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Shaping strategies for travel brands and
tourism leaders that capture hearts,
minds and market share
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Bringing the future of travel
within reach
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Later: Discussion About Destination
Toronto’s Brand Perception Study

Alex Molin Anirudh Bizlawan
Research Director Director, Business Intelligence
Future Partners Destination Toronto
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Presentation deck and
recording will be avallable on
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Methodology

® Monthly tracking survey

® Representative sample of adult American United States Census Regions and Divisions

travelers in each of four U.S. regions Midwest Northeast

West

< East North Central New England

® Tracks traveler sentiment to generate insights
into domestic travel trends

| Mid-Atlantic

® 4,000+ fully completed surveys collected
each wave.

West North Central

South

Mountain

® Data included in this presentation was
collected between April 16 — May 4, 2026

5
- e

FL
East South Central

—

West South Central

(M

L

® Confidence interval of +/- 1.55%

® Data is weighted to reflect the actual
population of each region
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Latest~ Local News~ «Livewv Shows v e @CBS NEWS Q

US. IranWar RadlCastro World Politics HealthWatch MoneyWatch  Entertainment Crime  Sports  The Free Press

World
Phone data reveals 42% drop in
Canadian visits to U.S. last year

By Ahmad Mukhtar
May 12, 2026 / 12:22 PM EDT / CBS News

Add CBS News on Google

Toronto — The neighbors just aren't visiting the way they used to. UiS. skl vesorts stuggle with diop In toursm

A study by the University of Toronto suggests a roughly 42% reduction (02:46)
in visits to U.S. cities by residents of Canada last year. The
drop — much steeper than official border crossing statistics ®CBS DETROIT

suggest — is largely attributed to mounting political and trade tension Detroit’s population shows
increase for third year in a row,

between the two countries.
Census data shows

By tracking cellphone activity, University of Toronto researchers found

HEALTHWATCH

Overdose deaths fall for 3rd
straight year, CDC data shows

"a year-over-year median decline of approximately 42% in Canadian
visits to U.S. metropolitan areas.”

According to official statistics, the number of Canadians who entered

the country after returning from the U.S. in 2025 was down 25%, while
@CBS DETROIT —=

the number of U.S. residents visiting Canada dropped 75%. Detroit's population grows for third

Future Partners The State of the American Traveler, March 2026



Statistics  Statistique ,
I*I Canada  Canada Search website n

Subjects Geography Surveys and statistical programs « About StatCan Canada.ca

Home = Data

Non-resident visitors entering Canada, by country of residence:

Frequency: Monthly © Help

Table: 24-10-0050-01

M Save my customizations

Release date: 2026-04-23

Geography Canada (map) '
Country of January February March April May June August September October November December January February
residence? 2025 2025 2025 2025 2025 2025 July 2025 2025 2025 2025 2025 2025 2026 2026

Visitors

Non-resident

visitors entering 1,414,635 1,391,190 1,587,932 1,824,703 2,595,836 3,571,205 4,250,749 4,037,165 2,876,327 2,363,398 1,642,110 2,069,120 1,404,733 1,478,633
Canada

United States of
America
residents
entering Canada
Residents of
countries other
than the United 309,608 314,507 330,412 463,995 626,473 784,611 999,649 885,973 734,205 548,992 324,245 509,513 303,174 338,081
States of America

entering Canada

1,105,027 | 1,076,683 | 1,257,520 1,360,708 1,969,363 2,786,594 3,251,100 3,151,192 2,142,122 1,814,406 1,317,865 1,559,607 1,101,559| 1,140,552
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Thousands of US hockey fans sing
Canadian anthem amid tensions
between neighbor countries

TRAVE'. WEEKLY FU'ﬁJRE AUGUST 25-28, 2026

LEADERS  RIVIERA MAYA, MEXICO
BY NORTHSTAR o ThAvL

USA

Brand USA plans new tourism
campaign to reconnect with
Canadians

By Robert Silk &4 May 21, 2026 ™| As A-

Fans in Buffalo, only a few miles from Ontario, filled the
silence when a microphone cut out at the start of a match

O The Boston Bruins play against the Buffalo Sabres at KeyBank Center on 28 April 2026 in
Buffalo, New York. Photograph: Joe Hrycych/Getty Images

The Electric City. Nickel City. Queen City. City of No Illusions.

Buffalo, New York, has accrued many nicknames over the years but, in an age
of growing tensions between two traditional allies, one among them has
taken on extra resonance: the City of Good Neighbors.

In 2025, U.S. inbound travel from Canada was down 20.9% year over year. Photo Credit: Savvapanf Photo/Shutterstock

FORT LAUDERDALE -- With cross-border travel from Canada
continuing to lag, Brand USA is working on a targeted
marketing campaign to help turn the tide.

Buffalo, which sits at the head of the Niagara River, has cultivated a
reputation for its small-town feel and welcoming atmosphere, especially to




The Canada-Oriented
U.S. Traveler

A Took at least one leisuve trip 50+ miles
away from home in the past 12 months

A Aged 18 orearlier

A Likely to visit Canada in the next 2 years
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Likely Canada visitors are
traveling than ever more this
year.

Took at Least 1 Leisure Overnight Trip in the Past Month
(% of Likely Canada Visitors)
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Future Partners (Base: Likely Canada Visitors, ~800 completed surveys each wave in 2023-2026)




In fact, over the past three years, their travel
volume been steadily marching upward.

Question: IN TOTAL, how many leisure trips (of 50 miles or more from your home) do you expect to take in the NEXT 12 MONTHS?
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Likely Canada Visitors - Expected Trip Frequency — Next 12 Months
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(Base: Likely Canada Visitors, ~800 completed surveys each wave in 2023-2026)
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In line with this high travel frequency, likely Canada visitors
have a significantly higher average household income.

- oo
20.5%
Question: High Income ($200K+) $1 47,955

Which best describes the combined 12.8%
annual income of all members of L4

your household?
Middle Income ($100K-$199K)

33.7%

Lower Income(<$100K)

m Likely Canada Visitors
Not Likely Canada Visitors

53.6%

Future Partners (Base: Likely Canada Visitors, 819 completed surveys. Not Likely Canada Visitors, 3,190 completed surveys. Data collected April 16-May 4, 2026.)



They are much more likely to be parents to young children
compared to their counterparts.

% Parents to School-Aged Children

Question:

Are you a parent to school-aged 40%
children who travel with you at least 34.4%
once a year? 35%

28.7%

30%

25%

20%

15%

10%

5%

0%
Likely Canada Visitors Not Likely Canada Visitors

Future Partners (Base: Likely Canada Visitors, 819 completed surveys. Not Likely Canada Visitors, 3,190 completed surveys. Data collected April 16-May 4, 2026.)



Unsurprisingly, given their other demographic markers,
likely Canada Visitors are most likely to be Millennials.

Generational Breakouts

Question: 40%
Do you consider yourself? 34.3%

30%

27.1% 26.7%

20%

11.9%

10%

0%
Gen Z Likely Canada Millennial Likely Gen X Likely Canada Baby Boomer Likely
Visitors Canada Visitors Visitors Canada Visitors

Future Partners (Base: Likely Canada Visitors, 819 completed surveys. Data collected April 16-May 4, 2026.)



They are more almost twice as likely to identify as
members of the LGBTQIA+ community.

% ldentify as LGBTQIA+

Question: 12%
Do you consider yourself? 10.5%

10%

8%

5.4%

6%

4%

2%

0%
Likely Canada Visitors Not Likely Canada Visitors

Future Partners (Base: Likely Canada Visitors, 819 completed surveys. Not Likely Canada Visitors, 3,190 completed surveys. Data collected April 16-May 4, 2026.)



Gen Z represents an outsized proportion of these
LGBTQIA+ likely Canada visitors.

% ldentify as LGBTQIA+

Question: 40%
Do you consider yourself?

35.6%

30%

20% 17.2%

10.5%

10% o
6.4% 4.9%

0%
Likely Canada Gen Z Likely Millennial Likely Gen X Likely Baby Boomer
Visitors Canada Visitors Canada Visitors Canada Visitors Likely Canada

Visitors

Future Partners (Base: Likely Canada Visitors, 819 completed surveys. Data collected April 16-May 4, 2026.)



Today’s Agenda

‘ Curvent Travel Sentiment

Future Partners  With Miles Partnership



Key Takeaways

Despite American economic headwinds, lilkely
Canada visitors are a committed travel audience
with outsized budgets and strvong near-tevm intent.
Excitement for travel remains elevated and two-
thivds have trips planned for the remainder of 2026.
The opportunity for marketers to convert these
audiences 1S veal, but the window to capture it is
7OW.

Future Partners



Over four in ten say now is a good item to
spend on travel, well ahead of other travelers.

Question: Yes - It is a very good time . w 41 .3%

Thinking only of your household's 709
finances, do you feel NOW is a good
or bad time for you to spend money
on leisure travel? (Select one)

31.9%
Yes - It is a good time
25.2%

37.2% m Likely Canada Visitors

It is neither a good time nor bad time Not Likely Canada Visitors

40.9%

16.4%

21.5%

No - It is a bad time

5.1%

No - It is a very bad time
7.1%

Future Partners (Base: Likely Canada Visitors, 819 completed surveys. Not Likely Canada Visitors, 3,190 completed surveys. Data collected April 16-May 4, 2026.)



Near-term travel spending sentiment remains elevated
for likely Canada visitors despite financial uncertainty.

Question: Thinking only of your household's finances, do you feel NOW is a good or bad time for you to spend money on leisure travel?
(Select one)

—o—|ikely Canada Visitors

. .. [o) H H
Not Likely Canada Visitors % Good time or Very good time
45.2%
O,
43.8% A5
36.4%
32.4%
28.9%
2023 2024 2025 2026
S 888888 QL LT T & & & & & & & & & & & & & & & & PP PP LLLL
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Future Partners (Base: Likely Canada Visitors, ~800 completed surveys each wave in 2023-2026)



Their travel budgets have consistently tracked above
other travelers, a gap that has continued to grow.

Question: How much IN TOTAL is the maximum you will spend on leisure travel (including airfare, accommodations and all other trip
related spending) during the NEXT 12 MONTHS? Maximum | would spend on leisure travel (next 12 months):

—eo—| jkely Canada Visitors

Not Likely Canada Visitors

40-Month Average = $6,602

Average Maximum Annual Travel Budget 40-Month Average = $4.717

2023

2024 2025 2026

$8,794

$5,861 $5,834

$4,035
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This is another travel intent metric that has grown
significantly this year for likely Canada visitors.

Question: Thinking carefully about how you expect to spend your income in the NEXT THREE MONTHS, please use the scale below to
describe your spending priorities. Leisure travel will be a(n)

—e—Likely Canada Visitors

% Leisure Travel as a High Budget Priority
Not Likely Canada Visitors

75.5%
67.0%
58.9%
53.3%
2023 2024 2025 2026
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In fact, two-thirds have leisure trips planned in 2026, with
the largest shares reporting summer trips in the works.

Question: In which months do you currently have any leisure trips planned (even if only tentatively)? (Select all that apply)

39.5%
30.6% 30.9%

39.2%

May 2026  June 2026  July 2026 August 2026 September  October November December Sometime No trips
2026 2026 2026 2026 later in 2027 currently
planned

Future Partners (Base: Likely Canada Visitors, ~800 completed surveys each wave in 2023-2026)



Today’s Agenda

‘ Travel Behaviors and Motivators

Future Partners  With Miles Partnership



Key Takeaways

Likely Canada visitors ave morve adventurous, more
luxury-orviented, and more wellness-driven than the
broader traveler population. Gen £ travelers gravitate
most strongly towards adventure and wellness when it
comes to motivating travel experiences, while
Millennials priorvitize luxury much morve than Gen Z.
This underscores the importance of senevational
tavgeting as a ley lever for Canadian destinations
looking to srow their share of American travelers.
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Future Partners May 4, 2026.)



