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DESTINATION
BRITISH COLUMBIA™

Alberta residents
are BC's

#2 domestic market

MARKET POTENTIALt MARKET STATUS***

Maintain
our strength

Likelihood to visit
BC in next 2 years

687%

MARKET INSIGHTS

VISITATIONI!

+376

Annual growth rate

(2013-2017)

20%
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BC’s share of Alberta
' % resident provincial
visitation

SHORT-TERM FORECAST (2019)

+276

EXPENDITURES NET PROMOTER SCORE*

(57

Promoters 67%
Passives 23%
Detractors 10%

Annual growth rate

(2013-2017)

2%

POSITIVE FAMILIARITY
, IMPRESSION orFBc!
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Alberta’s economy remains on track for the first half of

2018 but with heightened uncertainty of US trade policies,

o

®

the impact is uncertain.

From a brand perspective, BC's strongest differentiators
“ N ” 3
are “beautiful natural scenery” and “a place where you can

i

really feel the power of nature.”f

Due to proximity, the Thompson Okanagan is the second
most popular region to visit following Vancouver, Coast &
Mountains.t
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FORECAST VISITATION TO BC [

3,223,000

+2%

FORECAST EXPENDITURES TO BCI1

$1,7851M

+5%

BC TRAVEL SEARCH QUERIES "

Q3%

GDP GROWTH'

|22 +2%




TRAVELLER CHARACTERISTICS

TRAVEL PARTY"™

TOP3 EQTYPESt

Gentle Explorers
Free Spirits

Authentic Experiencer

AGE”
18-24 [ 1%
25-34 [N 20%

35-44 [ 24%
45-54 [ 16%
2 9 55-64 [ 15%
: >65 [ 13%

SPENDING™

(5% )5}

$527

Average spending per
person in BC

PAST 5 YEAR
TRAVEL TO BC!

TRAVEL SEASONS'

TRIP PURPOSE™

/j’ 509% Leisure

%60 o Visit family
L) 39 /° & friends
7°/° Business
@ 4% Other

TOP 5 ACTIVITIES'

.&.. Visit family & friends
City/town
sightseeing

Beaches, lakes &

rivers

TRAVEL BOOKINGS"

2 i

59% 41% 30%

Offline Online

70%

Online travel agent  Online supplier

-
94%

Desktop

6%

Mobile

1T ® B

Shopping

Arts/culture/history
and hiking

AVERAGE TRIP LENGTH IN BC™

5.2 Nights
ey by by by pxy k

ACCOMMODATIONS!

Hotel/resort

Home of friends/family
Motel/inn

B&B/Guest house
AirBnB/shared economy
Campground/RV park

Own cottage/second home

P 39%
I 32%
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M 2%

TRANSPORTATION USED DURING TRIP"

Car or truck

Commercial aircraft
Camper/RV
Other

I 67%
o7

| 2%

| 2%

VISITS BY REGIONt

— 3% Northern British Columbia

2% Cariboo Chilcotin Coast

25% Vancouver Island

44% Vancouver, Coast & Mountains
37% Thompson Okanagan

27% Kootenay Rockies
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