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Canada Market Overview 

  
• Canada GDP - Real GDP in Canada is expected to grow by 1.9 per cent in 2015 and 2.5 per cent in 

2016 and by 2.0 per cent in 2017.  
 
• Population - Canada’s population is expected to reach almost 37.6 million by 2019, an increase of 

4.6 per cent. Growth will be greatest in Alberta (7.1%) and Saskatchewan (6.2%). In the most 
populous provinces—Ontario and Quebec—the population is expected to increase 4.9 per cent 
and 3.4 per cent, respectively. The Atlantic Provinces are expected to experience a more modest 
1.2 per cent growth through 2019 to reach almost 2.4 million people. 

 
• Employment - Canadian employment rose 12,000 in September, slightly above the 10,000 

increase expected. Full-time employment dropped while part-time employment 
surged. The unemployment rate rose to 7.1%. 
 

• Canadian Dollar - The Canadian dollar is forecasted to move lower over coming months. The 
USD/CAD rising to 1.35 by the end of 2015 on the back of this CAD weakness.  Further gains to 
1.37 are predicted in the first quarter of 2016 and a rate of 1.41 will see the USD/CAD through to 
the end of 2016. 

 
• Alberta’s Economic Downturn - Albertans are being warned to take a closer look at their finances 

with the economy teetering towards a recession and many companies announcing layoffs. 
Alberta’s GDP will grow by 0.4 per cent in 2015, the weakest in six years. The figure is down from 
the previous projections of a 0.8 per cent growth rate. Alberta has been hit hard since global oil 
prices began to plummet a year ago.  

 
• Interest Rate Cut - The Bank of Canada left its benchmark interest rate on hold at 0.5 percent on 

September, 2015.  Analysts expect Canada to maintain interest rates until 2017  

 
 Source: RBC.com, Bank of Canada 



Outbound Travel  - U.S. 
 
• Canadian Travel to the United States YOY - Compared to 2014, the number of overnight trips to the 

U.S. (for all purposes) fell by -6.1 per cent during the January-June (2015) travel period. To-date, 
Canadians have made 667 thousand fewer overnight trips stateside, 88.8 per cent of which were trips 
by automobile. So far this year, direct passenger arrivals to Hawaii increased 7.7 per cent while Los 
Angeles and Phoenix each recorded increases of 6.8 per cent.  

 
• Total Canadian Outbound Travel - During the first half of 2015, Canadians made more than 16.6 

million trips to the U.S. and other destinations. Of this total, an estimated 13.6 million trips were for 
leisure purposes. Forty per cent of leisure trips were to destinations other than the U.S. (5.5 million). 
While growth was registered in overseas leisure travel (+9.0%), Canadians have made half a million 
fewer leisure trips stateside so far this year. Overseas trips increased from every province except 
Saskatchewan, but only residents of Ontario and BC increased their non-auto trips to the U.S. The 
volume of auto trips to the U.S. decreased in every region.  

 
• Forecast –  Canada is a top markets generating visitors to the United States – Canada and Mexico – 

are forecast to increase in 2015 by one percent and eight percent, respectively. Canada is expected to 
see growth from 2014 to 2020 by 3.4 million (15 percent) 

4 Source: Statistics Canada, CBoC, RBC 



Canada Population & Demographics 
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Aging Population - Canada’s population will grow by 5.7 per cent over next 5 years and will age 
dramatically. Both will have a positive influence on outbound leisure travel through 2018. Canada’s 
baby boomers will continue to drive the outbound leisure travel market over the next 5 years. By 
2017 there will be more seniors (65+) in Canada than children. 



Key Demographics/Trends – Boomers/Zoomers 
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Travel Trends 
 
• Snow birds - Increasingly, Canadians are heading to warm-weather destinations in the United States to buy 

or rent second homes. Florida attracts 40 per cent of Canadians, according to a 2013 survey by the 
National Association of Realtors, but Arizona ranks second with 24 per cent of snowbirds. NAR data show 
that 86 per cent of Canadian buyers paid cash, with 47 per cent buying in small towns and resort areas and 
41 per cent in suburban communities. 
 

At the heart of this trend is the Baby Boom generation, of whom four in ten are grandparents. This population 
segment values travel and doesn't consider a vacation a luxury, but rather a "must have". They are living longer 
and staying active later into life. This group is also wealthier than their predecessors often allowing them to be 
the “financiers” of the family vacation. As the number of grandparents continues to increase, multi-
generational travel will also grow in size and influence. 

 
 
. 

Source: Statistics Canada, Globe and Mail 
  



Key Demographics/Trends - Millennials 
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As of 2014, there were an estimated 8.25 million Canadians in the 18-to-34 age group, accounting for 
approximately 23% of Canada’s total population and 29% of the national adult population 
 
Travel 
 
• In terms of accommodations, the hotel industry still has a long lead over other options, with almost 

40% of millennials saying they used a hotel during their last trip.  
 

• Millennials tend to book through travel professionals when trips are tied to life-stages, such as 
bachelor and bachelorette parties, destination weddings, group travel and travel with tours 

 
• Millennials are the most mobile. 18-34 year-olds exhibit the highest propensity to spend their 

internet time on mobile devices, particularly smartphones — a demographic skew that is true across 
all three markets. Millennials’ mobile activity is driven by their smartphone preferences. 18-34 year-
olds have the highest smartphone penetration of 90 percent+ across the board, and they are more 
likely to use iPhones than older age groups. 
 

• Millennials are extremely active users of online tools; while they use multiple sources of information 
as part of their planning process, they often complete the booking via the travel advisor. 

 
 

Source: Canadian Tourism Commission, Travel 
Week 
  



Canadian Travel Trends 
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Source: Hotels.com, CBoC 
  

Mobile Hotel Bookings Gaining Traction Among Canadian Travelers - According to Hotels.com's most 
recent Hotel Price Index (HPI), booking travel “on the go” is a rapidly-growing trend in Canada. Here in 
Canada, Hotels.com's HPI reported more than 80 per cent growth in mobile bookings during 2014. The 
majority of Canadians booking on mobile devices, more than four-fifths, made reservations at two- or 
three-star hotels. The data also showed that Canadian travelers are using their devices for all types of 
bookings, whether it's staying local, exploring Europe, backpacking in Asia or touring Latin America. Los 
Angeles was ranked in 5th place and San Francisco was positioned at 9th place in top 10 international 
destinations booked by Canadian travelers via mobile devices in Canada. 

 



Canadian Travel Trends 

9 
Source: Hotels.com, CBoC 
  

Multi-generational Trips Remain a Top Travel Trend - Multi-generational travel is growing quickly and 
continues to present a significant market opportunity due to both changing demographics and a shift 
in attitudes. According to research conducted by the Preferred Hotel Group, 40 per cent of all active 
leisure travelers have taken at least one multi-generational trip (defined as a trip of parties in three or 
more generations). More than three-quarters (77 per cent) of these trips took place around a “life 
event”. The most frequently cited celebrations were a “milestone birthday” (50 per cent), a 
“milestone anniversary” (40 per cent), family reunions (39 per cent), and weddings (37 per cent).  



Canadian Media Landscape 
• Canada’s media outlets are primarily owned by a small group of companies, including Bell, Shaw, 

Rogers, Quebecor, and Canadian Broadcasting Corporation. 
 
• The current economic climate has resulted in layoffs and reduced operational resources. Travel Editors 

are increasingly using staff to fill their travel content, rather than freelancers. Some Canadian 
publications have increased their US content as a result of limited staff.  

 
• The Internet is video focused. By 2017, online videos will make up nearly 70 per cent of consumer 

Internet traffic. Today, over 20 per cent of video views are happening on mobile devices, and that trend 
is growing quickly. 
 

• Canada’s media landscape is changing. Vice Media Inc. and AOL Inc., who both cater to a younger, 
online-focused audience are building new production studios in Toronto.  Traditional newspaper 
publishers have struggled to appeal to younger audiences at a time when print advertising revenue 
sinks. The Toronto Star, Canada’s largest-circulation newspaper, reported in November they were 
getting rid of the paywall and would develop a new tablet application.  

 
• Canadians are savvy and look to many media channels when planning their vacation. The internet 

(blogs, newsletters, travel websites) continues to be a popular resource for travelers researching 
vacation destinations. However, Canadians are still very influenced by traditional media, such as 
lifestyle magazines, business, finance, news and current events, such as talk and news radio, morning 
shows, newspapers and network sites   

10 Source: Business News Network 



Top Canadian Media 
National Newspapers 

 
Regional Newspapers 
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Top Magazines 

Travel Magazines 

French Magazines 

In Flight Magazines 

Online Outlets 

Trade Publications 

Broadcast Outlets  



Social Media 

• Social media and smartphones have disrupted a host of industries, and travel is no exception. Social 
sites and mobile tech have changed the way the Canadians prepare for, participate in, and recover 
from a vacation.  

 
• Facebook is still the top social network in Canada, followed by LinkedIn, Twitter and Instagram. 

LinkedIn and Instagram usage is increasing, while Facebook and Twitter growth has virtually leveled 
off. 

 
• Instagram, meanwhile, has significantly fewer users — just 16 percent of the people polled — but 

those users are more enthusiastic about the platform than any other: eight in 10 were satisfied, and 
of those eight, four in were very satisfied. 

 
• 92 percent of consumers trust earned media, such as word of mouth and recommendations from 

friends and family, above all other forms of advertising 

       
 

12 Source: Nielsen.com, Canadian’s Internet Business 



Canada Travel to Arizona  
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VISITS NIGHTS SPENDING IN STATE 
FLORIDA 1,639,900 25,572,500 1,682,487,400 

NEW YORK 690,700 2,586,600 339,666,300 

WASHINGTON 570,600 1,818,800 158,274,800 

CALIFORNIA 525,100 4,970,000 532,726,300 

NEVADA 414,800 1,978,400 349,666,300 

HAWAII 371,400 5,938,100 712,316,300 

ARIZONA 359,600 6,383,400 435,196,100 
MICHIGAN 231,000 820,300 61,879,400 

PENNSYLVANIA 195,000 783,400 62,899,800 

GEORGIA 164,000 436,400 30,759,700 

TEXAS 162,000 1,778,800 165,495,000 

SOUTH CAROLINA 158,200 1,110,200 85,759,900 

VIRGINIA 149,300 1,411,800 103,793,200 

VERMONT 140,100 421,600 42,812,200 

OHIO 128,000 424,500 24,741,800 

.  FIGURES NOT APPLICABLE 
0  FIGURES UNDER 50 

TRAVEL BY CANADIANS TO THE UNITED STATES, TOP 15 STATES VISITED 

STATE VISITED 
ONE OR MORE NIGHTS: 

FOOTNOTES : 
1) THIS TABLE USES P-VISIT FOR WEIGHTING. 
2) THE FOLLOWING SYMBOLS ARE USED: 

INTERNATIONAL TRAVEL SURVEY:  C A N A D I A N   R E S I D E N T S   -  2015  - 
1ST. QUARTER (JAN-MAR)    CLIENT:     REQUEST #: TOP 15 STATES 

  
DATA SELECTED: TOP 15 U.S. STATE VISITS 

OVERNIGHT VISITS 
WEIGHT: P-VISIT  - WEIGHTED DATA ARE ROUNDED BY 100'S 

• Canadian visitation into Arizona grew by 5.4% 
from 2013 to 2014, with a record 896,467 
visitors; 

 
• Provinces of Alberta (34%), Ontario (23%) and 

British Columbia (22%) continue to provide the 
highest number of Canadian visitors to the 
state; 
 

• Main reason for visit (91%) is leisure for a 
vacation holiday (54%), to visit friends/relatives 
(17%) or second home/cottage/condo (16%). 
 

• Canada Visa Card Spending ranked # 1 in 2014  
(47% of total international travel spend) . 
Visitor Characteristics: 20.8 nights/1.9 persons 
average party size/$1,258 party spending per 
trip 
 

• Total Arizona Vacation spending by Canadians in 
2014 was $923 million. 77% of Canadian Visa 
Dollars spent are in Phoenix and Central 
Arizona  

Source: Arizona Office of Tourism Research Division Statistics Canada 



Why do Canadians travel to Arizona?  

Primary motivators  

Mild weather and diverse climate 

• Natural beauty: Desert landscape, Sedona Red Rocks, Grand Canyon 

Secondary motivators 

Cultural/Historical 
Attractions (48%) 

 American Indian  

 Old West 

 Architecture 

 Route 66 

 Museums 

 

Local lifestyle (44%) 

• Year-round golf & 
outdoor activities 

• Unique and authentic 
offerings 

 

Dining/Gastronomy (38%) 

• Restaurants 

• Farm-to-table 

• Local  & indigenous 
foods 

• Wine regions 

 

Shopping (31%) 

• Affordability (tax and 
prices) 

• Selection (mix of high-
end, outlets and 
mainstream options) 

 

Canadian Travelers to Arizona  

Source: Brand USA 2013 Business Plan 14 



Canada Travel to Arizona 
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Mode of Entry: 61% Airplane and 35% Auto 

 

Air Access from Canada WestJet 

• Daily, non-stop service: Calgary, Edmonton, Toronto, Vancouver 

 Other non-stop service: Regina, Saskatoon, Winnipeg 

Air Canada Rouge 

• Year-round, Daily, non-stop service: Toronto 

 Seasonal, non-stop service: Vancouver 

US Airways 

 Year-round, non-stop service: Calgary, Edmonton, Vancouver 

Source: WestJet, Air Canada and US Airways 

Booking Trends:  
• Source used in Destination Selection for last Leisure Trip: 

 64% Websites/45% Recommendation from F&F/24% Printed Travel Guides/24% Travel 
Professionals and Agents 

• Advance Decision Time: 
 16% less than a month/ 21% 1-2 months/ 30% 3-5 months/ 22% 6-12 months 

• Likelihood to Travel to USA: 
 47% in the next six months/ 24% 6-12 months 

 

 



Core Markets - Differences 
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Eastern Canada 
 

 

• Weather: harsh winters drive Canadians 
travelers to sun destinations 

 

 

• Proximity to Arizona: more likely to enjoy 
longer stays; lack of direct air access from 
QC does not deter market 

 

• Economy:  Temporary uncertainty as a 
result of the Canadian federal election.   
The outcome will weigh heavily on the 
direction of our economic climate  

 

 

Western Canada   

  
• Weather: winter weather in BC, SK - drives 

winter travel to sun destinations.  Harsher 
winter in MB a driver for longer and more 
frequent stays.  Unpredictable weather in 
AB drives travel year-round 

 

• Proximity to Arizona: short-haul market 
and air lift provides easy access 

 

• Economy: AB continues to struggle to 
recover from declining oil prices. The 
housing market took a significant hit in 
2015. As many lose their jobs, more and 
more homes are going on the market. The 
federal election will determine our 
economic climate for 2016  

 

 



Challenges/Opportunities in promoting the State 
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Challenges Opportunities  

Misconception that Arizona only 
has a desolate desert climate 

Promote the state’s diverse 
climates and four-season regions 
plus associated experiences, 
landscapes and culture available 
to visitors 

Misconception that Arizona is 
only for Snowbirds and Seniors 

Promote the state’s year round 
regions and activities that appeal 
to multiple demographics and age 
groups 

Misconception that tourists can 
visit multiple regions throughout 
the state within a short period of 
time 

Take a regional approach when 
promoting the state and 
encourage repeat visits 



Tips to be successful in Canada 
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Diversify Communication Strategies: 
 
• Integration is key. Print is not obsolete, but it no longer reins supreme. Stories that run only online 

(Huffington Post for example) can be just as effective in reaching target markets and raising 
awareness of travel in Arizona as the front page of a travel section in a daily newspaper. 

 
• Incorporate a solid social media strategy with all press visits and maintain momentum. Use social 

media platforms to engage, not just inform. 
 

Target Niche Markets: Zoomers (peak of the baby boomers generation) and Millennials 
 

• Canadians 45-plus (“Zoomers”) account for 14.5 million out of 34 million Canadians.  Zoomer 
Travel is the only demographic whose travel habits are not expected to change . Zoomers account 
for 54 percent of all travel from Canada  

 

• The millennial travel sector is growing fast -  the number of youth trips is expected to double 
by 2020 to 300 million per year. It’s no longer a niche, but rather a catalyst for true growth 
 

• There are other benefits from the millennials sector for tourism, including: 
• Millennials are often trailblazers who discover and publicize spots undiscovered by traditional 

tourists 
• Millennials often spend more in destinations because they travel longer 
• Millennials rack up the air miles by travelling further and more often than other groups. 

 

Source: CARP, Destination Canada 



FY15 At A Glance 
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• Bi-Monthly E-Newsletters  -  Built and distributed e-newsletters covering several topics. Included photos, 
quotes and opportunities to click thru to Arizona destinations and suppliers. In Canada, newsletters 
reached 500+ travel media  

 
• Vancouver Media Marketplace – Planned and executed a reception style event that gave PR Partners 

from Arizona the opportunity to pitch stories to A-list Canadian media and develop quality leads for 
future press trips.   
 

• Media Missions (Toronto, Montreal) – Organized a full schedule of one on one appointments with 
relevant media outlets to pitch stories of interest and foster relationships with valuable media contacts 

 
Delivered A-list media to Arizona’s different regions resulting in quality coverage and stimulating 

interest and bookings to the State  



Successes: Media E-Newsletters –  

 

• Distributed seven e-newsletters to national media  

Areas of Interest: Sports, American Indian Culture, Public Art, Luxury in Arizona, Outdoors in 
Arizona, Star Gazing  

 

 FY16 themes include: 

• Retreats 

• Culinary Delights 

• Health 

• Family Travel 

• Spring in Arizona 

• Beat the Heat  

 

Newsletters 

20 



Missions 
Vancouver Media Marketplace Event (August 2014) 
 
• Regional attendees: Prescott, Phoenix, Mesa, Flagstaff, Scottsdale, Sedona, Tucson, Hualapai 
 
• 27 A-list media attended the event 
 
• Results included 4 press trips, event coverage and social media trending 
 
Media testimonials: 
 
• “The evening in Vancouver with you and the Arizona team was a winner…a convivial get-

together, which we thoroughly enjoyed. And of course it gave us a chance to hear at first-hand of 
the exciting tourism developments in Arizona. Thank you for having us.” 
~ Ursula and Eldrid Retief, Editors in Chief, Top Events USA 

 
• “What a pleasant, interesting evening. Thank you - and all [the] Arizona partners. I posted some 

of the [Art of the People] painting pictures on Facebook. They look pretty good!” 
         ~ Ursula Maxwell-Lewis, Freelance 

 
• “Rick & I gathered some wonderful insights into compelling possibilities involving easy to 

moderate hiking in Arizona's parks, trails & canyons...& more!” 
~ Chris & Rick Milligan, Freelance writers 
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Toronto/Montreal mini media mission (March 2015) 
 
• Met with almost 16 A-list French- and English-language media in one-on-one meetings 

 
• Results included 2 completed press trips, and mission coverage  

Missions 
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FY15 Results  
 
• Achieved target (21) for media visits in last fiscal year 
• Increased generated coverage by 31%+ over previous year (total 121+ articles) 

 
 

• Total Media Hosted – 21 
• E-Newsletters – 7 
• Total Ad Value - $1,620,406.96 

 
• Total Print Articles – 61 
• Total Print Reach – 11,582,105 
• Total Print Ad Value - $1,005,531.71 

 

Results 
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• Total Online Articles – 60 
• Total Online Reach – 17,718,656 
• Total Online Ad Value - $354,875.25 

 
• Total Broadcast Coverage – 3 
• Total Broadcast Reach – 3,001,100 
• Total Broadcast Ad Value - $260,000.00 

 



Northern Arizona 
Press Coverage Examples 
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Northern Arizona 
Press Coverage Examples 
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Central Arizona 
Press Coverage Examples 
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Central Arizona 
Press Coverage Examples 
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Southern Arizona 
Press Coverage Examples 

 
 



Southern Arizona 
Press Coverage Examples 
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30 

State-Wide Arizona 
Press Coverage Examples 
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State-Wide Arizona 
Press Coverage Examples 



 

Toronto Media Marketplace Event (November 2015) 

• Arizona regions in attendance: 12 Arizona Partners confirmed  

 

Vancouver/Calgary Media Mission (February 2016)  

• Will include one-on-one meetings with A-list media in western Canada  

 

Toronto/Montreal Media Mission (April 2016) 

• Will include one-on-one meetings with A-list French- and English-language media 

 

 

Fiscal 2016  
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THANK YOU! 

Charmaine Singh    Marsha Mowers 
CWW Canada    CWW Canada 
charmaine@cww.travel  marsham@cww.travel  
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