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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:

A Monitor awareness, travel intentions, and other key market indicators for Canada and the regions;
Assess perceptions of Canada and track brand performance against competitors over time;
Identify the general experiences sought by travellers, and identify growth opportunities;

Identify motivators and barriers for travel to Canada; and,

> > I D >

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 German market: the US, India,
Thailand, Australia, China, South Africa, Japan, Iceland, and South Korea. The countries included represent
95% of the outbound travel volume to long-haul destinations which are considered direct competitors to
Canada (e.g., non-beach destinations).

Questionnaire Changes

In 2018, questions were added in the following areas:
A Cost-related barriers to visiting Canada,;

A Time of year of a potential visit to Canada; and,

Ve

A Sources of inspiration in destination selection.

Methodology

Data was collected via an online survey and has been weighted to represent the German long-haul travel
population. The target population in Germany was residents aged 18 years and older, who have taken a
long-haul pleasure trip outside of Europe, North Africa and the Mediterranean where they had stayed at
least 4 nights with a minimum of 1 night in paid accommodation in the past 3 years, or plan to take such a
trip in the next 2 years.

Data was gathered from 1,501 respondents in Germany, including 301 recent visitors to Canada, in August
2018. Results are compared against previous GTW waves (data gathered in December 2016 and July
2017). 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 (95% confidence interval) 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 analyzed among different segments
and demographic cohorts; throughout the report, references are made where there are statistically
significant differences compared to the general traveller.

2018 Germany Public Summary Report Destination Canada | 1



Study Overview: Germany Market

The target population are residents aged 18 years and older, who have taken a long-haul pleasure
trip, where they had stayed at least 4 nights with a minimum of 1 night in paid accommodation in the
past 3 years, or plan to take such a trip in the next 2 years.

_ 000
<\“}' %Eg%s ﬂl?
GTW Sample Distribution

Geographical Definition
) for Qualified Trips
Recent visitors to Canada: 301
Outside of: Europe, Other travellers: 1,200
North Africa and the Total sample size: 1,501
2018 Mediterranean

Sample distribution: National

Timing of Fieldwork

Background

Germany has the largest national economy in Europe. According to the IMF GDP Nominal ranking, Germany
is the fourth largest economy in the world, with 4.6% share of global GDP (International Monetary Fund,
October 2018).

Germany remains the European Unionés most pol(Theically

Heritage Foundation, January 2019). At the time of data collection, political tensions lingered, with
Chancellor Angela Merkel having secured a fourth term in March 2018 when her centrist Christian
Democratic Union (CDU) and its junior partner, the Bavaria-based conservative Christian Social Union
(CSUV), formed a tenuous coalition with the Social Democratic Party. Electoral support for the CDU/CSU
blocwaswaning in July 2018, due in part to political
escalation in trade tensions between the European Union and the United States also loomed, with American
protectionist rhetoric escalating and tariffs being imposed. Despite risks associated with an escalation in
trade tensions and a political scene that remained difficult to navigate, the economy looked poised to record
another year of robust growth (OECD, July 2018). Economic growth was projected to remain solid, backed
by strong job creation and a fiscal stimul us. I n
to 1.9% for 2018, and 1.9% for 2019 (International Monetary Fund, October 2018).

The outlook for the labour market remained strong in the second quarter of 2018, with the unemployment rate
reaching its lowest level since German reunification, and further improvements expected into 2019. In July
2018, Germanyébés unemployment rate stood at 3 (0O&Cb,
July 2018).

Inflation eased to 2.0% in July 2018, marginally down from 2.1% the month prior, and in line with market
expectations. Consumer prices were expected to increase by 0.1% in August 2018 (Trading Economics,
August 2018).

Ger many 6s oridesceindexrremained the highest among the European nations at the time of data
collection but had been unchanged for six months. In August 2018, the consumer confidence index stood at
57.2 points; an increase of 0.5 points over a twelve-month period (Thomson Reuters/Ipsos Primary Consumer
Sentiment Index, August 2018). Business confidence was, however, forecasted to improve into 2019 (Focus
Economics, August 2018), which could bode well for travel.

Ger many r emai n'$largest aitbourndmbrkedirsterr8s of tourism expenditures, which increased
9.4% in 2017 to $89.1 billion US (United Nations World Tourism Organization, April 2018).
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Market Potential

HIGHLIGHTS

V The immediate potential market has increased to 5.50 million travellers in 2018 compared to
5.10 million in 2017, an increase of 400,000 travellers.

V The proportion of German respondents who are in the dream to purchase stages for Canada
increased (66%, up significantly from 62% in 2017 and 60% in 2016).

V The long-haul travel outlook continues to trend upwards and is up significantly from 2016 (+8
in 2018, +4 in 2017 and +1 in 2016).

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 German market for Canada in two ways i the macro target market and
the immediate potential market.

Size of Potential Market to Canada (Next 2 Years)

2016 GTW 2017 GTW 2018 GTW
(Dec) (Jul) (Aug)

Long-haul pleasure travel market 19.88 million

Target market for Canada (dream to purchase stage) 60% 62% 66% A
Size of the target market 11.87 million 12.23 million  13.18 million
Immediate potential for Canada (definitely/very likely to visit in next 2 years?) 37% 42% 42%
Size of the immediate potential 4.38 million 5.10 million 5.50 million
Actual Visitation 369,216 401,387 405,984

A\ /¥ Significantly higherlower than 2017 GTW wave.
 Includes respondents likely to visit Canada for a trip of 1 to 3 nights, or a frip of 4 nights or more.
Base: Target market for Canada = long-haul pleasure travellers (past 3 years or next 2 years); Immediate potential for Canada = dream fo purchase stages for P2P for Canada

QMP1. Which of the foffowr'n% best describes your current situation when thinking about each of the following destinations for a holiday trip?
QMPE. Realistically, how likely are you to fake a holiday trip fo Canada in the next 2 years?

The long-haul travel market size is derived from a 2016 omnibus study of the German adult population.
Long-haul travel incidence is comprised of travellers who indicate that they have travelled for a long-haul
pleasure trip in the past three years or intend to do so in the next two years.

The proportion of GTW respondents who are in the dream to purchase stages for Canada increased
significantly in 2018 (66%, up from 62% in 2017 and 60% in 2016). Based on the 2018 result, the size
estimate for long-haul German travellers is 13.18 million, up from 12.23 million in 2017 and 11.87 million in
2016. This result shows that Canada is expanding its overall base of interested travellers in the German
market.

The immediate potential is a more conservative estimate based on GTW respondents who say they are
definitely or very likely to visit Canada in the next two years (42% in 2018, unchanged from 2017, and up
significantly from 37% in 2016). This translates into a market of 5.50 million potential German travellers
with immediate potential for conversion in 2018, which is up by 400,000 from 2017 (5.10 million).
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AmongDe st i nat i oteninfeanatiandlanarisets, Germany was ranked 5", down from 4t in 2017, in
immediate potential market size (behind the US, China, South Korea, and now the UK). Actual visitation
from Germany continues to be ranked 5hamongDe st i nat i ointerrGt@gonabhniaketssin 2018. This
suggests that Canada is performing at expectations in converting potential travellers to actual travellers in
the German market.

For context, Canada attracted 406,000 visitors from Germany in 2018, up 1% from the 401,000 German
visitors in 20171. The 406,000 arrivals represent 7% of the immediate potential market.

Al so of interest is the demonstr at emmediatetpaent@lsmarket n

(5.50 million). In 2018, BC has reclaimed the top position as the region with the most interest, appealing to
55% (or 3 million potential visitors); this result is up from 52% in 2017, but consistent with 2016 levels (55%).
Ontario follows closely, appealing to 54% (or 3 million potential visitors). Quebec (44%) and Alberta (38%)
continue to be the next most likely provinces to visit.

Potential Market Size for the Regions

Immediate Potential for Canada: 5,496,500

Key:
% likely to visit region
Immediate potential (000s)

A\ /N Significantly higher/lower than 2017 GTW wave.

Base: Those in the dream to purchase stages of the path to purchase for Canada and definitely/very likely to take a trip to
Canada (n=471)

QMPY_ If you were to take a holiday trip to Canada in the next 2 years, which of the following Canadian travel destinations are
you likely to visit?

The proportion of German travellers saying that they intend to spend more on long-haul travel exceeds
those who say they will spend less; this gap continues to widen, resulting in a long-haul travel outlook that
is trending upward, from 0 in 2016 to +4 in 2017 and +8 in 2018.

The short-haul travel outlook is also trending upward, from +1 in 2016 to +3 in 2017 and +5 in 2018. The
market outlook for domestic travel (+4) is unchanged compared to 2017.

! Destination Canada, Tourism Snapshot, December 2018.
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Spending Intentions (in the Next 12 Months)

I_Eeisure Tl{la‘:?rl \R;it_hin LEisure Tﬁ\fﬁlh?&#tgide

Lei Travel urope, No rica urope, No rica

Wﬁhsiﬁrge,ﬁ\;ix and the Mediterranean and the Mediterranean
0, o,

m A little more

About the same 66% 63% 53%
m A little less
I s | E
Travel Market Outlook +4 +5 +8

A /Y Significantly higher/lower than 2017 GTW wave.
Base: Long-haul pleasure travellers (past 3 years or next 2 years) (n=1501)
Q82 How would you describe your spending intentions on the following items in the next 12 months, compared to the last 12 months? Will you spend __.?

Competitive Environment 1 Key Performance

Indicators Summary

HIGHLIGHTS
V Unaided consideration of Canada is up significantly (11%, up from 8% in 2017).

V Aided consideration for Canada has been trending upwards, moving from 36% in 2016, to
38% in 2017 and 41% in 2018.

V Destination knowledge of Canada is down significantly, while knowledge of the US is up
significantly.
V Australia has claimed the top position for NPS, moving Canada into 2" spot.

The GTW tracks the following Key Performance Indicators (KPIs) for Canada: unaided and aided
destination consideration, aided destination knowledge, and Net Promoter Score (NPS). Canadads
performance is tracked against key competitors for the long-haul travel market. For Germany, these are the

US, India, Thailand, Australia, China, South Africa, Japan, Iceland, and South Korea.

The outlook for Canada in Germany continues to be favourable. Out of the 10 competitive destinations that
respondents were asked to evaluate, Canada regains 3™ spot for unaided consideration with a significant
increase in mentions (behind the US and Thailand) and remains in 2" position behind the US on aided
consideration. Howe v er , @raps ® d'aplase on destination knowledge (down from 3 in 2017),
trailing the US, Thailand, and Australia, and 2™ place on NPS (down from 1%!) falling behind Australia.

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.
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On an unaided basis, 11% of German travellers mentioned Canada as a destination under serious
consideration in the next 2 years, up significantly from 2017 (8%). Canada has surpassed Australia on this
metric and regains 3™ position (the same rank Canada held on this metric in 2016). Canada continues to
trail Thailand (12%), and by a larger margin, the US (22%). Of note, following a significant increase in 2017,
unaided mentions of the US in 2018 have softened in 2018 (22% compared to 25% in 2017).

Those who have visited Canada recently remain more likely to mention Canada on an unaided basis (23%).
German travellers continue to mention very few specific places in Canada, suggesting knowledge of specific
Canadian destinations remains low.

Unaided Long-Haul Destination Consideration (Next 2 Years)

Top 12 Destination Brands' Top 12 Destination Countries?
United States 17% United States 22%
Thailand Thailand 12%
Canada Canada 11% 4 —] 10.7% - Canada
Australia Australia 10% 4%
New Zealand New Zealand Er?:\:
Cuba China
South Africa South Africa
Mexico Cuba
China United Arab Emirates (UAE) 22%
Japan Mexico Nc;ga:_zzgilng
Caribbean Japan
Egypt Egypt

A\ /T Significantly higher/lower than 2017 GTW wave.

Note: ' Re as by re (e.g., percentage who said “Canada” specm’cal/{)
2 Roll-up of brand mentions by country (e.g., pércentage who said “Canada” or any destination in Canada).

Base: Long-haul pleasure travellers (past 3 years or next 2 years) (n=1501)

g}g& [Yo(; merﬁtﬂunsd that you are likely to take a long-haul holiday trip outside of Europe, Noith Africa and the Mediterranean in the next 2 years. Which destinations are you seriously considering? (Please list up fo
lestinations.

Unaided Long-Haul Destination Consideration (Next 2 Years) i Canada Trended

40%
30%
20% Canada ranked 3rd
10% A
° 9% 9%
0%
2016 GTW (Dec) 2017 GTW (Jul) 2017 Pulse (Nov) 2018 GTW (Aug)
(n=1509) (n=1505) (n=500) (n=1501)

A/ Significantly higher/iower than 2017 GTW wave. :| / O Significantly higher/lower than 2017 Pulse wave.

Base: Long-haul pleasure travellers (past 3 years or next 2 years)

(3328, r\{aut rnen)[roned that you are likely to take a long-haul holiday trip outside of Europe, North Africa and the Mediterranean in the next 2 years. Which destinations are you seriously considering? (Please list up to
lestinations

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.
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On an aided basis, 41% say they are seriously considering Canada for a leisure trip in the next 2 years.
This aided result has been trending upwards since 2016 (up from 38% in 2017 and up significantly from
36% in 2016). Canada remains in 2" place behind the US (43%) and substantially ahead of Thailand (32%).
Thailand saw significantly improved aided consideration results in 2018 (32% versus 26% in 2017), jumping
from 4t to 3 spot and signaling increasing interest in the destination among German travellers. Of note,
Japan and China have also seen significantly increased aided consideration results in 2018 (17% for Japan,
up from 14% in 2017, and 14% for China, up from 9% in 2017). Aided consideration for South Africa has
significantly decreased in 2018 (21% down from 24% in 2017), eliminating the significant improvement the
destination experienced in 2017.

Both recent visitors to Canada and those considering a visit rank Canada first overall in aided consideration
among all destinations in the competitive set. Knowing that past visitors are more interested in returning, it
is important to attract new visitors.

Knowledge

Twenty-three percent of all German travellers rate their knowledge of travel opportunities in Canada as
either excellent or very good, marginally down from 26% in 2017, but consistent with 23% in 2016.

Among those considering Canada, destination knowledge has fallen to 33%, decreasing significantly from
2017 (40%) and 2016 (39%). Knowledge of other competing destinations has remained relatively consistent
with the exception of the US which is up significantly in 2018 (56%, up from 49% in 2017). The US has
widened its lead over Thailand (44%) and Australia (37%). Canada sits in 4 spot (down from 3 in 2017)
and is tied with Japan and Iceland (both at 33%).

Knowledge of travel opportunities in Canada steadily rises as travellers move down the Path-to-Purchase:
23% of those in the dreaming stage are knowledgeable about Canadian travel opportunities, moving up to
30% in the considering stage, and further to 40% among those actively planning a visit. Efforts to boost
knowledge of Canadian travel opportunities could pay off by helping to move potential visitors along the
Path-to-Purchase.

Key Performance Indicators
Key Performance Indicators (KPIs) for Canada — Summary

Recent
All Long-Haul Visitors to Considering
N Travellers Canada' Canada?
Definition (n=1501) (n=301) (n=535)

Intentions:

% who mentioned Canada or a destination in 11% A 239, 27%,

Unaided destination consideration Canada on their consideration list®

Competitive positioning on destination Rank on the consideration list among 10 2 1 1
consideration destinations

Destination knowledge:

Aided awareness of travel opportunities in % with excellent/very good knowledge of travel Py 0, o/
Canada opportunities in Canada 23% S7% 35%

A /Y Significantly higher/lower than 2017 GTW wave.

1 \Visifed Canada in the past 3 years (pleasure trip of 4 or more nights, with at least 1 night in paid accommodations)
2 Those in the consider fo purchase stages of the path to purchase for Canada.
3 Fortnps in the next 2 years.

Base: Long-haul pleasure travellers (past 3 years or next 2 years)

g S??: V[(‘zu rn?n[roned that you are likely to take a long-haul holiday trip outside of Europe, North Africa and the Mediterranean in the next 2 years. Which destinations are you seriously considering? (Please list up to 3
estinations.

QBVCT. You may have already mentioned this before,_ but which destinations would you seriously consider vfsi!ﬁr;g in the next 2 years?

QMP3. How wouild you rate your level of knowledge of holiday opportunities in each of the following destinations ? (asked among all respondents)
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Net Promoter Score (NPS)

The Net Promoter Score (NPS) measures the likelihood of travellers to recommend a destination. Results
are gathered among travellers with 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.

In 2018, Australia (+23) has edged out Canada (+22) to claim the top position for NPS among German

travellers;.Australi aés NPS result has mar gi hvwhieINyS for Ganade as e d

has remained unchanged year-over-year.

Compared to 2017 results, there are several significant changes. The US and Iceland have seen positive
shifts in their NPS results, with significantly more Promoters for both the US (43%, up from 38% in 2017)
and Iceland (39%, up from 29% in 2017) and significantly fewer Detractors (23%, down from 28% in 2017
for the US and 20%, down from 29% for Iceland). These shifts have resulted in NPS scores of +20 for the
US (up significantly from +9 in 2017) and +19 for Iceland (up significantly from 0 in 2017). In contrast, NPS
for South Korea has directionally decreased (-15, down from -1 in 2017); this decrease in NPS for South
Korea is due to a significant increase in Detractors (42%, up from 27% in 2017).

When the results for Canada are examined among past three year visitors, the NPS result is to +38
(unchanged from 2017); among those who have not visited Canada in the past 3 years, the NPS result is
-21. This strongly underscores the opportunity to capitalize on advocacy from recent visitors as well as
encouraging them to return. Among those who have ever visited Canada, the NPS result is +10, which is
substantially lower than that of past three year visitors i this indicates the need to develop strategies that
encourage visitors to advocate either during or immediately after a trip to Canada.

Net Promoter Score

®Promoters ®Passives mDetractors

Australia (n=501) 44% 34Y, +23
United States (n=781) 43% A 34% +20 A
Canada (n=767) 2% 38% +22 I

Iceland (n=401) 399% A 1% +19 A
Thailand (n=599) 38% 35% +1
South Africa (n=388) 34% 36% +5
Japan (n=294) 33% 41% +7
South Korea (n=122) 27% 31% -15
China (n=264) 26% 33% A7

India (n=194) 24% 37% 15

A/ Significantly higher/lower than 2017 GTW wave.
Base: Long-haul pleasure travellers (past 3 years or next 2 years) considering visiting each country
QMP11. Whether you have visited or not, how likely are you to recommend each of the following holiday destinations to a friend, family member or colleague?
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Path-to-Purchase

\%

\Y

HIGHLIGHTS

Canada continues to hold a strength in converting travellers between the awareness and
dreaming stages.

With improved performance at converting German travellers between creating a vacation
movie and detailed itinerary planning, additional focus could now be placed on moving
travellers from the dreaming to consider al
relative to the US.

Like any other expensive and discretionary consumer product, there is a purchasing or decision-making
cycle associated with long-haul travel: consumers move through progressive stages from not knowing
anything about a destination to booking a trip. Advocacy happens during and after the actual visit.
Destination Canada wants to understand where the organization can have the greatest influence in
converting those with interest in Canada to actual visitors.

Desti nat i o nPat@-torPardhask $odel

ADVOCACY

ON DREAM LIST

ON CONSIDERATION LIST

CONSIDERATION

CREATING A
VACATION

EVALUATION

ADVOCACY

DETAILED
ITINERARY
PLANNING

EXPLORING
CANADA FINALIZING
TRAVEL
BOOKING A TRIP ARRANGEMENT
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