
Market Forecast Highlights1

Forecast Context and Assumptions1

Spending by French travellers is forecast to recover to 2019 levels in 2023,  
visitation levels are not expected to recover until 2025.

1 DC Tourism Outlook Forecast, Fall 2023
2 YouGov Global Travel Profiles | December 2023
3 Oxford Economics

The DC Tourism Outlook Fall 2023 has been adjusted from 2023 to 2025 to reflect the latest arrival numbers.

France has been among the fastest recovering European markets in terms of both visits to Canada and spending. The number 
of overnight visitors from France to Canada reached 596,000 in 2023, 90% of 2019 levels. Spending by these travellers is  
expected to exceed 2019 levels of spending by 2%. 

•	 Visitation by French travellers is expected to recover in 2025, reaching 103% of 2019 levels.

•	 Spending by French travellers is expected to reach 118% of 2019 levels in 2025.

•	 In 2025, Canada is expected to welcome 681,000 overnight visitors who will spend $1.2 billion. 

	 Travel Sentiment
•	 Almost half (45%) of the French 

population is planning an international 
trip in the next 12 months. This was a 
lower percentage than in Destination 
Canada’s other European markets.2 

•	 Cost concerns are greater in France 
than other European markets. 
Forty-eight percent cited the price 
of travel, and 33% cited the cost of 
accommodation as the  main barrier 
to travel.2

	 International Travel Conditions
•	 A weak economic outlook and 

sentiment for travel is not deterring 
travellers from visiting Canada. 
Arrivals from France reached 
596,000 in 2023. This was the 
second strongest recovery in visits 
behind Mexico.  

	Economy3

•	 Economic growth is relatively weak 
and expected to grow 0. 8% in 2023 
and 0.6% in 2024.

•	 After depreciating more than 14% 
in 2022 and another 1% this year, 
the Canadian dollar is expected to 
strengthen against the Euro in 2024. 
The Canadian dollar will continue 
to strengthen in 2025/26, making 
Canada a more expensive vacation 
destination. 

Market Forecast Insights

Spending and visitation levels (% relative to 2019)

0%-50% 51%-75% 121%+101%-120%76%-100%

2019 2020 2021 2022 2023 2024 2025 2026 2027 2028 2029 2030

Spend 100 12 22 77 102 107 118 132 144 158 170 179

Visitation 100 14 18 70 90 94 103 105 112 120 128 134
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Travel Agent Usage for Most Recent Trip4 Travel Party of Recent Trip4

Organized Tour Usage for Recent Trip4

For further information, please contact:

Cyrielle Bon  |  Managing Director  |  T +33-0-7-71-21-97-87  |  cyrielle@360tourisme.fr

AU-Top Activities

Guided city tours

Trying local food and drink

Learning about Indigenous
culture, traditions or history

Hiking

Historical, archaeological 
or world heritage sites

Nature parks

Natural attractions (e.g. scenic
 viewpoints, mountains, waterfalls)

Oceanside beaches

Local markets (e.g. public markets,
farmers market, night markets)

Nature walks

57%

55%

55%

52%

44%

51%

58%

61%

63%

67%

Canada Consideration By Seasons (show all months + NET)4

November
October

September
Net: Fall

August
July

June
Net: Summer

May
April

March
Net: Spring

February
January

December
Net: Winter

46%

42%

16%

16%
14%

28%

29%
26%

30%
24%

15%

12%
16%

23%

34%

27%

Travel Party of Recent Trip4

Other family members

Grandparent(s)

Business associates or colleagues

Parent(s)

Child (18 years old or older)

Friend(s)

Alone/solo

Child (under 18 years old)

Spouse or partner 50%

19%

16%

16%

11%

9%

4%

2%

13%

Potential Market Size4

Total Long-Haul Travellers
French residents aged 18 and older who have taken a long-haul pleasure trip outside of Europe, North Africa and the Mediterranean in the past 
three years, or plan to take a such a trip in the next two years.

Top Activities of Interest While on Vacation4

Likelihood  to Visit Canadian Regions (Next 2 Years)4 Canada Consideration By Seasons4

Top 3 Most Important Sustainability Efforts4

4 Global Traveller Research Program 2023

travel agent usage

Yes

35%

organized tour usage

Portion of Trip was part of an organized group tour

Whole Trip was an organized group tour 26%

9%

 19,470,500  
 

 14,408,000  
 

 6,901,500  
 

Total potential for 
long-haul travellers

Conservation of natural areas in my destination

Knowing that the local culture of my destination is not 
negatively impacted by tourism

Knowing that my money is directly supporting the local 
community

Canada’s target  
market

Canada’s immediate 
potential in the next  

2 years

49%

37%

32%

YT
8%

NW
10%

NU
5%

BC
34% AB

23%

ON
49%

QC
75%

NB
6%

NS
15%

NL
17%

PEI
10%

SK
8%

MB
9%


