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REGION
OVERVIEW

In 2024, travellers in the
Vancouver, Coast & Mountains
region were hosted by 61,000
tourism employees and visited
over 10,200 tourism businesses.
Collectively, the tourism industry
generated over $11.3 billion in
gross spending in the region,
accounting for approximately

49% of BC's total spending”?

'BC Stats
*BC Stats—Gross Spending Including Taxes
*BC Stats

DESTINATION
BRITISH COLUMBIA®

Destination British Columbia acknowledges with gratitude the x*maBk*aysm (Musqueam Indian Band),
Skwx wi7mesh Uxwumixw (Squamish Nation), and salilwatat (Tsleil-Waututh Nation) on whose shared
territories we operate our main office.

We further recognize with gratitude that we carry out our work on the lands of First Nations throughout
the province. We honour our ongoing relationships with Indigenous Peoples and First Nation communities

around BC, and we commit to continuing to work together. CHILLIWACK



ABOUT THIS TOURISM REGION
The Vancouver, Coast & Mountains (VCM) tourism region represents 4% of BC’s landmass and 62.5% of its population.

Home to over 3.5 million residents, VCM expands outwards from Metro Vancouver along the Sea-to-Sky Corridor to
Whistler and Pemberton, through the Fraser Valley and up the Fraser Canyon, and across the Sunshine Coast. The region
includes the territories of 54 First Nations and 27 Community Destination Management Organizations (CDMOs).*

Tourism Industry Snapshot 2024
Businesses (2024)° 10,200
% of Total Provincial Tourism Busi 7 60%
. . o O ota rovincial lourism businesses o
Regional Population 2024°
. Indigenous Businesses Listed with ITBC® 146
‘ . HelloBC Listings with Accessibility Features (2023)° 33%
Employment' 61,000
Regional GDP" $4.6 billion
3 5 6 2 2 O 0 Regional Tourism Revenue'™ $11.3 billion
9 9
Room revenue (000s)" $2,877,600
. o o ) )
Population as % of BC 62.5%
Visitor Centre parties (2023)" 129,200
Resort Municipality Initiative Communities™ Harrison Hot Springs, Whistler
“Inclusive of municipalities that have Economic Development Officers with tourism as part of their portfolios. 2BC Stats. Please note that regional revenues do not sum up to provincial revenue due to rounding.
°BC Stats, Development Region and Municipal Population Estimates 2024, adjusted for tourism region boundariess BC Stats. Calculated from Municipal and Regional District Tax (MRDT). Only those communities subject to the
6BC Stats MRDT are included. Annual totals should be interpreted with caution since data for a community may not be available
7BC Stats for all months within the year. Only those communities subject to the MRDT are included. Note: In July 2023 there

. . was a major historical data revision due to a change in how the data is collected.
8Indigenous Tourism BC Stakeholders ) 8

“Destination BC
5 . . . - .
iecsetslziti;iotn ?e(;;j::s.p;gcseElgaegi:ri;::netralzgzeg;BC listings by region. Actual number of HelloBC listings with The Resort Municipality Initiative (RMI) program is intended to support small, tourism-based municipalities to
0 4 A L enhance their tourism infrastructure, visitor experiences, and sustainable tourism practices and products. Funding is
BC Stats. Please note this includes Hospitality employment. provided by the Province of British Columbia.

"BC Stats



Government investment in the tourism sector in British
Columbia was $1.2 billion in 2022, and private investment
was $1.7 billion. As an indicator of recent tourism
investment in BC, Destination BC compiles a list of
destination development projects that have been
provided funding each year, based on announcement
date; the VCM tourism region was estimated to receive
$190 million in funding for 85 projects in 2022 and $148
million in funding for 70 projects in 2023. This includes
multi-year funding projects into the future.”

Destination Development Projects

2022 2023
Number of Projects 85 70
Total Investment $190,964,100 $147,801,100

The VCM region is well-connected through major
transportation hubs. The Vancouver International Airport
(YVR) welcomed over 26 million passengers in 2024,
while Abbotsford Airport welcomed 1 million passengers.
BC Ferries, operating five primary routes within the
region, transported nearly 13 million passengers.
Additionally, over 1.3 million cruise passengers passed
through Vancouver, highlighting the region’s role as a

major transportation hub.

"®Destination BC. Note: these figures are underestimated as this list is not complete or exhaustive;
there are likely additional projects.
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Top Regional Markets

Most visitors to VCM in 2023 were from BC, Alberta,
and Ontario. BC residents contributed to 33% of the
total nights spent in the region. The top international

markets were Washington and California.?®
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4% 3% 2%

*As a % share of nights spent by all visitors in the region.
7Individual Airports
8BC Ferries

°Port of Vancouver 4
ZEnvironics Analytics Data Tabulation (2022 to 2023), Destination BC



Employment

ol $2.6B 374K

people were employed The VCM tourism industry full-time equivalent (FTE)
in tourism-related businesses paid $2.6 billion in wages positions supported
in the VCM region in 20242 and salaries.” by tourism in the VCM region
in 2024.%

The following chart illustrates the evolution of tourism employment in BC from 2012

to 2022, broken down into five key sectors. Over this period, the tourism industry
demonstrated overall growth despite a significant downturn in 2020 due to the global
pandemic. Accommodation and food services consistently remained the largest employer
in the tourism sector, showing remarkable recovery and growth from 33,600 FTEs in
2020 to 83,100 FTEs in 2022, surpassing pre-pandemic levels and highlighting the

sector’s resilience and importance to the provincial economy.
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The hospitality workforce in the VCM region—
including those working in tourism—is highly
diverse, with 46% of workers identifying as visible
minorities and 37% as immigrants—both
significantly higher than provincial averages.
Including hospitality workers, the sector employs
230,825 people across accommodation, food &
beverage, recreation & entertainment, and
transportation services. While Indigenous
representation in the workforce is slightly below
the provincial average at 3%, the region shows
strong multicultural employment particularly in
accommodation (57%) and food & beverage
services (63%), demonstrating the sector’s role in
providing significant employment opportunities for

diverse communities.?

2BC Stats

22BC Stats. Note: numbers may not add up to the stated total as numbers have been rounded.
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How do Residents View Tourism?

VCM residents value tourism’s impact on their communities, especially the economic benefits: 80% say they value the contribution visitors make to
their local economy. Residents who value visitors economic contributions are most likely to feel that tourism improves their quality of life and that its

benefits outweigh any drawbacks.*

Resident Perceptions of Tourism 2024

84 % 80% /8%

Tourism brings people from diverse Residents that value the contribution Tourism supports local businesses
backgrounds / cultures. visitors make to their local economy. in their community.
VS. BC RESIDENTS 83% VS. BC RESIDENTS 80% VS. BC RESIDENTS 80%
Residents that agree their Residents that take pride in Residents that agree the positive Residents that agree tourism
community is a desirable place making visitors feel welcome. impacts of tourism in their contributes positively to the quality
to visit. VS. BC RESIDENTS 74% communitcy o.utweigh of life of their community.
VS. BC RESIDENTS 78% the negative impacts. VS.BC RESIDENTS 71%

VS. BC RESIDENTS 74%

66

Do you think your community has too few, too many, or the right amount of tourism throughout the year? W o0 FEw [l TOO MANY [l JUSTRIGHT

34.5% 17.7% 10.1% 24.9%
6.1% 1.8% 36.9% 7.9%
WINTER 59.4% SPRING 70.5% 53.0% 67.2%

DEC-FEB MAR-MAY

%Destination BC $ ‘ 6



3%

Accommodation

Occupancy for the VCM region peaks in August at 87%, compared
to 82% for BC. January is the lowest month at 62%, compared
to 52% for BC.?®

Occupancy Rate 2024
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BC
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s = z » zT £ =« » w o =z ©
2 8§ » 3 x £ F § % 9 0 &

VCM'’s occupancy rate increased from 71% in 2022 to 77% in 2023
and maintained that level into 2024. Average Daily Rate (ADR) shows
steady growth from $248in 2022 to $299 in 2024, staying $30-$45

above provincial averages.26

Occupancy Rate (%) ADR ($)
$299
77 77 $282
71 69 69 $
254
66 $248 $240
$218
I B vem
. BC
2022 2023 2024 2022 2023 2024

P':I Motel

Camping / RV Parks

Hotel

.A.. Friends & Family

BC AB ON Other

Residents Residents  Residents Canadians

@ Other Commercial Fixed Roof

In the VCM region, a significant portion of residents of AB
(49%), BC (46%), and ON (43%) prefer staying with friends
and family. However, hotels are particularly popular among
other Canadians, with 51% opting for this accommodation
compared to 27% of residents of BC.?/

2CoStar Data Tabulation (2022-2024), Destination BC
26CoStar Data Tabulation (2022-2024), Destination BC
ZStatistics Canada—National Travel Survey 2022
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Seasonality

Travel trends in the VCM region follow seasonal variations. The
majority of travellers visit during the warmer months of July to
September, driven by favourable weather conditions and numerous
outdoor activities. Significant numbers of travellers also arrive in the

shoulder seasons, indicating a year-round tourism industry.”® markets throughout other seasons.?

Season of Travel 2023

9
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Tourism activity in BC peaks during the summer months of July to
September with 36% of total visitor nights (18% from other Canadians,
12% from BC residents, and 3% each from US and other international
travellers), while maintaining consistent visitor nights from domestic

OCT-DEC 3% 3%
e B
BC Other us Other BC Other us Other
Residents Canadians Residents  International Residents Canadians Residents International
Trl P C ha ra Cte rl Stl CS Total Average Trip Length Average Nights per Trip
b O rigin Provincial
y g ° VEM Average
Travellers in VCM have diverse origins. The o I tS BC Residents 292 29
average length of stay varies, with
international travellers typically staying Other Canadians 3.3 4.0
. o o o q
longer than domestic travellers. In 2023, '
the average trip length was 3.1 nights.3o US Residents 3.5 3.7
Other International 9.3 1.6

*Environics Analytics Data Tabulation (2022 to 2023), Destination BC
#Environics Analytics Data Tabulation (2022 to 2023), Destination BC
*°Environics Analytics Data Tabulation (2022 to 2023), Destination BC
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Top Trip Activities

The most popular activities for travellers in VCM include visiting
friends or family, dining out, shopping, and sightseeing. For
residents of BC, hiking or backpacking is also a favoured activity,

while other Canadians frequently visit national or provincial parks,31

BC Residents

& Visiting friends or family

W{] Dine out / go to restaurant, bar or club

E Shopping
av
@

Sightseeing

in Hiking or backpacking

Other Canadians

3=

Visiting friends or family

Dine out / go to restaurant, bar or club

Sightseeing

Shopping

National, provincial, or nature park

#Statistics Canada—National Travel Survey 2022
#Destination Canada—2024 Canadian Tourism Data Collective, Lodging Aligned Spend Reporting (LASR)
#Destination Canada—2024 Canadian Tourism Data Collective, Lodging Aligned Spend Reporting (LASR)

Spending

Spending in the VCM region varies across categories and traveller origins.

By category, food & beverage dominates tourism spending at 37%, followed

closely by accommodation at 32%.

Spending by Category 202432

e Accommodation 32%
Qﬁﬂ Food & Beverage 37%
™  Retil 13%
@ Recreation & Entertainment 10%
* Transportation 9%

When looking at tourism spending
by market, US residents lead
accommodation spending at 10%,
closely followed by BC residents

at 9%. Food and beverage spending
is evenly distributed across most
markets, with BC residents, US
residents, and other international

travellers each contributing 11%.

Spending by Market 20243

<1%

BC Other UsS Other
Residents Canadians Residents  Inter-
national
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Regiona| Comparisons

Travel Characteristics by Region®* %Zg:t:;gze f:.?i::la:zs;;;
NIGHTS NIGHTS
All travellers in BC 2% —
Cariboo Chilcotin Coast -5% 2%
Kootenay Rockies 3% 10%
Northern BC 7% 9%
Thompson Okanagan -10% 19%
Vancouver, Coast & Mountains 8% 42%
Vancouver lsland <1% 18%

*Please note the trips of all regions will not equal the provincial total as travellers can visit multiple regions on one trip.

CONTACT
Destination BC Research & Insights
8 TourismResearch(@DestinationBC.ca

Q destinationbc.ca/research-insights

*Environics Analytics Data Tabulation (2022 to 2023), Destination BC
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