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British Columbia is in Phase 3 of BC’s Restart Plan

On June 24, 2020, it was
announced that British Columbia
s taking the next step in BC’s
Restart Plan with a gradual
transition to Phase 3, including
the smart, safe and respectful
return of travel and tourism
within the province.

On November 18, 2020, Canadian and
US officials agreed to extend the closure
of the border between the two countries
to non-essential travel until at least

December 21, 2020.

While BC is in Phase 3 of the BC Restart Plan, and is

not open to non-essential travel from the US or
International countries, information provided in this
Research Roundup Report highlights not only local

insights, but global insights which may be applicable to
BC now.

To get COVID-19 transmission under control right
now, the Province is urging all British Columbians to
press pause on non-essential travel and stay in their
local community. This includes a temporary pause on
inter-provincial travel and travel throughout British

Columbia. Many insights noted in this Research

Roundup were gathered prior to this announcement by

BC’s Provincial Health Officer, Dr Bonnie Henry, on
November 19.



https://www2.gov.bc.ca/gov/content/safety/emergency-preparedness-response-recovery/covid-19-provincial-support/bc-restart-plan

Destination BC is rounding up relevant research and articles each week related to the travel and tourism industry and

COVID-19.

Last week in brief:

*  Pfizer COVID-19 vaccine 95% effective

*  BCresidents less happy with promoting their communities

e Comfort levels for some tourism-related activities increase

*  Half of Albertans feel safe travelling to other provinces

*  BCsees weekly increase in domestic overnight visitation compared to previous week

*  9th consecutive decrease in weekly movement in BC compared to same period in 2019

*  Hotel occupancy and ADR increases slightly from previous week, but down from previous year
*  Hotel stays increase in the US, but recovery is a slow climb

*  Canadian tourism sector loses 70,400 jobs, while BC tourism sector employment up +0.3% between September

and October
* Indigenous tourism opportunity for market share gains due to COVID-19
* Insights West releases top 10 insights for BC brands and marketers
e Almost 60% of American travellers are ready to travel
*  Global air traffic recovers slightly in September compared to August

*  Tourism and COVID-19 dashboard and reporting resources available



Pfizer COVID-19 vaccine 1s 957 effective

* The Pfizer COVID-19 vaccine, reportedly
95% effective, is one of seven vaccines
pre-ordered by the Canadian government.

* Prime Minister Trudeau says he hopes a
vaccine will be available “early next year”,
with some experts cautioning against
expecting approvals before December.

* According to Skift and Event Manager Blog,
the impact of the announcement has
resulted in market gains for events
companies and airlines. For example:

*  Eventbrite was up +27%

*  Viad, which owns GES, a global full-service
provider for live events, was up +7%

*  Informa was up +21%

*  European airlines were up +40%

*  United airline was up +20%

*  American airline was up +20%

*  Air Canada was up +31%

Source: CBC, November 18, 2020
Source: Event Manager Blog, November 9, 2020 4



https://www.cbc.ca/news/health/pfizer-coronavirus-vaccine-study-interim-results-1.5806155
https://www.eventmanagerblog.com/coronavirus-vaccine-event-industry-investments?utm_campaign=Daily%20Newsletter&utm_medium=email&_hsmi=99423064&_hsenc=p2ANqtz--iL0xejXqDHMrAvBD7dI9_YcL3Q3MbWmjy84Q--vUouGsQ4zNGNOOWnjnqzfCpQ_mZtVg7wsUHAoR33FGtljvgH_6G83xt0OKe12y7JyrVqG0E-Ig&utm_content=99423064&utm_source=hs_email

BC residents less happ y with promoting their communities

In Destination Canada’s Wave 23
(November 3) report, 37% of British
Columbians said they would be very happy
seeing an advertisement promoting their
community to other communities nearby.
This equates to a net level of happiness of
+18, down from +26 in the prior wave.

347% said the same for seeing an
advertisement promoting their community
to other parts of the province. This equates
to a net level of happiness of +8, down from
+17 in the prior wave.
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https://www.destinationcanada.com/sites/default/files/archive/1210-Canadian%20Resident%20Sentiment%20-%20October%2027%2C%202020/Resident%20Sentiment%20Tracking%20October%2027_EN.pdf

Comfort levels for some tourism-related activities increase

October 28, 2020 Tracking
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https://www.destinationbc.ca/research-insights/type/covid-19-research-insights/?bc-residents-public-perceptions=true

Half of Albertans feel safe travelling to other provinces

* |n Destination Canada’s Wave 23
(November 3) report, feelings of safety
towards travel have increased to 82% from
75% for Alberta residents when considering
travelling to nearby communities, while
dipping slightly to 49% from 51% when

considering travelling to other provinces in

Canada.

* Albertans’ feelings of safety travelling to
other provinces have trended down for the
past two waves, though they are still up +6
points from a low of 43% in early October.
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https://www.destinationcanada.com/sites/default/files/archive/1210-Canadian%20Resident%20Sentiment%20-%20October%2027%2C%202020/Resident%20Sentiment%20Tracking%20October%2027_EN.pdf

BC sees wee/(/)/ Increase in domestic ovem/:ght visitation compared to
previous week

BC's Domestic Overnight Visitation B British Columbia
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Source: Environics Analytics Weekly COVID Tracker Report, November 8, 2020



https://environicsanalytics.com/en-ca/measuring-canadian-travel-patterns

9h consecutive decrease in wee/(/)/ movement in BC compared to same

period in 2019

* Environics Analytics also reports year-over-year

analysis in the Weekly COVID Tracker Report.

e For the ninth consecutive week, BC’s overnight
domestic visitation was down (-24.0%) for the week
ending November 8 compared to the same week in

2019.

e A year-over-year decrease in visitation was seen
across all tourism regions:

* Vancouver, Coast and Mountains (-39.1%)
Kootenay Rockies (-22.8%)

Cariboo Chilcotin Coast (-16.6%)
Thompson Okanagan (-16.4%)

Vancouver Island (-14.2%)

Northern BC (-5.3%)
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Source: Environics Analytics Weekly COVID Tracker Report, November 8, 2020



https://environicsanalytics.com/en-ca/measuring-canadian-travel-patterns

Hotel occupancy and ADR increases slightly from previous week, but
down from previous year
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https://str.com/press-release/str-canada-hotel-results-week-ending-7-november

Hotel stays increase in the US, but recovery is a slow climb

o Skift reports that for the first time since the
beginning of the pandemic, hotel stays in the US
increased significantly. The period between
September 20 and October 20 saw 56% of trips
with hotels as the main accommodation type for
personal travel, up +8 points from the month
prior.

e Overall, the total rate of travel in the United
States increased only slightly since April.
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https://skift.com/2020/11/11/october-u-s-travel-grew-the-smallest-since-april-new-skift-research-travel-tracker-survey/?utm_campaign=Daily%20Newsletter&utm_medium=email&_hsmi=99633481&_hsenc=p2ANqtz-_Ns8kbk8MEsYq3fqtEu7rkhp1n0hJ80TaXoU59zaCgAHjz_MB8p3QODg9xpuG8-xqcH75Ml8MqGweoXolymzQ0vkNwsMqLKgGixtCe9DTIZItw2eg&utm_content=99633481&utm_source=hs_email

Canadian tourism sector loses 70,400 jobs, while BC tourism sector
employment up +0.37% between September and October

Tourism HR Canada tracks employment and
unemployment in the tourism sector and
compares it with the overall economy.

Overall, the Canadian economy added 84,000
jobs in October. However, for tourism,
employment dropped -4.8% between September
and October.

Across Canada, the sector lost 70,400 jobs,

mostly full-time positions.

Despite BC’s tourism-centric economy, few
tourismjobs were gained between September and

October (+0.3%).

Chart 1: Tourism Employment by Province
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http://tourismhr.ca/labour-market-information/tourism-employment-tracker-insights-into-covid-19s-impact/

Indigenous tourism opportunity for market share gains due to COV/D-19

A study by Insignia Research for the Indigenous
Tourism Association of Canada (ITAC) states
COVID-19 disruption has created an
unprecedented, industry-wide opportunity for
Indigenous tourism and cultural experiences.

According to Insignia Research, attitudes precede
shifts in behaviour, and both have shifted
fundamentally to the advantage for Indigenous
tourism, including the search by travellers for
escapism and “hidden gems”.

Escapism is being redefined to embracing a
slower, more mindful pace of life with your loved
ones, appreciating nature, simplicity, spirituality
and soulfulness.

To hear more, listen to the ITAC Insignia
Research Webinar from October 30, timestamp
12:00.

\M“" INDIGENOUS | AUTOCHTONE 4
’AX TOURISM ASSOCIATION OF CANADA oy :AM@A /

~
&

CQVID-1 9 Driven
Interest Assessment of
Canada’s Domestic Market

FOR INDIGENOUS TOURISM & CULTURAL EXPERIENCES

FINAL REPORT / OCTOBER 2020

Source: COVID-19 Driven Interest Assessment of Canada’s Domestic Market for Indigenous Tourism &
Cultural Experiences, Indigenous Tourism Association of Canada, October 2020
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https://vimeo.com/474022230
https://indigenoustourism.ca/corporate/wp-content/uploads/2020/10/ITAC-Insignia-Research-Report-Full-Report-EN-v16c.pdf

* In October, Insights West recently released a
June report on the impact of COVID-19 on BC
brands, which shows that fear is driving
consumers’ choices.

The report encourages businesses to personalize
their service, differentiate themselves, and use
digital channels such as email to reach customers.

The report highlights how well BC brands are
responding to COVID-19, including Science
World (60% rated 8, 9 or 10 out of 10),
Vancouver Aquarium (56%), Vancouver Canucks
(56%), Earls (56%), YVR (55%), Capilano
Suspension Bridge (55%), PNE/Playland (547%),
Grouse Mountain (54%), BC Ferries (53%), Air
Canada (46%) and WestJet (44%).

Top 10 Insights for Brands and Marketers

Fear still driving consumers, even with
restrictions lifted

m High levels of personalization is key

- Despite charitable giving being down,
charitable sentiment is high

Email is king right now

B Differentiation is key, and tell us

W something we don’t know

Hyper-localization of consumer
preferences in supporting brands

Be careful not to appear to be
opportunistic

There is an expectation that prices will be
higher

Sentiment that the province of BC is
opening too fast, so be extra careful

Willingness to pay COVID-19 surcharges
and premiums is limited

Source: The Impact of COVID-19 on Brands, Insights West, June 2020
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https://www.insightswest.com/wp-content/uploads/2020/10/Pres_IW_ImpactCOVIDonBrands_15June2020_FINAL.pdf

Almost 607 of American travellers are ready to travel

Destination Analysts, an American tourism
research firm, found that almost 60% of
American travellers are ready to travel, including
13% who already are travelling. This is part of a
significant trend upward over the past several
months.

When asked about the perceived safety of
tourism activities, 52% felt unsafe about each
activity on average. This is down -15.8% from

mid-July.

50% of American travellers are excited to travel,
up from 487% last week.

TRAVEL STATE-OF-MIND

Question: When it comes to getting back out and traveling again, which best describes your current state of mind? (Select one)

Historical data
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Source: Coronavirus Travel Sentiment Index Report, Destination Analysts, November 10, 2020
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Global air traffic recovers slightly in September compared to August
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* According to the International Air Transport
Association (IATA), global air traffic was down
-72.8% in September compared to the same

period in 2019. However, global air traffic volume
seen in September was a slight recovery from the
volume decline seen in August (down -75.2%

compared to August 2019).

e Domestic air travel was down -43.3% in
September, an improvement from the decline
seen in August (down -50.7% compared to
August 2019). The improvements are largely
attributed to Russia and China.

Source: Travel Weekly, November 5, 2020


https://www.travelweekly.com/Travel-News/Airline-News/Global-air-traffic-improves-slightly-in-September-IATA

Tourism and COVID-19 dashboard and reporting resources

Destination BC’s Signals & Sentiment dashboard follow core markets and informs their

o T ——————

approach through COVID-19. We also conduct and commission general research and

insights related to travel and tourism in British Columbia, as well as COVID-19 Research
and Insights.

The UNWTO has a tourism recovery tracker, the most comprehensive tourism dashboard
to date.

The UNWTO has an online dashboard of international statistics on the impact of
COVID-19 on the tourism sector.

MPI has created a coronavirus resource page that compiles meetings and events

information as well as links to several other resources helpful to the Business Events
segment in our industry.

PhocusWire has a live roundup of coronavirus-related tourism news.

Skift has a global travel reopening timeline.

The BC Tourism Resiliency Network hosts tourism impact reports and travel pattern
studies.

The Travel and Tourism Research Association links to many research & analytics

companies on their COVID-19 Resource Centre.

17


https://www.destinationbc.ca/covid-19/destination-bc-response/signals-sentiment-dashboard/
https://www.destinationbc.ca/research-insights/type/covid-19-research-insights/?global-tourism-watch-covid-19-research-insights=true
https://www.destinationbc.ca/research-insights/type/covid-19-research-insights/?global-tourism-watch-covid-19-research-insights=true
https://www.unwto.org/unwto-tourism-recovery-tracker
http://r20.rs6.net/tn.jsp?f=0019axKIdEFDR8tuAj05oRd5FvC7z94X5M55W0DmbmcFWzWPFy4v-vV04LSTGF1CRyMmH429Ru9nYqjZkkZILyK1bqtMxTIi3xulAL-ZjNtjkYY8NhTBBOtU9yPxh02fIy81IYDRNK4RNn_L1xsgyIgs7UgkeuuZvcQXcpacpNCrPJpeSVewYJus__33UuoAyJK&c=attWgCB3Ty19Kc3U4HGltR2z0dB360wz6eYfELiBTMxHZ_SwZCo_ZA==&ch=sR1SFMgZWdj357ApUI28RznssilNHes3dOnUh4KVVEs8Mfu-kxKa5Q==
http://r20.rs6.net/tn.jsp?f=0019axKIdEFDR8tuAj05oRd5FvC7z94X5M55W0DmbmcFWzWPFy4v-vV00X1wemIgdheeTtyoVPh1UFXH55a3gJLQjFtbxGDe80WpcgLkCpXDmBjWI_A_yTAC8HVshoKj8xR_l8XQZbc1Rs5UXczfDzgADMwVLiHb0twWJgP1wGyBo7jK5JYmFrH88Hdwu756h89fnTgwIdP0XBD9yva9J_7LbKbH6ZUsuesg2MPacwHWxsJDEjC57aDfzXzgjdLWmBztogkRgIfsyOJC6tYby6brI7cRWokGFdYg8Ywdr1CILXdW8VtsWGgN3FBWJuXfPbIXNIXQ8I2kX270uHvFMlhvoRmHJbnUpUqmiqzJPMpG3Q91IQ82SaYlg==&c=attWgCB3Ty19Kc3U4HGltR2z0dB360wz6eYfELiBTMxHZ_SwZCo_ZA==&ch=sR1SFMgZWdj357ApUI28RznssilNHes3dOnUh4KVVEs8Mfu-kxKa5Q==
https://www.phocuswire.com/Coronavirus-impact-travel-industry
https://reopening.travel/reopening/
https://tourismresiliency.ca/reports/
https://ttra.com/covid-19-resource-center-is-live/

DESTINATION
BRITISH COLUMBIA®

This report can be found online on the Destination BC Research &

Insights COVID-19 webpage

Research & Analytics
TourismResearch(@DestinationBC.ca
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https://www.destinationbc.ca/research-insights/type/covid-19-research-insights/?research-roundups=true
mailto:TourismResearch@DestinationBC.ca
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