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Target Population

The target population are residents who are aged 18 years or more, who
have taken a long-haul pleasure holiday and stayed at least four nights in
a paid accommodation in the last three years or are thinking about doing
S0 in the next two years.

Timing of fieldwork

April 5t - 17th 2024

Geographical Definition for Qualified Trips

Qualified trips refer to trips taken outside of East Asia (e.g., China, Hong
Kong, Macau, Japan, South Korea and Taiwan)

To note:

In 2023, DC switched research providers to YouGov Canada, with the
research program evolving from the previous Global Travel Watch (GTW)
to the new Global Traveller Research Program (GTRP). As a result, no
trending is available for the Japan market.




Key Insights

Consideration for Canada as an international destination appears low among Japanese travellers, with
next 2-year immediate potential for Canada being close to 1.4M

Japanese travellers are most interested in visiting Canada during the Summer and Fall months

Japanese travellers are mostly likely to experience local food, nature, and historical sites

Travellers to Canada in the past 3 years were mostly on a holiday with spouse or partner

Potential Japanese travellers to Canada are most interested in Indigenous activities such as nature
excursions, museums, and dining
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LONIG-HAUL PLEASURE TRAVELLER SIZING

’

»

Total population aged 18 years or more! 104,952,000
X
- ' Incidence rate: Long-haul pleasure travellers o
This study was conducted among who ?ﬁgﬁgf‘;“yggg%'“ the past 3 years or plan 10.7%

long-haul pleasure travellers,
represented by 11.2M Japanese
people aged 18 years or more.

3

Size of the Long-haul Pleasure 11 230 000
Traveller Population I I
7 ‘,, o > y \ 23 3 { 7 8 b
; 9 v .",Ess'p"tm_“ ] T YO A T g e N Base: General population aged 18+ (n=2524)
[ V2 déébéc o Moni 4 24 : Y 1Source: Estimates 2020 Census, Statistics Bureau of Japan
. BT Ll b 5 . 3% . i 2 Note: Results are from 2023 YouGov Canada Omnibus Survey . 6
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SIZE OF THE POTENTIAL MARKET TO CANADA
(NEXT 2 YEARS)

Total potential long-haul pleasure travellers 11.230 000
aged 18 years or more e

X The next 2-year immediate

Target Market for Canada 61.7% potential for Canada is 1.4 million

Those in the dream to purchase stages of the
path to purchase for Canada long haul pleasure travellers.
= . - ‘

Size of the target market 6,929,000

X

Immediate Potential for Canada
Will definitely/very likely visit Canada in the 20.2%
next 2 years?!

Immediate potential 1,399,500

Base: Target market for Canada = long-haul plesure travellers (past 3 years or next 2 years) (n=1501); Immediate potential for Canada = dream to April 2024
purchase stages for P2P for Canada (n=926) ] ) o . ) New Brunswick
Which of the following best describes your current situation when thinking about each of the following destinations for a holiday trip? (Select one n

& Grand Manan Island Japan GTRP —

7 for each) Realistically, how likely are you to take a holiday trip to Canada in the next 2 years? (Select one)
lincludes respondents likely to visit Canada for a trip of 1 to 3 nights, or a trip of 4 nights or more
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POTENTIAL MARKET SIZE FOR THE REGIONS

British Columbia and Ontario KEY
have the potential to draw in IMMEDIATE POTENTIAL FOR CANADA: 1,399,500
% LIKELY TO VISIT REGION
over 600,000 Japanese
, IMMEDIATE POTENTIAL
travellers over the next two (000°s)
YT
4.6% NU
65 NWT 2.4%
16.6% 34
233 NL
BC 6.4%
90
47.7%
668 MB
2? g% 3.9% QC PEOI
363 55 35.50 Ng 3%
SK ON 107 260 130
4.8% 45.0% 37
NS
67 630 4.2%
59

Base: Those in the dream to purchase stages of the path to purchase for Canada and

definitely/very likely to take a trip to Canada (n=926)

If you were to take a holiday trip to Canada, in the next 2 years, which of the following
Canadian provinces or territories are you likely to visit? (Select all that apply)
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TRAVEL DESTINATIONS LIKELY TO VISIT
(NEXT 2 YEARS)

Vancouver 35% Niagara Falls 32%

Victoria 19% Toronto 27%

Rocky Mountains 18% Ottawa 15%

Whistler 7% Muskoka 2%
Popular travel destinations include Okanagan 3% Other — ON 2%
Vancouver, Niagara Falls, Toronto, Other — BC %

and Montréal.

Rocky Mountains 14% Montréal 26%
Calgary 12% Québec City 16%
Banff 10% Mont Tremblant 5%
Edmonton 5% Other — QC 3%
Jasper 5%
Other — AB 1%

Niagara Falls

Ontario Base: Those in the dream to purchase stages of the path to purchase for Canada &

®
©

definitely/likely to take a trip to Canada (n=926)
Within [PROVINCE], which travel destinations are you likely to visit? (Select all that apply)




TRAVEL DESTINATIONS LIKELY TO VISIT
(NEXT 2 YEARS) (CONTINUED)

Saskatchewan Prince Edward Island

Saskatoon 2% Charlottetown 7%
Regina 1% Other — PEI 5%
Other — SK 2%
St. John’s 4%
Other — NL 3%
Churchill 2%
I 2 Potential Japanese travellers to
il o Whitehorse 3% Canada also show some interest in
pawson ey 2% visiting Yellowknife.
Saint John 2% —
Fredericton 1%
Other — NB 1% Yellowknife 14%
Inuvik 3%
Other — NWT 2%
Cape Breton 1% Igaluit 2%
Other — NS 2% Other — NU 1%
Halifax
L0 TR OVINGE] e v Gaatiaaaes o votr ey Eo vales (Soloct Al et apmiyy el to take a rp to Canada (n=926) & Nova Scotia sapan GTRP - April 2024 [}




TIME OF YEAR INTERESTED IN TAKING A TRIP TO
CANADA (NEXT 2 YEARS)

. : Winter Spring Summer Fall
Province/Territory (Dec, Jan, Feb) (Mar, Apr, May) (Jun, Jul, Aug) (Sept, Oct, Nov)
British Columbia 6% 10% 19% 15%
Alberta 3% 6% 9% 8%
Saskatchewan 1% 2% 3% 1%
Manitoba 1% 2% 2% 2%
Ontario 4% 8% 16% 14%
L % 8% 1% 1% Potential Japanese travellers to
New Brunswick 0% 1% 2% 1% Canada are most interested in
Nova Scotia 1% 1% 2% 2% V|S|t|ng during the summer and fall
Prince Edward Island 1% 3% 5% 3% months'
Newfoundland & Labrador 1% 2% 3% 3%
Yukon 2% 1% 2% 2%
Northwest Territories 5% 4% 6% 5%
Nunavut 1% 1% 1% 1%

A

WA
Falcon Trails Resort ‘ AR
Base: Those in the dream to purchase stages of the path to purchase for Canada & definitely/likely to take a trip to Canada (n=926) . J ; \BM \ y
11 During what time of year are you considering visiting [PROVINCE]? (Select all that apply) Manitoba Japan éTRP — April 20 y

I\
\
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CONISIDERING
CANADA AS

A TRAVEL
DESTINATION

& Peggy’s Cove
Nova Scotia

Japan GTRP — April 2024 n
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UNRIDED DESTINATION CONSIDERATION
(NEXT 2 YEARS)!

United States

. : : ¢ Thailand

sdEpnER RE AT SN R s e
Canada ranks relatively low for Australia
destination consideration on an Italy
Vietnam

unaided basis.

v 4
4 %

United Kingdom
Singapore
South Korea
Taiwan
Spain
Canada
Malaysia
Indonesia
Europe
Germany
China

- Base: Long-haul pleasure travellers (past 3 years or next 2 years) (n=1501)
Tofino A You mentioned that you are likely to take a long-haul holiday trip in the next 2 years. Which
e . i destinations are you seriously considering? (Please list up to 3 destinations)
British Columbia INote: Roll-up of brand mentions by country (e.g., percentage who said “Canada” or any ®
destination in Canada).

13




.‘"" CANADIAN TOURISM DATA * DESTINATION

%y collective CANADA

STAGE IN THE PURCHASE CYCLE FOR CANADA

} Actively
pCUlUCRULE  Only five percent of Japanese
= Am currenty maling ransportaton and accommodaor 0 Cﬁi;ada travellers are actively planning a
° trip to Canada.

® Am planning the itinerary for a trip to this country

m Have already booked my transportation and
accommodations 5%

- 44
52% : N
m Have started to gather some travel information for a trip to
this country 2

—

Fine-

J

m Seriously considering visiting / returning in the next 2 years

b=
&
=

.,",

P

Dreaming about visiting / returning someday

Not interested in visiting / returning in the foreseeable future

Have never thought of taking a trip to this destination

14 Base: Long-haul pleasure travellers (past 3 years or next 2 years) (n=1501)
Which of the following best describes your current situation when thinking about each of the following destinations for a holiday trip?
(Select one for each)
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TOP 10 GENERAL ACTIVITIES INTERESTED IN

64%

Trying Local Food and Drink

08%

Nature Walks

09%

Natural Attractions

92%

Historical, Archaeological or World
Heritage Sites

471%

Northern Lights

16 Bas e: Lon ng-ha IpI e tra || (p st 3 yea 2 yea

Ig ral, what a e pI e you d WhI

44%

Local Markets

45%

Shopping for Items That Help Me
Remember My Trip

40%

Art Galleries or Museums

40%

Culinary Tours or Cooking Classes

38%

City Green Spaces Like Parks or
Gardens

) (n=1501)
on holiday? (Select all that apply)

The top activities Japanese
travellers are interested in include
trying local food, going on nature

walks, seeing natural attractions,
and visiting historical sites.
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GENERAL ACTIVITIES INTERESTED IN (FULL LIST)

Trying local food and drink  [NRNENEEGEGEEEEEEEE G490 Camping [N 19%
Nature walks [N 58% Music festivals [N 13%
Natural attractions [ NN 5520 Lakeside beaches [ 18%
Historical, archaeological or world heritage sites [ I NNRNEGIGIGITIGIGNGGGEGEEEE 5°% Guided train tours [ NN 17%
Northern lights IR 47% Casual biking [NNINGEGNE 17%
Local markets |GGG 449% Kayaking, canoeing or paddle boarding | NN 16%
Shopping for items that help me remember my trip [ NRNRNRGEGEGEGEGEGEGEEEEEEEEEEEEE 43% Spa or wellness centres [N 16%
Art galleries or museums [N 410% Nightlife | 14%
Culinary tours or cooking classes | IS 40% Sporting events (to attend or participate) [ NG 13%
City green spaces like parks or gardens [N 33% Self-guided driving tours or road trips | NN 13%
Autumn colours NG 35% Road cycling I 13%

Oceans'\i‘;;”:(::i: __ 333‘!;? Guided airplane or r_lelicoptertours I 13:)%
Cultural or traditional festivals [ NN 31% Gu\;(\j,;(:e?(;::;l;i I igcﬁ
Travelling to remote destinations | NG 30% Golfing I 12%
Guided nature tours [ NN 30% - -
Hiking G 290, ki o Lo
Food and drink festivals or events [N 9% Downhill skiing or snowboarding 10%

g — Shopping for luxury items I 9%
Viewing wildlife or marine life IS 9% Agricultural or country farm tours | 9%
Spring blossoms I 28% Snowshoeing or cross country sking I 9%
Amusement or theme parks NN 2 6% Mountain biking [l 8%
Live shows I 05% Movie festivals I 8%
Learning about Indigenous culture, traditions or history NN 25% Renting a recreational vehicle (RV) [l 6%
Breweries or wineries [ INNNGNGgGgG@E 23% Comedy festivals [l 4%
Shopping for clothes and shoes NG 2 3% Hunting [l 3%
Exploring places most tourists won't go to [ NNRNEGBEE 229 Wilderness lodges [l 3%
Guided city tours NG 20% Heli-skiing [l 3%
Fine dining NI 19% Rodeos W 2%
Base: Long-haul pleasure travellers (past 3 years or next 2 years) (n=1501) ® |17
In general, what activities or places are you interested in while on holiday? (Select all that apply)
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PRIORITY OF SUSTRINIRBLE TRAVEL
VWHEN PLANNING A TRIP

TR

% Priority (5-7)
48%

Almost half of Japanese travellers
consider sustainable travel a
priority.

= 7 - Essential priority =6 =5 =4 -3 =2 =1-Not a priority

Base: Long-haul pleasure travellers (past 3 years or next 2 years) (n=1501)
How much of a priority is sustainable travel to you when you are planning a trip? Please use a 7-

Nahanni
- point scale, where 7 means ‘essential priority’ and 1 means ‘not a priority’.
Northwest Territories Sustainable travel refers to “travel that minimizes any negative impacts on the destination’s )
environment, economy and society, while making positive contributions to the local people and

conserving the destination’s natural and cultural heritage”.

18



IMPACT OF EXTREME WERTHER EVENTS
ON TRAVEL PLANS

19

= Very concerned

Very concerned /
Somewhat
Concerned

81%

= Somewhat concerned

= Not very concerned

= Not concerned at all

199/ Changed/Cancelled plans in the past 3
(o] years due to extreme weather events

Base: Long-haul pleasure travellers (past 3 years or next 2 years) (n=746)

How concerned are you about extreme weather events affecting your travel plans?

In the past 3 years, have you ever had to change plans or cancel a trip due to extreme weather events?

Extreme weather events description: As you may or may not be aware, extreme weather events are occurrences of unusually severe
weather or climate conditions. They are often short-lived and include blizzards, heat waves, wildfires, tornadoes, hurricanes or

tropical cyclones.

Eight in ten Japanese travellers are
concerned about extreme weather
events, but only two in ten have

had to change their plans due to
weather issues in the past three

Rocky Mountains
Alberta
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INTEREST IN INDIGENIQUS ™ =>"<""ve MedcANARA
CULTURAL & TOURISM ACTIVITIES

Potential Japanese travellers to % Somewhat/Very Interested
Canada are most interested in Indigenous adventure or excursions in nature
I n d I g enous aC-t IVities suc h as Vis!ting a museum, interpretation center or traditional
nature excursions, museums, and Indigenous site

dinin g. Experiencing Indigenous food and drink

73%

64%

59%
Visiting an Indigenous boutique or art/craft exhibition 57%

Stay in Indigenous accommodation 55%

Learning about Indigenous ways of life by visiting an

Indigenous community 54%

Attending an Indigenous Pow Wow, festival, event,

or performance 52%

Learning about Indigenous ways of life through
storytelling or connecting with Indigenous Elders

50%

Visiting remote northern Indigenous communities 49%
Hunting and fishing activity with an Indigenous

outfitter 47%

Learning about residential schools and reconciliation

with Indigenous peoples 41%

s Base: Those in the dream to purchase stages of the path to purchase for Canada (n=926)
. What is your level of interest in the following Indigenous cultural experiences and tourism
. . activities in Canada? Indigenous Tourism Description: As you may or may not know, in Canada,
< o 3 - SR Indigenous tourism businesses are majority-owned or operated by Indigenous peoples (First . 21
- e i : " & Nations, Métis or Inuit). The social and economic benefits of Indigenous tourism businesses goes
2 P LA R RS e e P R back to the business owners and/or the communities where they are based.
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Travellers to Canada in the past 3
years were most likely to try local
food, shop for souvenirs, and go
on nature walks during their trip.

N (SI ect IItht pply)
. mall bas

40%

Trying Local Food and Drink

31%

Shopping for Items to Remember My

Trip

31%

Nature Walks

32%

City Green Spaces

31%

ret with caution (n<50)

Ao, CANADIAN TOURISM DATA * DESTINATION
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' TOP 10 ACTIVITIES PARTICIPATED IN DURING
PAST 3 YEAR TRIP TO CANRDA

26%

Natural Attractions

26%

Historical, Archaeological or World
Heritage Sites

24%

Local Markets

24%

Amusement or Theme Parks

24%

Nature Parks Fine Dining
haul plea veller 3y 2y II o0 Canada 0*
Wh hl_ftP£1J fllev ng a ttt f ()‘/)dtdy u par t p)it d )gTy tttpt C( d4 )

Japan GTRP — April 2024

CANADA

23



Travellers to Canada in the past 3
years most likely came with a
significant other. Travellers also
visited for a solo trip.

: Hopewell Rocks
ew Brunswick

Spouse or partner

Alone/solo

Friend(s)

Child (under 18 years old)

Child (18 years old or older)

Business associates or colleagues

Parent(s)

Other family members

Other

Base: Long-haul pleasure travellers (past 3 years or next 2 years), Travellers to
Canada (n=40%)

With whom did you travel on this trip? (Select all that apply)

*Small base size, interpret with caution (n<50)
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TRAVEL PARTY OF PAST § YEAR TRIP TO

45%

26%

9%

= I

13%

H
o
S

3 -.
S

3
S

2
S

— i BN .
<
(=)

Japan GTRP — April 2024 &)
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ORGANIZED GROUP TOUR USAGE FOR
PAST 3 YEAR TRIP TO CANADA

Almost six in ten travellers to
Canada in the past 3 years used an | _
. Yes, my whole trip was part of an organized group 0
organized group tour for at least tour 13%
part of their trip.

3 T R
WL ¥ ¢ ".r, it

Yes, a portion of my trip was part of an organized

group tour 45%

No 42%

: Base: Long-haul pleasure travellers (past 3 years or next 2 years), Travellers to Canada (n=40%)
B tiihs A Z ¢ 2 An organized group tour consists of a package where any combination of accommodation,
Miramichi River ; - transportation, food and/or activities are included as a multi-day itinerary. Did you travel as a part
of an organized group tour on this trip? . 25
*Small base size, interpret with caution (n<50)

New: Brunswick
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BOOKING FLIGHTS FOR PAST 3 YEAR TRIP TO CANRDR == IR

e S e
- WA AN

, S
\‘: *
Booked with travel agent/tour operator _ 45% r = ‘ ‘

Booked online with a travel agent/tour operator
(e.g. Hanatour or Interpark )

19%

Booked on the phone with a travel agent/tour

0
operator (e.g. Hanatour or Lotte Tour) 16%

Sooked | Travellers to Canada in the past 3
ooked in-person with a travel agent/tour operator o .
(e.g. Hanatour or Lotte Tour) 13% years were most likely to book

-

Booked online through an online booking engine - 349% f|lghtS through a travel agent or .
(6-9. Skyscanner or NAVER Fligh) tour operator, followed by an online

Booked directly with the airline(s) - 16% b 00 kl n g en g I ne.

Booked by someone else in the travel party . 10%
Other I 3%

Did not need to book any flights I 3%

How did you book your flight for this trip? (Select all that apply)

Base: Long-haul pleasure travellers (past 3 years or next 2 years), Travellers to Canada (n=40%) & Eredericton
26 *Small base size, interpret with caution (n<50) )

Japan GTRP — April 2024 n
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TR '1 BOOKING ACCOMIVIODATIONS FOR PAST 3
| YERRTRIP TO cANADA

Travellers to Canada in the past 3
years were also most likely to book Travel agent/tour operator (NET) _ 45%

accommOdationS through a travel Booked in-person with a travel agent/tour operator (e.g. - 24%
agent or tour Operator’ followed by Hanatour or Lotte Tour)

using a booking engine.

Booked online with a travel agent/tour operator (e.qg. 13%
Hanatour or Interpark) 0

(e.g. Hanatour or Lotte Tour)
Booked online through an online booking engine (e.g. 320
Skyscanner or NAVER Flight) 0

Booked by someone else in the travel party - 13%

Booked on the phone with a travel agent/tour operator - 13%

Booked directly with the lodging/accommodation 89
establishment 0

Booked through a visitors information centre at the 89
destination 0

Did not need to book any accommodation . 8%

Other I 5%

Base: Long-haul pleasure travellers (past 3 years or next 2 years), Travellers to Canada

Toronto (n=40*
: S How did you book your accommodation for this trip? (Select all that apply) @ |2/
Ontario T *Small base size, interpret with caution (n<50)
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TYPES OF AGCOMIMODATION DURING PAST § YEAR
TRIP TO CANRDA

-,

A

- h N
SWANS A NYSTAVAT NN (

Mid-priced hotel / motel _ 40%

Luxury hotel - 23%

Rented house, apartment or condominium - 17%

Budget hotel / motel - 15%

Guest ranch, farm, or lodge - 14%
Bed & Breakfast (B&B) . 11%

Hostel, university or school dormitory l 6%

Unique accommodation l 6%

p— l\.
——————e

——

Travellers to Canada in the past 3
Glamping l 6%

years were most likely to stay in a
mid-priced or luxury hotel.

#

e
-
—

All-inclusive resort l 6%

Camping or trailer park I 3%

A
K -
Other l 6%
Base: Long-haul holiday travellers (past 3 years or next 2 years), Travellers to Canada (n=37*)
Which type of accommodation did you stay in during this trip? (Select all that apply)
28  *Small base size, interpret with caution (n<50

& Fredericton

New Brunswic

Japan GTRP — April 20245 n



THANK YOU

For any questions, please reach out to research@destinationcanada.com
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