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Research Purpose

The COVID-19 pandemic brought travel to a halt. Now with restrictions lifting, the
travel industry must tackle the daunting task of rebuilding. There is already plenty
of research to show the post-pandemic traveller will be changed in many ways,
and the industry will have to adapt. For RTO 12, the big question is how will these
changes specifically impact tourism to the region (and its 1,800+ operators). The
answer will determine how the region should respond to those impacts

This first phase of secondary research included a comprehensive scan of research
done to date by governmental, educational and private organizations in Canada
and around the world into the impact of the pandemic on travel behaviour. These
include, but are not limited to, USTravel.org, The Harris Poll, Destination
Canada/Ontario, Skift, TripAdvisor, AirBnB, Angus Reid among many others.

We also did a scan of any competitive digital advertising activity by the other RTOs
in the province as well as by Destination Ontario, Destination Canada and other
provincial tourism organizations




First, some good news
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RTO 12 i1s in an enviable position

First, over 90% of the regionb6s tourism

pandemic. Compare that to Toronto, where they accounted for just 25% of
receipts, or Northern Ontario RTO (13c) at 63%

Second, RT O -fo2uSesl product islwelbsuited to the post-pandemic
travelerds needs (more on that | ater
guantitative study). C o mpfacused ptoductt h a t

That means RTO 12 will recover more quickly than other RTOs. That said,
tourism receipts will still be off next year

So will Ontarians be ready to travel again later this year? And how will RTO 12
make up the loss in revenue over the next three years?
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Part 1

Current state of the pandemic
and impact on the travel industry



2020 so far
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Worse than 9/11

The Pandemic will have more than
nine times the impact of 9/11 on the
global travel sector, according to
Oxford Economics

Canada's tourism GDP is projected
to drop approximately twice more
than the national economy
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Worse than the worst-case scenario

In April, Destination Canada projected best-case scenario for tourism spend,
where travel was returned to normal by July, and a worst-case scenario, where it
wasnot

The actual estimated revenue loss is worse than the worst-case scenario

Estimated Tourism Spend versus Tourism Economics Virus Contained and Virus Not
Contained Models, as of May 30, 2020 ($M)
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Source: Destination Canada Estimates, Tourism Economics Estimates
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Canadian receipts from international tourism
revenue have been wiped out

Compared to 2019, this represents a decrease of $3.4B in Canadian tourism
export revenue ($1.4B for Ontario alone) for Q1 and Q2 of 2020

Estimated Change in Tourism Export Revenue Compared to 2019 by Quarter ($M)

Total Total

JAN FEB MAR a1 APR MAY JUN Q1+Q2
$ change
compared to $7.8 $36.5 -$309.1 -$264.8 -$791.5 -$1,027.5 -$1,305.8 -$3,389.6
2019 ($M™M)
% change 1.8% 8.5% -61.3% -92.2% -97 0% -96.5%

Source: Destination Canada Estimates (data as of May 30, 2020)
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Revenue Loss by Country

COVID-19 Impact and Recovery Report: International Summary s

Updated: June 23, 2020

This document provides a summary of the situation across Destination LEGEND:
Canada’s international markets. For further details, please refer to the Impact R y signal
and Recovery Report documents available for each individual market. Overseas markets: US market:
www.destinationcanada.com/en/coronavirus-updates/covid-19-research 1 gf“;'g;;ﬁ 11 Domestic |J| Jontative | jy Reguladzed 1 g%g;‘; I intra-State 1] Inter-State [\ Jontative .y Regularized
2 2 o 2 s i d i 3
Estimated Change in Tourism Export Revenue from ‘ Total confirmed COVID-19 cases asof June 23 * =% pared to p week
January to September Compared to 2019 by Province ($M)* |i| Estimated change in Tourism Export Revenue from January to September compared to 2019 ($M) (% change compared to 2019)*
(% change compared to 2019) 2019 Tourism Export Revenue from January to September 2019 Tourlsm Export Revenue from January to September
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NORTH st on . e . o e Re—
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»'Sg,‘SMMx»?? W oK . %ﬁsssnw-/e% lil -$867.0M (-78%) i 5,2 7M (-68% : o,
2019 $4,490.4M $Ir 21 CB0Y 201> S RTR $1,115.2M (M) -$526.7M (-68%) () -$380.0M (-61%)
AB o ou V. $770.6M $627.9m
-$1,2471M (-B1%) CANADA
-$3,998.6M (-81%)
b A__ 20]0 $4,960.3M 5 é
mMB
-$153.7M (-76%) <~ O
2019 $197.4M = { L
NB NS PEI —0
-$207.3M(-84%) -$369.7M (-85%) -$126.8M (-84%) ;
2019 $246.8M 2019 $433.1M 2019 $151.OM = ~
9 Jor nnermaionad doatnations.
MEXICO
I 84,640 0%
e et o i
M -$1,157.
2,342,739 9% 185,122 123% ?
il -$7,450.2M (-82%) | | ) -$425.1M (-76%) INDIA JAPAN || 4 AUSTRALIA
$9,129.8M I I I Desmeatio - Government estesons on movement
COVIO-19 Reapomae - Goverrment omorgency and Uravel ave Graduaily baing Wied D:«lr\ti‘]-dml

.l
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Hotel occupancy fell to lowest level in modern history

FO.0

% Average Hotel Occupancy Rate in Canada

OT-024-6¢
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Urban hotels were almost empty in April

Canadian Accommodation Occupancy Rate

April 2020
wApr-19 mApe-20
70.1% . 80.2%  77gy
B3.5% e 68.7%
56.3% 58.0% 63.8%
52.1% 51.6% 52.9% GE.6%
I I 475% I 52.9% I I

i oﬁ? Vancouver Toronte Montreal Banff Miagara  Quebec
Downtown Downtown Downtown Falls, ON City
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Change in Seated Diners - OpenTable
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Online travel agencies hit hard

Most saw a decline of 70-90% in accommodation bookings by March. Chinese OTAs
have been the first to recover, though the recovery is weak

Accomodation Transaction Volume at Major OTAs

7-Day Moving Average, Indexed to June 15, 2019 =100
200

180

== Booking Holdings

= Expedia Group

160 Airbnb

140 Trip.com Group

120

100
80
60
40

20

Jun-19  Jul-19 Aug-19 Sep-19 Oct-19 Nov-19 Dec-19 Jan-20 Feb-20 Mar-20
Source: Similarweb, Skift Research. Data as of March 29, 2020.
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The recovery ahead
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DC Optimistically Predicts It Starting Next Year

But it could take two to five years for tourism GDP to return to pre-COVID levels,
depending on the scenario

Projected GDP in Canada, tourism and overall 2019 Q4 - 2024 Q4'

Indexed o 20715 W4 [using LALY, real values - chained 2U1.2), quarterly

Scenario A: Virus contained Scenario B: Virus resurgence

— PreC00D-19 — Oyerall = Tourism — Oyerall = Tourism

110
105
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a5
90
85
80
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65
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There are signs of arebound in Canada

Weekly Visitation to Travel Categories (Desktop + Mobile)
INDEXED AGAINST THE WEEK OF FEB 3, 2020
HOTEL/RESORT & HOME SHARING ONLINE TRAVEL AGENTS CAR TRANSPORTATION AIRLINES
16

14
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Hotel & Vacation Rental Booking Trends (Desktop)
INDEXED AGAINST THE WEEK OF FEBRUARY 3, 2020

HOTEL & VACATION RENTAL BOOKING INDEX CONVERSION RATE
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Restaurant Searches on Tripadvisor
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In fact, U.S. new vacation rental bookings are up

20% over last year

According to AirDNA, the destination leading the rebound are beaches, mountain
towns, lakeside getaways, and anything within driving distance of a major urban city

State-Level % Change in New Bookings (2019 vs 2020)

Annual % Change

<o I =
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As goes the USA, so goes Canada

New Bookings - United States
S00K 665K 696K _J
600K 457x
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New Bookings - Canada
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Two solitudes, Part 1: The Rich are Getting Richer

Meanwhile the "1%", most of whom hold a substantial portion of their net worth in
stock markets, is having a great year, economically-speaking. This is great news
for operators catering to this end of the market

The Nasdaq just hit a record highteé

1 day 5 days 1 month 6 months YTD 1 year 5 years Max

12,000

10,000

8,000

6,000

4,000 | | I |
2017 2018 2019 2020
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But...
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Two solitudes, Part 1. Many will be poorer

We have not yet seen the real economic impact of the pandemic, thanks to
government fiscal policy like CERB and the the CWSP. If those run out before the
fears of the pandemic do, the real economic pain will be seen. Plus, the federal &
provincial deficits will militate a tax increase, further putting pressure on the middle
to low income brackets

Millions of Canadians will be maxing out their 16 weeks of
CERB soon. Then what?

Ending extra $600 in unemployment
benefits will impact 20 million
Americans, says government agency

We are now projecting a deeper recession in 2020 and a
slower recovery in 2021.
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65% of Americans think the 81% of Americans have been

economic impacts of the pandemic financially impacted by the
will have a bigger effect on their and pandemic in some way. The
their families' lives than COVID-19 youngest seem to have been hit
itself. the hardest.

The Harris Poll T June 16 The Harris Po{ June 16

469% of canadians are working reduced hours, 17% are receiving reduced
pay, 16% have lost their job while 14% have someone in their household who
has lost their job or is working reduced hours/receiving reduced pay (9%).
Younger Canadians were also the most affected.

Ipsos i June 22




Two solitudes, Part 1: COVID-disparity

Daily reported COVID-19 cases, according to the European CDPC, are
increasing globally, driven by our neighbour to the south

50,000 United States

40,000 v

30,000

20,000

10,000

0 - Aarree C2N2d2

Feb 25,2020 Mar 21 Apr 10 Apr 30 May 20 Jun9 Jul 6,2020
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Ontario wants U.S.-Canada border to remain
closed to 'reckless' Americans

In coronavirus pandemic, Canadians
want U.S. border to stay closed

Border closure looks certain to extend
past July

Canadian drivers with U.S.
licence plates harassed by
fellow Canadians

One woman said someone keyed
husband's car, another said driver
flipped her the finger
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Canadians aranwilling to cross the border

Suppose the Canada-US border opened after June 21. Would you take a day trip this summer?
(All respondents)

Total

(n=1,777) BC AB ATL
(n=244) (n=161) (n=351) (n=261)

Probably not 19% 25%

Don't live close
enough to the
border

Angus Reid Institute May 22
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Are Ontarians willing to receive tourists?

We 6 r e o0 k a yprowincial tourisnm, though there are strong differences along
urban/rural lines. But 63% of Ontarians say they strongly disagree with receiving
American tourists. According to Angus Reid, 30% want the border to stay closed at
least until the end of 2020, and another 13% want it to stay closed into 2021

op pomewhatl Stongly Jlatee BC/C.-B.  ABI/Al. Sassf?:n':n ON/Ont.  QC/Qc ATL
d'accord (0=203)  (n=205) T 550" (n=607)  (n=414)  (n=202)

From other communities near

me/ ... des visiteurs de 65% 68% 67% 53% 62% 76%
collectivités voisines

From other parts of my

iirlaagubart 55% 63% 57% 43% 58% 76%

province

From other parts of Canada/

... des visiteurs d'autres 33% 46% 29% 39% 52% 30%
régions du Canada

From the United States /... des

ViSiteurs des EtatS'Unis 1 20/0 1 SEVO 1 30/0 1 4% 20030 60/0
From other countries / ... des

visiteurs d'autres pays que les 11% 18% 15% 13% 22% 6%
Etats-Unis
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No imminent recovery in USA tourism T impact?

Given the trajectory of infections in the USA, there will be no recovery in tourism
from there to Canada for years

The USA accounts for 13% of Ontario tourism receipts - a significant portion,
though less than that from international destinations, which account for 27%

Still, the economic knock-on effect of this loss in income will be broad and
significant for Ontario. It will negatively impact receipts from domestic tourism as a
result, particularly in the low to middle income segments

Mass market tourism operators are going to feel the pandemic for years to come




Ontarians are not THAT happy to see advertising

Almost as many Ontarians are unhappy to see advertising for their community as

are happy to see i1t, and the numbers aren
decidedly unhappy about it

Jun 9 Jun 16 Jun 23 Jun 30
9 juin 16 juin 23 juin 30 juin
(n=601) (n=603) (n=601) (n=607)
Net level of happiness/ Niveau net de
satisfaction’ -2 4 2 2
Very happy/ Happy
Trés content(e) / Content(e) 31% 31% 26% 31%
Very happy/ Trés content(e) 10% 8% 8% 10%
Rural/Rural Urban/Urbain
Happy/ Content(e) 21% 22% 18% 21% (n=83)* (I'I=51 7)
Neutral / Neutre 37% 35% 46% 36% Net level of happiness / Niveau net . 7
Unhappy / Mécontent(e) 20% 21% 15% 20% de satisfaction’
Very unhappy/ Trés mécontent(e) 13% 14% 12% 13% ¥g§ Q:r?t?r‘w’t’(g)afgzntent(e) 26% 32%
Very unhappy / Unhappy
Trés mécontent(e) / Mécontent(e) 33% 35% 28% 33% Very happy/ Trés content(e) 7% 1%
Happy / Content(e) 19% 22%
Neutral / Neutre 37% 36%
Unhappy / Mécontent(e) 22% 19%
Very unhappy / Trés mécontent(e) 15% 12%
Very unhappy/ Unhappy 37% 329,

Tres mécontent(e)/ Mécontent(e)
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Ontari o0s demogr aphfasts ar e

Almost 1/3 of the population identifies as a visible minority, having doubled in 24
years. This group is a critical audience for growing receipts from Ontario

Visible minority and Aboriginal population (Canada 2016 Census) 2011 NHS & 2006 Census & 2001 Census 1996 Census &
Population group Population % Population | % Population % Population % Population | %
European 8,982,180 67.8% 8,930,835 | 70.6% 8,879,900 73.8% 8,944,190 | 79.3% 8,714,680  81.9%
South Asian 1,150,415 | 8.7% | 965,990 7.6% | 794,170 6.6% | 554,870 4.9% | 390,055 3.7%
Chinese 754,550 5.7% 629,140 5.0% | 576,980 4.8% | 481,505 4.3% | 391,090 3.7%
Black 627,715 4.7% | 539,205 4.3% | 473,765 3.9% | 411,095 3.6% | 356,215 3.3%
Filipino 311,675 2.4% | 275,380 2.2% | 203,220 1.7% | 156,515 1.4% 117,365 1.1%
Arab 210,435 1.6% 151,645 1.2% | 111,405 0.9% | 88,540 0.8%
Latin American 195,950 1.5% 172,560 1.4% | 147,135 1.2% | 106,835 0.9% |85,745 0.8%
Visible minority group .
Source] West Asian 154,670 1.2% 122,530 1% 96,615 0.8% | 67,100 0.6%
Southeast Asian 133,855 1% 137,875 1.1% | 110,045 0.9% | 86,410 0.8% | 75,910 0.7%
Korean 88,935 0.7% | 78,295 0.6% | 69,540 0.6% | 53,955 0.5% | 35,400 0.3%
Japanese 30,830 0.2% | 29,085 0.2% | 28,080 0.2% | 24,925 0.2% | 24,275 0.2%
Arab/West Asian 118,655 1.1%
Visible minority, n.i.e. 81,130 0.6% 81,130 0.6% | 56,845 0.5% | 78,915 0.7% | 52,170 0.5%
Multiple visible minority 97,970 0.7% 96,735 0.8% | 77,405 0.6% | 42,375 0.4% | 35,160 0.3%
Total visible minority population 3,885,585 29.3% 3,279,565 | 25.9% 2,745,205 | 22.8% 2,153,045 | 19.1% 1,682,045 | 15.8%
First Nations 236,680 1.8% | 338,480 2.7% | 311,830 2.5% | 131,560 1.2%
Métis 120,585 0.9% | 89,975 0.7% | 81,320 0.7% | 48,340 0.4%
Aboriginal group Inuit 3,860 0% 5,310 0% 4,250 0% 1,380 0%
Aboriginal, n.i.e. 7,540 0.1% 5,345 0%
Multiple Aboriginal identity | 5,730 0% 7,630 0.1% | 6,395 0.1% | 1,690 0%
Total Aboriginal population 374,395 2.8% | 441,3951%) |3.5% |403,790¢7 3.4% |188,315& |1.7% | 246,065& |2.3%
Total population 13,242,160 | 100% 12,651,795 | 100% | 12,028,895 100% | 11,285,550 | 100% | 10,642,790 | 100%
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Part 2

Traveller behaviour/sentiment
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How are they feeling about the current state of
the pandemic and travel?
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Growing acceptance of the new abnormal

According to a June study by Angus Reid, an overwhelming majority of Canadians feel it
will be more than 6 months before Canada is back to normal is growing

How long until Canada is back to normal?

38% 40%39%
31%1 30%
I I i
March 13-15 March 20-23

m A few weeks/a month or two
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712%
68%
41%33%
16% 20% 18%
12% 10%
April 4-6 May 4-6 June 8-10

w Three to six months  m Longer than six months
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Growing weariness with the lockdown

The same study found that younger
| ockdownée

What words would you use to describe how you’ve been feeling the last couple weeks?

Age and Gender

sample sizes) (n=1,510)
18-34 35-54 55+ 18-34 35-54 55+
(n=204) (n=248) (n=269) (n=222) (n=271) (n=292)
Ll 31% 38% 34% 20% 43% 38% 20%
Fatigued

26% 26% 31% 28%

22% 27% 23% 24% 25% 19% 19%
22% 14% 23% 19% 29% 22% 25%
16% 18% 14% 21% 1% 13% 18%
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Caution: Thrown to the wind?

Though Ontario is still the most careful of the provinces

Percentage who are doing each activity less over the last couple weeks

Unweighted sample sizes

Staying away from public
spaces

Keeping up with info from
experts in your province

Keeping extra personal
distance / social distancing

Not shaking hands or
hugging people in your life
Washing hands/sanitizing
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63%

44%

33%

30%

58%

49%

36%

33%

82%

75%

67%

47%

38%

75%

70%

58%

43%

40%

ON

(n=467)

54%

58%

37%

30%

29%

Qc

(n=403)

63%

65%

40%

31%

23%

58%

37%

30%

29%
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[
ANormal o is still a | ong way

The Citymapper measures the mobility of its users in major cities around the world.
As of the end of June, few Torontonians were moving about the city. This chart shows
the percent of users moving compared to prior year.
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US data indicates that as people stop hoping for a
vaccine anytime soon, perception of safety is built on
other factors

The Harris Poll asked which of the following actions would make respondents

comfortable to do certain activities (e.qg., fly, go to the gym, go to sporting events, go
on a cruise, etc.) again?

In April, 62% said when a vaccine has been created, while 53% said extreme
cleaning of the facility

In June, the findings were reversed with 51% saying extreme cleaning of the facility
and 49% saying when a vaccine has been created




Still, a vaccine or treatment is the only factor that will
cause consumers to feel confident enough to resume
normal activities

MUCH MORE SOMEWHAT
LIKELY more ukery [ NO™MPACT

Avaccine for COVID-17 is developed

An effective freatment for COVID-19 is discovered
There is a steady reduction in new cases of COVID-19

Workplaces that follow public health guidelines are certified

More high-isk people, including frontline employees, are getting COVID-19
tests

Tougher penalties for peaple who don't physically distance are imposed
The government infroduces a system to trace COVID-19 cases
Masks are made mandatory in public

You nolice most people are physically distancing in public

R O O T I e e 7 et ol | N
each day fi

@ Ipsos G@3. To what extent, if any, does the following make you more likely to resume regular’ activifies of life?
Base: All respondents [May 29-31 n=501)
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But a vaccine is still a year or more away

Most experts think a vaccine is likely to
become widely available by mid-2021.
That would be a huge scientific feat and
there are no guarantees it will work

Dr. Anthony Fauci, director of the National
Institute of Allergy and Infectious

Diseases (NIAID), says a vaccinew o n 0 t
be available for widespread use for at
least another 12 to 18 months. This is

the timeline to complete the phase llI
clinical studies.

Ehe New Pork Eimes

Coronavirus Vaccine Tracker

By Jonathan Corum, Denise Grady, Sui-Lee Wee and Carl Zimmer Updated July 8, 2020

RECLINICAL PHASE PHASE PHASE




Are Ontarians ready to travel?

According to the Abacus study, Within 3 months of restrictions being lifted 62% would be
comfortable travelling within the province. But there is trepidation, with only 6% saying
theyod fAjump right back i no. | nt erestingly,
to say that, at 10%.

w I'll test the waters
first

w I'll get back in but
carefully

m I'll jump right back in

What best describes how you feel about travelling now as physical distancing restrictions start to be lifted?
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GOing on Vacati()n/traveling was the most mentioned

purchase Americans are planning once things return to normal and businesses
re-open (35%, vs. 27% the prior week).

The Harris Poll T June 20

When things get “back to normal”, whenever that is, what are you

It iS the 5th thlng Canadians MOST looking forward to doing? Please select up to two:
(All Respondents, n=4,240)

are mOSt IOOkIng i o fanily | [
forward to once Reconnecting vithpeople  IEEG_—_—_-_—_— 3.

Going to a restaurant/café/bar  INNIIEGEGGGGNENNNNEEEN 31%

t h I n g S g e t ' b a C I%oingbagntoQ:rk,r’\n\.roﬂg:]aceo% 1@/5 .

Angus Reid Institute i April 13 Going on vacation 16%
Going shopping I 11%

Going to the gym/ fitnessclass | 9%
Watching live sports [ 7%

Going to a hockey game/concertetc. [ 6%
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Many Ontarians say they would be comfortable
traveling to a local destination in August or September

Though there is a June [ 075
significant portion of =
the population who uy 22%
say they will wait until August 35%

next year of when a
vaccine is developed
Octobr

| won't feel comfortable until at least
i ne i 35%
2021 or until a vaccine is developed

As of right now, which months of the year do you feel comfortable making travel plans to a destination in Ontario?
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Who will travel first?

Those most comfortable traveling The
before the end of 2020 are the
ones who travel the most in
general, with an average of 3-4
leisure trips and 2-3 business trips
in the past year.

The Harris Poll i May 8

AComfortabl e Retir
disposable income as well as the time to

travel and is willing to get back to

traveling sooner rather than later, with

most planning to travel in 2020 (61%).

The Harris Poll i May 8

Millennials seemmore inclined to travel soonhaving voted 4417% willing to go to a
beach destination, somewhere in nature or a small town within 1 month (versi38%2v
for all respondents).

Fuelg May 28



Where will they travel?
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Most Ontarians say it will be a year or more before
they are comfortable traveling internationally

Out of town but within your region
of the province (40-100km away 2% 12%
from where you live)

To another region within your
province (100+km away from where 23% 27% 13% 14°%
you live)

To another province [y 7 20% 20%

To the United States y4/A% 1574 29% 16%

Internationally $72.5/4 31% 20%

B ASAP m3 months [ 6 months 12 months+ [ Not until there is a vaccine m Not sure yet
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Closer destinations will be preferred. In the USA, the
average distance traveled has decreased by 74%

Atlanta

Avg Travel Distance: 2019 vs 2020 (US Cities)

A I R D \ A Median Travel Distance Miles
]
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Safety trumps cost

According to Abacus, for Ontario travelers, the ability to physically distance, ease of
returning home, and knowing the operator will adhere to public health
recommendations are all more important than cost

Whether you will need to self-isolate if you ° o, o o
travel to or from a destination 25 A) 28 /o 14% S
The ability to distance yourself from other
e 20% 30% 16% H

The ability to see clear communications
(emails, posters, etc ) about how the 18% 25% 18% 6%
accommodation/attraction is adhering to...

How easy it is to get home if you needed to [ i {578 29% 16% 5%
The quality and availability of local hospitals o o o o
and health services 14% 25% 21% 6
The cost of the trip [ B 57 26% 21% 5%
M Critically important B Very important = Important
Somewhat important m Not that important m Not a factor

When deciding where to go and what to do for travel this summer, how important, if at all, will the following factors be in your
decision making?
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Where will they stay?
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Control and ability to distance drives
accommodation preference

Main Reasons for Planing to Use Different Accomodaton Types More (June 2020)

80%
69%
70% 65%
60%
54% 52%
0 ‘ 47%
50% 6% 7T 45% N 45%
42%
40% 36%
29% B
30% 25% :
24%
20% 16%
10% 6%
0%
Branded Hotel All-Inclusive Resort Boutique Hotel B&B Vacation Rental
m | believe they have higher cleaning standards m | can have better control of the environment
B | have more trust in them handling the safety concerns | believe it is easier to keep social distance there
| want to upgrade to a more luxurious experience | want to spend less on paid stays

® | want to support local and small businesses

Source: Skift Research, June 2020
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_ Rural Accommodations have become a priority
Consumers are 218% more likely to  forEMEA

want to take a trip where they can Index vs All Hotels in Region, 100 is Average
relax compared to before the Top & Bottom Lodging Types
pandemic, and nearly two thirds Farmhouse 5ae
(59%) report they would prefer to go Ranch 233
somewhere off the beaten path versus  castle 210
a popular destination post COVID-109. Campground 208
Villa 207
) Hotels On The Lake 181
In North Amerl_ca, .for exz_almple, ther.e Family Resorts o
has been a spike in traffic researching City Center Hotels 8l
Campgrounds, Ranches and Beach All Inclusive Resorts 70
Motels, as well as lodgings featuring Budget Hotels 69
. . . Spring Break Hotel 68
Boating, Skiing, Canoeing or PG ETEAK HOTEs
g Cheap Resorts 67
Horseback Riding
. . Numbers are looking at % YoY Decline for each Type indexed vs the
Trlpadwsorc May average decline for region

Farmhouse and Ranch stays are researched more often this year
versus last for European destinations by EMEA IPs.

Source: Tripadvisor unique user traffic data, Tripadvisor server analysis, May 2020



Interest in RV rentals according to Google Trends
(Ontario data)

Interest over time

|
~
A

Jul 14,2019 Nov 3,2019 Feb 23, 2020 Jun 14, 2020
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86% of consumers say cleanliness will be very important when
selecting an accommodation after COVID-19, with the provision of hand
sanitizers and sealed amenities, the frequency with which rooms are
disinfected, and the use of temperature checks for employees and
guests all now cited as top considerations.

Four in five (82%) say that the disinfecting of high-contact surfaces will
be a very important consideration when deciding to book tours, activities
and attractions.

Tripadvisor




For their next vacation, a third of respondents want housekeeping
only when requested (29%, or 35% for millennials).

The most chosen dining options for respondents' next vacation were to
eat at a local restaurant (75.2%) and to eat on-property (67.6%), but in

both cases they want to eat outside

81% of respondents would be willing to use a hotel's mobile app to
checkin. 60% would be willing to use a hotel's mobile app to unlock their
room.

Fuel Travel May Survey




US data indicates cancellation policies are crucial to
travel decision

According to research from Tripadvisor in May, 76% of respondents say that flexible
cancelation policies are a must on anything they book for their next trip

According to Fuel T r a v May Bd8Consumer Sentiment Study, the following are most
likely to persuade North Americans to book a future vacation during the outbreak:

Flexibility to change travel dates without penalty (70%)

Discounts on the stay (63%)
Reassurance that the property is doing extra sanitizing (58%)

Policies that cover future disruption caused by the virus (50%)




What will they do when they travel?

RTO 12 Desk Research Presentation 58



Where & how will Ontarians will travel is changing
due to COVIf&veurn our

| will prefer small group activities,
rather than activities that require me
to be around a lot of people

I will prefer to do activities where |
only interact with my travel
companions

‘Il probably be taking more road trips,
to avoid airline travel

I will prefer less populated
destinations, like a smaller city, or rural
communities because of COVID-19

I will prefer staycations (travel within
40km of where | live), over traveling
somewhere further away
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Preferred activities favour RTO 12

According to Abacus, Ontarians are more comfortable with activities involving minimal

interaction with public and allow them to easily practice physical distancing.

% completely/ mostly comfortable

Visit with family and friends who live at the destination you're visiting

Outdoor activities (e g hiking, cycling, fishing etc)
Shopping
Food & drink
Camping (in a tent or RV/trailer)
Touring (RV, motorcycle, boating)

Cultural events/Museums/Art Galleries
Wellness experiences (e g spa, yoga)
Amusement Parks/Zoos/Aquariums
Sporting events

Concerts or music festivals

68%
69%
50%
52%
43%
41%
30%
27%
28%
20%
20%

Those that love to do this

activity
82%
85%
63%
59%
78%
76%
45%
54%
41%
43%
32%




Of the 10% who have already booked travel, 63%
have booked it for an Ontario destination

They are planning on travelling to.. IHUND[RBAY

HAMILTON COTLFKEI%HTO NTONL\( ARA
“"NTAGARA FALLS

LONE%IE&LGONQUIN KINGSTON"""
T%%‘:IE{SPARKPXQ%ES%I\{IIQ A
OTTAWA

"BARRIE

SUDBURY

KILLARNEY
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What about the Business Traveller?
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Business travel may not never fully
recover

65% of Americans agree they will have more 'virtual' meetings instead of traveling
58% agree they will have fewer face-to-face meetings that require travel

55% agree they will travel less often for business and will attend fewer trade
shows and conferences

51% agree their company will reduce its travel budget
37% agree they are willing to travel, but their clients are canceling meetings

Ipsos T June 15




Working from home is big, and here to stay

Because of the coronavirus outbreak, have you or Do you anticipate going back to your place of work as you did before
someone in your household, been working from home? the pandemic, OR do you anticipate continuing to work from home?
(All respondents, n=1,501) (Among those working from home, n=433)

B Likely to go back to place of work i Likely to continue working from home

HYes, lam MYes, someone else in household ®Both W No, neither = Probably a mix of both

Angus Reid InstituteJune 11
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"Business travel is one of the last things to return, because

companies are suffering, right? That has big implications for

airlines, because the business traveler usually is paying half

the revenue on one of thoseflights.So | t hi nk youol
frequency of trips go down and a\yv

Steve Hafner, co-founder and CEO of travel search engine Kayak
Software Corp.
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Whither air travel?
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E conomis t If covid-19 devastated aviatio

What if aviation doesn’t recover
from covid-19?

N—
=



Whither air travel?

According to Deloitte, Canadians say they expect to use personal cars and
bikes more once the stay-at-home measures have been lifted, while using less
of air, bus, subway, taxi, train gnd carpooling

In April, global searches for "dealerships near me" grew by over 30% in a single
week, and in Canada webOre seeing spikes
a car.o

We have yet to fully understand how trends will play out long-term, but China may
offer some clues: in March, usage of personal or private cars has nearly doubled
since the COVID-19 outbreak began. Reliance on public transportation fell by
more than half, with taxis and ride hailing services each seeing significant declines




Interest in air travel according to Google Trends
(Ontario data)

o <

Interest over time

|4

Jul 14,2019 Nov 3,2019 Feb 23, 2020 Jun 14, 2020
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Interest in biking according to Google Trends
(Ontario data)

Interest over time 3 O
’-\ _ -
Jul 14,2019 Nov 3,2019 Feb 23, 2020 Jun 14, 2020
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What will they do when they travel?
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Media and communication preferences

Content is still king, influencers not so much

Marketing Channels & Traveler Receptivity

Question: Please think about how Websites found via a search engine _ )
travel destinations could best reach o | - -~
you with their messages right now.
Online content {articles and blogs) _ 26.3%
Where would you generally be MOST Facebook — 20.1%
RECEPTIVE to learning about new
destinations to visit? (Please select all e e e
that applﬂ Instagram _ 15.0%
Streaming video services (YouTube, Hulu, etc.) _ 14.5%
{Bose: All respondents, 1,205 completed Text mezsages - :
surveys, Dato collected June 19-21, 2020) Tvltter - o
Apps on my mobile phomne
Pinterest - 5.4%
nrae [
Digital influencers (online personalities with arge followings) - 4.3%
MOME OF THESE 10.2%
Destination ¢ Analysts o 5% 0% 15%  20%  25%  30%  35%  40%  45%

B0 PO HESEARDH
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86% of consumers feel more positive toward
brands communicating right now

95% say brands should focus more on positive
communications during this time

81% say they want to hear more heartfelt
language used in these communications

81% say how well a brand responds during this
crisis will have a huge impact on their likelihood
to buy that brand in the future

66% say that having a sense of community
while we are separated from one another is more
important to them now than it has ever been

Tripadvisori May




Implications for Strategy?
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Strategic Implications

ARnThe Great Canadian Wil derness experienc
compelling

Keep focus on Ontario travelers until 2022 at the earliest
Target affluent consumers

Diversify audiences to include ethnic communities

Air travel offers little opportunity in the near term

AStaycationo advertising at the provinci
have no desire to leave the province. Funds are better deployed on incentives
to encourage intraprovincial travel



Part 3

Regional Tourism
Communication Initiatives



DestinationCanada

Destination Canada has chosen "Canada Ni cE€

marketing campaign

The intent is to create a domestic program that is flexible enough to be delivered at
the hyper-local and local level across the country, yet is cohesive enough to build to
a national and eventually an international campaign

In addition, it is supposed to reflect and respect differing and shifting provincial health
guidelines, and resident sentiment towards visitors

Destination Canada will ask the regional campaigns to execute on the central theme,
but in their own voice

By using a hashtag built on NICE, rather than EXPLORE, Destination Canada

intends to remind people how to be, not what to do, and create a more enduring
theme

Destination Canada i June 3



Destination Canada website - after July 1

MEDIA BUSINESS EVENTS VISUAL LIBRARY

WHERETOGO vV WHATTODO Vv  HELPING YOU PLAN  COVID-19

CANADA
FROM HOME
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Destination Canada website - after July 1

ﬂﬂNﬂﬂﬂ gggggs WHERETOGO ¥ WHATTODO v  HELPING YOU PLAN  COVID-19 Enter your keywords Q  EN/ER

CANADA NICE

We didn’t invent nice. We're perfecting it.
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¥ FOR
l:nNﬂ[l" Eg‘é‘ggﬁ WHERETOGO VY WHATTODO v  HELPING YOU PLAN  COVID-19

GUIDE TO TRAVELLING
CANADA SAFELY THIS
SUMMER

Ready for a vacation? Here'’s how to

travel safely, respectfully and responsibly
in'Canada.

READ MORE >

CANADA'S CALLING
PODCAST

Join hosts Ashley and Mike as they

explore this beautiful country called

Canada, and connect to what it truly
means to be a Canadian.

READ MORE >

DISCOVER NICE

Find out where (and how) to safely experience the incredible places and people of Canada.

THE BESTROAD TRIPS IN
CANADA

From a scenic coastal climb to an inland-

sea ramble, these 13 tried-and-true road
trips will show you the diverse sides of
Canada.

TRAVEL CANADA THIS
MORE THAN SUMMER

TRAVELLING =

Peter Mansbridge calls on Ganadians to
Find inspiration for'your next adventure. travel this summer.
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