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Overnight outbound departures from China (+11%)
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MARKET STATUS ™

Likelihood to visit BC
Invest for growth
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MARKET INSIGHTS

VISITATION [
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Annual growth rate
(2013-2017)
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BC’s share of
Canadian
Chinese
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SHORT-TERM FORECAST (2019)
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Annual growth rate
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Promoters 34%
Passives 49%
Detractors 17%

EXPENDITURES [

(2013-2017)

A3%

BC’s share of AIRLINE SEAT
Canadian CAPACITY?
Chinese

expenditures

A7%

2018 was designated the Canada-China Year of Tourism,

a corporate agreement between the two governments.

Thirteen gateway cities in Mainland China have direct
flights to Vancouver.

China is the largest Asia/Pacific market for BC.
China accounted for 29% of BC's total visitation from
Asia/Pacific.**

Almost all Chinese travellers use a travel agent to plan and
book their trip.
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FORECAST VISITATION TO BC!!

306,000

+6%

FORECAST EXPENDITURES TO BCI1
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AIRLINE SEAT
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TRAVELLER CHARACTERISTICS

TRAVEL PARTY"™ TOP 3 EQ TYPESE! PAST VISITATION TO CANADA ' SPENDING™ AVERAGE TRIP LENGTH IN BC™
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—— 0% Northern British Columbia

0% Cariboo Chilcotin Coast
TRAVEL BOOKINGS®™
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9% Vancouver Island
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Winter L 95% Vancouver, Coast & Mountains

1% Thompson Okanagan

22%

6% Kootenay Rockies
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