
Canada Market Update



CANADA – CURRENT MARKET CONDITIONS

Travel Sentiment Evolving

o Downturn originally attributed to trade friction and sovereignty comments

o Evolved to include general travel hesitation related to U.S. political activity overall

o Idea of “sending a message” to Washington

NOT a U.S. travel boycott, but still significant

o U.S. travel down roughly 25% in 2025*

…meaning 75% still traveled!

*Centre for Economic Policy Research Data – Mar 2026



CANADA – TRAVEL TRENDS

By Comparison - Hawaiʻi Specifically

o 2025 Hawaiʻi arrivals down 11.6%, considerably less than the continental U.S. 

o Canada remains the #2 international market for Total Expenditures, Visitor 
Days, and Arrivals

o #1 market (including U.S.) for average length of stay at 11.09 days

o Per Person and Per Day spend increased in 2025*

Summary

o Canadians are still coming to Hawaiʻi and planning their future trips.

*All Data – HTA Final 2025 Report



COMPETITIVE LANDSCAPE

Asia, Oceania, South Pacific

o Up 11.3% YOY

o Japan 691K (+88%), India 530K, China 498K, Philippines 312K, South Korea 267K

Europe & UK

o Up 4.1% YOY

o France 1.26M, Italy 1.2M, UK 909K, Portugal 728K, Spain 629K (+70%)

Caribbean & Latin America

o Up 2.3% YOY

o Mexico 1.9M (+15%), Dominican Republic 818K, Cuba 559K, Jamaica 291K, Costa 
Rica 192K

*All Data – Signal 49 Research Report – 2025 totals as reported 
January 2026



COMPETITIVE LANDSCAPE – U.S.

2025 Rankings
1. Los Angeles

2. San Francisco

3. Orlando

4. Fort Lauderdale
5. Las Vegas

2025 % Decreases
1. New Orleans -28.9%

2. Las Vegas –25.1%

3. Los Angeles -19.7%

4. Miami -12.0%
5. Hawaiʻi -10.7%



ADDITIONAL TRENDS

Canadians are still traveling extensively

o Domestic travel up 9%

o International travel up 9.2%* 

Competitors (old and new) are marketing aggressively

Trips are fewer, but longer and more meaningful

o Less R & R, more active / experience driven

Tips!

o Perception of good offer value is vital

o Canadian specific offers (ex. CAD at par) are well received

*Statistics Canada - 2025 Data Report



LOOKING FORWARD

Canadian market is still sensitive

o If relations or geopolitical situation worsens, expect visitation to dip

o If relations remain the same, visitation will improve gradually as Canadians 
want to travel freely

o If relations and overall geopolitics improve, U.S. visitation will increase

Additional Variables impacting visit volume

o Currency Exchange Rate –  $1CAD = $0.72 USD – 3% increase YOY

o Flight pricing



Q1 ACTIVITIES

Consumer Direct 

Winter Olympic TV Ads – Hawaiʻi Stays With You 

(HSWY)

o Over 442K impressions

High Traffic Advertising - HSWY

o Over 1.4 million impressions

Social Media – Over 1.7 million impressions

Connected TV – Over 660,000 impressions

Display Advertising – Over 6 million impressions

High visibility that Hawaiʻi welcomes Canadians. 

*Use of Olympic logo for non-commercial presentation purposes only and does not represent an affiliation.



Q1 ACTIVITIES 2

Public Relations

o Rick & Chris Milikan, Inspired 55+ 
Magazine

o Visited Maui in early January

o Jody Robbins, CTV Calgary

o Segment on Spring travel

o Placements in key Canadian 

publications



Q1 ACTIVITIES 3

Trade 

o In-person Travel Advisor training sessions

o Trade Media platform campaigns utilizing HSWY assets

Cooperative Trade Campaigns

o Targeted campaigns generated over 3.2 million 
impressions



Q2 ACTIVITIES

Strategic Objectives

o Continued alignment with HTA priorities (Maui recovery 
etc.)

o Keeping unique Hawaiʻi visible with potential Canadian 
travelers

o Utilize HSWY assets extensively 

Public Relations

Media Visits

o Chloe Berge, Freelance/Globe and Mail

o Helen Hatzis, TripJaunt.com

o Jennifer Weatherhead, On Air Personality



Q2 ACTIVITIES 2

Public Relations

TMAC (Travel Media Association of Canada) Conference

o April 29 – May 3, Vancouver

o One-on-one media appointments, plus networking 
with travel writers and content creators

Lei Day Activation – May 1

o Inspire affinity and booking curiosity

o TMAC Conference Sponsorship

o Lei Greetings, Material Distribution, Treats, Music, etc. 

o Broadcast TV Morning Show Appearance



Q2 ACTIVITIES 3

Consumer Direct

o Ongoing Connected TV & Retargeting Campaigns 
featuring HSWY assets

o Ongoing Social & Programmatic Display Ads

o New TikTok test campaign 

Travel Trade

o Maui Webinar with partners

o Trade FAM to Kauaʻi & Maui – May 3-9 (6 Advisors, 1 
trade Journalist)

o Ongoing trade media platform campaigns



Q2 ACTIVITIES 4

Partner Cooperative

o Ensemble Travel Campaign reaching clients 
and potential travelers via editorial features, 
social media posts, e-communications, etc.

o WestJet Vacations and Air Canada / 
Expedia – Cooperative campaigns 
targeting and retargeting potential travelers 
searching for competing destinations



Q2 PARTNERSHIP OPPORTUNITIES

o Advisor Focused FAM – Maui & Kauaʻi 

• Accommodation, Activities, Meals

o Webinar Support

o Individual Journalist & Influencer Visit Support -  All Islands

• Accommodation, Activities, Meals

o Television & Radio Segments

o Quarterly Press Releases

Please reach out for additional details. 

colin@voxinternational.com 



MAHALO!
THANK YOU!

MERCI!
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