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Maureen Gordon Maple Leaf Adventures
Victoria, BC
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COVID-19 
Uncertainty

There is growing acceptance that COVID-19 will become 
endemic driving unprecedented uncertainty, constraints, 
and competition within the industry. As travellers gravitate 

towards destinations that are perceived to be clean, healthy 
and safe, destinations and businesses must adapt to this 
difficult new operating environment.

P A G E  1 1 Gatineau Quebec



Economic 
Change

The economic impact of COVID-19 has been enormous on 
the industry, operating under difficult financial and human 
resource constraints. At the same time, household savings 

in many countries are at record highs, resulting in the most 
rapid rise and growth of wealth among the most affluent 
households in the U.S. and Canada in an entire generation.
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Social 
Change

Heightened awareness of social justice, racism, and 
structural inequities has provided a catalyst for real 
change. This has provided renewed accountability to 

foster diversity, inclusion and reconciliation across the 
tourism industry and take action that is meaningful to 
Indigenous communities, tourism businesses and visitors.
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Climate 
Change

The urgency of addressing climate change is undeniable. 
Ambitious new greenhouse gas emissions reduction targets 
by 2030 along with more frequent extreme environmental 

events are increasing global urgency to adapt to climate 
change by implementing sustainable and competitive 
operating practices.
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Accelerated 
Digitization

COVID-19 has catalyzed the adoption of new technologies 
with companies accelerating their digital interactions. 
Consumers’ rapid adoption of technology has generated 

vast volumes of data, making it possible for operators to 
capitalize on data analytics to understand consumer 
behaviours and make informed decisions around pricing, 
marketing and product development.

P A G E  1 5 Frontiers North Adventures Manitoba
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Industry 
Trends
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Moosejaw Saskatchewan

Key Industry Trends
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Lack of Access & 
Reduced Connectivity

Labour & 
Skills Shortage Higher Costs Reduced Business 

Travel & Events

Reduced Access to Capital & 
Limited Liquidity Product Degradation Shift in Capacity & Role of DMOs



Lack of Access
& Reduced
Connectivity

Key Industry Trends

Riding Mountain National Park ManitobaP A G E  1 8



Labour
& Skills 
Shortage

Key Industry Trends

St John’s Newfoundland and LabradorP A G E  1 9



Higher
Costs

Key Industry Trends
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Key Market Trends

Frictionless Travel Domestic Travel Responsible Travel Ascendance of Communities

Indigenous Connection Wild for Wilderness Growing Health & 
Wellbeing Affluent Travel Boom

Remote Work & Residential Tourism Great Resignation & Retirement

Kluane National Park Yukon



Affluent Travel 
Boom and
Domestic
Travel

Key Market Trends

Calgary AlbertaP A G E  2 3



Responsible Travel
and Ascendance
Of Communities

Key Market Trends

Whistler British ColumbiaP A G E  2 4



Wild for
Wilderness
and Growing 
Health & Wellbeing

Key Market Trends

Nahanni National Park Reserve Northwest TerritoriesP A G E  2 5



WHAT’S 
NEXT FOR 
TOURISM?
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What’s Next?

More Domestic

More Leisure

More Digital

More Competition

More Change
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Ivan Touko La Connexional | BOM YEG
Edmonton, AB

https://youtu.be/HOOWIc0YjIc
tamikoyoung
Play button



More
Domestic

TARGET DOMESTIC 
AUDIENCE IN THE 
SHORT TERM

“Canadians are turning their attention 
to domestic destinations to fulfill their 
pent-up enthusiasm for travel.”

Whiteshell ManitobaP A G E  2 9
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Travel Priority + Savings
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Who are they?



More
Domestic

TARGET DOMESTIC 
AUDIENCE IN THE 
SHORT TERM
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What search is telling us

“Can I travel.”
+200%

“Getaways near me.”
“Weekend getaways near me.”

+100%

“Near me with outdoor seating.”
+150%

“Festivals near me.”
+200%
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TARGET DOMESTIC 
AUDIENCE IN THE 
SHORT TERM

Forecast
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Shaun Gibbs Baymount Outdoor Adventures
Hopewell Cape, NB

https://youtu.be/jRhFTZmGDZA
tamikoyoung
Play button



More
Domestic

TARGET DOMESTIC 
AUDIENCE IN THE 
SHORT TERM
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Key takeaways
Canadian households have pent-up savings

Travel is the top spending priority for Canadians

Unique opportunity to market experiences to Canadians

2022 will be a year of navigating between hyper-local, 
domestic, and global tourism

Miscou Island New Brunswick



More 
Leisure

RISING TRAVEL 
ASPIRATIONS

“Guests are adopting a more aspirational 
view of travel – connecting meaningfully 
with people and place.”

YellowknifeP A G E  3 6 Northwest Territories
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Leisure

RISING TRAVEL 
ASPIRATIONS
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The New Traveller



More 
Leisure

RISING TRAVEL 
ASPIRATIONS
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Authentic Experiences



John Gunter Frontiers North
Churchill, MB

https://youtu.be/HGacFokulas
tamikoyoung
Play button



More 
Leisure

RISING TRAVEL 
ASPIRATIONS

Key takeaways

Increased consciousness around responsible, 
sustainable travel

Authenticity matters – wild for wilderness, health and 
wellbeing and Indigenous experiences resonate

Enrich experiences for everyone – deliver net 
benefits to communities

P A G E  4 0 Niagara Falls Ontario



More
Digital

REMOVE FRICTION, 
CREATE CAPACITY 
THROUGH DIGITAL 
ADOPTION

Ottawa Ontario

“Opportunity to streamline the 
customer journey, having a strong 
digital presence is table stakes.”

P A G E  4 1
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Digital Journey



More
Digital

REMOVE FRICTION, 
CREATE CAPACITY 
THROUGH DIGITAL 
ADOPTION

P A G E  4 3

Resources
Tourism businesses need to increase their capacity, up-skill their 
workers and maximize the use of the latest technologies.

ISED
Canada Digital Adoption Program

DESTINATION CANADA
Marketing Tips & Tricks

https://www.destinationcanada.com/en/tools/marketing-tips-tricks

https://www.ic.gc.ca/eic/site/152.nsf/eng/home

https://www.destinationcanada.com/en/tools/marketing-tips-tricks
https://www.ic.gc.ca/eic/site/152.nsf/eng/home


More
Digital

REMOVE FRICTION, 
CREATE CAPACITY 
THROUGH DIGITAL 
ADOPTION
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Hudson Bay

Hudson Bay Nunavut

Guest is at the centre



Matricia Bauer Warrior Women
Edmonton, AB

https://youtu.be/244rZECmPII
tamikoyoung
Play button



More
Digital

REMOVE FRICTION, 
CREATE CAPACITY 
THROUGH DIGITAL 
ADOPTION

Key takeaways
Consumers are more tech-savvy

Strong digital presence is table stakes 

Explore customer-facing and behind-the-scenes 
technology

Tap into available resources at federal, provincial and 
city levels – from grants to learning and development

Maintain ‘personalized’ interaction and value in those 
moments that matter

P A G E  4 6 Montreal Quebec



More
Competition

SHARE YOUR 
GLOWING HEART

Toronto Ontario

“Your reputation is your most valuable 
online asset. Protect it, and proactively 
manage it.”
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Value for your network
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Social Media Resources
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Glowing Hearts 
Across Canada



Michelle Ng Vancouver Foodie Tours | Granville Island Delivery Co 
Vancouver, BC

https://youtu.be/_bvbR3tzyUA
tamikoyoung
Play button



More
Competition

SHARE YOUR 
GLOWING HEART

Key takeaways

Travellers use social media for inspiration and ideas 

Online reputation is critical to instill guest confidence

Actively manage your profile and reputation –
engage with your audience

Use your social network to amplify your brand –
reference our tips and use our #hashtags

Encourage guests to share their own content from 
travels

P A G E  5 2 British ColumbiaGrouse Mountain



More
Change

HOW CAN WE 
HELP?

Hubbards Nova Scotia

“Supports are available to help 
businesses navigate an uncertain 
road to recovery.”
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More
Change

HOW CAN WE 
HELP?

City / Town

ProvinceP A G E  5 4

Resources
DESTINATION CANADA PROGRAMS | Research & Marketing:

https://www.destinationcanada.com/en/coronavirus-updates/covid-19-research
https://www.destinationcanada.com/en/research

https://innovation.ised-isde.canada.ca https://tourismhr.ca/

FEDERAL RESOURCES
ISED Business Benefits Finder:

TOURISM HR CANADA
Tourism Workforce:

https://www.destinationcanada.com/en/coronavirus-updates/covid-19-research
https://www.destinationcanada.com/en/research
https://innovation.ised-isde.canada.ca/


In Summary

More Domestic

More Leisure

More Digital

More Competition

More Change
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Stefan Faucher Sucrerie de la Montagne
Rigaud, QC

https://youtu.be/2X7Bm9WdRHk
tamikoyoung
Play button
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Big Shift
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Questions & 
Answers

Banff Alberta



Thank You!
Merci!




