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"BE THE ANSWER" CANADA'S REAL ADVANTAGE |
IN THE WORLD OF Al

« ETRE LA REPONSE » : LE REEL AVANTAGE DU
CANADA DANS LE MONDE DE
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Winnipeg Manitoba






Crystal Crescent Beach Provincial Park
Nova Scotia |
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~ Tadoussac
Quebec
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Iceberg Alley / Couloir des icebergs A e
Newfoundland and Labrador / Terre-Neuve-et-Labrader g i
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" COMPETITIVE ADVANTAC

Cape Breton Island f
Jova Scotia / Nouvelle-Ecosse
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Niagara Falls / Chutes du Niagara Ontario
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British Columbia / Colombie-Britannique

Tofino
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Wilderness North / Désert du Nord Ontario
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Al IS RADICALLY CHANGING THE TRAVELLER PATH TO PURCHASE
A CHANGE RADI CALEMENT LE CHEMI NEMENT DE

L O |

Al in Travel: Growing Use and High Satisfaction Among
Travelers

of travelers were satisfied
with the results from

Al travel planning tools,
with 48% very satisfied
and 35% moderately
satisfied

des voyageurs étaient
satisfaits des résultats des
outils de planification des

vovages d®étdno | A
83 v a9

LOI A pour |:esAuvgonyeangteast i on de | Oout

satisfaction élevée des voyageurs

Source: Skift Research U.S. Travel Trends Q3 2024: Insights into Adventure Travel. N = 969

*

tres satisfaits et 35 %
modérément satisfaits)
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Tombstone National Park / Parc territorial Tombstone
Yukon
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Niagara Ontario
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YOUR NEXT GUEST IS AN ALGORITHM
VOTRE PROCHAIN INVITE EST UN ALGORITHME

B2C 2 B2B B2Bot
Business to Business Business to Algorithm

Business to Consumer

Consommateurs Entreprises Robots
| 6al gorit

Marketing interentreprises Mar keti ng pour

Marketing pour le consommateur
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SANADA

Stewart-Cassiar Highway / Route Stewart-Cassiar
British Columbia / Colombie-Britannique

* DESTINATION

CANADA




W, * DESTINATION

CANADA



CANADIAN TOURISM DATA
COLLECTNVE

K CANADA



WHAT WE BUILT TOGETHER
CE QUE NOUS AVONS BATI ENSEMBLE

DATA COLLECTIVE

CANADIAN TOURISM DATA
EN/FR @ Portnerlogin 4
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Collaborative insights to power
Canadian tourism

Welcome to the Canadian Tourism Data Collective. An accessible, centralized, national platform that integrates Al-

powered products to answer the tourism sector's most critical questions.

The Data Collective empowers tourism policy advisors, industry leadership, business owners, marketers, researchers

and analysts, investors, and media to drive sustainable growth and set a global benchmark for innovation and

leadership in data-driven tourism intelligence.
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Awards 2025 Data IQ Awards Winner: Transformation with Data and Al
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