OCTOBER 2018

ANWJ=4 MARKET PROFILES Ao
U N IT E D KI N G D O M BRITISH COLUMBIA™

MARKET OVERVIEW BC PAST PERFORMANCE

VISITATION [2 EXPENDITURES 2 NET PROMOTER

o 84,058,800
Overnight outbound departures from UK (+4%) — 6% _|_7O/O ,I 7

MARKET POTENTIAL DEMAND BC RANK™ Annual growth rate Annual growth rate o

POTENTIAL! (2013-2017) (2013-2017)
United ngdom is the

Promoters 37%
2 79 6/\A 3 r Passives 44%
o) 9 3 6()/ - 3 8 ()/ " Detractors 19%
5 8 / |argest international (@) (@)
O market for BC % BC’s share of e)) BC’s share of AIRLINE SEAT
Canadian Canadian CAPACITY
MARKET STATUS™ UK visitation UK expenditures
Likelihood to visit BC . . B~ * %
nthense2yeas | IV\aintain our strength o

MARKET INSIGHTS SHORT-TERM FORECAST (2019)

FORECAST VISITATION TO BC 12 FORECAST EXPENDITURES TO BC 2

Visitation forecasts anticipate small growth due to a
reduction in the visiting friends and relatives and business
travel, not a significant decrease in the leisure market.l"
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There is an opportunity, thanks to the increased value of

the UK pound against the CDN dollar.
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Brexit negotiations are proceeding but have not impacted
travel bookings.
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TRAVELLER CHARACTERISTICS
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