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Background & Purpose
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Background & Research Objectives

Tourism is a key driver and vital component of economic growth for the Atlantic Canadian region. Like economies around the world, Atlantic Canada has been profoundly impacted by the
COVID-19 pandemic. The tourism sector in particular has been heavily impacted, facing significant uncertainty and chaotic conditions, with abrupt and massive falling revenues being

reported, especially during the first few years of the pandemic. Encouragingly however, the industry appears to be rebounding. That said, there remains some uncertainty in the industry amid
ongoing turmoil within the financial sector, high inflation, and lingering impacts of the pandemic.

With the pandemic reaching the end of its third year, it is important to better understand the factors that currently impact the way that Americans travel. Further, it is imperative to gain
insight on how these factors may continue to impact travel intentions and behaviours over the next few years, given the ongoing, ever-changing pandemic dynamic. With this in mind, Tourism
Industry Association of Prince Edward Island (TIAPEI), through the Atlantic Canada Agreement on Tourism (ACAT), commissioned Narrative Research to undertake quantitative research with

Americans living in the Mid-Atlantic and New England regions to better understand this market’s current mindset as it relates to travel intentions, choices and behaviours, and to assess visitor
market potential from each of these two regions. Moreover, this study aimed to understand what factors may influence destination choice going forward. More specific research objectives
included:
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Determine the incidence of out-of-state travel and future travel intentions;

Examine where such visitors may have recently travelled to (e.g., where they travelled in 2022) and why;

Explore travellers” mindset for upcoming travel (i.e., upcoming travel plans / travel destinations currently under consideration) and factors influencing travellers’ choice of destination;
Examine what information sources travellers use in aiding their choice of destination and in their vacation planning;

Examine how travellers purchase travel and whether they use travel agents (and if so, what role they play);

Explore what inspires or motivates this market to travel, including motivators for visiting Atlantic Canada;

For those unlikely to visit Atlantic Canada, examine perceived obstacles, deterrents, or reasons against visiting;

Assess the experiences and activities that motivate travel;

Determine when travellers are most likely to take a vacation;

Assess unaided and aided recall of advertising for the four individual Atlantic Canadian provinces;

Assess awareness of, interest in and the likelihood of visiting each of the four Atlantic provinces, and determine reasons for their decisions; and
Explore destination appeal and imagery that may inspire travel to the four Atlantic provinces.
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Mode: Online survey

Audience: Travellers from the Mid-Atlantic and
New England regions of the United States

Completes: 2,402 travellers
(Mid-Atlantic: 1,200 & New England: 1,202)

days

Data Collection Dates:

July 25 — August 1, 2023
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Average Completion Time:

22 minutes
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@@ Overview

To meet study objectives, an online survey was conducted with members of a general population online
panel. A total of 2,402 travellers from the Mid-Atlantic (New York, New Jersey and Pennsylvania) and
New England (Maine, Massachusetts, New Hampshire, Connecticut, Vermont and Rhode Island) regions
took part in the study. To qualify, all participants needed to hold a valid passport AND:

* Have taken at least one vacation trip of at least 2 nights outside their home state during the past
3 years (with at |least 1 night spent in paid accommodation); or

* Have definite plans to take such a trip over the next year.
No quotas were put in place for age, gender or within region.

The survey was based on ACAT’s 2018 US Consumer Survey design, with several revisions made in
consultation with the ACAT research team. Due to changes in the target audience’s profile, comparisons
to previous years are not provided.

The following presents a summary of results. A detailed set of data tables is provided which includes
results broken down for each question by region (i.e., Mid-Atlantic and New England) and key
demographics. Note: given that the online survey is a non-probability sample, a margin of error is not
applied to results.




ANI Study Highlights

Travel Activities

Ontario and Quebec are the Canadian provinces most visited by US travellers. There is familiarity of the Atlantic provinces, with nature, the ocean front and sightseeing being top expectations.

* Not surprisingly, domestic travel is most common among US travellers. However, one-quarter of US travellers have visited Canada in the recent past. Among specific travel destinations
within the United States and Canada, Florida is top mentioned both among Mid-Atlantic and New England residents, with New York also cited as a key destination choice for those living
in New England. Within Canada, the provinces of Ontario and Quebec are the most visited destinations — both among Mid-Atlantic and New England travellers. That said, a notable
minority have visited Atlantic Canada in the past.

* Interms of awareness among non-visitors, Nova Scotia is the most heard of province within Atlantic Canada, with more than six in ten being at least aware of Nova Scotia, despite having
never been there. At the same time, when it comes to familiarity, of the provinces visited or heard of, US Travellers are most familiar with what there is to see and do in Quebec and
Ontario. Among the Atlantic provinces, familiarity is strongest for Nova Scotia, closely followed by Prince Edward Island, New Brunswick and Newfoundland and Labrador.

* When asked what they expect to see and do in the Atlantic provinces, US travellers cite nature, the ocean front and sightseeing in general as top answers. Indeed, a common theme
among travellers is the ability to participate in outdoor activities and be around nature and the ocean. One quarter of travellers are not sure what there is to see and do in the provinces
of Newfoundland and Labrador and New Brunswick, with numbers being slightly lower for the provinces of Nova Scotia and PEIl. Altogether this underscores the importance of
highlighting what each province has to offer in terms of experiences.

Factors Impacting Destination Choice

A variety of factors are rated as important with safety being most critical among them.

* All assessed factors are highly rated in terms of importance when choosing a location. When it comes to what is critically important, safety is most highly regarded. Following this is
enjoyment, the ability to de-stress, having great things to see/do and value for money. Other mentions speak to the appeal of outdoor scenery, being in a friendly and welcoming
environment, one that offers experiences (especially culinary and dining ones), and exploration/the atmosphere in general. While authentic experiences and culture are also areas of
high importance among US travellers, the appeal of the outdoors and nature is highly rated. Access to nightlife and amusement parks are less important in location choice, although still
an area of consideration, especially among younger travellers.
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AN Study nghllghts - Continued

Travel Intentions

June to September are peak travel times within Atlantic Canada. While air travel is most popular, visitors still turn to travel agents for support in planning their trip.

* Regarding travel intentions with booking, one-half of travellers have either already booked or plan to book a trip within the US in the next two years, with a similar percentage seriously
considering doing so. When it comes to visiting Canada, most travellers are likely to consider the country as a destination, but there is less concrete activity in the planning of trips in the
next two years.

* When looking at US or Canadian destinations likely to visit, Florida and New York are listed highly, while Ontario and Quebec are the top answers among Canadian provinces. Findings
show that financial considerations and incentives are most likely to encourage visitation to the Atlantic region.

* Not surprisingly, the warmer summer months are most popular for travel to Atlantic Canada, with June to September considered peak travel months. US travellers plan their trips
months in advance, spending on average 4.5 to 4.9 months to plan and research their trip. Bookings are typically made between 3.5 and 3.9 months in advance. In terms of how to book
their trips, travel related websites and review sites (such as Expedia, Travelocity and Trip Advisor) are most commonly used when considering an Atlantic Canada vacation. While
destination websites and advice from friends/word-of-mouth is moderately popular among travellers for information, younger travellers are more likely to rely on social media as an
information source.

e Qverall, air travel is the most common mode of transportation to Atlantic Canada for vacation, with only one-quarter of travellers indicating they would travel by car. That said,
preference for car travel is more common among older travellers. Regardless of which Atlantic province they intend to visit, the majority of US travellers would use a travel agent or tour
operator to assist with their planning, particularly to book air transportation, ask for recommendations and help book accommodations.

* While the bulk of US travellers anticipate the number of vacation trips they take this year to be the same or higher than the previous year, results suggest the number of trips they take
to Canada will remain relatively stable.
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AN Study nghllghts - Continued

Ad Recall

Exposure to Atlantic Canada tourism advertising is strong, with US travellers being exposed through a variety of mediums.

* Perhaps unsurprising, US travellers are most likely to recall exposure to tourism advertising focused on their own domestic markets, with recall being strongest for Florida as a travel
destination. When considering tourism advertising focused on the Atlantic Canada market, a significant minority have recently seen tourism advertising the region with recall for Nova
Scotia generally on par with Ontario.

* Those living in the Mid-Atlantic are more likely than those living in New England to recall advertising for New Brunswick, Newfoundland & Labrador and Prince Edward Island.

Ad Evaluation

Atlantic Canada provincial ads performed well and were generally considered appealing and motivating.

* Overall, between 69% and 77% of US travellers found each series of ads to be very or somewhat appealing, while between 60% and 67% indicated the ads motivate them to travel to the
respective province.

* For each province, more than six in ten US travellers overall agree the ads make them want to find out more about the respective province, with two-thirds agreeing that each of the ads
include things of interest to them.

* Overall, ad exposure appears to positively impact likelihood to visit the Atlantic Canada region. Indeed, for each Atlantic Canada province, after seeing ads for the sights and activities,
between 37% and 51% stated they definitely or probably will take a pleasure trip to that province in the next two years or so. Results are generally consistent across the Mid-Atlantic and
New England.

An infographic summary of research results is presented on the following two pages.
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% Who Visited the
Atlantic Region

NB: 13% NL: 7%
NS: 13% PEI: 9%

Consumer Study

Data Collection: July 25 to August 1, 2023.

Top 10 Factors Critically Important When Choosing a Pleasure Trip Destination

80%
65% -
64% -
63% -
62% -

* |s a safe place to visit

Is a place | can enjoy when | travel with friends/family
Is a place that allows me to de-stress

Is a place with a lot of great things to see and do

Offers good value for money

Key expectations of Atlantic Canada ....

AT
OCEAN FRONT

Portion of US Travellers Who EVER Visited Atlantic Canada

23% 16% 27%

Among non-visitors
47%—-63%

have heard of each
Atlantic Province

20%

58% -
57% -
57% -
53% -
49% -

Has beautiful outdoor scenery and landscapes

Has people that are friendly and welcoming

Has great local dining and culinary experiences

Is a great place for exploring and soaking in the atmosphere

Is a place that offers a “real”/authentic experience

Of those, % Likely to
Visit Atlantic Canada

NB: 11% NL: 8%
NS: 19% PEIl: 14%

36%

would prefer Atlantic Canada over the
Mid-Atlantic or New England region as
a vacation destination

Preferred
Travel

Months

Top 5 Information Sources for
Atlantic Canada

62% Travel Websites (e.g., Expedia, Travelocity)
54% Online Review Sites

36% Social Media (e.g., Facebook, Instagram, TikTok, etc.)

38% Destination Websites

33% Advice of Friends/Family/Word-of-Mouth

Methodology: 2,402 online surveys with US travellers living in the Mid-Atlantic and New England States.
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Key Highlights: Ad Recall

For each province, one digital banner ad and one 30-second video was presented.
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AN [ ooking Forward

Results suggest that US travellers are generally open to a wide variety of destination choices, and Atlantic Canada clearly holds appeal to many.

* In general, and consistent with previous study findings, proximity between the New England region and Atlantic Canada appears to play a key role in destination choice, with New England
residents being notably more likely to have visited the Atlantic Canada region in the past and to express intentions to visit in the future.

* Past experience in Atlantic Canada also clearly impacts behaviours. Indeed, regardless of region, those who have visited Atlantic Canada in the past are notably more likely than non-
visitors to express intention to revisit Atlantic Canada in the near future. As such, focusing marketing efforts on previous visitors, particularly those living in New England, will likely
positively impact visitation.

* When it comes to destination choices, results show Atlantic Canada faces tough competition when looking at the US market, particularly US-domestic travel, and travel to Ontario and
Quebec. Moreover, relatively limited awareness of and familiarity with the Atlantic Canada region and its offerings remains a key barrier when looking to attract US travellers. As such, to
encourage US travellers to visit (or visit more often) for pleasure trips, further efforts are needed to build awareness of the region’s unique and varied offerings, showing clear alignment
between each Atlantic Province’s offerings and the activities that hold greatest appeal to US travellers.

* Future campaign efforts should focus on media buys in the early Winter and Spring months as US travellers tend to spend multiple months planning and booking their pleasure trips. In
addition, resources should focus on online mediums such as travel related websites, review sites, destination websites and social media, as they are all considered key information sources
when considering an Atlantic Canada vacation.

* While it will be critical to differentiate Atlantic Canada from other destination choices, given the current state of the economy and the role cost plays in encouraging US travellers to select
an Atlantic Canada pleasure trip over other destination choices, consideration should also be given on highlighting the affordability of pleasure trips to the Atlantic Canada region,
including the impact of the Canadian dollar exchange. This may play a key role in encouraging US travellers to select an Atlantic Canada pleasure trip over other destination choices.

* Finally, an air travel access solution is needed to meet the US travellers’ needs. Given the growing interest and prevalence of air travel as the preferred means of travel to Atlantic Canada,
it will be important to focus efforts on finding an air travel access solution that effectively meets the changing needs of US travellers.
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Travel Activities

The following section provides an overview of respondents’ recent travel activities, specifically in
relation to pleasure trips of 2 or more nights, where at least 1 night is spent in paid
accommodations.




ANB Recent Out of State Vacation

Nearly all US travellers surveyed have taken a recent out of state vacation. While the number of separate vacation trips recently taken varied across demographics, on average, travellers took four
to five vacations over the last three years.

After being provided with a clear definition of a vacation trip (as noted below), US travellers were asked if they had taken a vacation trip in the past three years. As per screening criteria, all
survey respondents indicated they held a valid passport, and had either taken at least one vacation trip outside their home state within the past three years or had definite plans to do so
over the next year.

* Nearly all respondents surveyed (94%) had taken a recent out of state vacation. As previously noted, among the few who had not travelled (6%), all expressed definite plans to travel in
the near future. (Tables 4 & 6)

* Among those who recently travelled, the number of vacations taken ranged from one trip (14%) to more than eleven (6%). On average, travellers took four to five trips during this time.
Few (5%) were unable to recall the number of vacations they took over the last three years.

* Across demographics, US travellers with a higher household income are more likely to have had multiple recent vacation trips. (Table 5)

Number of Separate Recent Trips

Among Recent Travellers

100%
=

Taken a Recent Out of State Vacation

By vacation trip, we mean a

pleasure trip of 2 or more nights, 80%

where at least 1 night is spent in

paid accommodations, including

trips to visit friends and relatives

and combined business-pleasure 60%

trips. Please exclude any travel that

was solely for business purposes,

trips to your own cottage, and trips 40%

for personal reasons (e.g., to attend

wedding/funerals, for medical 22%

reasons, etc.) .— 20% 14% 17%

= l l l - 2
0% - —
11+ Don't
know/Unsure

Q.5: [IF ‘YES' IN Q.4] How many separate out of state vacation trips have you taken in the past 3 years (agam !hmkmg of those
Q.4: In the past 3 years, have you taken an out of state vacation trip on which you spent 2 or more nights away from home pleasure tnps of 2 or more nights, where atleast 1 mght was spenl in pa:d accommodations)? (n=2,265) N Don’t
where at least 1 night was spent in paid accommodations? (n=2,402) ow/Unsure’ have been removed from the calculation of the mean score
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ANB Destination Country of Recent Travellers

Domestic travel is most common among US travellers.

Those who have travelled for out of state pleasure trips of 2 or more nights within the past three
years (where at least one night was in paid accommodations) were asked which destinations they
visited during this period.

* As may be expected, the United States (74%) is the most often visited destination, distantly
followed by the Caribbean/Bermuda (27%), Canada (24%), Europe (22%) and Mexico (14%).

* Fewer than one in ten each cite the destinations of Central America (6%), South America (5%),
Australia (5%), the Middle East/North Africa (4%) and other destinations in Africa (2%).

* QOlder US travellers are more likely to have taken a domestic vacation within the United States in
recent years (18-34: 62%, 35-54: 77%, 55-75: 87%). At the same time, across genders, while
women are slightly more likely to have taken a domestic vacation (76% vs. men: 70%), men are
more likely to have recently vacationed in Canada (30% vs. women: 21%).

* US travellers with higher household incomes are more likely to have traveled to Europe
compared to their counterparts. (Table 8)
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Destination Country

Key Aided Mentions Among Recent Travellers

United States 74%
Caribbean/Bermuda 27%
Canada 24%
Europe - 22%
Mexico 14%
Central America 7 6%
South America 5%
Australia
Middle East/North Africa 4%
Other Africa ].2%
Ol% 2(;% 46% 66% 8(;% 106%

Q.8: [IF ‘YES’ IN Q.4] Now we would like you to consider the vacation trips for pleasure purposes that you have taken in
recent years. Again, please think for a moment about all of the out of state pleasure trips of 2 or more nights you have taken
in the past 3 years where you spent at least 1 night in paid accommodations. What destinations did you visit on these trips?
(n=2,265)



ANB United States and Canadian Travel Destinations

While Florida is the most visited state in the United States among Mid-Atlantic and New England residents, while trips to Ontario and Quebec are also common.
Travellers who recently visited either the United States or Canada were asked to specify the states or provinces/territories they went to.

* While a wide range of destinations were mentioned, Florida is most often named among both Mid-Atlantic (40%) and New England (39%) travellers. Of note, New York is also often
selected as a destination among New England travellers (31%).

* Overall, in terms of Canadian destinations, US travellers most commonly travelled to Ontario and Quebec. Visitation is highest in Ontario amongst those living in the Mid-Atlantic region
(52% and 33%, respectively) while travel to Quebec is highest amongst those in the New England region (43% and 33%, respectively). As may be expected, visitation to each Atlantic
province varies (NL 7%, PE 9%, NS 13%, NB 13%), with New England travellers being more likely than Mid-Atlantic travellers to have visited NS and PE. (Tables 9 and 10)

M Recent States Visited .y‘ Recent Provinces Visited
ey Aided Mentions Among Recent Travellers to United States Key Aided Mentions Among Recent Travellers to Canada
Florida —3‘@% Ontario —33% 52%

New Jersey 11% 19% Quebec — 33% 43%

21%

New York 18% o British Columbia ) 36%
i 18%
california o Alberta | 0%
- ; 13%
i 16% New Brunswick 159%
P . . . .
ennsylvania | 10% 4 re P Nova Scotia 0% 4 Mid-Atlantic
0, - 0, -
Maryland 6% 13% o v:,’ (n=795) e ] . 18% -3 < (n=305)
NEnhen 12% ewfoundlan abrador 7%
orth Carolina 8% New England Brte Eduae et 7% New England
Miscachicatis F 10% o (n=886) Older US travellers are more likely to ] Wll% (n=234)
Washington DC F 10% have visited Nova Scotia compared Parthivestilekritaries | 78"
s . .
Bl | 9% to their younger counterparts Manitoba 3%
. . o 0,
Virginia WS 10% (18-34: 7%, 35-54: 13%, 55-75: 23%). Nunavur 8 4%
; 9% I
Connecticut 13% Yukon 23:;?
B 0, |
South Carolina | gé.’ | | Saskatchewan 23%% -
0% 20% 40% 60% 80% 0% 20% 40% 60% 80%
Q.9: [IF “UNITED STATES’ IN Q.8] Which US States have you visited on an out of state vacation trips of 2 or more nights in the Q.10: [IF ‘CANADA’ IN Q.8] Which Canadian provinces/territories have you visited on a pleasure trip of 2 or more nights in

past 3 years? the past 3 years?
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ANB Past Visitation

While Ontario and Quebec are the most common provinces US travellers have visited in the past, a notable minority have visited Atlantic Canada — albeit typically more than three years ago.

To better understand US travellers’ past vacation travel to Canada, those who had not visited specific provinces/territories in the recent past, were asked when, if ever, they last visited each
province/territory. Results were then extrapolated to look at past visitation across the full survey base.

* Overall, US travellers most commonly report having visited Ontario and Quebec sometime in the past (49% for each). Results vary somewhat by region with those living in the Mid-Atlantic
being more likely to have visited Ontario (53% vs. 45%), while those living in New England being more likely to have visited Quebec (52% vs. 45%).

* Between 16 and 27 percent of US travellers report to have visited each Atlantic Canada province sometime in the past, with most having visited at least more than three years ago. (Table

11)
Last Visit to Province

Mid-Atlantic (n=1,200)

New England (n=1,202)

- Less than 3 years ago

. More than 3 years ago, but less than 10 years

More than 10 years ago

| have never visited

Have visited Have visited
53% 47% 17% EZEEDS ON 6% 18% |[MPL 55% 45% |
: : 45% 55% 18% IECEEA Qc 8% 21% 23% 48% 52%
Results are generally consistent across regions.
e ) . : 31% 69% kb7 14% 5% BC BEA 10% 77% 23%
Those living in the Mid-Atlantic are marginally 2300 e i N K% 5% 1%
more likely to have visited NL (18% vs. 14%), ’ 0 . ! : - i
: ; : 23% 77% 9% 11% NB f10% 11% 77% 23%
while those in New England are marginally pa < %1 — - - ros%
: . 76 11% 11 11% 14% 71
more likely to have visited NS (29% vs. 24%). > = - =
18% 82% 6% NT 6% 88% 12%
20% 80% 9% 10%} PEI 17% 10% 81% 19%
18% 82% 8% 9%l NL l6% 7% 86% 14%
16% 84% :738% | MB | 5% 90% 10%
14% 86% 7% K Pe% 89% 11%
14% 86% 6% YT Ps% 90% 10%
12% 88% %3] NU % 92% 8% |
100% 80% 60% 40% 20% 0% 0% 20% 40% 60% 80% 100%

Q.11: [And w/W]hen, if ever, did you last visit each of the following [other] Canadian provinces/territories, for a pleasure trip of 2 or more nights? “Due to rounding. Note: Mentio
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AN

Nova Scotia is the most heard of Atlantic Canadian province among non-visitors.

Outside of the specific provinces/territories they had previously visited, US
travellers were asked which provinces/territories they had previously heard of.

* Among non-visitors, residents of New England are generally more likely than
those living in the Mid-Atlantic to be aware of each Canadian province or
territory, especially when it comes to the Atlantic region.

* Overall, Quebec (71%), Ontario (70%), British Columbia (67%) and Nova Scotia
(63%) are the most common provinces non-visitors are aware of, closely
followed by Alberta (60%).

» Other provinces/territories mentioned by approximately one-half of non-
visitors include New Brunswick (51%), Prince Edward Island (49%), and
Newfoundland and Labrador (47%), while slightly fewer have heard of
Saskatchewan (43%), Yukon (43%), and Manitoba (40%).

* While three in ten (31%) of non-visitors have heard of the Northwest Territories,
far fewer (10%) non-visitors to Nunavut have heard of the territory.

* In addition to the regional differences previously noted, older individuals, those
with higher levels of education and those who are more affluent are also more
likely than their respective counterparts to report awareness of each Canadian
province or territory, except for Nunavut where awareness is generally
consistent across these demographics. (Table 12)
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Awareness of Provinces Among Non-Visitors

Mid-Atlantic

69%
66%
64%
59%
57 [
44% |
43%
41%
41%
39%
37%

10%

100% 80% 60% 40% 20% 0%

Which Provinces Heard of

Total Aided Mentions Among Non-Visitors

(n=661)
(n=569)

(n=828)

(n=907)
(n=925)
(n=928)
(n=961)
(n=981)

(n=1,037)

(n=1,030)
(n=1,004)
(n=983)

(n=1,055)

Qc
ON
BC
NS
AB
NB
PEI
NL
YT
SK
MB
NT
NU

(n=574)
(n=664)

(n=922)

(n=856)
(n=1,002)
(n=923)

(n=968)

(n=1,029)
(n=1,084)

(n=1,071)

(n=1,087)
(n=1,057)

(n=1,104)

New England

73%
73%
70%
67%
I
] 57%
55%
52%
46%
47%
43%

33%
11%

0% 20% 40% 60% 80%

Q.12: [Outside of the provinces/territories you have visited,] [W/w]hich [other] Canadian provinces and territories, if any, have you heard of prior to this survey?

100%




AN Familiarity with Provinces and Territories in Canada

Familiarity is highest with the provinces of Quebec and Ontario.

Of those provinces US travellers visited or heard of, respondents were asked how familiar they
were with what to see and do while on vacation in these areas.

* Familiarity (either very or somewhat) is highest among the provinces of Quebec (74%) and
Ontario (72%), followed by Nova Scotia (64%), British Columbia (61%), Prince Edward Island
(59%) and Nunavut (58%). At the same time, approximately one-half of respondents express
familiarity with the provinces/territories of New Brunswick (53%), Newfoundland & Labrador
(53%), Alberta (49%) and the Northwest Territories (49%), while familiarity is slightly lower with
regards to the Yukon (42%), Manitoba (41%) and Saskatchewan (41%).

* Across demographics, US travellers aged 54 years and younger are more likely to be familiar
with the Atlantic provinces (PEI, NS, NL and NB) compared to travellers aged 55 years and older.
Familiarity of all four Atlantic provinces is higher among men than women. (Table 13)
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Very/Somewhat Familiar with Provinces

Among Past Visitors and Non-Visitors Who Are Aware

Quebec (n=1,890) 74%
Ontario (n=1,877) 72%

Nova Scotia (n=1,685) 64%
British Columbia (n=1,761) NI 1%
Prince Edward Island (n=1,368) i 59%
Nunavut (n=442) _ 58%
New Brunswick (n=1,424) | 53%
Newfoundland & Labrador (n=1,299) i 53%

49%
49%
42%
41%
41%

Alberta (n=1,577) i

Northwest Territories (n=950) N
Yukon (n=1,179)

Manitoba (n=1,125)
Saskatchewan (n=1,172)

0% 20% 40% 60% 80% 100%

Q.13: [NOT IF ‘NONE OF THE ABOVE’ IN Q.12] How familiar are you with what there is to see and do in [this/these]
provinces/territories while on vacation



AN Awareness & Familiarity Overall

When looking at the US Travellers’ market overall, awareness and familiarity is strongest for Ontario and Quebec. That said, the bulk of US travellers are aware of each Atlantic Canadian

province, with awareness and familiarity highest for Nova Scotia.
Extrapolating results to the broader population, the following provides a summary of total awareness and familiarity of the US Traveller market.

* As noted, Quebec and Ontario enjoy the highest level of overall awareness (visited/heard of), with more than eight in ten US travellers being aware of each province (85% and 84%,
respectively), closely followed by British Columbia (76%), and Nova Scotia (73%). At the same time, more than one-half of US travellers overall are aware of each of the other Atlantic

Canadian provinces (NB: 62%; PEIl: 59%; NL: 55%).

* Familiarity is highest for the two central provinces, Quebec and Ontario, with more than one-half being familiar with what there is to see and do in each. Nearly one-half (45%) of US
travellers overall consider themselves familiar with what Nova Scotia has to offer, while approximately one-third of US travellers overall consider themselves familiar with each of the
other three Atlantic provinces (PEIl: 34%; NB: 32%; NL:29%).

Total Awareness and Familiarity of the US Travellers’ Market

Total Aware Familiar

s I (-2 ac vrc00 | -
s I (2.2 on 1,355 | %
7o I (-5 o 1067 | <<%

73% (n=1,744) NS (n=1,072) | 45%

o N (-5 " (o=7ce) | 32%
62% (n=1,490) NB (n=759) | 32%
59% (n=1,420) PEI (n=808) | 34%
55% (n=1,330) NL (n=686) | 29%

sox N (~-1,197) \u (n=497) | 21%

so% [ (n-1,199) SK (n=as6) [ 20%

ass [ (--1.150) M8 (n=ss6) [ 19%

a1% [ (n=9%) NT (n=a61) [ 19%

19% I (n=465) NU (n=256) [ 11%
100% 80% 60% 40% 20% 0% 0% 20% 40% 60% 80% 100%
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What Travellers Expect to See and Do in New Brunswick

Nature, the ocean front, and sightseeing are key expectations of what to do and see in New Brunswick.

US travellers who were somewhat or very familiar with each Atlantic province were asked what they
would expect to see and do in that province based on what they have previously seen, heard of, or know.

New Brunswick

* Nature (17%), the ocean front (17%) and sightseeing in general (16%) are listed as top expectations of
what to see and do in New Brunswick. This is followed by the expectation of the province being a
great/nice/beautiful place (11%) with the ability to explore the food (9%), towns/cities/villages (9%),
historical/cultural sites/museums (6%) or fun activities/entertainment (6%).

* Interestingly, despite having some level of familiarity with the province, a large minority (27%) are not
sure as to what there is to see/do while vacationing in New Brunswick.

» US travellers from New England are more likely than those living in the Mid-Atlantic to expect the
ocean front, including the coastline and beaches (23% vs 11%, respectively). (Table 14)

“Drink craft beer and see a lighthouse.”

“I would go there and explore, take nature walks to
photograph the wildlife and have real maple syrup.”

“Visit the highest tide area to see the rock formations, visit
other national parks for hiking, and picnics. Stay in Moncton,
#» go on a food tour and eat lobster.”
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Expect to See/Do in NB

Key Unaided Mentions Among Those Familiar with NB

Nature 17%
Ocean front 17%
Sightseeing (general) 16%
It's a great/nice/beautiful place 11%
Food 9%
Explore towns/cities/villages | 9%
Historical/cultural sites/Museums 6%
Fun activities/Entertainment 6%
Don't know/Not sure 27%

0% 20% 40% 60%

Q.14: IF ‘SOMEWHAT’ OR ‘VERY FAMILIAR’ WITH NEW BRUNSWICK IN Q.13D] Based on what you have seen, heard and
know, what would you expect to see and do during a vacation in New Brunswick? (n=759)



What Travellers Expect to See and Do in Newfoundland & Labrador

Outdoor activities are highly aligned with what to see or do in Newfoundland & Labrador.

Newfoundland & Labrador

* Expectations of Newfoundland & Labrador tend to focus on the outdoors, specifically in relation to
nature (18%), general sightseeing (17%), and the ocean front (17%).

» Other expectations mentioned by fewer than one in ten travellers include hiking/walking (10%),
historical/cultural sites/museums (8%), being a great/nice/beautiful place (8%), exploring
towns/cities and villages (8%), the ability to see wildlife (7%), and participate in fishing/hunting
(7%).

* As with New Brunswick, a notable minority (25%) of those familiar with Newfoundland and
Labrador are still not sure what there is to see/do while vacationing there.

* Younger US travellers (aged 18-34) are more likely to express uncertainty or have no expectations
when it comes to the province (18-34: 35%, 35-54: 20%, 55-75: 20%). (Table 15)

“Visit parks and see amazing wildlife. Mostly outdoor activities.”

“I'd expect to take scenic drives along the coast and enjoy the
local dishes (e.q., Figgy Duff pudding).”

“I would want to experience the unique culture and hospitality of
Newfoundland by visiting charming fishing villages, attending lively
local festivals, and enjoying traditional music and cuisine.”
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Expect to See/Do in NL

Key Unaided Mentions Among Those Familiar with NL

Nature

Sightseeing (general)

Ocean front

Hiking/Walking

Historical/cultural sites/Museums
It's a great/nice/beautiful place
Explore towns/cities/villages
Wildlife

Fishing/Hunting

Don't know/Not sure

\ 18%

\ 17%

| 17%

| 10%

T s

—

8%

\ 7%

-

| 25%
% 26% 46% 60%

Q.15: IF ‘SOMEWHAT’ OR ‘VERY FAMILIAR’ WITH NEWFOUNDLAND & LABRADOR IN Q.13E] Based on what you have seen,
heard and know, what would you expect to see and do during a vacation in Newfoundland & Labrador? (n=686)




What Travellers Expect to See and Do in Nova Scotia

The ocean front, sightseeing in general and nature are top expectations of what to do and see in Nova Scotia.

Nova Scotia Expect to See/Do in NS

Key Unaided Mentions Among Those Familiar with NS
* Similar to other provinces, the ocean front (25%), sightseeing in general (19%), and nature (15%) are

rated highly for what is expected to see/do when visiting Nova Scotia. Ocean front 25%
Sightseeing (general) 19%
* One in ten travellers expect to explore towns/cities/villages (11%) when visiting the province, while
similar portions express expectations related to hiking/walking (9%), being able to explore Nature 155
historical/cultural sites/museums (9%), food (8%), or Nova Scotia being great/nice/a beautiful place Explore towns/cities/villages 11%
(8%). A few expect activity-based excursions such as fishing/hunting (7%) and boating (7%). Hiking/Walking 7 9%
* Fewer than two in ten (17%) US travellers familiar with Nova Scotia are not sure (17%) what there is Histarical/culturakiatiesihisetms | i
to see and do in the province. Food 8%
It's a great/nice/beautiful place 8%
* New England travellers are more likely than those living in the Mid-Atlantic to expect to see the
ocean front, including coastline and beaches. (Table 16) RISl g iinsing ] %
“Mining towns, scenic drives, historic villages.” Boating | 7%
Don't know/Not sure 17%
“Lobsters and seafood, enjoy the shoreline and lighthouse, Halifax 0% 26% 20% 66%

waterfront, whale watching and much more.”

Q.16: IF ‘SOMEWHAT’ OR ‘VERY FAMILIAR’ WITH NOVA SCOTIA IN Q.13G] Based on what you have seen, heard and know,

w . . . . what would you expect to see and do during a vacation in Nova Scotia? (n=1,072)
Whale watching, the Titanic museum, hiking, beaches, Cape Breton

Highlands National Park, and lobster.”

“I would go to Cape Breton and drive or cycle the Cabot Trail

* and hike a few of the trails.”
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What Travellers Expect to See and Do in Prince Edward Island

The ocean front is most often cited regarding what to see/do in PEl, followed by sightseeing in general and nature.

Prince Edward Island Expect to See/Do in PEI
Key Unaided Mentions Among Those Familiar with PEI

* When asked what they would expect to see and do in Prince Edward Island, once again a common

theme among US travellers is exploring the ocean front (31%), followed by sightseeing in general (19%). Ocean front ‘ 31%
At the same time, expectations related to nature (14%), PEIl being a great/nice/beautiful place (11%), Sightaecing (general) ‘ L
and access to seafood (10%) or food (9%) are each mentioned by at least one in ten travellers, closely Nature ‘ 14%
followed by historical/cultural sites/museums (8%), the Green Gables Heritage Place/Anne of Green
. It's a great/nice/beautiful place ‘ 11%
Gables House (8%), and boating (8%). .
Seafood ‘ 10%
* Oneinsix (16%) US travellers familiar with the province are unsure as to what visitors can see or do .
during a Prince Edward Island vacation. oo ‘ 9%
Historical/cultural sites/Museums ‘ 8%
* On in, residents from New England are more likely than th living in the Mid-Atlantic to expect .
Once again, residents 'O e gland a _e ore fikely tha 0s€ & P Green Gables Heritage Place/Anne of Green .
to see the ocean front, including the coastline and beaches. (Table 17) Gables house ‘ 8%
‘e . A . . ., Boating ‘ 8%
Enjoy the ocean views and spend family time in a nice cabin. ,
Don't know/Not sure ‘ 16%
“Visit antique historic sites and building, hike, visit sites relating to 0% 20% 40% 60%
the famous book Anne Of Green Gables. Visit estate sales, antiques Q.17: IF ‘SOMEWHAT’ OR ‘VERY FAMILIAR’ WITH PRINCE EDWARD ISLAND IN Q.13J] Based on what you have seen, heard
ShOpS yard sales andf/ea markets. Patronize small quirky local and know, what would you expect to see and do during a vacation in Prince Edward Island? (n=808)

restaurants for off beat food. See what the locals do.”

“Eat lots of PEI mussels, sightseeing boats, shop.”
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Factors Impacting
Destination Choice

The following section provides an overview of respondents’ decision-making process when
choosing a pleasure trip destination.




AN Important Factors When Choosing a Location

While a wide-range of factors are important when choosing a vacation destination, safety is deemed most critical.

All respondents were asked to think about all the places they travelled to on pleasure trips over . .
the past year years and indicate the level of importance placed on various factors when Importance of Factors When Choosmg Location
considering a destination for a pleasure trip, by indicating whether they felt the factor was B Critically important Important, but not critical Not at all important

‘critically important’, ‘important, but not critical, or ‘not at all important’. Important

Is a safe place to visit 18% 2% | 98%

* While all factors assessed held some level of importance in their decision by a majority of US
. . . . . . Is a place | can enjoy when | travel with
travellers, a location being a safe place to visit is clearly seen as key, with eight in ten (80%) friends/fanily
considering this to be critical factor in their decision.

32% 4% | 96%*

Is a place that allows me to de-stress 32% 4% | 96%

* Other factors considered critically important to nearly two-thirds of travellers include the Is a place with a lot of great things to see and | 34% 3% 97%
destination being a place they can enjoy when travelling with friends/family (65%), a place ge
that allows them to de-stress (64%), a place with a lot of great things to see/do (63%), and a Offers good value for money 35% 3% 97%

place that offers good value for money (62%). Slightly fewer place the same level of
importance on a destination having beautiful outdoor scenery and landscapes (58%), people

Has beautiful outdoor scenery and landscapes 39% 3% | 97%

that are friendly and welcoming (57%), dining and culinary experiences (57%) and the Has people that are friendly and welcoming 40% 3% 97%
location being great for exploration/the atmosphere in general (53%). (Table 18a-y) Has great local dining and culinary
. 39% 4% | 96%
experiences
Is a great place for exploring and soaking in 42% 2% | ogu
the atmosphere
0% 20% 40% 60% 80%  100%

Q.18a-y: Please think for a moment about all the places you have traveled to on pleasure trips over the past few years. When
selecting a destination, please identify the level of importance placed on each of the following factors in your decision. (n=2,402)
*Due to rounding.
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AN Important Factors When Choosing a Location - continued

Authentic experiences and culture are also areas of high important among US travellers.

* At the same time, one-half (49%) of travellers place critical importance on a place offering Importance of Factors When choosing Location
a“real” or authentic experience when choosing a destination, while slightly fewer place the

same level of importance on choosing a destination with a unique culture (45%) or being W Critically important Important, but not critical Not at all important Important
able to tour around to multiple destinations (43%). Is a place that offers a “real” or authentic
. 46% 5% 95%
experience
* Ease of travel from home (41%), having great outdoor activities of interest (39%), offering Has 3 unique culturethat Iwould wantto |
()
good package deals (39%), being a proud place to visit (39%), and having an intellectually experience on a vacation = B | 93%
stimulating travel experience (38%), are all factors considered critically important to four in Is a great place for touring around to multiple - (o
. o o
ten US travellers. (Table 18a-y) destinations
Is easy to travel to from where | live 48% 11% 89%
H t outd tivities | Id
as great outdoor actvi Ie.S. WOU. 49% 12% 88%
participate in
Has good package deals 48% 13% 87%
| | | Idb dto tell lel
S a place I wou € proudto te pe?pe 45% 16% 84%
have visited
| lace that ides intellectuall
sap acg a PFOVI esinte e? ually 52% 11% 899*
stimulating travel experiences

T T T T 1

0% 20% 40% 60% 80% 100%

Q.18a-y: Please think for a moment about all the places you have traveled to on pleasure trips over the past few years. When
selecting a destination, please identify the level of importance placed on each of the following factors in your decision. (n=2,402)

*Due to rounding.

ACAT ‘ ETRA 2023 US Consumer Report | CONFIDENTIAL 6



AN Important Factors When Choosing a Location - continued

Appeal of the outdoors and nature is also rated highly, while nightlife and amusement parks are considered less critical in destination choice.

* Other factors, while clearly seen as important, are less critical in travellers’ choice of Importance of Factors When choosing Location
destination. These include the ability to be around outdoor activities and city experiences (38%)
and access to outdoor spots including, good beaches (35%), the ability to see wildlife in its W Critically important Important, but not critical Not at all important Important
natural habit (33%), and the access of water-based activities (28%). Combines the best of both outdoor activities = so% N e
and city experiences
* Just over one-quarter (27%) of travellers consider having a variety of rural experiences to be
0, o/ %
critically important in their decision, while similar portions place the same level of importance A placgithar bhas gotd heaches Rt 0% 16% 8%
on having challenging adventures (24%), and an exciting nightlife (24%). Is a great place to see wildlife in its :thLiltr:tl . - 86%*
* Having amusement/theme parks (19%) has the least critical importance in a traveller’s choice of Has great water-based activities | would 5o - 6%
o e . 0 0 (]
destination; however, more than one-half (55%) place some level of importance on this factor. participate in
) ) . ) . ) Offers a variety of rural experiences 53% 21% 79%*
* Younger travellers and those from the Mid-Atlantic region are more likely than their respective
counterparts to place importance on a place having an exciting nightlife. Offers adventures that challenge me 48% 28% 72%
* Regionally, Mid-Atlantic travellers are also more likely than those living in New England place Hes exeltinghiaiilife 41% 34% 66%*
importance on amusement/theme parks (61% vs. 50%). (Table 18a-y)
Has amusement/theme parks 36% 45% 55%
0% 20% 40% 60% 80%  100%

Q.18a-y: Please think for a moment about all the places you have traveled to on pleasure trips over the past few years. When
selecting a destination, please identify the level of importance placed on each of the following factors in your decision. (n=2,402)
*Due to rounding.
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Travel Intentions

The following section provides an overview of respondents’ future travel intentions for pleasure
purposes, including considerations of Atlantic Canada.




ANB [ntentions to Visit the US

While one-half of travellers have either already booked or plan to book a trip within the US in the next two years, a similar percentage are seriously considering doing so.

Again, regardless of future vacation intentions, all respondents were asked to indicate their

intentions of taking a pleasure trip to specific regions in the next two years, including domestic Intentions to Visit Within US in Next 2 Years
trips (outside their home State, but within the US), trips to Canada, Mexico and Europe. Total Aided Mentions

Domestic Travel / Within the United States No interest . 4%

* Nearly all US travellers express some level of intention to take a pleasure trip within the US over Never thought of it ‘ 4%

the next two years, with nearly one-half of travellers having active travel plans by already 1
gathering information (16%), planning their itinerary (12%), being in the process of making Dreaming about visiting/returning - 14%

arrangements (7%) or having already booked (12%).
Seriously considering visiting/returning _ 32%

* Asimilar percentage indicate they are dreaming (14%) or seriously considering visiting/returning

(32%) of taking a domestic pleasure trip in the next two years. Gathering info - 16%
i
* Fewer than one in ten cite they have never thought of taking a domestic pleasure trip outside Planning itinerary - 12%
their home state (4%) or have no interest in doing so (4%). |
Currently making arrangements - 7%
* Older US travellers are more likely to be seriously considering visiting/returning compared to 1
[v)
their younger counterparts (18-34: 27%, 35-54: 30%, 55-75: 40%). Alreadybeales - 123
0% 20% 40% 60%

* Travellers with higher household incomes are more likely to have already made arrangements

(S150K+: 20% vs. >S75K: 10% and $75-150K: 12%). (Table 19a) Q.19a: Please indicate which statement best describes your intentions to visit within the United States (outside your home
State) for a pleasure trip of 2 or more nights in the next 2 years? (n=2,402)
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AN Intentions to Visit Canada

While more travellers are likely to consider Canada as a destination, there is less concrete activity in the planning of trips in the next two years.

Canada

Intentions to Visit Canada in Next 2 Years

* When compared to United States travel intentions, two in ten US travellers are actively Total Aided Mentions
planning to visit Canada, by gathering information (9%), planning their itinerary (5%), currently )

1 0,
making arrangements (2%), or having already booked (3%) their trip. gy ugred =
* That said, even those not in the active planning stage largely appear open to the idea of taking Neverthoughtof it 9%
a trip to Canada, with six in ten indicating they are either dreaming (26%) or seriously . ™~ -
Dreaming about visiting/returning 26%

considering visiting/returning to Canada (33%).

) . . Seriously considering visiting/returnin 339
* Two in ten travellers have never thought of Canada as a destination (9%) or have no interest Y = e/ = %

(12%) in visiting Canada. Gathering info
* Once again, older travellers are more likely to indicate they are seriously considering PEmntne tHineraty

visiting/returning to Canada compared to younger travellers (18-34: 27%, 35-54: 35%, 55-75:

39%) (Table 19b) Currently making arrangements

Already booked
0% 20% 40% 60%

Q.19b: Please indicate which statement best describes your intentions to visit Canada for a pleasure trip of 2 or more nights
in the next 2 years? (n=2,402)
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ANB [ntentions to Visit Mexico & Europe

While few have made arrangements for trips to Mexico or Europe, Europe holds broad appeal to US travellers.

Mexico Europe
* Nearly one-half of travellers have never thought of visiting Mexico (19%) or have no interest * Sixin ten travellers reportedly are dreaming about visiting Europe (36%) or are seriously

considering visiting/returning to the region (24%), while nearly one-quarter are actively
planning such a trip by gathering information (10%), planning their itinerary (6%),
currently making arrangements (3%), or have already booked (4%). Fewer than two in
ten have never thought of visiting Europe (8%) or have no interest (9%).

(27%). While a strong minority are dreaming about such a trip (24%) or are seriously
considering visiting/returning (19%), only a small percentage are actively planning for such a
trip by gathering information (5%), planning their itinerary (3%), currently making
arrangements (1%), or having already booked (2%).

* New England travellers (31%) and older travellers are less likely than their respective * Of note, women are more likely than men to dream about visiting or returning to

counterparts to visit Mexico. (Table 19c¢)

Intentions to Visit Mexico in Next 2 Years
Total Aided Mentions

No interest

Never thought of it

Dreaming about visiting/returning
Seriously considering visiting/returning
Gathering info

Planning itinerary

Currently making arrangements

Already booked

‘ 19%

N

0% 20% 40% 60%

Q.19c: Please indicate which statement best describes your intentions to visit Mexico for a pleasure trip of 2 or more nights

in the next 2 years? (n=2,402)
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Europe (40% vs 28%). (Table 19d)

Intentions to Visit Europe in Next 2 Years
Total Aided Mentions

No interest - 9%
Never thought of it ‘ 8%
Dreaming about visiting/returning _ 36%
Seriously considering visiting/returning _ 24%
Gathering info - 10%
Planning itinerary . 6%

Currently making arrangements I 3%
Already booked l 4%

0% 20% 40% 60%

Q.19d: Please indicate which statement best describes your intentions to visit Europe for a pleasure trip of 2 or more nights
in the next 2 years? (n=2,402)



INI [ntentions to Visit — Destination Comparison

When examining intentions to visit across these four major market areas, results again highlight US travellers' preference for domestic travel.

* Overall, US travellers are notably more likely to express definite travel plans when thinking of vacationing within their own country, while Europe and Canada tend to be more ‘dream’

destinations. Conversely, Mexico appears to be least popular as a pleasure trip destination.

* Results are generally consistent between those living in the Mid-Atlantic and New England regions. That said, those living in New England are less likely than those living in the Mid-

Atlantic to express any level of interest in taking a pleasure trip to Mexico. (Tables 19a-d)

Intentions to Visit Destination in Next 2 Years
Total Aided Mentions

NET Active Planning

United i
32% 16%  12% [p0Rbyz 47% MNo interesk
States

Never thought of it

Europe 36% 24% 10% 5%I 23% Dreaming about visiting/returning
Seriously considering visiting/
returning

Canada 26% 33% 9% 5%I 19% Gathering info

Planning itinerary

M Currently making arrangements

Mexico 19% 24% 19% 5% 11%

B Already booked

0% 20% 40% 60% 80% 100%

Q.19a-d: Please indicate which statement best describes your intentions to visit [LOCATION] for a pleasure trip of 2 or more nights in the next 2 years?
(n=2,402) Note: Mentions of 4% or less are represented by a bar.
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ANI States and Provinces Likely to Visit

Similar to recent states and provinces visited, Florida and New York are listed highly among US states, while Ontario and Quebec remain top answers among provinces likely to visit.

US travellers who intend to visit a US state, outside their home state, or Canadian province/territory in the next two years were asked where this would be. Note this did not include travellers
who indicated they never thought of visiting either country or who were not interested.

* Among US states, Florida is the most selected state by both Mid-Atlantic (45%) and New England (45%) travellers, with New York (37%) also being a top mention by New England residents.
Among Canadian provinces, Ontario and Quebec are top mentions among both Mid-Atlantic (39% and 32%, respectively) and New England travellers (27% and 39%, respectively) intending to
visit in the next two years.

* Overall, intentions to visit Atlantic Canadian provinces vary (NL 6%, PE 11%, NS 15%, NB 9%), with New England travellers being more likely than Mid-Atlantic travellers to visit NS and PE.

(Tables 20-21)

ACAT ‘ ETRA

States Likely to Visit in Next 2 Years

Key Aided Mentions Among Those Intending to Visit

; 45%
Florida 1 45%
: : 32%
California 27%
. 19%
Hawaii 14%
18%
New York 37% . .
18% -4’1,M|d-Atlant|c
New Jersey 13% "7 (n=1,086)
. 1 16% New England
Washington DC 13% "
(n=1,135)
. 16%
Pennsylvania 11%
15%
Maryland 8%
14%
Massachusetts 23%
: 13%
North Carolina 12%
0% 20% 40% 60% 80%

Q.20: [NOT IF ‘NEVER THOUGHT OF IT/NO INTEREST’ IN Q.19] Which US states, excluding your home state, are you likely to
visit in the next two years?

2023 US Consumer Report | CONFIDENTIAL

Provinces Likely to Visit in Next 2 Years
Key Aided Mentions Among Those Intending to Visit

ontaro I =5

27%

|
Quebec ‘_ 32%
British Columbia P 22%

39%

| 15%
. 14% ) )
Nova Scotia | 24% 47M|dAtIant|c
] 12% R (7=056)
Prince Edward Island =
| 16% New England
12% (n=944)
Alberta ﬁH%
: \ 11%
New Brunswick | 11%
\ 8%
Newfoundland & Labrador | 8%
; — 20%
Don’t know/Unsure at this time F 23%
0% 20% 40% 60% 80%

Q.21: [NOT IF ‘NEVER THOUGHT OF IT/NO INTEREST’ IN Q.19] Which Canadian provinces/territories are you likely to visit in
the next 2 years?



AN Preferred Regional Destination

Overall, Atlantic Canada and New England are equally preferred regional destinations.

To better understand overall appeal of each region, respondents were asked to identify
which region (New England, Mid-Atlantic or Atlantic Canada) they would ultimately
choose as a vacation destination, given a choice between the three.

* Overall, travellers express equal preference for New England (37%) and Atlantic
Canada (36%), while far fewer would choose to visit the Mid-Atlantic (18%). While
Mid-Atlantic residents similarly express equal preference for New England or Atlantic
Canada (34% and 32%), perhaps unsurprisingly, they are also more likely than those
living in New England to choose the Mid-Atlantic as their preferred regional
destination (24% vs. 12%).

* Those with previous experience visiting Atlantic Canada, those who typically travel
with children, and those with higher levels of education are more likely to choose
Atlantic Canada as the preferred vacation destination. (Table 22)
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Preferred Region
% Selected

Atlantic Canada

-", Mid-Atlantic

i £

36% New England

37% | would not visit any of these regions = 3%
Don’t know/Unsure = 6%

Q.22: Assuming you had a choice of visiting New England, the Mid-Atlantic States, or Atlantic Canada for a vacation, but you
could only choose one of these regions, which would you choose to visit for a vacation? (n=2,402)



AN Preferred Regional Destination - continued

Reasons for preferring Atlantic Canada most commonly center around a desire to go somewhere new/far

Why Atlantic Canada is preferred...

from home

Reasons for Preferring Atlantic Canada

* For those who would choose Atlantic Canada as a vacation destination over New England and
the Mid-Atlantic (n=869), reasons for their preference were primarily driven by a desire to go

Never been/Want to go somewhere

somewhere new/far from home/already familiar with the other regions (43%), distantly followed f f f h /
by having heard good things/wanting to visit/it being more interesting than other regions (22%), new/iar 1rrom ome
scenery/nature/wildlife (18%), and liking the area/having enjoyed previous trips to the region I: am | | | ar w | th th e Ot h erre g | ons

(11%). Alternative reasons mentioned less often include, lots of attractions (9%), the
people/culture/atmosphere (8%), and a general desire for exploration/adventure (6%). (Table 23:

Atlantic Canada)

Like area/Enjoyed previous trips

Reasons for Preferring the Mid-Atlantic or New England

For those who would choose the Mid-Atlantic over Atlantic Canada and New England (n=434), reasons most commonly center around a desire to be close to
home/convenience/affordability to travel to the destination (19%), liking the region/enjoying previous trips to the region (15%), and lots of attractions (12%). (Table 23: Mid-Atlantic)

* Alternatively, those preferring New England over the other two regions (n=880) most commonly attribute this to scenery/nature/wildlife (22%), a desire to be close to
home/convenience/affordability to travel to the destination (19%), lots of attractions (18%), and liking the region/enjoying previous trips to the region (16%). (Table 23: New England)
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Ways to Encourage Travel to the Atlantic Canada Region

Those who prefer the Mid-Atlantic or New England as a destination location over Atlantic Canada most commonly express uncertainty as to what it would take for them to choose Atlantic Canada
instead. Of those who did provide a response, financial considerations / the availability of a good deal are most likely to impact consideration to visit Atlantic Canada.

Those who selected the Mid-Atlantic or New England regions as their preferred vacation What Would Need to change for You to Select
destination over Atlantic Canada (n=1,533) were subsequently asked, what would need to change Atlantic Canada

for them to choose Atlantic Canada instead. . . )
Key Unaided Mentions Among Those Who did not Choose Atlantic Canada to Visit for Vacation

* Respondents provided a variety of motivators that would encourage them to choose Atlantic Need more money/A good dea'I on 18%
Canada over their preferred choice, with improved finances/financial incentives (18%) o ftravel/ acconmedat'onj d
. . _ . . tourism i ti t
mentioned most often, followed by the need for additional tourism information/travel itinerary sed moretourism Jofamztion) Nes it?n::fy 10%
(10%). Other factors mentioned by fewer than five percent of travellers included needing a T
reason to visit, improved/easier access, and weather. In addition, a few (4%) noted that, while Need a reason to visit 4%
not their preferred destination choice out of the three options presented, they had an intention If Atlantic Canada was closer/easier to get o
or desire to visit Atlantic Canada. to/Direct/reliable flights ’
| plan to visit/I would like to visit/l would 4%
. o sa’s . 0
* One-third of travellers were unsure (35%) what would encourage them to choose Atlantic consider visiting Atlantic Canada
Canada over the Mid-Atlantic or New England. (Table 24) Weather 4%
Don't know/Unsure 35%
Nothing/Not interested/Haven't considered it - 7%
0% 20% 40% 60%

Q.24: [IF ‘ATLANTIC CANADA’ NOT CHOSEN AT Q.22] What would need to change for you to choose Atlantic Canada as a
vacation destination? (n=1,533)
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AN Consideration of Specific Travel Destinations

A notable minority of US travellers would consider travelling to each Atlantic province for vacation purposes within the next couple of years.

Respondents were asked how likely they would be to consider various destination locations for vacation purposes, within the next two years.

* When it comes to Atlantic Canada, overall, US travellers are most likely to indicate they would definitely or probably consider visiting Nova Scotia (49%) or Prince Edward Island (47%), while
one-third of travellers expressed the same level of consideration to visiting Newfoundland & Labrador or New Brunswick (34% and 33%, respectively). Willingness to consider Newfoundland
& Labrador and New Brunswick is generally consistent across the two US markets; however, those living in New England are more likely than those living in the Mid-Atlantic region to consider
Nova Scotia (53% vs. 45%) or Prince Edward Island (51% vs. 43%).

* Propensity to consider various vacation destinations vary across demographics. In particular, those who travel with children tend to be more likely than others to express consideration to
travel to a wide-range of destinations for vacation, while those with higher household incomes are generally more likely to consider vacation destinations outside the United States. (Table 25)

Likely to Consider Each Vacation Destination in the Next 2 Years

Mid-Atlantic (n=1,200) New England (n=1,202)

. Definitely would consider Probably would consider Might or might not consider Probably would not consider .Definitely would not consider

Consider Consider

57% | BA11%  25% 28% 29% ON 22% 30% 28%  12% | 52% |
ss% | BA11%  25% 29% ac 30% 24%  10%E | 59%
43% 15% 31% 25% | 18% | PEI 22% 29% 27%  12% 51%
45% 16% 29% 28% 17% | NS 25% 28% 25%  13% 53%
34% 21% 32% 2% 12% NL 1%  23% 36% 18% 34%
31% 20% 35% 19% 12% NB 1% 23% 36% 18% 34%
63% | BA10% 18%  24% NY 26% 2%  12% 58%
51% 16%  23% 26% NJ 20% 29% 22% 35%
54% 12%  27% 31% MA 26% 21% 9% 62%
55%* 12%  25% 31% ME 30% 19% 6%3L | 70%
45% 17% 30% 27% NH 37% 29% 20% 9% 66%

3% | BA7%  31% 25% 28% Other US 25% 34% S | 54%
64%* | BA9% 19% 27% 38% Europe 21%  18% 10%EQ 63%

100% 80% 60% 40% 20% 0% 0% 20% 40% 60% 80% 100%

Q.25: When thinking of your travel plans over the next 2 years, how likely are you to consider each of the following destinations as part of a vacation trip of 2 or more nights away from home,
where at least 1 night is spent in paid accommodations? (Again, this excludes any travel that would be solely for business purposes, trips to your own cottage, and trips for personal reasons

such as attending a wedding/funeral, for medical reasons, etc.). *Due to rounding
ACAT | ETRA 2023 US Consumer Report | CONFIDENTIAL




ANB Likelihood to Consider Atlantic Canada

A clear majority of US travellers are likely to consider visiting the Atlantic Canada region over the next two years.

In order to further assess the likelihood of travel to the Atlantic Canada region over the next two years, the number of Atlantic Canada provinces travellers reported they would definitely or
probably consider in the next two years was calculated.

* Overall, the bulk of travellers indicate they would likely consider visiting the Atlantic Canada region in the near future, with nearly two-thirds (63%) expressing some likelihood of visiting at
least one Atlantic province over the next two years, while two in ten (19%) expressed some level of consideration in visiting all four Atlantic Canada provinces.

* Again, travel intentions vary somewhat by location with those living in New England being slightly more likely than those living in the Mid-Atlantic region to consider at least one Atlantic
Canada province in the near future (66% vs. 60%). At the same time, those who visited Atlantic Canada in the past and those with children at home are notably more likely than their
respective counterparts to express consideration of visiting at least one Atlantic Canada province for vacation in the next two years. (Table 25a-c,e combined)

Likely to Consider Atlantic Canada

% Definitely/Probably Would Consider Visiting

None 37%

of US travellers report some

likelihood of considering Likely to go to 1 Atlantic province 15%
travel to at least one Atlantic
Canada province in the next
Likely to go to 2 Atlantic provinces 17%
two years. 1B P °
Likely to go to 3 Atlantic provinces 13%
Likely to go to all 4 Atlantic provinces 19%
0% 20% 40% 60%
Q.25a, b, ¢, & e [COMBINED]: When thinking of your travel plans over the next 2 years, how likely are you to consider each
of the following destinations as part of a vacation trip of 2 or more nights away from home, where at least 1 night is spent in
paid accommodations? Number of Atlantic Provinces Definitely or Probably would consider visiting. (n=2,402)
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ANE Trip Planning

June to September are considered peak travel months for an Atlantic Canada vacation, with potential Month Likely to Consider Visiting Atlantic Canada
visitors expecting the planning cycle to last several months. Among Those Likely to Consider Travel to Atlantic Provinces
NB NL NS PEI
To better understand the planning process, US travellers expressing some level of consideration in i
o _ P &b P 8 ) Sample size n=1,634 n=1,640 n=1,820 n=1,828
visiting each Atlantic province were subsequently asked which month(s) they would be most likely (n)
. . . Preferred Peak seasons
to visit, and how long they would expect their planning process to be. Travel Months
= January 7% 6% 6% 5%
* As may be expected, for all Atlantic Canadian destinations, the months of June to September Bebitaly 2] 7 a% &
M 700 0, 70 0,
hold the greatest appeal to US travellers. areh X 7% x Ak
April 10% 11% 9% 11%
* Regardless of which Atlantic province US travellers were interested in visiting, the planning May 16% 16% A58 165
. . . . June 25% 25% 27% 27%
cycle is generally expected to last several months. Depending on the Atlantic province they e 25; 30; 30‘; 30;
. L. . uly (] (] (] (]
wish to visit, US travellers expect to spend between 4.5 and 4.9 months on average planning
_ o o _ August 24% 26% 27% 27%
and researching their trip and would expect to book their trip between 3.5 and 3.9 months in Septernber 19% 17% 20% 19%
advance. As such, the winter and early springtime appear to be a key time for research and Ottober 1% 11% 13% 12%
booking activities for potential visitors to Atlantic Canada. November 4% 4% 5% 6%
December 4% 5% 6% 6%
* Of note, for each Atlantic province, approximately one-half of US travellers note they would Dot kiiowat 18 18% o 8%
. o 0 (] 0 0
take between one and six months planning and researching their trip, while more than four in this time
L _ . Trip Planning
ten report that they would book their trip within a three-month window. Average NumberiManthsito'plan) Researchiand Baok
==]"19) Plan/Research 4.5 4.9 4.8 4.6
Book 3.5 3.8 3.7 3.9

* QOverall, the planning cycle is generally consistent across New England and Mid-Atlantic
[IF ‘LIKELY TO CONSIDER TRAVEL TO ATLANTIC PROVINCE’ IN Q.25] Q.26: Thinking about a future
travellers. (Ta bles 26-28) trip to [INSERT ALL RELEVANT ATLANTIC PROVINCES MENTIONED], during which month(s) would
you likely take this trip? | Q.27: How many months in advance would you start
planning/researching this trip? | Q.28: How many months in advance would you start booking this
trip? Note: Responses of ‘Don’t know/Unsure’ have been removed from the calculation of the

mean score.
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ANW [nformation Sources

Travel related websites and review sites are key sources for information when considering an Atlantic Canada vacation.

Regardless of which Atlantic province they expressed interest in visiting, all potential visitors were Information Sources
asked to identify where they would look for information. Key Aided Mentions Among Those Likely to Consider Travel to Atlantic Provinces
* Overall, a wide-range of information sources are considered, with online tools being Websites such as Expedia, Travelocity 62%
fundamental sources. Travel related websites (e.g., Expedia, Travelocity) being mentioned most ]
often (62%), followed by online review sites (e.g., TripAdvisor) (54%). At the same time, Online review sites such as TripAdvisor 54%
destination websites (38%), social media (e.g., Facebook, Instagram, TikTok, or Twitter) (36%)
and advice/word-of-mouth from friends/family (33%) are each identified as information sources ReStinatiomWeDsiEs 7 B
by at least one-third of potential travellers, while fewer indicate they would look for Social Media such as Facebook, Instagram, 36%
information in travel guidebooks (26%), articles/stories in magazines/newspapers (24%), and TikTal,or Twltter
television travel shows (23%). Advice of friends or relatives/Word-of-mouth 33%
* Usage of the various information sources varies across regions and demographics. In particular, Travel guidebooks 26%

those living in New England are more likely than those living in Mid-Atlantic to report using

AAA/CAA (22% vs. 12%). At the same time, usage of non-online information sources (i.e., Articles/Stories in magazines or newspapers 24%
. e . n - .
fjdwce/worq' of- mouth,' travel guidebooks, AAA/CAA and OffICIa/. travel guzdes/br?chures.) . ulesfisioniEravel shows _—
increases with age, while younger travellers are notably more likely to report using social media ‘ ‘
to look for information on an Atlantic Canadian province of interest (18-34: 49% vs. 35-54: 38% 0% 20% 40% 60% 80% 100%
and 55-75: 14%). (Table 29) Q.29: [IF ‘LIKELY TO CONSIDER TRAVEL TO ATLANTIC PROVINCE’ IN Q.25] Where would you look for information on [name

provinces selected at Q.25]? (n=2,071)
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AN Preferred Modes of Travel

Air travel is the most common mode of transportation to Atlantic Canada for vacation.

To better understand modes of travel amongst potential US visitors, those

who express likelihood of visiting at least one Atlantic province were Modes of Travel

asked which modes of travel they would likely take. Among Those Likely to Consider Travel to Atlantic Provinces

* Regardless of home region or province of interest, US travellers are

NB NL NS PEI
most likely to express intention to travel to Atlantic Canada via air,

. . . s Mid- New Mid- New Mid- New Mid- New
distantly followed by car. Propensity to travel via air is highest amongst Sample size MEte || endaed || Adannc Eidnd | st Erabridl || Aantie || Eraod
those living in Mid-Atlantic. At the same time, those living in New (n=793) (n=841) (n=796) (n=844) (n=881) (n=939) (n=885) (n=943)
England are more likely than those living in Mid-Atlantic to indicate Air ,). 69% 53% 64% 55% 66% 51% 63% 51%
they would travel by car to Atlantic Canada. Car &‘ 24% 38% 22% 31% 23% 36% 21% 33%

* Those living in New England are more likely than those living in the Cruise ship & 12% 12% 16% 14% 16% 16% 16% 14%
Mid-Atlantic to express intention to travel to Atlantic Canada via ferry, Ferry 5% 8% 6% 11% 8% 17% 8% 18%
particularly if travelling to Nova Scotia or PEI for vacation. Recreational vehicle (RV) =& 4% 4% 4% 3% 4% 4% 4% 3%

* Regardless of which Atlantic Canada province of interest, propensity to Motor coach — 3% 2% 4% 2% 3% 2% 3% 2%
travel via carincreases with age, while younger travellers are more Motorcycle Tay 2% 1% 3% 2% 3% 2% 3% 1%
likely to express intentions to travel via air. (Table 30) Other 1% 1% 1% 1% 1% 1% 1% 1%

Don’t know at this time 10% 12% 11% 12% 10% 10% 10% 12%

Q.30: [IF ‘LIKELY TO CONSIDER TRAVEL TO ATLANTIC PROVINCE’ IN Q.25] How would you likely travel from your home to [this/these]
destination[s]?
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AN Travel Agent/Tour Operator

Regardless of which Atlantic province they intend to visit, the majority of potential US visitors would use a travel agent or tour operator to assist with their planning.

After being provided with a definition of the types of activities/supports performed by a travel agent/tour operator, potential visitors were asked if they would use such a service when planning
a trip to the specific Atlantic province they would visit. Those who intended to use such a service were subsequently asked what specific services they would use.

* For all Atlantic provinces, more than one-half of potential US travellers indicated they would use a travel agent/tour operator. (Table 31)

* Overall, those who would use such services are looking for a range of services, with booking of air transportation, recommendations for places to visit, booking of accommodations and
booking of a complete package being most common. (Table 32)

Use of Travel Agent/Tour Operator

) A o Travel Agent/Tour Operator Services Likely to Use
% ‘Yes’ Among Those Likely to Consider Visit to Atlantic Provinces

Total Aided Mentions Among Those Who Would Use Travel Agent/Tour Operator

Booking air transportation 49%
Asking for recommendations of what 46%
destinations to visit !
New Brunswick (n=781 ; ;
' ( ) Booking accommodation 46%
b Booking a complete package including 40%
M Newfoundland & Labrador (n=824) transportation, accommodation, meals etc. ?
Booking car rentals 30%
Nova Scotia (n=1,172) 1l
Booking a cruise 22%
Prince Edward Island (n=1,128) Booking ferries 16%
Booking a motor coach 5%
Don’t know at this time 4%
Q.31: [IF 'DEFINITELY/PROBABLY CONSIDER VISIT' IN Q25A-C, E] When thinking about planning a trip to [PROVINCE], would T T T
you use a travel agent/tour operator (this would exclude online travel booking websites such as Expedia). Note: A travel 0% 20% 40% 60% 80% 100%
agent/tour operator assists individuals or groups in planning, organizing, and booking various aspects of their travel
arrangements (e.g., booking flights, accommodations, ground transportation, excursions). Q.32: [IF ‘YES’ IN Q.31] What travel agent/tour operator services would you likely use to plan a trip to [this/these]

destination[s]? (n=918)
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AN

Future Travel Intentions

While the bulk of US travellers anticipate the number of vacation trips they take this year to be the same or higher than the previous year, results suggest the number of trips they take to Canada will
remain relatively stable.

To better understand potential changes in travel behaviours, US travellers were asked how the
nature of their travel may change this year compared to the previous year in terms of duration

and choice of destination.

With regards to duration, nearly one-half (47%) of US travellers expect to take the same
number of extended trips (i.e., 3 or more nights), while slightly fewer (42%) expect to take the
same number of short trips (i.e., 1-2 nights) in the coming year. At the same time, a notable
minority anticipate the number of trips they take this year to be higher, with more than one-
quarter (27%) considering taking more extended vacations this year, while a similar portion
(25%) are considering more shorter duration trips.

Overall, results suggest potential growth in US domestic travel, particularly as it relates to out-
of-state domestic travel. While one-third (32%) anticipate taking more trips outside their home
state but within the US, only two in ten (19%) anticipate taking fewer such trips.

When it comes to international travel, US travellers are more conservative in their predictions,
particularly when considering trips to Canada. While two in ten (21%) state they will take more
trips to Canada this year, a similar portion (22%) indicate they will take fewer of these trips
compared to last year.

Note, expected travel changes to Canada are generally consistent across regions and
demographics, with those with higher household incomes and higher education being more
likely to anticipate taking more trips to Canada this year. (Table 33)

ACAT ‘ ETRA
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Future Travel Intentions

M Taking more trips = Taking the same number of trips = Taking fewer trips = | never take these types of trips

Short trips of 1-2 nights 42% 22% 11%
Longer trips of 3 or more nights 47% 21% 4%
Trips within your state 46% 19% 11%
Trips outside of your state, but within the US 45% 19% 5%
Trips to Canada 34% 22% 22%
Trips beyond the US and Canada 35% 23% 17%
OL% ZC;% 46% 6(;% 8(;% 106%

Q.33: For each of the following types of travel, are you considering taking more trips or fewer trips this year compared to last year?
(n=2,402)



Ad Recall & Evaluation

The following section provides an overview of recall of tourism related advertising for various
destinations, along with respondents’ perceptions of the 2023 advertising campaign for each
Atlantic province. For each province, one digital banner ad and one 30-second video was shown.

As the ads had different messaging and intent, results are not meant to be comparative, rather
results are intended to provide direction in terms of how each ad was received and its impact on
traveller perceptions. Note, provincial ads were shown and evaluated one at a time, with the
presentation order rotated across surveys to minimize biases.

After reviewing the advertisements for each province, US travellers were subsequently asked to
evaluate the campaign on various attributes.



AN Overall Ad Recall By Destination

Exposure to Atlantic Canada tourism advertising is strong, with US travellers being exposed through a variety of advertising mediums.

* Nearly two-thirds of US travellers have had recent advertising exposure related to Canadian tourism, while just over one-half report having seen tourism advertising specifically related to the
Atlantic Canada region in general. Overall, US travellers most commonly report seeing Atlantic Canada advertising through a variety of mediums, with TV, social media and general online
advertising being equal sources of exposure (20%, 20%, and 19%, respectively), followed by newspaper/magazine ads.

* When it comes advertising focused on the specific Atlantic provinces, recall is highest for Nova Scotia advertising. Across regions, those living in Mid-Atlantic are more likely than those living in
New England to recall advertising specifically related to New Brunswick, Newfoundland & Labrador, and Prince Edward Island, while results are slightly more comparable for Nova Scotia. (Tables

34a-)
Ad Recall .
Total Aided Mentions Overall, ad recall for Atlantic Canada and each Ad Recall By Region
] 31% Atlantic Canadian province is strongest amongst Total Aided Mentions
TV (network advertising or program content) . younger US travellers. Younger travellers are also
- more likely to report exposure via social media _ social _ Have oL seen
28% d | I di Regions media TV Online | Newspaper | Other advertising for
Social Media == ana general online mediums. this destination
0
. Canada
o - 25% % 19% 18% 12% 3% 50%
Online (videos or digital ads) B Canada o . . ON 21% b b b b b
Who Saw Advertising By Province
19% % gLy NS 19% 20% 18% 12% 3% 49%
Newspaper/Magazine (advertising or 12% Atlantic Canada Mid-Atlantic New England GEl L L 150 Lhe = 2l
editorial) 12% NB 15% 13% 15% 9% 3% 59%
3% NL 15% 13% 14% 9% 2% 61%
0
Other " United States
0
e FL 34% 41% 29% 17% 1% 41%
37% NL, 43%) NL, 35%
Have not seen advertising for this destination = . ME 20% 25% 18% 12% 4% 43%
8% MA 20% 24% 18% 13% 5% 46%
0% 20% 40% 60% 80% NH 19% 20% 17% 11% 4% 49%

. ) . ) . c PEI, 46% PEI, 40% o 9 9 o 9 9
Q.34a-b: Please think about travel advertising or promotions you may have seen on TV, the Internet, billboards, or in G L VT 18% 21% 17% 13% 5% 48%
|f1e|\|usp'ape;s ir mta.gazn?n?s._ZD\jlr(;r;,% the past 12 months where do you recall having seen or heard advertising for any for the NB, 44% NS, 50% NB, 37% NS, 53% Q.34c-I: Please think about travel advertising or promotions you may have seen on TV, the Internet, billboards, or in

Qlawingzcestinationss (nz2; newspapers or magazines. During the past 12 months where do you recall having seen or heard advertising for any for the
following destinations? (n=2,402)

Atlantic Canada, 48%
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ANB Ad Evaluation: New Brunswick

The NB ads are generally considered appealing and motivating, leaving the impression NB is a friendly and welcoming destination.

* Seven inten (69%) US travellers considered the NB ads appealing, with one-quarter (26%) deeming them to be extremely appealing. Across regions, those living in New England are
marginally more likely than those living in the Mid-Atlantic to find the NB ads appealing (71% vs. 67%).

* Six in ten (60%) US travellers felt these ads would motivate them to travel to NB in the future, with results consistent between US markets (New England: 60% and Mid-Atlantic: 59%).

* The NB campaign performed very well across presented attributes with three-quarters (75%) expressing some level of agreement that the ads make NB feel like a friendly and welcoming
destination. At the same time, a clear majority felt the ads encouraged them to find out more about NB, included things of interest to them, and made the destination look like a unique
vacation experience, with each statement receiving some level of agreement from at least six in ten US travellers. (Tables 35-37: NB)

A EEXPLORE

4INE
New Brunswick Ad Evaluation
BACK'YARD
Appealing (Extremely/Very) Yes, motivates to traval Strongly Agree = Somewhat Agree = Neither agree nor disagree " Somewhat disagree M Strongly disagree K
~ Agree ol 4 .
. f New Brunswick: Always Inviting
[NB AD ONLY] Make New Brunswick feel like a e - — - Py ? . -
friendly and welcoming destination > B« S T
Mak t to find out bout [N

ake me want to find out more about [ .ew 25% 35% 23% 12% 3 60%

Brunswick]
69%
The ads include things that are of interest to me 24% 40% 21% 10% 63%*
60%

NB AD ONLY] Make the destination look like a

[ ! . ryy ! 24% 35% 2% 1% H 59%
unique vacation experience

| ‘ ‘ Across the attributes assessed, results were
0% 20%  40% 60% 80%  100% generally consistent across US markets, with
Q.35: Please indicate how appealing the ads make [NEW BRUNSWICK] as a place to visit on vacation. (n=2,402| Q.36: Do these ads motivate you to want to travel to [NEW BRUNSWICK] in the future? (n=2,402) | Q.37: To what those in NeW Engla nd being Sl |ght|y more ||ke|y

extent do you agree or disagree with each of the following statements about the ads for [NEW BRUNSWICK]? (n=2,402) Note: Mentions of 4% or less are represented by a bar. *Due to rounding.

than Mid-Atlantic residents to agree the NB
campaign included things of interest to them

(66% vs. 60%).
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ANB Ad Evaluation: Newfoundland & Labrador

The NL ads hold broad appeal, with the bulk of US travellers agreeing the ads encourage them to visit the province and showcases unique things they can see and do that they can’t do elsewhere.

* Three-quarters (76%) of US travellers found the NL ads to be appealing, with nearly four in ten (37%) considering them extremely appealing. The ads hold strong appeal across both markets,
with results marginally higher among Mid-Atlantic travellers (78% vs. NE: 74%).

* Two-thirds (67%) of US travellers felt these ads would motivate them to travel to NL in the future, with those living in Mid-Atlantic being marginally more inclined to be motivated to visit (69%
vs. NE: 65%).

* The NL campaign performed very well across presented attributes with two-thirds (66%) agreeing the ads make them want to find out more about NL, while similar portions agree the ads
include things of interest to them (67%) or makes them want to visit NL (64%). Six in ten (61%) agree the ad tells them you can do and see things in NL that you can’t do elsewhere. (Tables 35—

37:NL)
Newfoundland & Labrador Ad Evaluation el Wﬁ'&
,  Labrador R
"
Appealing (Extremely/Very) Yes, motivates to traval Strongly Agree = Somewhat Agree = Neither agree nor disagree ' Somewhat disagree M Strongly disagree Explorers . S
1 Agree wanted
Make me want to find out more about 33% 34% 21% 9% 66%*
[Newfoundland & Labrador] 2 B Areyouin? —>
The ads include things that are of interest to me 32% 35% 17% 9% 67%
76% |
[NL AD ONLY] Make me want to visit o o o i
67% Newfoundland & Labrador = 23X 2% B 6%
[NL AD ONLY] Tell me you can do and see things asch cn O i
in Newfoundland & Labrador that you can’t 27% 35% 25% 9% 61%*
elsewhere
0% 20% 40% 60% 80% 100%
Q.35: Please indicate how appealing the ads make [NEWFOUNDLAND & LABRADOR] as a place to visit on vacation. (n=2,402)| Q.36: Do these ads motivate you to want to travel to [NEWFOUNDLAND & LABRADOR] in the future? (n=2,402) ACFOSS assessed attri bUteS
| Q.37: To what extent do you agree or disagree with each of the following statements about the ads for NEWFOUNDLAND & LABRADOR]? (n=2,402) *Due to rounding. resu |t$ were genera | |y

consistent across US markets.
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ANB Ad Evaluation: Nova Scotia

The NS ads are largely considered appealing and motivating, showcasing the proximity of the ocean and NS’ place as Canada’s essential seacoast destination.

* Seveninten (71%) US travellers found the NS ads to be appealing, with three in ten (29%) deeming them to be extremely appealing. Once again, across regions, those living in New
England are marginally more likely than those living in the Mid-Atlantic to find the NS ads appealing (73% vs. 69%).

* Nearly two-thirds (64%) of US travellers felt these ads would motivate them to travel to NS in the future, with results consistent between US markets.

* The NS campaign performed very well across presented attributes with three-quarters (74%) expressing some level of agreement that the ads show that, in NS, you’ll never be far from the
ocean or its influence while slightly fewer (68%) agree the ads show that NS is Canada’s essential seacoast destination. At the same time, nearly two-thirds (63%) agree the ads make them
want to find out more about NS, while a similar portion agree the ads include things that are of interest to them. (Tables 35-37: NS)

Nova Scotia Ad Evaluation

" Nova Scotia, Canada | E...

Appealing (Extremely/Very) Yes, motivates to traval Strongly Agree = Somewhat Agree ~ Neither agree nor disagree " Somewhat disagree M Strongly disagree

Agree YOUR ANTIDOTE
TO ORDINARY

[NS AD ONLY] Show that, in Nova Scotia, you'll

£ 74%
never be far from the ocean or its influence E

37% 37% 17% 5

=

[NS AD ONLY] Show that Nova Scotia is Canada’s

. - 33% 35% 21% 7% 68%
essential seacoast destination
T k find bout [

Make me want to find out more about [Nova

Seotla] 29% 34% 22% 9%% 63% Across the attributes assessed, those living in New

S England generally offer slightly more positive
The ads include things that are of interest to me 26% 37% 19% 10% 64%* ass.essments .compared to those I|V|ng in the Mid-
Atlantic. That said, the ads perform equally with regards
i - o o . to encouraging travellers to find out more about the
(] (] 0 (] 0 (]

Q.35: Please indicate how appealing the ads make [NOVA SCOTIA] as a place to visit on vacation. (n=2,402)| Q.36: Do these ads motivate you to want to travel to [NOVA SCOTIA] in the future? (n=2,402) | Q.37: To what extent do you agree prOVInce'

or disagree with each of the following statements about the ads for [NOVA SCOTIA]? (n=2,402) Note: Mentions of 4% or less are represented by a bar. *Due to rounding.
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ANB Ad Evaluation: Prince Edward Island

The PEI ads hold wide appeal and are considered motivating, and generally leaves the impression you’ll feel lighter when visiting.

More than three-quarters (77%) of US travellers found the PEl ads to be appealing, with one-third (34%) deeming them to be extremely appealing. At the same time, two-thirds (67%) felt
these ads would motivate them to travel to PEl in the future. Of note, results on these two factors are consistent across both the Mid-Atlantic and New England markets.

* The PEI campaign performed very well across presented attributes with most agreeing the ads tell them that whenever you visit, you’ll feel lighter, tells viewers to come find your island,

includes things of interest to them, and makes them want to find out more about PEI. Indeed, at least two-thirds of US travellers offered some level of agreement on each of the
statements. (Tables 35—37: PEI)

Prince Edward Island Ad Evaluation

N PE Video
Appealing (Extremely/Very) Yes, motivates to traval Strongly Agree = Somewhat Agree = Neither agree nor disagree " Somewhat disagree M Strongly disagree
Agree
PEI AD ONLY] Tell me whenever visit, you'll
[ ] Tell me whenever you f;exl “y;hter 245 e 23% G%I -
[PEI AD ONLY] Tell me to come find your island 32% 35% 23% G%I 66%*
77%
67% The ads include things that are of interest to me 30% 40% 17% 8% 70%
Across the attributes
Make me want to find out more about [Prince assessed, results were
o ' > d[I I' a 30% 37% 20% 9% 67% r TS
wand Isiam = = generally consistent across
0% 20%  40%  60%  80%  100% Trincga = US markets.
Ed 07 i

way
Q.35: Please indicate how appealing the ads make [PRINCE EDWARD ISLAND] as a place to visit on vacation. (n=2,402)| Q.36: Do these ads motivate you to want to travel to [PRINCE EDWARD ISLAND] in the future? (n=2,402) | Q.37: To

what extent do you agree or disagree with each of the following statements about the ads for [PRINCE EDWARD ISLAND]? (n=2,402) Note: Mentions of 4% or less are represented by a bar. *Due to rounding.

= foland
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ANB | ikelihood to Consider Atlantic Canada After Seeing Ads

Overall, ad exposure positively impacts likelihood to visit Atlantic Canada.

In order to gauge the potential impact these ads would have on influencing travellers’ propensity to visit each Atlantic Canada province, after all ads were assessed, US travellers were
once again asked their likelihood of taking a pleasure trip to each province in the next two years.

* Results show that the ads positively impact travellers’ intentions of taking a pleasure trip to each Atlantic Canada province. Indeed, between more than one-third and one-half of US
travellers indicate they definitely or probably will visit in the next two-years, with results generally consistent across the two markets.

* In both markets, those under 55 years of age, those with children living in the home, and those who have visited Atlantic Canada in the past are more likely than their respective
counterparts to express some likelihood of taking a pleasure trip to each Atlantic Canada province. Moreover, men are more likely than women to indicate intention to take a trip to
New Brunswick (43% vs. 35%) and Newfoundland and Labrador (49% vs. 41%). (Tables 38a-d)

Likelihood of Travelling to Each Province in the Next 2 Years After Seeing Ads

Mid-Atlantic (n=1,200) New England (n=1,202)
Definitely will Probably will Might or might not Probably will not Definitely will not
% Who Will % Who Will
Visit Post Ad Visit Post Ad

39% 22% 17% NB 14% 23% 34% 19% 37%

43%
47%

28% 19% NS 20% 30% 29% 13% 50%

H 16% 32%
46%* H 15% 28% 26% 21% NL 16% 27% 32% 15%
H 13% 29%

48%

51% H 13% 26% 27% 24% PEI 20% 28% 30% 13%

100% 80% 60% 40% 20% 0% 0% 20% 40% 60% 80% 100%
% Q.38a-d: Now that you have seen ads for the regions’ sights and activities, how likely are you to take a pleasure trip to the following destinations in the next 2 years or so? *Due to rounding.
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ANI Likelihood to Consider Atlantic Canada After Seeing Ads - continued

Likelihood to visit at least one Atlantic Canada province went up slightly following ad exposure.

In order to further assess the impact exposure to the campaigns had on likelihood of travelling to the Atlantic Canada region over the next two years, the number of Atlantic Canada provinces
travellers reported they would definitely or probably visit in the next two years was again calculated.

* Qverall, results suggest that exposure to the campaigns had an incremental impact on travel intentions, with the proportion of travellers expressing some likelihood of visiting at least one
Atlantic province over the next two years increasing from 63 percent to 68 percent. In addition, after seeing the ads for all four provinces, one-quarter (24%; up 5 points from pre-ad
exposure) expressed some level of intention in visiting all four Atlantic Canada provinces.

* Interestingly, while residents of New England were slightly more likely than those living in the Mid-Atlantic to express likelihood to visit pre-ad exposure, after seeing all the ads, likelihood to
visit at least one Atlantic Canada province in the near future was consistent across both regions (New England: 67% vs. Mid-Atlantic: 68%). (Table 38a-d combined)

Likely to Visit Atlantic Canada

% Definitely/Probably Would Take a Pleasure Trip Post Ads

o ‘e None 32%

L
Y LS

.
LT

Likely to go to 1 Atlantic province 14%

v

L 3

*
....ll-“‘
68%

After seeing the Likely to go to 2 Atlantic provinces 18%
ads for all four N of US travellers report some likelihood to travel
Atlantic Canada to at least one Atlantic Canada province in the
provinces.... next two years (vs.63% who expressed some Likelyto gestoSbtlantinproninges 12%
likelihood to consider travelling to at least one
Atlantic Canada province, pre—ad). Likely to go to all 4 Atlantic provinces 24%
0% 20% 40% 60%

Q.38a-d [COMBINED]: Now that you have seen ads for the regions’ sights and activities, how likely are you to take a
pleasure trip to the following destinations in the next 2 years or so? New Brunswick, Newfoundland & Labrador, Nova

Scotia, and Prince Edward Island. Number of Atlantic Provinces definitely or probably (n=2,402)
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AN Motivating Factors to Visit: New Brunswick

A wide-variety of factors are considered motivators for visiting Atlantic Canada.

Finally, after each provincial campaign was tested, US travellers were also asked whether specific
attributes of each province would be a main reason for them to visit, a secondary reason, or

Motivating Factors to Visit NB

would not motivate them to visit the province. Main reason Secondary reason Would not motivate to visit
) Motivates
New Brunswick Relaxing at the beach ‘ 53% 32% 15% 85%
 Overall, relaxing at the beach (53%) and dining on fresh, locally caught seafood (53%) hold the Dining on fresh, locally caught seafood \ 53% 29% 18% 82%
greatest draw for US travellers in visiting New Brunswick, with more than one-half considering Expetiehcing authentlc culture and herltage ‘ 48% 39% 13%  87%
these to be a main reason for visiting the province, while slightly fewer consider experiencing
. . o, . i i i 9% *
authentic culture and heritage (48%) as a main reason for visiting. Swimmingin the ocean ‘ B8% s 2% 16%
. ' o | ' Visiting micro-breweries, Winj;:;ﬁ;i::: ‘ 33% 38% 29% 71%
* Other factors considered to be main reasons for visiting New Brunswick mentioned by
Hiking and biking coastal trails ‘ 32% 36% 31% 69%*

approximately one-third of US travellers or more include swimming in the ocean (38%), visiting
micro-breweries/wineries/distilleries (33%), hiking and biking coastal trails (32%) and canoeing Canoeing and kayaking on rivers and lakes ‘ 31% 38% 30% 70%*
and kayaking on rivers and lakes (31%).

Camping and RV’ing ‘ 23% 33% 45% 55%*
* Overall, factors motivating visitation are generally consistent across markets. Those living in the Saliion fishing ‘ 15 30% 49% 519%
Mid-Atlantic are notably more likely than those living in New England to be motivated by ‘
- . . . . . . Hunting  [13% 19% 68% 32%
salmon fishing (57% vs. 44%) and hunting (38% vs. 27%). At the same time, US travellers under .
the age of 55 and those with children living in the household are more likely to identify many of 0% 20% 40% 60% 80%  100%
the factors assessed as bEing motivators for encouraging visitation to New Brunswick. (Tables Q.39a-j: Below is a selection of things to see and do in New Brunswick. What impact, if any, would each of the following factors have

in motivating you to visit this province? (n=2,402) *Due to rounding.

39a-j)
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AN

Newfoundland & Labrador

Having the opportunity to relax and unwind in uncrowded open spaces (54%), visiting charming
coastal towns and fishing villages (54%), watching whales/puffins/marine life from land and boat
tour (53%), and enjoying unique culinary experiences (53%) hold the greatest draw for US
travellers in visiting Newfoundland & Labrador, with more than one-half considering each of
the factors to being main reasons for visiting the province. At the same time, all other factors
assessed are considered main factors for visiting Newfoundland & Labrador by at least one-

third of US travellers or more.

Overall, factors motivating visitation are generally consistent across markets and demographics.

Those under the age of 55 are more likely to consider experiencing great hiking and trailing
walking opportunities (18-34: 81% and 35-54: 78% vs. 55-75: 58%) as a main or secondary
factor to visit the province. Younger travellers are also slightly more likely to report being
motivated by having the opportunity to take in Indigenous experiences (18-34: 83% and 35-54:

82% vs. 55-75: 74%). (Tables 40a-j)
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Motivating Factors to Visit: Newfoundland & Labrador

Motivating Factors to Visit NL

Main reason Secondary reason Would not motivate to visit .
Motivates
Having the opportunity to relax and unwind
BR R 2T 0T 54% 35%  11%  89%
in uncrowded open spaces |
Visiting charming coastal towns and fishing |
g g el 54% 33%  13%  87%
villages
Watching whales, puffins and other marine
. b 53% 33% 14% = 86%
life from land and boat tour
Enjoying unique culinary experiences 53% 33% 13% 87%*
Seeing icebergs from land and boat tour 48% 37% 15% 85%
Visiting a variety of rich historical and cultljlral 44% 1% 15% 85%
sites 4
Meeting warm and authentic locals 37% 46% 17% 83%
Having the opportunity to take in Indlg.enous 36% 45% 20% 80%*
experiences |
Visiting UNESCO World Heritage Sites 36% 41% 23% 77%
Experiencing great hiking and trail walking
P EE e "y 33% 41% 26% 74%
opportunities -
0% 20% 40% 60% 80% 100%

Q.40a-j: Below is a selection of things to see and do in Newfoundland & Labrador. What impact, if any, would each of the following
factors have in motivating you to visit this province? (n=2,402) *Due to rounding.



AN Motivating Factors to Visit: Nova Scotia

Nova Scotia Motivating Factors to Visit NS

* Overall, coastal sightseeing (including lighthouses, beaches and trails) (63%), visiting charming Main reason Secondary reason Would not motivate to visit st
towns and seaside communities (55%), award-winning restaurants that feature the very best Coastal sightseeing including lighthouses, J p— —
local products (52%), seeing whales in their natural habitat (51%), and fresh local seafood beaches and trails
(including lobster, oysters and scallops) (50%) are key drivers, with at least one-half of US Visiting charming townsc(a):‘ndnfjsftiii‘: 55% 35% 10% = 90%
travellers or more considering these to be a main reason for visiting the province. All other Award-winning restaurants that feature the 529 36% Bl | &

factors assessed are considered main factors for visiting Nova Scotia by at least one-third of US verylhest lacal products

Fresh local seafood, including lobster, oysters

- e , . 50% 31% 19% 81%
* Overall, factors motivating visitation are generally consistent across markets and demographics, and scallops
with minor variations noted. US travellers under the age of 55 are more likely than their older Exploring natural historic sites 46% 40% 15%  85%*
counterparts to consider experiencing African, Acadian, British and Indigenous cultures as a main Exploring one of the world’s longest | - - — i
. 0 (] (] o
or secondary reason for visiting Nova Scotia (18-34: 80% and 35-54: 81% vs. 55-75: 68%). boardwalks on the Halifax Waterfront
(Tables 41a-j) Witnessing the world’s highest tides 37% 41% 22% 78%
Visiting award-winning Iocalwineriesthat ] 379% 36% 27% 73%
offer tours and sampling
Experiencing African, Aca.dian, British and 34% 43% 23% 77%
Indigenous cultures
0% 20%  40%  60% 80%  100%

Q.41a-j: Below is a selection of things to see and do in Nova Scotia. What impact, if any, would each of the following factors have in
motivating you to visit this province? (n=2,402) *Due to rounding.
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AN

Prince Edward Island

 Coastal scenery (rolling hills, red cliffs, ocean views) and beaches holds the greatest allure for US
travellers visiting PEI, with more than one-half (60% and 54%, respectively) citing these to be a
main motivator for visiting the Island.

Other factors considered to be main reasons for visiting PEl mentioned by approximately one-
third of US travellers or more include experiencing Canada’s Food Island (43%), experiencing
visual and performing arts (36%), experiencing Indigenous/Acadian/Celtic cultures (35%),
wellness activities (35%), and water activities (33%).

Across markets, those living in the Mid-Atlantic are notably more likely than those living in New
England to be motivated by golfing (43% vs. 31%). Motivating factors also vary somewhat
across demographics. In particular, those under the age of 55 and those with children living in
the household are more likely to identify many of the factors assessed as being motivators for
encouraging visitation to PEI. Further, as may be expected, men and those with higher annual
household incomes are more likely than their respective counterparts to identify golfing as a
factor that would encourage them to visit the Island. (Tables 42a-j)
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Motivating Factors to Visit: Prince Edward Island

Motivating Factors to Visit PEI

Main reason

Coastal scenery (rolling hills, red cliffs, ocean I

views)

Beaches
Experiencing Canada’s Food Island

Experiencing visual and performing arts

Experiencing Indigenous, Acadian and Celtic
cultures

Wellness activities

Water activities

Island Walk: 700km trail that runs the entire
perimeter of the Island. Canada’s Camino.

Anne of Green Gables

Golfing

Secondary reason

Would not motivate to visit

60%

54%

43%

36%

35%

35%

33%

30%

26%

14%

23%

30% 10%

33% 13%

37% 20%
41% 23%
43% 22%
41% 24%
38% 29%
38% 32%
40% 34%
63%

0%

20%

40% 60% 80% 100%

Motivates

90%

87%

80%

77%

78%

76%

71%

68%

66%

37%

Q.42a-j: Below is a selection of things to see and do in Prince Edward Island. What impact, if any, would each of the following factors

have in motivating you to visit this province? (n=2,402)



Respondent Profile

The following outlines the demographic and regional breakdown of respondents.




AN Respondent Profile

The following provides a profile of survey respondents (n=2,402).

‘Maine, 3% .
Age Household Composition
a Gender Vermont, 2% ‘New Hampshire, 59 29% Live with a spouse/partner, with children still living at home
28% 21% Live alone
New York, 25% 35%
38% 20% Live with a spouse/partner, but do not have any children

62% Woman Massachusetts, 24%

36% Man
1% Non-binary Pennsylvania, 15%

49

Congecticus, 1* Rhode Island, 3%
(-

; 11% Live with spouse/partner, with children no longer living at
New Jersey, 10% home
18-34 35-54 55-75 4% Single parent with children living at home

f 12% Live with another adult(s) other than spouse

1% Prefer not to say

3% Some other living arrangement

Education %s; Employment Status Household Income in Last Year Children in Household
Among Those With Children Living at Home
16% High school graduate 57% Yes, full-time job (n=797)
3% Trade school graduate 13% Yes, part-time LT. $75,000 48%
18% Some college/university 8% Not currently employed 329
31% College graduate 4% Student $75,000-$149,999 33% 61% 40% .
10% University graduate 15% Retired : Have children |'|15W3_elc7h“dre" i
ears
21% Post-graduate work or degree 1% Other ﬁo $150,000+ 14% under 12 olg 18 years old
1% Prefer not to say 1% Prefer not to say
Prefer not to say 4%
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every insight tells a story.
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