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Market Overview

1.1 Market Overview

Canada was Australia’s twelfth
largest inbound market for total
expenditure in 2010, with $0.700
billion spent on trips to Australia.

In 2010:

> Canada was Australia’s thirteenth
largest inbound market for visitor

arrivals. There were 121,900
visitor arrivals, a one per cent
decline compared to 2009.:

> Canada was Australia’s twelfth
largest inbound market for total
expenditure, with $0.700 billion spent

on trips to Australia, a decline of
seven per cent compared to 2009.

> Canada was Australia’s fifteenth largest

inbound market for visitor nights, with
4,519,737 nights spent in Australia.

> Canada was Australia’s ninth
highest ranking inbound market for
dispersed nights, with 1,876,485
nights spent outside Sydney,
Melbourne, Brisbane and Perth.

> The average length of stay for visitors
from Canada was 39 nights, compared
to the global average of 34 nights.

> Canada ranked 28th for repeat
visitors, with 47 per cent of visitors
being repeat visitors in 2010.

> The largest purpose of visit segment
from Canada was holiday, representing
43 per cent of total arrivals.

> Of all visitors from Canada, the largest
age demographics of visitors were
15 to 29 years and 45 to 59 years.?

Sources:

tABS Overseas Arrivals and Departures,

Australia, December 2010

2TRA International Visitor Survey,

December Quarter 2010
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Total Population®

Major cities?
(ranked by population)

Language/s
Currency
GST/VAT®

Annual Leave
Entitlement*

Public holidays®

Weather®

Market Outlook

Visa

Sources:

34,108,800 (July 2010 est.)

City Population
> Toronto 5,623,500
> Montreal 3,814,700

> Vancouver 2,328,000
English and French
Canadian Dollar (CAD)

The GST rate varies from 5 to 15 per cent depending on
the province

2 to 3 weeks

> 1 January New Year’s Day

> 22 April Good Friday

> 23 May Victoria Day

> 1July Canada Day

> 5 September Labor Day

> 10 October Thanksgiving Day
> 11 November Remembrance Day
> 25 December Christmas Day

\%

In winter (December to February), temperatures fall
below freezing point throughout most of Canada.

> During the summer months (June to August), the southern
provinces often experience high levels of humidity
and temperatures that can surpass 30°C regularly.

For economic, political and market outlooks, please refer to the
Canada profile, published by the Department of Foreign Affairs
and Trade.

For information on visa requirements for Canada, please visit
the Canadian High Commission.

1Statistics Canada (Accessed 16 November 2010)
2 Statistics Canada (Accessed 16 November 2010)

3 Canada Revenue Agency

4Human Resources and Skills Development Canada

5 Statutory Holidays Canada

6Trails Canada Climate


http://www.dfat.gov.au/geo/canada/index.html
http://www.canadainternational.gc.ca/australia-australie/index.aspx

CANADA
Market Performance

2.1 Arrivals Trends

Whilst business travel was strong
in the Canadian market in 2010,
holiday travel remained soft.

As 2010 progressed, Australia’s competitive
position in Canada was eroded by

increases in average airfares relative to key
competitors. Rising airfares, compared to
2009, continue to be a dominant factor
influencing destination choice. Airfares

to competitor destinations including the
United Kingdom and Europe have remained
lower than Australia.

Canadian outbound travel is increasing,
however the strong Canadian dollar is
going further in competitor destinations,
making Australia relatively more expensive.
Canadians travelling to the United States
and Mexico have increased as a result of the
currency gains.

As aresult, the holiday segment, representing
43 per cent of the market, has declined

eight per cent in 2010 against the previous
year. Whilst the holiday segment has been
down, the visiting friends and relatives (VFR)
segment has seen growth of five per cent.

History of Arrivals from Canada into Australia
Source: ABS Overseas Arrivals & Departures
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The business segment propped up the
market in 2010, with business arrivals up
17 per cent against the previous year, in line
with the global return to business travel.
Australia’s surging energy and resources
sector has helped stimulate business traffic
out of Canada.
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2.2 Australia’s Market Share

Australia’s Market Share of Canada’s Total Outbound

> Outbound travel from Canada has increased from 19.2 million trips in 2000, to 28.5 million
in 2010 (forecast based on partial data updated on 2 December, 2010).

> Australia’s share of Canada’s total outbound has decreased from 0.5 per cent in 2000, to 0.4 per cent in 2010.

Canada Total Outbound & Australia's Market Share

Source: Tourism Economics (Tourism Decision Metrics)
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Top Five Outbound Destinations
> In 2010, the top five outbound destinations were the United States, Mexico, Cuba, France and the United Kingdom.

> Australia ranked 22nd among all outbound destinations.

Top Outbound Destinations from Canada
Source: Tourism Economics (Tourism Decision Metrics)
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Australia’s Market Share of Out-of-Region Travel

> Canadian travel outside of North America and the Caribbean has increased from 4.8 million trips in
2000, to 8.1 million in 2010 (forecast based on partial data updated on 2 December, 2010).

> Australia’s share of Canada’s out-of-region outbound has decreased from 1.8 per cent in 2000, to 1.6 per cent in 2010.

30,000

15,000

Outbound Out of Region Travellers (000s)

Canada Out of Region Outbound & Australia's Out of Region Market Share

Source: Tourism Economics (Tourism Decision Metrics)
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Top Five Out-of-Region Destinations

> |n 2010, Canada’s top five destinations (excluding North America & the
Caribbean) were France, the United Kingdom, China, Italy, and Hong Kong.

> Australia ranked 17th among out-of-region outbound destinations.
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Top Outbound Out of Region Destinations from Canada
Source: Tourism Economics (Tourism Decision Metrics)
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2.3 Main Purpose of Visit and Age

Visitors from Canada by Age and Purpose of Visit for 2010

Source: Australian Bureau of Statistics, Overseas Arrivals & Departures
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Note: Rate of Change charts show year on year changes for 2007 to 2010.
Above the axis line indicates growth, below the axis line indicates decline.
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2.4 Expenditure and Nights

Average Visitor

Spend $6,500 per trip
Stay 40.2 nights
Spend $162 per night

Purpose of Visit
Holiday Visiting friends Business Other
Spend $6,833 per trip and relatives Spend $5,927 per trip (including education
Stay 40.3 nights Spend $4,146 per trip Stay 19.5 nights and employment)
Spend $169 per night Stay 28.4 nights Spend $305 per night Spend $12*_195 pertrip

Spend $146 per night Stay 98.6 nights

Spend $124 per night
Age Groups

15 to 29 years 30 to 44 years 45 to 59 years 60 years & over

Spend $7,995 per trip Spend $5,554 per trip Spend $5,799 per trip Spend $5,984 per trip

Stay 72.4 nights
Spend $110 per night

Stay 28.2 nights
Spend $197 per night

Stay 20.8 nights
Spend $279 per night

Stay 26.7 nights
Spend $224 per night

For more information on international visitors to Australia, see Tourism Research Australia’s International Visitor Profiles.
Source: TRA International Visitors Survey (2006 to 2010)
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2.6 Growth Outlook

The Tourism Forecasting Committee
Forecast (November 2010) estimates that
arrivals from Canada will increase by 6.2 per
centin 2011 and 5.5 per cent in 2012, with
a compound annual growth rate of 5.0 per
cent between 2009-2014.

The 2020 Tourism Industry Potential is
arallying call to Australian industry and
governments to focus on increased returns
from the tourism industry. The Potential,
focused on overnight visitor expenditure,
sets scenarios for growth for priority
markets that exceed TFC forecasts. Globally,
by 2020 the Potential for Australian tourism
is estimated to be between $115 billion and
$140 billion in overnight expenditure.

Canada was Australia’s twelfth largest
inbound market for total expenditure in
2010, with $0.700 billion spent on trips
to Australia.

Global Potential for Overnight Tourism Expenditure in Australia by 2020
Source: International Visitors Survey & projection by BDA Marketing Planning
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3.1 Aviation Summary

> Moderate growth in 2010 was largely
related to spot cancellations that occurred
during 2009, inflating the 2010 figures.

> Air Canada’s non-stop services between
Vancouver and Sydney continued to be
very popular for outbound Canadians
and Australians travelling to Canada. In
conjunction with Star Alliance Partner,
Air New Zealand, these services have
helped facilitate Canada’s highly seasonal
demand, which has strong peaks in
July, December, January and February.

Vancover: AC(7)

Brisbane

Sydney: AC(7)
Melbourne

Key

() Direct services per week

AC: Air Canada

* Air Canada and Air NZ code share
on services on this route

~ Qantas code shares with American
Airlines and Alaska Airlines

@ CANADA Market Profile | Market Overview

>

>

V Australia launched Los Angeles to
Australia services in 2009 improving
access to Australia for Canadians.

Virgin America also launched services
from Toronto to Los Angeles and San
Francisco in 2010, giving Canadian
passengers more choices when travelling
to the West Coast of the United States
and connecting through to Australia.

Edmonton

Montreal
Toronto: AC(7)

Auckland*

Source: International Air Transport
Intelligence, AirportlS Northern Summer
(27 March 2011-29 October 2011)

2011 schedules and Origin Destination
traffic for year ended November 2010

Major carriers

Seasonal peaks

Australian cities
serviced

Direct seats
(calendar year 2010)

Load factors
(calendar year 2010)

Percentage change
in average airfares
Nov 2010 against
Nov 2009

Percentage change
in average airfares
Nov 2010 against
Sep 2008

Sources:

Aviation Summary

Qantas,
Air Canada

July, December,
January, February

Sydney (direct)
all other ports
indirectly

97,900 seats
(up 5%)
82% (up 6%)

15%

16%

Department of Immigration and Citizenship
Bureau of Infrastructure, Transport and

Regional Economics

International Air Transport Association
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M Air Canada 25% 22%
M Qantas 26% 25%
M United Airlines 12% 12%

Air New Zealand 11% 13%
I Cathay Pacific 5% 2%
W Jetstar 0% 1%
M Pacific Blue 2% 2%
i Air Pacific 2% 4%
M Singapore Airlines 6% 6%
i Other 11% 13%

Table includes direct and indirect capacity.

Source: Department of Immigration and Citizenship

3.2 Aviation Forecast

> There are no additional seasonal services
currently scheduled during 2011.

> There was limited additional aviation
capacity on the Canada to Australia
route by endpoint carriers during 2010
and the forecast for 2011 remains the
same, despite high loads and strong
forecasts in business demand. There
are however many other carriers
operating from Canada to Australia
and overall capacity has improved.

> Jetstar and Air Canada have recently
signed an interline agreement.

Key airlines and share of passengers in 2010

30% 32% 34%
23% 19% 17%
9% 12% 12%
12% 12% 11%
5% 4% 4%
3% 3% 3%
2% 3% 2%
4% 3% 2%
4% 3% 2%
9% 11% 13%

> Load factors are relatively high and
increasing, particularly during the months
of January, February, July and September,
suggesting additional services are needed.

> Bilateral agreements could be restricting
growth as Air Canada can only operate
an additional two weekly services during
peak periods and the continued B787
aircraft delivery delays is also causing
concern. Air Canada is unlikely to receive
the first of its 37 B787 order before 2013.

> Strong capacity growth out of Canada
is expected to the United States,
China, North Asia and Europe in
2011. Capacity to New Zealand is
expected to remain flat.
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4.1 Distribution System

The Canadian travel distribution system remains relatively traditional, with a few key operators handling the
majority of outbound travel to Australia. Whilst Canadian consumers are increasingly using online channels for
planning and booking travel, retail agencies still play a key role in developing customised itineraries. Canadians

are highly seasonal travellers.

Wholesalers/ Large Agents
Commission Level: 20% to 30%

> There are over 350 wholesalers in
Canada and approximately 50 of
these have Australian product.

> The bulk of the Australian market is
concentrated in the hands of a few large
wholesalers and consolidators. These
are Goway Travel, Boomerang (parent

company Thomas Cook), Qantas Vacations,

GoGo WorldWide Vacations, Air Canada
Vacations and Anderson Vacations.

> Wholesale and tour operator brochures
are generally valid from April to
March or September to August.

Retail Agents
Commission Level: 10% to 15%

> There are approximately 5,000
travel agencies in Canada and
35,000 travel agents.

> The biggest retail consortia are Vacation.
com, Ensemble (formerly Giants) and
Advantage Travel and the key retail
chains are Carlson Wagonlit, Marlin
Travel, Amex, Sears Travel, Uniglobe,
Flight Centre and Travel CUTS.

> Significant consolidation has occurred
in this sector during the past five years,
with the number of outlets declining.
Both the North American Leisure Group
and Signature Vacations have bought
retailers to vertically integrate their
operations in Canada, in the same way
as their parent companies Air Tours
and First Choice have done in Europe.

@ CANADA Market Profile | Market Overview

Online

> The main Online Travel Agency (OTA) sites
in Canada are Expedia, Orbitz, Canoe,
Flight Centre, itravel2000 and Tripcentral.

> Canadians are confident to shop around

for online deals not only in Canada,
but the United States as well.

Inbound Tour Operators
Commission Level: Up to 30%

> The Inbound Tour Operator (ITO) is
an important part of the distribution
network in Canada. There are several
ITO’s who specialise in servicing
the Canadian market, packaging in
conjunction with wholesalers. These
are Goway, Southern World, ATS
Pacific, AOT and Qantas Holidays.

Aussie Specialists

> Asat March 2011, there were
920 qualified Aussie Specialist
agents in Canada.

Brochures and Rates

Brochures and Rates

Brochure Validity = > Brochure validity is usually 1 April to 31 March, however
there is a trend towards the calendar year validity.

Brochure
Space Policy

> Operators generally request brochure support dollars for inclusion

Setting Rates > July to September

Standard Rate
Validity Periods

> 1 April to 31 March
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Seasonality

> The peak booking period for travel
to Australia is January to March.

> The peak travel period to Australia is
December to March and October.
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Seasonality of Canada Arrivals
Source: ABS Overseas Arrivals & Departures, 2006 to 2010

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
mAll Purposes Leisure mBusiness Other
Avg: 9,907 Avg: 7,489 Avg: 1,289 Avg: 5,657
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4.2 Trends

Distribution
> Wholesalers in Canada are increasingly
leveraging online channels.

> |n 2010, airlines opened up more of
their capacity for frequent flyer seats
which were aggressively marketed
to their respective members.

Planning and Purchase of Travel

> Canadians are intrepid travellers
and Australia’s size and open space
appeal to their sense of adventure and
exploration. The traditional barriers
to travel to Australia of time, distance
and cost are less of a hindrance
compared to United States travellers.

4.3 Planning a Visit to market

Top tips for sales calls

> The State and Territory Tourism
Organisations have developed an online
manual to assist Australian product
suppliers in planning and carrying out
independent sales call trips to the North

American market. Further information can
be found at www.coastnorthamerica.com

> This website also provides
information on trade events.

> The Canadian market has a big
focus on relationships and loyalty
and this takes time to build.

> The Canadian travel trade value
punctuality and if you are going
to be more than 10 minutes
late, it is customary to call.

4.4 Key Trade and Consumer Events

> Canadians hunt for value and are

confident to shop around for online deals
not just within Canada but also within
the United States and directly with
suppliers in Australia. However, they are
highly likely to book with a travel agent.

Canadians are highly seasonal travellers
and January through to March is the
peak travel period for Canadians wishing
to escape the Northern winter, with
December being the busiest month

for Australian visitation. Similar to the
United States, university and college
students tend to research their summer
holiday options in the early part of

the year and book soon afterwards.

During sales calls, Canadians value
straight talking and getting to the point.

Self -deprecation is often misunderstood
by Canadians as a sign of weakness.
It is best to sell your positive points.

> Wasting people’s time by being vague

will be perceived as lacking a sense
of purpose and will not produce
good results for your business.

The dress code in Canada is very
variable. It is advisable to check on the
appropriate attire before departure.

Structure your proposals to
emphasise quick wins rather than
long term objectives, although
these should still be included.

> Canadian consumers prefer to pre-

arrange many of the optional components
of their Australian holiday. They are

very independent and resourceful
travellers, feeling they will get better
value with a customised itinerary
compared to a packaged trip.

The internet is also allowing Canadians to
take advantage of the United States dollar
(USD) and Canadian dollar (CAD) exchange
rates, bypassing the Canadian Goods

and Services Tax (GST) by buying travel
from United States websites. Canadian
consumers in border cities will often fly
out of United States airports to avoid high
tax and obtain more competitive rates.

Follow up your meeting with a
list of the items discussed and
those that require action.

The best time of year for sales
calls is from April to June and from
August to September. This is the
low season for booking travel.

The key market centres to visit include
Toronto, Montreal, Vancouver and Calgary.

For more general information on
sales calls and planning a visit to
market, please see Tourism Australia’s
Planning for Inbound Success.

Key Trade and Consumer Events

Event Location Date

Corroboree North America Melbourne 28 October — 1 November 2011
New Product Workshop Los Angeles Various

State and Territory Tourism Organisations Various Various

Trade Missions

@ CANADA Market Profile | Market Overview
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http://www.tourism.australia.com/en-au/industry/toolkits_5575.aspx
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CANADA
Contacts

Tourism Australia

Tourism Australia’s activities in Canada
are managed from the Tourism Australia

Los Angeles office and an office in Toronto.

Tourism Australia — Los Angeles
6100 Center Drive

Los Angeles CA 90045
Tel +1 310 695 3200
Fax +1 310 695 3201

Tourism Australia — Canada
Suite 272

1920 Yonge Street
Toronto M4S 3E2
Tel +1 416 572 7708

State and Territory
Tourism Organisations

There are no STO offices based in Canada

Austrade

Australian Consulate General
and Trade Commission

Suite 1100, 175 Bloor Street East
Toronto, Ontario M4W 3R8

Tel +1 416 323 4280

Fax+1 416 323 4295

Australian Consulate

Suite 2050, 1075 West Georgia St
Vancouver BC V6E 3C9

Tel +1604 684 1177

Fax +1 604 684 1856
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