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TAMSTAMSTAMSTAMS
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Youth Market
Percent of Canadians Taking an Overnight Pleasure Trip

To Various Provinces in Last Two Years 
Base: Adult (18-Plus) Canadian Population Who Took an Overnight Trip Within Canada in the Last Two Years
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The Canadian Youth Market accounted for 
roughly one-quarter of visitors to most 
parts of Canada. Only Prince Edward 

Island and the Yukon were less likely to be 
visited by members of the Youth Market. 

Destination Province
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Youth Market
Percent of Americans Taking an Overnight Pleasure Trip

To Various Provinces in Last Two Years 
Base: Adult (18-Plus) American Population Who Took an Overnight Trip to Canada in the Last Two Years
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Destination Province

The American Youth Market was slightly 
more likely to have visited British 

Columbia, Saskatchewan and Ontario 
than to have visited other parts of Canada. 
They were somewhat less likely to have 

visited the Atlantic Region or the Yukon.
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Lifecycle Markets 
Youth Market: Intentions to Travel

Within/To Canada In Next Two Years
Base: Adult Population (18-Plus) Who Took an Overnight Trip in Last Two Years
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11%

11%

26%

22%

0% 20% 40% 60% 80% 100%

Canadian
Youth Market

Canadian
Travellers

American
Youth Market

American
Travellers

Very likely
Fairly likely

The Youth Market has growth 
potential for the Canadian travel 

industry. Members of the Canadian 
Youth Market were more likely than 

Canadian travellers as a whole to 
express intentions to take a trip in 

Canada in the next two years. In fact, 
three-quarters of the market was very 

likely to take a trip – the highest 
among the four Lifecycle Markets. 

The American Youth Market 
respondents were just slightly more 
likely than the average American 
traveller to have plans for a trip to 

Canada in the next two years.

Canada

United States



TAMS: Lifecycle Markets

Page 42

TAMSTAMSTAMSTAMS
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Youth Market
General Vacation Experiences Sought

During Pleasure Travel in Last Two Years
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey) 

-0.80 -0.60 -0.40 -0.20 0.00 0.20 0.40 0.60 0.80 1.00

Exploration

Personal
Indulgence

Romance &
Relaxation

Sports &
Learning

Socializing

Youth Market respondents were more likely than 
other travellers to be interested in opportunities 
to indulge themselves while on vacation (e.g., 

fine dining, enjoying nightlife). This market was 
also slightly more likely to enjoy ‘romance and 
relaxation’, sports and learning, and socializing 

with friends and family when on vacation. 

Technical Note
This analysis is based on a factor analysis of the vacation experiences sought 

during the past two years. See Appendix Three for a description of the 
individual items associated with each of these factor scores. The factor scores 

for each dimension were determined by the weighted sum of all items. The 
weight for each item was determined by how much the item correlated with the 
overall factor score. Factor scores were standardised with an average of “0” and 

a standard deviation of “1”. A value of “0” means that the travellers in the 
group exhibited an average tendency to pursue a given vacation experience. 

Progressively more positive values indicate that the travellers in the group were 
progressively more likely to have pursued the vacation experience. 

Progressively more negative values indicate that the travellers within the group 
were progressively less likely to have pursued the vacation experience.
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Youth Market
Outdoor Activities Sought During Pleasure Travel in Last Two Years

Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:
Canada and United States (Mailback Survey) 
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Team Sports
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Swimming & Sunbathing
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Fitness
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Snowmobiling

Biking

Skating

Extreme Winter Sports

Sailing, Windsurfing & Scuba

Natural Phenomena

Outdoor activities were a significant part of the Youth 
Market’s vacations. Members of the Youth Market 

were much more likely than average to seek out 
extreme winter sports, fitness activities, canoeing, 

kayaking or hiking, team sports and biking while on 
vacation. Other outdoor vacation activities that had 

above-average appeal included snowmobiling, 
swimming and sunbathing, skating, and skiing.

Technical Note
This analysis is based on a factor analysis of the outdoor vacation activities 
sought during the past two years. See Appendix Four for a description of the 
individual items associated with each of these factor scores. The factor scores 

for each dimension were determined by the weighted sum of all items 
determined by how much any given item correlated with the overall factor 

score. Factor scores were standardised with an average of “0” and a standard 
deviation of “1”. A value of “0” means that the travellers in the group 

exhibited an average tendency to pursue a given vacation activity. 
Progressively more positive values indicate that the travellers in the group 

were progressively more likely to have pursued the vacation activity. 
Progressively more negative values indicate that the travellers within the 

group were progressively less likely to have pursued the vacation activity.
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Youth Market 
Outdoor Activities Sought While Not Travelling (Indexed)

Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:
Canada and United States (Mailback Survey) 
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Exercise at home or at a fitness club

Gardening

Swimming

Go to park for a picnic or day-outing

Camping/ hiking/ backpacking

Biking

Fishing

Golf

Play team sports such as football or baseball

Sailing/ Other boating

Play racquet sports such as tennis

Hunting

Downhill skiing or snowboarding

Ice-Skating

Canoeing/ kayaking

Cross country skiing

Snowmobiling

While not on vacation, the Youth Market 
respondents continued to exhibit above-average 

activity levels in a broad range of outdoor 
activities, and, in particular, more strenuous 
activities. Relative to the average traveller, 

respondents were especially likely to be active in 
team sports, racquet sports (e.g., tennis), 

downhill skiing and snowboarding, ice skating, 
canoeing and kayaking and snowmobiling.

Technical Note
The Outdoor Activity Index was computed by dividing the 

incidence with which each activity was participated in by each 
segment by the incidence with which each activity was 

participated in within the total market of travellers. A score of 
1.0 means that activity participation rate is the same as the total 

market of travellers. Index values above 1.0 indicate that the 
segment was more likely to participate in the activity while 

index values below 1.0 indicate that the segment was less likely
to participate in the activity relative to the total market of 

travellers. For example, an index value of 1.2 means that the 
Market segment was 20 percent more likely to participate in a 

given activity than the total market of travellers. 
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Youth Market 
Culture and Entertainment Activities Sought

During Pleasure Travel in the Last Two Years
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey) 

-0.60 -0.40 -0.20 0.00 0.20 0.40 0.60 0.80 1.00

Shopping and dining

Museums, art, historical sites

High arts

Theme parks

Professional sports

Zoos, aquariums, planetariums
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Aboriginal cultural experiences

Gardens and natural attractions

Cultural festivals

International sporting events

Casino gambling and horse racing

Rodeos and auto racing

French Canadian cultural experiences

Concerts, carnivals and festivals were a much more 
important part of vacations for the Youth Market 
respondents than for the average traveller. Other 

culture and entertainment activities that had 
particular appeal to the Youth Market included 

professional sport events, cultural festivals, 
shopping and dining, rodeos and auto racing, and 

French Canadian cultural experiences.

Technical Note
This analysis was based on a factor analysis of the culture and entertainment 
vacation activities sought during the past two years. See Appendix Five for a 
description of the individual items associated with each of these factor scores. 
The factor scores for each dimension were determined by the weighted sum of 

all items determined by how much any given item was correlated with the 
overall factor score. Factor scores were standardised with an average of “0” and 

a standard deviation of “1”. A value of “0” means that the travellers in the 
group exhibited an average tendency to pursue a given vacation activity. 

Progressively more positive values indicate that the travellers in the group were 
progressively more likely to have pursued the vacation activity. Progressively 

more negative values indicate that the travellers within the group were 
progressively less likely to have pursued the vacation activity.
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Youth Market 
Culture and Entertainment Activities Sought

While Not Travelling (Indexed)
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey) 
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Dining in restaurants (not fast food)

Going to music concerts

Dancing

Going to a museum

Going to live theater

Going to a zoo or botanical garden

Going to professional sports events

Going to an art gallery or art show

Visiting amusement or theme parks

Gambling in casinos

Staying overnight in hotel or b&b

Going to the ballet

Going to the opera

The culture and entertainment activities pursued 
by the Youth Market when not travelling 
generally mirrored those sought out when 

respondents travelled. Thus, the Youth Market 
was more likely than others to go to concerts, 

dancing and professional sporting events. 
Respondents were slightly more likely to have 
stayed in a bed and breakfast within their own 

city or town than the average traveller.

Technical Note
The Culture and Entertainment Activity Index was computed by 

dividing the incidence with which each activity was participated in by 
each segment by the incidence with which each activity was 

participated in within the total market of travellers. A score of 1.0 
means that activity participation rate was the same as the total market 

of travellers. Index values above 1.0 indicate that the segment was 
more likely to participate in the activity while index values below 1.0 
indicate that the segment was less likely to participate in the activity 
relative to the total market of travellers. For example, an index value 
of 1.2 means that the Market segment was 20 percent more likely to 

participate in the activity than the total market of travellers.
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TAMSTAMSTAMSTAMS
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Youth Market
Accommodation-Related Activities Sought

During Pleasure Travel in the Last Two Years
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey) 
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Camping in public
grounds or
wilderness

Cooking or wine
tasting school

Lakeside or
wilderness lodge

Remote fly-in lodge
or outpost

Ski resort

Seaside resort

B&B, spa or gourmet
restaurant

The Youth Market respondents favoured camping 
out-of-doors more than the average traveller. Ski 
resorts and accommodations that included a Bed 

and Breakfast, spa or gourmet restaurant also 
received slightly above-average interest from Youth 

Market members during the past two years.

Technical Note
This analysis was based on a factor analysis of the accommodation-related 

activities sought during the past two years. See Appendix Six for a 
description of the individual items associated with each of these factor scores. 
The factor scores for each dimension were determined by the weighted sum 

of all items determined by how much any given item correlated with the 
overall factor score. Factor scores were standardised with an average of “0” 
and a standard deviation of “1”. A value of “0” means that the travellers in 

the group exhibited an average tendency to pursue a given vacation activity. 
Progressively more positive values indicate that the travellers in the group 

were progressively more likely to have pursued the vacation activity. 
Progressively more negative values indicate that the travellers within the 

group were progressively less likely to have pursued the vacation activity.
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TAMSTAMSTAMSTAMS
Travel Activities &
Motivation Survey

Youth Market
Day and Overnight Touring Activities in the Last Two Years 

Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:
Canada and United States (Mailback Survey) 
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Guided tours of
country or city

Winery tours

Touring by personal
vehicle

Great Lakes boat and
submarine cruise

Boat and train day
tours

Scenic day tours by
air

Ocean cruises

Technical Note
This analysis was based on a factor analysis of the same-day and 
overnight tours taken during the past two years. See Appendix 
Seven for a description of the individual items associated with 

each of these factor scores. The factor scores for each dimension 
were determined by the weighted sum of all items determined by 
how much any given item correlated with the overall factor score. 

Factor scores were standardised with an average of “0” and a 
standard deviation of “1”. A value of “0” means that the travellers 

in the group exhibited an average tendency to pursue a given 
touring activity. Progressively more positive values indicate that 
the travellers in the group were progressively more likely to have 
pursued the touring activity. Progressively more negative values
indicate that the travellers within the group were progressively

less likely to have pursued the touring activity.

Youth Market participation in 
most day and overnight touring 
activities was average to below-

average. Respondents were 
somewhat less likely than the 

average traveller to have taken 
guided tours of the city or country. 
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Youth Market
Percent Taking Various Types of Overnight Business Trips

In Last Two Years 
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey) 
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Attend business meetings out of
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Attend conferences or seminars
out of town

Attend company paid training
out of town

Attend business conventions out
of town

Attend trade shows out of town

Take a vacation paid for by your
company (Incentive Travel)

Youth Market
All Travellers

The amount of business travel 
undertaken during the past two years 

by Youth Market respondents 
slightly exceeded that of the average 
traveller. This finding is consistent 

with relative age of this market.
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0% 10% 20% 30% 40% 50% 60% 70% 80%

With spouse/ partner, as a
couple without children

With your immediate family,
including children

With your immediate family and
friends or other relatives

With friends or business
associates (no family members)

Alone, no travel companions
Brief Vacations
Longer Vacations
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With spouse/ partner, as a
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With your immediate family,
including children

With your immediate family and
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With friends or business
associates (no family members)
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Average

Average

Average

Average

Youth Market
Composition of Travel Party for Brief and Longer Trips

In Last Two Years 
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey) 

Youth Market respondents were 
more likely to have travelled with 

friends or business associates, or to 
have travelled alone, than the 

average traveller. They were also 
somewhat more likely to have taken 
a trip with their immediate family or 
other relatives. They were less likely 

to have travelled with children.
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Youth Market 
Types of Accommodations Used for Brief and Longer Trips

In Last Two Years (Indexed)
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey)
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Other mentions

Motorhome

Cottage you own

Travel trailer/ Fifth wheel

Truck camper or van

Fishing or hunting lodge

Tent Trailer

Brief Vacations
Longer Vacations

Relative to the average traveller, the 
Youth Market respondents were 

more likely to have used tent or tent 
trailers or to have vacationed in 

unserviced campgrounds. They were 
also more likely to have stayed in 

bed and breakfasts while travelling 
during the past two years. 

Technical Note
The Accommodation Index was computed by dividing the incidence with 
which each type of accommodation had been stayed in by each segment 

during the past two years by the incidence with which each type of 
accommodation had been stayed in within the total market of travellers. A 
score of 1.0 means that rate at which a particular type of accommodation 
had been stayed in was the same as the total market of travellers. Index 

values above 1.0 indicate that the segment was more likely to have stayed 
in this type of accommodation while index values below 1.0 indicate that 

the segment was less likely to have stayed in a particular type of 
accommodation relative to the total market of travellers. For example, an 

index value of 1.2 means that the Market segment is 20 percent more 
likely to have stayed in this particular type of accommodation than the 

total market of travellers during the past two years. 
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Youth Market
Information Sources Used to Plan Brief and Longer Trips

In Last Two Years (Indexed)
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey)
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Brief Vacations
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The Youth Market respondents were much more 
likely than average to have researched their 
brief trips (1 to 3 days duration) using the 
Internet and television advertisements. For 
longer trips, this market’s respondents were 

much more likely to consult a travel agent than 
the average traveller. Regardless of the trip 

length, the Youth Market was somewhat more 
likely than others to use guidebooks and 

television programmes to help plan travel. 

Technical Note
The Planning Information Used Index was computed by dividing the
incidence with which each information source was consulted by each 
segment during the past two years by the incidence with which each 

source of information was consulted within the total market of travellers. 
A score of 1.0 means that rate at which a particular source of information 

was used was the same as the total market of travellers. Index values 
above 1.0 indicate that the segment was more likely to have consulted a 
particular information source while index values below 1.0 indicate that 
the segment was less likely to have consulted a particular information 

source to plan vacations than the total market of travellers. For example, 
an index value of 1.2 means that the Youth Market was 20 percent more 

likely to have consulted a particular information source than the total 
market of travellers during the past two years. 
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Youth Market
How Often Travel Packages Used for Brief And

Longer Trips in Last Two Years 
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey)
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Always
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Brief
Vacations

Youth Market respondents were 
slightly less likely to have always 
or sometimes used tour packages 
than the average traveller. This 

partially reflects the fact that this 
market is more likely to go 

camping and more likely to take 
short haul trips which generally do 
not require the use of a package.

Longer
Vacations
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Youth Market Media Index for Print Media: Canada and U.S.
Percent Reading Each Publication Type in Segment By Percent Reading 

Each Publication Type Among Travellers 
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey)
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Other newspapers

Travel magazines such as Condé Nast Traveler

National Geographic

Sports magazines such as Sports Illustrated

Hobby magazines such as Gardening

News magazines such as Time or Newsweek

Fashion/ homemaking magazines such as Vogue

General interest or city life magazines (New Yorker)

Media indexing for various types of print 
media (see Technical Note below) 

suggests that the Youth Market can best be 
reached through sports magazines, such as 

Sports Illustrated. This finding likely 
reflects the overrepresentation of men 

within this market. The Youth Market also 
exhibited slightly above-average 

consumption of specialty newspapers, and 
general interest or city life magazines. 

Technical Note
The Media Index was computed by dividing the percent within 

each segment that routinely read each publication by the 
percent in the total market that routinely read each publication. 
A score of 1.0 means that readership was the same as the total 

market. Index values above 1.0 indicate that the readership was 
above average while index values below 1.0 indicate that 

readership was below average. For example, an index value of 
1.2 means that the Youth Market was 20 percent more likely to 
read a particular publication than the total market of travellers. 
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Youth Market Media Index for Television: Canada and U.S.
Percent Watching Each Type of Programme in Segment by Percent 

Watching Each Type of Programme Among Travellers 
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey)
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Movies shown on television
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Evening drama
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News magazine shows
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Morning news shows

Other television programs

Daytime television during weekdays

Evening situation comedies are the most 
efficient programming by which to target the 
Youth Market. Members of the Youth Market 
were 25 percent more likely than average to 
watch this type of programming. The Youth 

Market’s television viewership habits are 
important for travel promotion since this 

market was more likely than average to get 
input for their travel plans from television 

programmes and advertising.

Technical Note
The Media Index was computed by dividing the percent within 

each segment that routinely viewed each programme by the 
percent in the total market that routinely viewed each programme. 

A score of 1.0 means that viewership was the same as the total 
market. Index values above 1.0 indicate that the viewership was 

above average while index values below 1.0 indicate that 
viewership was below average. For example, an index value of 1.2
means that the Youth Market was 20 percent more likely to watch 

a particular programme than the total market of travellers. 
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Youth Market 
Percent Using Internet and Booking at Least One Trip

Using the Internet
Base: Total Population (18 Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey)

70%

53%

26%

18%

Youth Market

All Travellers

Youth Market

All Travellers

The Youth Market was the heaviest user of 
the Internet among the Lifecycle Markets. 
The Youth Market was 32 percent more 
likely than average to use the Internet for 

research, and 44 percent more likely to use it 
for booking travel arrangements. Moreover, 
as noted above, the Youth Market was much 
more likely to use the Internet specifically for 

researching their brief (1 to 3 day) trips.

Uses Internet
For Research

(Any Topic)

Booked Trip
Using Internet
(Last Two Years)
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Youth Market
Vacation Image of Canada

Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years and Were Able to Rate Canada 
On One-Plus Attributes: Canada and United States (Mailback Survey)
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The Canadian Youth Market had a more positive 
impression of Canada as a vacation destination than 

the Mature and Senior Markets. On the other hand, the 
American Youth Market did not have a strong 

impression of Canada on either dimension. 
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Youth Market
Vacation Image of Ontario

Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years and Were Able to Rate Canada 
On One-Plus Attributes: Canada and United States (Mailback Survey)
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Like other Canadian Lifecycle 
Markets, the Youth Market viewed 

Ontario almost exclusively as a 
vacation destination for enjoying 

culture and entertainment. Although 
Ontario lacked a strong profile in the 
American Youth Market, it had more 

presence as a culture and entertainment 
destination than as a nature and outdoor 

activity destination. 
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Youth Market Interest in New Tourism Products (Part One of Two)
Percent Stating Attraction Would Make Them 

“A Lot More Interested” in Taking a Trip to Ontario
Base: Total Population (18-Plus) Who Took a Trip in Last Two Years:

Canada and United States (Mailback Survey) 

33%

30%

31%

21%

14%

14%

17%

22%

36%

30%

30%

21%

19%

19%

19%

18%

0% 10% 20% 30% 40% 50%

Overnight train tours through natural
terrain

Cruises on the Great Lakes (one or
more nights)

Game parks or game preserves/ wildlife
viewing areas

A science and technology theme park
such as Epcot

A heritage attraction with historical
reconstructions/ re-enactments

A garden attraction such as Cypress
Gardens or Tivoli Park

An aboriginal attraction such as the
Indian Museum

A movie theme park such as Universal
Studios or MGM

Youth Market
All Travellers

Respondents were asked whether each 
of 16 new tourism attractions would 
make them “a lot more interested” in 
taking a trip to Ontario. The Youth 

Market respondents were more likely 
than the average traveller to be 

attracted by a movie theme park. 
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Youth Market Interest in New Tourism Products (Part Two of Two)
Percent Stating Attraction Would Make Them

“A Lot More Interested” in Taking a Trip to Ontario
Base: Total Population (18-Plus) Who Took a Trip in Last Two Years:

Canada and United States (Mailback Survey)

28%

20%

16%

21%

12%

15%

13%

9%

17%

16%

16%

14%

13%

9%

9%

8%
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A cultural festival such as Mardi Gras

A wine region such as Napa Valley or
Cote d'Or in France

A children-oriented amusement park
such as Disneyland

A musical festival such as the Jazz
Festival in Montreal

A forestry or mining attraction such as
mine tours

A film festival such as the Cannes Film
Festival

A musical attraction such as the Rock'n
Roll Museum, etc.

World-class trophy fishing tournaments

Youth Market
All Travellers

Among the new tourism attractions that 
were less popular overall, the Youth 

Market was much more likely than average 
to be attracted to Ontario by offerings of 
different types of festivals, including a 

cultural festival, a musical festival and a 
film festival. Wine region tours and a 

musical attraction also generated above-
average interest within the Youth Market.
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Family Market
The Family Market represented one-third (33 percent) of the total travel market. This market had an above-average 
incidence of well-educated, higher income households, and was the most affluent of the four Lifecycle Markets.

Relative to all vacation travellers, the Family Market was slightly less likely to have taken a trip to the United States or to 
other countries. This reflected the fact that many within this segment tended to travel with children and that travel with 
children tends to be to shorter-haul destinations. The Canadian Family Market presents an important domestic travel
market since this market was more likely than other Canadian markets to express intentions to take a trip in Canada during 
the next two years. The American Family Market was slightly less likely than the typical American traveller to indicate 
plans to visit Canada during the next two years.

The Family Market vacation travel revolved around two needs: rest and recuperation, and keeping children entertained. 
Their preferred outdoor activities were consistent with their desire for recuperative vacation experiences (i.e., sunbathing 
and swimming, fishing). The priorities of children were reflected in the Family Market’s above-average participation in 
team sports and visits to child-orientated attractions (e.g., zoos, aquariums and planetariums, theme and amusement 
parks). They were less likely than the average traveller to have taken day and overnight tours during the past two years.

Family Market members were above-average users of the Internet as a source of information for planning brief trips, while 
travel agents were used more often for longer trips. Although the Family Market exhibited above-average use of the 
Internet as a research tool, respondents were no more likely than the average traveller to have used the Internet to book 
travel arrangements. 

Targeting travel promotion for the Family Market through the print media was best accomplished through sports 
magazines and fashion/homemaker magazines. They were also above-average viewers of evening situation comedies, and 
instructional or hobby shows on television.
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Average

Lifecycle Markets Incidence in Canada
Family Market: By Province

Base: Adult (18-Plus) Canadian Population Who Took a Trip or Plans to Take a Trip in Last/Next Two Years

35%

12%

30%

39%

24%

33%

36%

31%

34%

30%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

Newfoundland

Prince Edward Island

Nova Scotia

New Brunswick

Quebec

Ontario

Manitoba

Saskatchewan

Alberta

British Columbia

The size of the Family Market varied 
somewhat from province to province. 

The Family Market was more 
commonly found in Newfoundland, 

New Brunswick, Manitoba and 
Alberta than elsewhere in the country. 

Province of Residence

Small Sample Warning 
for P.E.I.  n=11
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Average

Lifecycle Markets Incidence in United States
Family Market: By U.S. Region

Base: Adult (18-Plus) American Population Who Took a Trip or Plans to Take a Trip in Last/Next Two Years

32%

28%

34%

32%

31%

37%

37%

33%

34%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

South Atlantic

East South Central

West South Central

Mountain

Pacific /Hawaii

West North Central

East North Central

Middle Atlantic

New England

The Family Market comprised close to 
one-third of the market in most regions of 
the United States. The exceptions were the 

East South Central region where the 
Family Market was slightly 

underrepresented, and the West and East 
North Central regions where this Market 

was slightly overrepresented.

Region of Residence

Maine, Connecticut, Massachusetts, 
Rhode Island, Vermont

Wisconsin, Illinois, 
Michigan, Ohio, Indiana

New Mexico, Arizona, Utah, Colorado, 
Nevada, Idaho, Wyoming, Montana

Alabama, Mississippi, 
Tennessee, Kentucky

California, Hawaii, Oregon, 
Washington, Alaska

Pennsylvania, 
New York, New Jersey

Florida, Georgia, North 
Carolina, South Carolina

Texas, Oklahoma,
Arkansas, Louisiana

Kansas, Nebraska, South Dakota, 
Missouri, Iowa, Minnesota
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Lifecycle Markets: Family Market 
Canada: By Demographics

Base: Percent of Population (18-Plus) Who Either Travelled in Last Two Years
Or Intends to Travel in Next Two Years

29%

32%

28%

33%

33%

22%

36%

42%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

Male

Female

High School/Trade
School

University/College

Advanced
University Degree

Less than $40K

$40K to $80K

$80K Plus

In Canada, similar proportions of men 
and women belonged to the Family 

Market. The Family Market was over-
represented in the higher education and 

household income categories. The 
above-average income within the 

Family Market may partially reflect the 
presence of two-income households. 
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Lifecycle Markets: Family Market 
United States: By Demographics

Base: Percent of Population (18-Plus) Who Either Travelled in Last Two Years
Or Intends to Travel in Next Two Years

30%

37%

34%

34%

30%

27%

38%

44%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

Male

Female

High School/Trade
School

University/College

Advanced
University Degree

Less than $40K

$40K to $80K

$80K Plus

More women than men were in the 
American Family Market. Members of 

the Family Market were slightly 
underrepresented among Americans 

with advanced degrees, but the incidence 
of the Family Market increased 

markedly with household income. The 
above-average income within the Family 

Market may partially reflect the 
presence of two-income households. 
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Family Market
Percent Taking Overnight Pleasure Trips

To Various Destinations in Last Two Years 
Base: Adult (18-Plus) American/Canadian Population Who Took an Overnight Trip in the Last Two Years

51%

67%

11%

4%

14%

9%

49%

68%

14%

4%

15%

14%

0% 20% 40% 60% 80% 100%

Within State or
Province

To Other States or
Provinces

To Canada from
United States

(Americans Only)

To U.S. from
Canada

(Canadians Only)

Mexico or
Caribbean

Other Countries

Family Market
All Travellers

Relative to all vacation travellers, The Family 
Market was slightly less likely to have taken 

a trip to the United States or to other 
countries. This reflects the fact that many 

within this segment tended to travel with their 
children and that travel with children tends to 

be to shorter haul destinations.
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Family Market
Percent Taking Overnight Pleasure Trips

To Various Destinations By Season in Last Two Years
Base: Adult (18-Plus) American/Canadian Population Who Took an Overnight Trip in Last Two Years

49%

52%

71%

50%

52%

54%

69%

52%

0% 20% 40% 60% 80% 100%

Winter

Spring

Summer

Fall Family Market
All Travellers

The seasonal travel patterns of the 
Family Market tended to parallel 
those of the overall travel market. 
This is somewhat surprising given 

that many within this market tended 
to travel with their children and that 
travel with children is more likely to 

occur during the summer. 
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Family Market
Percent Taking Overnight Pleasure Trip to Various Destinations

For Various Reasons in Last Two Years 
Base: Adult (18-Plus) American/Canadian Population Who Took an Overnight Trip in Last Two Years

84%

31%

28%

85%

29%

28%

0% 20% 40% 60% 80% 100%

Mainly for
Pleasure

Mainly for
Business

Other
Personal
Reasons

Family Market
All Travellers

The reasons given for travelling 
by the Family Market tended to 

parallel the overall travel market. 
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Family Market
Canada vs. U.S.: By Trips in Canada Last Two Years, Percent 

Taking at Least One Trip in Canada in Last Two Years
Base: Percent of Population (18-Plus) Who Either Travelled in Last Two Years

Or Intends to Travel in Next Two Years

30%

31%

35%

28%

0% 5% 10% 15% 20% 25% 30% 35% 40%

No Domestic
Trips

Took
Domestic Trip

No Trips from
U.S. to Canada

Took Trip from
U.S. to Canada

The Canadian Family Market was 
equally represented among those who 
took a trip in Canada in the last two 

years and among those who did not take 
a domestic trip. Among Americans, 

however, the Family Market less likely 
to have taken a trip to Canada.

Canada

United States
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Family Market
Percent of Canadians Taking an Overnight Pleasure Trip

To Various Provinces in Last Two Years 
Base: Adult (18-Plus) Canadian Population Who Took an Overnight Trip within Canada in the last two Years

26%

29%

25%

26%

27%

31%

33%

30%

29%

28%

24%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

Newfoundland/ Labrador

Prince Edward Island

Nova Scotia

New Brunswick

Quebec

Ontario

Manitoba

Saskatchewan

Alberta

British Columbia

Yukon

The Family Market is a key lifecycle 
market for domestic travel. Between 

one-quarter and one-third of the 
Canadian travellers who visited each 

province in the past two years were part 
of the Family Market. Manitoba, Ontario 
and Saskatchewan were more likely than 
other provinces to have had visitors from 

the Canadian Family Market.

Destination Province
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Family Market
Percent of Americans Taking an Overnight Pleasure Trip

To Various Provinces in Last Two Years 
Base: Adult (18-Plus) American Population Who Took an Overnight Trip to Canada in the Last Two Years

30%

13%

16%

11%

28%

31%

30%

13%

16%

19%

12%

0% 10% 20% 30% 40% 50% 60%

Newfoundland/ Labrador

Prince Edward Island

Nova Scotia

New Brunswick

Quebec

Ontario

Manitoba

Saskatchewan

Alberta

British Columbia

Yukon

Destination Province

Quebec, Ontario, Manitoba, and 
Newfoundland and Labrador 

were the key destinations for the 
American Family Market visiting 

Canada in the past two years. 
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Family Market
Intentions to Travel Within/To Canada Next Two Years

Base: Adult Population (18-Plus) Who Took an Overnight Trip in Last Two Years

71%

68%

15%

17%

12%

11%

21%

22%

0% 20% 40% 60% 80% 100%

Canadian
Family Market

Canadian
Travellers

American
Family Market

American
Travellers

Very likely
Fairly likely

The Family Market presents an 
opportunity for some growth in the 

Canadian travel market. The Canadian 
Family Market respondents were 
slightly more likely than average 

Canadian travellers to be very or fairly 
likely to take a trip within Canada over 
the next two years (83 percent versus 

79 percent). Respondents from the 
American Family Market, however, 

were less likely than average American 
travellers to express intentions to visit 

Canada during the next two years.

Canada

United States
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Family Market
General Vacation Experiences Sought

During Pleasure Travel in the Last Two Years
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey) 

-0.80 -0.60 -0.40 -0.20 0.00 0.20 0.40 0.60 0.80 1.00

Exploration

Personal
Indulgence

Romance &
Relaxation

Sports &
Learning

Socializing

The Family Market was more likely than 
other travellers to pursue vacation 

experiences offering opportunities for 
relaxation and romance. This suggests 

that the Family Market is more likely to 
use their vacation time to recuperate and 

spend quality time with family. 

Technical Note
This analysis was based on a factor analysis of the vacation experiences sought 

during the past two years. See Appendix Three for a description of the 
individual items associated with each of these factor scores. The factor scores 

for each dimension were determined by the weighted sum of all items. The 
weight for each item was determined by how much the item correlated with the 
overall factor score. Factor scores were standardised with an average of “0” and 

a standard deviation of “1”. A value of “0” means that the travellers in the 
group exhibited an average tendency to pursue a given vacation experience. 

Progressively more positive values indicate that the travellers in the group were 
progressively more likely to have pursued the vacation experience. 

Progressively more negative values indicate that the travellers within the group 
were progressively less likely to have pursued the vacation experience.



TAMS: Lifecycle Markets

Page 75

TAMSTAMSTAMSTAMS
Travel Activities &
Motivation Survey

Family Market
Outdoor Activities Sought

During Pleasure Travel in the Last Two Years
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey) 

-0.40 -0.30 -0.20 -0.10 0.00 0.10 0.20 0.30 0.40 0.50 0.60

Team Sports

Natural Sightseeing

Swimming & Sunbathing

Golfing

Hunting

Canoeing, Kayaking, Hiking

Fishing

Motorcycling

Extreme Sports

Fitness

Skiing

Snowmobiling

Biking

Skating

Extreme Winter Sports

Sailing, Windsurfing & Scuba

Natural Phenomena

The Family Market was more likely than others to 
include swimming and sunbathing, team sports, 
and fishing in respondents’ vacations. Hunting, 
skating, and canoeing, kayaking or hiking also 

figured into Family Market vacations to a slightly 
greater extent than for the average traveller.

Technical Note
This analysis was based on a factor analysis of the outdoor vacation activities 
sought during the past two years. See Appendix Four for a description of the 
individual items associated with each of these factor scores. The factor scores 

for each dimension were determined by the weighted sum of all items 
determined by how much any given item correlated with the overall factor 
score. Factor scores are standardised with an average of “0” and a standard 

deviation of “1”. A value of “0” means that the travellers in the group 
exhibited an average tendency to pursue a given vacation activity. 

Progressively more positive values indicate that the travellers in the group 
were progressively more likely to have pursued the vacation activity. 

Progressively more negative values indicate that the travellers within the 
group were progressively less likely to have pursued the vacation activity.
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Family Market
Outdoor Activities Sought While Not Travelling (Indexed)

Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:
Canada and United States (Mailback Survey) 

0.9

1.1

1.3

1.2

1.1

1.1

1.2

0.9

1.3

1.0

1.1

1.4

1.0

1.5

1.0

1.0

1.4

0.0 1.0 2.0 3.0 4.0

Exercise at home or at a fitness club

Gardening

Swimming

Go to park for a picnic or day-outing

Camping/ hiking/ backpacking

Biking

Fishing

Golf

Play team sports such as football or baseball

Sailing/ Other boating

Play racquet sports such as tennis

Hunting

Downhill skiing or snowboarding

Ice-Skating

Canoeing/ kayaking

Cross country skiing

Snowmobiling

While not on vacation, the Family 
Market was slightly more likely to 
go swimming, participate in team 
sports, to go hunting and fishing 
and during the winter, to go ice 

skating or snowmobiling.

Technical Note
The Outdoor Activity Index was computed by dividing the 

incidence with which each activity was participated in by each 
segment by the incidence with which each activity was 

participated in within the total market of travellers. A score of 
1.0 means that activity participation rate was the same as the 
total market of travellers. Index values above 1.0 indicate that
the segment was more likely to participate in the activity while
index values below 1.0 indicate that the segment was less likely

to participate in the activity, relative to the total market of 
travellers. For example, an index value of 1.2 means that the 

Market segment was 20 percent more likely to participate in a 
given activity than the total market of travellers. 
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Family Market
Culture and Entertainment Activities Sought

During Pleasure Travel in the Last Two Years
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey) 

-0.60 -0.40 -0.20 0.00 0.20 0.40 0.60 0.80 1.00

Shopping and dining

Museums, art, historical sites

High arts

Theme parks

Professional sports

Zoos, aquariums, planetariums

Agricultural and local fairs

Concerts, carnivals and festivals

Aboriginal cultural experiences

Gardens and natural attractions

Cultural festivals

International sporting events

Casino gambling and horse racing

Rodeos and auto racing

French Canadian cultural experiences

The cultural and entertainment activities in 
Family Market vacations tended to involve 

child-oriented attractions. As such, the 
Family Market was more likely than average 
to seek out zoos, aquariums and planetariums 

and theme parks while on vacation.

Technical Note
This analysis was based on a factor analysis of the culture and entertainment 
vacation activities sought during the past two years. See Appendix Five for a 
description of the individual items associated with each of these factor scores. 
The factor scores for each dimension were determined by the weighted sum 

of all items determined by how much any given item correlated with the 
overall factor score. Factor scores were standardised with an average of “0” 
and a standard deviation of “1”. A value of “0” means that the travellers in 

the group exhibited an average tendency to pursue a given vacation activity. 
Progressively more positive values indicate that the travellers in the group 

were progressively more likely to have pursued the vacation activity. 
Progressively more negative values indicate that the travellers within the 

group were progressively less likely to have pursued the vacation activity.
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Family Market
Culture and Entertainment Activities Sought

While Not Travelling (Indexed)
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey) 

0.9
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1.1

0.6

1.6

0.8

0.9

0.6

0.6

0.0 1.0 2.0 3.0 4.0

Dining in restaurants (not fast food)

Going to music concerts

Dancing

Going to a museum

Going to live theater

Going to a zoo or botanical garden

Going to professional sports events

Going to an art gallery or art show

Visiting amusement or theme parks

Gambling in casinos

Staying overnight in hotel or b&b

Going to the ballet

Going to the opera

The culture and entertainment activities 
pursued by the Family Market when not 

travelling generally mirrored those 
sought out when they travel. Thus, the 
Family Market was more likely than 

others to visit zoos or botanical gardens, 
and amusement or theme parks.

Technical Note
The Culture and Entertainment Activity Index is computed by 

dividing the incidence with which each activity was participated
in by each segment by the incidence with which each activity 

was participated in within the total market of travellers. A score 
of 1.0 means that activity participation rate is the same as the
total market of travellers. Index values above 1.0 indicate that

the segment was more likely to have participated in the activity
while index values below 1.0 indicate that the segment was less 

likely to have participated in the activity relative to the total 
market of travellers. For example, an index value of 1.2 means 

that the Market segment was 20 percent more likely to have 
participated in the activity than the total market of travellers. 



TAMS: Lifecycle Markets

Page 79

TAMSTAMSTAMSTAMS
Travel Activities &
Motivation Survey

Family Market
Accommodation-Related Activities Sought

During Pleasure Travel in the Last Two Years
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey) 

-0.60 -0.40 -0.20 0.00 0.20 0.40 0.60 0.80 1.00

Camping in public
grounds or
wilderness

Cooking or wine
tasting school

Lakeside or
wilderness lodge

Remote fly-in lodge
or outpost

Ski resort

Seaside resort

B&B, spa or gourmet
restaurant

The Family Market was not distinctive in its 
accommodation-related vacation activities. 

However, it was slightly more likely than average 
to include camping among vacation activities.

Technical Note
This analysis was based on a factor analysis of the accommodation-related 

activities sought during the past two years. See Appendix Six for a 
description of the individual items associated with each of these factor scores. 
The factor scores for each dimension were determined by the weighted sum 

of all items determined by how much any given item correlated with the 
overall factor score. Factor scores were standardised with an average of “0” 
and a standard deviation of “1”. A value of “0” means that the travellers in 

the group exhibited an average tendency to pursue a given vacation activity. 
Progressively more positive values indicate that the travellers in the group 

were progressively more likely to have pursued the vacation activity. 
Progressively more negative values indicate that the travellers within the 

group were progressively less likely to have pursued the vacation activity.
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Family Market
Day and Overnight Touring Activities in the Last Two Years

Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:
Canada and United States (Mailback Survey) 

-0.60 -0.40 -0.20 0.00 0.20 0.40 0.60 0.80 1.00

Guided tours of
country or city

Winery tours

Touring by personal
vehicle

Great Lakes boat and
submarine cruise

Boat and train day
tours

Scenic day tours by
air

Ocean cruises

Technical Note
This analysis was based on a factor analysis of the same-day and 
overnight tours taken during the past two years. See Appendix 
Seven for a description of the individual items associated with 

each of these factor scores. The factor scores for each dimension 
were determined by the weighted sum of all items determined by 
how much any given item correlated with the overall factor score. 

Factor scores were standardised with an average of “0” and a 
standard deviation of “1”. A value of “0” means that the travellers 

in the group exhibited an average tendency to pursue a given 
touring activity. Progressively more positive values indicate that 
the travellers in the group were progressively more likely to have 
pursued the touring activity. Progressively more negative values
indicate that the travellers within the group were progressively

less likely to have pursued the touring activity.

Most day and overnight touring activities had 
average or below-average appeal for the Family 
Market. The Family Market was particularly less 
likely to have taken a guided tour of a city or the 

country during the past two years of travel. 
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Family Market 
Percent Taking Various Types of Overnight Business

Trips in Last Two Years
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey) 

34%

27%

21%

17%

15%

5%

29%

25%

18%

15%

14%

4%

0% 10% 20% 30% 40% 50% 60%

Attend business meetings out of town

Attend conferences or seminars out of
town

Attend company paid training out of
town

Attend business conventions out of
town

Attend trade shows out of town

Take a vacation paid for by your
company (Incentive Travel)

Family Market
All Travellers

Members of the Family Market 
were slightly more likely than the 
average traveller to have travelled 
for business during the past two 
years. This reflects the fact that 
most within this segment were 

currently employed and tended to 
have higher household incomes 
(suggesting increased need to 

travel for business). 
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0% 10% 20% 30% 40% 50% 60% 70% 80%

With spouse/ partner, as a
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Brief Vacations
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Family Market
Composition of Travel Party for Brief and Long Trips

In Last Two Years 
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey) 

As would be expected, the Family 
Market was much more likely to 

have travelled with children over the 
last two years. Respondents were 
also slightly more likely to have 

travelled with other members of their 
family or other relatives, and less 

likely to have travelled as a couple 
(without their children) or alone. 
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Family Market
Types of Accommodations Used for Brief and Longer Trips

In Last Two Years (Indexed)
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey)
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Hotels/ Resorts/ Country inns
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Tent

Campgrounds/ RV Parks (Fully serviced)

Bed and breakfast

Rented cottage

Unserviced campgrounds or backcountry

Campgrounds/ RV Parks (Electricity only)

Other mentions

Motorhome

Cottage you own

Travel trailer/ Fifth wheel

Truck camper or van

Fishing or hunting lodge

Tent Trailer

Brief Vacations
Longer Vacations

Relative to the average traveller, members of 
the Family Market were slightly more likely to 
have camped using a tent or travel trailer and 
to have stayed in a campground or RV park. 

They were slightly less likely to have stayed in 
a bed and breakfast than the average traveller.

Technical Note
The Accommodation Index was computed by dividing the incidence with 
which each type of accommodation had been stayed in by each segment 

during the past two years by the incidence with which each type of 
accommodation had been stayed in within the total market of travellers. A 
score of 1.0 means that rate at which a particular type of accommodation 
had been stayed in was the same as the total market of travellers. Index 

values above 1.0 indicate that the segment was more likely to have stayed 
in this type of accommodation while index values below 1.0 indicate that 

the segment was less likely to have stayed in a particular type of 
accommodation relative to the total market of travellers. For example, an 
index value of 1.2 means that the Market segment was 20 percent more 
likely to have stayed in this particular type of accommodation than the 

total market of travellers during the past two years. 
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Family Market
Information Sources Used to Plan Brief and Longer Trips

In Last Two Years (Indexed)
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey)
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Travel information you received in the mail
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Other mentions
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Visits to trade/ travel/ sportsmen's shows

Brief Vacations
Longer Vacations

Relative to other travellers, 
members of the Family Market 

were slightly more likely to have 
used the Internet as a source of 

information for brief trips (1 to 3 
days’ duration), and to have used 
travel agents for planning longer 
trips. Beyond this, their use of 

information sources to plan travel 
matched the overall travel market. 

Technical Note
The Planning Information Used Index was computed by dividing 
the incidence with which each information source was consulted 
by each segment during the past two years by the incidence with 
which each source of information was consulted within the total 
market of travellers. A score of 1.0 means that rate at which a 

particular source of information was used is the same as the total 
market of travellers. Index values above 1.0 indicate that the 

segment was more likely to consult a particular information source 
while index values below 1.0 indicate that the segment was less 
likely to have consulted a particular information source to plan
vacations than the total market of travellers. For example, an 

index value of 1.2 means that the Family Market was 20 percent 
more likely to have consulted a particular information source than 

the total market of travellers during the past two years. 
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Family Market
How Often Travel Packages Used for Brief And

Longer Vacations in Last Two Years 
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey)
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Family Market

All Travellers

Family Market
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Always
Sometimes

Brief
Vacations

The members of the Family Market 
were slightly less likely than average 

travellers to have always or 
sometimes used travel packages. 
This partially reflects the fact that 
many within this market tended to 

camp with their children which does 
not require a travel package. 

Longer
Vacations
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Family Market Media Index for Print Media: Canada and U.S.
Percent Reading Each Publication Type in Segment

By Percent Reading Each Publication Type Among Travellers 
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey)
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Traveler
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Illustrated
Hobby magazines such as Gardening

News magazines such as Time or
Newsweek

Fashion/ homemaking magazines
such as Vogue

General interest or city life magazines
(New Yorker)

Media indexing for various types of print 
media (see Technical Note below) indicates 

that the Family Market is best reached 
through popular publications rather than 
through specialised travel publications. 
Family Market readership was slightly 

above-average for sports magazines, and 
fashion and homemaking magazines. 

Technical Note
The Media Index was computed by dividing the percent 

within each segment that routinely read each publication by 
the percent in the total market that routinely read each 

publication. A score of 1.0 means that readership was the 
same as the total market. Index values above 1.0 indicate 
that the readership was above average while index values 
below 1.0 indicate that readership was below average. For 

example, an index value of 1.2 means that the Family 
Market was 20 percent more likely to read a particular 

publication than the total market of travellers. 
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Family Market Media Index for Television: Canada and U.S.
Percent Watching Each Type of Programme in Segment

By Percent Watching Each Type of Programme Among Travellers 
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey)
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News magazine shows
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Morning news shows

Other television programs

Daytime television during weekdays

Members of the Family Market were 
typically average viewers of most 
types of television programming. 

The only exceptions involved 
slightly above-average viewership of 

instructional or hobby shows, and 
evening situation comedies.

Technical Note
The Media Index was computed by dividing the percent 

within each segment that routinely viewed each programme 
by the percent in the total market that routinely viewed each 
programme. A score of 1.0 means that viewership was the 
same as the total market. Index values above 1.0 indicate 
that the viewership was above average while index values 
below 1.0 indicate that viewership was below average. For 

example, an index value of 1.2 means that the Family 
Market was 20 percent more likely to watch a particular 

programme than the total market of travellers. 
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Family Market
Percent Using Internet and Booking at Least One Trip

Using the Internet
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey)

61%

53%

20%

18%

Family Market

All Travellers

Family Market

All Travellers

The Family Market displayed 
above-average use of the 

Internet as a source of 
information, but members were 

no more likely than average 
travellers to use the Internet to 

book travel arrangements. 

Uses Internet
For Research

(Any Topic)

Booked Trip
Using Internet
(Last Two Years)
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Family Market
Vacation Image of Canada

Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years and Were Able to Rate Canada 
On One-Plus Attributes: Canada and United States (Mailback Survey) 
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The Canadian Family Market regarded Canada as 
a vacation destination offering rich opportunities 

for culture and entertainment, with average 
opportunities for nature and outdoor activities. 

This market had the most positive impression of 
Canada as a vacation destination overall. The 

American Family Market, however, did not have 
a strong impression of Canada as a vacation 

destination on either dimension. 
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Family Market
Vacation Image of Ontario

Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years and Were Able to Rate Canada 
On One-Plus Attributes: Canada and United States (Mailback Survey) 
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Similar to other Canadian Lifecycle 
Markets, the Family Market perceived 

Ontario primarily as a culture and 
entertainment destination. The 

American Family Market was much 
less aware of Ontario’s culture and 
entertainment offerings, but had a 

slightly stronger impression of Ontario 
as destination offering opportunities to 

enjoy nature and outdoor activities. 
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Market

Canadian

Family 
Market

American

Youth 
Market

Canadian

Mature
Market

Canadian

Seniors
Market

American

Mature 
Market

American

Youth 
Market

American



TAMS: Lifecycle Markets

Page 91

TAMSTAMSTAMSTAMS
Travel Activities &
Motivation Survey

Family Market Interest in New Tourism Products (Part One of Two)
Percent Stating Attraction Would Make Them

“A Lot More Interested” in Taking a Trip to Ontario 
Base: Total Population (18-Plus) Who Took a Trip in Last Two Years:

Canada and United States (Mailback Survey) 
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more nights)
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A science and technology theme park
such as Epcot

A heritage attraction with historical
reconstructions/ re-enactments

A garden attraction such as Cypress
Gardens or Tivoli Park

An aboriginal attraction such as the
Indian Museum

A movie theme park such as Universal
Studios or MGM

Family Market
All Travellers

Respondents were asked whether each of 16 
new tourism attractions would make them “a 

lot more interested” in taking a trip to 
Ontario. Among the more popular tourism 
attractions, both a movie theme park and a 

science and technology theme park generated 
above-average interest in the Family Market. 
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Family Market Interest in New Tourism Products (Part Two of Two)
Percent Stating Attraction Would Make Them

“A Lot More Interested” in Taking a Trip to Ontario 
Base: Total Population (18-Plus) Who Took a Trip in Last Two Years:

Canada and United States (Mailback Survey)
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A cultural festival such as Mardi Gras

A wine region such as Napa Valley or
Cote d'Or in France

A children-oriented amusement park
such as Disneyland

A musical festival such as the Jazz
Festival in Montreal

A forestry or mining attraction such as
mine tours

A film festival such as the Cannes Film
Festival

A musical attraction such as the Rock'n
Roll Museum, etc.

World-class trophy fishing tournaments

Family Market
All Travellers

Among the new tourism attractions that 
were less popular overall, the Family 
Market was almost twice as likely as 
others to react positively to a child-
oriented amusement park attraction.
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Mature Market
The Mature Market represented one-third (32 percent) of the total travel market, and tended to be relatively well-educated 
and affluent. Women and men were equally represented in this Lifecycle Market in Canada, but there were more men than 
women in the American Mature Market.
The Mature Market’s previous behaviour and future intentions for travel in Canada parallelled those of the average 
traveller. 
The Mature Market respondents were slightly more likely than average travellers to seek out exploratory vacation 
activities. On the other hand, this market tended to be somewhat less active in outdoor pursuits while on vacation than 
either the Youth or Family Markets. Respondents were more likely than average travellers to have gone natural sight-
seeing, visited gardens and natural attractions, gambled at casinos or horse races, visited agricultural and local fairs, 
museums, art galleries and historical sites, shopped and dined, and visited aboriginal cultural attractions or events while 
travelling during the past two years.
The Mature Market was also more likely than others to stay at seaside resorts, toured using their personal vehicle or to 
have taken a winery tour during the past two years. Respondents were slightly above-average users of travel packages.
Members of the Mature Market were more likely than others to have travelled with a spouse or partner without children 
during the past two years. They were somewhat less likely to have travelled with children, other family members or 
friends, but slightly more likely than the average traveller to have travelled alone. 
The Mature Market considers television programmes to be an important source of travel information. Targeting this 
market via television is aided by its above-average viewership of most types of news programming (e.g., newsmagazine 
shows, morning news shows, early evening news shows).
The Mature Market was also more likely than average to consult information from travel shows, auto clubs and newspaper 
or magazine articles, and to read specialised travel publications (e.g., travel sections of newspapers, travel magazines).
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Average

Lifecycle Markets Incidence in Canada
Mature Market: By Province

Base: Adult (18-Plus) Canadian Population Who Took a Trip or Plans to Take a Trip in Last/Next Two Years
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British Columbia

Quebec and Prince Edward Island were 
more likely than other provinces to be 

home to Mature Market travellers 
(although the latter finding was based on 
a very small sample of 11 respondents).

Province of Residence

Small Sample Warning for P.E.I. n=11
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Average

Lifecycle Markets Incidence in United States
Mature Market: By U.S. Region

Base: Adult (18-Plus) American Population Who Took a Trip or Plans to Take a Trip in Last/Next Two Years
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Taken together, the southern regions 
(South Atlantic, East South Central, West 

South Central) had slightly higher 
representations of the Mature Market 
than other parts of the United States.

Region of Residence

Maine, Connecticut, Massachusetts, 
Rhode Island, Vermont

Wisconsin, Illinois, 
Michigan, Ohio, Indiana

New Mexico, Arizona, Utah, Colorado, 
Nevada, Idaho, Wyoming, Montana

Alabama, Mississippi, 
Tennessee, Kentucky

California, Hawaii, Oregon, 
Washington, Alaska

Pennsylvania, 
New York, New Jersey

Florida, Georgia, North 
Carolina, South Carolina

Texas, Oklahoma,
Arkansas, Louisiana

Kansas, Nebraska, South Dakota, 
Missouri, Iowa, Minnesota
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Lifecycle Markets: Mature Market 
Canada: By Demographics

Base: Percent of Population (18-Plus) Who Either travelled in Last Two Years
Or Intends to Travel in Next Two Years
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Less than $40K

$40K to $80K

$80K Plus

Women and men were roughly 
equally represented in the 
Mature Market. Although 

educational attainment was 
somewhat polarised in the 

Mature Market between those 
with high school education or 

less and those with postgraduate 
education, this market was 

over-represented among higher 
income households.
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Lifecycle Markets: Mature Market 
United States: By Demographics

Base: Percent of Population (18-Plus) Who Either travelled in Last Two Years
Or Intends to Travel in Next Two Years
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The Mature Market survey in the United 
States had a higher percentage of men 
than women. The Mature Market was 

overrepresented among those with 
postgraduate degrees and in middle- to 

higher-income households.
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Mature Market
Percent Taking Overnight Pleasure Trips

To Various Destinations in Last Two Years 
Base: Adult (18-Plus) American/Canadian Population Who Took an Overnight Trip in the Last Two Years
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(Americans Only)
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Mexico or
Caribbean

Other Countries

Mature Market
All Travellers

The travel pattern of the Mature 
Market closely parallelled that of 

the overall travel market. 



TAMS: Lifecycle Markets

Page 100

TAMSTAMSTAMSTAMS
Travel Activities &
Motivation Survey

Mature Market
Percent Taking Overnight Pleasure Trips To

Various Destinations by Season in Last Two Years
Base: Adult (18-Plus) American/Canadian Population Who Took an Overnight Trip in Last Two Years
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56%
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0% 20% 40% 60% 80% 100%

Winter

Spring
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Fall Mature Market
All Travellers

The seasonal travel patterns of 
the Mature Market were similar 

to those of the overall travel 
market. However, members of 
the Mature Market were 7.3 
percent more likely to have 

travelled during the fall travel 
season than the average traveller. 
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Mature Market
Percent Taking Overnight Pleasure Trip to Various Destinations

For Various Reasons in Last Two Years 
Base: Adult (18-Plus) American/Canadian Population Who Took an Overnight Trip in Last Two Years

82%

32%

28%

85%

29%

28%

0% 20% 40% 60% 80% 100%

Mainly for
Pleasure

Mainly for
Business

Other
Personal
Reasons

Mature Market
All Travellers

The Mature Market respondents were 
slightly more likely than average travellers 

to have taken a trip mainly for business over 
the last two years. This may reflect the fact 

that many within this market hold more 
senior positions within their firms, requiring 

increased business travel.
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Mature Market
Canada vs. U.S.: By Trips In Canada Last Two Years, Percent 
Taking at Least One Trip in Canada Within Last Two Years

Base: Percent of Population (18-Plus) Who Either travelled in Last Two Years
Or Intends to Travel in Next Two Years
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34%
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0% 5% 10% 15% 20% 25% 30% 35% 40%

No Domestic
Trips

Took Domestic
Trip

No Trips from
U.S. to Canada

Took Trip from
U.S. to Canada

The Mature Market did not 
demonstrate any particular 

tendency to travel in Canada. 
Members were equally 

represented among those taking 
and those not taking trips in 

Canada during the past two years. 

Canada

United States
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Mature Market
Percent of Canadians Taking an Overnight Pleasure Trip

To Various Provinces in Last Two Years 
Base: Adult (18-Plus) Canadian Population Who Took an Overnight Trip Within Canada in the Last Two Years
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Yukon

Members of the Mature Market 
were more likely to visit New 

Brunswick, Prince Edward 
Island, Quebec and Nova Scotia 

than other parts of Canada.

Destination Province
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Mature Market
Percent of Americans Taking an Overnight Pleasure Trip

To Various Provinces in Last Two Years 
Base: Adult (18-Plus) American Population Who Took an Overnight Trip to Canada in the Last Two Years
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Destination Province

The favoured Canadian destinations 
for the American Mature Market 
included the Yukon and Alberta. 
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Mature Market 
Intentions to Travel Within/To Canada Next Two Years

Base: Adult Population (18-Plus) Who Took an Overnight Trip in Last Two Years
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Canadian
Mature Market

Canadian
Travellers

American
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American
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Very likely
Fairly likely

The Mature Market respondents from 
Canada and the United States were 
comparable to average travellers in 
their intentions to travel in Canada 

over the next two years. Canada

United States
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Mature Market 
General Vacation Experiences Sought

During Pleasure Travel in the Last Two Years
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey) 
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Exploration
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Learning

Socializing

The Mature Market respondents 
were slightly more likely to have 
sought out exploratory vacation 

experiences than average travellers 
over the last two years. They were 

slightly less likely to have socialised 
with family and friends during the 

past two years of travel.

Technical Note
This analysis was based on a factor analysis of the vacation experiences sought 

during the past two years. See Appendix Three for a description of the 
individual items associated with each of these factor scores. The factor scores 

for each dimension were determined by the weighted sum of all items. The 
weight for each item was determined by how much the item correlated with the 
overall factor score. Factor scores were standardised with an average of “0” and 

a standard deviation of “1”. A value of “0” means that the travellers in the 
group exhibited an average tendency to pursue a given vacation experience. 

Progressively more positive values indicate that the travellers in the group were 
progressively more likely to have pursued the vacation experience. 

Progressively more negative values indicate that the travellers within the group 
were progressively less likely to have pursued the vacation experience.
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Mature Market 
Outdoor Activities Sought

During Pleasure Travel in the Last Two Years
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey) 
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Team Sports

Natural Sightseeing
Swimming & Sunbathing

Golfing

Hunting
Canoeing, Kayaking, Hiking

Fishing
Motorcycling

Extreme Sports
Fitness
Skiing

Snowmobiling
Biking

Skating
Extreme Winter Sports

Sailing, Windsurfing & Scuba

Natural Phenomena

While on vacation, the Mature Market respondents 
were generally less active than average travellers 

in outdoor activities. However, members were 
more likely to have gone natural sightseeing, 

golfing, and sailing, windsurfing and scuba diving.

Technical Note
This analysis was based on a factor analysis of the outdoor vacation activities 
sought during the past two years. See Appendix Four for a description of the 
individual items associated with each of these factor scores. The factor scores 

for each dimension were determined by the weighted sum of all items 
determined by how much any given item correlated with the overall factor 

score. Factor scores were standardised with an average of “0” and a standard 
deviation of “1”. A value of “0” means that the travellers in the group 

exhibited an average tendency to pursue a given vacation activity. 
Progressively more positive values indicate that the travellers in the group 

were progressively more likely to have pursued the vacation activity. 
Progressively more negative values indicate that the travellers within the 

group were progressively less likely to have pursued the vacation activity.
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Mature Market
Outdoor Activities Sought While Not Travelling (Indexed)

Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:
Canada and United States (Mailback Survey) 
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Exercise at home or at a fitness club

Gardening

Swimming

Go to park for a picnic or day-outing

Camping/ hiking/ backpacking

Biking

Fishing

Golf

Play team sports such as football or baseball

Sailing/ Other boating

Play racquet sports such as tennis

Hunting

Downhill skiing or snowboarding

Ice-Skating

Canoeing/ kayaking

Cross country skiing

Snowmobiling

While not on vacation, the 
Mature Market exhibited average 
or below-average participation in 

most outdoor activities. 

Technical Note
The Outdoor Activity Index was computed by dividing the 
incidence with which each activity was participated in by 
each segment by the incidence with which each activity 

was participated in within the total market of travellers. A 
score of 1.0 means that the activity participation rate was 

the same as the total market of travellers. Index values 
above 1.0 indicate that the segment was more likely to 
participate in the activity while index values below 1.0 

indicate that the segment was less likely to participate in 
the activity relative to the total market of travellers. For 
example, an index value of 1.2 means that the Market 
segment was 20 percent more likely to participate in a 

given activity than the total market of travellers. 
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Mature Market 
Culture and Entertainment Activities Sought

During Pleasure Travel in the Last Two Years 
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey) 
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Shopping and dining

Museums, art, historical sites

High arts

Theme parks

Professional sports

Zoos, aquariums, planetariums

Agricultural and local fairs

Concerts, carnivals and festivals

Aboriginal cultural experiences

Gardens and natural attractions

Cultural festivals

International sporting events

Casino gambling and horse racing

Rodeos and auto racing

French Canadian cultural experiences

The Mature Market respondents were slightly more likely 
than typical travellers to have visited gardens and natural 
attractions, to have gambled at casinos or horse races, to 
have visited agricultural and local fairs, to have visited 

museums, art galleries and historical sites, to have shopped 
and dined, and to have visited aboriginal cultural attractions 

or events while travelling during the past two years.

Technical Note
This analysis was based on a factor analysis of the culture and entertainment 
vacation activities sought during the past two years. See Appendix Five for a 
description of the individual items associated with each of these factor scores. 
The factor scores for each dimension were determined by the weighted sum 

of all items determined by how much any given item correlated with the 
overall factor score. Factor scores were standardised with an average of “0” 
and a standard deviation of “1”. A value of “0” means that the travellers in 

the group exhibited an average tendency to pursue a given vacation activity. 
Progressively more positive values indicate that the travellers in the group 

were progressively more likely to have pursued the vacation activity. 
Progressively more negative values indicate that the travellers within the 

group were progressively less likely to have pursued the vacation activity.
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Mature Market
Culture and Entertainment Activities Sought

While Not Travelling (Indexed)
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey) 
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Dining in restaurants (not fast food)

Going to music concerts

Dancing

Going to a museum

Going to live theater

Going to a zoo or botanical garden

Going to professional sports events

Going to an art gallery or art show

Visiting amusement or theme parks

Gambling in casinos

Staying overnight in hotel or b&b

Going to the ballet

Going to the opera

While not travelling, the Mature Market 
respondents were slightly more likely 

than average travellers to have gambled 
in a casino, to have gone to an art gallery 

or art show, or to have patronised live 
theatre, the ballet or the opera. 

Technical Note
The Culture and Entertainment Activity Index was 

computed by dividing the incidence with which each activity 
was participated in by each segment by the incidence with 

which each activity was participated in within the total 
market of travellers. A score of 1.0 means that activity 
participation rate was the same as the total market of 

travellers. Index values above 1.0 indicate that the segment 
was more likely to participate in the activity while index 

values below 1.0 indicate that the segment was less likely to 
participate in the activity relative to the total market of 

travellers. For example, an index value of 1.2 means that the 
Market segment was 20 percent more likely to participate in 

the activity than the total market of travellers. 
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Mature Market
Accommodation-Related Activities Sought

During Pleasure Travel in the Last Two Years
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey) 
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Camping in public grounds or wilderness

Cooking or wine tasting school

Lakeside or wilderness lodge

Remote fly-in lodge or outpost

Ski resort

Seaside resort

B&B, spa or gourmet restaurant

The Mature Market respondents were 
slightly more likely than average to 
have stayed at a seaside resort while 
travelling during the past two years. 

Technical Note
This analysis was based on a factor analysis of the accommodation-related 

activities sought during the past two years. See Appendix Six for a 
description of the individual items associated with each of these factor scores. 
The factor scores for each dimension were determined by the weighted sum 

of all items determined by how much any given item correlated with the 
overall factor score. Factor scores were standardised with an average of “0” 
and a standard deviation of “1”. A value of “0” means that the travellers in 

the group exhibited an average tendency to pursue a given vacation activity. 
Progressively more positive values indicate that the travellers in the group 

were progressively more likely to have pursued the vacation activity. 
Progressively more negative values indicate that the travellers within the 

group were progressively less likely to have pursued the vacation activity.
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Mature Market
Day and Overnight Touring Activities in the Last Two Years 

Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:
Canada and United States (Mailback Survey) 
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Guided tours of country or city

Winery tours

Touring by personal vehicle

Great Lakes boat and submarine cruise

Boat and train day tours

Scenic day tours by air

Ocean cruises

Technical Note
This analysis was based on a factor analysis of the same-day and 
overnight tours taken during the past two years. See Appendix 
Seven for a description of the individual items associated with 

each of these factor scores. The factor scores for each dimension 
were determined by the weighted sum of all items determined by 
how much any given item was correlated with the overall factor 

score. Factor scores were standardised with an average of “0” and 
a standard deviation of “1”. A value of “0” means that the 

travellers in the group exhibited an average tendency to pursue a 
given touring activity. Progressively more positive values indicate 
that the travellers in the group were progressively more likely to 
have pursued the touring activity. Progressively more negative 

values indicate that the travellers within the group were 
progressively less likely to have pursued the touring activity.

The Mature Market respondents were 
slightly more likely than typical 

travellers to have toured by personal 
vehicle or to have gone on winery tours 
during the past two years. Respondents 
participated in other types of touring 

activities to an average extent.
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Mature Market
Percent Taking Various Types Of 

Overnight Business Trips in Last Two Years 
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey) 
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Attend business meetings out of town

Attend conferences or seminars out of
town

Attend company paid training out of
town

Attend business conventions out of
town

Attend trade shows out of town

Take a vacation paid for by your
company (Incentive Travel)

Mature Market
All Travellers

Those within the Mature Market 
were slightly more likely to have 

travelled for business reasons over 
the last two years. This may reflect 

the fact that many within this 
market hold more senior positions 

within their organizations, thus 
necessitating business travel. 
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0% 10% 20% 30% 40% 50% 60% 70% 80%

With spouse/ partner, as a
couple without children

With your immediate family,
including children

With your immediate family and
friends or other relatives

With friends or business
associates (no family members)

Alone, no travel companions
Brief Vacations
Longer Vacations
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With spouse/ partner, as a
couple without children

With your immediate family,
including children

With your immediate family and
friends or other relatives

With friends or business
associates (no family members)

Alone, no travel companions

Average
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Average

Average

Average

Average

Average

Average

Average

Average

Mature Market
Composition of Travel Party for Brief and Long Trips

In Last Two Years 
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey) 

The Mature Market respondents 
were more likely than average to 
have travelled with a spouse or 

partner without children during the 
past two years. They were somewhat 

less likely to have travelled with 
children, other family members or 

friends, but slightly more likely than 
average to have travelled alone. 
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Mature Market
Types of Accommodations Used for Brief and Longer Trips

In Last Two Years (Indexed)
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey)
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Hotels/ Resorts/ Country inns
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Tent

Campgrounds/ RV Parks (Fully serviced)
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Campgrounds/ RV Parks (Electricity only)

Other mentions

Motorhome
Cottage you own

Travel trailer/ Fifth wheel
Truck camper or van

Fishing or hunting lodge

Tent Trailer

Brief Vacations
Longer Vacations

Relative to the average traveller, the 
Mature Market respondents were slightly 
more likely to have stayed in a motel or a 
fishing and hunting lodge in the last two 

years. On the other hand, respondents 
were somewhat less likely to have used a 

tent or tent trailer while travelling. 

Technical Note
The Accommodation Index was computed by dividing the incidence with 
which each type of accommodation had been stayed in by each segment 

during the past two years by the incidence with which each type of 
accommodation had been stayed in within the total market of travellers. A 
score of 1.0 means that rate at which a particular type of accommodation 
had been stayed in was the same as the total market of travellers. Index 

values above 1.0 indicate that the segment was more likely to have stayed 
in this type of accommodation while index values below 1.0 indicate that 

the segment was less likely to have stayed in a particular type of 
accommodation relative to the total market of travellers. For example, an 
index value of 1.2 means that the Market segment was 20 percent more 

likely to have stayed in this particular type of accommodation than the total 
market of travellers during the past two years. 
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Mature Market
Information Sources Used to Plan Brief and Longer Trips

In Last Two Years (Indexed)
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey)
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materials
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Travel guides such as Fodor's or Michelin

Programs on television

Other mentions
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Visits to trade/ travel/ sportsmen's shows

Brief Vacations
Longer Vacations

Relative to the typical traveller, Mature Market 
respondents were more likely to have been 
influenced by television programmes when 

members were making plans for their vacations. 
Other sources of travel information that were 
consulted slightly more than average included 

travel or sportsmen shows, auto clubs, and articles 
in newspapers and magazines.

Technical Note
The Planning Information Used Index was computed by dividing 
the incidence with which each information source was consulted 
by each segment during the past two years by the incidence with 
which each source of information was consulted within the total 
market of travellers. A score of 1.0 means that rate at which a 
particular source of information was used was the same as the 

total market of travellers. Index values above 1.0 indicate that the 
segment was more likely to consult a particular information source 

while index values below 1.0 indicate that the segment was less 
likely to have consulted a particular information source to plan
vacations than the total market of travellers. For example, an 

index value of 1.2 means that the Mature Market was 20 percent 
more likely to have consulted a particular information source than 

the total market of travellers during the past two years. 
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Mature Market
How Often Travel Packages Used For 

Brief and Longer Vacations in Last Two Years 
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey)
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Mature Market

All Travellers
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Always
Sometimes

Brief
Vacations

The Mature Market respondents 
were slightly more likely than 

average travellers to have always 
or sometimes used travel packages 

for their brief and longer trips.

Longer
Vacations
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Mature Market Media Index for Print Media: Canada and U.S.
Percent Reading Each Publication Type in Segment

By Percent Reading Each Publication Type Among Travellers 
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey)
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1.06
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Daily newspaper

Travel section of daily newspaper

Weekend edition of newspaper

Travel section of weekend newspaper

Community newspaper

Other newspapers

Travel magazines such as Condé Nast
Traveler

National Geographic

Sports magazines such as Sports
Illustrated

Hobby magazines such as Gardening

News magazines such as Time or
Newsweek

Fashion/ homemaking magazines such as
Vogue

General interest or city life magazines
(New Yorker)

Media indexing for various types of 
print media (see Technical Note below) 
indicates that the Mature Market can be 

reached most effectively through 
specialised travel publications (travel 

section of daily and weekend 
newspapers, travel magazines), and 

general interest or city life magazines. 

Technical Note
The Media Index was computed by dividing the percent 

within each segment that routinely read each publication by 
the percent in the total market that routinely read each 

publication. A score of 1.0 means that readership was the 
same as the total market. Index values above 1.0 indicate 
that the readership was above average while index values 
below 1.0 indicate that readership was below average. For 

example, an index value of 1.2 means that the Mature 
Market was 20 percent more likely to read a particular 

publication than the total market of travellers. 
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Mature Market Media Index for Television: Canada and U.S.
Percent Watching Each Type of Programme in Segment

By Percent Watching Each Type of Programme Among Travellers 
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey)
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Movies shown on television

Nature shows

Early evening news shows

Professional sports events

Evening situation comedies

Evening drama

Late evening news shows

News magazine shows

Instructional or hobby shows

Morning news shows

Other television programs

Daytime television during weekdays

The Mature Market displayed above-average 
viewership for most types of news programming 

on television (i.e., newsmagazine shows, 
morning news shows, early evening news shows).

Technical Note
The Media Index was computed by dividing the percent within 

each segment that routinely viewed each programme by the 
percent in the total market that routinely viewed each 

programme. A score of 1.0 means that viewership was the same 
as the total market. Index values above 1.0 indicate that the 
viewership was above average while index values below 1.0 
indicate that viewership was below average. For example, an 

index value of 1.2 means that the Mature Market was 20 percent 
more likely to watch a particular programme than the total 

market of travellers. 
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Mature Market
Percent Using Internet and Booking at Least One Trip

Using the Internet
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey)

51%

53%

18%

18%

Mature Market

All Travellers

Mature Market

All Travellers

The Mature Market made only 
average use of the Internet as a 
research tool and as a means to 

book travel arrangements.

Uses Internet
For Research

(Any Topic)

Booked Trip
Using Internet
(Last Two Years)
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Mature Market
Vacation Image of Canada

Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years and Were Able to Rate Canada 
On One-Plus Attributes: Canada and United States (Mailback Survey) 
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The Canadian Mature Market regarded 
Canada as a prime vacation destination 

for culture and entertainment. In contrast, 
the American Mature Market had a 

stronger impression of Canada as a nature 
and outdoor activity destination than as a 

culture and entertainment destination. 
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Mature Market
Vacation Image of Ontario

Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years and Were Able to Rate Canada 
On One-Plus Attributes: Canada and United States (Mailback Survey) 
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The Canadian Mature Market had a moderately 
positive impression of Ontario’s culture and 
entertainment offerings, but did not perceive 

Ontario as a destination for natural and outdoor 
activities. In contrast, Ontario had a low profile as a 

culture and entertainment destination within the 
American Mature Market, but was considered more 
of a destination for nature and outdoors activities.
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Mature Market Interest in New Tourism Products (Part One of Two)
Percent Stating Attraction Would Make Them

“A Lot More Interested” in Taking a Trip to Ontario 
Base: Total Population (18-Plus) Who Took a Trip in Last Two Years:

Canada and United States (Mailback Survey) 
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Overnight train tours through natural
terrain

Cruises on the Great Lakes (one or
more nights)

Game parks or game preserves/ wildlife
viewing areas

A science and technology theme park
such as Epcot

A heritage attraction with historical
reconstructions/ re-enactments

A garden attraction such as Cypress
Gardens or Tivoli Park

An aboriginal attraction such as the
Indian Museum

A movie theme park such as Universal
Studios or MGM

Mature Market
All Travellers

Respondents were asked whether each of 
16 new tourism attractions would make 
them “a lot more interested” in taking a 
trip to Ontario. Among the more popular 
tourism attractions, the Mature Market 
was more likely than others to express 

interest in an overnight train tour.
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Mature Market Interest in New Tourism Products (Part Two of Two)
Percent Stating Attraction Would Make Them

“A Lot More Interested” in Taking a Trip to Ontario 
Base: Total Population (18-Plus) Who Took a Trip in Last Two Years:

Canada and United States (Mailback Survey)
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A cultural festival such as Mardi Gras

A wine region such as Napa Valley or
Cote d'Or in France

A children-oriented amusement park
such as Disneyland

A musical festival such as the Jazz
Festival in Montreal

A forestry or mining attraction such as
mine tours

A film festival such as the Cannes Film
Festival

A musical attraction such as the Rock'n
Roll Museum, etc.

World-class trophy fishing tournaments

Mature Market
All Travellers

Among the new tourism attractions 
which were less popular overall, none 

generated particular interest within 
the Mature Market. Moreover, 
members were distinctly less 

enthusiastic than others about a child-
oriented amusement park.
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Seniors Market
The Seniors Market was the smallest of the four Lifecycle Markets, representing only 15 percent of the travel market. This 
market tended to have lower levels of education and household income. The Seniors Market was equally represented 
among women and men within Canada, although the American Seniors were more likely to be women than men.
Despite its relatively small size, the American Seniors Market deserves special attention from the Canadian travel industry 
since it was overrepresented among Americans who visited Canada during the past two years. This market’s respondents 
were also more likely to travel to other parts of their own country and to overseas countries than average travellers. Note 
that members were less likely to have taken a trip to Mexico and the Caribbean in the last two years.
The respondents for the Seniors Market within Canada were less likely than average Canadian travellers to express 
intentions to take a trip in Canada over the next two years. Although the difference was smaller, respondents from the 
American Seniors Market were also less likely than average to express intentions to visit Canada in the next two years. In 
general, seniors were observed to be less likely to express intentions to travel to any destination, suggesting that seniors 
were less likely to make longer range travel plans. 
The Seniors Market respondents were most likely to have sought out exploratory vacation experiences. They are much 
less likely to view vacations as opportunities for romance and relaxation, suggesting that vacations are periods to seek out 
stimulation and enrichment, rather than a time for rest and recuperation. While generally less active in outdoor activities 
than average travellers, their interest in exploratory vacation activities was reflected in their above-average viewing of 
natural phenomena and natural sightseeing, as well as visits to gardens and natural attractions, museum, art galleries and 
historical sites, and cultural festivals. However, the Seniors Market members also found time for some entertainment and 
were more likely to have gambled at casinos or horse races, to have attended an international sporting event or to have 
patronised the high arts (e.g., ballet, opera) while travelling. The Seniors Market respondents were more likely than  
average travellers to have taken guided tours of country or city areas. 
The Seniors Market made more use than others of traditional travel information sources, especially printed information 
received in the mail, airline reservation systems and auto clubs. 
Television and print media provide efficient channels for targeting this market. The Seniors Market were above-average 
television viewers, and were especially over-represented among the weekday daytime programming audience. They were 
above-average viewers of news programming and above-average readers of newsmagazines.
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Average

Lifecycle Markets Incidence in Canada
Seniors Market: By Province

Base: Adult (18-Plus) Canadian Population Who Took a Trip or Plans to Take a Trip in Last/Next Two Years
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The Seniors Market was over-
represented in British Columbia 

and Prince Edward Island (although 
the results for P.E.I are based on a 

very small sample size).

Province of Residence

Small Sample Warning for 
P.E.I.  n=11
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Average

Lifecycle Markets Incidence in United States
Seniors Market: By U.S. Region

Base: Adult (18-Plus) American Population Who Took a Trip or Plans to Take a Trip in Last/Next Two Years
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The Seniors Market was 
uniformly distributed across 

the various regions of the 
United States.

Region of Residence

Maine, Connecticut, Massachusetts, 
Rhode Island, Vermont

Wisconsin, Illinois, 
Michigan, Ohio, Indiana

New Mexico, Arizona, Utah, Colorado, 
Nevada, Idaho, Wyoming, Montana

Alabama, Mississippi, 
Tennessee, Kentucky

California, Hawaii, Oregon, 
Washington, Alaska

Pennsylvania, 
New York, New Jersey

Florida, Georgia, North 
Carolina, South Carolina

Texas, Oklahoma,
Arkansas, Louisiana

Kansas, Nebraska, South Dakota, 
Missouri, Iowa, Minnesota
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Lifecycle Markets: Seniors Market 
Canada: By Demographics

Base: Percent of Population (18-Plus) Who Either travelled in Last Two Years
Or Intends to Travel in Next Two Years

11%

13%

17%

8%

9%

16%

6%

3%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

Male

Female

High School/Trade
School

University/College

Advanced
University Degree

Less than $40K

$40K to $80K

$80K Plus

The Seniors Market had similar 
representation among men and women. 

Members of this market were more 
likely to have high/trade school 
educations and lower household 

incomes (less than $40,000 per year). 



TAMS: Lifecycle Markets

Page 130

TAMSTAMSTAMSTAMS
Travel Activities &
Motivation Survey

Lifecycle Markets: Seniors Market 
United States: By Demographics

Base: Percent of Population (18-Plus) Who Either travelled in Last Two Years
Or Intends to Travel in Next Two Years
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University/College
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Less than $40K
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The Seniors Market in the United 
States had a higher representation 
among women than among men. 
Similar to Canada, this market 
tended to have lower levels of 
formal education and lower 

household incomes.
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Seniors Market
Percent Taking Overnight Pleasure Trips

To Various Destinations in Last Two Years 
Base: Adult (18-Plus) American/Canadian Population Who Took an Overnight Trip in the Last Two Years

41%

71%

17%

3%

12%

20%

49%

68%

14%

4%

15%

14%

0% 20% 40% 60% 80% 100%

Within State or
Province

To Other States or
Provinces

To Canada from
United States

(Americans Only)

To U.S. from
Canada

(Canadians Only)

Mexico or
Caribbean

Other Countries

Seniors Market
All Travellers

The Seniors Market respondents were less 
likely to have travelled within their own 
state or province, but more likely to have 
travelled to other countries than average 

travellers. This Market was also somewhat 
less likely to have travelled to Mexico or 

the Caribbean over the last two years. 
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Seniors Market 
Percent Taking Overnight Pleasure Trips

To Various Destinations By Season in Last Two Years 
Base: Adult (18-Plus) American/Canadian Population Who Took an Overnight Trip in Last Two Years

47%

55%

63%

62%

52%

54%

69%

52%

0% 20% 40% 60% 80% 100%

Winter

Spring

Summer

Fall Senior Market
All Travellers

The Seniors Market respondents 
were 17.8 percent more likely to 
have taken a trip during the fall 

travel season than average travellers. 
On the other hand, members were 

9.4 percent less likely to have 
travelled during the summer and 9.7 
percent less likely to have taken a 

trip during the winter travel season.
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Seniors Market 
Percent Taking Overnight Pleasure Trip 

To Various Destinations For Various Reasons in Last Two Years 
Base: Adult (18-Plus) American/Canadian Population Who Took an Overnight Trip in Last Two Years

86%

11%

27%

85%

29%

28%

0% 20% 40% 60% 80% 100%

Mainly for
Pleasure

Mainly for
Business

Other
Personal
Reasons

Mature Market
All Travellers

Because the majority of the Seniors 
Market was retired, members were much 
less likely to have taken a trip primarily 
for business during the past two years. 
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Seniors Market
Canada vs. U.S.: By Trips in Canada Last Two Years, Percent 
Taking at Least One Trip in Canada Within Last Two Years

Base: Percent of Population (18-Plus) Who Either Traveled in Last Two Years
Or Intends to Travel in Next Two Years

13%

12%

14%

18%

0% 5% 10% 15% 20% 25% 30% 35% 40%

No Domestic
Trips

Took Domestic
Trip

No Trips from
U.S. to Canada

Took Trip from
U.S. to Canada

In Canada, the Seniors Market was 
represented equally among both those 
who did and those who did not take a 

trip in Canada within the past two years. 
Although it is relatively small, and a less 
affluent market than the other lifecycle 
markets, the American Seniors Market 
has been an important one for Canada. 

The Seniors Market was overrepresented 
among Americans who took a trip to 

Canada during the past two years.

Canada

United States
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Seniors Market
Percent of Canadians Taking an Overnight Pleasure Trip

To Various Provinces in Last Two Years 
Base: Adult (18-Plus) Canadian Population Who Took an Overnight Trip Within Canada in the Last Two Years
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Yukon

The Seniors Market was an 
important market for the Yukon. 

Roughly one-quarter of 
Canadian visitors to the Yukon 
during the past two years were 

members of the Seniors Market.

Destination Province
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Seniors Market 
Percent of Americans Taking an Overnight Pleasure Trip

To Various Provinces in Last Two Years 
Base: Adult (18-Plus) American Population Who Took an Overnight Trip to Canada in the Last Two Years

27%

50%

45%

48%

20%

16%

26%

34%
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29%

45%
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Ontario
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Alberta

British Columbia

Yukon

Destination Province

Among Americans who visited Canada 
in the past two years, members of the 

Seniors Market were much more likely 
to have visited P.E.I, New Brunswick, 
Nova Scotia and the Yukon Territory 

than other parts of the country.
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Lifecycle Markets 
Seniors Market: Intentions to Travel
Within/To Canada Next Two Years

Base: Adult Population (18-Plus) Who Took an Overnight Trip in Last Two Years

59%

68%

17%

17%

8%

11%

17%

22%

0% 20% 40% 60% 80% 100%

Canadian
Seniors Market

Canadian
Travellers

American
Seniors Market

American
Travellers

Very likely
Fairly likely

Members of the Seniors Market in 
Canada were less likely than average 

Canadian travellers to express 
intentions to take a trip in Canada 
over the next two years. Although 

the difference was smaller, members 
of the American Seniors Market 

were also less likely than average to 
have some intentions of visiting 
Canada in the next two years. In 

general, seniors were observed to be 
less likely to express intentions to 

travel to any destination suggesting 
that this market was less likely to 
make longer range travel plans. 

Canada

United States
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Seniors Market 
General Vacation Experiences Sought

During Pleasure Travel in the Last Two Years
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey) 

-0.80 -0.60 -0.40 -0.20 0.00 0.20 0.40 0.60 0.80 1.00

Exploration

Personal
Indulgence

Romance &
Relaxation

Sports &
Learning

Socializing

The Seniors Market respondents were 
most likely to have sought out 

exploratory vacation experiences. 
They are much less likely to view 

vacations as opportunities for 
romance and relaxation, suggesting 

that vacations are periods to seek out 
stimulation and enrichment, rather 

than periods for rest and recuperation.

Technical Note
This analysis was based on a factor analysis of the vacation experiences sought 

during the past two years. See Appendix Three for a description of the 
individual items associated with each of these factor scores. The factor scores 

for each dimension were determined by the weighted sum of all items. The 
weight for each item was determined by how much the item correlated with the 
overall factor score. Factor scores were standardised with an average of “0” and 

a standard deviation of “1”. A value of “0” means that the travellers in the 
group exhibited an average tendency to pursue a given vacation experience. 

Progressively more positive values indicate that the travellers in the group were 
progressively more likely to have pursued the vacation experience. 

Progressively more negative values indicate that the travellers within the group 
were progressively less likely to have pursued the vacation experience.
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Seniors Market 
Outdoor Activities Sought

During Pleasure Travel in the Last Two Years
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey) 

-0.40 -0.30 -0.20 -0.10 0.00 0.10 0.20 0.30 0.40 0.50 0.60

Team Sports

Natural Sightseeing
Swimming & Sunbathing

Golfing

Hunting
Canoeing, Kayaking, Hiking

Fishing

Motorcycling
Extreme Sports

Fitness

Skiing
Snowmobiling

Biking

Skating
Extreme Winter Sports

Sailing, Windsurfing & Scuba

Natural Phenomena

The outdoor activities sought by the Seniors 
Market members reflected their orientation 
toward exploratory experiences. They were 
more likely than average to include natural 
sightseeing and viewing natural phenomena 

in their vacation itineraries. They also 
showed a slightly above-average inclination 
towards water-based activities (e.g. sailing).

Technical Note
This analysis is based on a factor analysis of the outdoor vacation activities 
sought during the past two years. See Appendix Four for a description of the 
individual items associated with each of these factor scores. The factor scores 

for each dimension were determined by the weighted sum of all items 
determined by how much any given item correlated with the overall factor 

score. Factor scores were standardised with an average of “0” and a standard 
deviation of “1”. A value of “0” means that the travellers in the group 

exhibited an average tendency to pursue a given vacation activity. 
Progressively more positive values indicate that the travellers in the group 

were progressively more likely to have pursued the vacation activity. 
Progressively more negative values indicate that the travellers within the 

group were progressively less likely to have pursued the vacation activity.
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Seniors Market
Outdoor Activities Sought While Not Travelling (Indexed)

Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:
Canada and United States (Mailback Survey) 
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0.4

0.4

0.2

0.1

0.2

0.3

0.1
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Exercise at home or at a fitness club

Gardening

Swimming

Go to park for a picnic or day-outing

Camping/ hiking/ backpacking

Biking

Fishing

Golf

Play team sports such as football or baseball

Sailing/ Other boating

Play racquet sports such as tennis

Hunting

Downhill skiing or snowboarding

Ice-Skating

Canoeing/ kayaking

Cross country skiing

Snowmobiling

While not on vacation, members 
of the Seniors Market were 

slightly more likely than average 
to garden, golf and exercise at a 
fitness club. The Seniors Market 

exhibited below-average 
participation for most other types 

of outdoor activities.

Technical Note
The Outdoor Activity Index was computed by dividing the 

incidence with which each activity was participated in by each 
segment by the incidence with which each activity was 

participated in within the total market of travellers. A score of 
1.0 means that activity participation rate was the same as the 
total market of travellers. Index values above 1.0 indicate that
the segment was more likely to participate in the activity while
index values below 1.0 indicate that the segment was less likely

to participate in the activity relative to the total market of 
travellers. For example, an index value of 1.2 means that the 

Market segment was 20 percent more likely to participate in a 
given activity than the total market of travellers. 
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Seniors Market 
Culture and Entertainment Activities Sought

During Pleasure Travel in the Last Two Years 
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey) 

-0.60 -0.40 -0.20 0.00 0.20 0.40 0.60 0.80 1.00

Shopping and dining

Museums, art, historical sites

High arts

Theme parks

Professional sports

Zoos, aquariums, planetariums

Agricultural and local fairs

Concerts, carnivals and festivals

Aboriginal cultural experiences

Gardens and natural attractions

Cultural festivals

International sporting events

Casino gambling and horse racing

Rodeos and auto racing

French Canadian cultural experiences

The desire for exploratory vacation experiences was reflected 
in the preferred culture and entertainment pursuits of the 

Seniors Market. Relative to the average traveller, members of 
the Seniors Market were more likely to have visited gardens 
and natural attractions, museum, art galleries and historical 
sites, and cultural festivals. The Seniors Market respondents 

also found time for some entertainment among their 
educational explorations and were more likely to have 
gambled at casinos or horse races, to have attended an 

international sporting event or to have patronised the high 
arts (e.g., ballet, opera) while travelling.

Technical Note
This analysis was based on a factor analysis of the culture and entertainment 
vacation activities sought during the past two years. See Appendix Five for a 
description of the individual items associated with each of these factor scores. 
The factor scores for each dimension were determined by the weighted sum 

of all items determined by how much any given item correlated with the 
overall factor score. Factor scores were standardised with an average of “0” 
and a standard deviation of “1”. A value of “0” means that the travellers in 

the group exhibited an average tendency to pursue a given vacation activity. 
Progressively more positive values indicate that the travellers in the group 

were progressively more likely to have pursued the vacation activity. 
Progressively more negative values indicate that the travellers within the 

group were progressively less likely to have pursued the vacation activity.
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Seniors Market
Culture and Entertainment Activities

Sought While Not Travelling (Indexed)
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey) 

1.1

0.9

0.5

1.0

1.3

0.8

0.6

1.0

0.5

1.0

0.5

1.3

1.7

0.0 1.0 2.0 3.0 4.0

Dining in restaurants (not fast food)

Going to music concerts

Dancing

Going to a museum

Going to live theater

Going to a zoo or botanical garden

Going to professional sports events

Going to an art gallery or art show

Visiting amusement or theme parks

Gambling in casinos

Staying overnight in hotel or b&b

Going to the ballet

Going to the opera

The interest in the high arts 
shown by the Seniors Market 

while travelling was also 
apparent when not travelling. 

Thus, Seniors were more 
likely than average to attend 

live theatre or to have 
patronised the ballet or opera. 

Technical Note
The Culture and Entertainment Activity Index was computed by 
dividing the incidence with which each activity was participated

in by each segment by the incidence with which each activity 
was participated in within the total market of travellers. A score 
of 1.0 means that activity participation rate was the same as the 
total market of travellers. Index values above 1.0 indicate that
the segment was more likely to participate in the activity while
index values below 1.0 indicate that the segment was less likely

to participate in the activity relative to the total market of 
travellers. For example, an index value of 1.2 means that the 

Market segment is 20 percent more likely to participate in the 
activity than the total market of travellers. 
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Seniors Market
Accommodation-Related Activities Sought

During Pleasure Travel in the Last Two Years
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey) 

-0.60 -0.40 -0.20 0.00 0.20 0.40 0.60 0.80 1.00

Camping in public grounds or
wilderness

Cooking or wine tasting school

Lakeside or wilderness lodge

Remote fly-in lodge or outpost

Ski resort

Seaside resort

B&B, spa or gourmet restaurant

Relative to other travellers, accommodation-
related activities did not form an important 

part of the Seniors Market respondents’ 
travel. They were just slightly more likely 
than others to have included a cooking or 

wine-tasting school in their accommodation 
choices, but were much less likely to have 

camped out-of-doors.

Technical Note
This analysis was based on a factor analysis of the accommodation-related 

activities sought during the past two years. See Appendix Six for a 
description of the individual items associated with each of these factor scores. 
The factor scores for each dimension were determined by the weighted sum 

of all items determined by how much any given item correlated with the 
overall factor score. Factor scores are standardised with an average of “0” and 

a standard deviation of “1”. A value of “0” means that the travellers in the 
group exhibited an average tendency to pursue a given vacation activity. 

Progressively more positive values indicate that the travellers in the group 
were progressively more likely to have pursued the vacation activity. 

Progressively more negative values indicate that the travellers within the 
group were progressively less likely to have pursued the vacation activity.
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Seniors Market
Day and Overnight Touring Activities in the Last Two Years 

Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:
Canada and United States (Mailback Survey) 

-0.60 -0.40 -0.20 0.00 0.20 0.40 0.60 0.80 1.00

Guided tours of country or city

Winery tours

Touring by personal vehicle

Great Lakes boat and submarine cruise

Boat and train day tours

Scenic day tours by air

Ocean cruises

Technical Note
This analysis was based on a factor analysis of the same-day and 
overnight tours taken during the past two years. See Appendix 
Seven for a description of the individual items associated with 

each of these factor scores. The factor scores for each dimension 
were determined by the weighted sum of all items determined by 
how much any given item was correlated with the overall factor 

score. Factor scores were standardised with an average of “0” and 
a standard deviation of “1”. A value of “0” means that the 

travellers in the group exhibited an average tendency to pursue a 
given touring activity. Progressively more positive values indicate 
that the travellers in the group were progressively more likely to 
have pursued the touring activity. Progressively more negative 

values indicate that the travellers within the group were 
progressively less likely to have pursued the touring activity.

Members of the Seniors Market 
were much more likely than 

average to have gone on a guided 
tour of the country-side or a city 

while travelling during the past two 
years. They were also slightly more 

likely to take an ocean cruise. 
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Seniors Market
Percent Taking Various Types of Overnight Business Trips in Last Two Years 

Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:
Canada and United States (Mailback Survey) 
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Attend business meetings out of town
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Attend business conventions out of
town

Attend trade shows out of town

Take a vacation paid for by your
company (Incentive Travel)

Senior Market
All Travellers

The majority of people in the 
Seniors Market were retired. As 
such, they were much less likely 
than average to have travelled on 

business in the last two years. 
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With spouse/ partner, as a
couple without children

With your immediate family,
including children

With your immediate family and
friends or other relatives

With friends or business
associates (no family members)

Alone, no travel companions
Brief Vacations
Longer Vacations
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Average

Seniors Market
Composition of Travel Party for Brief and Long Trips

In Last Two Years 
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey) 

The Seniors Market respondents 
were more likely than the average 
traveller to have taken a trip with 
a partner or spouse. They were 

less likely to have travelled with 
children, relatives or friends, or to 

have taken a trip alone. This 
pattern is evident for both brief 

and longer vacations. 
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Seniors Market
Types of Accommodations Used for Brief and Longer Trips

In Last Two Years (Indexed)
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey)
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Brief Vacations
Longer Vacations

Relative to average 
travellers, the Seniors 

Market respondents were 
more likely to have stayed 
in motels. They were much 
less likely to have camped 

in a tent or tent trailer. 

Technical Note
The Accommodation Index was computed by dividing the 

incidence with which each type of accommodation had been 
stayed in by each segment during the past two years by the 

incidence with which each type of accommodation had been 
stayed in within the total market of travellers. A score of 1.0 

means that rate at which a particular type of accommodation had 
been stayed in was the same as the total market of travellers. 
Index values above 1.0 indicate that the segment was more 

likely to have stayed in this type of accommodation while index 
values below 1.0 indicate that the segment was less likely to 

have stayed in a particular type of accommodation relative to the 
total market of travellers. For example, an index value of 1.2 

means that the Market segment is 20 percent more likely to have 
stayed in this particular type of accommodation than the total 

market of travellers during the past two years. 
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Seniors Market
Information Sources Used to Plan Brief and Longer Trips

In Last Two Years (Indexed)
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey)
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Past experience/ Been there before

Advice of friends/ relatives
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A travel agent

Articles in newspapers/ magazines

An airline's reservation system

An auto club such as CAA/AAA

Advertisements in newspapers/ magazines
Travel information offices including printed

materials
Travel information you received in the mail

Travel guides such as Fodor's or Michelin

Programs on television
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Advertisements on television
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Brief Vacations
Longer Vacations

The Seniors Market respondents tended to be 
selective in their use of information sources for 

planning their trips. They relied to a greater degree 
than average on information received in the mail 
for both brief and longer trips. Other information 
sources favoured by Seniors for researching brief 

trips included an auto club and a travel agent. 
Planning for longer trips involved above-average 

use of an airline’s reservation system. 

Technical Note
The Planning Information Used Index was computed by dividing 
the incidence with which each information source was consulted 
by each segment during the past two years by the incidence with 
which each source of information was consulted within the total 
market of travellers. A score of 1.0 means that rate at which a 
particular source of information was used was the same as the 

total market of travellers. Index values above 1.0 indicate that the 
segment was more likely to consult a particular information source 

while index values below 1.0 indicate that the segment was less 
likely to have consulted a particular information source to plan
vacations than the total market of travellers. For example, an 

index value of 1.2 means that the Seniors Market was 20 percent 
more likely to have consulted a particular information source than 

the total market of travellers during the past two years. 
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Seniors Market
How Often Travel Packages Used for Brief and Longer Vacations

In Last Two Years 
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey)

6%

3%

9%

5%

31%

24%

33%

26%

0% 10% 20% 30% 40% 50% 60%

Senior Market

All Travellers

Senior Market

All Travellers
Always
Sometimes

Brief
Vacations

The Seniors Market respondents 
were above-average users of travel 
packages for both brief and longer 

vacations. In fact, 37 percent 
always or sometimes use travel 

packages for their brief vacations, 
and 41 percent always or 

sometimes use travel packages for 
longer vacations — the highest of 

the four lifecycle markets. 

Longer
Vacations
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Seniors Market Media Index for Print Media: Canada and U.S.
Percent Reading Each Publication Type in Segment

By Percent Reading Each Publication Type Among Travellers 
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey)
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Media indexing for various types of print 
media (see Technical Note below) 

suggests that the Seniors Market can best 
be reached through news magazines, 
such as Time or Maclean’s. They also 

exhibited above-average consumption of 
general interest or city life magazines 

such as The New Yorker, specialty 
newspapers and sports magazines

Technical Note
The Media Index was computed by dividing the percent 
within each segment that routinely read each publication 
by the percent in the total market that routinely read each 
publication. A score of 1.0 means that readership was the 
same as the total market. Index values above 1.0 indicate 
that the readership was above average while index values 
below 1.0 indicate that readership was below average. For 

example, an index value of 1.2 means that the Seniors 
Market was 20 percent more likely to read a particular 

publication than the total market of travellers. 
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Seniors Market Media Index for Television: Canada and U.S.
Percent Watching Each Type of Programme in Segment

By Percent Watching Each Type of Programme Among Travellers 
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey)
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Members of the Seniors Market tended to be 
avid television viewers. This market was 
53 percent more likely than average to 

watch weekday daytime television. They 
were also more likely to watch all types of 

news programming, especially early evening 
news shows and morning news shows. It 

should be noted, however, that Seniors were 
much less likely than average to have used 
television programmes or advertisements as 
sources of information to plan their travel.

Technical Note
The Media Index was computed by dividing the percent 

within each segment that routinely viewed each 
programme by the percent in the total market that routinely 

viewed each programme. A score of 1.0 means that 
viewership was the same as the total market. Index values 
above 1.0 indicate that the viewership was above average 
while index values below 1.0 indicate that viewership was 
below average. For example, an index value of 1.2 means 

that the Seniors Market was 20 percent more likely to 
watch a particular programme than the total market of 

travellers. 
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Seniors Market
Percent Using Internet and Booking at Least One Trip

Using the Internet
Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years:

Canada and United States (Mailback Survey)

19%

53%

6%

18%

Seniors
Market

All Travellers

Seniors
Market

All Travellers

The Seniors Market was least 
likely among all the lifecycle 

markets to have used the 
Internet as a research tool or as 

a channel to book travel.

Uses Internet
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(Any Topic)

Booked Trip
Using Internet
(Last Two Years)
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Seniors Market
Vacation Image of Canada

Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years and Were Able to Rate Canada 
On One-Plus Attributes: Canada and United States (Mailback Survey) 
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The Canadian Seniors Market respondents 
viewed Canada primarily as a cultural 

destination, and rated Canada relatively low 
as a destination offering opportunities to 

experience nature and participate in outdoor 
activities. By contrast, the American Seniors 
Market held the most positive impression of 
Canada among the four lifecycle markets.
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Seniors Market
Vacation Image of Ontario

Base: Total Population (18-Plus) Who Took an Overnight Trip in Last Two Years and Were Able to Rate Canada 
On One-Plus Attributes: Canada and United States (Mailback Survey) 
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Ontario had a better image as a vacation 
destination within the American Seniors 
Market than within the Canadian Seniors 

Market. Members of the American Seniors 
Market perceived Ontario as a hybrid 

destination offering a good mix of both 
opportunities for culture and entertainment and 
opportunities to experience nature and outdoor 
activities. Canadian Seniors, however, viewed 

Ontario primarily as destination offering 
culture and entertainment, reflecting the fact 

that their impressions of Ontario are dominated 
by Ontario’s larger urban centres. 
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Seniors Market Interest in New Tourism Products (Part One of Two)
Percent Stating Attraction Would Make Them

“A Lot More Interested” in Taking a Trip to Ontario 
Base: Total Population (18-Plus) Who Took a Trip in Last Two Years:

Canada and United States (Mailback Survey) 
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Seniors Market
All Travellers

Respondents were asked whether each of 
16 new tourism attractions would make 
them “a lot more interested” in taking a 
trip to Ontario. Among the more popular 

tourism attractions, only an aboriginal 
attraction generated an above-average 
level of interest in the Seniors Market. 
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Seniors Market Interest in New Tourism Products (Part Two of Two)
Percent Stating Attraction Would Make Them

“A Lot More Interested” in Taking a Trip to Ontario 
Base: Total Population (18-Plus) Who Took a Trip in Last Two Years:

Canada and United States (Mailback Survey)
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All Travellers

For each of the new tourism 
attractions that were less 

popular overall, the Seniors 
Market registered below-

average enthusiasm.


