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Global Tourism Trends

Last minute 
booking 

decisions

Multi-
generational 

travel is on the 
rise

ñStaycationsò

Growth of ñvalueò 
vacations

Canada faces 
fierce competition 

from emerging 
destinations

Rise of FIT (fully 
independent 

travel)

Experiential 
vacations (pursuit 

of something 
new)

Group Travel 
slowing down

Business travel 
reduced 

significantly
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Visitor Arrivals To Canada

 Jan ï Sept 
2009 

09/08
% 

US 9,680,034 -5.6 

Mexico 152,110 -31.7 

   

UK 581,932 -18.5 

France 336,575 -3.9 

Germany 258,997 -4.5 

   

Japan 151,768 -30.8 

S Korea 112,612 -27.5 

Australia 164,623 -16.1 

China 127,787 +1.2 

   

India 88,858 -3.7 

Brazil 48,160 -13.7 

 

Source: CTC
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Albertaôs Performance-at-a-Glance

Tourism Monitor 2009 % Change from 2008

Alberta Direct Entries (oooôstrips)

U.S. Residents 538.8 (preliminary) -3.1%

Other Countries 283.1 (preliminary) -14.4%

Air Passengers (oooôs)

Edmonton International Airport 6,100 (preliminary) -5.4%

Calgary International Airport 9,201 (preliminary) -3.8%

Accommodation Indices

Edmonton Occupancy Rate 66% -8.8%

Average Rate $120.46

Calgary Occupancy Rate $66.6% -6.8%

Average Rate $145.31

Alberta Resort Occupancy Rate 54.1% -8.3%

Average Rate $194.56
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Revenue: $5.8B 

Visitors: 23.6M

Travel Alberta Strategy Road Map

2010

Revenue: $6.2B 

Visitors:  25.1M

Customer 

Relevance

Storytelling Program

Brand Strategy and Value Proposition

Consolidate Web Presence

Customer

Database
Brand Promise

& Positioning

Explorer Quotient

(EQ) Segmentation

2013

Employer of 

Choice

Integrate

Cultures

Leadership

Framework Meritocracy Program

Engagement Survey

Top  Employer 

Criteria

Drive Return 

on Investment

Organizational

Excellence

MIM/RIM 

Toolkit

Consolidated 

Web

Platform

Marketing Strategy Unit

5% Cost Efficiencies 

Innovation Fund

Organization 

Structure

Business Unit  

Accountability

Cross Enterprise Process

Improvement

Balanced Scorecard

Decentralized

Budget

Differentiate

Brand

Defend & Grow 

Business

Stakeholder

Engagement

TPR Tourism 

Development 

Investments

Industry Relations 

Program

Travel Alberta AGM SME Partnerships

Competitive intelligence

Database

Match Audience

to Product

Online 

Accommodations 

Booking

Low Yield  Market /OpportunitiesHigh Yield Market /Opportunities

CTC Conversion 

Program
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Travel Albertaôs 2010 Scorecard

Drive ROI Campaign ROI Market Specific*

Cost efficiencies $500K*

Stakeholder 

Engagement
Partner Contribution 1:1  *

Partners participating in learning 

opportunities

2,200 *

Industry Satisfaction 72% *

Defend & Grow 

Business
Potential MC&IT Room Nights 56,000 *

Tourism Revenues $5.8 billion

# of Visits  (same day and overnight) 23.6 million

Customer Relevance Customer Database Growth + 25,000  *

Visits to TravelAlberta.com 5.5 million *

Leads to Industry via TravelAlberta.com 120,000 *

Differentiate the Brand Unpaid Media Value $150 million *

(*) indicates key Travel Alberta metric



Travelers have 

HUNDREDSof 

options when it 
comes to places 

to visit
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Our Reality
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Our Mission

ñGrow tourism revenues with compelling 

invitations to experience Alberta.ò
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A Logo A Jingle

A Name

A SymbolAn Ad

A SloganA Spokes

-person
An Icon


