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Overnight outbound departures From Mexico (+1%)

POTENTIAL DEMAND*

/76M

MARKET
POTENTIAL'

49%

BC RANK™
Mexico is the
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Likelihood to visit BC

in the next 2 years

MARKET INSIGHTS

MARKET STATUS ™

Invest for growth

VISITATION [

+19%

Annual growth rate

(2013-2017)

287%

EXPENDITURES [

+297

Annual growth rate

(2013-2017)

BC’s share of BC’s share of
Canadian Canadian
Mexican visitation Mexican

expenditures

SHORT-TERM FORECAST (2019)

20%

NET PROMOTER
SCORE '
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Promoters 64%
Passives 27%
Detractors 9%

AIRLINE SEAT
CAPACITY?

A+37%

ik the New Year.

dropped.

’ The highest seasons of travel are during spring (March-
April), summer (June—August), and between Christmas and

With the introduction of the electronic travel authorization
in 2016, a Visa requirement from Mexican visitors was

majority government, the first time since 1988.

“ In July 2018, Mexician voters elected a new president with a

Three-quarters of Mexican visitors to Canada use a travel
no4a agent for their trip, either for research or booking.

FORECAST VISITATION TO BC [

136,000

+/%

FORECAST EXPENDITURES TO BCI1

$180.8M

+10%

AIRLINE SEAT
CAPACITY?

»t. 14%

BC TRAVEL GDP
SEARCH QUERIES™ GROWTHS

Q+25%  |[A2+3%

COST OF
$1 CDN DOLLART

$14.477%8




TRAVELLER CHARACTERISTICS

TRAVEL PARTY"™
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TOP3 EQ TYPES™ PAST VISITATION TO CANADA ' SPENDING™
Free Spirits
pirt o $1,243
Group Tourists fe) .
. Average spending
Rejuvenators per person in BC
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TRAVEL AGENT/TOUR OPERATOR USAGE'
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Accommodations Transportation
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Activities

2% 20%

19% | 22%
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Other
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Potential travel
destinations

26%
Did not use
a travel agent

TRAVEL BOOKINGS"
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Offline Online Online travel agent  Online supplier

-
98%

Desktop

2%

Mobile

Trying local food
and drink

Natural attractions
like mountains
or waterfalls

Nightlife

Nature parks
Hiking or walking
in nature

Art galleries or
museums
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AVERAGE TRIP LENGTH IN BC”

19.1 Nights
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ACCOMMODATIONS!

Mid-priced hotel/motel
Luxury hotel

Bed & breakfast

Rented house/apt/condo
Budget hotel/motel
Home of friends/family

P 35%
N 20%
[ 6%
[ 6%

I 14%

0%

TRAVEL SEASONS]

28%

%

36%

%

Winter

TRANSPORTATION USED DURING TRIP™

Private automobile
Ferry

Rented automobile
Commercial plane
Bus

Train

Cruise ship

N 62%
P 57%
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VISITS BY REGION®

—— 0% Northern British Columbia

0% Cariboo Chilcotin Coast
60% Vancouver Island

70% Vancouver, Coast & Mountains

4% Thompson Okanagan

1% Kootenay Rockies
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CONTACT Us: TourismResearch(@DestinationBC.ca

Destination BC Tabulations from the 2016 International

Travel Survey (Statistics Canada)
Destination BC Global Marketing Plan 2019
Destination Canada’s Global Tourism Watch (2017)

¥ IATASRS Analyzer Data, August 2018 (provided by
Destination Canada)
o Destination BC Tabulations from the 2014 International

Travel Survey (Statistics Canada)
OECD
Bank of Canada
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[1]  Destination BC Internal Estimates
] Google InVITE Travel Search Queries
[3] Phocuswright

[4] Destination Canada's EQ Research (2012)
[S] Statistics Canada; Prepared by Destination BC
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