Road to IPW:
Canada Market Outlook

Welcome! While you wait for us to get started,
here’s a few housekeeping notes:

This webinar is being recorded and will be to be connected with the right
posted/available on our website by tomorrow. party!

You will receive a link to the recording/deck tomorrow in Thank you for being here — the webinar will begin

your inbox. shortly!

Please type your questions into the Q&A box; we will do

our best to answer as many as we can live or T
electronically, but any we cannot answer will be %}E&
responded to via email post-webinar. VisitTheUSA.com

Not sure who to contact for additional questions? Email Brand USA



mailto:info@thebrandusa.com
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Agenda Brand USA

*  Housekeeping

* A Canada Research Update, with Chelsea Benitez

* A Brand USA Canada Consumer Update, with Susan Zachar
* A Brand USA Canada Trade Update, with Casey Canevari

*  Brand USA Program Opportunities in Canada, with Julie Paulson
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Director of Consumer
Research
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Agenda Brand USA

*  Global Outbound & USA Inbound Travel and Spend
¢ Air Capacity

*  Consumer Sentiment
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Canada: Global outbound travel

Visitation in 000s

38,975

2017 2018

36,738

Source: Tourism Economics, March 2023

38,951

2019

Brand USA’s Road to IPW: Canada Market Outlook

9,620

2020

24,417
4,995
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2023

38,667
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2025
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45,769

2026
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Canada: USA inbound travel Brand USA

Visitation in 000s

22,740
21,475
20,493 20,720 20,130
14,382
4,809
2,529
2017 2018 2019 2020 2021 2022 2023 2024 2025 2026

Source: Tourism Economics, March 2023
Brand USA’s Road to IPW: Canada Market Outlook
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Canada: USA inbound travel by arrival type Brand USA

43% 44%
56% 56%
2013 2014 2015 2016 2017 2018 2019 2020 2021 2022
m Land m Air

Source: NTTO, April 2023
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Canada: USA inbound travel — Top 10 states ——y

% of 2022 Visitation
15%
13%
8%
6%
Florida New York California Nevada

Source: Tourism Economics, March 2023
Brand USA’s Road to IPW: Canada Market Outlook
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Canada: USA inbound travel spend Brand USA

Spend in Shillions

$22.3
$20.1
$18.2
, $16.9
$16.5 $16.7 $16.0
$11.5
$4.4
$1.9

2017 2018 2019 2020 2021 2022 2023 2024 2025 2026

Source: Tourism Economics, March 2023
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Canada: Operating air capacity

USA Inbound Operating Air Capacity from Canada
% of 2019

100%

28%
19%
2019 2020 2021

Source: Sabre, May 2023
Brand USA’s Road to IPW: Canada Market Outlook

70%

2022
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Canada: 2023 Operating air capacity T

USA Inbound Operating Air Capacity from Canada

% of 2019
110%
100%
L B 1 1m0 A B AN E e RS AR e RRE AR A na
0,
91% 90%
90% -
80%
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

Source: Sabre, May 2023
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Canada: 2023 Operating air capacity — Top 10 arrival airports
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% of 2023 Seat Capacity

8%
7%
7%
6%
5% 7
5% 4%
LAX EWR LGA SFO LAS ORD FLL MCO DEN

Source: Sabre, May 2023
Brand USA’s Road to IPW: Canada Market Outlook
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Canada: Likelihood to take an international holiday in the next 12 months

Very likely

Somewhat likely

21%

35%

Neither likely nor unlikely

14%

Somewhat unlikely

Very unlikely

11%

19%

Question: How likely are you to take an international holiday in the NEXT 12 MONTHS?
Source: Brand USA/Big Village, Quarterly Custom Study, March 2023
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Top 2 Box =
56%

Bottom 2 Box
= 30%
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Canada: Likelihood to travel to the USA in the next 12 months

52%
47% 47%
45%
I I I |
March 2017 March 2018 March 2019 March 2020 March 2021

Question: In the NEXT 12 MONTHS, what country or countries will you visit on your international holiday(s)? Please select all that apply.

Source: Brand USA/Big Village, Quarterly Custom Study, March 2023
Brand USA’s Road to IPW: Canada Market Outlook
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Canada: Month of travel to the USA

20%
17%
14%
12%
11%
10%
9% 9%
" I I I
Mar-23 Apr-23 May-23 Jun-23 Jul-23 Aug-23 Sep-23 Oct-23 Nov-23

Brand USA’s Road to IPW: Canada Market Outlook
Question: “In which month(s) are you planning to depart for your holiday trip(s) TO THE USA that you anticipate taking in the NEXT 12 MONTHS?”
Source: Brand USA/Big Village, Quarterly Custom Study, March 2023

HSA
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Brand USA

7%
6%
5%

Dec-23 Jan-24 Feb-24
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Canada: Deterrents to visiting the USA

| want to visit other countries first

| have been there before

The currency exchange rate is unfavourable

The USA has become an expensive vacation destination
| am influenced by the political climate in the USA

| am concerned about my personal safety

It is a big trip that | want to plan wellin advance

| want to save some money for the trip

| am concerned about the COVID-19 situation in the USA
| want to go for a specific event

I'd like to get more familiar with individual cities/states

VisitTheUSA.com

I  29%
I — 2%
— 15%
N 15%

I 11%

I 0%

I 3%

I 8%

I 3%

Question: “Why is the United States not a likely holiday destination for you in the next 12 months?”

Source: Brand USA/Big Village, Quarterly Custom Study, March 2023
Brand USA’s Road to IPW: Canada Market Outlook

Brand USA

33%

35%



Road to IPW: Canada Market Outlook sﬁ‘

VisitTheUSA.com

Canada: Attitude towards the USA Brand USA

36%
33%

20%

8%
3%
I would bring it up to RECOMMEND  If asked, | would say POSITIVE If asked, | would say NEITHER If asked, | would say NEGATIVE | would bring it up to DISCOURAGE
as a destination things about it POSITIVE NOR NEGATIVE things things about it people from travelling there

Question: If a friend or relative were discussing a future holiday destination with you, which statement would BEST DESCRIBE YOUR ATTITUDE TOWARDS THE UNITED STATES?
Source: Brand USA/Big Village, Quarterly Custom Study, March 2023
Brand USA’s Road to IPW: Canada Market Outlook



Quick Poll



P

What region in Canada are you most interested in
targeting?

Nationwide
Ontario/Quebec

British Columbia/Alberta
Manitoba/Saskatchewan

Q 0 T o
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Consumer Updates with

Susan Zachar, Senior
Director, Integrated
Marketing




Consumer Updates

Integrated Marketing Strategy for Canada

Brand USA

Objective: Maintain or increase share/volume

Road to IPW: Canada Market Outlook



Consumer Updates

Aligning our Media and Messaging Strategy to
the Consumer Journey

Branding and
Inspiration

Shopping
(Destination)

Road to IPW: Canada Market Outlook






Consumer Updates

Where We'll Be

Vendors & Channels across all media layers:

o YouTube o TripAdvisor
o« Sojern o BBC

» Expedia o Influencers
o Meta

o Programmatic

» Google

Road to IPW: Canada Market Outlook



Consumer Updates

VisitTheUSA.com

Consumer Media Timing Brand USA

April May June July August September

Branding

Education

Shopping

Road to IPW: Canada Market Outlook



Consumer Marketing

Expedia Shoppable Platform

e Brand USA has partnered with Expedia to
create a shoppable content platform

e This campaign uses technology, where
GoUSA TV’s content can be “shopped” real-
time making it easy for people to “Watch,
Plan and Go” all in one platform

e Pilot launched in Canada in April 23
e Please visit:

https://www.gousatv.expedia.ca/

Road to IPW: Canada Market Outlook

Home RoadTrips v  Themes v Regions v

Cdlifornia
Pop

Start watching
Southern Californian Desert

cross California’s roads less travelled, as best friends Anthony and Shikira
road trip capital. Join them as they
to offer.

Watch Plan o
USA Home Road Trips v Themes v

Artistic visions in the Southern California desert
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https://www.gousatv.expedia.ca/
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Brand USA

Canada Trade Update with

Casey.Canevari, Senior
Manager Global Trade
Development - Canada
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Global Trade Development

CO-OP Marketing Campaigns

*  Tour Operator Campaigns include:

* Air Canada Vacations, Travel Brands

* Trade and Consumer Campaigns:

* Travelweek, Westjet, Perkopolis

Visit the USA

EXPLORE R i I
SAN FRANCISCO ("

Welcome to BBC.com

| Floridians brace for
‘strengthening’ Hurricane lan

India jackpot winneéffediup
with requests for help'
NDIA

of L T {
2.r {
)

e |

Pound slumps 1o all-time low:

against dollar

How scholars decoded the
Rosetta Stone

WESTIET# = e o ¢

redtag®. | tagalong

Road-Tripping the Southeastern Coast of the
Perfect Escape |
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C O AESA HOME  DESTINATIONS  BRAND US VISIT THE US,
travelWEEk R ISTAY M INATION A A 1SIT THE USA

WHICH DESTINATION
WILL YOU EXPLORE TODAY?

Welcome to Travelweek's BrandUSA microsite 2023!




Global Trade Development

Agent Engagement

* Participation in Tour Operator and Agent Training Events e e ¢
* Monthly Spoiled Agent Trainings — Guest Destination Speakers s
Welcome -

* Into Nature’s Wild Road Show — April/May 2023
* Air Canada Vacations in-person training — May 2023
* USA Discovery Program Promotion

Brand USA Presents Things to do in the BIG, BOLD heart of Florida
to Wl

YSA (ESiee

Tune in to WIN

Watch our latest webinars

Watch the recorded webinars from Brand USA

Places”

Road to IPW: Canada Market Outlook

Brand USA Presents "Welcome Brand USA Presents “South Brand USA Presents “Puerto Rico
All Y'all To The Authentic South" Dakota - Great Faces & Great In Focus”

Souf nviteallyall ¢ ot
10 experie here the offer, f
ultu adventure await ditic
Watch Now > Watch Now >




Global Trade Development

Trade Events

Trade Introduction — Toronto and Montreal — February 2023

Discover America Canada Annual General Meeting — March 2023

Into Nature’s Wild Road Show in partnership with Collette Vacations —
April/May 2023

Association of Canadian Travel Agents Annual Golf Tournament — July 2023

Bourbon and Chris Stapleton Evening Event — August 2023 MAR&I{;RR%'}I{’##M&[&UT

T0 CHRIS STAPLETON

Association of Canadian Travel Agents (ACTA) - Toronto Trade Show
Participation — September 2023
Kentucky Product FAM — October 2023

TUESDAY

AUGUST 17™
@3PM
Lounge & Whisky Bar,
Front Street East Toronto, ON

EAM

T 3
Road to IPW: Canada Market Outlook R




Six City Film Screening

Into Nature’s Wild Road Show

Film Screening: 6 cities in rapid succession:

*  April 25th — Ottawa

*  April 26th — Halifax

*  April 27th — Winnipeg
*  May 2nd — Edmonton
*  May 3rd — Calgary

*  May 10th — Vancouver

Road to IPW: Canada Market Outlook

Brand USA

collette

Save 10%* on U.S. & Canada tours with our North America Sale > Call and use offer code: AMERICANAZS

REGISTER

MacGillvray
Treemas n o

WILD

Mt GOUSArv @Expedia 4@ LIHA

Join a Celebration of America with
Collette and Brand USA

The bustling electricity of New York City. The unimaginable beauty of the
national parks. Sculpted canyons and cliff dwellings in New Mexico. The
creative, welcoming energy of storefronts along the San Antonio River
Walk. This is the dynamic tapestry of the United States

Join Brand USA and Collette for a VIP reception and an exclusive screening of the
film Into Nature's Wild in a city near you. After the film, hear from Brand USA about
the trade resources available to you to be able to sell and promote the USA with
confidence and the possibility of winning a trip to the USA! Come with questions and
learn how to sell the destinations you catch on screen.

collette




Global Trade 2024 Initiatives

Upcoming for 20247

* Canada Sales Mission - April 2024
* Canada MegaFAM - Spring 2024

Road to IPW: Canada Market Outlook
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Brand USA e VisitTheUSA.com




Quick Poll



Do you currently have Trade rep support in Canada?

Yes — directly

Yes — through my state/regional DMO
PR only
No

o 0 To
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Brand USA

Canada Partner Programs

Julie Paulson

Sr. Manager of Partner
Marketing Programs
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FY23 Rogers Media Program

Program Overview

Brand USA is harnessing the power of Rogers Sports &
Media’s best-in-class content across digital and TV to inspire
Canadians to travel to their destinations.

Rogers is the largest cable TV service provider and wireless
service provider in Canada.

CAMPAIGN KPIs

N

S O

REACH ENGAGEMENT
IMPRESSIONS CLICKS/CTR

Road to IPW: Canada Market Outlook

STAGE OF TRIP PLANNING

Higher-funnel travel inspiration platform that
garners awareness

o AWARENESS
IMPRESSIONS

CONSIDERATION

CLICKS/CTR

IN-MARKET DATES: ONGOING

COMMITMENT DATE: 8 WEEKS PRIOR TO LAUNCH
ASSET COLLECTION DATE: 4 WEEKS PRIOR TO LAUNCH

CAMPAIGN LENGTH: 8 WEEK DURATION

REPORTING: 30 DAYS AFTER CAMPAIGN COMPLETION




FY23 Rogers Media Program

Key Benefits

S ;ﬂ:
Rogers reaches 95% of Geo-targets campaign to
all Canadians across its Montreal, Toronto, or
platforms, including a Vancouver.

display network of
nearly 200 websites.

Road to IPW: Canada Market Outlook

Opportunity to target
traveler segment in digital
campaign.

usA

VisitTheUSA.com

Brand USA

oono
oo L

Turnkey program with flexible
campaign timing.
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Campaign Tier Levels Brand USA

P TIER LEVELS AND DELIVERABLES .

Media type Impressions

Display Ad Networks Ads: 8-week campaign 3,000,000 2,000,000 1,000,000

Toronto 3,600,000 2,500,000 1,200,000

CityTV 30-second spots:

. Vancouver 4,000,000 2,500,000 1,200,000
6-week campaign

Montreal 8,000,000 5,000,000 3,500,000

Total Impressions 6.6 million — 11 million impressions* 4.5 million — 7 million impressions* 2.2 million — 4.5 million impressions *

*Total impressions depend on market selected.

Road to IPW: Canada Market Outlook



FY23 Rogers Media Program

Creative Examples

U

0

()
>

Digital Banner Ads

Dlsplay AdS ontests Events Shows ‘o~

C () & fichatelainecom/7google p WTbjQIWal AYCAGOCQUpMNXA

cessPanel | AIR.. % DFP Google Ad Ma WP, EVP Contabor B LiveitentPlatorm Y Audiosene (R Outlook @b

e @ Yammer <> VASTTag

3 Apps

CHATELAINE CUISINE SANTE MODE DECO CHRONIQUES VIEPRATIQUE PLUS ABONNEMENT REABONNEMENT INFOLETTRE

WIN YOUR SHARE OF

$30,000

Votre Escapade >

LINFOLETTRE CHATELAINE
Chague matin, recevez nos articles inspirants,
nos shoppings mode, nos recettes
savoureuses, nos promotions, et plus encare!

LES PLUS POPULAIRES

SOCIETE o [
ice juridique
. p Courrel
Ies victimes de vi
nouvelles

CULTURE

VICHY
LIFTACTIV
Gy

"8 -

> MAGASINER

Ceeurs i la framboise
MENUS THEMATIQUES

Super Bowl: des recelles gagnanles

Cest soir de match ! On prépare des burgers, des bouchées et des trempettes & grignoter

NUTRITION devant la télé. La partie peut commencer !

5 fruits et légumes de partout dans
e monde

VAR TReLh o

Cl'ick to Discover n Laﬁﬁk

§ Wild Dunes Links, Isle of Paims
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FY23 Air Canada Program

Program Overview e

STAGE OF TRIP PLANNING

Engage Canadian travelers to increase air traffic

demand to the U.S. on Air Canada’s channels. Upper funnel planning tool inspiring travelers to consider future
bookings

Brand USA is offering a digital marketing
campaign including ads across AirCanada.com, e-
newsletter ads, and a programmatic campaign
driving traffic to US destinations.

o AWARENESS
IMPRESSIONS

CONSIDERATION

CLICKS/CTR

CAMPAIGN KPIs

~~ IN-MARKET DATES: ONGOING

~\

~~~
fc‘)\ @ COMMITMENT DATE: 6 WEEKS PRIOR TO LAUNCH DATE

\@j ASSET COLLECTION DATE: 4 WEEKS PRIOR TO LAUNCH DATE

REACH ENGAGEMENT CAMPAIGN LENGTH: 3-8 WEEKS
IMPRESSIONS CLICKS/CTR

Road to IPW: Canada Market Outlook

REPORTING: 4 WEEKS AFTER CAMPAIGN COMPLETION




FY23 Air Canada Program

Key Benefits

090

i

Partner with Canada’s
largest airline providing
the most flights from
Canada to the USA.

Road to IPW: Canada Market Outlook

ooo

Flexible campaign timing.

Reach 2.5 million
subscribers seeking offers
on flights and hotels in the
Deals of the Week
newsletter.

UsA

VisitTheUSA.com

Brand USA

Target Air Canada website
visitors to engage with brand
messaging outside of
AirCanada.com, utilizing first-
party data.



A anada Progra
VisitTheUSA.com
) a )
diTIPdIE Brand USA
2 AND U RADB
DEALS
CAMPAIGN OF THE WEEK PROGRAMMATIC AIRCANADA.COM
TIER CAMPAIGN DISPLAY ADS
E-NEWSLETTER
2 emails Precision programmatic campaigns target Air Ad campaigns rotate on 20-plus select,
Canada website visitors to engage with brand high-traffic pages (on mobile and
Scheduled to deploy ; oy : ; : )
Y P messaging within and outside AirCanada.com; desktop) to engage and influence
Tier 1 targets first-party data segments consumers as they navigate the site
4,082,000 impressions . . . .
P 440,000 impressions 300,000 impressions
1 email Precision programmatic campaigns target Air Ad campaigns rotate on 20-plus select,
Canada website visitors to engage with brand high-traffic pages (on mobile and
Scheduled to deploy . I . . .
_ on Wednesdavs messaging within and outside AirCanada.com; desktop) to engage and influence
Tier 2 y targets first-party data segments consumers as they navigate the site

2,041,000 impressions

220,000 impressions

150,000 impressions




FY23 Air Canada Program

Creative Examples

Deal of the
Week
Newsletter
(DOW)

Display Ads

W AIR CANADA

%) AIR CANADA

TS g Checkin o]

© Oy fighenumber () Byroute

P ac

ght Status

O thufeb 10

Let love soar with an Air Canada Gift
Card
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@) AIR CANADA

FIND YOUR GROOVE IN
NEW ORLEANS

Book now »

EASY BREEZY MIAMI

See our great fares »

READY TO BRUSSELS

Book now »

m SAVINGS UNDER THE SUN
up to 30m ot .

Start packing »

SAFE AND FLEXIBLE TRAVEL

TRAVEL READY [b

% AIR CANADA

There's more to discover

DO SUMMER LIKE A CANADIAN

seefares »

U, TAXE IN STUNNING VIEWS IN
4% rouLouse
V

Sentares »

CANCON 1S CALLING.

TAXE IN THE COLORS OF
COPENHAGEN

See faces »

DO JAPAN DIFFERENTLY IN
OSAXA

Programmatic

Ttear we are taiting': Some

peopie question acults
Denavior 0UANg pancemic
U i

" pucrres

Merers et oz Dl cnerios

Archasotogis ts make ‘Incredidie’
ROMAN Statue diacovery
.'"V"""""Zw';u """""""" i
v S A '
: S :

rorecom | st

Style

et e kot sty s cond b ares b, PECALE coum inchucing bmcbbowm o wh ot swiut oon ave wmaming and
wale it om mengar bronch
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Air Canada Vacations
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FY23 Air Canada Vacations Program

Program Overview

Promoting U.S. destinations to Canadian travelers
utilizing Air Canada Vacations’ marketing channels.

Digital marketing campaigns feature placement on
AirCanadaVacations.com, e-newsletter ads, social
promotion, and a programmatic campaign driving
traffic.

CAMPAIGN KPIs

& ® 6!

REACH ENGAGEMENT CONVERSIONS

IMPRESSIONS CLICKS/CTR ROOM NIGHTS
Road to IPW: Canada Market Outlook

STAGE OF TRIP PLANNING

A lower funnel program that drives direct bookings

o IMPRESSIONS
CONSIDERATION

CLICKS/CTR

“ INTENT & CONVERSIONS
BOOKINGS

IN-MARKET DATES: ONGOING

COMMITMENT DATE: 6 WEEKS PRIOR TO LAUNCH DATE
ASSET COLLECTION DATE: 4 WEEKS PRIOR TO LAUNCH

CAMPAIGN LENGTH: 1 MONTH

REPORTING: 30-60 DAYS AFTER CAMPAIGN COMPLETION




FY23 Air Canada Vacations Program

Key Benefits

4©)

{

Promotes more than 45

destinations throughout the
USA.

Road to IPW: Canada Market Outlook

Collaborate with a top Tour Operator with over 40
years in business.

Repeat recipient of the Consumer’s Choice Award
for Best Travel Wholesaler. Air Canada Vacations
has also been named a Favorite Tour Operator and
Favorite Travel Supplier Website by Baxter Travel
Media’s Agents’ Choice Awards.

usa

VisitTheUSA.com

Brand USA

Share destination information with Air
Canada Vacations travel agents.



FY23 Air Canada Vacations Program ﬁﬁﬁ&
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Campaignh Overview Brand USA

DELIVERABLES

APPROX.
IMPRESSIONS /
DISTRIBUTIONS

# OF
INSERTIONS

LENGTH OF

AD TYPE DESCRIPTION INSERTION

Carousel Banners

N/A
“Handpicked Offers” /

ACV Internet AirCanadaVacations.com

Destination Page —

N/A
Secondary Banner — U.S.

Programmatic

Digital Medi District M
igital Media IStric Display Ads — Pkg 1

2,000,000 PAVEES

Direct
Air C Vacati N letter — ing th th
Ve T ir Canada Vacations Newsletter e E 230,000 Once during the mon
Weekly Deals scheduled
Consumer

. B2B . ACV Facebook 1 post on ACV’s Inner Circle Agent Once durlr\g
Social Media Facebook Group (trade group) the campaign

Road to IPW: Canada Market Outlook



FY23 Air Canada Vacations Program

Creative Examples

AirCanadaVacations.com

2. Homepage Banner

3. Handpicked offers

EL_BE

WTTRTRS T Tt

r - -
- ™
.
—_ S 3

"

Brand USA

) ) Air Canada Vacations
Social Media
Newsletter

AIR CANADA

VACATIONS
, . Acv Marigold
Admin @ - August 13 at 12:48 PM - ©

ACV DreamMakers Product launch is rapidly approaching, we now
have over 100 suppliers participating in the biggest event of the year

N
L2 be ~
Don’t miss out and don't forget to register if you haven't already..see -
. :

u there!!

https://travalliancemedia.6connex.com/../2021acvdr.../l1ogin

The Virtual 2021
#ACVDreamMakers Event

CONTACT SELLER °
ACV DreamMakers Message




Brand USA

Canada Loyalty Marketing Program
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FY23 Canada Loyalty Marketing Program

Program Overview sy

Brand USA has partnered with AIR MILES, Canada’s most recognized STAGE OF TRIP PLANNING

loyalty program, to provide a full funnel activation program in the A lower funnel program that drives direct bookings
Canada.

AIR MILES has over 9.4 million active collector accounts,
representing approximately two-thirds of all Canadian households. E AWARENESS
This program will leverage the AIR MILES travel booking engine to o IMPRESSIONS
engage with collectors looking for ways to utilize their loyalty points CONSIDERATION
to encourage them to book travel to US destinations. CLICKS/CTR
INTENT & CONVERSIONS

BOOKINGS

CAM PAIG N KPIS IN-MARKET DATES: ONGOING (subject to availability)
COMMITMENT DATE: 10 WEEKS PRIOR TO LAUNCH
/O (" S
\@] I_\{é}) ! ASSET COLLECTION DATE: 8 WEEKS PRIOR TO LAUNCH
CONVERSIONS CAMPAIGN LENGTH: 4 — 6 WEEKS
REACH ENGAGEMENT HOTEL BOOKINGS, FLIGHT BOOKINGS, CAR
IMPRESSIONS CLICKS/CTR RENTAL METRICS REPORTING: 45 DAYS AFTER CAMPAIGN COMPLETION

Road to IPW: Canada Market Outlook



FY23 Canada Loyalty Marketing Program R hCR A

AIR MILES Rewards Partnerships

amazon Walmart ticketmaster

IHG SNMSUNG
Goon;/’?i}EAn SSSSSSSSSSSSSS

EXpequ SEPHORA

SL

PZBudget’

National ‘ w . BMO 9 Bank of Montreal
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FY23 Canada Loyalty Marketing Program

Key Benefits

& 9]

AIR MILES is Canada’s largest
consumer loyalty program with
9.4 million participants (Mile
Collectors), reaching almost 2/3
of Canadian households.

Reach prospective Canadian
travelers eager to utilize
their rewards points for

flight, accommodation, and

car rental bookings.

AIR MILES has 30 years of first-
party, detailed
consumer/collector data that
includes intelligence on travel
booked through their full-
service online travel agency.

Road to IPW: Canada Market Outlook

70% of AIR MILES collectors are
ready to travel

AIR MILES collectors can utilize
both cash and loyalty points
(miles) to pay for travel.

AIR MILES is currently launching a new
booking engine with the top-notch
functionality today’s travelers expect
including easy product bundling and
new payment flexibility.

Collector’s will also enjoy new
opportunities to earn even more miles
with every booking. This new value
proposition makes booking travel with
AIR MILES a new market leader in
consumer value per travel booking.



FY23 Canada Loyalty Marketing Program

Campaign Tier Levels

CAMPAIGN
TIER

Tier 1

6-week

campaign

Tier 2

4-week
campaign

EXCLUSIVE
EMAIL

1x inclusion in
destination
specific email

1x inclusion in
destination
specific email

SHARED
TRAVEL
EMAIL

2x inclusions
ina
travel email

1x inclusion
ina
travel email

TIER LEVELS AND DELIVERABLES

Targeted Facebook &
Instagram ads to drive
traffic and awareness*

Targeted Facebook &
Instagram ads to drive
traffic and awareness*

ORGANIC

SOCIAL
MEDIA

1x Instagram &
1x Facebook post

AIR MILES TRAVEL
HOME PAGE
BANNER

BOOKING
INCENTIVES

AIR MILES will create an
incentive to entice
users to book

1x inclusion

*Regional or nationwide targeting available. Please note: participation is limited to two per month.

LANDING
PAGE

1x customized
landing page
included

1 customized
landing page
included

TOTAL

IMPRESISONS

7,000,000
estimated
impressions

4,600,000
estimated
impressions

Road to IPW: Canada Market Outlook



FY23 Canada Loyalty Marketing Program

Creative Examples

Organic Social

f{.’.‘ airmiles_canada

Best cities to visit in the US

AIR MILES Canada
z, = Sponsorad «

salt Lake City ) # o+ Scream together. Splash together. Play together. Book your
Florida frip through AIR MILES - use Dream Miles or your credit card for
flights, hotels, car rentals and more.

Booking Incentive

[NAME], hord ao your balances as of [DATE]
00,000 Draam Mikes 00,000 Cash Mikes

a AIR MILES

LAS VEGAS JUST GOT EVEN

MORE FABULOUS

Chicago, IL

airmiles_canada What's ony
Comment below!

GET 200 BONUS MILES ON
RETURN FLIGHTS TO LAS VEGAS

Between world-class dining, award-winning shows and
countless outdoor activities, it's no wonder Las Vegas is
one of our top destinations.

And right now, you'll earn 200 AIR MILES® Bonus Miles™
on your return flight to Las Vegas when you book with your
credit card or with Dream Miles™ through AIR MILES Flights.
Book by August 18, 2022 and complete your travel by
December 31, 2022.

Book your trip now
Florida is for families

Learn more

Road to IPW: Canada Market Outlook

Shared Travel Email

SWAYING PALMS.CRASHING
ENDLESS SUNSHINE.

AND THATS 057 A MON)

ossarytong s e an Pl gt now?
Sugauho sand. Ocaan roozns, Sunscakad Gas

Chackuthose deals and g your el plans undorway

Pls, ooy thase oflrs when you usa raam s
tabookafight
® AIR CANADA

A Canadaofer oo psum dolor st ame, consoctaur
ipicing i, 60 6 csmod mpor R

=) cARRENTAL
&

~

Exclusive Email

PUMEL e e o s 2 o DWTES
00,000 Cresm s 60,000

a AIR MILES

ENDLESS SUNSHINE.
AND THAT'S JUST A MONDAY.

Wouldn't you rather be i Florica where you could be sipping wine
Tak thel

g
ride or exploring Miami's art doco architectur?

Sunny
Betier st we can heip you gat there weth our array of fignts,
holels, admission passes and car rentals

SWAYING PAM
CRASHING Wi B

Hyaunae

“TFLORIDA

Plngea do not sy fothis ermall n n >
Ay QUESTIONS O OGRS CCOTAL )
~

Py | Legal | e

2 cARRENTAL
=

N s oReam mies
Got 100 Bonus Miles™ when you uso Mis on et
onta o by Apr 8 and on by Jura 30,2022
Termsspaly.

22} earevcreom caro
x

Must oo BCDAB3060 o s achartagcf e
Borus ks and oot

BER oo 1k

s all gravy:

Torms and Contions

Ao all gravy.

ca | Uodste protie | L

ks 251 g S . S 200 Torso CHNEA L8

o Pt s e

o nGans

Custom Landing Page

LET YOUR DREAMS TAKE

FLIGHT

an b

GHAMPIOf: NOULGEN

=2 e sty

e BB ()
=]

PICK YOUR PERFECT
ESCAPE

ot 355 B s w

AR LS Gk et Doy
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10 100 Bomen Mhon s (i ¢
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Canadian Partner Programs

Additional Opportunities Available

Affinity Partnerships
Destination 101 training Videos
Global Inspiration Program
Global Marketplace

Interactive Travel Guide
Optimized Audience Campaign
Programmatic Media

Video Creation & Distribution
VisitTheUSA Sites

Interested in learning more? Please contact us for additional details.

Road to IPW: Canada Market Outlook



Quick Poll



P

What areas of Brand USA support are of interest to you
in Canada?

Select all that apply.
a. Trade support e. OTA opportunities
b. Digital advertising/programmatic f. Social media/influencers
c. Inspiration level/content creation g. TV -linear or streaming
programs h. Out of home

d. Tour operator programs



Brand USA

Last Important Updates




FY24 Optimized Audience Campaign
Target Key Markets During Seasonal Planning Periods*

Season

WINTER

SPRING

*Tentative dates; subject to change
Road to IPW: Canada Market Outlook

Mexico
Canada
Mexico
U.K.
Germany
South Korea
India
Brazil
France
Canada
U.K.
Germany

Australia

Market

Close Date
June 23, 2023
June 30, 2023
August 11, 2023
September 1, 2023
September 8, 2023
September 29, 2023
October 13, 2023
October 13, 2023
October 27, 2023
November 1, 2023
November 10, 2023
December 1, 2023

December 15, 2023

Campaign Launch Date
October 23, 2023
October 23, 2023
January 8, 2024
January 15, 2024
February 5, 2024
February 26, 2024
March 4, 2024
March 18, 2024
March 25, 2024
April 1, 2024
March 25, 2024
April 29, 2024

May 13, 2024




We hope to see you!

Upcoming Brand USA Activities®

May
2023

5/21: Market
Education Sessions @
IPW

June
2023

6/6-14: AUS/NZ Mega
Fam with Hawaiian
Airlines (HI, CA, TX,
OR, WA, NV, UT, MA,
NY)

July-August
2023

7/15: GOUSA TV
Storytelling Awards
submissions due

July: RHS Flower
Show

July: Japan & South
Korea Sales Mission

August: Korea:
Roadshow with Hana
Tour

*Tentative dates; subject to change

Road to IPW: Canada Market Outlook

October
2023

10/16-19:
Brand USA Travel
Week in London

January
2024

1/21-25: India Sales
Mission

February
2024

2/13-16: Mexico Sales
Mission

2/14-15: New Zealand
Expos

2/22: Australia B2B

VisitTheUSA.com

Brand USA

March
2024

April
2024

3/11-15: South
America Sales Mission

4/15-19: Canada Sales
Mission

*Spring 2024*
Canada MegaFam

July
2024

7/15-19: Japan &
South Korea Sales
Mission




Last but not least

See you at IPW! Br;n; UsA

* Sunday, May 21, 9:30am-12pm: Brand USA Global Trends and Market Insights

Stars in the Night Ballroom B1 at the Convention Center (open to all)

*  Monday, May 22, 8-8:45am: Press Conference

Stars in the Night Ballroom B1 at the Convention Center (open to press)

*  Monday, May 22, 12:30-1:45: Lunch with Brand USA

Hall 4 (open to all)
Brand USA Booth #1047

SAN ANTONIO

MAY 20-24, 2023

*Tentative dates; subject to change
Road to IPW: Canada Market Outlook




LBA

VisitTheUSA.com

Brand USA

Thank you!

Road to IPW:
Canada Market Update




