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Promoters 63%
Passives 28%
Detractors 8%
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Ontario's economy is expected to remain unchanged in
2018. There might be a decrease in net migration and a

hE
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decline in the unemployment rate.®

Ontario travellers are equally likely to travel in the summer
as in the winter.t

From a brand perspective, BC’s strongest differentiator is
its “beautiful natural scenery” as well as “easily accessible
nature and wilderness” and “a place that has nature that
uplifts and inspires.”f

FORECAST VISITATION TO BC!!

205,000

+3%

FORECAST EXPENDITURES TO BCI1

$1,225.6M

+5%

BC TRAVEL SEARCH QUERIES™

(O +3%
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TRAVELLER CHARACTERISTICS

TRAVEL PARTY"™

TOP3 EQTYPESt

Gentle Explorers

Authentic Experiencer

Free Spirits
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Average spending per

person in BC
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TRIP PURPOSE™
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Online Online travel agent  Online supplier

59%

Offline

-
94%

Desktop

6%

Mobile

TOP 5 ACTIVITIES'

iy

City/town
sightseeing

Visit family & friends

Shopping

Arts/culture/history
and hiking

Sampling local

cuisine

ACCOMMODATIONS'

I 64%
B 21%
2%

Hotel/resort
Home of friends/family
B&B/Guest house

AirBnB/shared economy [l 12%
Motel/inn [ 9%
Own cottage/second home [ 3%
Campground/RV park | 2%

TRANSPORTATION USED DURING TRIP”

Commercial aircraft [ 83%

Carortruck | 3%
Ship/ferry | 2%
Other . 13%

VISITS BY REGIONt

— 3% Northern British Columbia
2% Cariboo Chilcotin Coast

35% Vancouver Island

83% Vancouver, Coast & Mountains
21% Thompson Okanagan
10% Kootenay Rockies
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