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INTRODUCTION 
 
During the fall of 1999 and the winter of 2000, the Ministry of Tourism and 
Recreation in partnership with tourism organizations across Canada conducted two 
household surveys to determine the travel behaviour and characteristics of 
Canadian and US residents (Travel Activities and Motivation Survey - TAMS). The 
Canadian survey consisted of 18,385 and the US of 28,397 telephone interviews. 
 
People participating in the telephone survey who had travelled in the past two years 
or expressed interest in travel in the next two years were asked to complete a mail 
back questionnaire. Overall, 40,271 qualified for the mail back questionnaire. Of 
these, 11,892 (29.4%) returned usable questionnaires. The response rate was higher 
in Canada with 5,490 (35.2 %) returning the questionnaire while 6,405 (26.0%) of 
the U.S. respondents returned the questionnaire.  
 
This report presents a profile of those who indicated in the mail back survey that 
when they plan a getaway or a longer vacation trip they use TV advertisements, 
newspaper or magazine advertisements or travel information received by mail as 
sources of information. 
 
The total number of respondents in the sample who said that they used TV 
advertisements, newspaper or magazine advertisements or travel information 
received by mail as sources of information when planning their getaway or longer 
vacation trips is as follows: 
 
Canadian Survey: 1,833 
US Survey:  2,593 
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EXECUTIVE SUMMARY 
 

• A total of 6.2 million Canadians and 61.6 million Americans aged 18 years and 
over who had taken a trip of one or more nights over a two-year period 
indicated that they used advertisements as an information source to plan 
their getaways or longer holidays. This accounts for 34.7% of all Canadians 
and 40.3% of all Americans aged 18 years and over who had taken a trip of 
one or more nights over a two-year period. 

 
• Canadian travellers who had used advertisements as information sources to 

plan their trips have the same incidence of travel, for any purpose, to 
Canada, but a much higher incidence of travel to the US or to overseas 
countries, while American travellers who had used advertisements as 
information sources to plan their trips have a higher incidence of travel than 
other travellers, for any purpose, to any destination, especially to Canada, 
Mexico/Caribbean and to overseas countries. 

 
• Canadian travellers who consult advertisements do not represent the 

majority of the Canadian overnight leisure visitors to any destination except 
in New Brunswick and Hawaii. On the other hand, American travellers who 
consult advertisements do represent the majority of US overnight leisure 
visitors to most destinations Americans visit, especially in Atlantic Canada, 
Saskatchewan and Yukon. 

 
• Advertisements in newspapers and magazines are by far the most consulted 

sources of information by the American and Canadian travellers who are 
influenced by ads, followed by visits to travel and trade shows. On the other 
hand, advertising pamphlets received by mail or TV ads are not very 
significant sources of information for them.  

 
• The advice of friends and relatives and past experience with the destination 

are the top two sources of information for American and Canadian travellers 
who are influenced by ads, while advertisements in newspapers are at the 
same level of significance as travel agents and articles (as opposed to ads) in 
newspapers or magazines for Canadian travellers influenced by ads and a bit 
lower than travel agents, the Internet or articles in newspapers and 
magazines for their American counterparts. 
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• Compared to longer holidays, getaways trips are driven by “spare-of-the-
moment” decisions based on the attractiveness of package deals depicted in 
newspapers or magazines. 

 
• Do people who use ads as a source of travel information get influenced by 

them and as such travel more than the others, or do they have a higher 
tendency to travel and it is because of this that they consult more 
information sources? Although the data captured by TAMS do not provide a 
definitive answer to this question, the information presented in this report 
suggests that a higher tendency to travel may be causing travellers to 
resort to ads rather than the other way around and that although 
advertisements may not influence the decision to travel, they certainly 
influence the choice of destination. 

 
• Canadian travellers who resort to ads to plan their trips have a higher 

education than those who do not and a higher income, but are on average 
younger (46 years vs. 50 years). American travellers who resort to ads to 
plan their trips also have a higher education and income than those who do 
not, but are on average older (46 vs. 44 years) than those who do not use 
advertisements. 

 
• American and Canadian travellers who are influenced by ads are much more 

active than those who do not consult ads in terms of the travel experiences 
that they seek or the activities they engage in while on a trip. 

 
• Fourteen percent of the Canadian travellers who were influenced by ads and 

had taken a getaway trip, took a scheduled group tour as opposed to 9% for 
other travellers, while 15% of those who were influenced by ads and had 
taken a longer holiday, took a scheduled group tour as opposed to 12% for 
other travellers. For the Americans, 19% of the travellers who were 
influenced by ads and had taken a getaway trip, took a scheduled group tour 
as opposed to 13% for other travellers, while 19% of those who were 
influenced by ads and had taken a longer holiday, took a scheduled group 
tour as opposed to 12% for other travellers. 

 
• Over half of the Canadian travellers and 46% of the American travellers 

who resort to advertisements to plan their trips had taken a packaged deal 
over the last two years as opposed to only 20% for the other Canadian 
travellers and 23% of other American travellers. This is a consequence of 
the fact that many package deals appear as advertisements in newspapers – 
a source that other travellers do not consult. By far, theatre packages seem 
to be the most popular for both groups. 
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THE CANADIAN MARKET 
 
A total of 6.2 million Canadians aged 18 years and over who had taken a trip of one 
or more nights over a two-year period indicated that they used advertisements as 
an information source to plan their getaways or longer holidays. This accounts for 
34.7% of all Canadians aged 18 years and over who had taken a trip of one or more 
nights over a two-year period. 

 
Quebec is the province with the highest incidence of travellers influenced by ads 
(40% as opposed to 34.7% for the national average), while Ontario is marginally 
above the national average (36%). 
 
Of the Canadian travellers who consulted advertisements in order to plan their trip, 
95% took a getaway trips (1-3 nights) and 92% took a longer vacation trips (4 nights 
and over), while of the travellers who did not consult advertisements 65% took a 
getaway trip and 62% took a longer vacation. 
 
As Chart 1 shows, Canadian travellers who had used advertisements as information 
sources to plan their trips appear to have the same incidence of travel, for any 
purpose, to Canada, but a much higher incidence of travel to the US or to overseas 
countries. 
 
In terms of the destinations visited for overnight leisure trips, those who used ads 
had a higher incidence of visitation to any destination (Chart 2) and they took one 
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and a half times more overnight leisure trips than those who did not use ads 
(average number of leisure trips: 11.9 vs. 7.6 – chart not shown), except for trips to 
Newfoundland, Saskatchewan, Washington State and New York State in which 
those who did not use ads took on average more overnight leisure trips than those 
who did use ads. 
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Chart 3 shows the proportion of Canadian overnight leisure travellers in each of the 
destinations listed there accounted for by those that are influenced by ads. As 
expected, given their overall size (one-third of the Canadian travellers) travellers 
who are influenced by ads do not represent the majority of the Canadian visitors to 
any destination except for New Brunswick and Hawaii. Alberta is the destination 
with the lowest proportion of travellers who are influenced by ads. 
 

Chart 4 shows the sources of information that Canadian travellers use to plan their 
overnight getaway trips. What is interesting to note in Chart 4 is the fact that 
advertisements in newspapers and magazines are by far the most consulted sources 
of information by those who are influenced by ads, followed by visits to travel and 
trade shows. On the other hand, advertising pamphlets received by mail or TV ads 
are not very significant sources of information for them.  
 
Chart 5 shows the sources of information that Canadian travellers use to plan their 
longer vacation trips (4 nights and over). The advice of friends and relatives and 
past experience with the destination are the top two sources of information for 
both groups, while advertisements in newspapers are at the same level of 
significance as travel agents and articles (as opposed to ads) in newspapers or 
magazines. 
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The data on Charts 4 and 5 seems to suggest that compared to longer holidays, 
getaways trips are driven by “spare-of-the-moment” decisions based on the 
attractiveness of package deals depicted in newspapers or magazines. 
 
The information presented in Charts 1 and 2 poses the following question: Do people 
who use ads as a source of travel information get influenced by them and as such 
travel more than the others, or do they have a higher tendency to travel and it is 
because of this that they consult more information sources? In other words, do the 
ads cause the higher incidence of travel or is it that the higher incidence of travel 
causes resorting to ads?   
 

Although the data captured by TAMS do not provide a definitive answer to this 
question, the information presented in charts 4 and 5 seems to suggest that a 
higher tendency to travel may be causing resorting to ads rather than the other 
way around. Charts 4 and 5 show that, as was the case with the destinations visited, 
travellers who are influenced by ads consult more of any travel information source 
than those who are not, or that they are more on the lookout for travel bargains 
and new destinations…and this is so because they are more interested in travel than 
others. 
 
Irrespective of the causality between frequency of travel and advertisements, 
charts 4 and 5 also seem to indicate that although advertisements may not 
influence the decision to travel, they certainly influence the choice of destination 
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since they are major sources of travellers’ information, especially for the getaway 
market. 
 
In terms of their regular reading habits, those who are influenced by ads have a 
higher incidence of readership of any newspaper or magazine than those who are 
not influenced by ads, especially for the travel sections of daily and weekend 
editions of newspapers. 
 
With respect to TV programs, those who are influenced by ads tend to have a 
higher incidence of watching news shows, news magazines, nature shows and 
instructional or hobby shows, while the travellers who do not consult ads for trip-
planning purposes watch more daytime TV and professional sports shows (Chart 7). 
 
Those who resort to advertisements to plan their trip, especially for short getaway 
trips, also have a higher incidence of attending travel and trade shows (Chart 8) 
than those who do not resort to ads. 
 
In terms of demographics, travellers who resort to ads to plan their trips have a 
higher education than those who do not (Chart 9) and a higher income (Chart 10), 
but are on average younger (46 years vs. 50 years) (Chart 11). 
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Chart 12 depicts the types of travel experiences that travellers who are influenced 
by advertisements and those who are not sought during overnight leisure trips over 
a two-year period.  As a result of their higher incidence of travel, those who are 
influenced by ads have a higher incidence of participation in any travel experience.
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Relative to other travellers, those who are influenced by ads have a significantly 
higher incidence of participation in the following travel experiences (in rank order): 

o Experience the good life (fine cuisine, good wine, being pampered) 
o Experience different cultures and ways of life 
o Visit historical sites and important places in history 
o See natural wonders and important natural sites 
o Intimacy and romance 
o Escape the winter weather 

 
…experiences that correlate with their higher income and education. 
 
As was the case with travel experiences, travellers who are influenced by ads tend 
to be more active while on a trip than other travellers (Chart 13), with touring and 
accommodation-related activities (such as going to a resort, fly-in outpost, B&B, or 
camping) exhibiting the largest differences between the two groups. 
 
Fourteen percent of the travellers who were influenced by ads and had taken a 
getaway trip, took a scheduled group tour as opposed to 9% for other travellers, 
while 15% of those who were influenced by ads and had taken a longer holiday, took 
a scheduled group tour as opposed to 12% for other travellers. 
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Over half of the travellers who resort to advertisements to plan their trips had 
taken a packaged deal over the last two years as opposed to only 20% for the other 
travellers. This is a consequence of the fact that many package deals appear as 

advertisements in newspapers – a source that other travellers do not consult.  
Chart 14 shows the different types of packages that both groups purchase. By far, 
theatre packages seem to be the most popular for both groups. 
 
In terms of their perceptions of Ontario, travellers were presented with 25 
statements about the province and were asked to indicate whether they agreed or 
disagreed with the statement using a 10-point scale. Among those who gave Ontario 
a 9 or a 10, the two groups of travellers demonstrate somewhat significant 
differences of opinion (difference greater or equal to ±10%) in the following areas: 

• One of the best summer destinations (+14%)1 
• A place with lots of things for young adults to see and do (+13%) 
• A place that respects the natural environment (+12%) 
• A place with interesting shops (+11%) 
• A great place to relax and get away from it all (+11%) and 
• A great place to experience city life (+10%) 

                                                 
1 The number in the brackets denotes the percent difference in the proportion of the two 
travellers groups who gave Ontario 9 or 10 on a ten-point scale. A plus sign means that the 
travellers who are influenced by ads ranked Ontario higher than the other travellers. 
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THE US MARKET 
 
A total of 61.6 million Americans aged 18 years and over who had taken a trip of one 
or more nights over a two-year period indicated that they used advertisements as 
an information source to plan their getaways or longer holidays. This accounts for 
40.3% of all Americans aged 18 years and over who had taken a trip of one or more 
nights over a two-year period – an incidence that is 16% higher than that of their 
Canadian counterparts. 
 
Of the American travellers who consulted advertisements in order to plan their 
trip, 99% took a getaway trip (1-3 nights) and 96% took a longer vacation (4 nights 
and over), while of the travellers who did not consult advertisements 70% took a 
getaway trip and 64% took a longer vacation. 

 
As Chart 15 shows, American travellers who had used advertisements as 
information sources to plan their trips have a higher incidence of travel than other 
travellers, for any purpose, to any destination, especially to Canada, 
Mexico/Caribbean and Other Countries. 
 
In terms of specific destinations visited for overnight leisure trips, again those 
who used advertisements had a higher incidence of visitation to any destination 
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(Chart 16) and they took almost double the number of overnight leisure trips than 
those who did not use ads to plan their trips (average number of overnight leisure 
trips: 8 vs. 5.4 – these data are not presented in a chart). 
 

For the following destinations those who consulted ads to plan their trip had a 
significantly higher incidence of leisure travel than other travellers (in rank order): 

• BC 
• Hawaii 
• Quebec 
• Other Overseas countries 
• Ontario 
• UK/Europe 

 
Chart 17 shows the proportion of overnight US leisure travellers in each of the 
destinations listed there accounted for by those who are influenced by ads. Given 
their overall size (40% of the US travellers), it is surprising to see that the 
travellers who are influenced by ads represent the majority of the US visitors to 
most of the destinations listed in Chart 17, especially in the Atlantic provinces, 
Saskatchewan and Yukon. “Other US states” is the destination with the lowest 
proportion of US travellers who are influenced by ads. 
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Chart 18 shows the sources of information that US travellers use to plan their 
overnight getaway trips. As was the case with the Canadian market, advertisements 
in newspapers and magazines are by far one of the most consulted sources of 
information by those who are influenced by ads, while advertising pamphlets 
received by mail or TV ads are not very significant sources of information for them.  
 
Chart 19 shows the sources of information that US travellers use to plan their 
longer vacation trips (4 nights and over). Again, as was the case with the Canadian 
market, the advice of friends and relatives and past experience with the 
destination are the top two sources of information for both groups, while 
advertisements in newspapers are now a bit lower than the level of significance of 
travel agents, the Internet or articles (as opposed to ads) in newspapers or 
magazines. 
 
In terms of their regular reading habits, the American travellers who are 
influenced by ads are quite different from their Canadian counterparts. With the 
exception of travel magazines and the travel sections of daily and weekend 
newspapers, it is now the other travellers who have a higher incidence of 
readership (Chart 20). 
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CHART 18: Source of Information Used to plan Getaways Trips
% of travellers who used a specific source of information
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With respect to TV-watching, again those American travellers who are influenced 
by ads are quite different from their Canadian counterparts as they have a lower 
incidence of TV watching irrespective of the TV program (Chart 21).  “Movies on 
TV” is the most popular TV program for both groups of American travellers. 
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CHART 20: Publications read on a regular basis
% of travellers
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CHART 21: TV program watched on a regular basis
% of travellers
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However, when it comes to attending travel or trade shows the American travellers 
who resort to advertisements to plan their trip are very similar to their Canadian 
counterparts (Chart 22) and they exhibit the same higher incidence of attendance 
than those who do not resort to ads. 

 
As was the case with their Canadian counterparts, US travellers who resort to ads 
to plan their trips have a higher education (Chart 24) and a higher income (Chart 
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25) than those who do not, but, contrary to their Canadian counterparts, are on 
average older (46 vs. 44 years) than those who do not use advertisements. 
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Chart 26 depicts the types of travel experiences that travellers who are influenced 
by advertisements and those who are not sought during overnight trips over a two-
year period.  As a result of their higher incidence of travel, those who are 
influenced by ads have a higher incidence of participation in any travel experience. 
 
Relative to other travellers, those who are influenced by ads have a significantly 
higher incidence of participation (50% or higher) in the following travel experiences 
(in rank order): 

o Experience different cultures and ways of life 
o Participate in a hands-on learning experience (archaeological digs, cooking 

courses, learning another language) 
o Experience unspoiled nature 
o Experience the good life (fine cuisine, good wine, being pampered) 
o Experience city life (nightlife, shopping, museums) 
o Visit historical sites and important places in history 
o See natural wonders and important natural sites 
o Experience adventure and excitement 
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As was the case with travel experiences, travellers who are influenced by ads tend 
to be more active while on a trip than other travellers (Chart 27), with touring and 
accommodation-related activities (such as going to a resort, fly-in outpost, B&B, or 
camping) exhibiting the largest differences between the two groups. 
 
Nineteen percent of the travellers who were influenced by ads and had taken a 
getaway trip, took a scheduled group tour as opposed to 13% for other travellers, 
while 19% of those who were influenced by ads and had taken a longer holiday, took 
a scheduled group tour as opposed to 12% for other travellers. 
 
Close to half (46%) of the travellers who resort to advertisements to plan their 
trips had taken a packaged deal over the last two years as opposed to 23% for the 
other travellers. This is a consequence of the fact that many package deals appear 
as advertisements in newspapers – a source that other travellers do not consult.  
Chart 28 shows the different types of packages that both groups purchase. By far, 
theatre packages seem to be the most popular for both groups. 
 
 

 

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Outdoor Activities Cultural Activities Accommodation-related
Activities

Touring/Cruising Activities

Influenced by Ads

Others

CHART 27: Activities Participated in During Past Overnight Trips



 23

In terms of their perceptions of Ontario, travellers were presented with 25 
statements about the province and were asked to indicate whether they agreed or 
disagreed with the statement using a 10-point scale. Among those who gave Ontario 
a 9 or a 10, the two groups of travellers demonstrate somewhat significant 
differences of opinion (difference greater or equal to ±10%) in the following areas: 

• Excellent value for money (+31%)2 
• A great place to experience city life (+17%) 
• A place that is very safe for visitors (+15%) 
• A place with interesting shops (+15%) 
• A place with many cultural attractions (15%) 
• A popular, trendy place (11%) 
• A place with lots of things for families to see and do (+11%) 

 
 
 
 
 
 
                                                 
2 The number in the brackets denotes the percent difference in the proportion of the two 
travellers groups who gave Ontario 9 or 10 on a ten-point scale. A plus sign means that the 
travellers who are influenced by ads ranked Ontario higher than the other travellers. 
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CHART 29: Perceptions of Ontario - Travellers who gave Ontario a 9 or a 10


