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Economic Outlook

Recovery expected in late 2002,
early 2003

Canada

All economic outlook information provided here is based on forecasted data from DRI-
WEFA, an economic forecasting firm.

DRI-WEFA has readjusted all economic forecast data in the
aftermath of the September 11 events in New York City and
Washington, DC. Due to the fact that exports to the USA comprise
37% of Canada’s GDP, as the U.S. economy dips, so does the
Canadian economy. DRI-WEFA projects that overall economic
growth will be 1.7% over 2000, not 2.4% as originally expected
prior to the attacks. 2002 is expected to be a bit better, with a 2.0%
growth in the overall economy. Economic recovery is not
anticipated until late 2002 and 2003.

The Canadian Short Term Economic Forecast

2000 2001 2002
Real Gross Domestic Product 4.4 1.7 2.0
Consumer Price Index 2.7 2.9 1.7
Unemployment Rate 6.8 7.0 71
Short-term Interest Rates 55 4.0 3.5
Exchange Rates (U.S./Can) 67.3 65.6 67.6
Source: DRI-WEFA, Inc., The Canadian Forecast Summary,
September 2001
Ontario

The Ontario Ministry of Finance, Economic Outlook and Fiscal
Review (based on private sector survey averages) anticipates slow
economic growth in 2001 and 2002.

The table below provides economic indicators from the Ministry
of Finance and The Conference Board of Canada.

Key Economic Indicators
Ontario, Annual Change Forecast 2001 and 2002

2001 2002
Real Gross Domestic Product’ 1.1 1.3
Real Disposable Income” 1.6 1.8
Unemployment Rate’ 6.3 7.1
Consumer Price Index’ 3.3 2.0

' Ontario Ministry of Finance, Economic Outlook and Fiscal Review
2 “Travel Markets Outlook 2002 SPECIAL EDITION”, The
Conference Board of Canada, Statistics Canada



Consumer Confidence
Down, but Ontarians
Optimistic

The Conference Board’s U.S. consumer sentiment
index fell by 17 percentage points in September

and decreased further by 11.9% in October (the
lowest rate since Feb. ‘94).

Canada’s consumer confidence fell by 6.7% in
September and by a further 8.1% in October,
however levels are still above those during the
recession in the early ‘90s.

According to weekly surveys entitled The Public
Security Monitor conducted by EKOS Research
Associates over several weeks following
September 11 (see www.ekos.com for more
information), the majority of Ontarians feel secure
in their jobs and about the economy in general. The
majority of people are not putting off major
expenditures, feel that their financial situations will
be unchanged one year from now, but that their
financial situation will be the same or better five
years from now.

The Public Security Monitor also questions Ontario
residents about the state of air travel in Canada.
Concerns about air travel have shifted slightly
between the periods of Nov. 19 to 21 and Nov. 26
to 28. When asked, “What concerns you most
about the current state of air travel in Canada?”
Ontarians were more concerned about safety and
security earlier in November than later in the
month (54% vs. 48%). This could be due to the
accidental plane crash on November 12 in Queens,
NY. Ontarians are also concerned about
competition, access and price in air travel, which
became more important at the end of the month
(31% vs. 35%).

Travel Intentions
Domestic travel to remain
strong

Canada

An October Ipsos-Reid survey commissioned by the
Canadian Tourism Commission (CTC) found that of
the 14% of Canadian travellers who cancelled or

postponed their travel plans due to the terrorist
attacks in the U.S., nearly 50% intended to travel to
the U.S., 23% to Canadian destinations and 27% to
other international destinations. A follow-up study
in November found that 59% of Canadians would
take trips closer to home and 66% would rather
drive than fly.

The Canadian Tourism Research Institute’s follow-
up survey on Canadian winter travel intentions,
conducted one month after the attacks, found that
38% of Canadians are planning to take a winter
vacation trip (Nov. 2001 to Apr. 2002). Of the 38%
of Canadians planning to travel, approximately
51% or 4.4 million winter person trips will take
place in Canada, representing an estimated $345
million in revenue.

Of Canadians not planning to take a winter trip,
10% cancelled their travel plans due to the terrorist
attacks in the U.S. This represents approximately
0.2 million cancelled trips for Canada. An
estimated 0.9 million trips were redistributed to
Canada by travellers who were influenced by the
attacks to choose Canada as a destination.

USA

Ipsos-Reid also conducted a travel survey in the
U.S. Study findings indicate that of the 16% of
travellers who cancelled or postponed trips due to
September 11, 88% were trips to U.S. destinations,
7% were to Canada and 28% were to other
international destinations.

The CTC also commissioned DK Shifflet and
Associates (U.S. research firm) to monitor the
recovery of the U.S. tourism market. The firm
conducts surveys in the U.S. on a weekly basis. The
latest results (Nov. 6 to 8) found that 62% of leisure
travellers do not expect to change their travel plans
for the next six months and 33% of leisure
travellers would consider travelling to Canada in
the next six months. Business travel is expected to
decline with only 42% of business




Special Topics

The impact of the September 11 events on Ontario’s tourism

The events of September 11 sent shock waves throughout the world. Impacts have been felt in all industries
and, in particular, the tourism industry. The purpose of this issue is to provide you — Ontario’s tourism industry
— with reliable data on the impact of the attacks within the province.

International Visitors

Based on an analysis of border crossings, it is estimated that 971,000 international visits were lost in September
2001 and 900,000 international visits in October 2001, resulting in a loss of approximately $447.6 million in
visitor spending in Ontario. September accounted for 62% of the total spending loss.

In September 2001, the U.S. market was the hardest hit with a loss of approximately 899,000 visits and $198.8
million in spending. Loss in the overseas market represents approximately 73,000 visits and $80.5 million in
visitor spending.

In October 2001, visitation from the U.S. and overseas markets remained down. Approximately 846,000 U.S.
visits and $113.9 million in visitor spending were lost. Lost visits from the overseas market reached
approximately 54,000 in October, representing nearly $54.6 million in lost spending in the province.

The reduction in employment in the province due to the decline in international tourism amounted to 3,659 jobs
lost in tourism-related sectors in September. In October a further 2,165 jobs were lost in tourism sectors in the
province.

These sectors include Passenger Transportation Services, Accommodation Services, Food and Beverage
Services, selected Retail Trade, Amusement and Recreation Services, Automotive Rental and Leasing Services,
Retail and Travel Arrangement and Reservation Services. The following table outlines lost tourism jobs by
sector.

Employment Impacts Attributable to the Loss of International Visitors

Percent of Jobs Lost in September and October 2001

Sector September October
Accommodation 26.6% 18.2%
Restaurant 24.4% 26.3%
Recreation 21.6% 25.5%
Public Transportation 14.5% 15.5%
Private Transportation 2.8% 2.6%
Retail 5.7% 7.2%
Travel Agent 4.4% 4.9%

Source: MTCR Economic Impact Model




Fall Statistics

Ontario Travel Information
Centres: Total visitation
improved in December

e Total visitation to Ontario Travel Information
Centres remained down 17% over October 2000.

e Total visitation continued to stay down in
November at approximately 16% lower than last
year.

e Visitation improved during the first week of
December by 1.5% over the same period in 2000.
Visitation continued to improve during the second
week of December with an increase of 6.9% over
the same period in 2000.

Total Visitation to Ontario Travel

Information Centres

Time period % change*
September 11 — 30, 2001 -31.0%
October 2001 -17.2%
November 2001 -15.6%
December 3 — 9, 2001 1.5%
December 10 — 16, 2001 6.9%

*percent change 2001 over 2000
Source: Ministry of Tourism, Culture and Recreation

1-800 ONTARIO: Inquiries
down until final week of

December
e Total inquiries to 1-800-ONTARIO increased

overall in September, a result of a direct marketing
campaign by the Ontario Tourism Marketing
Partnership Corporation (OTMPC).

e Inquiries increased during the first week of
October, which accounts for the Thanksgiving long
weekend in Canada and the Columbus Day long
weekend in the U.S., which was a week later in
2000, and resulted in an overall increase of 3.1%

¢ Total inquiries in November decreased 8.5%.

e Inquiries during the first week of December (2 to
8) were down 34% over the same period in 2000,
and during the week of December 9 to 15 inquiries
were down by 46% over the same period in 2000.
Inquiries continued to stay down during the third
week of December (16 to 22) by 25%, but
increased by 59% during the final week of
December (23 to 29) over the same period in 2000.

Attractions: Attendance
improved in October

Attendance at attractions in Toronto, Ottawa,
Niagara and Essex increased by 4.5% in August
and by 2.4% between September 1 to 10, over the
same periods last year. Attendance decreased by
25.8% during the remainder of September
following the terrorist attacks in the U.S.
Attendance in October was expected to decrease by
4.0% over October 2000.

Attractions in areas surveyed found that the
independent leisure market was the hardest hit with
a loss of 57.6%. Many attractions (42%) felt the
decline in attendance was entirely due to
September 11.

Revenue loss due to the decrease in attendance
totaled $8.4 million and cancelled events reached
$10.2 million. Overall revenue loss at attractions in
Toronto, Ottawa, Niagara and Essex reached $18.6
million.

To download a copy of the full attractions report,
please visit www.tourism.gov.on.ca.

Type of Lost Business at Ontario Attractions

Other
15%

Group Tour
27%

Independent
Leisure
58%



Fall Statistics

Accommodations: Situation improved in October

Based on the results of the second MTCR-commissioned study by Pannell Kerr Forster (PKF), the sur-
veyed areas in the province lost approximately 590,435 occupied room nights in September and October
2001, which represents approximately $102 million in lost revenue.

The following tables outline the individual findings for the province for actual September and October
2001 results compared to 2000.

Occupancy and Average Daily Rates
September and October 2001

Occupancy Rate % ch* Average Daily Rate % ch*
Market Sept. Oct. Sept. Oct.
2001 2001 Sept. | Oct. 2001 2001 Sept. Oct.
Downtown Toronto 68% 72% | -23% | -10% $168 $170 7% 1%
Toronto Airport 65% 65% | -23% | -14% $112 $115 -5% 1%
GTA West 67% 64% | -19% | -12% $98 $99 -6% -4%
GTA East/North 64% 61% | -24% | -15% $110 $109 -3% -1%
Total GTA 66% 67% | 23% | -12% $133 $135 -6% 0%
Kingston 77% 66% 8% | -10% $106 $91 5% 1%
Other Eastern Ontario 66% 59% | -9% -3% $87 $81 4% 3%
Total Eastern Ontario 70% 62% | -9% -6% $94 $85 4% 2%
Ottawa 72% 76% | -19% -8% $130 $132 4% 3%
London 65% 59% | -12% | -11% $97 $92 2% 1%
Windsor 53% 52% | -21% | -24% $104 $102 -1% -3%
KW/Cambridge/Guelph 72% 66% | -12% -9% $95 $97 6% 10%
Niagara Falls 64% 54% | -25% | -23% $118 $102 2% 5%
Other Niagara Region 64% 61% | -15% 1% $90 376 -1% 2%
Other Southern Ontario 62% 48% -8% -11% $95 $93 -1% 0%
Ontario Resorts 65% 53% | -12% -12% $160 $147 0% 6%
North Bay 72% 63% 0% -6% $89 $87 3% 6%
Sudbury 69% 71% -7% 5% $84 $83 3% 4%
Sault Ste Marie 81% 62% -5% -1% $97 $87 1% 0%
Other Northern Ontario 76% 70% -1% 10% $85 $84 1% 1%

TOTAL ONTARIO
* percent change
Source: Pannell Kerr Forster

To download a copy of the full accommodation report, please visit www.tourism.gov.on.ca.




Fall Statistics

Bookings and Cancellations on Sabre: Bookings improve in
October

Sabre is a global distribution system (GDS) based in Texas that connects more than 59,000 travel agents around
the world, providing content from 450 airlines, 54 car rental companies, eight cruise lines, 33 railroads and 228
tour operators.

The following table outlines realized bookings for Canadian destinations for accommodations, car rentals and
airlines as well as airline travel cancellations for September and October 2001 by Canadian province.

As highlighted in the following table, car rentals saw the largest drop in bookings in Ontario with a decrease of
32.1% over September 2000. Air bookings decreased by 10.6%, while hotel bookings decreased by 9.3% over
September 2000. Air travel cancellations for the month of September increased by 10.6%.

Hotel and car rental bookings increased in October by 9.4% and 30.3%, respectively. Air bookings remained
down (6.7%) and air cancellations increased by 10.3% over October 2000.

Sabre estimates that one room booking represents an average of 2.2 room nights. As such, based on occupancy
rates and available room nights, Sabre’s bookings represent 4.6% of Canada’s occupied rooms (3.9% in
September) and 5.6% of Ontario’s occupied rooms (6.3% in September) in October 2001.! Due to the limited
number of bookings made on Sabre, the data presented here should not by extrapolated to the entire
accommodation sector.

! Source: Available rooms: Provincial departments responsible for tourism; Occupancy rates: Pannell Kerr Forster.

Selected Bookings1 on Sabre
September and October 2001°

Hotel Bookings CBar Rental Air Bookings Air Cancellations®
ookings
Sept Oct Sept Oct Sept Oct Sept Oct
British Columbia -10.0% 25% | -17.6% 9.3 -3.2% -6.4| 13.6% 11.3
Alberta -3.5% 1.9% -9.9% 1.0 -4.4% -9.1 19.6% 5.2
Saskatchewan -11.6% -1.4% -9.9% -0.2| -22.3% -8.8 -4.1% 16.7

Manitoba -2.8% 0.1% -3.3% 58| -15.5% -24.0 1.8% 2.1
Ontario . ’ . . . . . .
Quebec -8.6% 8.4% | -20.7% 30.8| -16.8% -12.5 0.1% -2.8

New Brunswick -4.0% -1.9% -4.8% 12.9 -5.2% -13.3] 11.1% -8.0
Newfoundland -11.1% -6.5% -2.8% 2.1 6.0% 26.1 22.2% 46.8
Nova Scotia -4.5% 2.7% | -12.7% 0.4 -3.1% 94| 17.6% 27.1
Prince Edward Island 23.7% | -12.9%| -29.6% -2.0 -7.4% 0.7] 20.2% 14.5
Northwest Territories -28.6% 54.0% 15.0% 17.9 -1.7% 9.1 9.9% -18.8
Yukon -19.7% | -186% | 13.7% -24.1 20.0% 7.7 32.4% 8.0
Nunavut -39.4%| 22.7% N/A N/A N/A N/A N/A N/A

! Bookings reflect rooms, car rentals or air tickets consumed in September or October.
s Percent change over same period 2000

Air cancellations reflect tickets booked for September or October, but cancelled and not consumed.
Source: Sabre Inc.



Fall Statistics

Border Crossings

Data provided by Statistics Canada on border crossings into Ontario confirm the negative impact of the
September 11 terrorist attacks in New York and Washington. Overall international border crossings were
down 29% in September 2001 over September 2000 and down by 32.6% in October 2001 over 2000.

Despite the downturn overall international overnight border crossings were up 1.8% during the January to

October 2001 period over the same period last year.

International Border Crossings into Ontario

September and October 2001 and Year-to-Date (Oct.) 2001

Percent Change over 2000

January —
Segtg{;qber Ozc;t)c:)tzer October
Year-to-Date

Total U.S. -28.7% -32.5% -2.0%
Total Overseas -32.4% -34.0% -9.3%
Total International -29.0% -32.6% -2.4%
Overnight U.S. -20.1% -12.3% 4.1%
Overnight Overseas -32.0% -30.8% -8.3%
Overnight International -22.8% -16.4% 1.8%
Source: Statistics Canada

A Snapshot of Ontario Tourism

Overall, 6% of visitors to Ontario (7% of o
U.S. visitors, 88% of overseas visitors and
3% of domestic visitors) travel by airplane.

Visitors from the U.S. account for 28% of
the total visitation in Ontario. New Yorkers
account for 28% of U.S. visitors to Ontario;
other border states account for 57% and non-
border states account for 15%.

Over 14% of U.S. visitors and 12% of do-
mestic visitors to Ontario live more than 320
kms away from their destination within the
province.

The total number of visitors to Ontario decreased by
1.7% in 2000 over 1999 figures, according to the
preliminary domestic figures and final international
statistics. (Source: International data - Statistics
Canada, Domestic data — MTCR Forecasting
Model) Meanwhile, tourism expenditures (both
international and domestic) in the province in-
creased by 7.9% over the same period.

The international statistics showed that U.S. visitors
to Ontario in 2000 decreased by 3.2%, while over-
night U.S. visitors to Ontario in 2000 decreased by
2.9% over 1999. The overseas visitors to Ontario
increased by 6.7%, while overnight overseas visi-
tors to Ontario increased 4.8% over 1999. (Statistics
Canada).



What’s New in Research?

Useful Web-sites

Ontario Ministry of Tourism, Culture and
Recreation - http://www.tourism.gov.on.ca

Ontario Tourism Marketing Partnership — http://
www.tourismpartners.com

Canadian Tourism Commission - http://
www.canadatourism.com

Statistics Canada - http://www.statcan.ca

TTRA Canada - http://www.tourism-montreal.org/
ttra/e/index.htm

TTRA International — http://www.ttra.com

Tourism Research Links — http://
www.waksberg.com

Tourism Research Exchange - http://
www.trex.uwaterloo.ca

World Tourism Organization — http://www.world-
tourism.org

US Department of Commerce, Tourism Industries
- http://tinet.ita.doc.gov/

New Publications and
Studies

¢ A study of the impact of the events of
September 11 on our attractions and
accommodation sectors was commissioned by
MTCR and can be found at http://
www.tourism.gov.on.ca/english/research/
development.asp

e All 1999 travel market reports are now
available on-line for download at http://

www.tourism.gov.on.ca/english/research/
surveys.asp

The U.S. Travel Market 2000 and the Overseas
Travel Market 2000 (including complete data
tables) are available for download at http://
www.tourism.gov.on.ca/english/research/
surveys.asp

The Premier Ranked Tourist Destinations: An
evaluation framework and its testing in the
South Georgian Bay Region study has been
completed. This report is available for download
from our Web-site at http://
www.tourism.gov.on.ca/english/about/
investment.asp. The Ontario Wine and Culinary
Strategy is also available on our Web-site under
“What’s New”. For more information on either
report contact Wendy Koh from the Ministry’s
Investment and Development Office (IDO) at
wendy.koh@omt.gov.on.ca
PricewaterhouseCoopers has been contracted by
MTCR to update the Ministry’s Tourism
Establishments and Stakeholders database. The
database will be used to support marketing
partnerships with the industry as well as assist in
future tourism product research and policy
impact analysis. For more information, please
contact Jackie Ma at (416) 325-1848 or via
email at jackie.ma@omt.gov.on.ca

Ten “Travel Activities and Motivations Survey”
(TAMS) reports are available on the Ministry’s
Web-site at no charge. These are: Culture and
Entertainment, Casino Gambling, Agri-tourism,
Golf Tourism, Sports Tourism, Wine and
Cuisine, Downhill and Snowboarding,
Horticulture Tourism, Aboriginal Tourism, and
Overview. In early 2002, the following TAMS
reports will be added to our Web-site: Touring
Segmentation, Outdoor Experiences
Segmentation, Health Spa Visitors, Learning
Experiences Profile, Youth/Family/Mature/
Seniors Profile, and Emerging Vacation
Interests.



