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COVID-19 worse for tourism industry than SARS,
9/M11 and financial crisis combined: report
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The Tourism Industry in Manitoba

(pre-COVID 19)
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TOTAL VISITOR SPENDING
$1,642,843,000

MANITOBA
$993.6 Million

9,025,000 person visits
$110 per person visit

OTHER CANADIAN
PROVINCES

$340.5 Million
949,000 person visits
9359 per person visit

UNITED STATES

$158.6 Million
456,000 person visits
$348 per person visit

$150.1 Million
116,000 person visits
$7,294 per person visit

86%

9%

4%
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TOTAL VISITATION
10,546,000

Source: Statistics Canada — National Travel Survey (NTS)— 2019 Estimates. Statistics Canada Visitor Travel Survey (VTS) Small Area Estimation (SAE) — 2019 Estimates.




Resident Sentiment /
Opinion des résidents
2021-08-10

WEBINAR:

THE HOTEL INDUSTRY
AND COVID-19 RECOVERY -
CANADA AND MANITOBA

with pevsnore EMILE COURIEUX, Bardrass Dormimpriont funcusion, Hetih, STR

A MESSAGE FROM

Colin Ferguson
President & CEO, Travel Manitoba

Dear Industry members: nnNﬂ"ﬂ - nﬂ"ﬂ"n - THURSDAY, APRIL 29 at 10 AM (T

Marsicas
PRLOIE BT @ N PAITIA TP WITH Manlleba Plion i

Today we have reached a new mi in the y of the tourism
industry, with renewed access lo a critically important market for many
sectors, as the federal government loosens several travel restrictons,

including all fully vacanated Americans to enter Canada without h

o—— e o The Hotel Industry and
To make sure your guests are well prepared, it is important for you to know, ece COVID-19 Recovery
and convey to potential guests, all requirements before they depart and upon Mamtoba Canada and Manitoba

arrival

1 feel safe to travel / Je me sens & l'aise de voyager
Prior o their departure: Join us on: Thursday. April 29 at 10:00am CT
P : Emile Gourk B D
Registration: Click horg to regisier

* To be considered fully vaccinated, Americans must have received all

doses of a Health Canada approved COVID-19 vaccine 14 days prior to
entering Canada. These include Pfizer-BioNTech, Moderna,
AstraZeneca and Johnson & Johnson.

* Only U.S citizens and permanent residents residing in and travelling
from the United States will be permitted entry.

* Amerncans musi submii iheir iravei informabon - inciuding vaccinaiion
documents - using the ArriveCAN app or by registering online within 72
hours before their arrival. (A new version of the app is being launched " ==

As Manitoba's hotel sactor struggles to adapt to the ever changing pandemic
anvironmaent and bagins recovery, having the best market information and
forecasting tools will be key to effective cecision making. Join us on Thursday
April 29 o lsam more about how you can access free benchmarking data and
beftter support advocacy effons on behall of your business.

Webinar lopics include:
* Where STR data comes from and how it works
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Travel Manitoba Asks Locals to "Show Manitoba
Some Love”

-
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This summer, show Manitoba some love.

& 7 3 WINNIPEG
Manlto a Stay safe and explore home.
CAMABA'S Ilgﬂl'l'* Beats travelmanitoba.com
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FRONTIERS
NORTH
ADVENTURES

GREATWHITE® o
BEARTOURS

PO WA M AL

EXPLORE CHURCHILL THIS FALLWITH

CHURCHILL
NORTHERN
STUDIES CENTRE

2020 F'ackage; starting at $3895 CAD

BOOK
= NOW

72020 Pa:kages
Available

Manitoba
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Manitgba
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EXPLORE CHURCHILL THIS FALL WITH EXPLORE CH ILL THIS FALL WITH
T T T I TN T . —
FRONTIERS HEARTLAND P
NORTH INTERNATIONAL \ﬁ
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WHAT WE'RE FAMOUS FOR
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Groundbreaking New Center Unveils World’s

Largest Collection of Inuit Art

More than 20,000 works from artists across the Conadian Avctic are on

display at (aumajudg, 4 new msenne-within-g-nnse
At Gallery
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World's Largest Public
Collection Of Contemporary
Inuit Art Opens In Winnipeg,
Canada
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Inuit art meets bold new architecture in Winnipeg
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YOU'RE INVITED TO A

TOURISM MARKETING
CONFERENCE

Enhancing the Digital Competitiveness of the Industry
with keynote speaker ANN HANDLEY, Wall Street Journal bestselling author

MARCH 2, 2021, 8:30 AM-12PM

Manitoba







Economic Impact Assessment — Fish/Hunt

SUMMARY OF KEY ECONOMIC INDICATORS ANGLING HUNTING TOTAL
Total Hunter and Angler Spending $268M $212M $480M
excludes capital spending, but includes trip-related spending on fuel, accommodation, meals, etc.

Employment person-years, direct, indirect and induced 2,992 2,519 5,512
Total Provincial Taxes Collected income tax, PST 456M $40M $96M
t;iDP Impact at Market Prices $216M $196M $412M
Total Direct Spending $601M $428M $1,029M

including substantial outlays for capital itemns such as vehicles and boats
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< UNDENSTANDING
Manitoba Indigenous

Indigenous Tourism Manitoba Tourism Strategy
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DIVERSITY AND
INCLUSION MATTERS:

Fostering Understanding in Manitoba's
Tourism Industry

Free Virtual Conference April 6-8

, | 2021
Manitoba =) essentiais

Carapas HLast ‘ Brats



Manitoba's Visitor Economy

Manitoba's tourism industry showed greater resiliency during 2020 compared to most provinces

Percentage Drop in Visitor Spending
(2020 Compared to 2019)

Canada
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Source: Conference Board of Canada



Manitoba's Visitor Spending Forecast
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Weekly resident sentiment tracker
- Do Manitobans Welcome Visitors?

Manitoba Resident Sentiment: "l would welcome visitors travelling to my community..."
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. From other communities near me

. From other parts of my province . From other parts of Canada From the US

. From other countries

Source: Leger Research, n=100



Weekly resident sentiment tracker
- Do Manitobans Feel Safe Travelling?

Travel Sentiment of Manitobans: 'l feel safe to travel to..."
100%

90%
80%
70%
60%
50%
40%
30%

20%

\) Q"b.\")p\?;{‘\A“).\Q‘(\n‘?‘ '\"%‘\‘90.\9@9"\"@\6,{}{\«*"},{)*6@{\ 0‘;\'\.\%,‘?)‘\'\0‘6\“).{};@\‘0(‘)@{\ ")\Q(\;‘?*q,\ A > AN D
g)Q'Q g,@Q o* Oé Oé Oé Qo QOA QOA QOA Qz 00 W \'bo \0° \'b‘\ T < Qéo ‘(éO \x& @0@'& V‘QV.Q* Qg‘ @é“@* @’bﬁé’s\ Y \\)‘\ \0“ \00 ¥ S& \Q\ S& V’oo,vﬁgv\)o’ V‘QQV'QQ L4 QQQ ¢_,0Q g)Q'Q

0 Fromothercommunitiesnearme [} Communitiesin my own province () otherprovinces The US ) internationally

Source: Leger Research, n=100




Manitoba £sae....

This summer, Travel Manitoba is
featuring an amazing collection of
road trips to help ou explore every
corner of Manitoba. From luxury to
Jole de vivre, this Winnipeg trip offers.
culture, history and relaxation —
perfect for creating our ultimate
H4g-hour getaway.
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Vacation Destinations - Manitobans

One-half of Manitobans plan to vacation in Manitoba next year, up from 2020

Outside Canada m Oct. 2021 (n=668)

m Oct. 2020 (n=387)
Hm Mar. 2020 (n=619)

Within Canada W Nov. 2015 (n=256)

== |nterest in vacationing in Manitoba during pandemic

Within Manitoba

> Pre-pandemic interest in vacationing in Manitoba

0% 10% 20% 30% 40% 50% 60% 70% 80%



Key Takeaway:.
Travel has become more complex

Pace of recovery will be driven by:

* Visitors'confidence in the economy and their own financial situation

* Vaccination status

» Number of COVID cases in a visitor's home country, the level of vaccination and the requirements
* Number of cases in Manitoba and whether travellers have the required documentation to visit

» (ontinued requirement of a negative molecular test for travellers arriving in Canada



Forecast: Current Trends (Domestic)

Out-of-province domestic travel is likely to recover by 2022.

Forecast: Current Trends
Out-of-province and conversion of outbound travel

We anticipate further growth in domestic travel fueled by savings mOut of Province Domstic

B Outbound to Domestic Converted Trips

and Canadians tempering their expectations of travelling abroad.

The key drivers impacting this travel:

 International restrictions lifted by summer

* Continued low numbers of new COVID-19 cases - -
* Successful “Buy local”focus by destination marketers

2019 2020 2021 2022 2023 2024 2025

Source: DC Research, May 2021 Forecast



Forecast: Current Trends (International)

Spending from the US will be limited, building to 44% of 2019
levels in 2022 and potentially fully rebounding by 2025-2026.

Spending from other countries will be similarly depressed in 2021,

improving to 37% of 2019 levels in 2022.

The key drivers impacting international travel include:

* Depressed business travel

 Relatively low levels of vaccine uptake in other countries

* (Continued restrictive border controls

* Increased competition internationally focused on frequent
travellers and fully vaccinated individuals with high savings
* “Buy local"focus by destination marketers

Level of total tourism expenditures
in Canada relative to 2019
(CAD billion )

1 United Stales \isitors
B Dverseas Vistors

522 513

s.lﬂ

2019 2020 2021 2022 2023 2024 2025

Source: DC Research, May 2021 Forecast
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Key Environmental
Drivers

Long COVID
Economic Change
Social Change
Climate Change




New Targets

Recover to 2019 levels by 2024

Generate 50% growth in 10.6 L1113 12.8
visitor spending by 2030 oilien viitors NUMBER OF milion visitors

ViSITOR
SPENDING

$1.6

billion spending

$2.5

billion spending




Manitoba's
Tourism Strategy

New strategy recognizes far-reaching impacts
of pandemic

Provides leadership to ensure tourism sector
recovers as quickly as possible

Considers industry insights and tourism
industry trends




Lead brand and
market positioning

Differentiate Manitoba through its powerful brand

Position Churchill as a leading international destination
for wilderness and wildlife experiences

Market Winnipeg and Brandon to host national
meetings, conventions, festivals and events

Leverage Destination Canada programs in
international markets

Provincial Events Strategy to attract events




Advance destination
management

Increase the number of market- and export-ready
businesses

Ensure that the tourism industry has the necessary
SuUpports

Advance initiatives that:
o Improve direct air access

o Improve transportation and connectivity
between communities



Advance destination
management

Develop Manitoba’s signature experiences

Promote key differentiators: winter experiences,
Indigenous and Francophone experiences, and
outdoor experiences

Market new and renewed demand generators:
Canada’s Diversity Gardens, Qaumajug, the Royal
Aviation Museum of Western Canada, the
Manitoba Museum




Advance destination
management

Ensure the tourism industry has access to advice
and training on:

(@)

(@)

(@)

(@)

Business intelligence

Best practices

Business case formulation
Market-readiness
Business development

Funding sources




The importance of local tourism

Shift of 1/3 of international spend
would make up for $400 million
shortfall

Support more than 5000 jobs

$1BILLION

TRAVEL
SPENDING

INTERNATIONAL WITHIN WITHIN
2019 MANITOBA MANITOBA
— 2019 FORCAST
2019
| 400
1 MILLION

| SHORTFALL !
1 1




2022 Campaigh Focus

Target: Manitoba, Saskatchewan and Northwest Ontario
Print guide similar to summer Road Trips; 400,000 copies
Print and digital advertising

Polar Bear and Northern Lights campaigns

Travel Incentive Program




Tourism Innovation &
Recovery Fund (TIRF)

$500,000 fund administered by Travel Manitoba

Objectives:

To increase the number and quality of market-
and export-ready tourism businesses in Manitoba

To position Manitoba’s tourism industry to better

meet changing customer expectations and new
industry trends
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Vision

To be a must-visit, four season destination, generating
sustainable economic growth by delivering inspiring
and authentic experiences in our unigue, urban and wild settings.




Thank You




