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Study Overview: Japan 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.

N7

GTW Sample Distribution

Timing of Fieldwork Ge?grr%puh;ﬁg:e[d)?‘rlggon Sample distribution: National

AUG Outside of: East Asia
(e.g., China, Hong Kong,
Macau, Japan, South
Korea and Taiwan)

Recent visitors to Canada: 200
Other travellers: 1,301
Total sample size: 1,501
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Historical Field Timings

Pulse Check

2017 o8

When interpreting trended results, please caution that field timing within each year may have an affect on comparability of results.
On trending slides, waves fielded in summer are denoted in and waves fielded in winter are denoted in grey.
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Market Outlook

Size of the Potential Market for Canada (Next 2 Years)

All Long-Haul Recent Visitors Considering
, . Travellers to Canadat Canada?
Indicator Definition (h=1501) (h=200) (n=330)
Incidence of long-haul % who have taken a long-haul pleasure trip 0
pleasure travel in the past 3 years 81%p 100% 84%
3 -
Long-haul travel intentions % who plan?® to take a long-haul pleasure 62% 71% 76%

trip in the next 2 years

% wr:jo will spend a Ii&ctle morhe on travel
outside of East Asia (e.g., China, Hong
m?glr(]et_r(])aulﬂ(%?;vgl)et change Kong, Macau, Japan, South Korea and -12 -12 -2
9 Taiwan) in the next 12 months MINUS %
who will spend a little less

y / p Significantly higher/lower than 2017 GTW wave.

1 Visited 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 to purchase stagfes of the path to purchase for Canada.

3 Who are 6Definitelyd o-hauldrigimthgnet2yeamd yd6 to take a long
Base: Long-haul pleasure travellers (past 3 years or next 2 years)

QS3.In thde pastg years, have you taken a long-haul holiday trip of 4 or more nights outside of East Asia (e.g., China, Hong Kong, Macau, Japan, South Korea and Taiwan), where you spent at least 1 night in paid
accommodations?

QS5. In the next 2 years, how likely is it that you will take a long-haul holiday trip of 4 or more nights outside of East Asia (e.g., China, Hong Kong, Macau, Japan, South Korea and Taiwan) where you will spend at least 1 night in

paid accommodations? o _ o ) _
QS2. How would you describe your spending intentions on the following items in the next 12 months compared to the last 12 months? Wi | | you spend ¢é7?
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Potential Market Size for Canada

Size of the Potential Market to Canada (Next 2 Years)

Total potential long-
haul pleasure travellers

Size of the target ; ; . .
aged 18 years or more Target Market for Canada market Imm%calzggnz%tgntlal Immediate potential

15,648,500

10,750,500 2,859,500
69%

\2.2.2/
N

Those in the dream to
purchase stages of the path

Will definitely/very likely visit
to purchase for Canada

Canada in the next 2 years?

-

y / p Significantly higher/lower than 2017 GTW wave.
1

Includes respondents likely to visit Canada for a trip of 1 to 3 nights, or a trip of 4 nights or more.

Base: Target market for Canada = long-haul pleasure travellers (past 3 years or next 2 years) (n=1501); Immediate potential for Canada = dream to purchase stages for P2P for Canada (n=1057)
QMP1. Which of the followin?
QMP6. Realistically, how lik

best describes your current situation when thinking about each of the following destinations for a holiday trip?
ely are you to take a holiday trip to Canada in the next 2 years?
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E 7
Potential Market Size for Canada — Trended

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

Long-haul pleasure travel market 15.65 million

Target market for Canada (dream to purchase stage) 62% 66% 69%
Size of the target market 9.76 million 10.33 million  10.75 million
Immediate potential for Canada (definitely/very likely to visit in next 2 years?) 27% 25% 27%
Size of the immediate potential 2.61 million 2.55 million 2.86 million

y / p Significantly higher/lower than 2017 GTW wave.
1 Includes respondents likely to visit Canada for a trip of 1 to 3 nights, or a trip 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 to purchase stages for P2P for Canada

QMP1. Which of the following best describes your current situation when thinking about each of the following destinations for a holiday trip?
QMP6. Realistically, how likely are you to take a holiday trip to Canada in the next 2 years?
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Potential Market Size for the Regions

Immediate Potential for Canada: 2,859,500

ﬁ-";’_ \%‘- »

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

f 1,701~ 39%
1,101

y / b 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=302)

QMP?7. 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?

DESTINATION
bd CANADA Canadi




Key Performance Indicators

Key Performance Indicators (KPIs) for Canada — Summary

Recent
All Long-Haul Visitors to Considering
: N Travellers Canada? Canada?
Indicator Definition (n=1501) (n=200) (n=330)
Intentions:

; o ; ; % who mentioned Canada or a destination in o 0 0
Unaided destination consideration Canada on their consideration list® 4% 5% 13%
Competitive positioning on destination Rank on the consideration list among 14 6 4 1
consideration destinations
Destination knowledge:

Aided awareness of travel opportunities in % with excellent/very good knowledge of travel 0 0 0
Canada opportunities in Canada 10% 32% 25%

Past visitation:

Past visitation % who have ever visited Canada for pleasure 34%p 99% 60%

y / b Significantly higher/lower than 2017 GTW wave.
1 Visited 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 to purchase stages of the path to purchase for Canada.
3 For trips in the next 2 years.

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

QS8. You mentioned that you are likely to take a long-haul holiday trip outside of East Asia (e.g., China, Hong Kong, Macau, Japan, South Korea and Taiwan) in the next 2 years. Which destinations are you seriously
considering? (Please list up to 3 destinations.)

QBVCL1. You may have already mentioned this before, but which destinations would you seriously consider visiting in the next 2 years?

QMP3. How would you rate your level of knowledge of holiday opportunities in each of the following destinations? (asked among all respondents)

QRT14a. Approximately, how many times have you been to Canada?
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Travel Intensity — Trended

75%
% Taking 3 or more trips
60%
0,
30%
15%
0%
’ 2016 GTW (Dec) 2017 GTW (Jul) 2017 Pulse (Nov) 2018 GTW (Aug)
(n=1504) (n=1500) (n=500) (n=1501)
No trips 16% 15% 20% 19%y
1 trip 19% 24% 24% 21%
2 trips 16% 15% 13%
3 to 4 trips 23% 23% 20% 20%
5+ trips 25% 22% 24% 21%

y !/ p significantly higher/lower than 2017 GTW wave. [__] /(D Significantly higher/lower than 2017 Pulse wave.
Base: Long-haul pleasure travellers (past 3 years or next 2 years)
QS4. How many holiday trips have you taken in the past 3 years?

* DESTINATION

CANADA Canadi




Spending Intentions (in the Next 12 Months)

m A little more
About the same
A little less

m 33%

Travel Market Outlook

y / b Significantly higher/lower than 2017 GTW wave.

Leisure Travel Within
East Asia (e.g., China,
) Hong Kong, Macau,
Leisure Travel Japan, South Korea and

Leisure Travel Outside
East Asia (e.q., China,
Hong Kong, Macau,

Japan, South Korea and

Within Japan Taiwan

17%y

50%

26%

58%

Taiwan)

21%

47%

+9 -17y

Base: Long-haul pleasure travellers (past 3 years or next 2 years) (n=1501)
QS2. How would you describe your spending intentions on the following items in the next 12 months, compared to the last 12 months ? Wi
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Long-Haul Travel Spending Intentions (in the Next 12 Months) — Trended

Leisure Travel Outside East Asia (e.g., China, Hong Kong, Macau, Japan, South Korea and Taiwan)
50%

% Spending a Little More

40%
30%
0,

20% 19% 18% /@
10%

0%

2016 GTW (Dec) 2017 GTW (Jul) 2017 Pulse (Nov) 2018 GTW (Aug)
(n=1504) (n=1500) (n=500) (n=1501)
Travel Market Outlook -19 -15 -16 -12

y / p Significantly higher/lower than 2017 GTW wave.  [___| /() Significantly higher/lower than 2017 Pulse wave.
Base: Long-haul pleasure travellers (past 3 years or next 2 years)
QS2. How would you describe your spending intentions on the following items in the next 12 months, compared to the last 12 months ? Wi | | you spend ¢é?
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Knowledge of Holiday Opportunities

m Excellent ®Very good

Switzerland 299
UK 28%
Australia 26%
Spain 26%
Netherlands 24%
United States 24%

Finland 23%

Russia 22%
Sweden 21%
Canada 20%

Germany W7 12% 19%
India ZLZBENEZNM 14%
ltaly ERERE 9%h

France FZINEORR 8%p

y / b Significantly higher/lower than 2017 GTW wave.
Base: Long-haul pleasure travellers (past 3 years or next 2 years) considering visiting each country (n=varies)
QMP3. How would you rate your level of knowledge of holiday opportunities in each of the following destinations?
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Knowledge of Holiday Opportunities — Canada Trended

40%

30%
% Excellent/Very Good:

25%
10% % Excellent: 11%
8%
4%

0%

2016 GTW (Dec) 2017 GTW (Jul) 2017 Pulse (Nov) 2018 GTW (Aug)
(n=371) (n=374) (n=110) (n=390)

y / p Significantly higher/lower than 2017 GTW wave. :] lo Significantly higher/lower than 2017 Pulse wave.

Base: Long-haul pleasure travellers (past 3 years or next 2 years) considering visiting Canada
QMP3. How would you rate your level of knowledge of holiday opportunities in each of the following destinations?
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Net Promoter Score (NPS)

® Promoters ®Passives B Detractors

Switzerland (n=262) 28% 42% -3
Finland (n=163) 22% 48% -8
Spain (n=374) 22% 44% -12
Canada (n=390) 20% 47% -14
United Kingdom (n=418) 19% 44% -18
United States (n=763) 18% 39% -25
Australia (n=497) 18% 49% -16
Netherlands (n=211) 17% 43% 24
Russia (n=112) 15% 47% 23
Sweden (n=176) 14% 50% 22
Germany (n=370) EREEZs 59%yV -48p

India (n=123) IETE 54% -44
France (n=473) [X7%s 22% 72%Y -65p
ltaly (n=514) (%78 28% 66%Y -60p

y / b 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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Net Promoter Score (NPS) — Canada Visitors (Ever/P3Y)

® Promoters ®Passives B Detractors

Canada P3Y Visitor

(n=200) -20
Canada Ever Visited
anada ver(n;sgo%) 32

-

y / b Significantly higher/lower than 2017 GTW wave.
Base: Long-haul pleasure travellers (past 3 years or next 2 years) who have visited Canada previously
QMP11. Whether you have visited or not, how likely are you to recommend each of the following destinations to a friend, family member or colleague?
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Number of Times Ever Visited Canada

17%
19%

1time

m In the past 5 years

2 times m Ever

3 times

4 or more times

72%
66%Y

Never

-

y / b Significantly higher/lower than 2017 GTW wave.
Base: Long-haul pleasure travellers (past 3 years or next 2 years) (n=1501)
QRT14a. Approximately, how many times have you been to Canada?
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Unaided Long-Haul Destination Consideration (Next 2 Years)

Taiwan
Hawaii
Korea
Hong Kong
United States
Thailand
Australia
Singapore
Italy
France
Macau

Spain

Top 12 Destination Brands?

12%
9%
8%y

8%

3% Canada

y /p Significantly higher/lower than 2017 GTW wave.

Note: 'Responses

2Roll-up of

as

brand

mentioned

C by r
mentions

by

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

QS8. You mentioned that you are likely to take a long-haul holiday trip outside of East Asia (e.g., China, Hong Kong, Macau, Japan, South Korea and Taiwan) in the next 2 years. Which destinations are you seriously
considering? (Please list up to 3 destinations.)

DESTINATION
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Top 12 Destination Countries?

United States
China

15%
12%
9%y

South Korea

Thailand 6%
Australia 6%
France 5%
Italy 5%
Singapore 4%
United Kingdom 4%
Spain 4%/| 3.4% — Canada
Canada 4% 0.1% — Toronto
Vietnam 3%

ke

i d
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n
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Canadao
dao or

sp
any
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es
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4%

Don’ t
know

38%
Not planning
to travel
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Canada Unaided Consideration — Trended

20%
15%
10% Canada ranked 11th

5% 5%

3% Q
0%
2016 GTW (Dec) 2017 GTW (Jul) 2017 Pulse (Nov) 2018 GTW (Aug)
(n=1504) (n=1500) (n=500) (n=1501)

y ! b significantly higher/lower than 2017 GTW wave. [___| /(D Significantly higher/lower than 2017 Pulse wave.

Base: Long-haul pleasure travellers (past 3 years or next 2 years)
QS8. You mentioned that you are likely to take a long-haul holiday trip outside of East Asia (e.g., China, Hong Kong, Macau, Japan, South Korea and Taiwan) in the next 2 years. Which destinations are you seriously
considering? (Please list up to 3 destinations.)
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Aided Destination Consideration (Next 2 Years)

United States 31%
Australia

Italy

France

United Kingdom
Canada

Spain

Germany
Switzerland
Netherlands
Sweden

Finland

Russia

India

-

/ p Significantly higher/lower than 2017 GTW wave.
Base: Long-haul pleasure travellers (past 3 years or next 2 years) (n=1501)
QBVCL1. You may have already mentioned this before, but which destinations would you seriously consider visiting in the next 2 years?
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Likelihood of Visiting Canada in the Next 2 Years

Likelihood of Taking a Trip of:

1 to 3 nights 4+ nights
0
8%
31%) 18%
m Definitely Likely
m Very likely (definitely/very
m Somewhat likely likely) to visit
) Canada in next
Not interested 2 years

9
59%p 5204

-

Yy / b Significantly higher/lower than 2017 GTW wave.

Note: Not interested is comprised of those saying not very likely, not at all likely, or indicating no intention to visit Canada.
Base: Long-haul pleasure travellers (past 3 years or next 2 years) (n=1501)

QMP6. Realistically, how likely are you to take a holiday trip to Canada in the next 2 years?

* DESTINATION

CANADA

Canadi



Likelihood of Visiting Canada in the Next 2 Years — Trended

% Definitely/Very Likely

30%
—e—Total
25% ——1 to 3 nights
4 or more nights

20%
18%
17% 16% g

0,
15% <= 16%
0,
14% 15% 13%
9% ’ 10%
5% 8%
0%
2016 GTW (Dec) 2017 GTW (Jul) 2017 Pulse (Nov) 2018 GTW (Aug)
(n=1504) (n=1500) (n=500) (n=1501)

y / p Significantly higher/lower than 2017 GTW wave. [__] /< Significantly higher/lower than 2017 Pulse wave.

Base: Long-haul pleasure travellers (past 3 years or next 2 years)
QMP6. Realistically, how likely are you to take a holiday trip to Canada in the next 2 years?
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Time of Year Interested in Visiting Canada (Next 2 Years)

January to February
March to April

May to June

July to August 33%
September to October 3204

November to December

Don't know

[ /1 significantly higher/lower than 2017 Pulse wave.
Base: Those in the dream to purchase stages of the path to purchase for Canada (n=1057)
QPC3. What time of year would you consider taking a vacation trip to Canada in the next 2 years?
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DC’s Path-to-Purchase Model

*

Unaware

Aware
On Dream List
On Consideration List

Creating a Vacation Movie

Detailed Itinerary Planning

DESTINATION

CANADA

Have never thought of taking a trip to this destination

Not interested in visiting/returning in the foreseeable future

Dreaming about visiting/returning someday

Seriously considering visiting/returning in the next 2 years

Have started to gather some travel information for a trip to this country

Am planning the itinerary for a trip to this country

Am currently making transportation and accommodation arrangements

Have already booked my transportation and accommodations

aseyoind 0] wesa.id

aseyoind 0} 1apIsuo)d

Buluue|d aAnoY
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Stage in the Purchase Cycle by Country

NET Active Planning

Canada 20% 12% 49% 10% 3% 10%
~ W Have never thought of taking a
Germany [JEELELL 41% 13% 5963 16% trip o this destination
Rl 16% 10% 51% 9% 4% 14%y M Not interested in visiting/returning
United Kingdom 17% 9% 5204 9% 504 14% in the foreseeable future
. Dreaming about visiting/returnin
United States |JEECIIEELL: 46% 15% 6% 14% someday J J
Australia [EMPIZ (07 45% 18% A% 13% M Seriously considering visiting/
returning in the next 2 years
Switzerland 25%y 10% 45%p 10% 5% 10% - _H?ve stqrte? to gather src]).me travel
1)/ 0/ 0 0 0 Information for a trip to this country
ltaly 28%0y 21%y 37%b 8% (from friends, internet, etc.)
Netherlands 24% 14% 46% 8% 1/ 5944 8% B Am planning the itinerary for a
i trip to this country

Finland 27% 15% 47% % 6% _ _
B Am currently making transportation
France 39%y 10% 38% 6% and accommodation arrangements

India 30% 11% 46%y 6% W Have already booked my
_ transportation and accommodations
Russia 48% 16% 28% Bl 6%
Sweden 27% 12% 50% 6% y / p Significantly higher/lower than 2017 GTW wave.

Base: Long-haul pleasure travellers (past 3 years or next 2 years) i note all respondents evaluated Canada plus 2 randomly selected countries from the competitive set (n=varies)

QMP1. Which of the following best describes your current situation when thinking about each of the following countries for a holiday trip?
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Stage in the Purchase Cycle for Canada — Trended

2504 % NET Active Planning
20%
15%
10%
- 7%
5% 0
0%
2016 GTW (Dec) 2017 GTW (Jul) 2017 Pulse (Nov) 2018 GTW (Aug)
(n=1504) (n=1500) (n=500) (n=1501)
gggt?ng%ﬁr thought of taking a trip to this 2304 20% 20% 20%
f'\é?é ;rgg;%lsé%g t|Sr¥|5|t|ng/returnlng in the 15% 14% 12% 12%
sDOr%aenc}gg about visiting/returning 46% 50% 5206 49%
tSheenr?éJ)?tI){Vt\:lgr;%g?Snng visiting/returning in 8% 8% 10% 10%
Have started to gather some travel
information for agtrip to this country 5% 4% 4% 5%
égfsjrﬁ)tlglnnlng the itinerary for a trip to this 3% 3% 204 3%
Am currently making transportation and
accommode){tion arrgngemgnts 0% 0% 0% 0%
Have already booked my transportation 1% 1% 1% 1%

and accommodations

y !/ p significantly higherflower than 2017 GTW wave.  [__] /(D Significantly higher/lower than 2017 Pulse wave.

Base: Long-haul pleasure travellers (past 3 years or next 2 years)
QMP1. Which of the following best describes your current situation when thinking about each of the following countries for a holiday trip?
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Canadian Destinations Likely to Visit (Among those definitely/very likely to visit)

9 14%
North

9% Yellowknife
7% Whitehorse

Q 2
ATL

12% St. John’'s

10% Charlottetown

7% Cape Breton

6% Saint John

5% Fredericton

4% Halifax

17% Other PEI

5% Other NB

4% Other NFLD
4% Other NS

4% Inuvik
2% Dawson City
1% lqgaluit

4% Other North

60% f
BC 4

45% Vancouver
37% Rocky Mtns.
31% Victoria
13% Whistler
5% Okanagan
8% Other BC

9 39% o
B 22%
30% Rocky Mtns. SK/MB

Q 47%
QC

23% Calgar 9%  Churchill -
17% Bangff Y 7%  Saskatoon ] 38%  Montreal
13% Edmonton 6%  Winnipeg 53%  Niagara Falls 27%  Québec City
12%  Jasper 6% Regina 44%  Toronto 18%y Mont Tremblant
4% Other AB 9%  Other SK 33% Ottawa 8%  Other QC
4% Other MB 10% Other ON

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=302)

QMP7. If you were to take a vacation trip to Canada in the next 2 years, which of the following Canadian travel destinations are you likely to visit? ., P f
QMP7a-g. Within [province/region], which travel destinations are you likely to visit? Yy ! b Significantly higher/lower than 2017 GTW wave.
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Likelihood of Visiting Canadian Provinces/Regions — Trended

75%

60%

45%

0% — .2

15% W

0,
0% 2016 GTW (Dec) 2017 GTW (Jul) 2017 Pulse (Nov) 2018 GTW (Aug)
(n=268) (n=271) (n=87) (n=302)
—=—BC 51% 63% 64% 60%
—— AB 34% 46% 44% 39%
—&— SK/MB 26% 21% 16% 22%
—eo— ON 62% 57% 49% 61%
—=—QC 49% 40% 39% 47%
—o— ATL 24% 24% 21% 26%
—eo— North 12% 15% 15% 14%
y / p Significantly higher/lower than 2017 GTW wave. :] /O Significantly higher/lower than 2017 Pulse 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
QMP7. 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?
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Most Appealing Canadian Destination — Top 10 Mentions

Other PEI 5.8% Mont Tremblant 1.7%
Other SK 1.7% Victoria 1.6%
Other MB 1.3% Churchill 1.6%
0, 0,
20 Yell OwknifeQ Other North 0.7% || Ottawa 1.4%
Other ON 0.7% Charlottetown 1.2%
Other QC 0.7% Whitehorse 1.1%
Other NB 0.5% Cape Breton 0.9%
Other NS 0.4% Whistler 0.7%
2% Rocky Mountains Other AB 0.3% | Okanagan 0.7%
13% 2% Jasper :
0 Vancouver Other BC 0.3% Regina 0.6%
8 3% Banff Edmonton 0.5%
2% Calgary St. John's 0.4%
Winnipeg 0.3%
Halifax 0.2%
Québec City 3%, Saint John 0.2%
Montréal 6%8

%4% Toronto
/ /[0 Significantly higher/lower than 2017 GTW wave. .
y b 25% Niagara Falls

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=302)

QMP8. And, which place in Canada most appeals to you?
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E 30
Key Barriers for Visiting Canada

Cost 26%
Too far/flight too long 21% ( ) o \
There are other places | would rather visit 19% Cost-Related Barriers to Visiting Can ada
Don't know enough about it 18%

Cost of flights to Canada 80%

There is no reason to visit anytime soon

Not enough time to take a vacation Cost of accommodation
+Unfavourable conditions for driving during winter

Language barrier/don't speak my language COSEE IS Wil CEREEE

Destinations and attractions too far apart Cost of other transportation (e.g.

buses, shuttles, trains)
+Unable to take holiday during months when | want to visit Canada
Cost of recreation and
Health risks entertainment activities

Delays and hassles at airports and borders Cost of food and beverage

Safety concerns

Electronic Travel Authorization (eTA) requirements Cost of car or RV rentals

Poor value for mone
Y Cost of clothes and gifts

Visa requirements

Poor weather Don't know

Have been to all the places | wanted to go in Canada ¥ New/question addad in 2048 il no trending

?aslledslsong-haul pleasure travellers (past 3 years or next 2 years) who mentioned cost as a barrier
n=

+QMP9b. You mentioned that cost might discourage you from visiting Canada. Are there any
specific types of costs that might discourage you?

Unfavourable exchange rate

Nothing would prevent me from travelling to Canada 21%

y / p Significantly higher/lower than 2017 GTW wave.

+ New statement added in 2018 i no trending

Base: Long-haul pleasure travellers (past 3 years or next 2 years) (n=1501)
QMP9. Which of the following factors might discourage you from visiting Canada?
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Key Barriers for Visiting Canada — by Path-to-Purchase Segments

_ Change between
Evaluation (n=14s) Evaluation and

31% +15

Consider (n=158)

Cost 16%
Not enough time to take a vacation 15% - 15% -
Don't know enough about it 14%y - 8% -6
There are other places | would rather visit 13% - 8% )
Too farflight too long 12% I 20% +8
There is no reason to visit anytime soon 900 . 5% -5
Destinations and attractions too far apart 8% - 8% +1
+Unfavourable conditions for driving during winter 7% - 12% +5
Health risks 6% - 14% +8
Safety concerns 6% - 8% +2
Have been to all the places | wanted to go in Canada 6% . 2% -4
+Unable to take vacation during months when | want to visit Canada 5% - 10% +5
Visa requirements 5% . 4% -1
Poor weather [l 4% - 10% +6
Unfavourable exchange rate 49 l 0% -3
Language barrier/don't speak my language || 3% - 10% +6
Delays and hassles at airports and borders || 3% _ 14%y +11
Poor value for money || 204 . 6% ) +4
Electronic Travel Authorization (eTA) requirements || 204 - 8% +6
Nothing would prevent me from travelling to Canada 35% | 22% -13

+ New statement added in 2018 i no trending.

Base: Long-haul pleasure travellers in specific path-to-purchase segments
QMP9. Which of the following factors might discourage you from visiting Canada? y / p Significantly higher/lower than 2017 GTW wave.
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Potential Market Size of EQ Segments

| Free Spirit Aged 25-34 = 2.2% :

-1 344k

i 1
Rejuvenator Free _~~" b==———————————-
1,690,038 Soirit
2,628,948

Group

Personal . .
228%”%9 EHls;[ory Destination Canada’s
xplorer
1381490 Japan Targets
EGelntle
xplorer
Cultural = = —mmm—mm— === = === = ==
1,658,741 ) Hlstorgl Buff — — _ _ _: Cultural History Buff Aged 55+ = 9.7% :
8% 3 1.5 million I
(072 5 U
No Hassle 15%
Traveller .
1,204,935 Virtual
U Traveller
2,269,033

-

y / b Significantly higher/lower than 2017 GTW wave.
Base: Long-haul pleasure travellers (past 3 years or next 2 years) (n=1501)
QMP4. Now we would like to find out more about your motivation and attitudes towards travel. Please indicate your level of agreement with each of the following statements.
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General Impressions of Canada as a Holiday Destination

Has beautiful outdoor scenery and Has a unique culture that | would want
landscapes 49% to experience on a vacation 14%
Offers distinctive experiences during all Is a great place for regular vacations that 14%Y
four seasons avoid surprises oy
- Is a place that provides intellectually
Is a safe place to visit stimulating travel experiences 12%
Its cities are great for exploring and Has great winter outdoor activities | 11%
soaking in the atmosphere would participate in 0
Is a great place to see wildlife in its Is a place | would be proud to tell people | 10%
natural habitat have visited 0
Combines the best of both outdoor Its cities have a lot of great attractions 10%
activities and city experiences to see and do Y
Has great historical & cultural Is a great place for touring around to 9%
experiences multiple destinations 0
Is a place where | can experience things Has great summer outdoor activities | 804
that | can't experience at home would participate in 0
s a place that allows me to de-stress Has great shopping 8%y
Offers adventures that everyone can enjoy Offers adventures that challenge me 7%
Has great dining and food experiences Offers good value for money 6%
Has people that are friendly and . 0/V}
welcoming Is easy to travel to from where | live 4 A)y

Is a place to spend quality time with friends
and/or family

9%

None of these

-

/ b Significantly higher/lower than 2017 GTW wave.
Base: Long-haul pleasure travellers (past 3 years or next 2 years) (n=1501)
QMP5. We are interested in your general impressions of Canada as a holiday destination. Please select all the statements you think apply to that destination.
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General Activities/Places Interested In — Top 10

Natural attractions like mountains or waterfalls 51%
Hiking or walking in nature 48%
Historical, archaeological or world heritage sites 47%
Northern lights
Trying local food and drink
Nature parks
Shopping for items that help me remember my trip
Fall colours

City green spaces like parks or gardens

Guided city tours

-

y / p Significantly higher/lower than 2017 GTW wave.
Base: Long-haul pleasure travellers (past 3 years or next 2 years) (n=1501)
QMP10. In general, what activities or places are you interested in while on holiday?

* DESTINATION

CANADA Canadi




General Activities/Places Interested In — Things to See & Do

Natural attractions like mountains or waterfalls 51%
Historical, archaeological or world heritage sites 47%
Northern lights 44%
Nature parks 40%

Fall colours 35%
Viewing wildlife or marine life 26%
Cruises 2505
+Exploring Indigenous culture, traditions or history 21%
Guided nature tours 19%
Guided train tours 18%
Spring blossoms 18%
Exploring places most tourists won't go to 13%b
Guided airplane or helicopter tours 13%
Self-guided driving tours/road trips 11%
Guided boat tours 11%
Agricultural or country farm tours 10%

Renting a recreational vehicle (RV)
Rodeos

6%
3%
+ Aboriginal was changed to Indigenous in 2018 i review trending with caution.

Base: Long-haul pleasure travellers (past 3 years or next 2 years) (n=1501)
QMP10. In general, what activities or places are you interested in while on holiday?
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y / p Significantly higher/lower than 2017 GTW wave.
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General Activities/Places Interested In — City Activities

Trying local food and drink

Shopping for items to remember my trip
City green spaces like parks or gardens
Guided city tours

Art galleries or museums

Culinary tours or cooking classes
Shopping for clothes/shoes

44%

Amusement or theme parks

Fine dining

Food and drink festivals or events
Breweries or wineries

Casual biking

Spa or wellness centres

Live shows or sporting events
Shopping for luxury items

Music festivals

Nightlife

Base: Long-haul pleasure travellers (past 3 years or next 2 years) (n=1501)
QMP10. In general, what activities or places are you interested in while on holiday? y /b Significantly higher/lower than 2017 GTW wave.
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General Activities/Places Interested In — Qutdoor Activities

Hiking or walking in nature 48%
Kayaking, canoeing or paddle boarding
Camping

Scuba diving

Road cycling

Fishing or hunting

Golfing

Mountain biking

Downhill skiing or snowboarding

Snowshoeing or cross country skiing

Ziplining

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

QMP10. In general, what activities or places are you interested in while on holiday? y / p Significantly higher/lower than 2017 GTW wave.
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Trip Anchor Activities

Exploring

Historical, archaeological, heritage sites 349%
Natural attractions like mountains or waterfalls 33%
32%

Northern lights
Trying local food and drink
Fall colours
Hiking or walking in nature
Nature parks
Viewing wildlife or marine life
Shopping for items to remember my trip
Art galleries or museums
Guided city tours
Cruises
City green spaces like parks or gardens
Culinary tours or cooking classes
Guided train tours
Guided nature tours
Spring blossoms
Amusement or theme parks
Fine dining
Breweries or wineries
+Exploring Indigenous culture, traditions or history
Shopping for clothes/shoes
Food and drink festivals or events

+ Aboriginal was changed to Indigenous in 2018 i review trending with caution.
Base: Long-haul pleasure travellers (past 3 years or next 2 years) answering (n=1461)
MP12. Among these activities, are there any that are important enough that you would base an entire trip around that activity?
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pl aces mo
Self-guided driving tours or road trips
Kayaking, canoeing or paddle boarding
Guided airplane or helicopter tours

Music festivals

Agricultural or country farm tours
Live shows or sporting events
Fishing or hunting

Scuba diving
Camping

Guided boat tours
Shopping for luxury items

Golfing

Spa or wellness centres

Casual biking
Road cycling

Downhill skiing or snowboarding

Nightlife
Mountain biking

Snowshoeing or cross country skiing
Renting a recreational vehicle (RV)

Rodeos
Ziplining
None of the above

won’'t go to

B9y i sts
5%
5%
5%
4%
4%
4%
4%
4%
4%
3%
3%
3%
3%
3%
3%
3%
3%
2%
2%
2%
1%
1%
4%

y / p Significantly higher/lower than 2017 GTW wave.
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E 39
Activities/Places Interested In vs. Participated In — Things to See & Do

Natural attractions like mountains or waterfalls
Historical, archaeological or world heritage sites
Northern lights

Nature parks

Fall colours

Viewing wildlife or marine life

Cruises

60%y
47%

44%
897949
35%
26%
25%
21%
o 19%

18%

; 18%
070

+Exploring Indigenous culture, traditions or history

Guided nature tours

Guided train tours

Spring blossoms

Exploring places mo fgp A3%Ht s won’'t go to

Guided airplane or helicopter tours 13%
Self-guided driving tours or road trips oy 11%
Guided boat tours o 11%
Agricultural or country farm tours 10%
Renting a recreational vehicle (RV) 8%
Rodeos

%

K

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

QMP10. In general, what activities or places are you interested in while on holiday~ , /p Significantly higher/lower than 2017 GTW wave.

Base: Travellers to Canada (n=200) . . ) - y ) ) . ) ) ] .
QRT16. What activities did you participate in during your recent trip to Canada? + Aboriginal was changed to Indigenous in 2018 i review trending with caution.

B Interested in generally
B Participated in during recent trip to Canada

A.
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Activities/Places Interested In vs. Participated In — City Activities

Trying local food and drink - 44%

Shopping for items that help me remember my trip 0% 44%
City green spaces like parks or gardens

Guided city tours

Art galleries or museums

46%

Culinary tours or cooking classes
Shopping for clothes and shoes
Amusement or theme parks

Fine dining

Food and drink festivals or events
Breweries or wineries

Casual biking

Spa or wellness centres _
B Interested in generally

Live shows or sporting events B Participated in during recent trip to Canada

Shopping for luxury items
Music festivals
Nightlife

Base: Long-haul pleasure travellers (past 3 years or next 2 years) (n=1501)
QMP10. In general, what activities or places are you interested in while on holiday?

Base: Travellers to Canada (n=200) ) . ) , o )
QRT16. What activities did you participate in during your recent trip to Canada? y /p Significantly higher/lower than 2017 GTW wave.
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Activities/Places Interested In vs. Participated In — OQutdoor Activities

L . . 0/
Hiking or walking in nature 48%
g ¢ 49%
Kayaking, canoeing or paddle boarding
Camping
Scuba diving
Road cycling
Fishing or hunting
Golfing
Mountain biking
Downhill skiing or snowboarding B Interested in generally
B Participated in during recent trip to Canada
Snowshoeing or cross country skiing
Ziplining
Base: Long-haul pleasure travellers (past 3 years or next 2 years) (n=1501)
QMP10. In general, what activities or places are you interested in while on holiday?
Base: Travellers to Canada (n=200) . . ) , o )
QRT16. What activities did you participate in during your recent trip to Canada? y / p Significantly higher/lower than 2017 GTW wave.
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Type of Holiday Taken (Most Recent Trip)

W Total travellers (n=066) M Travellers to Canada (n=200)

639, 66%

11% 10%

% 7% 6%

Holiday Visit family and friends Personal event Combined Education Other
business/personal
reasons

-

y / p Significantly higher/lower than 2017 GTW wave.
Base: Long-haul pleasure travellers (past 3 years)
QRT2. For the next series of questions, please think of your holiday trip to [destination]. What was the main purpose of this trip?
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Factors Influencing Destination Selection

B Total travellers (n=604)
B Travellers to Canada (n=128)

It was somewhere | always wanted to visit

Opportunity to relax, unwind, and decompress

isi Saw a great deal 11%
It was a safe place to visit 9 10%
- +Was a place where | could pursue my personal 9
Saw a great trip itinerary P P ygassions 80//3
) Offered culinary activities | am interested in (e.g. 9%
It fit my travel budget food or winery tour) 59%p
. . . . inati -fri 0
Offered city experiences | am interested in +Was a destination that offer{erg\;eeclcg(f:rtli\e/ir:%g 9 /103%
Had visited before and wanted to return Offered outdoor experiences | am interested in 8%31%
+Was a place where | could gain a new perspective Offered sports or outdoor activities | wanted to 6%
on my world do (e.qg. ski, golf) 6%
Was a great family destination +Was recommended by a travel agent or tour 5%
operator 3%
Offered cultural experiences | am interested in +Saw an article or video on a news or lifestyle 5%
website 7%
+Saw it on a television program +Offered great opportunities to share my trip on 4%
social media (e.g. Instagram, Facebook) 304
Offered travel activities | am interested in (e.g. +Saw a pi ;
: : ; picture or a post from someone in m 2%
cruise, train or RV trips) personal social networ 5%
My friends or family recommended it +Saw it on a channel | subscribetoora i 2%
personality | follow on social media | Qo4
Y b Significantly higher/lower than 2017 GTW wave. 3%
¥ New statement added in 2018 i no trending Other 58/0

Base: Long-haul pleasure travellers (past 3 years) travelling for holiday
QRT3. Which of the following factored into your choice of destination for this trip?
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Travel Party

60%

Spouse or partner 60%

Friend(s)
Alone/solo
Child (18 years old or older)

Child (under 18 years old)

Parent(s)
B Total travellers (n=966)

Other family members H Travellers to Canada (n=200)

Business associates or colleagues
Grandparent(s)

Other
y / p Significantly higher/lower than 2017 GTW wave.
Base: Long-haul pleasure travellers (past 3 years)

QRT4. With whom did you travel on this trip?
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Travel Agent/Tour Operator Used

W Total travellers (n=966)

Booking flights W Travellers to Canada (n=200)

Researching potential travel destinations
Booking accommodations
Researching accommodations

Researching flights

* *

Researching activities to see and do 2204 21%
- o Research Only Booking Only
Booking activities to see and do (NET) (NET)

Researching ground transportation
Booking ground transportation

+Did not use a travel agent/tour operator

y / p Significantly higher/lower than 2017 GTW wave.

+ 6Tour operatord was adudreview treading Witk castibonat e me nt in 2018
Base: Long-haul pleasure travellers (past 3 years)

QRT15. Did you use a travel agent or tour operator to help you with any of the following for this trip?
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E 46
Booking of Flights and Accommodations

_ _ N Total travellers (n=966)
Booking Flights W Travellers to Canada (n=200)

Booking Accommodations

0
Travel agent/tour operator (NET) 49%/% Yo Travel agent/tour operator (Net)

____________________________________________________________________

Booked directly with a travel agent/tour Booked directly with a travel agent/tour
operator in-person operator in-person

operator online operator online

Booked directly with a travel agent/tour

I
:
i Booked directly with a travel agent/tour
:
: operator on the phone

|
l
I
: Booked directly with a travel agent/tour
I
I
I
I

Booked directly with a travel agent/tour
operator on the phone

Booked directly through an online booking

Booked directly with the airline(s) engine

Booked directly through an online

i Booked by someone else in the travel party
booking engine

Booked directly with the lodging/

Booked by someone else in the travel accommodation establishment

party
Booked through accommodation sharing

Other services website

Booked through a visitors info centre at the

Did not need to book any flights destination

Other
y / p Significantly higher/lower than 2017 GTW wave. . )
Base: Long-haul pleasure travellers (past 3 years) Did not need to book any accommodation

QRT6. How did you book your flights for this trip?
QRT?7. How did you book your accommodation for this trip?
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Organized Group Tours — Participation & Booking

N Total travellers (n=533)
W Travellers to Canada (n=112)

Travel agent/tour operator _ 85%
(NET) 87%

. Booked directly with a travel 38% !
agent/tour operator online [N 41% '

569 ° 34% whole trip I\ . Booked directly with a travel 38% :
- 22% portion of trip — 'agent/tour operator in-person NN 38% :
0/ -44% whole trip ow >roup | Booked directly with a travel '
* 59% - 15% portion of trip I Tour Booked E agent/tour operator on the o :
Travelled as part of an [/ R | phone [ ~T7 !
organized group tour Booked by someone else in 9%
the travel party N 4%
Booked directly through an 7%
online booking engine 10%
B Total travellers (n=9e6)
B Travellers to Canada (n=200) Other | 2%
1%

y / b Significantly higher/lower than 2017 GTW wave.

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

QRTS5. An organized group tour consists of a package where any combination of accommodation, . N i ;
transportation, food and/or activities are included as a multi-day itinerary. Did you travel as a part of an Base: Long hagl pleasure travellers (past 3 years) part of organized group tour on recent trip
organized group tour on this trip? QRT5b. How did you book your organized group tour?
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Type of Accommodation Used

47%

Mid-priced hotel/motel £0%

Luxury hotel
Budget hotel/motel
Home of friends or relatives

Bed & Breakfast (B&B
( ) B Total travellers (n=874)

Rented house, apartment or condominium ® Travellers to Canada (n=166)

Hostel, university or school dormitory
Camping or trailer park
Own cottage or second home

Other

y /p Significantly higher/lower than 2017 GTW wave.

Base: Long-haul pleasure travellers who booked accommodations (past 3 years)
QRT8. Which type of accommodation did you stay in during your this trip?
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Time of Year Travelled

B Total travellers (n=966)

W Travellers to Canada (n=200)
U U
Winter Spring
15% 29%
9% 32%
JU JU JU JU JU J"U
|JUN||JUL||AUG| |SEP| |OCT||NOV|
Summer Fall
34%y 21%
36% 22%
y /p Significantly higher/lower than 2017 GTW wave.

Base: Long-haul pleasure travellers (past 3 years)
QRT11. Which time of the year did you take this trip?
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In-Destination Payment Methods

Payment Methods Paid Cash for Category
m Total travellers to Canada, U.S., Australia (n=507)
W Travellers to Canada (n=163)
0
Food and beverage %4 Yo
39%
Credit card i 0
Transportation 401 %o
37%
. 0
Accommodation 43- Yo
37%
Debit/bank card ,\ Recreation and 40%
entertainment 36%
Cash 0
Clothes and gifts 3? Yo
32%
10/ Other l/
4L /U 0
Total travellers Other expenditures 35%
to Canada, to Canada
U.S., Australia (n=200)
(n=607)
/ p Significantly higher/lower than 2017 GTW wave. + New answer list in 2018 i no trending.
Base: Long-haul pleasure travellers (past 3 years) who visited Canada, U.S., Australia Base: Long-haul pleasure travellers (past 3 years) who used cash for purchases
QRT10b. Approximately what percentage of your purchases did you make during your trip with each of the +QRT10d. Approximately what percentage of your total spend on the following categories did you use cash to
following payment methods? Your best guess is fine. pay?
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Canadian Destinations Visited

Q o
North

2% Yellowknife
1% Whitehorse

ATL
4%  Halifax
3%  Charlottetown
2%  Saint John

2%  Fredericton
1% St. John's

57% f
BC 4

46%  Vancouver
26% Victoria
19% Rocky Mtns.
17%  Whistler
5% Okanagan
1% Other BC

Q 43%
AB 9 5%

9 30% C 30% A

29% Banff SK/MB
22% Rocky Mins. 4% Regina QC also visited the U.S.
% Calgary 4% Saskatoon 9 :
13% Jasper 20/2 Churchill 45% Niagara Falls égoﬁ gﬁgggslcny E
6% Edmonton 36% Toronto 6% Mont Tremblant _—
\/ /b Signifi ly higher/| han 2017 GTW “e Ot o day trip Only
ignificantly higher/lower than wave. 0, -
gase' Travellers to Canada (n=200) 22% at least 1 mght

QRT12. Which of the following Canadian destinations did you visit on this trip?
RT12a Within [provmce/regmn] which travel destinations did you visit?
RT13. d you also visit the U.S. during this trip, either for a day or overnight stay?
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Canada & US Visitation — Trended

100% —
—e— Visited US (NET)
—— Day trip only
Stayed at least one night
75%
50%
25% 33% e @
27% )
22%
0% 8% 7% 8%
2016 GTW (Dec) 2017 GTW (Jul) 2018 GTW (Aug)
(n=203) (n=200) (n=200)

y / p Significantly higher/lower than 2017 GTW wave.

Base: Travellers to Canada
QRT13. Did you also visit the U.S. during this trip, either for a day or overnight stay?
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Reasons for not Visiting Canadian Destinations

Major Destinations (n=112) Smaller Destinations (n=113)

32% _ Did not fit into my trip itinerary _ 38%
32% _ Not enough time to visit B 29%
20% _ Had to prioritize places | was interested in B 19%
20% _ Interested in other destinations for my recent trip - 16%
14% I Was too difficult to get to B 18%

11% N Cost too much B 5%
995 - Could not find enough information about it - 9%
9% - Too far away from where | was - 11%
5% . Travelling companion(s) did not want to go B 4%
500 . Not the right time of year to visit - 12%

3% l Worried there would not be enough to see and do there . 500
2% I Only learned about this destination during my recent trip - 8%
504 . Other l 4%

+ New question added in 2018 i no trending,
Note: Major Destinations = Vancouver, Toronto, Montreal, Rocky Mountains, Niagara Falls; Smaller Destinations = all other destinations
Base: Travellers to Canada

EQR_TlSa. ]Y)ou mentioned that you were interested in visiting [Canadian destination] but did not visit on your most recent trip to Canada. Which of the following reasons prevented you from travelling to [Canadian
estination]?
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Recall of Articles on Canada and Impact

Recall Articles About Canada? Affect Interest in Travelling to Canada?

Don’ t know

8%

34%

It greatly increased my interest

No
45%

Yes, definitely
56%

It somewhat increased my interest

It neither increased nor decreased
my interest

Maybe

[] 1 significantly higher/lower than 2017 Pulse wave.

Base: Long-haul pleasure travellers (past 3 years or next 2 years) (n=1501) » o o _
QPC14. Do you remember seeing or reading any articles about Canada or specific destinations within Canada in the past year?

Base: Recall articles about Canada (n=366) . . .
QPC15. Did seeing or reading articles about Canada affect your interest in travelling to Canada?
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Influence of Sources in Destinatio

n Selection

Digital Sources
(44% mentioned any)

15%
15%
11%

Travel review sites 8%

Travel booking sites
Travel provider websites

General search engines

Official destination websites 7%
Online articles 7%

Friends and family, online
Social media sites

Travel guide websites
YouTube

Blogs

E-newsletters

+ New question added in 2018 i no trending,
Base: Long-haul pleasure travellers (past 3 years or next 2 years) (n=1501)
+MTS5. In the past 3 years, have you booked a trip based on a recommendation from any of the following sources?

* DESTINATION
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Travel guidebooks

TV programs

Brochure from travel agency
or tour operator

Friends and family, in person

Magazine or newspaper
articles

Travel agents, in person
Films featuring the destination

Consumer tradeshow

Other

None of the above

Traditional Sources

(65% mentioned any)
30%
25%
21%
19%

23%

Canadi




Demographics

Recent
All Long-Haul Visitors to Considering
Travellers Canadal Canada?
n=1501 n=200 n=330
Gender:
Male 49% 38% 55%
Female 51% 62% 45%
Age:
18 to 34 23% 14% 24%
35 to 54 23% 17% 23%

55 or older 54% 69% 53%

19%
Marital status:

In a relationship 66% p 70% 66%

Not in a relationship 33%y 31% 33%
Annual household income:

Less than JPY 5M 32% 33% 30%

JPY 5M to < JPY 10M 36% p 33% 38%

JPY 10M to < JPY 20M 18%y 18% 22%

JPY 20M or more 2% 6% 4%
Cizenofcounty: |

Yes 99% 100% 99%

1 Visited 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 to purchase stages of the path to purchase for Canada.

Base: Long-haul pleasure travellers (past 3 years or next 2 years) y /b Significantly higher/lower than 2017 GTW wave.
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Demographics

Provinces or Regions Interested in Visiting?

(n=1501) (n=563) (n=359) (n=149) (n=607) (n=421) (n=233) (n=139)

Gender:

Male 49% 46% 57% 61% 47% 51% 38% 55%
Female 51% 54% 43% 40% 53% 49% 62% 45%
Age:

18to 34 23% 22% 16% 30% 22% 21% 20% 24%
35t0 54 23% 20% 20% 25% 22% 22% 24% 19%
55 or older 54% 58% 64% 46% 56% 57% 57% 57%
Children in household under the age of 18:

Yes 18% 17% 16% 23% 17% 21% 19% 16%

(Marital status:
In a relationship 66% 67% 72% 62% 65% 64% 71% 61%
Not in a relationship 33% 33% 27% 37% 35% 36% 29% 39%

[ Annualhouseholdincome: ———— —— — =
Less than JPY 5M 32% 27% 24% 27% 30% 26% 23% 28%
JPY 5M to < JPY 10M 36% 36% 41% 42% 38% 39% 45% 28%
JPY 10M to < JPY 20M 18% 24% 23% 20% 21% 22% 19% 23%
JPY 20M or more 2% 3% 4% 1% 2% 3% 2% 2%

Citizen of country:
Yes 99% 100% 100% 99% 100% 100% 99% 99%

1 Long-haul travellers with an interest in visiting each province/region.
Base: Long-haul pleasure travellers (past 3 years or next 2 years)
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