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Business Insights Overview

Market Overview, Areas of Focus and Key Activities
* (Canada, US, Mexico, UK, Germany, Australia, Asia, Destination Events

Consumer, Travel Trade, MR/PR, Meetings & Conventions
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YTD 2023 Qestlpgtlpn Performance DESTINATION
Return of overnight visitation (YTD 2023 Sep) VANCOUVER
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Overnight Visitors to Vancouver by Market Origin
Strong demand from Canada, US, Mexico, Australia and UK (YTD Sep 2023)

Canada & United States International Overseas (YTD Sep 2023)
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2024 Forecast: Overnight Visitors to Vancouver
Continue build of overnight visitation in 2024

2023 ploplil
Estimate Visitation Forecast Visitation

Canada 6.9M
United States 24AM
Mexico 193K
Australia 177K
United Kingdom 166K
India 97K
China 114K
Germany 82K
South Korea 62K
Japan 60K
ISniggzzgi;e/Malaysia/ 49K
France 28K
Other 501K
Total 10.8M
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2019 Index

51-74%

75-99%

100-125%
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2024 Global Market Assessment DESTINATION
As of November 2023 VANCOUVER
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2024 Market Investment
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2024 Market & Channel Activation — 2024

Canada
British Columbia
Alberta
Ontario
Quebec

USA
Washington
California
Texas
Florida

New York

United Kingdom
Germany
Australia

Mexico
China

Japan
South Korea
France

India

UAE
Singapore

Travel Media / Influencers

FEIEINE) Paid Media Marketing Product Familiarization Media Destination
M=ty Campaigns Partnerships Training Trips Pitching Visits
& Social Media
TBD
TBD TBD TBD TBD

Partner Led

Content support
to DBC, DC &
other partner-led
activities
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Canada

OVERALL RANKING - #1 KEY CONSIDERATIONS
2024 Visitation - #1
Repeat Visitation - #1
Spend Per Trip - #8
Seasonality Support - #5

* Canada is the greatest volume market for Vancouver but is lower yield than

international.

* Opportunity to inspire getaways from short-haul markets using lower-funnel tactics in

2023 VISITATION need periods.
Est 6,900,000
+12% visitation YOY * Toronto corporate group business still sees value in Vancouver accommodation cost.

120% of 2019 visitation . . . . . . .
vistat * High lead volume and highest booking/conversion ratio make it an important M&C

2023 SPEND market.
$1,827 per visitor

INVESTMENT ALLOCATION SEASONAL FOCUS LEAD THEMES

AIR SERVICE
Avg 198 flights daily PEAK | OFF-PEAK * New experiences

= Consumer 20% | 80% * Culinary / Michelin
Toronto 28 dqﬂy = Trade ° ° * Arts, sports, cultural events and festivals
Calgary 27 daily 9 9 .

25% | 75% . Ind

Edmonton 16 daily Media ndigenous
Victoria 16 daily 10% | 90% * Ambassador stories aligned to themes
Kelowna 15 daily ‘ = Meetings & Conventions

* Seasonality and mild climate
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Canada DESTINATION
Consumer Marketing VANCOUVER

Objective: Fill need periods with immediate visitation

Key areas of focus:

BC and AB

Who/Where  High Value Guests (Southern Vancouver Island; Fraser Valley & Okanagan)

When Ongoing off-peak; some always-on summer
What Lower-funnel paid micro-campaigns and always on-content
How Promote time-sensitive activities to create urgency to visit now.

« Events, time-bound offers and seasonal product
 New urban experiences

* Diverse dining

« Early spring; Extended summer

Why



Canada

Consumer Marketing

A
DESTINATION
VANCOUVER

Key Activities:

« Social media micro-campaigns
around events offers, seasonal
activities, ie:

e Just for Laughs
* Rugby Sevens
« VIFF

« Co-op marketing campaigns:
*  WestCoastFood

* WestCoastCurated
« BC Bird Trail

« Dine Out Vancouver campaign

« Performance Marketing and Search

specialties of the

erforg_l__e:goﬁ_,_deck.

IN1=B
M m/A

destination_vancouver

Caosmic Boy * Cosmic Boy Charm

destination_vancouver g @cirquedusoleil's Kooza is back in
town until December 31 w

Dive into a wild world of acrobatic adventures including ribbon
displays, daredevil high wires, and that can‘t-miss Wheel of
Death. £F &%

Will you be catching Kooza this season?

#VeryVancouver #cirquedusoleil #kooza

Edited - 4w

) smoody27 We went last night it was amazing!!!

4w 1like Reply

——  View replies (1)
) josephlinahon Went this weekend, absolutely phenomenal
J -
show @

4w 1like Reply

!’ nanettechan Love the voiceover ¥

Qv

@ Liked by elpavano and 281 others
October 27

@ Add a comment...
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Canada | DESTINATION
Consumer Marketing VANCOUVER

CANADA
Activity

J F M AMIJ J A S OND

Paid and organic social
Co-Op sites & campaigns
Event campaign (DOVF)
Performance and SEM
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Canada DESTINATION
Travel Trade VANCOUVER

Key areas of focus:

- Marketing co-ops with select Canadian
tour operator / travel agency partners.

- Promoting winter season

- Developing winter itineraries and
product with our Canadian based
Receptive Tour Operators (RTO).

- Destination training (Vancouver
Specialist Program).

- Fam hosting
- Support air routes into Vancouver



. A
Travel Media DESTINATION

All markets VANCOUVER
2024 Areas of Focus: * Hosting individual and group press trips
* Seasonality (October through May) * Destination Experience Pass

 Media marketplaces, desksides & in-
market events

* Fresh monthly newsletter

 Promote Pre/Post Cruise
Grow length of stay
Air Access — support YVR & airlines

with new direct routes to Vancouver e Story starters
* Targeting high value guests (HVG) . Airl.in.e partnerships (PR supp.ort,
« Destination Events and Festivals individual and group press trips)

 Earned and sponsored content



. . A
PR Resources and Communications DESTINATION
All markets VANCOUVER

What’s New
e Call out in January for Member news VANCOUVER fvE
Media Story Sheets FRESH from Vancouver

» Story Angles: Culinary, Wellness, Indigenous, T
Sustainability, and more.

Fresh monthly newsletter

* Media Leads
 TM: Lead Recipient £y 3 . AT TERS
¢ Eth’anet fOI’ Coverage Vancouver: A Gateway to Nature with Hullo Ferries

Mestled between the glimmering waters of the Pacific Ocean and the majestic peaks
of coastal mountains, Vancouver is a city that stands in harmonious existence
between urban living and the serenity of nature. Adomed with numerous parks,

[ ]
i N ew I m a g e ry a n d b' rOI I gardens, and green spaces, Vancouver offers its residents and visitors access to an

awe-inspiring wonderland of terrain frem lush rainforests to picturesque beaches.

More

* Destination Experience Pass


https://tourismvancouver.app.box.com/s/dp8zaa28s0iz9rshiltx6njjnlp7hbw0

A
. . . eue DESTINATION
Media Relations and PR Activities — Canada VANCOUVER

Key Activities:
* Media Pitching
* Media Press Trips and Hosting
* Desksides
* Toronto
* Dine Out Vancouver Festival

TARGET OUTLETS:
Globe & Mail, Toronto Star, Toronto Sun,

CTV Toronto, and more.
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Meetlpgs & Conventions — Canada — 2024 Priorities DESTINATION
Domestic VANCOUVER

SITE Canada, Education Day, Nov 2023
* Luke joining SITE Canada committee

Areas of Focus
* Canadian corporate meetings & incentives

* Canadian Association with priority for international
alignment.

In-Market Activities

* “Meet Week” in Ottawa with CSAE, MPI and Destination
Direct, February

* CMEE Annual Tradeshow, Toronto, August
 Toronto & Montreal sales week, September
* SITE & MPI chapter Toronto & Ottawa event sponsorship

Toronto based agency M&C FAM support for 2024
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United States

OVERALL RANKING - #2

2023 YTD Expenditures - #1 KEY CONSIDERATIONS

2024 Visitation - #2 * California and Washington are high propensity markets.

Spend Per Trip - #6

Seasonality Support - #4 e US travellers account for the largest proportion of Vancouver to Alaska cruise passengers.
2023 VISITATION * High interest in accessibility information.

Est 2,400,000 * Air Canada’s year-round service from Washington, DC to YVR creates new opportunities for
+44% visitation YOY ’

94% of 2019 visitation events and business travel.

2023 SPEND

$1,978 per visitor

AIR SERVICE

Avg 84 flights dail
J J Y INVESTMENT ALLOCATION SEASONAL FOCUS LEAD THEMES

Seattle 14 daily
‘ = Consumer PEAK | OFF-PEAK « Adventure in nature

Los Angeles 10 daily

San Francisco 10 daily * Culinary experiences

Portland 4 daily . = Trade & Development 0% | 100% . Wellness

Denver 4 daily Media o o . . I
New York 3 daily 25% | 75% Pre/post cruise attractions and activities
Chicago 2 daily = Meetings & Conventions 15% | 85% » Ambassador stories aligned to themes

Dallas Fort Worth 2 daily
Houston 2 daily
Washington DC 1 daily




DESTINATION
VANCOUVER

Consumer Marketing



United States DESTIN ATISN
Consumer Marketing VANCOUVER

Objectives: Increase consideration, market share and future and immediate visitation
Key areas of focus:

. c | WA

Who/Where High Value Guests (LA; SF) High Value Guests (Seattle)
When Jan-Mar; Aug-Dec Ongoing off-peak; some always-on summer
What Full-funnel campaigns Low-funnel micro-campaigns
Boost consideration through competitive  Social campaigns around events and seasonal
How : . : : . g
campaigns and high-profile partnerships  offerings to create urgency to visit now
* Aplace to unwind/rejuvenate « Events, time-bound and seasonal product
» Best of City & Nature * New urban experiences
Why ) ) : :
» Diverse Global cultures « Diverse culinary experiences

* Culinary experiences



United States

Consumer Marketing

Key Activities:

Consideration campaign extensions in
both WA and CA (LA)

Continued AEG partnership (LA Kings; LA
Galaxy and LA Live (social, in-game, public
activations)

Social media micro-campaigns around
events offers, seasonal activities in WA

Co-op marketing campaigns in WA
Dine Out Vancouver campaign in WA

Ongoing search, social and performance
marketing in both CA and WA

All new full funnel campaigns for fall in CA

A
DESTINATION
VANCOUVER
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. A
United States. DESTINATION
Consumer Marketing VANCOUVER

USA

Activity \Winter  Spring  Summer _ Fall [

J F M AMJ J A S OND

SEA Van100 extension

LA AEG Partner Marketing

LA Activations - AEG Live
LA Go Norther winter/spring

LA and SFO Fall campaigns
LA/SFO/SEA Paid and organic social
LA/SFO/SEA Performance and SEM
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United States

Travel Trade

A
DESTINATION
VANCOUVER

Areas of focus:

60% of HVGs book through travel trade.

Expanding trade relations with select tour
operator, travel agency and OTA partners.

Promoting Vancouver year-round with
emphasis on the winter season.

Promoting pre/post cruise stays with emphasis
on sightseeing / attractions, events and
activities.

Aligning geographic target markets with
consumer marketing wherever possible.

Destination training: Vancouver Specialist
Program and webinar training.

Fam hosting

Support air routes into Vancouver (New: Miami,
Boston, Washington DC etc.)

A
VANCOUVER Ad
A"

awe-inspiring natura

Signature

Travel Network




H A
United States +615,000 room nights booked DESTINATION
Travel Trade VANCOUVER

Key Activities:

« Tradeshows and Sales Calls

e RVC, Cruise 360, Virtuoso Travel Week,
Signature Travel Week, California and
Texas sales mission.

« Marketing Co-ops

* Virtuoso Travel Network, Signature Travel
Network etc.

« Vancouver Specialist Program

- Webinars and in person training with tour
operators and travel agencies.

« Fam hosting (Travel Advisors)

« Airline partnerships (marketing campaigns
and in-market events)

« Air Canada Washin%ton DC campaign in Q1
in partnership with Destination Canada. )










Cruise

A
DESTINATION

VANCOUVER
2023 was a strong year for cruise ships
and passengers coming into Vancouver. Where cruise passengers travel from:
. USA: 64%
* 332 ShIpS Top States: California, Florida, Texas, New York
and Ohio

* 1.2 million passengers

2024 looks to be even stronger!
« 355 ships (subject to change)
* 1.3 million passengers

2024 focus:
* Promoting pre/post cruise
* Encouraging longer stays

* Highlighting attractions, sightseeing
activities and events

Canada: 18%
United Kingdom: 8%
Australia: 5%
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. . . eue DESTINATION
Media Relations and PR Activities - US VANCOUVER

Key Activities:
* Media Pitching
* Media Press Trips and Hosting
* Conferences:
* IMM New York
* Travel Classics West
* Public Relations Society of America
* Desksides/In-Market Event
* Washington, D.C./New York
* Los Angeles/San Francisco
¢ Seattle

e Texas - NEW TARGET OUTLETS:

Travel + Leisure, Conde Nast Traveler, F
-

LA Times, Vanity Fair, and more. ) ]
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Meetings & Conventions Sales & Services — Trends DESTINATION
VANCOUVER

North America

-  What's still the same?
« High costs across event supply chain
 Hotel compression

- Staffing levels improving but not at full
recovery

« Polarized atmosphere impacting location
choice, intensifying as elections
approach




° ° ° - A
Meetings & Conventions Sales & Services— Trends DESTINATION
North America VANCOUVER

« Clients continue to forge ahead in spite of
challenges

 Amplified probes — legal and procurement
e Strong attendance in 2024

* Budgets remain flat despite increase costs
 Work Life Balance

* Late registrations wreak havoc

* Finding space and lack of flexibility on
contract terms

« Artificial Intelligence — what does this
mean to our industry

* Increased interest - US Associations who
have not met outside the US




° (4 ° - A
Meetings & Conventions Sales & Services — Areas of Focus DESTINATION
United States VANCOUVER

In Market
* New Team

* Increase the lead pipeline for future years

K

"F
‘LA
5K

- A
ot
- -

-

-l

* Promote new air access from major cities
* Sales Missions
e Sales Trips
e Client events
* Industry partnerships
* Conferences
* Tradeshows
* In-market local events

R :
L ERE A




Meetings & Conventions Sales & Services — Areas of Focus DESTIN/\TISN
United States VANCOUVER

* In Vancouver
Client Site Inspections

Hosting high profile in-Vancouver Industry
Events

Board Meetings
Fams — supporting our incredible partners
Rebook 2024 citywides




: . _ . . A
Mgetmgs & Conventions — Strategic Partnerships DESTINATION
United States VANCOUVER

//\\ DESTINATION
VHDA hd CANADA

VANCOUVER HOTEL
DESTINATION ASSOCIATION

/ | i a Sa e )
The Center for Association Leadership

»CESSE

ﬁConferenceDirect' HD HELMSBRISCOI Connecting STEM Society Profes

A |ATION /AYIVV
FORUM pcma

Purpose dri . Business led.

@ Maritz Global Events C E M A




Meetings, Conventions and Events — 2024 Notable and New A
9 DESTINATION
United States VANCOUVER

&
srte In VANCOUVER - Society for Incentive Travel Excellence (SITE) Texas, April
Texas 25 — 27
= 11th Annual Technology Summit, 100 attendees, 1/1 client ratio, incentive
and corporate market

W@ Maritz
‘7. a rltz In VANCOUVER - Maritz Elevate, April 28 — May 2

= VIP client event, 320 attendees (100 top clients, 100 Maritz leaders, 100
industry partners, 20 staff), incentive and corporate as well as some

WCESSE

Connecting STEM Society Professionals CESSE CEO Conference — 2025 tentative

(D

=

ConferenceDirect Top 25 Performance Recognition Trip — 2025 tentative

) R LGBT MEETING Year 2 membership
€3 ConferenceDirect ilg(s)ggls AS'|I'(|)0NNA LS



Meetings & Conventions - 2024 In-Market Activities
United States

Q1

PCMA Convening Leaders — San Diego, CA
AMCI Institute Annual — Las Vegas, NV
CESSE CEO Conference — Savannah, GA
NYSAE - New York City

LAX Canucks — Los Angeles

MIC - Denver

Q2

ConferenceDirect APM - Las Vegas, NV
Business Events Industry Week — Washington, DC
HelmsBriscoe ABC — Las Vegas, NV

CVENT Connect — San Antonio, TX

ASAE Executive Leadership Forum - Toronto
PCMA Educon — Detroit, Ml

A
DESTINATION
VANCOUVER

SUSTAINABLE.
INNOVATIVE.
STYLISH.
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Mexico @

OVERALL RANKING - #7 KEY CONSIDERATIONS
nggﬂ\]/ S;tgifyn__#? « 2023 visitation from Mexico is pacing to be the highest overnight visitation
Spend per Trip - #6 on record

Seasonality Support - #2
* Strong demand for winter travel to support off-peak season development

2023 VISITATION * Partnership opportunities with Destination BC, Destination Canada, Tourism
Est 193,000
+51% visitation YOY Whistler, Airlines, YVR & VHDA
125% of 2019 visitation . . . .

* New air service from Guadalajara to Vancouver launching May 31, 2024,
2023 SPEND with Flair Airlines, increasing market potential

$2,100 per visitor

A'RCSERWCE INVESTMENT ALLOCATION SEASONAL FOCUS LEAD THEMES
Air Canada
MEX 8x/week PEAK | OFF-PEAK « Best of City & Nature
AeroMexico ‘ = Consumer 0% | 100% « High-quality Culinary Experiences
MEX 23x/week = Trade & Development 15% | 85% * Qutdoor Activities
. * Unwind & Rejuvenation
Media 0% 1100% J

= Meetings & Conventions
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Mexico

Consumer Marketing

A
DESTINATION
VANCOUVER

Objectives: Increase overall intention to visit now and in the future.

Key areas of focus:

Who/Where High Value Guests (Mexico City and Guadalajara)

When Jan-Feb; Oct-Dec

What Full-funnel campaign with waves of post-campaign research

Promote the indulgent, refreshing and relaxing experiences that only a city in nature can
How give; Support with retail marketing; Highlight trade partners on Spanish landing page to
complete the journey.

Why

The best of city and nature in one place

Wellness offerings and chance to rejuvenate

Luxurious urban experiences including dining and Michelin
New flight and trusted trade partners



1 A
Mexico DESTINATION
Consumer Marketing VANCOUVER
Key Activities:
. 04 23 Ca m pa |g n eXtenS|On SUMERGETE EN EL SUMERGETE EN EL SLgIZGIIiTK/IiIKAié -

Ongoing search, social and performance
marketing in both cities

All new full-funnel campaigns for winter
Possible partnership with Volaris
Spanish website & social channels
Referrals to key trade partners in MX

Post-campaign learnings from Fall ‘23
and ongoing “Intention to visit” survey
check-ins.

ASOMBRO

o EE-' .

" "VANCOUVER

VisitaVancouver.mx
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Mexico | DESTINATION
Consumer Marketing VANCOUVER

MEXICO
Activity

J F M AMJ J A S OND
Sumergete extension

Paid and organic social -

Winter campaign

Performance and SEM
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] . A
Mexico 5,000 room nights booked DESTINATION
Travel Trade VANCOUVER

Areas of focus:

A
VANCOUVER

- Expanding trade relations with select tour
operator, travel agency and OTA partners.

« Winter product development

sieras e la Columbia

A menos de 2 horas de disiancia, en las montafias co:
perfecta desde Vancouver. Hogar de dos

Briténica. Whistler es la escapada

hermosas y atractivas de
ntre aventuras al aire

Una de a5 ciudades mis
VANC UVER combinacidn perfecta e
COMpras, gastronomia y encanto urbano. A co ion, al emblemdticas montafias ideales para practicar actividades 3l gire libre, este WHISTLER

) P ro m Oti n g Va n CO u Ve r ye a r- ro u n d With <] ::;::::::mimmm @ STANLEYPARK ' - © ESQUIY SNOWBOARD © EASTRONDMIA - —
emphasis on the winter season. VANCOUVER ®Sipmmns “o itz x| “hEmimams “ntman  WIHEDER

EN I NVI ERN 0 como el esqui, el snowboard y el cuento de hadas. Los visitantes de esqui de clase mundial y sus todo desde fine dining hasta

tubing, asi como disfrutar de pueden pasear por el parque, EMOCIONantes rutas de nuevas propuestas, sabores
wvistas panordmicas de la ciudad y admirar 13 vida silvestre y snowboard  para  todes  los canadienses y cocina local

- Promoting pre/post cruise stays with | s A G e
emphasis on sightseeing / attractions, events 7 e v e O e e | e e e 0 O e OO
o

. oy o fiendas de artesania, sumergirse los  paisajes  invernal les  y actividades al aire libre, como especticulos ¥ EvEMtDS
a n d a Ct I V I t I e S en la escena artistica de La isla y disfrutar de la paz y la serenidad caminata con raguetas de nieve, especiales, desde conciertos en
. disfrutar  de |3 suculenta del wgar. Un imperdible es el trineos  tirades por  perros, vivo hasta festivales temdticos
gastronomia local en el Branville Festival of Lights (2& de senderismo invernal y paseos en para toda la familia.
Market. noviembre a 7 de enera). matonieve.
I HOCKEY @ GASTOWN ® COMPRAZ @ ACTIVIDADES CULTURALES

« Mexico City & Guadalajara

Vancouver es  una  ciudad En este histirico barrio, los Hay una amplia oferta de tiendas El destino cuenta con miltiples

apasionada por el hockey. Los viajeros pueden explorar tiendas y boutiques dedicadas a todo espacios  culturales como

aficionades de este deporte boutigue, disfrutar de desde articulos de imvierno hasta galerlas  de  arte  local
Ies

M M M M pueden asistir a em acogedores  restaurantes ¥y EQuipos de esqul y snowboard de EXpOSICIONES ¥ EVENiDs Que

o D estl n atl O n tra I n I n g partidos de los Vancouver wvisitar el famoso reloj de vapor iltima generacidn, decoracidn, reflejan la diversidad de esta
" Canucksen la Ropers Arena. de Gastown. mada y mucho mas. comunidad.
@ MusEos @) PATINAJE SDBRE HIELD @ APRES SKI (2) WELLNESS

M M Dfrecen una escapada ideal para La icdnica Robson Sguare se Tras un dia en las pistas, los Cuenta con varios spas y Centros

[ ] S u p po rt a I r rO utes I nto Va n CO uve r (N eW: los amantes de la ciencia y la COmviErte en una pista de patinaje vigjeros pueden relajarse y de bienestar que ofrecen

cultura. Algunas de las opciones cobre hielo al aire libre. Los hacer nuevos amigos en los tratamientos terapéuticos,

M M M més recomendables son- Science visitantes ~ pueden  alquilar bares y restaurantes acogedores saunas y jacuzzis, para que los

u a a aJ a ra X We e y W It a I r World, Bill Reid  Ballery, patings y disfrutar de la de Whistler. El ambiente festive visitantes puedan consentirse

Vancouver Art Gallery y el diversin en medio de los del “apres ski" es  wma después de un dia de actividades

Muszum of Yancouver. A rascacielos de la ciudad. EXperiencia incomparable. al aire libre.

« Leveraging opportunities with partners (DC, ' j:uu S —
DBC, Wh istler’ VH DA, YVR etc.) yhaveL coltmemion’  DNLUNGS & Vidres dé 9:00 ai & 7:00 p y Sibades de 10:00 am 4 3:00 pm
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Mexico DESTINATION
Travel Trade VANCOUVER

Key Activities:

- Tradeshows and Sales Calls
« RVC, Mexico Sales Calls, Mexico Client
Event, Focus Canada, Virtuoso Travel
Week on Tour.
« Marketing Co-ops
* Viajes de Palacio, NAO, Dream
Destinations, Mega Travel etc.
« Vancouver Specialist Program
« Webinars and in person training.

« Fam hosting (tour operators & travel
advisors)

« Airline partnerships (marketing campaigns

and in-market events) VANCOUVER




A
, , o , DESTINATION
Media Relations and PR Activities - Mexico VANCOUVER

Key Activities:

* Media Pitching

Media Press Trips and Hosting
Media desksides

Conferences:
* Focus Canada

Joint In-Market Activation

TARGET OUTLETS:
Hotbook, Travesias, Travel and Leisure,

National Geographic Traveler, and more.
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Meetings & Conventions — Mexico — 2024 priorities

A
. DESTINATION
North America VANCOUVER

World Meeting Forum, Meixco, November 2023
* Four members attending with Maggy & Luke

Areas of focus

Al

' Ve APV * Incentive market from key sectors, such as
po MEXIGATO = QN \’§ 2eah/ automotive, financial and retail

In-Market Activities

* Vancouver client event in Mexico City in

Eartnership Consumer Marketing team,
ebruary

* MPI & SITE Chapter meetings
* IBTM America’s, August
* World Meeting Forum, November

e Two M&C Mexico FAMS for 2024
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Destination Events — Sport & Culture
2024 Priorities

A
DESTINATION
VANCOUVER

e Newly established Cultural Tourism Event Fund (in
partnership with VHDA) to grow, attract, and develop
cultural events and festivals in Vancouver.

e Continue strong collaboration with Sport Hosting Vancouver
to evaluate and secure major sporting events

e Activate Destination Vancouver’s marketing team
to maximize event hosting opportunities across
Destination Events (Content generation,
influencer/athlete engagement, experiential packages etc.)

e Support/Develop future bids

e Advocacy — industry relationships that impact Destination
Events — City of Vancouver, Vancouver Parks Board, BIAs,
Venues and Hotels, Attractions etc.

rogerfederer &
Vancouver, British Columbia

G rogerfederer & Thank you Vancouver for the amazing hospitality
ooo
Until next year @lavercup

Sw
"l:;l"‘; destination_vancouver Was a pleasure having you in our ci
“¥E® e look forward to your next visit!

Sw 19likes Reply



A
DESTINATION

Destination Events — 2024 Outlook VANCOUVER
Sport Cultural Events
2024 2024

* Canada Cup — Fencing (Jan)

 Canada Open - Taekwondo (Feb) .
* Vancouver Sevens Invitational — Rugby (Feb) .
« HSBC SVNS Vancouver — Rugby (Feb) .
« BMO Marathon (May) .
* CFL Grey Cup (Nov) .
2025 *

* Invictus Games (Feb)
 USPORTS Basketball National C’ships (March)

The Infinite — Space Explorers (active until
March)

PUSH Festival (Jan)

Vancouver Intl. Wine Festival (Feb)

JFL (Just For Laughs) Vancouver (Feb)
Battle of BC — Gaming (March)

Coast City Country — Music Festival (April)
Great Outdoor Comedy Festival (Sept)
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United Kingdom

OVERALL RANKING - #6 KEY CONSIDERATIONS

2024 Visitation - #6 » Strong desire and travel bookings despite high inflation and record high
Spend Per Trip - #2 .
Cruise Demand - #3 Interest rates.

Seasonality Support - #11 « Destination Canada have shift focus to Sept-March exclusively strengthening

2023 VISITATION opportunity for alignment and partnership.

Est 166,000 . Global " dint " | iati based in Lond
2% visiation YOY obal corporations and international associations based in London.
79% of 2019 visitation * Increase in global route access supports the market due to the global
2023 SPEND attendee demographic.

$2,499 per visitor

AIR SERVICE

Air Canada INVESTMENT ALLOCATION SEASONAL FOCUS LEAD THEMES
LHR 8x/week

PEAK | OFF-PEAK - Nature & Wildlife Viewing
British Airways = Trade 25% | 75% . Culi
LHR 8x/week . Culinary
LGW 8x/week Media 10% | 90% - Wellness & Rejuvenation

® Meetings & Conventions * Pre/post cruise
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United Kingdom

Travel Trade

A
DESTINATION
VANCOUVER

Areas of focus:

Winter product development

Promoting Vancouver year-round with
emphasis on the winter season.

Promoting pre/post cruise stays with
emphasis on sightseeing / attractions,
events and activities.

Destination training

Support air routes into Vancouver (New:

Gatwick with British Airways)

Leveraging opportunities with partners
(DC, DBC, Whistler, VHDA, YVR etc.)

= — "l;,

1ICO

EXPERIEN

IN VANCO!

%Egnada Trips
I B

A New Adventure Every Day in

.

VANCOUVER




United Kingdom

Travel Trade

+ 50,000 room nights booked

A
DESTINATION
VANCOUVER

Key Activities: . A

g 1Ea nada Trips
« Tradeshows and Sales Calls EXCLUSIVE

Discover the

VANCOUVE

TRAILFINDERS @@y

« RVC, spring sales calls and client event, [ EETEET Sppowpssyreerers 58
and Showcase Canada. VANCOUVER ol i

« Return Alr Canada Ecol
» 3 nights in Vancouver

- Marketing Co-ops e

- Canadian Affair, First Class Holidays,
Trailfinders, My Canada Trips etc.

- Vancouver Specialist Program
- Webinars and in person training

- Fam hosting (tour operators & travel
advisors)

- Airline partnerships (marketing
campaigns and in-market events)

BANFF & LAKE LOUISE CAMADIAN ROCKIES VANCOUVER & SUN
SKI HOLIDAY " WINTER WONDERLAND . PEAKS SKI HOLIDAY

13 NIGHTS FROM 11 NIGHTS FROM - 14 NIGHTS FROM o N-IGI TS Fnan_
£3000 £2,279" £2,149%

L ¥

S canadian
g "‘ﬁ affair......

~BOQK:NOW

T
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Media Relations and PR Activities — United Kingdom DI\E/?\-H'ESUSER

Key Activities:
* Media Pitching

Media Press Trips and Hosting
* Meetings & Conventions/MICE

Joint In-market Activation

Desksides

Investment in on-going Agency
Representation (KBC)

TARGET OUTLETS:
Wanderlust Magazine, The Times UK, The

Telegraph, and more.
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Meetings & Co.nventlons International Market Trends DESTINATION
UK, Europe, Oceania and APAC VANCOUVER

* Business Events cautious optimism for 2024 from global M&C markets

* Full Group segment recovery anticipate for 2026, lead volume not at 2019 levels
* Business Travel and Meetings grow while leisure travel levels out
* Incentive and Corporate Meeting events promote team culture

» Strong attendee numbers for corporate meetings and incentives, as remote work is driving in-person
meeting value

« Continued late registration, within 60 days, by delegates, but International Associations continue to perform
well, based on their industry sector (ex, Life Sciences)

* Destination and Event Sustainability

* Destination & Supplier support on regional sustainability knowledge to reduce client's carbon footprint of
events hosted in Vancouver



Meetings & Conventions, Business Development - 2024

e _sae A
Priorities | | DESTINATION
Regional partnership for business development VANCOUVER

 Bid for high value citywide and self-contained
sroughttovouoy  [em opportunities with the Vancouver Convention

Frontier

Collective Centre sales team, Stephanie and Claire

* MIND Program local events
* Award and Recognition events

FIRONTIER | ™ v S  UBC & SFU sector specific seminars
SUMMIT N B @ * Economic Development Business Event Support
#A0RA SIGNALS DigiBC . .
O0CT 485 Global cunvergdence of leaders, :0LE: il — e Pa rtnersh|p with VHDA
innovators, and investors in . .
frontier technologies. kb~ BOAST (L) pombesen e BC Life Sciences

Frontier Collective
Greater Vancouver Board of Trade
Invest Vancouver




Meetings & Conventions, 2024 Priorities A
DESTINATION
International Association VANCOUVER

IBTM Barcelona successful week, November 2023
e Partnership with VCC, VHDA and Destination Canada

Areas of Focus

* Life Sciences, Tech along with key sectors aligned with
Invest Vancouver, UBC or SFU priority sectors.

In-Market Activities
* Vancouver Sales Week, London, April
IMEX Frankfurt, May

PCMA EAME, Barcelona, September
ICCA Congress, Abu Dhabi, October
BTM World, Barcelona, November



. . _ _ ° o, 0 A
Meetlpgs & Conventions — Global Market — 2024 Priorities DESTINATION
International Corporate VANCOUVER

* UK M&C FAM, December 3-5
* Lois hosting with Tourism Whistler

* Areas of Focus
* Global meeting and incentive events, from Law,
Consulting, Financial
* In-Market Activities

* Vancouver client event in London, in partnership
with Consumer Marketing, April

* The Meeting Show, London, June
* In-Voyage, MICEBOOK and SITE GB
* Loisis now on the SITE GB Board of
Directors
* Two M&C FAMS for 2024

* AIME, Melbourne, February for Oceania-APAC M&C
market research to guide our market strategy.
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Germany

OVERALL RANKING - #9

2023 Visitation - #8 KEY CONSIDERATIONS

2023 Spend per Trip - #9 . . . . . . . . . .
Repeat Visitation - #8 Highest concentration of high value visitors with 1.7M actively considering

Seasonality Support - #12 Canada.
° o) . .
2023 VISITATION 80% of travellers book via a travel advisor.
Est 82,000 * Eco-friendly accommodation are important with 50% of travellers willing
+18% visitation YOY to pay a premium.
80% of 2019 visitation * High interest for Indigenous experiences and cultural activities.
2023 SPEND

$1,774 per visitor

AIR SERVICE
Air Canada INVESTMENT ALLOCATION SEASONAL FOCUS LEAD THEMES
FRA 3x/week
PEAK | OFF-PEAK e Nature / wildlife viewing
|(::F(2)2d2(;<r/week = Trade 10% | 90% e Walkable / bike friendly city to explore
Media 30% | 70% e Sustainable travel in Vancouver
Lufthansa e Indigenous
FRA 8x/week

MUC 4x/week
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Germany

Travel Trade

A
DESTINATION
VANCOUVER

Areas of focus:
-  Winter product development

- Promoting Vancouver year-round with
emphasis on the winter season.

« Destination training

- Leveraging opportunities with partners
(DC, DBC, Whistler, VHDA, YVR etc.)

- Support air routes into Vancouver
(campaign with Condor)

cons | CANUSA - X

Gesponsert - &

Westkanadas Traumstadt &

Starten eure Wohnmobilreise durch Westkanada
mit einem Stadtaufenthalt in Vancouver.
Vancouver ist mit seiner traumhaften Lage
zwischen dem Pazifik und den Coast Mountains
eine der schonsten Stadte der Welt. Entdeckt
den Stanley Park mit dem Fahrrad, schlendert
iiber den Markt auf Granville Islands oder
spaziert durch den &ltesten Stadtteil -Gastown.

Jetzt Westkanada Reise buchen!

canusa.de
Kanada: Vancouver & Jetzt buchen
Westkanada | CANUSA

A rafille mie 1 Kammantar AN\ Tailan

H jetzt Reise
anfragen!

.
.......

o Gafillt mir M Kommantar



Germany

Travel Trade

+ 55,000 room nights

A
DESTINATION
VANCOUVER

Key Activities:
- Tradeshows

« RVC and Showcase Canada
- Marketing Co-ops

« CANUSA Touristik, CRD Touristik, ADAC
Reisen, SK Touristik etc.

- Vancouver Specialist Program: Now
available in German

- Fam hosting (tour operators & travel
advisors)

- Airline partnerships (marketing
campaigns to support core routes)

TTrlaisln A~ a:_1
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Media Relations and PR Activities - Germany VANCOUVER

Key Activities:
* Media FAMs and Hosting

* In collaboration with industry partners (DBC,
DC etc.)

German Travel Show - "Herr Raue reist — Mr. Tim
Raue Travels
5 million viewership on Magenta TV
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Australia

OVERALL RANKING - #5
2023 Spend Per Trip - #1
2024 Visitation - #3

2023 Visitation - #4
Seasonality Support - #7

2023 VISITATION

Est 177,000
+59% visitation YOY
80% of 2019 visitation

2023 SPEND
$2,973 per visit

Highest international spend

AIR SERVICE
Air Canada
SYD 8x/week
BNE 8x/week
AKL 2x/week

Qantas
SYD 3x/week

Air New Zealand
AKL 7x/week

KEY CONSIDERATIONS
* Australians travelling more and for longer. Motivated by new
and one-of-a-kind experiences.

* Tour operators increasingly interested in building winter
programs.

* The outbound market includes long haul incentive programs
with generally high spend per delegate.

* Strong competition for incentive business from New Zealand,
Japan, and South Africa.

SEASONAL FOCUS
PEAK | OFF-PEAK

0% | 100%
20% | 80%
Media 10% | 90%

= Meetings & Conventions

INVESTMENT ALLOCATION

‘ = Consumer

» Trade & Development

LEAD THEMES

* Modern city with easy access to outdoors
* Unique attractions

* Pre/Post ski and cruise

* Festive season

* Differentiated incentive experience
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Australia DESTINATION
Consumer Marketing VANCOUVER

Objectives: Increase consideration. Maximize city stays as part of winter itineraries.
Key areas of focus:

Who/Where  High Value Guests (Sydney)
When May-Sep (to influence winter and ‘25 spring)

What Full-funnel campaign and consumer show

Prospect winter and ski travelers with city experiences

How Highlight trade partners as the CTA
» Outdoor winter adventure; sport and pre-post ski
Why « Wellness offerings and chance to rejuvenate

« Luxurious urban experiences including dining and Michelin
* Trusted trade partners



. A

Australia DESTINATION

Consumer Marketing VANCOUVER
Key Activities:

 Snow Travel Expo participation
* Full-funnel winter/spring campaign

* Ongoing paid search, social and
performance marketing

 Support trade partners and air routes
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Australia DESTINATION
Consumer Marketing VANCOUVER

AUSTRALIA

J F M AMIJ J A S OND

Snow Travel Expo

Paid and organic social
Fall and winter campaign
Performance and SEM
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Australia DESTINATION
Travel Trade VANCOUVER

Areas of focus:
-  Winter product development

- Promoting Vancouver year-round with
emphasis on the winter season.

- Promoting pre/post cruise stays with
emphasis on sightseeing / attractions,
events and activities.

- Sydney, Brisbane and Melbourne

Vancouver ©

« Destination training

- Support air routes into Vancouver (Air
Canada, Qantas and Air New Zealand)




1 A
Australia + 5,000 room nights DESTINATION
Travel Trade VANCOUVER

Key Activities:

A
DESTINATION
VANCOUVER

- Tradeshows and Sales Calls
 RVC, Virtuoso Travel Week On Tour and
sales calls.
- Marketing Co-ops
« Travel Associates, Flight Centre,
Helloworld, Entire Travel Group etc.

- Vancouver Specialist Program

ULTIMATE LUXURY
AND ROMANCE
IN VANCOUVER

By Entrée Canoda | Auoiiable through Decsmbes 31, 2004

EXPERIENCE INCLUDES:

+ Toomsport btween Vocoives kiternational Arport, hotels, ond octivities

= Eight nights* botel accommodation

= Privote holf-doy tour of Vmcouees’s West End, Gostown, Chinotow,
and Stonley Pork

= Tain-forost adventure ot Capliana River Camyon

= Charter flights between Vancouvss, Tofino, and Victoria

= Privote holl-doy Poi fim Notional Pork guided wolt

- Webinar destination training

- Fam hosting (tour operators & travel
advisors)

- Airline partnerships (marketing
campaigns and in-market events)

« Air New Zealand campaign in Q1
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Media Relations and PR Activities - Australia VANCOUVER

Key Activities:
* Media Pitching
* Media Press Trips and Hosting

TARGET OUTLETS:
MINDFOOQD, Escape, Traveller, New
Zealand Herald, and more.
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China

OVERALL RANKING - #3
2023 Visitation - #7

KEY CONSIDERATIONS

2024 Visitation - #5 * #1 market for seasonality support with Chinese New Year and Golden Week
2023 Expenditures - #3 falling in fall and winter.
Seasonality Support - #1 * Forecast to be the largest outbound market within the next few years.
2023 VISITATION * OTAs are important and consumers are very comfortable booking with
Est 45,000 (to June) OTAs.
35% of 2019 visitation * Travel agency landscape in very competitive with a lot of agent movement

between agencies and to work inde dently.
2023 SPEND b work Independently
$2,498 per visitor

INVESTMENT ALLOCATION SEASONAL FOCUS LEAD THEMES
gI]R SSR:{/ICE K PEAK | OFF-PEAK e Relaxation & Rejuvenation
anghal 4/wee = Consumer 0% | 100%

Beijing 1/week
Shenzhen 1/week
Chengdu 1/week e High Quality Culinary / Michelin
Xiamen 1/week
“16% of 2019 levels

e Attractions

e Sustainability

e Luxury Retail

Hong Kong 3 daily

Seoul 2 daily

“28% Chinese origin travelling
from HK, some also using
Korea to transit.
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China DESTINATION
Consumer Marketing VANCOUVER

Objectives: Re-build consideration for the destination
Key areas of focus:

Who/Where  High Value Guests (Shanghai, Beijing- TBD)
When Aug-Nov

What Full-funnel strategies via a marketing partner with a vast traveler audience

Social Media + OTA marketing: targeted impressions, inspiring content,

How . .
audience scale and fulfillment.

« Spring and winter wellness travel and pre-post ski
* Rejuvenation through nature and luxury urban experiences

Why « High-end shopping and Michelin dining



: A
China | DESTINATION
Consumer Marketing VANCOUVER

Key Activities (DRAFT):
. _ . CCtrip wx ms sx sensm mese msars veo ER% (D=
* Partnerships with: C-Trip, largest
OTA

* Ongoing social including:

* Weibo

* Xiaohongshu, Neo-OTA

* Douyin

Travel' at'your fingertips

IIENSYE Ctrip App THIELR |

* Chinese website (TBD)

b. T ‘ T M
Google play App Store * Android




China

Consumer Marketing

A
DESTINATION
VANCOUVER

CHINA
Activity

Campaign package (OTA) TBC
Social Media

J F M AMIJ J A S OND

e =
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Marketing Ca!endar DESTINATION
Consumer Marketing VANCOUVER

ﬂ—luu. Okanagan]

Albeita
[Caigary, Eamomon)
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2024 Member & Partner Alignment DE/?\HESUSER

* Leveraging DVan’s campaigns, investment and
timing

* Creative alignment and tools

* Improved experience for referrals

* Leveraging audiences

 Amplification of campaigns through member
channels.

* New Offers Page for Member specials, promotions
and value-adds
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Asia
Market Development (Travel Trade & Media)

A
DESTINATION
VANCOUVER

Market Development:

- Supporting partners with content,
itinerary / product development and
hosting in destination.

- Assessing Travel Trade & Media
opportunities in Asia.

- Considering Singapore, Japan and
South Korea.

& MEABCHIGHS &

EEE, —EREBILAZ LMET, B2EEL
e, WARtkRG, BN, XFE. BEEmRRE
1.

EEEHRE R T, HRIGEEEET. &%
AT, BRI,

#0{E]E EINFEABCH# RINMME—ZERR

H, —REE, FESMNSEHR——BFE!
H¥RITIEFFAIE, BCESMILE= ) MihE
EHEZEL e,

AT ABCH M AIDMABM R C1NFABC
BiRHEFARIENM  h3EiE

Vancouver Social Media Post Earns 5
Million Views in China

Destination BC China recently launched a
series of BC-themed videos through DBC's
social channels in China, each customized for
that market. One of these videos, "Vancouver,
a City Utopia to Nature”, was a swift success,
racking up nearly one million views and over
60,000 comments/likes on DBC's owned
WeChat and Weibo channels in just two
weeks. With amplification by influencers that
DBC is working with, the video's total views
have reached five million. The 3.5-minute
video showcases Vancouver's appeal as a four-

season destination with key experiences,

along with highlights such as its diverse

culture and sustainability.

SEE THE VIDEO —




Asia A
DESTINATION
Market Development (Travel Trade & Media) VANCOUVER

Singapore Japan South Korea
* New AC flight launching April 47 « Direct flights with AC, ANA and now ZipAir « 2nd largest outbound tourism market in
* Southeast Asia hub into North America via (new) Asia.
Vancouver. « Weak Yen and increased prices are challenging * 1.7 million HVG with immediate potential
* Product development with trade « More Canadians flying to Japan than Japanese to travel to Canada.
* Destination training to Canada * Canada ranks No 1for NPS with HVG
* Fams and media hosting around new «  With low air capacity between China, Chinese « Direct air access with AC and Korean
flight. travellers fly via Japan Airlines
* Covid restrictions only lifted in May 2023 * Low awareness for Canada
* Low awareness for Canada * Korea sets trends that have a ripple
e Trip length to Canada 4-6 days effect into the rest of Asia
* Short booking window * Top drivers: fine-dining, bragging rights,
« Japanese HVG are interested to travel in fall good value for money, beautiful outdoor
and winter scenery and landscape



Asia A
DESTINATION
Market Development (Travel Trade & Media) VANCOUVER
Key Activities:

- Supporting partners active in the
markets with itinerary and product
development.

« Tradeshow attendance:
« RVC

« Member of CITAP

- Vancouver Specialist Program

- Destination training via webinar
« Fam and media hosting

- Airline partnerships (Air Canada, ZipAir)
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DESTINATION
VANCOUVER

Thank You!

e Presentation available online:

www.destinationvancouver.com/members

> Member Resources / Business Resources — Webinars
e Webinar Evaluation — Your feedback is important!

 Additional questions?
e Cristina Hernandez


http://www.destinationvancouver.com/members
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