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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)

Source: Statistics Canada, CBoC, RBC



Canada Population & Demographics

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.

Population by sex and age group, by province and territory
(Number, both sexes)

2015

All ages 0to 14 15 to 64 65 and older

Both sexes (thousands)

Canada 35,851.8 5,749.4 24,321.5 5,780.9
Mewfoundland and Labrador 527.8 75.6 354.9 a7.3
Prince Edward Island 145.4 23.3 96.0 27.2
Mova Scotia 943.0 132.4 632.5 178.2
MNew Brunswick 753.9 109.1 501.7 143.1
Quebec 8,263.6 1,279.0 5,532.1 1,452.5
Ontario 13,792.1 2,193.0 9,387.9 2,211.2
Manitoba 1,293.4 240.8 8680.7 191.9
Saskatchewan 1,133.6 215.9 751.9 165.9
Alberta 4,196.5 770.9 2,938.4 487.2
British Columbia 4,683.1 532.3 3,182.8 818.1
Yukon 37.4 6.3 27.0 4.1
Morthwest Territories 44.1 9.4 31.6 3.0
Munawvut 36.9 11.5 24.1 1.4

MNote: Population on July 1.
Source: Statistics Canada, CANSIM, table 051-0001.
Last modified: 2015-09-29.



Key Demographics/Trends — Boomers/Zoomers

Between 2014 and 2019, the proportion of Canadians aged 55-64 will increase 12%, while the share of people
aged 65 and older will increase 20%. By 2017 there will be more seniors in Canada than children for the first

time in history.

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

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

* Interms 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

e 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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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.

Source: Hotels.com, CBoC



Canadian Travel Trends

Pleasure Trips to Overseas Countries by Age Group (000s)
02010 m2030*
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Source: CBoC. *Assumes age groups will make the same ratio of overseas pleasure trips in 2023 thot were made in 2010.

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).

Source: Hotels.com, CBoC



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

Source: Business News Network



Top Canadian Media
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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

Percentage of Survey Respondents Number of times Canadians visit
Use Social Media per week
9
59% 6 -
30% 0
. 25% 16% 2
Facebook Linkedin Twitter Instagram Facebook Linkedin Twitter Instagram

Source: Nielsen.com, Canadian’s Internet Business



Canada Travel to Arizona

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 Canadiansin
2014 was $923 million. 77% of Canadian Visa
Dollars spent are in Phoenix and Central
Arizona

INTERNATIONAL TRAVEL SURVEY: CANADIAN RESIDENTS
REQUEST #: TOP 15 STATES

1ST. QUARTER (JAN-MAR) CLIENT:

DATA SELECTED: TOP 15 U.S. STATE VISITS

OVERNIGHT VISITS

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

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

- 2015 -

| e e e - o)

L~ o = o s — = s

ONE OR MORE NIGHTS:

STATE VISITED VISITS | NIGHTS SPENDING IN STATE
ELORIDA 1,639,900 25,572,50 1,682,487.40
NEW YORK 690,70 2,586,60 339,666,30
WASHINGTON 570,60 1,818.80 158,274,80
CALIFORNIA 525,10 4,970,00 532,726,30
NEVADA 414,80 1,978,40 349,666,30
HAWAI 371,40 5,938,10 712,316,30
ARIZONA, 359.600 6,383.40( 435,196.100
MICHIGAN 231,00 820,300 61,879,40
PENNSYLVANIA 195,00 783,400 62,899,80
GEORGIA 164,00 436,40 30,759,70
TEXAS 162,00 1,778.80 165,495,00
SOUTH CAROLINA 158,20 1,110,20 85,759,90
VIRGINIA 149,301 1,411.80 103,793,20
VERMONT 140,10 421,600 42,812 20
OHIO 128,00 424,500 24,741,80
FOOTNOTES :

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

. FIGURES NOT APPLICABLE

0 FIGURES UNDER 50

Source: Arizona Office of Tourism Research Division Statistics Canada



Canadian Travelers to Arizona

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 Local lifestyle (44%) Dining/Gastronomy (38%) Shopping (31%)
Attractions (48%) * Year-round golf & e Restaurants * Affordability (tax and
= American Indian outdoor activities e Farm-to-table prices)

= Old West * Unique and authentic « |ocal & indigenous  Selection (mix of high-
= Architecture offerings foods end, outlets and

= Route 66 . Wine regions mainstream options)

= Museums

Source: Brand USA 2013 Business Plan



Canada Travel to Arizona

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

Mode of Entry: 61% Airplane and 35% Auto

Air Access from Canada WestJet

e Daily, non-stop service: Calgary, Edmonton, Toronto, Vancouver
= QOther 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

VI/FS'H

AIR CANADA @

(OM%Q
U'S AIRWAYS

Source: WestlJet, Air Canada and US Airways



Core Markets - Differences

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

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



Challenges/Opportunities in promoting the State

Challenges

Misconception that Arizona only
has a desolate desert climate

Misconception that Arizona is
only for Snowbirds and Seniors

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

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

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

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



Tips to be successful in Canada

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

e 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

e Bi-Monthly E-Newsletters - Built and distributed e-newsletters covering several topics. Included photos,
guotes 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



Newsletters

Successes: Media E-Newsletters —

e 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

e Culinary Delights

* Health

* Family Travel

* Spring in Arizona

* Beat the Heat



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. | posted some
of the [Art of the People] painting pictures on Facebook. They look pretty good!”

~ Ursula Maxwell-Lewis, Freelance

“Rick & | gathered some wonderful insights into compelling possibilities involving easy to
moderate hiking in Arizona's parks, trails & canyons...& more!”
~ Chris & Rick Milligan, Freelance writers



Missions

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
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Results

FY15 Results

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

e Total Media Hosted — 21
e E-Newsletters — 7
e Total Ad Value - $1,620,406.96

* Total Online Articles — 60
* Total Online Reach — 17,718,656
e Total Online Ad Value - $354,875.25

* Total Print Articles — 61
* Total Print Reach — 11,582,105
e Total Print Ad Value - $1,005,531.71

* Total Broadcast Coverage — 3
* Total Broadcast Reach — 3,001,100
* Total Broadcast Ad Value - $260,000.00



Northern Arizona

La forét pétrifiée
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Arizona Ghost Story
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Flagstaff has just the right brew — great beer,
breathtaking landscapes and original art

KEVIN HANN
Toronto Sun
is F, Arizong —

Something cool is brewing in
the American southwest.

And thirsty beer connois-
seurs are hot on the trail.

Long, winding desert high-
ways are leading them to
Flagstaff, which has quickly
become known as the Craft
Beer Hub of the Southwest.

Regionalized high-country
brews have created a buzz in
the beer business and the pop-
ularity of the Flagstaff-Grand
Canvon Ale Trail has spread
to the neighbouring regions of

o

40 in the mid-north area of the
state — is comprised of eight
Tocales including some craft
breweries and eateries serv-
ing up delicious samplers and
pints of chilled beers.

And the best part is, yi
only have to walk a one-mi
loop to visit them all and taxis
are easy to locate,

The tour begins by purchas-
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M

ingan Ale Trail passportonline
at flagstaffaletrail.com or at
one of the participating loca-
tons. The fold-out card costs
$5.95 and entitles the holder
to food and drink discounts.
Profits from passport sales go
to charities.

Astop at Beaver Street Brew-

ery calls for Big Rapid 8"

Red, the most popular
beer among locals and
a gold medal winner at
the 2009 Great Ameri-
can Beer Festival. Crys-
tal and caramel malts
create a full-bodied brew
that goes well with one
of the brewery's wood-
fired oven pizzas.
Sixteen years ago and
one block away, Bea-
ver Street owners Win-
nie and Evan Hanseth
transformed an aging
Ilumber factory into the Lum-
beryard Brewing Company,
which serves up a tasty Knotty
ne Ale, itself a silver medal-
list at this year's 2014 World
Beer Cup.

Over to Route 66 and Flag-
staff Brewing Co., where a
Uilding circa 1893 has evolved
into a modern brewery with
a popular patio. Bubbajanou;j
A makes good on -
as the Pride of Flagstaff served
alongside a grilled pear salad
with blue cheese and field
eens.
Wanderlust Brewing Co.
churns out some unique fla-
vours including a vanilla cof-
fee stout. Its offerings can be
found in local watering holes.
Mother Road Brewing com-
pany has a reputation for
brewing seasonal beers and

scooped up gold for its Road-
side American Ale at the 2012
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Central Arizona

Press Coverage Examples
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in Sedona, Arizona westernliving

48 Hours

Dreaming of the boys of summer? The Cactus
League is calling your name

The hustle and bustle of Phoenix is a world away from nearby serene Sedona.
APRIL 5. 2015
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DUAING TUE SPRIVE ALESTRATNENENT FENTARIE,
PRE-SEASEN, OUR BASENALL  AOIZE 14N DE SASESALE AT LE
AN COVERS ALL THE BASES 1N 1
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More than just baseball: Tampa and

Phoenix’s cultural revolution : § =
e FHOENIX. arisy
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The crack of the bat. The smell of fresh-cut grass. A perfectly
crafted cocktail at a downtown bar.

Sports fans know all about the preseason Major League Baseball IN THEKNOW
games played in Florida and Arizona every year. They know you
can find greasy hot dogs and cold beer at the ballparks, and
huge steaks throughout the Tampa Bay and Phoenix areas. But
what might be news is that both cities are undergoing a cultural
renaissance, vith condos and sleek hotels rising in increasingly
hip dovmtovm areas. Here's a brief look at what's happening in
both regions, in case you want a more urban - and urbane -
experience after vatching the pros run the bases.
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OW THE WEST
IS WINNING

3 The San Antonio Spurs score in the NBA
final. The L.A. Kings capture the Stanley
Cup. What's up? The western U.S. is on a
roll, and it goes beyond the sporting life.
Here, four reasons why you should go west

L.A. CONFIDENTIAL

wo-in-one hotel concept,
ourtyard and Residence Inn

e e ————
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Pmn Air and Space Museum helped keep our
Lancaster flying

FERRD VLSS

MOST POPULAR

1 Poie reease man questoned i dsappearance
of Caigan) =

Southern Arizona
Press Coverage Examples

Harvest is Year-Round in Yuma, Arizona
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Pima Air and Space
museum helped keep
our Lancaster flying
SHAUN HERRON

Every time the Mynarski Lancaster
flies, The Canadian Warplane Heri-
tage Museum gives a little thanks (o

Tueson, Ariz
The world ofaviation museums

isasmall one. Most of the peaplein
the field know each other. And
that's how one of the b
tiom callections in the world did ts
partte keep Hamilton's Lancast
in the air

Let Scott Marehand, the trans-
planted Canadian whois the direc
tor of collections and aircraft resto-
ration at the Pima Air and Spa
Musewun, tell it

A Tew vears o
Shackleton — the g
L which had
men to the Lancaste
transplanted C;
in Hamilton wer

3 we ol an Avro
ndson of e
s com-
said the
he guys
anxious (o ge

neaster

hold of them
them,
hey've helped us out
Ifyouarea fanofaviation and the
CWHM, it's time o makea pilgrim-
age to Tucson and the museum in
the desert. With an international
collection of 300 mostly military
v hack to the Second
s unrivalled in North
anything but the

nel we gave them b

.

air
World War, i
America by

Simithsonian's Airand Space Muse-
unin Washington, D
“Thisisalnosta religious site,
said M
mystique has grown u
eraftand the desert
Tt also helps that just across the

‘A reallegend and
around air

hand

road lies Davis-Monthan Air Force
Base. home to the wi
collection of U.S. military
paircraft are displayed
ars as well as outside
ata picture of the evolu-
altdevelopmentandle-
ighnone ofthem [y, the

and pres
tion ofai
thality. T]

collection represents awho's whoof
favourites for any aviation gee

Hanger 1: A Canadian Sabre from
the Korean War, a Mig15and a Viet-

nam-era Phantom. Spirit of Free-
dom Hanger: An A-10 Thunder-
Bolt, SR-71 Blackbird and a Cob
licopter. Hanger 2: B24 Liberato
2 Vi missile, B2s Mitchell (the
CWHM flies one of these) and a
Hurricane. Hanger 4: A B2y Suy
fortress, a Corsair anda Mustang
ag0" Memorial Museum: A Bi7 Fly-
ing Fortress and history o
can heavy bombes

Outside e ofet fightersand
commercialaircraft of every kind
Pimawas horn asanidea in 1966
and opened with 48 airerall in 1976
for the American hicentennial. 1t
it the 300 mark just before Christ-
mas in 2012, I owns about one-
thirdof the collection. The rest are
anloan from the mil

a

tary

at's where Davis-Monthan

coMmes i to the 3
e illying A-10 thunde:
bolts, the 563" Combat Rescue

SENIOR
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CRUISE

Travelvideos

FollowUs
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Most Pupulaerorles

Mom’s the word: Seven

today's parents

B oo vz oaeyans
by Narth an i ot row

A who's who of favourites for any aviation geek

Groupand the Aerospace Mainte-
nance and Reg ian Group
AMARG), AMARG is (asked with
updating the dheli-

drones, canmibalizes lying ma-
chines for parts and stores t
until they re needed. It maiitainsa

collection of almost every plane
flown by the L
years.

The icing on the cake during a
visit to Pima is the twice-daily tour
that tak izh that eol-
lection and portions of the
whereaireraft are stored

ver the past

s visitors thy

Sadly, operational areas are off

limits. Visitors are able to see rank

red or stored air
off the bus, but

upon rank of 1
power. You can
you ean take photos

hat's next for the museum that
appearstohaveahnosteverything?
ing fora B

Bomber,” s:
The Hailten Spectator

Best Spring Break

Four fantastic family trips to try this year

GoDuds Ranching in Arizona " b

S T ot
Rt s | ‘ =
A 1205 i i

P B v

The question: | w. ant to v isit a classic American small town — but which one?

JOHN LEE
TRAVEL CONCIERGE
concierge@ andmail.com

M\ [nmlmnmdmh Fl‘El‘EI"
ickshurg, Tex., and William-
sburg, Va. lut for even tastier U.S.
small-town recommendations, |
pped five south-of-the-border
ravel v 15,

“A great Ar Lerican small-town is
one that's easy to walk around
and you can chat with the locals
over a slice of pie,” savs Chicago's
Karla Zimmerman { mykinde
townandaround.blogspot.ca)

He o5 “Yellow
Springs, Ohio, s an artsy, beatnik
town near Dayton, Once a co
terculture hot spot - vou -‘Nm

t the local head sho
Ll.\ﬂ stores and Lm.\l\\
cs now cluster

5

downtown.
Alternatively

ruse antigue

ment purveyors
shop
it unm\m
by orchards and vinevards, it's
“Gr Acres meets Creenwich Vil-
lage an hour from Chicago™
California’s Ryan Ver Berkmoes
(rvanverberkmoes.com) thinks
top small tow!
wide spatsin the
gaudy franchise
for him, Santa Cruz, Calif..
leads the pack. “In its compact,
restoved downtown, you'll see
everyone from aging hippies to
dot-com brats. None of them tol-

Wn-0rna
il War-era but

ever just
bad lined with

erates the humdrum, so there's a
creative mix of shops, bookstc
and ¢

\nulhluzmm he adds San Luis

Obisp ., for its “[ascinating
isth-centary Spanish mission and
church, Usually sunny, there are

beaches and state parks nearby
plus restaurants serving great
local wine and microbresws.”
He's not all Colden State,
though, “Turkey, Tex.. is
town as it gets. The ce

small
trepiece is

the Bob Willis Museum, a loving
tribute to an iconic coumtry and
western musician, It's ntin;
town embodying a lost way of

ife:
Gina Adams's website (ameri

.NNm\l\pn ns.com) eulogizes

fan fond of Sylvia Mac's
in Jacksonville, Tex..
icken fried steak recommend
ed}, her favourites include Flori
da's lnid-back Key West and
South Carelina’s charrs
Charleston, Then she heads west
“My number one is Tombstone,
Ariz. Filled with Wild West histo-
vy - specifically the O.K, Corral
nd Wyatt Farp - it's like trave

g back in time.”

Nostalgia isn't the only lure for
avel writer Robert Reid (reidon
wel.com). “1like it when a town

n
r

holds onto its past but doesn't
live there. I also like having some
thing else nearby - mountains to
climb, rivers 1o canoe. scenic
drives to fake.
His recommendations? “Walla
Walla, [Wash..] has great historic
buildings. And there are over 100
regional wineries, including an
area by the airport with tasting
rooms in old [Second World War]
barracks and mess halk.”

Next is Bartlesville, Okla. “An
hour north of Tulsa on the lip of
Osage County, [oil baron] Frank

Phillips had a summe
there that's now a fas:
seum. And in town th
Lloyd Wright's only sk
the \’Hu Towe
Reid's final a
like Dllbuqlle. A Missi:
valley town. With rolling hills and
big river views, there's a funicu
ride up one hill plus old Victor
houses turned into B&Bs.
Washington-stater Sue Frause
{eatplaysleep.suefiause.com] rec
ommends het own Langley.
Whidbey Island, community
popular with weekenders. She
also adds the state’s Port Town-
send, where maritime heritage
ases with a vibrant arts scene
Then, there's Oreg Astoria
is a great walking town, with its
19205 architecture still intact.
Watch the ships navigating the
Columbia River from your

home out
ting mu-

nery Pier Hotel balcony. then Ar‘
core tuna

into beer-battered alt
at Bowpicker Fish &

hips.

cial 1o The Globe and Mai

dyour travel questions to

congi globeandmail.com.

Follow me on Twitter:
@johnlcewriter
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Heart-stopping scenery on a heart-stopping road delivers
a thrill to a mom and her boy on a tnp to \mlulm

SRANDIE WEIKLE
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s for Snow birds

SatRueFs
 Sexazas.

So this is where everyone
gets to in the winter
By Wendy & Rob Lirdsay
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View of North Rim from Yald Point, Grand Canyon South Rim, Arizona
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Arizona looking for more birds this
season
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Fiscal 2016

Toronto Media Marketplace Event (November 2015)

* Arizona regions in attendance: 12 Arizona Partners confirmed

Vancouver/Calgary Media Mission (February 2016)

e 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
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