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Introduction 

Destination Canada began conducting the annual Global Tourism Watch (GTW) program in 2007. The 
primary purpose of this research program is to provide consumer-based intelligence in 11 core markets 
around the world: Australia, China, France, Germany, India, Japan, Mexico, South Korea, the United 
Kingdom, the United States, and the domestic Canadian market. 

The overall objectives of the GTW study are to: 

Á Monitor awareness, travel intentions, and other key market indicators within Canada and the 
regions; 

Á Assess perceptions of Canada and track brand performance against competitors over time; 

Á Identify the general experiences sought by travellers, and identify growth opportunities; 

Á Identify motivators and barriers for travel to Canada; and, 

Á Determine the influence of various information sources on destination selection. 

The GTW permits direct comparison of Canada to competing destinations in each market. Destination 
Canada has designated the following destinations as competitors in the Canadian market: the US, France, 
Italy, Spain, Netherlands, Germany, the UK, China, India, and Japan. The countries included represent 
95% of the outbound travel volume to destinations which are considered direct competitors to Canada (e.g., 
non-beach destinations). 

Methodology 

Data was collected via an online survey and has been weighted to represent the Canadian travel population. 
For this survey, trips are defined as travel to any destination outside of a respondentôs own province, or 
region for Atlantic Canada. The target population for the online survey in Canada was residents aged 18 
years and older, who have taken an out-of-region pleasure trip where they had stayed at least 2 nights with 
a minimum or 1 night in paid accommodation in the past 3 years, or plan to take such a trip in the next year. 

Data was gathered from 4,003 respondents in Canada, in July 2017. Results are compared against the 
previous GTW wave (data gathered in December 2016). In addition, select comparisons are made to the 
2017 Pulse Check study conducted in November 2017. The Pulse Check is a shorter version of the GTW 
study, conducted to monitor movement of key metrics on a more frequent basis.  

Throughout the report, statistically significant differences for shifts that are of at least +/-3 percentage points 
from one wave to the next are denoted by arrows in the charts: green arrows pointing up if the metric has 
increased and red arrows pointing down if the metric has decreased. Results were also analysed among 
different segments and demographic cohorts; throughout the report, references are made where there are 
statistically significant differences compared to the general traveller. 
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Study Overview: Canada Market 

 

Seasonality 

Fielding for the 2017 GTW study was conducted in July, which is different from 2016 timing (December), 
but consistent with timing for years before 2016. A Pulse Check study was conducted in November 2017, 
which allows comparison of key metrics across three waves to determine whether seasonality of survey 
fielding is a factor in results.  

Aided consideration is the only metric to see significant variation wave-over-wave, increasing from 59% in 
the 2016 GTW wave to 62% in the 2017 GTW wave, and then dropping back down to 58% in the Pulse 
Check. The fact that only one metric experiences significant differences, suggests seasonality of survey 
fielding does not affect results for Canada in the Canadian market.  

Of note however, the proportion actively planning a trip within Canada increased from 25% in the 2016 
GTW wave to 29% in the 2017 GTW wave and was maintained at the same level in the Pulse Check. The 
results for active planning are more an indication of a true shift in the market, with more Canadian travellers 
planning a trip within Canada over the past year than previously. 

Key Metrics Tracking 
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Background 

Canadaôs economy is the 10th largest economy in the world with a 2.1% share of global GDP (International 
Monetary Fund, October 2017).  

Canadaôs GDP growth was moderate in 2016 at 1.6%, but is projected to be more robust with 3.0% growth 
in 2017 and 2.1% growth in 2018. Growth forecasts for 2017 have strengthened throughout the year from 
1.9% in April to 2.5% in July to 3.0% in October. These increasing forecasts are reflective of reduced 
impacts as a result of lower oil and gas prices and of adaptive fiscal and monetary policies (International 
Monetary Fund, October 2017). 

From March to mid-September 2017, the value of the Canadian dollar increased by 6% to reach US$0.82, 
its highest level since June 2015 (Global News, September 2017). The appreciation of the dollar is driven 
by stronger than expected growth and higher interest rates (International Monetary Fund, October 2017). 
Specifically, the federal government raised its policy rate by ¼ of a percentage point, in both July and 
September, to stand at 1% (Global News, September 2017).  

With the ongoing uncertainty around NAFTA renegotiations, Canada has continued to pursue other trade 
deals to diversify trade away from the United States. The Canada-European Union Comprehensive 
Economic and Trade Agreement (CETA) which was signed in late 2016 comes into application in 
September 2017. Canada has also reached a new deal for the Comprehensive and Progressive Agreement 
for Trans-Pacific Partnership (TPP) with 10 other countries around the Pacific Ocean, including Japan and 
Mexico but excluding the United States, which was signed in March 2018 (The Globe and Mail, January 
2018). In addition, Prime Minister Trudeau visited China in December 2017 to increase trade and 
investment with China. While formal trade talks were not launched, some smaller trade initiatives and 
agreements were signed, including one to increase air transport services between the two countries (Prime 
Minster Office Press Release, December 2017).  

In 2016, inflation pressure was weak at 1.4%, and is projected to be relatively similar in 2017 and 2018 at 
1.6% and 1.8% respectively (International Monetary Fund, October 2017). The unemployment rate was 7% 
in 2016, but is expected to decline moderately to 6.5% in 2017 and 6.3% in 2018 (International Monetary 
Fund, October 2017).  

Consumer confidence was at 53.7 in July 2017, up from 50.8 six months prior (Thomson Reuters / Ipsos 
Primary Consumer Sentiment Index, July 2017). 

Travel spending by Canadians on domestic travel grew by 2.0% in Q3 2017 following increases of 1.9% in 
Q2 and 0.9% in Q1 (Statistics Canada, January 2018). Domestic tourism increased due to several factors, 
including growing consumer confidence, a growing economy, and major events like the 150th anniversary 
of Confederation and Montrealôs 375th anniversary.  

Canada is the 6th largest outbound tourism market in the world, accounting for US$29 billion in spending in 
2016, down about 3% from 2015 (United Nations World Tourism Organization, April 2017). 
  



 

2017 Canada Public Summary Report Destination Canada | 4 

Market Potential 

 

GTW data is used to estimate the size of the potential market for Canada. The table below provides an 
estimate of the size of the potential domestic travel market for Canada in two ways ï the macro target 
market and the immediate potential market.  

The domestic market size is derived from a 2016 omnibus study of the Canadian adult population. Out-of-
region travel incidence is comprised of travellers who indicate that they have travelled outside of their 
province or region for a pleasure trip in the past three years, or intend to do so in the next year.  

The proportion of GTW respondents who are in the dream to purchase stages for Canada (89%, versus 
87% in 2016) is used to calculate a target market estimate of 15.26 million.  

The immediate potential is a more conservative estimate based on GTW respondents who say they are 
definitely or very likely to travel within Canada in the next year, outside of their province or region. This has 
increased significantly to 63% (up from 58% in 2016) and translates into a market of 9.57 million travellers 
with more immediate potential for conversion (up from 8.73 million in 2016). 

Size of Potential Market to Canada (Next Year) 

 

HIGHLIGHTS 

V The immediate potential market has increased significantly: 9.57 million travellers are 
definitely or very likely to travel within Canada in the next year, outside of their province or 
region (up from 8.73 million in 2016). 

V British Columbia continues to hold the greatest appeal, followed by the Atlantic region and 
Alberta, which has moved into 3rd place, just ahead of Ontario. 

V Canadian travellers appear more likely to travel within their own province or region, with the 
proportion saying they will spend more on leisure travel within their province or region 
exceeding those who say they will spend less (travel outlook of +6, up significantly from +1 in 
2016).  

V The travel outlook for leisure travel outside of Canada has dropped from +2 in 2016 to -1 in 
2017, while the travel outlook within Canada remains stable (0, versus +1 in 2016). 
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Also of interest is the demonstrated interest in Canadaôs regions among the Immediate Potential market 
(9.57 million). British Columbia continues to hold the greatest appeal (44% or 4.16 million potential visitors), 
followed by the Atlantic region (38% or 3.63 million potential visitors). Alberta (33% or 3.11 million potential 
visitors) has seen a significant increase (up from 28% in 2016) and has moved into 3rd place, marginally 
ahead of Ontario (32% or 3.03 million potential visitors). 

Potential Market Size for the Regions 

 

The proportion of Canadian travellers saying they will spend less on leisure travel outside of Canada 
narrowly exceeds those who say they will spend more, resulting in a travel outlook of -1 in 2017, down 
significantly from +2 in 2016. Leisure travel within Canada remains stable with a travel outlook of 0. Instead, 
Canadian travellers appear more likely to travel within their own province or region, with a travel outlook of 
+6, which has increased significantly from +1 in 2016, spurred by an increase in travellers saying they will 
spend more (21%, up from 18%). 

Spending Intentions (in the Next 12 Months) 
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Competitive Environment ï Key Performance 
Indicators Summary 

 

The GTW tracks the following Key Performance Indicators (KPIs) for Canada: unaided and aided 
destination consideration, and aided destination knowledge. Canadaôs performance is tracked against key 
competitors. For Canada, these destinations are the US, France, Italy, Spain, Netherlands, Germany, the 
UK, China, India, and Japan.  

The outlook for domestic tourism remains favourable. Out of the 11 competitive destinations that 
respondents were asked to evaluate, Canada is 1st on both unaided and aided consideration, as well as 
destination knowledge.  

Consideration 

Unaided consideration represents top-of-mind presence of destinations in the consumer mindset and 
requires travellers to think of destinations without being prompted. Unaided consideration indicates that a 
strong impression has rooted in the mind of a traveller for a destination. From a marketing perspective, 
travellers who have Canada on their unaided consideration list may be easier to attract since they are 
actively thinking of Canada as a travel destination. On an unaided basis, 36% of Canadian travellers 
mentioned Canada as a destination under serious consideration in the next year (versus 34% in 2016). 
Unaided mentions of Canada were consistent across all age groups.  

Unaided Destination Consideration (Next Year) 

 
  

HIGHLIGHTS 

V Aided mentions of Canada increased significantly in 2017, an indication that more Canadians 
are considering a trip within Canada in the next year, outside of their province or region. 

V Canada and Italy achieve the highest NPS results among Canadian travellers (+35). 
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Aided consideration represents the proportion of travellers who say they would seriously consider visiting 
a destination, but only after they are prompted with a list of competitive destinations. Travellers who have 
aided consideration for Canada may not be thinking of Canada top-of-mind, but they are considering a visit. 
Continued prompts and cues through marketing efforts could help move these considerers down the path-
to-purchase. On an aided basis, 62% say they are seriously considering Canada for a leisure trip in the 
next year (up significantly from 59% in 2016), distancing itself further from 2nd place US (52%, versus 55% 
in 2016), and well ahead of any other competitor including the UK in 3rd place (17%). Of note, older travellers 
aged 55+ are less likely to consider Canada on an aided basis compared to their younger counterparts.  

Knowledge 

Aided destination knowledge measures knowledge of travel opportunities in each destination among those 
with that destination in their consideration set. Fifty-six percent of all Canadian travellers rate their 
knowledge of travel opportunities in Canada as either excellent or very good (consistent with 55% in 2016). 
Despite older travellers aged 55+ being less likely to consider Canada on an aided basis, travellers 55+ 
who are considering a trip within Canada indicate a higher level of knowledge (66%) compared to those 
aged 18-54 (60% among 18-34 year olds, 61% among 35-54 year olds). Efforts to boost knowledge of 
Canadian travel opportunities, especially for younger travellers, could pay off by helping to move potential 
visitors along the path-to-purchase.  

Key Performance Indicators 

 

Net Promoter Score (NPS) 

The Net Promoter Score (NPS) measure was added in 2017 (previously asked in 2015). NPS measures 
the likelihood of travellers to recommend a destination. Results are gathered among travellers for each 
destination in their consideration set (have visited previously and/or considering a visit). The measure has 
an 11pt scale (0-10). The score is calculated by subtracting Detractors (0-6 rating) from Promoters (9-10 
rating). Passives are those who provided a rating of 7-8. 

Canada and Italy share the highest NPS results among Canadian travellers (+35). Canada has slightly 
more Promoters than Italy (52% versus 51%), but also has slightly more Detractors (17% versus 16%). 
Spain follows with a NPS result of +25, with the UK close behind at +24. The US has the 2nd lowest NPS 
score (-2), only ahead of China (-4). Cultural Explorers (+57) have the highest NPS score for Canada, which 
indicates that there could be a good opportunity to leverage advocacy from this group. 
































