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Our Mandate

Sustain a vibrant and profitable
Canadian tourism industry

Market Canada as a desirable tourist destination

Support a cooperative relationship between the
private sector and the governments of
Canada, the provinces, and the territories with
respect to Canadian tourism

vovdJ

Provide information about Canadian tourism to
the private sector and to the governments of
Canada, the provinces, and the territories

Tatshenshini-Alsek Provincial Park, British Columbia




What is Destination Canada’s Role?
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National-level leader

Convener
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Supporter/Connector
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Resource Provider
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Marketer
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TOURISM BRINGS STRONG
EXPORTS FAST RETURNS
ACROSS CANADA

Impact: In 2024, tourism contributed $130B
in revenue to the Canadian economy.

« That's over $350M per day.

« Reach: 265,800 businesses in 5,000
communities.

 Jobs:1in 10 jobs in Canada relies on tourism.

« Trade: Over $31B in revenue is from
international visitors making tourism Canada's
second-largest service export. A critical
source of new money entering our economy.

Lake Moraine? Lac Moraine

Alberta




TRAVEL AND TOURISM: AN ECONOMIC ENGINE THAT .d CANADA
REACHES EVERY COAST
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DESTINATION

TOURISM IS A TOP CONTRIBUTOR TO CANADA’S ECONOMY  hud CANADA

Real GDP CAD Billion

2020 m 2024
@

64.4 731 21.2 l 42.7 40.0 45.3 25.2 25.1 !

Oil and gas extraction Tourism Agriculture, forestry, Telecommunications Transportation Mining and quarrying
[211] fishing and hunting [11] [517] equipment manufacturing  (except oil and gas)
[336] [212]




The scale and speed of recent trade shifts
mean that Canada’s economic strategy
must change dramatically.

Canada’s new government is focused on
transforming our economy from one that is
reliant on a single trade partner to one that
is stronger, more diversified, and more
resilient to global shocks.

The Rt. Hon. Mark Carney,
Prime Minister of Canada

November 1, 2025
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Tourism Ecosystem

Communities play a foundational role in the success of the visitor economy.

\ National

Provincial

[a W ) ) ) Local Partners

/ // Industry (Tourism Supply Chain)
Community
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Benefits to Communities
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Enables communities to thrive and to plan tourism aligned
with local values.

Attracts investment, diversifies economies, and enhances
residents' quality of life.

Creates local jobs, builds skills, retains youth in
community and empowers future leaders.

Supports resident, workforce and business attraction and
retention.

Lunenburg

Nova Scotia / Nouvelle-Ecosse
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How We Win

Thought Leadership

Legendary Journeys

Investment Attraction
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Point Pelee National Park / Parc national de la Pointe-Pelée

Ontario
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TER PRACTICES RESEARCH & RESOURCES CONSULTANT CONNECT CERTIFICATIONS CONTAC

POWERED BY DESTINATION CANADA

JESTINATION DEVELOPMENT

KNOWLEUGE HUB Thought Leadership

Driving innovation, enhancing knowledge sharing,
and supporting the practice of destination
development

e to share. You will find case studies, thought provoking pieces, trends and analytics. At Destinatio)
3 2 that Tourism generates wealth and wellbeing for all of Canada and enriches the lives of
out all thanS Canada can be home to world class constellations of thriving destinations aligned with

nent. and the aspirations of highly engaged communities.
Communities come in all shapes and sizes representing all that Canada is and hasto o
importance of the land, which we each call home. We do this to reaffirm our commitmet
improving relationships between nations and to improving our own understanding of lot
their cuitures. From coast to coast to coast, we acknowiedge the territory of the Inuit, M
people who have called this place home for generations beyond measure.

We hope that you find value on the information provided and that you join us on this jour
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2023 Corridors

® Atlantic Canada UNESCO Tourism
Northern Indigenous Lodge
Network

Sustainable Journeys from Praires
to Pacific

2024-2025 Corridors

Cycle Ontario and Quebec

Field to Fork: SK MB Agritourism
Juan de Fuca

Northern Sky
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b CANADA
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Destination Development Toolkits
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What'’s Included?

Clear actions to help your community get started, with real examples from provincial

Step-by-Step Planning Checklist and territorial partners across Canada.

/\,‘
Investment Readiness Tools Guides and templates to assess local capacity and prepare for tourism development.

Details on how to build a plan tailored to your community’s unique needs, values, and
goals.

Information on grants, training programs, and federal/provincial supports.

g
Case Studies from Across Canada Learn what’s possible from communities like yours.




MEASURING SUCCESS EACANADA

Wealth & wellbeing index

Economy measures tourism business growth, innovation, investment, and resilience, as well as the

Economy wealth generated for communities.

Employment studies the overall image, access, and inclusivity of the industry, including the local

Employment supply of skilled workforce and the development of supporting policies.

Enablement reflects a destination’s capacity to host visitors based on its built environment, the

Enablement quality of the infrastructure and the access to public services, and the supporting conditions.

Environment Environment tracks the impact of tourism on the ecosystem and the protection of natural resources.

Engagement Engagement celebrates the local culture and heritage, and Indigenous cultures.

Experience benchmarks a destination’s brand and overall value, as expressed by the quality and

Experience " . )
competitiveness of the visitor experience.
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Wealth and Wellbeing Index Breakdown - Canada, 2022 o DESTINATION
Individual category scores, arranged by their category index

CANADA
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The Canadian Tourism Data Collective

DATA COLLECTIVE

CANADIAN TOURISM DATA
@ PortnerLogin 4%

S,
S+%% COLLECTIVE PRODUCTS ~ RESOURCES  ABOUT  AURORA Al

Industry Intelligence

AWARD-WINNING DATA & INSIGHTS PLATFORM

Collaborative insights to power
Canadian tourism

D i I I I I [
estination Intelligence o o o ot st st o s ks A

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

in d dri tourism

i Traveller Intelligence

Awards 2025 Data IQ Awards Winner: Transformation with Data and Al

20



POWERING COLLECTIVE INTELLIGENCE

A

Connects
Businesses &
Communities




TOURISMSCAPES

AN INTERACTIVE MAPPING TOOL THAT VISUALIZES CANADA’S TOURISM

ECONOMY AT THE COMMUNITY LEVEL.

DATA COLLECTIVE

QWP CANADIAN TOURISM DATA
%S COLLECTIVE
aW

Q1 NeED ANswERS?

PRODUCTS RESOURCES ABouT AURORA Al

Find a Destination
A DEEP DIVE INTO TQURIS RE

Tourlsmgcapes; :

Filter by Destination Size

best match your needs and interest

Large Population Centre
100,000 or more residents

Medium or Small Population Centre
Batwoon 1,000 and 99,999 residents,

Low Population or Rural Area
[t 000

> TourismScapes Large || Medium/Smal Low Pop/Rura

. . 5 = @ Filter by Tourism Prevalence
Use TourismScapes, an interactive mapping tool, to seal

T

Interactive, place-
based insights, from
coast to coast to coast.

and profile a community's tourism sector. These insights
support strategic planning, highlight the value of tourisr

local economies, and enable investors to quickly compai

markets.

PRODUCTS

RESOURCES  ABOUT  AURORA Al

Q NEED ANsWERST

Search and explore tourism destinations across Canada

Get started by using the filters below or simply interact with the map

@ User Guide

8 Data

Advanced Filters

Quick How-To's
Filte .

o, click hare

Showing 5,161 destinations within map area

Destination Size

i
+ Q .
L]
I Toronto
®
!‘{Icnnaal
% L]
Calgary
®
Vancouver
®
Edmonton




TOURISM
BUSINESSES

Tourism Business Mix in the Lunenburg Census

ﬁ Subdivision

Greater diversity in tourism businesses may indicate greater capacity
for hosting visitors.

Total Tourism Businesses
Total Tourism Businesses by Industry Aggregation

Recreation
and

Entertainment

Food and

Beverage

Accommaodations

Transportation

Travel Services

) -

@ Tourism Business Size in the Lunenburg Census
Subdivision

A healthy mix of business sizes can signal both entrepreneurial vitality
and capacity to support larger-scale tourism activity.

Total Small Businesses Total Medium

56

Total Large

Businesses Businesses

0 0

Percent Share of Tourism Businesses by Size

A, Owner-
Operator
(Without

Employees)

B.1-4

Employees

C.5-19
Employees

D. 20-99

Employees

E. 100-499

Employees |

F. 500+

Employees |

I T T T T




TOURISM

Towrism Employment in the Lunenburg Census Subdivision

E M P LOY M E N T A N D rm,....m.z.,w...r. e

Tourism Shara of Total Tozal Tourism Indiganaus Shara of Total Tourksm Immigrant Share of Tatal Taurism
EmployTert Emgloymani Employmant Emplay msant
ACCOMMODATIONS 11.2% 100 0.0% 20.0%

of paopks Ao b in e Cenie Subdrdten

Enablement

= Arcammodation in tha Lunenburg Cansas Subdivision

Apcommpdation, inckiding boon hotels and shomerm renials, refleos 5 destingiion's ability 1o socommodate visitors. Higher cocupancy roes snd elevened room rphes serie 55
indicators of increased demand.,

Short-term Rentals Hotels
Tatal range: 5099 Rental Units Total range: 100:499 Rooms
Ooou pancy Ravanusa psar Boam Hoted Rooms by Seevios Lews
B ate e Iredee
1.4 1.4
fimers the nubonal esrague ey e maticna! svarage
i
AiADNA 224 Sriith Tiwwel Ratssach [STRL Jine D125

Hote: Mumber ol bl rosonc o soimaded beaed on deis prosded by patkcsating sl o 5TR




Asset Map ® User Guide

Explore and export details about destination assets using the map and tabs below. Note: Zoom in to show all assets as certain assets will only show at certain

MA P zoom points.

Businesses

@® Retail

@® Food and Beverage Services
@® Recreation and Entertainment
@® Accommodations

® Transportation

@® Travel Services

@ @ Beverage Manufacturing

o 8 | . .
PY & :@w ) > Parks and Heritage Sites
@ Fe) ® g ‘ * National, Territorial or Provincial Park
® [lll | Historic Site

World Heritage Site

Census Subdivision

D
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What Is
Investment
Attraction?

*

Positioning Canada as a
compelling place for
investors to build the
tourism experiences,

infrastructure, and
services that visitors
need and expect.

DESTINATION

CANADA
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Qu’est-ce que
|'attraction des
Investissements?

* DESTINATION

CANADA

Positionner le Canada
comme une destination de
choix pour les
investisseurs souhaitant
développer les expériences

touristiques, les
infrastructures et les
services dont les visiteurs
ont besoin et qu’ils
s’attendent a trouver.




The Lampl‘ighter Inn /L'Auberge du Lamplighter Prince Edward Island / Tle-du-Prince-Edouard
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Okpik Arctic Village




OUR INVESTMENT INITIATIVES i CANADA

Understand Build Elevate
and Track Investment Canada’s
Investment Readiness and Global Investor

Activity Literacy Presence

30



canada’s first |
village opens «
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THANK YOU

Johanna Griggs
Executive Director, Tourism Development

Griggs.Johanna@destinationcanada.ca
www.destinationcanada.com



mailto:Griggs.Johanna@destinationcanada.ca
http://www.destinationcanada.com/
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