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2011 Tourism Performance Overview 

üGlobal 

üUnited States 

üCanada 

üAtlantic Canada 

üPrince Edward Island 



Tourism Performance 

Global 



Global Tourism: Expenditures 

ü2011: Volatility in global tourism activity 

üPockets of growth in emerging destinations (Parts of Europe, South America, Asia) 

üGlobal crisis of confidence results in an overall slowdown in tourism activity 



United States 

Tourism Performance 
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U.S. Tourism Performance 
ÁA weak U.S. Dollar leads to robust tourism activity 

south of the border 

ÁTotal Non-resident visitation up 5% YTD September 

ÁTotal Overseas visitation to the U.S. Up 6% YTD 

September 

ÁCanadian trips to the U.S. up 11.6% through 

September 

ÁInternational visitors to the U.S. have spent an 

estimated $112.8 billion YTD September 

ÁBy comparison, international visitors to Canada spent 

$14.8 billion for all of 2010. 

Chart-Monthly U.S. Travel and Tourism Receipts-U.S. Dept of Commerce 



Canada 

Tourism Performance 



Canada 
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U.S. Travel YTD to September 2011 

 Overall trips from the U.S. down 3.9% YTD. 

 Auto trips from the U.S. down 5.9% YTD. 

 Air trips from the U.S. up 2.3% YTD. 

 
 

 

 
Source: Statistics Canada ï Service Bulletin International Travel: Advanced Information 

Note: The above numbers include both same day and overnight trips. 

  

In 2010 Total tourism expenditures (domestic & international) were $74.2B, up 

6.8% vs 2009 



Canada 
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Core Overseas Markets  

Overnight trips Down 1%  

 

 UK   -5.3% 

 France  +5.7% 

 Germany  -5.3% 

 Australia  +5.9% 

Source: Canadian Tourism Commission, Tourism Snapshot, September, 2011, Volume 7, Issue 9.  Measures overnight trips 

Emerging Markets  

Overnight trips Up 3.2%  

 Japan  -12.1% 

 South Korea  -7.8% 

 Mexico  +8.1% 

 Brazil  +9.4% 

 China  +23.5% 

 India   +6.1% 

 



Atlantic Canada 

Tourism Performance 



Nova Scotia 

 

 

Overall room nights sold down 1%. 

 

Campsites sold down 4% 
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YTD visitation down 3%. 

 

Auto visitors down 8%. 

 

Air visitors up 9%.  

 

Motorcoach up 26%. 

YTD to September 2011 

Source: Nova Scotia Department of Economic and Rural Development and Tourism 

 



New Brunswick 
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YTD to September 2011 
 
Overall room nights sold stable 0%. 
 
Room nights sold to New Brunswick residents stable 0%. 
 
Room nights sold to U.S. and International visitors up 2%. 
 
Room nights sold to Canadian non-resident visitors up 1%. 
 
Provincial Park campsites sold down 6%. 
 

 
Source: New Brunswick Department of Tourism and Parks  



YTD to September 2011 
 

Å Non-resident auto visitors down 8.3%  

 

Å Air  visitors up 7.8%  

 

Å Fixed roof RNS up 1.6% 

 

Å Marine Atlantic passenger traffic down 5.6% (both directions)  

Newfoundland & 
Labrador 
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Source: Newfoundland & Labrador Department of Tourism, Culture and Recreation 



PEI 

Tourism Performance 



2011 v.s. 2010  
(YTD to September) 

Maritimes Ontario Quebec New England Mid-Atlantic International Overall 

  Web Visits  
  (TourismPEI.com + TourismPEI.mobi ) 

-16% -6% -20% +6% -26% +24% -10% 

  Kits Request -34% (1) -46% -48% -13% -21% -11% -38% 

  E-Newsletter Sign-up -57% -49% -12% -57% -66% -50% -57% 

Å YTD to September, number of inquiries from all origins declined.  

- Exception: web visits from New England and International markets. 

- Web visits: most significant declines were from the Mid-Atlantic, Maritimes and 
Quebec 

- Kits requests: most significant declines were from Ontario and Quebec 

- E-Newsletter Sign-up: most significant declines were from the Mid-Atlantic, New 
England and Maritimes 

By Origin - Inquiries 
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(1) This figure includes PEI 



Traffic vs. Overnight Stays 
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Traffic and Overnight Stays 

MAY 
JUNE 

JULY 

AUGUST 



PEI By Origin 
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July  August  September  October  YTD to October  

Ontario  -8.4% -13.4% -7.0% -1.8% -9.1% 

Quebec  -22.4% -14.8% -9.4% -4.6% -14.6% 

Nova Scotia  -12.3% -15.5% +9.9% -2.7% -5.2% 

New Brunswick  -13.8% -10.9% +15.2% +3.1% -5.2% 

United  States -14.1% -14.6% -20.2% -8.7% -16.0% 

(1) Source: Strait Crossing 

(2) Source: Tourism PEI (ITS) - September occupancy (compliance rate: 99%) - October occupancy (compliance rate: 96%).  

Bridge Traffic (1) 

Occupancy - ONS (2) 

July  August  September  October  YTD to October  

Ontario  -2.2% -14.6% -7.4% -1.7% -6.5% 

Quebec  -12.4% -19.0% -4.0% -19.3% -14.6% 

Nova Scotia  -6.8% -1.1% +20.8% -1.3% +1.2% 

New Brunswick  -5.3% -5.7% +8.8% -4.1% +0.5% 

United  States -14.4% -10.3% -9.4% -1.1% -9.7% 
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Overnight  Stays 
Nova 
Scotia 

New 
Brunswick  

Ontario  Quebec  
New 

England  
Mid -

Atlantic  

2006 ɀ 2010 Average Annual Growth  +3.0% +3.3% -0.9% -1.8% -6.7% -3.5% 

Overnight Stays 



MCIT 
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 MCIT sector contributed an increase in room-nights sold in April and May, but had a 
negative impact on June, July and August. 

 

 

 

 

 

 

 

 

 

 

 

 

 

2010  2011 % Change 

Meeting  Delegate  Meeting  Delegate  Delegate  

April  2 30 5 1,367 +4,457% 

May 11 1,791 26 2,492 +39% 

June 28 3,315 28 1,847 -44% 

July 12 1,021 12 593 -42% 

August  17 1,382 15 942 -32% 

September  23 1,585 29 2,468 +56% 

October  17 1,560 34 2,581 +65% 

YTD to October  120 12,232 163 12,490 +2% 

Source: Meetings and Conventions PEI 

(1) Source: Tourism PEI (ITS) - September occupancy (compliance rate: 99%) and October  occupancy (compliance rate: 96%).  



Why not PEI? 
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TRC Travel Trend Panel Study - conducted in August 2011  
 

Survey asked 

· Travel behavious in 2011 

· If they did not visit PEI, why 

 

Results  

· On average, panel respondents took more, but shorter trips to PEI in 2011. 
26% of TRC panel members took fewer trips in 2011, 60% took around the 
same number of trips, and 14% took more. This could explain why our 
YTD ONS is slightly down (-2.5%). 

· Reasons for not visiting PEI in 2011: 

ü High gas price was a common reason for all 

ü High Canadian dollars and flight availability for U.S. visitors 

ü Poor summer weather mainly influenced visitors from NS and NB, but 
was not a significant factor 
 

 

 
 

 



Year-to-date Performance 
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·Both traffic and occupancy are down 

(1) September occupancy (compliance rate: 99%).  

(2) October occupancy (compliance rate: 96%).  

Source: Tourism PEI (ITS). 

July August  September (1) October (2) 
YTD to  

October  

Traffic  

Bridge -14.3% -13.6% +4.1% -0.9% -7.7% 

Air  -4.1% +0.9% +1.1% -1.2% -2.4% 

Ferry -10.1% -10.8% +7.2% +8.7% -5.8% 

Occupancy  

Overnight Stays -6.2% -6.9% +6.0% -5.6% -2.5% 

Fixed Roof RNS -8.0% -5.3% -0.5% -5.4% -1.6% 

Campground SNS -3.7% -9.4% +30.9% -16.4% -4.6% 



Market Pace for Target Markets 
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Target  Market  2010 ONS 
2011 
Goal  

2011 Target 
ONS 

YTD to October (1) 

Actual ONS  
Achievement  

Rate 

Growth  
Rate 

   Maritime (NB & NS) 263,364 0.0% 263,364 249,042 94.6% +0.9% 

   Ontario  128,246 3.0% 132,093 116,596 88.3% -6.5% 

   Quebec  70,054 3.0% 72,156 58,073 80.5% -14.6% 

   US (New England &  
   Mid -Atlantic)  

65,620 3.0% 67,589 28,542 42.2% -10.0% 

   Japan 3,009 5.0% 3,159 3,054 96.7% +3.2% 

   England  2,173 4.0% 2,260 2,195 97.1% +5.1% 

   Total Target Markets  532,466 1.5% 540,621 457,502 84.6% -4.0% 

(1) September occupancy (compliance rate: 99%), October occupancy (compliance rate: 96%) 

Source: Tourism PEI (ITS) 



2011 Value & Volume Forecast 
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2009 2010 2011 
2011/2010 
% Change 

# Visitors  1,290,425 1,308,812 1,220,999 -6.7% 

Tourism Expenditures ($)  360.7M 380.3M 368.1M -3.2% 

Source: TRC 

× The preliminary forecast of 2010 tourism expenditure as of 2009 

November was $370.0M  

× The 2.8% of difference between forecast and actual were mainly 

driven by higher than estimated expenditures on gasoline (up 

20%) and recreation & entertainment (up 6%) 

 





Travel Party Composition by Season 
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Spring  Summer  Fall  Winter  
Year-

Round  

May - Jun Jul - Aug Sep - Oct Nov - Apr 

  Adult travelling alone  13.4% 4.3% 7.1% 20.8% 9.8% 

  2 adults  50.9% 47.5% 62.5% 43.8% 49.5% 

  3 or more adults  5.8% 12.4% 18.3% 7.5% 10.9% 

  Families  29.8% 35.8% 12.1% 27.9% 29.8% 

  Total  100% 100% 100% 100% 100% 

* Highlights: above year-round level 

** Season: determined by month of entry 

Source: TRC, 2007 ï 2008 Exit Survey 
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Avg. 
Nights  
in PEI 

Avg.  
Party  
Size 

Avg. Spending 
per Party per Visit 

Avg. Spending 
per Party per Night 

Avg. Spending  
per Person per Visit 

Ontario 6.1 2.9 $1,227.00  $202.56  $420.54  

Quebec 5.2 2.6 $1,073.88  $206.41  $409.33  

New England 6.9 3 $1,134.29  $164.87  $385.00  

  International  4.4 2.8 $1,011.54  $230.00  $365.26  

Nova Scotia 3.4 3 $718.44  $211.54  $243.32  

New Brunswick 3.3 2.9 $678.81  $207.10  $237.49  

 Total 4.15 2.85 $855.91 $206.00 $300.22 

Source: TRC, 2007-2008 Exit Survey  

28 

Yield by Geo Markets 



Yield by Activity-based Segment 

29 Source: TRC, 2007-2008 Exit Survey 

  

% of 
Travel 
Parties 

Average 
Nights in PEI 

Average 
Party Size 

Average Spending 

per Party  
per Visit 

per Party  
per Night 

per Person  
per Visit 

 Visiting Canada's Birthplace Attractions  10% 5.38 3.09 $1,378.94  $256.34  $446.07  

 Going to Lobster Dinners  21% 5.77 3.01 $1,307.14  $226.61  $434.11  

 Playing Golf  10% 5.85 3.1 $1,339.48  $228.94  $431.43  

 Attending Live Theatre/Plays   20% 6.27 2.95 $1,254.59  $199.99  $425.91  

 Visiting Anne of Green G. Attractions   19% 5.07 3.15 $1,216.69  $239.94  $385.71  

 Attending Festivals and Events  13% 6.74 3.13 $1,188.25  $176.39  $380.16  

 Visiting Historical and Cultural Attractions  27% 5.54 3.06 $1,153.07  $208.20  $376.72  

 Visiting National/Provincial Parks  30% 5.55 3.1 $1,162.40  $209.41  $375.22  

 Going to Beach  41% 5.58 3.17 $1,142.46  $204.89  $360.73  

 Visiting Friends and Relatives  45% 5.01 2.52 $745.46  $148.83  $295.65  

 Visiting Theme/Amusement Parks  12% 5.15 4.2 $1,218.25  $236.67  $290.07  

Total 4.15 2.85 $855.58 $204.97 $298.72 

Å Rank by average spending per party per visit 



Yield by Activity-based Segments 
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·Cultural Activities 
(19.6%) 
· Visiting historical/cultural, 
#ÁÎÁÄÁȭÓ ÂÉÒÔÈÐÌÁÃÅȟ !ÎÎÅȭÓ 
attractions, 
national/provincial parks, 
festivals/events, 
theatre/performance, lobster 
dinner 

 

·Outdoor Activities 
(21.9%) 
· Golf, beach, theme park 

 

·Visiting Friends & 
Relatives (37.1%) 

 

·Rest & Relaxation 
(21.5%) 
· Sightseeing/driving tour  

$1,307.44

$1,026.73
$885.62

$508.74
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Market Outlook 
·Global crisis of confidence 
·Consumer confidence back to post-recession levels 

·Market outlook for travel possibly less robust than forecasted 

·European debt crisis has temporarily derailed economic 
recovery 

·Weaker Canadian dollar 
·)ÎÃÒÅÁÓÅ #ÁÎÁÄÁȭÓ ÐÒÉÃÅ ÃÏÍÐÅÔÉÔÉÖÅÎÅÓÓ 

·Fuel prices receding  
·Decrease cost of travel 

·Economic growth forecasted 
· Despite the lack of consumer confidence, economic growth is forecasted for 

Canada and the U.S. in 2012 
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Canada Consumer Confidence 
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November, 2011.  After dropping to its lowest level in more than two years in October, the Index of 

Consumer Confidence turned around this month, increasing 4.7 points to 76.4. Despite this 

significant increase, confidence levels remain well off their most recent highs, likely reflecting 

continued uncertainty in the global economy and the related instability in financial markets.  
 



U.S. Consumer Confidence 
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October 25th, 2011, The Conference Boardôs U.S. consumer confidence index continued to drop 

to a post-recession low of 39.8 for the month of October.  This is the lowest since March 2009, 

when it was at 26.9.  A reading above 90 indicates the economy is on solid footing. 



Source: GasBuddy.com 

Gas 

35 



$
1
.0

0 

$
0

.9
8 

$
0

.9
9 

$
0

.9
5 

$
0

.9
5 

$
0

.8
5 

$
0

.8
2 

$
0

.8
1 

$
0

.8
2 

$
0

.8
0 

$
0

.7
9 $
0

.8
2 

$
0

.8
7 

$
0

.8
9 

$
0

.8
9 $

0
.9

2 

$
0

.9
2 $
0

.9
5 

$
0

.9
4 

$
0

.9
5 

$
0

.9
6 

$
0

.9
5 $

0
.9

8 

$
0

.9
9 

$
0

.9
6 

$
0

.9
6 

$
0

.9
6 

$
0

.9
6 

$
0

.9
7 

$
0

.9
8 

$
0

.9
9 

$
0

.9
9 

$
1
.0

1 

$
1
.0

1 

$
1
.0

2 $
1
.0

4 

$
1
.0

3 

$
1
.0

2 $
1
.0

5 

$
0

.9
8 

CDN Dollar / US Dollar - Historical Exchange Rate  
(May 2008 to August 2011)  

$
1

.0
0 

$
0

.9
8 

$
0

.9
9 

$
0

.9
5 

$
0

.9
5 

$
0

.8
5 

$
0

.8
2 

$
0

.8
1 

$
0

.8
2 

$
0

.8
0 

$
0

.7
9 $
0

.8
2 

$
0

.8
7 

$
0

.8
9 

$
0

.8
9 $

0
.9

2 

$
0

.9
2 $
0

.9
5 

$
0

.9
4 

$
0

.9
5 

$
0

.9
6 

$
0

.9
5 $

0
.9

8 

$
0

.9
9 

$
0

.9
6 

$
0

.9
6 

$
0

.9
6 

$
0

.9
6 

$
0

.9
7 

$
0

.9
8 

$
0

.9
9 

$
0

.9
9 $
1

.0
1 

$
1

.0
1 

$
1

.0
2 $
1

.0
4 

$
1

.0
3 

$
1

.0
2 $
1

.0
5 

$
0

.9
8 

CDN Dollar / US Dollar - Historical Exchange Rate  
(May 2008 to August 2011)  

Source: Bank of Canada 

Exchange Rate 
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Historic high  

since 2008 





Canadian Tourism Market 
·Canada needs to stimulate international visitation.  

· Over the past decade, there has been a dramatic shift in the profile of travellers.  

· Right now, 80% of tourism revenue comes from domestic travellers. This percentage 
has increased from 65% in 2000; it is clear that relying on more than 80% of revenue 
ÆÒÏÍ ÔÈÅ ÄÏÍÅÓÔÉÃ ÍÁÒËÅÔ ÉÓ ÎÏÔ ÓÕÓÔÁÉÎÁÂÌÅ ÆÏÒ #ÁÎÁÄÁȭÓ ÔÏÕÒÉÓÍ ÉÎÄÕÓÔÒÙȢ 

 

·United States:  
· Of the total arrivals to Canada from Canadian Tourism Commission (CTC) target 

markets, leisure travel from the US accounts for over 71% of visits.  

· $ÅÃÌÉÎÅÓ ÆÒÏÍ ÔÈÅ 53 ÁÒÅ Á ÍÁÊÏÒ ÆÁÃÔÏÒ ÉÎ #ÁÎÁÄÁȭÓ ÏÖÅÒÁÌÌ ÐÅÒÆÏÒÍÁÎÃÅ ÏÎ ÔÈÅ 
international front.  

· In 2009, the 9.9 million overnight leisure arrivals from the US constituted a fifth 
consecutive year-over-year decline (-6.1%).  

· With continued economic instability characterized by plummeting housing prices, a 
weakened currency and record high unemployment, Canada continues to see 
reduced demand from its most valuable international market. 

38 

Source: Canadian Tourism Commission 



Canadian Demographic Shifts  
·An aging population: 

·Ontario will experience significant population growth over the next 26 
years.  Most of this growth is fuelled by net migration. 

·Ontario residents aged 65+ will double in the next 26 years representing 
ÁÌÍÏÓÔ άίГ ÏÆ /ÎÔÁÒÉÏȭÓ ÐÏÐÕÌÁÔÉÏÎȢ 

·Within the next 25 years Québec will see its population age dramatically, 
the proportion of persons 65 years of age and over going from 14.0% in 
2006 to 25.6% in 2031. No significant population growth in Quebec 

·Of all of Canada's major regions, the one formed by the four Atlantic 
provinces is the oldest. According to the 2006 Census, the region had 
proportionally more people aged 65 and over (14.7%) and fewer people 
under 15 years (16.1%) than the rest of the country. 

39 



Where did Ontarians & Quebecers visit? 

Ontarian  Quebecer  
2009 2010 

1 Ontario  64% 83% 

2 USA 52% 74% 

3 Quebec 23% 17% 

4 Mexico/Caribbean 16% 17% 

5 Other Canada 15% 11% 

6 Nova Scotia 12% 6% 

7 New Brunswick 10% 6% 

8 Europe 9% 6% 

9 Newfoundland & Labrador 4% 3% 

10 Asia 3.3% 1.4% 

2009 2010 

1 Quebec 72% 81% 

2 USA 53% 60% 

3 Ontario  26% 24% 

4 New Brunswick 17% 13% 

5 Mexico/Caribbean 14% 15% 

6 Europe 9% 8% 

7 Nova Scotia 6% 5% 

8 Other Canada 5% 6% 

9 Asia 1.2% 0.3% 

10 Newfoundland & Labrador 0.7% 1.1% 

40 

The data is based on 2009 & 2010 Conversion Study (Inquiries), and only cover those who took overnight pleasure trips, 

but did not visit PEI during that year. 

Increasing in-province travel and to the U.S. 



United States What is affecting the tourism balance? 

·Recessionary impacts on consumer spending 

·Direct air access and price of travel  

·Competing destinations with larger budgets and investments 

·New USA National Tourism Office with a budget of approximately $400 
million  

·Ability of marketing and sales to break through in a cluttered market. 

 

U.S. is targeting Canadian travellers.  The Canadian market ranks #1 
for visitors, spending and travel trade balance in the U.S.  

41 



Chris Jones, Director 

Strategy, Evaluation and Industry Investment 
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Key Investments Drivers 

ÅGolf 

ÅCulinary 

ÅCulture 

ÅMeetings, Conventions and 

Incentive Travel 

ÅCoastal 



Industry Investment Portfolio 
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·Strategic Initiative Fund :  

· Invests in provincial initiatives that strategically benefit the industry as a whole, 
such as: MCIT, Golf PEI, Culinary Alliance, Arts and Heritage Trail, and Atlantic 
Technology Project. 

·Signature Event Fund:  

· Partners with investors on sound business models to bring major events to PEI 
and to use major events to support the tourism economy of rural PEI. Examples: 
Cavendish Beach Music Festival and Festival of Small Halls. 

·Regional Capacity Fund:  

· This fund supports the investment in our regional partners to provide 
professional management to grow tourism across PEI.  

· New Model Partners:  
· North Cape Coastal Partnership,  

· Tourism Summerside DMO,  

· Central Coastal Partnership,  

· Cavendish BDS - RMO,  

· Tourism Charlottetown DMO  

· Island East Tourism Group (equivalent of a  Points East Coastal Partnership) 



Industry Investment Portfolio 
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·Regional Destination Centre:   

· This fund provides operational dollars to the Regional Destination Centres 
across PEI (Cavendish, St. Peters, Summerside and Charlottetown). 

·Regional Product Development Fund:  

· Invests in regional product development efforts, such as: culinary events (Chef 
on Board- East,  Beef N Blues in Summerside) and Jack Frost Festival in 
Charlottetown.  

· Innovation Fund:  

· Invests in tourism non-profit and sector organizations to support the 
development of tourism products that are directly related to industry 
priorities, such as the College of Piping, International Shellfish Festival and 
the Montgomery Theatre. 

· Industry Support:  

· This fund provides support for provincial training initiatives provided by 
TIAPEI, ACOA - Best Practice Missions, Gros Morne Institute for Sustainable 
Tourism ɂ Innovation (GMIST), workshops, the reunion program etc .  



2012 Research Focus 

·New Exit Survey 

·Value and Volume Estimation (TRC) 

·Tourism Economic Impact Study (Dr. Kubursi) 

·Travel Intentions & Conversion Research 

·Signature Events Economic Impact Studies (TRC) 

·TAC 2015 Strategy Evaluation (TRC) 
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John-Anthony Langdale 
Tourism Advisory Council Chair 

 



State of the Nation 

Mature Market = Market Share Competition  



CTC Path to Purchase 
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Awareness Dream  Considering  
Movie 

Creation  
Detailed 
Planning  

Trip 
Finalization  

Purchase  

Consumer  
learns about 
destination  

Has a 
destination  
on a dream 
list for travel 
in the future  

Prospect is 
seriously 
considering  

Prospect 
envisions what a 
trip would be 
like to the 
destination  

Prospect is 
planning the  
details of 
their 
itinerary  

Working out 
flight  and land 
arrangements 
to the 
destination  

Prospect has 
alread y 
booked their 
trip  



Principles 

Å Support industry ɀ provide tools and  
opportunities that individual operators cannot access 

 

Å Enhance and follow each step of the path to purchase 
model 

Awareness Dream  Considering  
Movie 

Creation  
Detailed 
Planning  

Trip 
Finalization  

Purchase  



Principles 
· %ÁÃÈ ÁÃÔÉÖÉÔÙ ÁÎÄ ÐÒÏÇÒÁÍ ÄÒÉÖÅÓ ÔÏ ȰÈÏÍÅ ÂÁÓÅȱ ɀ 

the database ɀ central to the path to purchase and 
our competitive advantage 

 

· Find partnerships at each level of the path to 
purchase to drive consumer engagement and 
conversion 

 

· Evaluate ɀ utilize relevant metrics and research for 
program activity 

 



Priorities 
· Differentiate the brand utilizing golf, culinary and 

culture 

 

· Expand the industry marketing and sales platform ɀ 
increase marketing and sales opportunities and 
increase our collective investment 
· Adding new opportunities  

· Enhancing existing ones 

· Add value where relevant along the P2P 

 

· Become a leader in Canada as a technology enabler 
for tourism operators in PEI 



Priorities 
· $ÅÖÅÌÏÐ ÁÎÄ ÅÎÈÁÎÃÅ ÔÈÅ ÂÒÁÎÄ ×ÈÉÌÅ ȰÆÉÌÌÉÎÇ ÉÎ ÔÈÅ 
ÇÁÐÓȱ ÉÎ ÔÈÅ ÐÁÔÈ ÔÏ ÐÕÒÃÈÁÓÅȠ 

· Focus on two key psychographic markets: 

I. Middle to high income earning families 
· Live in suburban/urban key markets ɀ Toronto, Montreal, Ottawa  

· Well educated 

 

II. Middle class couples: 
· Empty nesters 

· Live in suburban key markets such as Halifax and Southwestern 
Ontario  

· Average household income $70k plus 

 



OBJECTIVES 
Rationale/Criteria: 

 

· Economic volatility  
· Highest potential ROI 
· Spend ɀ required investment and visitor spend 
· Access to the market ɀ buyer and supplier 
· Trend in each individual market  

 



OBJECTIVES 

· Increase demand and focus on 
priority markets and segments: 

Å Market #1 Ontario 

Å Market #2 Quebec 

Å Market #3 Maritimes 

Å Market #4 United States 



Sebastian Manago, Director 

Consumer Sales and CRM (Customer Relationship Management) 
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Awareness Dream  Considering  
Movie 

Creation  
Detailed 
Planning  

Trip 
Finalization  

Purchase  Visitation  Advocacy 

Lure Piece 

Itinerary Planner 

Visitors  

Guide 

BookPEI 

Brand 

Campaigns 

App 
Postcards 

E-newsletter  

Marketing On Demand  

VIP Program  

My PEI 



New Tools 2012 
·BookPEI is evolving into the online dashboard for the 

tourism industry  
·Information  

·Marketing opportunities  

·Editing profile  

·Sales initiatives 
·Co-op tool for operators 

·Package builder for operators 

·Itinerary planner  
·Version 1 to be launched April 2012 

·VIP program 
·Pilot program 

 

 



BookPEI 
2009 2010 2011 

 All Operators 1,139  1,177  1,122  
 Book Now 199 299  261  
 Contact to Book 208  170  107  
 Offline  132  185  105  
        
 Sub-total Vacancy 407  469  368  

 All Operators on BookPEI 539  654  473  

         
 % Using System 47% 56% 42% 
        

 Total Online Bookings 2,110   3,608  4,295  

 Properties Booked 184 246 220 

 Average Bookings / Operator 11  15  20  

Å The lessons of the 2011 launch have been learned 

Å New TIAPEI led advisory group 


