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These tend to be the large and mid-sized 
hotel operators that have Managers/Owners 
who have worked in areas with a marketing 
levy and have seen what a DMMO can do to 
boost tourism.

● They have more staff to cover the 
administrative burden

● They have a strong awareness of 
marketing levies and Destination 
Marketing & Management 
Organizations

● They are interested in attracting 
major events, conferences, tour 
groups, etc. as well as season 
extension and product development

Group #1: Champions 
Approximately 39% of rooms

These tend to be Inns, Boutique Motels, and 
B&B Owners who are open to a marketing levy, 
but want to see proof of concept.

● They want transparency and 
accountability of how the funds are 
spent

● They want to see a regional marketing 
plan and brand strategy

● They want a mechanism for other 
tourism operators to buy-in

● They are most interested in product 
development, season extension, guide 
books and maps, and a website that 
facilitates pre-planning and results in 
longer stays

Group #2: Cautious Supporters 
Approximately 34% of rooms

These are often short-term rental owners, many 
of whom operate as sole proprietors.

● They’re concerned about added 
administrative burdens

● They don’t perceive the benefits as 
significant enough to justify the 
increased costs to their clients

● They are coming off a challenging year 
of new regulations, so tend to be 
skeptical of anything that feels overly 
bureaucratic

● Their primary interests lie in 
community-focused 
outcomes—things like better beach 
waste management, trail management, 
access to cultural activities, and 
extended restaurant hours

Group #3: Opposition
Approximately 27% of rooms



1. Who did we hear from?
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While other tourism operators attended consultations, these 
numbers represent only the accommodation operators that 
participated in consultations, one-on-one interviews, and 
responded to the online survey. 

● 4 Large Hotel Operators (60+ rooms)
● 6 Mid-sized Hotel/Motel/Inn Operators (10+ rooms)
● 3 Multi Cabin/Vacation House Operators (8+ rooms)
● 28 B&B/Cottages/Short Term Rental Operators (1+ 

rooms)
● Annapolis Valley representative for the Short Term 

Rental Association

Total = 42 Accommodation operators

*9 Accommodation Operators from Annapolis County also participated in the online 
survey. Their feedback has been separated from the results, but will be helpful in 
mitigating challenges and concerns.

Tattingstone Inn, Wolfville
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This summary reflects the collective insights from 
multiple consultation sessions held with 
accommodation operators, business development 
professionals, and other tourism stakeholders.
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Summary of the collective insights from industry excluding STRs. Some of these 
stakeholders include accommodation operators, and business development professionals.

Industry Insights (No STRs) Short Term Rental (STR) Insights



Stakeholders highlight the need for a Clear DMMO Function, emphasizing 
Collaboration Over Oversight
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1. Role of a Destination Marketing & Management Organization 
(DMMO)

● Need for Clarity: Participants expressed needing clarity around the roles and 
responsibilities of a DMMO, especially how it differs from existing economic 
development organizations.

● Partnership vs. Oversight: There is a strong preference for the DMMO to act as a 
partner to local businesses and initiatives, not simply as a manager or collector 
of funds. Its success depends on collaboration, transparency, and alignment with 
local needs.

● Avoiding Duplication: Stakeholders want assurance that the DMMO would 
provide distinct value—strategic marketing, product development, and regional 
coordination—not duplicate efforts already in place.

“We need a partner that actually 
helps us tell our story and sell the 
region—especially when we’re not 
already full.”
 — Accommodation operator



Stakeholders Call for Inclusive, Streamlined, and Transparent Levy System 
with Clear ROI
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2. Marketing Levy – Equity, Compliance, and Burden

● Fairness and Shared Responsibility: Stakeholders widely agreed that 
accommodation operators should not be the sole contributors. Businesses that benefit 
from tourism (e.g., wineries, attractions, restaurants) should also have financial skin in 
the game.

● Concerns About Administrative Burden: Some operators, particularly sole 
proprietors, raised concerns about the admin burden of a levy. There is a desire for 
simplified, online systems, and ideally quarterly remittance.

● Compliance and Enforcement: Questions were raised about how unregistered 
short-term rentals would be monitored and how the DMMO or Municipalities would 
ensure fair and consistent remittance across operators.

● Transparency of Use: Support for the levy hinges on a clear return on investment 
(ROI). Stakeholders want to understand how funds will be used and who will benefit.

● Layering: Short-term rental operators expressed concern about the stacking of fees, 
particularly when adding a new levy on top of already high service charges 
imposed by booking platforms. They questioned whether this additional cost would be 
fair to visitors and feared it could make their offerings less competitive.

“I’ll support a levy if I know 
everyone’s paying their share. 
Right now, it’s hard to tell.”
 — Inn owner



Stakeholders Call for Marketing That Highlights Culture, Meaningful 
Experiences and a Year-Round Quality Tourists
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3. Marketing Priorities

● Extend the Season: A strong focus emerged on shoulder-season and winter 
marketing. While summer and early fall is already saturated, there is opportunity 
to promote spring, late fall, and winter experiences.

● Cultural & Experiential Tourism: Participants emphasized targeting cultural 
tourists—those who stay longer, spend more, and are more engaged. Marketing 
should reflect:

○ Natural beauty across seasons (e.g., fall foliage, tides, trails)
○ Culinary and heritage experiences
○ Community-based, meaningful travel

● Quality over Quantity: The goal is not just to bring more visitors, but to attract 
the right visitors who align with local values and help drive sustainable economic 
growth.

● Informed Visitors: Many expressed an interest in a regional Guide Book, 
regional map, and a website with pre-planning tools.

“We’re not trying to bring in more 
tourists—we want better ones. 
People who stay longer and care 
more.”
 — Owner of a year-round 
accommodation



Stakeholders See a Need for Curated Itineraries to Encourage Longer 
Stays and Deeper Exploration
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4. Visitor Experience & Product Development

● Itinerary Building: There is a lack of awareness among visitors about the full range of 
experiences available. Stakeholders suggested curated itineraries (e.g., wine tours, 
hiking, cultural events, more partnerships) to support longer stays and deeper 
exploration.

● Need for Wayfinding and Visitor Info: Improved signage, physical maps, better 
visitor centre promotion, and updated information channels are needed—especially in 
areas with poor digital connectivity.

● Community-Centered Experiences: Operators want to develop more 
community-rooted experiences, where visitors can see their impact and feel 
connected to the places they visit. The concept of a “visitor pledge” or visible 
reinvestment model (e.g., environmental restoration funds) resonated widely.

● Inclusive & Regenerative Tourism: The visitor experience should support local 
values, environmental respect, cultural diversity, and equity across communities.

“People come for one thing—like 
wine—but they leave not knowing 
they missed the best hiking trail in 
the province.”
 — Community tourism leader



Stakeholders Prefer Flexible Funding Models That Combine Levies, 
Memberships, and Municipal Support
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5. Funding Models and Trust Building

● Hybrid Models Favoured: A marketing levy on just the accommodation industry 
is seen as unfair. Stakeholders suggested a hybrid model (e.g., levy + 
membership + municipal support) to improve buy-in.

● Alternative Models Cited: Inspiration was drawn from other tourism regions that 
dedicate a portion of the levy to regenerative or community-focused initiatives, 
where funding goes beyond marketing to support infrastructure, education, or 
cultural initiatives.

● Trust Gaps: In some regions, levies were introduced without consultation or clear 
plans. This has led to skepticism about governance, decision-making, and 
fund allocation.

“This can’t just be about managing 
funds. It has to be about building 
something together—with us.”
 — Council representative



Operators Advocate for Inclusive Planning to Ensure All Areas Benefit 
from Marketing Efforts
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6. Regional Coordination & Representation

● Avoiding Overlap and Competition: Concerns were raised about regions and 
organizations competing for the same audience or resources. A unified strategy is 
needed, but it must still allow for local identity and storytelling.

● Geographic Balance: Some communities feel overlooked in provincial 
campaigns. Marketing must fairly represent all areas—not just the high-profile 
destinations.

● Inclusive Planning: Operators emphasized the need for better coordination 
between municipalities, business groups, and provincial entities to prevent 
fragmentation.

“Let’s not compete with each 
other. Let’s connect the dots 
across the region so people don’t 
skip us.”
 — Municipal staff member



Operators Call for Comprehensive Metrics, Including Visitor Satisfaction, 
Community Benefit, and Environmental Stewardship
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7. Measuring Success

Stakeholders emphasized the importance of robust and transparent Key Performance 
Indicators (KPIs) that go beyond visitor volume:

● Visitor metrics: Room nights sold, length of stay, repeat vs. first-time visitors, 
geographic origin, off-season activity.

● Economic metrics: Local spend (e.g., tracked through postal codes), Average 
Daily Rate (ADR), and occupancy levels.

● Social and cultural metrics:
○ Visitor satisfaction and experience quality
○ Respectful use of public spaces
○ Inclusion and community benefit
○ Environmental stewardship
○ Alignment with community values

● Tools & Data Sources: Preference for data from independent or third-party tools 
(e.g., AirDNA) over self-reporting models to ensure accuracy.

“We want to see impact—not just 
numbers. Are they respectful? Are 
they spending? Are they coming in 
February?”
 — Owner of a heritage 
attraction



Stakeholders See Winter Tourism Potential, But Only with Proper Product 
Development and Infrastructure
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8. Challenges and Opportunities

● Seasonality: While some operators prefer to stay seasonal, others see winter as 
an untapped opportunity—provided there is adequate product and infrastructure 
to support it.

● Infrastructure Gaps: Challenges include early restaurant closures, limited winter 
attractions, insufficient EV chargers, lack of physical maps, and road signage that 
needs repair or replacement.

● Capacity Management: The need to balance visitation with local capacity was 
emphasized. Not every place can or should absorb high volumes of tourists.

● Remittance: Ensuring the collection of fees is as less of an admin burden as 
possible for industry. 

“We need less marketing and more 
doing. There’s no point promoting 
something that’s not ready.”
 — Small business owner



Stakeholders Support Coordinated Regional Tourism, Emphasizing 
Fairness, Transparency, and Community Focus
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Conclusion

There was broad support for coordinated regional tourism efforts—provided they 
are fair, transparent, and community-focused. The proposed DMMO must 
clearly demonstrate how it will:

● Add distinct value beyond current marketing efforts

● Represent diverse community and business voices

● Share financial responsibility

● Foster regenerative, inclusive, and experience-rich tourism

● Address product and infrastructure gaps

“The off-season is when people 
are looking for peace and 
community. That’s when we 
shine.”
 — Local B&B operator



2.2 STR Insights
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This section focuses on understanding specific details made by Short Term Rental 
(STR) operators about the preferred types of marketing, comments on the levy 
and DMMO framework, and opportunities for growth, support and partnerships

Industry Insights (No STRs) Short Term Rental (STR) Insights



STRs Want Fairness, Calling for All Tourism-Benefiting Businesses to Share 
Marketing Costs
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1. Equity in Contribution

STR Operators emphasized that the financial responsibility for tourism 
marketing should not fall solely on accommodation providers. There was a 
strong belief that all tourism-benefiting businesses—particularly 
wineries—should contribute to funding a DMMO. This highlights a broader 
concern about fairness and shared responsibility.

2. Value of Regional Marketing Must Be Clear

There was skepticism about the added value of a regional marketing 
organization, especially given that many businesses, including STR Rentals, 
already conduct their own marketing. They expressed that any new marketing 
structure (like a DMMO) must demonstrate tangible benefits that go beyond 
what operators are already doing individually.

“The wineries benefit from tourism 
too. Why are hotels always footing 
the bill?”
 — Short-term rental operator



STRs Advocate for a Hybrid, Inclusive Funding Model to Allow Diverse 
Business Participation and Transparency
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3. Need for a Hybrid or Inclusive Funding Model

STR Operators advocated for an inclusive funding model, which would allow 
more types of businesses to participate—particularly those outside the traditional 
accommodation sector. This model would allow businesses with varying 
capacities and roles in tourism to contribute in a way that reflects their scale and 
benefit from tourism.

4. Regional Collaboration and Shared Outcomes

While supportive of regional coordination in principle, STR Rentals made it clear 
that collaboration must be based on transparency, fairness, and clear 
outcomes. They want a system where contributions are matched with real, 
measurable benefits, not simply managed by a central body without feedback or 
accountability.

“The moment I feel like I’m paying 
into something I don’t see value 
from—I’m out.”
 — Short-term rental operator



Survey 
Highlights
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We had a total of 23 respondents but chose to only highlight 
responses from 14 which fit our region criteria. This provides 
useful insights, but small size limits generalization.
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Note: Find full survey in appendix. 
Some questions were excluded to 
make presentation more concise.
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This section focuses on understanding respondents’ familiarity with the benefits of 
a levy, and their sentiments towards the  effectiveness of marketing initiatives

3.1 3.2 3.3 3.53.4 3.6 3.7



Most respondents are familiar with the benefits of a levy, and 43% are in 
favor while 29% neutral on whether DMMO’s drive tourism
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Q8: In your opinion, do you believe a regional Destination 
Management & Marketing Organization (DMMO) could encourage 
more tourism in the region and drive better business growth for you?

43% in favour of DMMO driving tourism while 28% 
either disagree or strongly disagree

86% of respondents are somewhat or very familiar 
with the purpose and benefits of a marketing levy

Q7: How familiar are you with the purpose and benefits of a marketing 
levy?

36%
Very 
Familiar

14%
Not Familiar

50%
Somewhat 
Familiar

7%
Strongly Disagree

29%
Agree

29%
Neutral

21%
Disagree

14%
Strongly 
Agree



3.2 Marketing Levy 
Administration
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This section focuses on understanding the concerns and challenges of 
implementing the levy, and the preferred collection mechanism

3.1 3.2 3.3 3.53.4 3.6 3.7



Admin burdens, higher costs and difficulties of implementation were 
the greatest concerns of the levy 
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Q10: What concerns, if any, do you have about the marketing levy? 
(Select all that apply)

Administrative burden of collection, increased costs for 
guests, and use of funds are the greatest concerns

29%
Increased Costs for 
Guests

22%
Administrative 
Burden of 
Collection

22%
Communication 
of Use of Funds

16%
Limiting 
Operator's 
Decision 
making

11%
Other



Most popular concerns were potential administrative burdens from added 
paperwork and added costs 
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Q12: If you selected "Yes" please specify:

1. Administrative Burden
 Respondents highlighted potential challenges due to increased paperwork, confusing remittance processes, and unreliable 
digital platforms, all adding strain to already limited administrative capacity.

2. Pressure on Small Businesses and Municipal Staff
 Participants emphasized that small business owners and municipal staff are already stretched thin, with no extra support 
provided for implementing or enforcing the levy.

3. Technical and Operational Challenges
 Many noted difficulties integrating the levy into existing systems like Airbnb, stressing the need for advance notice and time to 
adjust bookings and processes.

4. Added Financial Costs
 Respondents flagged concerns over merchant fees, compliance costs, and the time required to submit the levy—especially 
impactful for small operators with tight margins.



Respondents had a slight preference to collect levy online, quarterly
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Q14: What is your preferred method of remittance for the tourism 
levy?

Online methods of remittance were preferred by the 
majority

Quarterly collection was most popular collection 
frequency

Q13: In your opinion, what is a comfortable frequency to collect a 
marketing levy?

50%
Quarterly 
remittance

14%
Annual 
remittance

7%
Monthly 
remittance

71%
Online

29%
Other

29%
Other
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This section focuses on understanding the type of governance and participation 
respondents want in the DMMO

3.1 3.2 3.3 3.53.4 3.6 3.7

3.3 Governance & 
Collaboration



Most respondents want to have representation in DMMO governance 
and want to have regular or periodic feedback sessions
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Q16: What level of involvement would you prefer in shaping the 
marketing levy framework and governance?

93% want to have regular or periodic participation and 
feedback sessions

It is very important for most respondents to have a 
representation in DMMO’s governance

Q15: How important is it for accommodation operators to have 
representation in the governance of the DMMO?

21%
Somewhat 
important

71%
Very 
important

50%
Regular 
participation in 
consultations 
and feedback 
sessions

7%
Neutral

43%
Periodic 
updates and 
opportunities 
to provide 
input

7%
Minimal 
involvement
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This section focuses on understanding the expected benefits from the levy and 
DMMO, and how to measure their success

3.1 3.2 3.3 3.53.4 3.6 3.7

3.4 Expected Outcomes & 
Benefits



Respondents hope that levy increases marketing efforts resulting in more 
visitors (especially off-season) and longer stays
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Q18: What benefits do you expect to see from the levy? (Select all 
that apply)

Desired benefits include increased marketing, more 
visitors, especially off-season and more events

17%
Higher 
visitor 
numbers

23%
Increased targeted 
marketing for their 
destination

17%
Other

17%
More regional events and 
better coordination

27%
More 
visitors 
during 
off-peak 
seasons

DMMO success should be measured by increase 
in occupancy rates in off-peak seasons

Q19: How should the success of the levy and DMMO be measured? 
(Select all that apply)

17%1. Higher occupancy rates

2. More visitors during off-peak seasons

3. Increase in visitor numbers overall

4. Increased length of stay at accommodation

5. Higher visitor spending (accommodations, 
food & beverage, retail, attractions)

6. Enhanced visitor satisfaction

7. Higher Average Daily Rate (ADR) - Average 
price paid per hotel room per night.

8. Other

9. Higher revenue per available room (RevPar) - 
Revenue per room whether occupied or not.

17%

15%

15%

15%

7%

7%

4%

2%
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This section focuses on understanding what sustainability practices respondents 
want to prioritize in the future

3.1 3.2 3.3 3.53.4 3.6 3.7

3.5 Sustainability



Respondents want to prioritize eco-friendly infrastructure and green 
tourism initiatives
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Q20: What sustainability practices should be prioritized in future 
tourism initiatives? (Select all that apply)

Most want greater investment in eco-friendly 
infrastructure and green tourism initiatives

1. Invest in eco-friendly infrastructure and green 
tourism initiatives. 

2. Promote sustainable visitor behaviours (e.g., 
responsible travel programs).

3. Encourage carbon footprint reduction 
programs for tourism operators.

4. Implement strict environmental impact 
assessments for new tourism projects.

5. Sustainability is not a priority for future tourism 
development.

6. Other

29%

26%

26%

6%

6%

6%
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This section focuses on understanding what kinds of events respondents believe 
will drive the most business for their accommodation type

3.1 3.2 3.3 3.53.4 3.6 3.7

3.6 Event Attraction



Respondents believe that cultural, wedding, and sport events will drive 
more business
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Cultural, community, sporting and industry events 
are believed to drive more business

Q21: In your opinion, what type of events do you believe would drive 
more business for your accommodation type? (Select all that apply)

15%1. Cultural Events (Deep Root Music Festival, 
Devour Food & Film Festival, etc)

2. Weddings and private events

3. Sporting Events (marathons, tournaments, 
Touchdown Atlantic, etc)

4. Community Events (Garlic Festival, Avondale 
Wharf Days, etc)

5. Industry Events (Winter Wine Festival, NS 
Music Week, etc)

6. Agricultural Events (4H Competitions, 
Agricultural Exhibitions, etc)

7. Conventions and conferences

8. Other

15%

15%

13%

11%

11%

11%

8%
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This section presents a compilation of recommendations 
gathered from our consultations. These insights reflect the 
perspectives of industry participants regarding the essential 
elements they believe would contribute to the successful 
formation of a Destination Management and Marketing 
Organization (DMMO).
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Recommendation 1: Establish a Regional DMMO to Develop and Promote 
the Valley's Unique Tourism Offerings
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While there was not full consensus, industry mostly supports the creation of a 
regional Destination Management and Marketing Organization (DMMO). If done 
effectively, the majority of participants believe that a DMMO would be instrumental in 
developing and promoting tourism experiences that reflect the Valley's shared values, 
including: 

● Regenerative Tourism: Focusing on tourism practices that restore and benefit 
the environment and local communities.

● Off-Season Attractions: Encouraging visitation during shoulder seasons to 
ensure year-round economic benefits. 

● Community Integration: Promoting harmonious living and shared spaces 
between residents and tourists, prioritizing a locals-first approach. 

● Cultural Tourism: Emphasizing the importance of preserving and showcasing 
the Valley's culture, stories, and heritage.  

.

MicroBoutique, WolfvilleGeldert Guest House, Windsor

https://www.valleysky.ca/annapolis-valley-nova-scotia
https://www.planetware.com/canada/annapolis-valley-cdn-ns-nsa.htm
https://www.valleysky.ca/annapolis-valley-nova-scotia


Recommendation 2: Implement a Marketing Levy + Membership Funding 
Model
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Industry participants recommended that the proposed Destination Management and 
Marketing Organization (DMMO) adopt a diversified funding approach that includes fees from 
tourism operators, financial contributions from the municipalities, and levies. This structure 
acknowledges that while accommodations directly contribute through charging and 
administering levies, a broad range of businesses benefit from tourism. Implementing a 
membership or fee system allows other tourism operators to support the DMMO's initiatives. 

Participants emphasized the municipality's role in economic development, advocating for its 
support to reflect tourism's significance to the local economy. However, we understand that 
municipal budgets are limited due to competing priorities. For this reason, we propose 
beginning with a marketing levy/membership model, and have recommendations on 
ways municipalities can provide value-added support in lieu of direct financial 
contributions.

Stella Rose B&B, Wolfville

https://www.valleysky.ca/annapolis-valley-nova-scotia
https://www.planetware.com/canada/annapolis-valley-cdn-ns-nsa.htm


Recommendation 3: Adopt an Online Platform for the Administration of the 
Levy
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Payment & Industry Support Platforms

1. Check In Analytics
 A data-driven platform for accommodation providers to monitor performance.

● Tracks occupancy, revenue, and key metrics
● Offers benchmarking against industry averages
● User-friendly dashboard for real-time insights
● Allows integration of monthly reports by SR to province (Destination Cape Breton)

Best For: Hotels, motels, and short-term rentals seeking operational optimization

2. ORHMA (Ontario Restaurant Hotel & Motel Association): (Link)
 Ontario’s largest hospitality association supporting 11,000+ establishments.

● Industry advocacy & policy influence
● Training, events, and member perks
● Supplier discounts & networking opportunities
● ORHMA takes the collection off municipal hands.

Best For: Accommodations + Hospitality operators looking for representation, education, and business 
support (A mixed funding model)

.

Blomidon Inn, Wolfville

https://www.valleysky.ca/annapolis-valley-nova-scotia
https://www.planetware.com/canada/annapolis-valley-cdn-ns-nsa.htm
https://www.gravenhurst.ca/media/dimbqr1m/town-of-gravenhurst-mat-information-session-presentation.pdf
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Find the remainder of the survey responses 
here. Some were excluded from to make the 
presentation more digestible.
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Business Profile
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This section focuses on understanding the type of operators (i.e. short vs long 
term), their location, number of rooms, and dates of operation
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Most respondents were Short-Term Rentals from Kings County
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20% Hotel

13% Bed & Breakfast

33% Short-Term 

7% Other

27% Inn

Q2: Where is your accommodation located? (Select the county that 
applies to your business)

Majority were located in Kings County or other 
locations, followed by Town of Wolfville and West Hants

Most respondents were Short-Term Rentals 
followed by Inn, and Hotel and B&B

Q1: What type of accommodation do you operate? 
(Select all that apply)

7% West Hants

7% Other

21% Town of Wolfville

64% Kings County



72% of respondents have 1-10 rooms and most operate year-round 
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36% 1-3 Rooms

14% 11-25 Rooms

7% 100+ Rooms

7% 51-100 Rooms

Q4: Do you operate seasonally or year-round?

Most operate year-round and a little under a third are 
seasonal

72% of respondents have between 1-10 rooms, 
and 14% have 50+ rooms

Q3: How many rooms do you operate?

36% 4-10 Rooms

29%
Seasonal

71%
Year-roun
d



63% of respondents are in business between Jun-Aug, with Summer and 
Fall being the busiest periods for 95%
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Q6: When is the busiest time of year for your accommodation? (Select 
all that apply)

Summer and Fall are busiest times for 96% of 
respondents

63% of “seasonal” respondents were in business 
between the months of Jun-Aug

Q5: If you selected "Seasonal" please specify operational months: 
(Select all that apply)

J F M A M J J A S O N D

16%

21%

16%

5%

21% 21%

55%
Summer 
(Jun – Aug)

40%
Fall 
(Sep – Nov)

5%
Winter
(Dec – Feb)
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This section focuses on understanding respondents’ familiarity with the benefits of 
a levy, and their sentiments towards the  effectiveness of marketing initiatives

Section 1 Section 2 Section 3 Section 5Section 4 Section 6 Section 8Section 7



Most respondents are familiar with the benefits of a levy, and 43% are in 
favor while 29% neutral on whether DMMO’s drive tourism
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Q8: In your opinion, do you believe a regional Destination 
Management & Marketing Organization (DMMO) could encourage 
more tourism in the region and drive better business growth for you?

43% in favour of DMMO driving tourism while 28% 
either disagree or strongly disagree

86% of respondents are somewhat or very familiar 
with the purpose and benefits of a marketing levy

Q7: How familiar are you with the purpose and benefits of a marketing 
levy?

36%
Very 
Familiar

14%
Not Familiar

50%
Somewhat 
Familiar

7%
Strongly Disagree

29%
Agree

29%
Neutral

21%
Disagree

14%
Strongly 
Agree



57% of respondents believe their destination is being marketed effectively
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57% have a positive sentiment towards 
effectiveness of marketing, while 28% negative

Q9: How effectively do you think your destination is being marketed 
currently?

36%
Somewhat 
effectively

14%
Neutral

21%
Very 
Effectively

21%
Not very 
effectively

7%
Not at all 
effectively
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This section focuses on understanding specific details about the preferred types of 
marketing, comments on the levy and DMMO framework, and opportunities for 
growth, support and partnerships

3.1 3.2 3.3 3.53.4 3.6 3.7

Section 3: General 
Feedback
(Open ended)



Operators want to be acknowledged and the region wants more 
coordinated regional marketing
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Q22: In your opinion, what type of marketing do you believe would drive more business for your 
accommodation type?

1. Short-Term Rental (STR) Advocacy & Recognition
 STR hosts are frustrated by being vilified and overlooked. They want their contributions 
to tourism acknowledged, especially amid growing regulatory pressure and instability.

2. Coordinated and Creative Regional Marketing
 Operators want campaigns that promote the whole region, not just individual 
businesses. They commented on drone footage, itineraries, TV ads, influencer content, 
and smart signage to boost visitor interest and length of stay.

3. Smarter Targeting of Domestic Audiences
 Suggestions included advertising to Atlantic Canadians and other Canadian regions 
through TV, digital ads, and sponsored content, aiming for cost-effective methods that 
speak directly to relevant travelers.

4. Seasonal Realities & Visitor Experience Timing
 Some accept lower winter demand as natural and even welcome, since weather is poor 
and attractions are closed. For them, the focus is maximizing appeal during peak and 
shoulder seasons. Others would like to see an extended season, with attractions staying 
open later in the shoulder season, and businesses keeping later hours.

The August House, Windsor

https://novascotia.com/explore-by-region/bay-of-fundy-annapolis-valley/


There is a desire for transparency in the use of funds to show clear 
benefit of levy
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Q23: What additional suggestions or comments do you have about the 
proposed levy and DMMO framework?

1. Concerned about possible financial pressures
 Some operators - particularly STR hosts - citing possibility of financial pressure and 
administrative burden.

2. Equity, Transparency, and Regional Fairness
 Concerns raised about how funds would be collected and managed across diverse 
communities. Some believe it should not be spread across large areas like Hants and 
Kings, which have very different tourism landscapes. Others believe a coordinated, 
regional approach is tantamount to the success of a DMMO.

3. Inclusive, Collaborative Implementation
 Respondents emphasized that all tourism-related businesses, not just accommodations, 
should be included in funding a DMMO. 

4. Show Clear Visitor Benefit and Minimize Admin Costs
 Operators want reassurance that money collected will go directly to impactful tourism 
marketing. They stressed the importance of guests seeing value.

Grand Pre National Historic Site

https://goodtimes.ca/discover-nova-sctoias-annapolis-valley/


There is an opportunity to build a stronger regional brand that has 
year-round tourism and better local business collaboration
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Q24: What opportunities do you see for tourism growth in our region that could be enhanced 
through a dedicated marketing budget?

1. Build a Unified Regional Identity
 Operators are calling for clarity around what “the region” actually is. There’s a push to 
market the Valley as a connected destination, with consistent messaging and stronger 
communication between communities and businesses.

2. Broaden and Deepen Marketing Efforts
 There’s interest in expanding marketing to include U.S. travelers, group tours, and 
off-season visitors. Suggestions include showcasing Indigenous-led experiences, 
highlighting longer stays, and offering curated travel packages.

3. Focus on Year-Round Tourism Opportunities
 Multiple comments highlighted the need to target the shoulder and off-seasons 
(November–June), promoting experiences like festivals, culinary tours, and outdoor 
adventures that can draw visitors beyond summer.

4. Collaboration & Connection Among Local Businesses
 Respondents see value in creating packaged experiences and shared marketing efforts 
that are more affordable and impactful. Better collaboration and communication across 
the business community are seen as essential.

The Evangeline, Grand Pre

https://goodtimes.ca/discover-nova-sctoias-annapolis-valley/


Tourism can grow with better waste management, regional coordination, 
targeted marketing support (year-round) to attract workers and visitors
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Q25: How can a DMMO support regional tourism operators in expanding their reach and 
improving visitor experiences?

1. Invest in Core Infrastructure and Visitor Readiness
 While the visitor experience is strong, basic infrastructure like garbage collection at 
beaches and parks is lacking. Operators want these foundational services in place before 
increasing tourist traffic.

2. Provide Direct Marketing Support for Local Businesses
 Operators are looking for tangible marketing help—marketing credits, co-funded 
campaigns, and promotion of packaged experiences. Many emphasized the need to 
actively target the right audiences and regions, both domestic and international.

3. Build Capacity Through Training, Communication & Collaboration
 Suggestions included best practice workshops, FAM tours, and seminars to help 
businesses grow. There’s also a call for better communication around funding, marketing 
opportunities, and a more collaborative regional network.

4. Grow Tourism by Strengthening the Community
 Tourism success is seen as part of a larger ecosystem. Operators believe improving 
housing, extending the season, and attracting families and workers will make the area more 
appealing to both visitors and residents.

Sunken Lake Escapes, Kings

Super 8, Windsor

https://novascotia.com/explore-by-region/bay-of-fundy-annapolis-valley/


More marketing funding can help accessible and inclusive tourism 
initiatives, and incentivize business collaboration
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1. Focus on Accessible and Inclusive Tourism
 There is a call for a stronger focus on accessible tourism, ensuring that visitors with 
different needs can fully experience what the region has to offer.

2. Collaborate and Strengthen Local Networks
 Operators emphasize the value of FAM tours, workshops, and better alignment of tourism 
staff roles across municipalities to create a unified, effective action plan. Collaboration and 
partnerships are key to boosting regional success.

3. Build a Unified, Supportive Tourism Community
 There’s a strong desire for reduced red tape, extended operating hours, and more 
collaboration across businesses, local organizations, and municipalities. Operators urge a 
shift from competition to cooperation to maximize the region's tourism potential.

Q26: Are there any partnerships or collaborative initiatives that could be strengthened with 
increased tourism marketing funding?

Old Orchard Inn, Greenwich

https://www.valleysky.ca/annapolis-valley-nova-scotia
https://www.planetware.com/canada/annapolis-valley-cdn-ns-nsa.htm


Over the next 5–10 years, the region is seeking sustainable funding and 
consistent regulations to support development of local resources
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Q27: How do you see the tourism sector evolving in the next 5-10 years, and what role could a 
sustainable marketing levy play in supporting that growth?

1. Focus on Stability Before Growth
 Operators emphasize the importance of stable regulations, especially around short-term 
rentals (STRs). They believe government stability is critical before pursuing significant 
growth in the tourism sector.

2. Effective Use of Regional Resources and Collaboration
 Respondents stressed the importance of leveraging existing local resources and 
expertise. Operators see the role of a regional DMMO as connecting stakeholders, helping 
to attract and create events, and supporting operators with funding and initiatives.

3. Sustainable Funding for Long-Term Tourism Growth
 Respondents suggest that sustained, year-over-year funding is crucial for maintaining 
consistent marketing efforts. They believe this will help attract more business to the region 
and expand the efforts already underway by local businesses and associations.

4. Emphasize Experience-Based and Diverse Tourism
 Operators stress the need to market unique, experience-based tourism opportunities, 
particularly focusing on agri-tourism, food and wine culture, and local attractions. They 
also highlight the diverse range of businesses and natural assets available in the region.

Geldert Guest House, WindsorHarbour Villa West, Harbourville

https://www.valleysky.ca/annapolis-valley-nova-scotia
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