Thank you Nancy and Ingrid for having me at the Metro Vancouver Task Force
meeting today. | appreciate the opportunity to share an overview of our marketing
performance and a quick look forward to the fall and winter ahead.

Before shifting into the campaign and performance data, | do also want to
acknowledge that we know this is just the beginning of what will continue to be some
difficult months ahead.

This week we saw more tough news for operators in our region, with the permanent
closure of the Trump Hotel and the temporary public closure of the Vancouver
Aquarium in this region. We know many of you are working tirelessly to keep your
doors open, or to support and promote the businesses in your area, and we will
continue to do everything we can to help every step of the way.
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For those of you who have attended our biweekly industry calls, you will know our
COVID response framework of Response — Recovery — Renewal. We are in the
Recovery phase now and focusing on supporting revenue generation among tourism
businesses now. We will be in this phase until the borders open and we can once
again welcome our international guests.

We know that BC residents will not make up the loss of our US and overseas guests.
International visitors make up 26% of visits but over 51% of revenue and they are vital
to the success of many tourism businesses — contributing $12.2B in 2019.

In the absence of international travellers, we have all worked diligently to inspire BC
residents to get out and explore their province.
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We have done this through featuring experience collections around BC in the Explore
BC campaign.

These came to life through a very broad spectrum of materials —

to inspire (via TV, print ads, digital media),

to reassure safe travel,

and to drive immediate bookings (blog posts, and in particular in July and August,
focussed significant funds on featuring bookable experiences and generating leads to
businesses.
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Since early July, we have attained 304M impressions, generating 11.4M content
engagements, and 300+ insertions in community papers throughout 49 communities
in BC, for 40+ partners, we got over $750K in value add through various media, and
our materials appeared in 5 languages in 15 multi-lingual publications including
English, Farsi, Punjabi, Filipino.
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When we saw that our urban centres including Vancouver, Richmond, Victoria were
not seeing the occupancy and growth rates that other areas in BC saw, we pivoted
quickly in July, investing over $100K on top of already planned activities.

We integrated and amplified articles and videos that Vancouver, Richmond and
Victoria had created including on our website, in social and through content
partnerships.

Created new content such as articles and emails on how to “Be a Tourist in

Vancouver” and created 15s videos on deals and places to stay.
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We’re featuring Ways to Save deals on our websites and driving traffic to this page
including the Vancouver Attractions group, and running influencer trips.
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And we have a partnership with BCAA (Evo) and with the BC Lions who are travelling
in Vancouver and Victoria.

These trips are featuring the Fairmont, Capilano Suspension Bridge, Talaysay Tours,
Sandbar Restaurant, Aquabus, Granville Island, Italian Kitchen, ARC Restaurant and
Harbour Air and more in Victoria.

And the list goes on.




Marketing Performance
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Generally, we’re confident with the performance of the campaign to date. We're
monitoring our Performance Indicators daily/weekly.




Industry Performance

Week over Week August 16- | Yeer over Year August 16+
Destination Aug 16-22 Occupancy | 22,2020 vs. August 9-15, 22,2020 vs. August 18-
Rate 2020 Occupancy Point 24, 2019 Occupancy
Change Point Change

British Columbia 53.7% +1.6 -38.9
Kamlocps 63.3% +2.5 -31.1
Kelowna B2.6% +5 74

Richmond 43.2% +1.0 -34.3
Whistler 99 4% +0.5 -31.9
Vancauver (City of) 314% +2.7 -66.9
Victoria 50.6% *4.9 -43.7

According to STR, an agency which captures BC hotel performance, we're seeing a
continued, steady rise in BC hotel occupancy week after week.

On average, BC’s hotel occupancy for the week of August 16-22 was 53.7%. This
represents a positive increase of 1.6 points from the previous week and a decrease of
-38.9 compared to the previous year (August 18-24 2019).

The occupancy rate of urban centres have increased this week, however, rates remain
below 2019 levels, albeit to varying degrees.

We know Vancouver relies heavily on US and international travellers and obviously
that is where the shortfall is taking place.

From Environics Mobility data (tracking cell phone locations), in July, we’re seeing
traffic of British Columbians travelling in BC is down about 20% in AB, in BC down
about 30%, and ON down about 70% — and stress the word “about”!

VCM in July was down about 24% for BC and AB about 29% (and 70% for ON) — so a
little bit more than BC as a whole, but not that much. So there is a little avoidance of

VCM but not a lot. We'll be sharing more performance data on the Industry Call
tomorrow.




Explore BC — Fall/Winter/Ski

FALL

Sept 8 to N'

Objectives:
*Motivate travellers to book
weekend getaways for urban
exploration

«Promote experiences, weekend
getaways & exlended lrips
+Inspire users to travel again
(reassure/responsible travel)

Objectives:

*Motivate travellers to book
weekend getaways for urban
exploration.

*Increase awareness of winter
activities in the Vancouver &
Sea-to-Sky and West Coast
Culture experiences collections.

Objectives:
-Build consumer confidence in
taking a ski vacation

-Long Haul: Encouraging families
to book a BC ski trip In
Winter/Spring 2021

Even greater focus on generating leads/bookings via bookable experiences

And as a look ahead to fall/winter and ski, we are working passionately on new

materials to get BC residents out locally and throughout the province. We know that
September is a great time for couples to travel while families will be adjusting to back
to school. We’ll have an even greater focus on bookable experiences — featuring golf
courses, restaurants, hotels, communities — to an even greater extent and are
working closely with our key cities and resorts to maximize revenue while
encouraging safe and responsible travel.



