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OUR BUSINESS
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PUBLIC RELATIONS / MEDIA

Q\\ST 0 ME'?S'
Airlines
PMOs & DMOs
BUSINESS EVENTS AND DESTINATION DIRECT-TO-CONSUMER f‘ Receptives
CONVENTION SALES CANADA MARKETING Industry / SMEs
Airports

INTERNATIONAL TRAVEL TRADE
PARTNERS & MARKETPLACES
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OUR CORE OBJECTIVE

GENERATE DEMAND FOR CANADA




OUR MARKETS




OUR INVESTMENT MIX




By 2030, our industry will
DOUBLE in size.



1.8 BILLION travelers

taking a vacation outside of
their country per yeatr.
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S0...Why?

Why does Destination Canada exist?



Why?

Create ABOVE AVERAGE value



Why?

Enable our partners to EFFICIENTLY
enter International Markets



The Two-speed
Challenge



PRECONCEIVED NOTIONS ABOUT CANADA
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We’re Too Cold We Lack Urban We’re Far Away We’re Costly
All Year Round Sophistication In Their Minds



What is our PA T H

to success?



STRATEGIC BUSINESS NEEDS

= Facilitate (Becoming a Media Company)
= Accelerate (Drive International Demand)
= |[ncubate (Innovate & Re-Engineer Market Readiness)

= Relate (Increasing Commercial Relevance)



ACILITATE



Who are our

customers?



BECOMING A MEDIA ORGANIZATION

DESTINATION

CANADA
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PMO’s DMO’s
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CCELERATE



MULTI-BRAND
SHARE STRATEGY

Recognized by 94% pun
of the world’s ;
population

Worth $74B

500+ brands
& 3,500+ beverages
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CHARTING THE COURSE WITH CO-INVESTORS

DMOs Convention Centres Canada’s Industry
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Over the next 15 years, even In
the next 5 years, we’ll be
competing in a VERY
DIFFERENT world.



In a complex customer journey,
our job is to BUILD
PREFERENCE for Canada and
make the travellers’ choice to visit
Canada SIMPLE.
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BUILDING CRITICAL MARKETING CAPABILITIES

Content Led Data Driven



CREATIVE
CANVAS
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THE PATH TO PURCHASE

¥ o> *
80%
ON DREAM LIST
A destination that they think
I about going to in the future
*!
AWARE
Aware of the destination
) ADVOCACY
.** Word of mouth influsnces every part of the

decision-making journey

EXPLORE
Create your own
extraordinary experiences
PURCHASE
Bocked a trip to Canada
ALY/ s ¥
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ON CONSIDERATION LIST \

Serously considering visiting in

the next two years
18%
CREATING A “VACATION MOVIE”

Starting to gather information from friends,
the Internet, articles, brochures

DETAILED ITINERARY PLANNING
Planning the detalls of an itinerary to Canada

FINALIZING TRAVEL ARRANGEMENTS
In the process of working
out travel arrangements
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CONTENT LIFECYCLE
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CONTENT ECOSYSTEM
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Destination Canada YouTube Page

w 1rip in Canada has been.
e ot




CONTENT HUB

~ KEEP EXPLORING
R

EXPLORING CANADA'S CITIES AND
WILDERNESS
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LEADS TO TRADE

Tour Operator
Catalogue

Schoffel
Newsletter

Destination
Facebook Post
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Schoffel e-commerce
YouTube cite




TRAVEL INTEREST HIGHEST IN 6 YEARS

Average of search volume out of 100 on Google for the keyword

"kanada" in the travel vertical for the first 3 weeks of January

97

78 84 77 80

69
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ol

Search volume

2010 2011 2012 2013 2014 2015 2016

Source: Google Insights for Search, publicly available interface, “kanada” keyword, Travel category, from January 2010 to 2016



“We would expect that a media spend of at least 5
million euros would be needed to show positive
movement interest in Canada.

Destination Canada and partners smartly achieved
this with 1/5 of the investment”

Jon Bromstein
Analytical Lead

G()lee Google Canada




CONTINUED ENGAGEMENT WITH CONTENT

Organic
Views Paid

Views



REACHED A WIDE DEMOGRAPHIC
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WORKING SMARTER

 Industry using one common technology platform — a
“world first” for tourism

« Leveraging the power of the Canada brand

« Scale this capability to our US launch and in other
markets
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ELATE



Creating commercial

relevance... | HINK like
the animal you HUNT



KEY INDUSTRY SECTORS

® @

HOTELS AIRLINES & FOOD AND ATTRACTIONS
AIRPORTS BEVERAGE & EVENTS




What are we
looking for?



WHAT WE VALUE IN OUR AGENCY
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Technical and Analytics Expertise

Understands Content Marketing and Tourism

Draws from a global talent pool

Partners with us in rethinking the traditional model

Can work with us to leverage our trade and media partnerships
Knows how to leverage influencer networks

Know the human side of numbers



ESTIMATED SCOPE

Destination Canada carries out its activities in a variety of countries.
Overall budgets in these countries are (2015 annual report)

BT - h 2016, DC injected >$14M

UK, France, $17,096,000 into a US program
Germany,

Australia 5C al -
India, Brazil $17.515.000 also recelved an

Mexico, Japan, iIncremental $50M to be

South Korea, Invested in 2016/2017/2018
China




MILESTONES

Milestone Dates

Intent to Submit (*) July 27, 2016, 14.00 hours PT
Deadline for Questions July 28, 2016, 14:00 hours PT
Closing Date and Time August 11, 2016, 14:00 hours PT
Presentations of Shortlisted October 5 -7, 2016

proponents



QUESTIONS?
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