility & reach
✓ (asset in messaging)

✓ Relational vs. transactional

✓ Existing worldwide network

✓ Cost for promotion & advertising

✓ Confidence & reliability
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Your Enriched Reach & Visibility When Working with 
Inbound Operators & the Travel Trade

Millions of 
Visitors

Dozens of 
IO/RO/DMCs

Hundreds of 
Tour Operators

Thousands of 
Travel Agents/Advisors

Who
sell
to

Who
sell
to

Who
sell
to

In all countries 
around the 
world

Throughout the 
country and globally

Based in major US 
gateways & specific 
areas based on the 
destination they sell

MVP
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Looking Towards the Future and Preparing 
Fully How International Visitors 
Arrive and Move About the USA 
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How International and B2B Visitors Arrive

Domestic vs 

International

FIT vs Groups vs 

MICE

Leisure vs 

Business

Niche 

Markets

Types of 

Travelers

Age vs 

Income

First Time vs 

Repeat 

Visitors

FIT, Group, MICE

FIT (Foreign Independent Travelers) 
✓ Individuals, families, couples, less than 10 pax
✓ Arrive on their own or public transportation
  (Fly & Self-drives)
✓ Arrive pre-paid to the trade for their travel 

expenditures

Group Visitors (Typically 10 or more)
✓ Purpose or theme
✓ Arrive on a chartered vehicle
✓ On a timed itinerary

MICE (Meetings, Incentives, Conferences/Congresses, 
Exhibitions)

✓ Custom, events, VIP, unique, one-of-a-kind 
experiences 
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How Visitors Arrive Affects Everything 

About Your Success

✓ The products and services you create

✓ Who you work together with as partners and resources

✓ How you track your business and when to expect results

✓ How you operate and receive these new visitors 

✓ How and where you sell

✓ i.e. the associations you belong to & marketplaces you attend

✓ The technology and connectivity you use
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Making Tourism Products Discoverable to 
International Visitors 
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Creating Bookable (Sellable) Product

May be existing 
and/or new ideas

✓ Room nights, meals, and packaged destination 

experiences/services that are tangible and bookable for the 

3rd party travel company to sell in advance

✓ Operationally matched to sell (how it's purchased and                                                          

how you work together)

✓  Decide for FIT, GROUP, and/or MICE

Products, services, and experiences = room nights, meals, tours, attractions, event 
& meeting space, transportation, casino/entertainment, and services
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EXAMPLE – INBOUND OPERATORS

Source: AmericanTours International - Home | ATI

https://americantours.com/ati/


American Ring Travel

An international inbound tour 

operator serving international 

travelers with FIT, Group, and MICE 

services across the U.S. and Canada, 

with a focus on sustainability.

Source: American Ring Travel - American Ring Travel –

https://www.americanringtravel.com/
https://www.americanringtravel.com/


EXAMPLE – INBOUND OPERATORS

Source: AlliedTPro - AlliedTPro

https://www.alliedtpro.com/


      Steps to Success Live & Online Deep Dive Training



Long-Term Tourism Value

The World Cup catalyzes sustained tourism growth and destination 
loyalty that extends far beyond the tournament itself.

3.7%
Tourism Rebound

Projected international tourism increase to 

the US in 2026.

10%
Inbound Growth Lift

Directly attributed to the World Cup's 

drawing power.

1/3
Visitation Gains

Share of all international visitation growth 

tied to the event.

This tournament represents more than a singular event; it is a powerful 
catalyst for long-term destination growth and visitor loyalty, generating 

enduring benefits for host cities and positioning North America as a premier 
global travel destination for years to come.

65%
Return Visitors

World Cup tourists projected to revisit 

host cities.



What’s Next?

Cultural 

Readiness

Hospitality 

Excellence Training

Inbound Insider

Steps to Success

Tourism 

for All



Q&A 
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Thank you!

78

International Inbound Travel Association
Lisa Simon 

Lisa.simon@inboundtravel.org
Julie Heizer – Follow up contact

julie.heizer@inboundtravel.org

Alon Tourism Solutions 
Jennifer Ackerson – Follow up contact

jackerson@alontourism.com
Connor DeVos  

cdevos@alontourism.com

National Travel & Tourism Office 
Robert O’Leary 
jaon@alism.com
David Huether

david.huether@trade.gov

Destinations International
Gretchen Hall

ghall@destinationsinternational.org

Join the effort to shape the future of 
international tourism efforts– building 
connections, creating opportunities, 

and welcoming the world!
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