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Overnight outbound departures from US (+8%)
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Promoters 66%
Passives 22%
Detractors 12%

OVERNIGHT US AUTO
ENTRIES TO BC!!

= +3%

==} Land entries accounted for 98% of all Washington overnight
| visitor entries into BC; approximately 68% of BC's

overnight automobile entries are from Washington visitors.[?!

In 2017, Washington was named CNBC's top state for
business because their economy is growing faster than the
national average, there is a large concentration of science,

=

technology, engineering, and math workers, and they have
the second most patents filed, after California.[’]

Currently, BC’s strongest differentiators are “has lots of

i

opportunities to view wildlife,” “beautiful natural scenery,”

and “is a place where you can feel the power of nature.”’]

FORECAST VISITATION TO BC[2

1,455,000

+1%

FORECAST EXPENDITURES TO BC[?

$747 S5M

+3%

BC TRAVEL SEARCH QUERIES™
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TRAVELLER CHARACTERISTICS

TRAVEL PARTY"™

TOP 3 EQ TYPESH!

Gentle Explorers
Free Spirits

Authentic Experiencer

PAST 5 YEAR VISITATION TO BC"

&0 46%

SPENDING™

$441

Average spending
per person in BC

AVERAGE TRIP LENGTH IN BC”

3.8 Nights
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20-24 Q2%

25-34 [ 10%
35-44 [ 12%
45-54 [N 17%
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AGE™
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TOP 5 ACTIVITIES™
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City/town
sightseeing

Shopping

%ﬂ Trying local food and
drink

i. Arts/c.:ullture/histoy
and hiking

ACCOMMODATIONS"™
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4%

2%
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| 2%

[19%

Hotel/resort

Home of friends/family
Motel/inn

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

Own cottage/second home

TRANSPORTATION USED DURING TRIP™
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Private automobile
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