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Background  
 
Tourism Nova Scotia’s Voice of the Visitor survey program is a valuable opportunity for tourism 
businesses, organizations, and government partners to gain insights about visitors’ perspectives 
on important topics of interest to their business or organization.  
 
The Voice of the Visitor survey program is administered thorough Tourism Nova Scotia’s’ Online 
Advisory Panel, which consists of past visitors to Nova Scotia from across Canada, the United 
States and overseas, who are 18 years of age or older and have taken an overnight leisure trip 
to Nova Scotia on at least one occasion between 2018 and 2024. As such, all respondents are 
recent visitors to Nova Scotia. Survey questions were designed in close consultation with TNS, 
with surveys available in both English and French.  
 
The following report presents detailed results for questions asked on behalf of the Valley 
Regional Enterprise Network. A list of these questions and the relevant data tables are 
provided in Appendix A and B of this report.    
 
For this survey, data was collected from January 6 to 19, 2025, with 621 surveys completed. 
The following table provides a detailed breakdown of the final number of completes within each 
market. 
 
 
 
 
 
 
 
 
 
 
 
 
 
All results are expressed as a 
percentage, with numbers 
also provided where 
appropriate. Note, in some cases, percentages do not add up to exactly 100% due to rounding, 
or in situations where multiple responses were collected.  Certain questions explore various 
sub-group analyses. Sub-group analysis involves breaking data down by specific demographics 
or responses (e.g., age, gender, country of origin, travel party type). This approach helps 
identify differences in responses across various segments. When reviewing results for certain 
questions, a small sample size for specific audiences (e.g., younger visitors) warrants caution in 
the interpretation of results. 

Region Number of recent 
visitors 

Canada  427 
Ontario 207 
Quebec 94 
West/Territories 78 
Atlantic Canada 47 
Other Unspecified 
(Canada) 

1 

United States 156 
Other (outside Canada and 
the US) 

38 

Total 621 
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Overview of Results 
 
Regenerative Tourism 
 
Regenerative tourism requires explanation for visitors’ understanding, and while 
participation in regeneration efforts is of importance when planning leisure trips, results 
suggest actual participation may be more passive.   
 
To assess visitors’ understanding of regenerative tourism, respondents were first asked what 
“Regenerative Tourism” meant to them.  
 
Overall, one-half of visitors were uncertain or unable to provide a response, while the other one-
half offered varied interpretations of “regenerative tourism”. Overall, travellers’ comments 
suggest regenerative tourism is interpreted to mean combatting environmental harm, in terms of 
environmental restoration/preservation (i.e., protecting the natural environment, minimizing 
environmental harm), generally having a positive impact (i.e., leaving destinations in a better 
condition, avoiding harm), or sustainability (i.e., tourism that avoids resource depletion, 
ensures destinations are preserved 
or regenerated). Slightly more than 
one in ten relate the term 
regenerative tourism to repeat 
tourism (i.e., encouraging repeat 
visits to a destination and fostering 
long-term interest). Fewer than one 
in ten relate regenerative tourism 
to supporting the local economy 
(i.e., supporting local businesses, 
communities, restaurants, markets) 
or that it is a personal 
responsibility (i.e., the 
responsibility of individual 
travellers to leave no trace). (Table 
VREN1) 
 
Upon gaining travellers’ unaided interpretation of regenerative tourism, all were provided with 
specific details that the terms “sustainable tourism” and “regenerative tourism” are sometimes 
used interchangeably, though the terms have different meanings.  Further explanation stated 
that sustainable tourism focuses on making sure travel activities cause no additional harm to 
our plants and people, while the goal of regenerative tourism is for visitors to positively impact 
a travel destination, meaning they would leave it in a better condition than they found it. An 
example of regenerative tourism was also provided (i.e., regenerative tourism initiatives may 
offer volunteer opportunities for travellers to take part in conservation efforts (e.g., cleaning up a 
beach, planting native plants, etc.).  
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When asked about the 
importance of regeneration efforts 
as a consideration when planning 
leisure travel, more than one-half 
of visitors consider it important 
to plan travel that participates 
in regeneration efforts, while 
more than one-third do not 
consider it important. Ten percent 
of visitors did not offer an opinion. 
(Table VREN2) 
 
 

 
 
 
 
 
To further explore visitors’ perceptions of regenerative tourism, visitors were asked their level of 
agreement regarding six specific regenerative tourism aspects or activities.  
 
The statement I prefer to engage in cultural experiences that promote the preservation of 
local traditions and heritage saw the highest level of agreement among visitors, with nearly 
nine in ten visitors offering some 
level of agreement, and more than 
four in ten being in complete 
agreement. At the same time, seven 
in ten visitors offer some level of 
agreement that they prefer to buy 
products or services that promote 
regeneration, with one-quarter 
being in complete agreement. While 
few offer any level of disagreement 
with either statement, nearly two in 
ten visitors express uncertainty as to 
what impact knowing an organization 
promotes regeneration would have 
on their purchase decisions.  
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Visitors tend to offer more modest levels of agreement with the other four aspects of 
regenerative tourism. Specifically, just over one-half of visitors agree that when travelling they 
are interested in 
opportunities to 
participate in community 
led activities and 
experiences that directly 
contribute to 
environmental 
preservation, while similar 
proportions agree 
whenever possible they 
avoid air travel in favour 
of transportation options 
with a lower carbon 
footprint or that 
sustainability and 
environmental 
conservation 
considerations are key 
factors when choosing a 
travel destination. For each of these statements, while visitors are most likely to state they 
‘somewhat agree’, at least one in ten visitors are in ‘complete agreement’.   
 
Visitors offer mixed opinions as to whether they would pay a premium for travel experiences 
that prioritize regenerative and sustainable practices. While just over four in ten offer some 
level of agreement with this statement, a similar proportion disagree. At the same time, one in 
six visitors are uncertain as to whether they would pay a premium.  
 
As may be expected, agreement on these various aspects of regenerative tourism vary across 
visitor segments. In particular, visitors between the ages of 35 to 54 are less likely than those 55 
or over to agree they avoid air travel in favour of transportation options with a lower 
carbon footprint (41% vs. 54%). Moreover, opinions on this issue vary notably among 
Canadian visitors, with Quebec residents being most likely to agree they avoid air travel in 
favour of transportation options with a lower carbon footprint (66%), and those living in western 
Canadian and the territories being least likely to offer such agreement (36%). (Table VREN3C) 
 
Among Canadian travellers, those from Quebec are also most likely to say that sustainability 
and environmental conservation considerations are key factors when choosing a travel 
destination (70%). (Table VREN3D) 
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Travellers from the United States are more likely than Canadian travellers to say they would pay 
a premium for travel experiences that prioritize regenerative and sustainable practices 
(53% vs. 40%). (Table VREN3E) 
 
 
Visitation to the Annapolis Valley Region  
 
The Annapolis Valley region enjoys high levels of past visitation.  
 
The Annapolis Valley region of 
Nova Scotia enjoys a high level of 
visitation among recent visitors to 
Nova Scotia. Four in ten travellers 
(43%) have visited in the past three 
years (2022-2024), while just over 
one-half (54%) have visited the 
region prior to and including 2021. 
Three in ten travellers have never 
visited the Annapolis Valley.  
 
Overall, visitors to the Annapolis 
Valley region tend to be older, with 
visitors between the ages of 35 and 
54 being more likely than those 55 
or over to say they have never 
visited the Annapolis Valley region of Nova Scotia (49% vs. 26%, respectively). (Table VREN4) 
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Eco-friendly Tourism in the Annapolis Valley Region  
 
Awareness of Annapolis Valley region eco-friendly practices and initiatives is limited, 
however there is broad appeal for proposed offerings, particularly those that are 
immersive in nature.    
 
Recent visitors to the Annapolis Valley region (31% in 2023 or 2024) were asked if they were 
aware of any specific eco-friendly practices or initiatives being implemented in the region. 
Overall, awareness was limited with slightly more than one in ten reporting awareness of eco-
friendly practices.  

 
When asked to specify the region’s eco-friendly practices, the few aware (23 visitors) named 
agricultural initiatives including vineyards/winemaking and sustainable farming/agriculture 
activities. Very few noted recycling/composting programs, local 
attractions/activities/experiences, and shoreline/beach cleanups. (Table VREN5B) 
 
In order to assess what eco-friendly tourism activities may hold the greatest appeal to 
visitors, all visitors were asked to imagine visiting the Annapolis Valley region and share 
how personally appealing they would find eight specific offerings.  
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Overall, all offerings listed hold some level of appeal to at least one-half of visitors.  
 
Among nature-based offerings, 
learning about sustainable 
fishing practices and 
regenerative agriculture, 
followed by a seafood cooking 
class and participating in 
guided forest walks with local 
experts to learn about 
sustainable forestry practices, 
responsible foraging, and wild 
food identification hold the 
greatest appeal. Approximately 
seven in ten find each activity to 
be personally appealing, with 
three in ten stating each activity is 
‘very appealing’.   
 
The appeal of helping to rebuild a wildlife habitat is more modest, with just over one-half 
of visitors stating this activity holds some level of appeal to them, while just over one-third 
(36%) indicate the activity is not appealing.   
 
Across regions, travellers from the United States are more likely than those travelling from 
Canada to find learning about sustainable fishing practices and regenerative 
agriculture, followed by a seafood cooking class appealing (79% vs. 69%). They are 
also more likely than their Canadian counterparts to consider helping to rebuild a wildlife 
habitat appealing (62% vs. 52%).   
 
Appeal for certain nature-based offerings also varies among Canadian travellers. In 
particular, travellers from Quebec are more likely than travellers from Atlantic Canada to find 
participating in guided forest walks with local experts to learn about sustainable 
forestry practices, responsible foraging, and wild food identification appealing (76% 
vs. 66%). At the same time, Atlantic Canadians are least likely to find learning about 
sustainable fishing practices and regenerative agriculture, followed by a seafood 
cooking class appealing (60%), although interest in this offering is strong among this group 
of travellers. (Tables VREN6A, E, F) 
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Among the community-based 
offerings examined, joining local 
artisans in workshops to create 
crafts using eco-friendly 
materials, such as recycled or 
sustainably sourced natural 
products holds the greatest 
appeal. Specifically, two-thirds of 
travellers find this activity 
appealing, with just over one-
quarter indicating this would be 
‘very appealing’ to them 
personally. Three in ten visitors 
find this activity unappealing. 
 
Overall, the appeal of other 
community-based offerings is more modest. Specifically, results show that participating in 
a beach cleanup and going on a tour to learn about a business’ regenerative efforts 
hold similar levels of appeal to visitors, with just over one-half saying each activity is 
appealing to them. Four in ten visitors find each activity unappealing.   
 
Appeal of community-based offerings varies across demographics and regions. In particular, 
women are more likely than men to find joining local artisans in workshops appealing 
(72% vs. 55%), while among Canadian travellers, those from Quebec are most likely to find 
a tour to learn about a business’ regenerative efforts to be appealing (74%). (Tables 
VREN6B, D, G) 
 
Farming and food tourism 
offerings also hold notable 
appeal to some visitors. Overall, 
nearly two-thirds of visitors find 
participating in a Community 
Supper program appealing, with 
one-quarter indicating they would 
find the task of assisting to make 
a meal using local ingredients 
and enjoying the dinner in a 
community setting to be ‘very 
appealing’.  
 
Just over one-half of visitors 
report spending time on a 
regenerative farm, learning 
about sustainable agriculture techniques to be appealing, with nearly two in ten saying 
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this would be a ‘very appealing’ offering.  At least three in ten visitors find each of these 
activities to be unappealing.  
 
Consistent with other findings, appeal of specific offerings varies somewhat across visitor 
segments. In particular, among Canadian travellers, those from Atlantic Canada are least 
likely to find participating in a Community Supper program appealing (49%). At the same 
time, visitors between the ages of 35 and 54 are more likely than those 55 years of age and 
older to find spending time on a regenerative farm to be appealing (68% vs. 51%, 
respectively). (Tables VREN6C & H) 
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Appendix A: Question List – Valley Regional Enterprise 
Network 
 
VREN 1. What does the term ‘Regenerative Tourism’ mean to you? 
 
The terms Sustainable Tourism and Regenerative Tourism are sometimes used 
interchangeably, but they have different meanings.  While Sustainable Tourism focuses on 
making sure our travel activities cause no additional harm to our plant and people, the goal of 
Regenerative Tourism is for visitors to positively impact a travel destination, meaning they 
would leave it in a better condition than they found it. For example, regenerative tourism 
initiatives may offer volunteer opportunities for travellers to take part in conservation efforts 
(e.g., cleaning up a beach, planting native plants, etc.).  
 
VREN 2. Based on this distinction, when planning your leisure travel, how important of a 
consideration is participating in regeneration efforts? 
 
VREN 3. Please indicate to what extent you agree or disagree with each of the following 
statements about regenerative tourism.  

a. When travelling, I am interested in opportunities to participate in community led 
activities and experiences that directly contribute to environmental preservation 

b. I prefer to buy products or services from organizations that promote regeneration 
c. Wherever possible I avoid air travel in favour of transportation options with a lower 

carbon footprint 
d. Sustainability and environmental conservation considerations are key factors when I 

choose a travel destination  
e. I would pay a premium for travel experiences that prioritize regenerative and 

sustainable practices 
f. I prefer to engage in cultural experiences that promote the preservation of local 

traditions and heritage 
 
VREN 4. When, if ever, have you visited the Annapolis Valley region of Nova Scotia? 
 
VREN 5. [IF ‘This Year’ or 2023 AT Q VREN 4] Are you aware of any specific eco-friendly 
practices or initiatives being implemented in the Annapolis Valley region? 
 
VREN 5b. [IF ‘Yes’ IN VREN 5] What eco-friendly practices or initiatives are you aware of in the 
Annapolis Valley region? Please be as specific as possible.  
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VREN 6.  Imagine you were visiting the Annapolis Valley region of Nova Scotia. How appealing 
are each of the following offerings to you? 
 
a. Helping to rebuild a wildlife habitat 
b. Going on a tour to learn about a business’ regenerative efforts 
c. Participating in a Community Supper program where visitors assist in making a meal 

using local ingredients, and enjoy the dinner in a community setting 
d. Participating in a beach cleanup 
e. Learning about sustainable fishing practices and regenerative aquaculture, followed by 

a seafood cooking class 
f. Participating in guided forest walks with local experts to learn about sustainable 

forestry practices, responsible foraging, and wild food identification, this experience 
could include tree planting or invasive plant species identification and removal 

g. Joining local artisans in workshops to create crafts using eco-friendly materials, such 
as recycled or sustainably sourced natural products (e.g., weaving, pottery, or eco-
dyeing fabrics) 

h. Spending time on a regenerative farm, learning about sustainable agriculture 
techniques such as permaculture, crop rotation, and composting. This experience 
could include harvesting ingredients and participating in a farm-to-table meal 
preparation 
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