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anadians are rethinking
how they travel this year,
not whether they travel

2025 sees Iincreased
financial pressures,
geopolitical uncertainty,
rising over-tourism and
climate change concerns
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To create the 2025 Blue Cross Travel Study, B

: : Qo Includi
Research + Knowledge = Insight, an independent LGBTQ+  UrbanRural  BIPOC
research company, conducted an online survey in 1}\5

November 2024 (following the U.S. election).
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The comprehensive sample for this survey included gQ
2,072 adult Canadians who have either travelled in ¢ :
the past 12 months or plan to travel in the next 12 Gender @
months, or both. Twelve key demographic measures 1 Heslth
(pictured to the right) were measured. E Plan
. . Immigrant - _—
The Study has a margin of error of plus or minus 2%, o — @
19 times out of 20. = %
Financial
Employment Situation

_ University
Children Education
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Cost pressures growing

Financial pressures and a weak dollar are reshaping
travel plans, especially for younger Canadians:

Costs have no
influence on
travel: 19%

Cost influences travel

Genz [N 00%
Millennial [ s6%

13. Has the increased cost of travel caused you to do any of the following?
Think about the next 12 months of trips.




Travel habits changing

Alternative options implemented for satisfying
desires for adventures while facing financial barriers:

Reduce the number of trips 36%

Less expensive accommodations 35%

Travel during off-peak seasons 31%

Delay or postpone travel plans 25%

Choose closer destinations 25%

Shorten trip duration 22%

15%

Prioritize essential travel only

12%

13. Has the increased cost of travel caused you to do any of the following?
Think about the next 12 months of trips

Use alternative transportation




U.S. travel intentions drop

The recent U.S. election has had an impact on
Canadians’ plans to visit the U.S.:

Cancelling all travel to U.S. 11%

Looking at different options to avoid U.S. 14%

Do not support the politics,
but may have other reasons to visit U.S.

23%

Support U.S. politics, but there's . 506 No
many other factors Change:
More likely, changing plans to . . 38%
visit U.S. 0

Election results solidified the

0,
decision to travel to U.S. 4%

31. Has the recent election result in the United States made you
more or less likely to travel to the U.S. in the next 12 months?




Canadians are seeking Zen while travelling

44%

35%

20%

Zen Traveller

» Prefers slow, relaxed travel experiences
» Avoids packed itineraries and rigid plans
* Finds joy in unwinding and soaking in the moment

YOLO Traveller

« Lives for adventure and high-energy activities
» Fills every moment with sights, sounds and experiences
« Believes in making the most of every single moment

FOMO Traveller

» Loves uncovering hidden gems and unique spots
* Feels compelled to see it all in case they miss something special
« Believes in exploration with a never-ending list of ideas
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Anti-tourist sentiment Is up

Nearly half of Canadian travellers have experienced
what could be described as anti-tourist sentiment:

25%

Higher fees or taxes for tourists

Poor service from local businesses 14%

Daily limits to desirable tourist areas 14%
Hostile attitudes from locals - 10%
Blocked or restricted Airbnb - 5%
Hostile graffiti visible [l 5% Any:

Protests against tourists - 5% 45%

Gen Z Millennial Gen X Boomer

(0]
Any: [y % 2%
+ 14. Have you ever experienced any of the following while travelling?




Conscientious decisions

Nearly half report having changed their travels due
to the sentiment from local communities or groups
being worried about potential challenging impacts of
tourism, such as cost of living and social pressures:

Travel during

off-peak seasons 25%

Avoiding “over touristed"

0
areas while travelling 20%

Make a conscious attempt to

0
support local businesses 19%

14%

Seek destinations with
less tourism

15. Has "push back against tourism" in selected areas made you
more likely to do any of the following in terms of travel?




Travel builds connections

83% of Canadian travellers see travel as a means of
building positive connections with locals:

Learn about local culture _
and engage

Respect local customs and
traditions

44%

Minimize impacts
(garbage/water use, etc.)

Eat at family-owned _
42%
restaurants Build
____E

43%

positive
connections:

Buy souvenirs from local

0
artisans 7%

. 0
Volunteer with a local . 1% 83 /0

community group

16. Thinking about anti tourist sentiment, which of the following are key to building
positive connections between locals and tourists?



Climate change impacts

The majority of Canadian travellers say they have
adapted their plans due to climate change:

Choose destinations less affected

0,
by extreme weather 27%

Planning timing of travel
to avoid climate-related risks
(perhaps during off-peak)

23%

Avoid certain destinations

. 0
due to environmental concerns 20%

9. Has climate change made you more likely to do any of the following
in terms of travel?




Purchasing travel insurance

63% of travellers say they purchase travel insurance
at least occasionally for out of province/territory/
country trips while younger generations are less
likely to always purchase:

57%

40%
Every trip:  35%

26% 27% 15%
° 22%
Gen Z Millennial Gen X Boomer

17. Do you purchase travel insurance when planning a trip?
21. When planning trips from now on, would you say that you are...?



Insurance manages risk

Most Canadians have experienced unforeseen
travel disruptions while on a trip:

Flight cancelled or changed ‘_ 34%
Lost baggege [N 23
Damaged baggage \_ 19%

Need for medical treatment/attention \- 15%

Having to cancel all or part of a trip ‘- 13%
Accommodation cancelling/changing \- 12%

Stolen baggage \. 5%

12. Which of the following gives you greater peace of mind when travelling?
22. Have you ever experienced any of the following while on a trip?




Regional highlights reveal additional perspectives

BC

Highest proportion
of travelling last
year and this year

AB

Least likely to change
travel plans due to
climate change

SK

Most likely to have
experienced an
unforeseen event
while travelling

MB

Least likely to
be affected by
anti-tourist
sentiment

QC

Most likely to have cost alter
travelling plans

Most likely to always or almost
always purchase travel
insurance

Least likely to be
affected by cost

Most likely to cite
ways to build

) positive connections

Worked the while travelling
highest number of
hours while on
vacation
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