
 

 

Ontario 

Overview 

 In 2012, Canadians made over 316 million overnight and 

same-day trips within their country, down 0.2% from 2011. 

BC was the destination for 28 million trips (8.9% of total 

domestic trips). Trips to/within BC decreased 11.5% from 

2011.  

 Visitors from Ontario took 562,000 overnight trips to BC 

in 2012, an increase of 6% from 2011. Ontario residents 

took 42.6 million overnight domestic trips in total, an 

increase of 4% from 2011. 

Source:  Statistics Canada 

 

The market at a glance 
Domestic trips by Canadians, overnight  

and same-day (2012) 
316.3 million Population (2013) 13.5 million 

Change in overnight BC trips by Canadians (2011-12) -11.5% Unemployment rate (2013) 7.5% 

BC’s share of trips by Canadians (2012) 8.9% Real GDP (2012) $619.3 billion 

Overnight  trips taken by Ontarians (2012) 562,000  GDP growth (2012) 1.5% 

Change in overnight BC trips by Ontarians (2011-12) 6.2% Forecasted GDP growth (2013) 1.3% 

BC’s share of domestic overnight trips by Ontarians 
(2012)  

1.3% Forecasted GDP growth (2014) 2.1% 

Sources: Statistics Canada, Royal Bank 

Ontario’s economic profile 
Ontario is the largest economy in Canada, with a GDP nearly 

twice that of its Quebec neighbor (Canada's second largest 

economy). The province has faced economic difficulties for 

some years now. In the spring of 2014, Ontario’s Finance 

Minister announced a revised 2013-14 deficit which showed 

$11.3 billion in overspending and revenue projections for 

2014-15 expected to be $3.5 billion lower than forecast.  

Manufacturing plays an important role in Ontario's economy, 

yet the service sector is the largest contributor (77.6% in 

2013). The Ontario economy is highly dependent on the US, 

which represents 78% of its export markets. Given an overall 

decline in the manufacturing sectors of Canada’s economy, 

Ontario has not benefited from the growing strength of 

resource-based industries that have shaped the economies of 

other parts of the country. 

Overall, Ontario’s economy will continue to grow at a 

moderate pace in a challenging global economic environment.  

Real GDP is forecast to double from 1.3 per cent in 2013 to  

2.6 per cent by 2017. Stronger U.S. growth and the decline in 

the value of the Canadian dollar will help boost Ontario 

exports and encourage stronger business investment. 

Household spending, which accounts for close to 60 per cent 

of the economy, is also expected to strengthen gradually 

Although moderate, the sustained growth of Ontario’s 

economy has supported continued gains in employment. This 

has resulted in Ontario’s unemployment rate declining to 7.5 

per cent in 2013, well below the recessionary high of 9.4 per 

cent in June 2009.  

Longer term, it is predicted that an aging population and 

slower labour-force growth will contribute to sluggish 

economic growth in Ontario over the next two decades. The 

provincial economic outlook calls for an average of 2.1 per 

cent annual growth in real GDP through 2035. 

Ontario’s average individual after-tax income was $46,600 in 

2011, just slightly above the Canadian average of $45,300. 
 

Sources: Financial Post, Ontario Ministry of Finance,  

Ontario Chamber of Commerce, Statistics Canada, The Star  
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Visitor characteristics
1
 

For Ontario travellers in BC on 

overnight trips, there was an even split 

(50/50) between males and females in 

2011 and 2012. 

Over half of Ontarians travelled alone 

while on an overnight trip in 2012.  The 

number of parties travelling with children 

or teens was greater for Ontario 

travelers to BC (24%) than travellers 

from the rest of Canada (16%).  Parties 

travelling with children and teens usually 

included one adult (18% of all parties 

travelling to BC).   

In terms of age profiles, the largest 

change between the two years came in 

the 55-64 category (34% in 2011 vs 14% 

in 2012),  Within the population of 

survey respondents, Ontarians travelling 

overnight tended be affluent; 74% had 

household incomes over $100,000,  

Ontario travellers to BC also tended to 

be educated with 79% having at least 

some post-secondary education.  

 
 

 

 

Trip characteristics 

In 2012, Ontario visitors spent 6.2 

nights on average during their trip to 

BC. There was a slight decrease in trip 

length from 2011. 

Trips to BC involved an average of just 

less than 8 nights overall in Canada in 

2011 and just less than 7 nights in 

Canada in 2012. 

In 2012, over half (57%) of Ontarians 

travelling in BC spent five nights or 

less during their trip. The majority of 

those short stay travellers stayed 

either 1 night (22%) or 5 nights (20%).  

A small number of travellers stayed 

greater than 17 nights in BC (4%). 

Overnight travel for Ontarians peaked 

in July and August. With minor 

increases around other holiday 

periods.  

 

 

  

                                                           
1
 Some totals may not sum to 100% due to rounding 
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Data sources for  

Ontario travellers in BC 

The Travel Survey of Residents 

of Canada (TSRC) is an ongoing 

survey conducted by Statistics 

Canada in partnership with the 

Canadian Tourism Commission 

and some provinces, including 

BC. 

The survey contains questions 

designed to collect data on the 

characteristics of travellers.  

The TSRC provides statistics 

on the volume and 

demographics of overnight and 

same-day domestic travellers 

and on characteristics of their 

trips such as activities, 

expenditures, places visited, 

accommodations and length of 

stay.  

The data in this section is based 

on the 2012 TSRC results and 

on Ontarians who travelled in 

Canada and who spent at least 

one night in BC. Comparisons 

to the 2011 TSRC results are 

discussed where available.    

Due to methodology changes 

for the TSRC after 2010, 

comparisons to previous years 

are not provided. 

For more information, please 

visit www.statscan.gc.ca 
 

Ontarians travelling in BC  

 



 

Activities and transportation 

Ontarians travelling on an overnight 

trip were most likely to be visiting 

friends and relatives (48%) followed by 

leisure (31%) in 2012. 

For Ontarians travelling overnight in 

BC, visiting parks, hiking, and visiting 

museums and galleries were the most 

popular activities in 2011 and 2012.  

Ontario travel parties spent $207 per 

night ($1,188 in total) during their 

overnight trips to BC.  The largest 

types of expenditure were public 

transportation (airfare), food & 

beverage, and accommodation. 

 

Given the distance between 

Ontario and BC, commercial planes 

were the primary form of 

transportation for their trip in BC. 

Relatively few travellers used 

vehicles – buses, cars, trucks or 

RVs – as their main transportation. 

 Activities while on trip (2011/12)  Main mode of Transport (2011/12) 

 
Overnight trip activities 

2011-2012 
combined 

 
Transport method 

2011-2012 
combined 

 National, Provincial Park 44%  Commercial aircraft 84% 

Hiking or backpacking 32%  Other 9% 

Museum or art gallery 28%  Car or truck 3% 

Trip Spending (2012)  Beach 27%  Bus 2% 

Types of Expenditures  2012  Wildlife viewing or bird 
watching 

26%  Ship or ferry 2% 

Public or local transport (including 
commercial airfare) 

33% 
 

Historic site 14%  Boat 0% 

Boating 11%  Camper or RV  0% 

Food & beverages 25%  Festival or fair 11%  Train 0% 

Accommodation 20%  Cycling 10%  *Car, Truck, Camper, RV or boat may be 

private or rented Private vehicle (including vehicle 

rental) 
9%  Team sports (participant) 9%  

Retail or other 8% 
Downhill skiing or 

snowboarding 
9%  

Recreation or entertainment 6%  Zoo or aquarium 8%  
  

Destinations and travel preferences 
The Canadian Tourism Commission 

(CTC) examined competition for 

domestic Canadian travel in terms  

of interest in outbound destinations, 

particularly the United States, the United 

Kingdom, France, Italy, Australia/New 

Zealand, and China/Hong Kong.  

For Canadians, the US had the highest 

unaided awareness as travel destinations, 

although Canada placed second after the 

US, with Mexico 3rd and Cuba 4th.   

BC was the leading top-of-mind domestic 

destination, followed by the Atlantic 

provinces and Alberta.  Canadian 

travellers are looking closer to home in 

the face of rising fuel surcharges on 

flights, particularly to long-haul 

destinations. 

Canadian domestic travellers were most 

interested in seeing beautiful scenery,  

 

exploring nature with city amenities 

nearby, vibrant cities, independent multi-

day touring, visiting national parks and 

observing wildlife.  

In the eyes of Canadians, their nation  

as a destination surpassed the US and 

Australia in winter activities, national 

parks, wildlife viewing, beautiful scenery, 

resorts in natural settings, summer 

activities, aboriginal culture, vibrant cities 

on the edge of nature, and multi-day self-

touring.  

The US edged out Canada as a 

destination for attending major events 

and entertainment experiences. Italy  

and France command a considerable lead 

in terms of history and culture, local 

flavour and lifestyles, and city 

experiences. For Canadians, touring 

Canada remains the number one choice 

for a dream vacation in Canada.  

Ontarians travelling to BC 

overwhelmingly chose to visit the 

Vancouver, Coast and Mountains region 

(68%).  A further 10% visited the 

Thompson Okanagan and 20% visited 

Vancouver Island.  Very few travelers 

visited the other three Tourism Regions 

in BC. 

 
 

Source: Canadian Tourism Commission, Statistics Canada 
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Emerging trends in travel 
 

General economic optimism in Canada has meant consumers 

have not been averse to spending, as reflected by increasingly 

high levels of household debt. It is this debt, rather than 

broader economic forces, that may have the greatest impact 

on spending in the coming years. Despite this concerning 

trend, the cautionary household budgeting which Canadians 

did have for travel during the recessionary years from 2009-

2011 appears to be softening. The year 2012 showed 

patterns of more spending on travel, including a movement 

towards travellers favouring full-service in mid-price and 

luxury hotels. This was further reflected in the addition of 

new properties in the accommodations sector in 2012, when 

several high-end hotels were added to the Canadian supply. 

 

 

At the budget end of the travel spectrum, Air Canada launched 

its new low-cost carrier in 2013, which will compete with 

WestJet Vacations, Sunwing Holidays and Air Transat for 

European and Caribbean destinations. If Air Canada decides to 

expand its low-cost strategy domestically, there will be 

additional competition for WestJet’s scheduled low-cost flights. 

The preliminary consensus seems to be that prices for air 

travel will not change significantly with the new carrier, despite 

introductory special fares. Rather than face price wars, the 

low-cost and charter carriers are likely to differentiate 

themselves on the basis of destinations, scheduling and aircraft 

to ensure that low cost does not result in low profit. 

Canadians tend to be adventurous, very independent and 

resourceful travellers, feeling they will get better value with a 

customized itinerary compared to a packaged trip. Emphasizing 

the value of a domestic vacation, especially as the Canadian 

dollar declines in value, could be key to encouraging these 

travellers to choose Canada as their destination of choice. 

Residents of the Prairie and Atlantic provinces exhibit the 

highest interest to travel within Canada, according to 2013 

CTC research. 

Canadians are extremely comfortable on the internet and its 

use for travel purposes. Retail travel remains a high growth 

channel in the digital industry for all sectors, though flights, 

accommodations and package holidays are the most popular. In 

addition to online activities such as research and booking travel 

or travel items, social media continues to be a growing source 

of information for Canadian travellers.  

ComScore, an internet technology company that provides 

digital analytics, notes in its 2013 research that several social 

media players are increasing their visitor base and engagement. 

While Facebook maintains its strong lead in the category, 

Twitter, LinkedIn, Tumblr, Pinterest and Instagram all showed 

strong visitor growth rates. Also, online video viewing is 

growing in importance, Google Android accounted for 40% of 

internet-enabled devices in the market and retail e-commerce 

grew 10% in 2013 over 2012. Tablets and smartphones have 

become increasingly important sources to research and book 

travel. 

 

Sources: Canadian Tourism Commission, ComScore,   

Euromonitor, Industry Canada,  Statistics Canada,  

 Ontario public holidays 2014 2015  

 New Year's Day January 1 January 1  

 Family Day February 17 February 16  

 Good Friday April 18 April 3  

 Easter Monday* April 21 April 6  

 Victoria Day May 19 May 18  

 Canada Day July 1 July 1  

 Labour Day September 1 September 7  

 Thanksgiving Day October 13 October 12  

 Remembrance Day November 11 November 11  

 Christmas Day December 25 December 25  

 Boxing Day* December 26 December 27  

Source: Ontario Ministry of Labour 

*Not statutory holidays 

 

 

  

 

For more information, please contact: 

Destination British Columbia 
Research, Planning & Evaluation 

Email: tourismresearch@destinationbc.ca 

Website: www.destinationbc.ca/research.aspx 
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