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US Tariffs: Impacts on Tourism

ASome BC & Canadian travellers are switching from US to Canadian destinations

AAnticipated and actual impacts of tariffs on household income is/will lead to some decline in travel

ATravel by Americans to BC and Canada is holding steady i anticipating modest
growth in 2025

AWeakness in some overseas markets - Canada is out-performing US
AGrowing differentiation of Canada and the US in the minds of overseas visitors
ATwo Nation vacations will decline i increased opportunity to sell Canada only trips and mitigate loss

ASome weakening of Canadian resident sentiment to welcoming attitude toward
American visitors



2025 Global Economic Outlook

Due to tariffs and political uncertainty, the risk of a global recession in 2025 incre

from 40% to 60%.

A Most economists (92%) are viewing tariffs having
negative repercussions for the global economy.

A Mexico, Canada and the US are forecasted to be
most heavily impacted.

A Significant decline in forecasts for China & India.
A DBC is creating and updatisgenarios (pessimistic,
base case, optimistiddased on the most recent

economic indicators and political impacts to inform
plans and activities.

Source: Reuters Economist Survey, https://www.reuters.com/markets/global-economy-recession-risks-surge-us-tariff-shockwaves-2025-04-28/

Reuters Economist Poll

Current Forecast

World
United States
Canada
United Kingdom
Germany
China
Japan
India

Mexico

2.7%
1.4%
1.2%
0.9%
0.1%
4.5%
0.7%
6.3%
0.2%

T GDP Growth 2025 Updated
Change from

WI Yy QH p
-0.3%
-0.8%
-0.6%
-0.4%
-0.3%
0.0%
-0.4%
-0.1%
-1.0%



Tourism Industry Performance 2025 YTD

BC Visitor Arrivals Jan. 1T March 2025 BC Accommodations Data
%D over 2024 YTD YTD (Jan. T Apnl 2025)
US Overnight +2.4%
Mexico 28 1% Occupancy: 62.6%
+ 0
Australia 3.9% 0.6% *
Chi +4.9%
- ; ADR: $220
Japan +11.7% +1.7%
South Korea +7.0%
UK -11.2%
Recall where Easter fell in
Germany +1.4% 2024 & 2025 é.

Total International -1.1%



Digression - Make the Trip Home Campaign

MAKE THE TRIPHOME
TO RIDE HIGH ABOVE

o I foneasensaiin
7 “MAKE THE TRIP HOME 9 % MAKE. ms TRI THE KOOTENAY SEA
TO CRAFT BEER TO NELSON .

Qv W

llobc Make the trip home

- = . «= Domestic Campaign Summary

DESTINATION

BRITISH COLUMBIA' Objective Motivate BC residents to plan a multi-day (5+ night) vacation in BC this summer and

consider somewhere new.

Strategy This integrated marketing campaign will include two layers that nest together or live
independently:

Make the Trip

Destination British ColumBbi

BC Tourism Parther

¢ Part 1: Emotive (DBC-led)= concept to lean into wonder and connection, which
will be distributed via owned, earned and some limited online media channels

(budget limited)

e Part 2: Transactional (Partners) = Aligned with the concept, we are supporting
BC tourism partners (ITBC, CDMOQ, sectors, businesses) to participate in social
while maintaining partners' individual brand identities.

April 2025

Focus Markets BConly
Paid: BC residents aged 35+ located in urban centers (Vancouver, Victoria, Kelowna)

Media Channel Owned (hellobc website, youtube channel, social channels)
Limited paid: online only (youtube, Google, FB/IG and search)

Terrace

Timing Paid: end of April - end of May



https://www.youtube.com/watch?v=Do5wUjh0jog
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KEY MARKET SIGNALS - SENTIMENT

Traveller Sentiment in April 2025

Compared to the previous month (M-o-M, March 2025) and the previous year (Y-o-Y, April 2024)

Canada to US to Canada | Canadatous | OVerseasto o qrseastous
Canada Canada

Brand Metrics

mmm e mmm e

M-0-M | Y-0-Y | M-0-M | Y-0-Y | M-o-M Y-0-Y | M-0-M | Y-0-Y | M-o-M | Y-0-Y

Value Perception — 7% 4%
Recommend 5% | 19% | 2% | 1%

Travel Intent - 31% 5%

3% | 11%

1% | 4%

-8% 4%




KEY MARKET SIGNALS b CANADA

Resident Sentiment Monitoring

Percentage share of respondents stating that Canada should attract
Fewer Visitors of the following types in the future

0
40% "% Fewer
35% 34%
30%
27%°
25%
20%
15%
15% —
13% 14% 14% 11% 10% 10%
10% : 10% &
6% 6% 6% o B2
5% - - - o - Sl 5% o
4%
0%
Baseline: 2024 2024/10 2024/11 2024/12 2025/01 2025/02 2025/03 2025/04

Annual Average

e Tourists from Canada (from outside of my provincefterritory) e[ ourists from the United States International tourists (excluding US tourists)

11 Confidential — Do not Distribute



Worry about how Americans are perceived is
driving some international travel hesitation

Statement Agreement:

Strongly agree 20.9%

47.6%

“I'm hesitant to travel

internationally because | worry

about how Americans may be Agree
perceived due to recent U.S.

trade and tariff policies.”

26.8%

Neutral (Neither agree

a,
nor disagree) L
Disagree - 14.7%
23.0%
Strongly disagree - 8.3%

Future Partners The State of the American Traveler livestream, May 2025 Base: All travelers. 2,067 completed surveys



BC Resident Travel Intentions (Next 3 Months)

The likelihood of BC residents taking an overnight trip to the US has dropped

significantly, while intentions for other destinations are within historical trends.

Likelihood of BC Trip Likelihood of Overnight Trip:
Rest of Canada, USA, Overseas
70% - 40% -
60% -
0, .
50% 30%
40% -
20% -
30% -
0, u
20% 10% -
10% -
0% 0%

Jan. 23 I Apr. 23 I Jul. 23 I Oct. 23 I Jan. 24 I Apr. 24 I Jul. 24 I Nov. 24I Jan. 25 I Apr. 25 I
——-Rest of Canada =0=USA Other Countries

Source: : Destination BC Resident Perceptions Pulse i April 2025 12

Apr. 23 Jul. 23 Oct.23  Jan.24 Apr.24 Jul.24 Nov.24 Jan.25 Apr.25



Air Bookings: Domestic

Domestic Air Bookings to BC are higher than last year from key provinces.

@ Domestic Air Bookings by Month

(Jun to Nov) +17%

120K

100K oK

N
\x&

38K
40K \
20K 15K
2024 ——202b 5K 1K
oK s
Jun Jul Aug Sep Oct Nov

Source: ForwardKey data tabulations, Destination BC

@ Domestic Air Bookings by Province

(Jun to Nov)

100K
90K
80K
70K
60K
50K
40K
30K
20K
10K
OK

+20% +15% +16% +35%

Ontario Alberta Quebec Manitoba
m2024 m2025

13



Air Bookings: United States *

US Air Bookings to BC are showing increases through August, with most states

showing improvements over last year.

@ US Air Bookings by Month @ US Air Bookings by State
(Jun to Nov) +8% (Jun to Nov)

80K 73K +1%  +13% +9%  +5% +8%
120K

70K :§ 64K

60K \ 100K

50K 80K

8K

40K 60K

o 40K

20K 16K
20K

10K 2024 ——2025 I\ 2K 1K

0K — oK

California Texas New York Florida Other US
m 2024 m 2025

Jun Jul Aug Sep Oct Oct

Source: ForwardKey data tabulations, Destination BC 14



Air Bookings: Other International $

Overseas Air Bookings to BC are on par with last year, with large declines

experienced in India and Mexico.

@ Overseas Air Bookings by Month @ Overseas Air Bookings by Country
(Jun to Nov) +1% (Jun to Nov)
100K +4% +15% +4% +8% -1%
90K 89K oK
90K
80K 60K
70K 63K 50K
60K
40K
50K
40K K 30K
30K 20K
20K 11K oK
10K 2024 2025 2K
0K OK
Jun Jul Aug Sep Oct Nov KliJnrélgeodm Germany  Australia Eg:]ég China

m2024 m2025

Source: ForwardKey data tabulations, Destination BC 15



Estimate Forecast*

2025 Outlook: Overnight Visitation @ Overall 2024 Overall 2025

Visitation Forecast

. —1% +3%

20M

2024 2025+
I*I 5%  +2%

+8%  +3%

@Other

¢} International +16% +5%

15M

10M

5M

OK

2019 2020 2021 2022 2023 2024 2025 2026 2027 2028

Estimate Estimate Estimate Estimate Estimate Forecast Forecast Forecast Forecast Forecast *Base Case

mDomestic mUS mOverseas Scenario

16
Source: Destination BC (*please note, forecasts will change as new data becomes available)
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The Problem é.

INTERNATIONAL VISITATION TO BC by Month

JAN DEC
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ICONICS MEASURES
FOR SUCCESS

Increased visitation to more
places in BC in more seasons

Higher average spend
and longer stays

More resilient, profitable
tourism businesses

Stronger investment in tourism
infrastructure and experiences

Improved resident sentiment and L :
meaningful reconciliation outcomes _— —
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The Great
Wilderness
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POSITIONING STATEMENT "

A land of endless peaks,
shaping generations

/ of adventurers
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ENDLESS PEAKS & VALLEYS STEEPED IN ADVENTURE REAL MOUNTAIN CULTURE



