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The Annapolis Valley is in Mi’kma’ki, the ancestral and unceded 
territory of the Mi'kmaq People. This territory is covered by the 
“Treaties of Peace and Friendship.” We are all Treaty people, and 

we must respect and honour our rights as such.

We acknowledge the peoples of the Glooscap, Annapolis Valley 
and Bear River First Nations, which have been present on these 

lands now called the Annapolis Valley for generations.

Photo Source: Kwilmu’kw Maw-klusuaqn, Mi’kmaq of Nova Scotia https://mikmaqrights.com/#home
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Executive Summary
Annapolis Valley Final Report Executive Summary
–May 9, 2023

Welcoming Region | Legendary Experiences
Destination Alignment | Connection to Community

Connection to Visitor 

As the global tourism sector rebuilds following three years of 
unprecedented challenge, community leaders and tourism 
stakeholders in the Annapolis Valley have taken a bold step to establish 
a four-year tourism development strategy. The strategy, framed around 
Five Planning Imperatives, was developed utilizing Tourism Atlantic’s 
(Atlantic Canada Opportunities Agency, ACOA) Strategic Tourism 
for Areas and Regions (STAR) process. This was a proactive initiative 
facilitated by the Valley Regional Enterprise Network (Valley REN). 

While tourism in Canada has a long way to go before reaching its 
2019 performance benchmarks, Destination Canada (DC) is optimistic 
signalling positive recovery signs. DC is forecasting that:

•	 Domestic spending will fully recover in 2023
•	 US spending will reach 2019 levels in 2024 – 91% in 2023
•	 Overseas spending will recover in 2025 – 65% in 2023 and 92% in 

2024

In Nova Scotia, recovery was also evident with significant growth in 
2022 compared to 2021 from out of province visitors to all parts of the 
province including the Annapolis Valley. Domestic travel drove these 
improvements as more Canadians stayed in the country to travel as 
travel restrictions were eliminated and consumer confidence in travel 
stabilized.

Looking ahead several considerations impacted the development of the 
strategy including agreement that a regional approach to development 
was embraced. Community, Indigenous and tourism industry leaders 
in West Hants, Kings, and Annapolis counties seized the opportunity 
to establish a responsible approach to rebuild the visitor economy 
and do that through a regional lens. In addition, there was the need to 
identify a realistic implementation plan, therefore the plan includes a 
comprehensive action plan.
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The region spans over 200km along the Bay of 
Fundy from Deep Brook on the Annapolis Basin, to 
Walton on the Minas Basin. This large geographic 
region boasts an extensive list of visitor attractions 
and services, yet no one entity or organization exists 
to rally stakeholders behind a collaborative tourism 
development strategy. Under the guidance of a 
community and industry working group, the STAR 
process was implemented from November 2021 to 
January 2023. With support from Brain Trust, a 
respected tourism industry consultant firm, and 
senior staff from the Valley REN, the process 
connected with elected officials, municipal and First 
Nation staff, residents, and business owners and 
operators.

Many factors influenced the planning context. 
Primarily, the reality that the visitor has changed as 
travel behaviour and motivations have been 
dramatically altered post-pandemic. There is now a 
growing desire among visitors for more frictionless 
travel supported by enhanced use of technology, 
and a shift to more responsible travel with a socio-
environmental focus. 

In addition, Destination Canada identified a critical 
factor to understanding new travellers.              

These are travellers with a higher-than-average 
income, they travel more frequently, and show 
intentions of travelling within the next two years. 
These guests leave a destination better than they 
found it and appreciate Canada's culture by 
contributing to the host community's economy. 
They visit and interact with places and people 
respectfully and make travel choices based on 
extraordinary experiences and a sense of life 
enrichment.

Also, a new reality has emerged. There is a desire 
among progressive destinations to support a greater 
interest in the well-being of communities and 
residents vs. visitation growth and profits. Many 
destinations, including several in Canada, are 
adopting a regenerative tourism approach, where 
opportunities to create an ecosystem of innovation, 
collaboration, and adaptation are the goal. This has 
become a goal for many destinations, and in 
consultation with leaders in the Annapolis Valley 
there was an ardent desire to have this a cornerstone 
of the plan. There will need to be conversations that 
explore how this plays out; to have deeper 
connections with communities respecting the 
unique people and places on which tourism 
development in the Annapolis Valley is based.

Extensive consultations supported the strategy development process. From twenty-five one-on-one 
interviews, twenty-seven community consultation sessions, numerous site visits, a stakeholder 
survey, an online digital footprint analysis, and planning sessions with the working group and Valley 
REN staff, core findings, observations, and implications were identified.

As the tourism assets were assessed and consultation concluded, the Valley’s unique differentiators 
emerged. These are described as the overarching product and experience themes supported by 
Visitor Touch Points. The unique themes informed where future tourism destination positioning, 
experience development, and marketing should be focused.

The themes included: •	 The Bay of Fundy
•	 Heritage, Culture, Arts
•	 Outdoor Recreation

•	 Culinary
•	 Rural Landscapes, Coastal Communities, 

       Small Towns and Villages
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Identifying an entity to facilitate the implementation 
of the four-year tourism strategy, as well as a 
sustainable funding model to support the entity and 
their associated work was also important. A 
transitional name and framework for a new 
organization model has been identified. The 
Annapolis Valley Tourism Collaborative (AVTC) will 
lead the implementation of the STAR Tourism 
Strategy. 

In terms of a sustainable funding model, a unique 
hybrid approach has been identified. The hybrid 
model allows for collecting a visitor-paid fee or levy, 
usually 3 or 4%, which is added to the guest’s 
accommodations bill. Based on a desire for a 
regenerative tourism approach, it is recommended a 
secondary funding mechanism be explored. A 
regenerating fund mechanism, for example, would 

see guests paying a small fee at attractions, for 
example, to support community social service-
based projects, as well as the operation of the 
tourism entity. This concept supports the guests 
desire to leave the communities they visit in better 
condition than when they arrived. 

Building on the premise of creating legendary 
experiences, the opportunity exists to leverage the 
power of the five unique and appealing product 
themes (Bay of Fundy, Outdoor Recreation, 
Heritage/Culture/Arts, Culinary, Rural Landscapes/
Coastal Communities/ Small Towns and Villages) 
through the development, promotion, and delivery 
of four-season, purchasable, curated visitor-friendly 
tourism experiences. This is a priority of the plan.

 Tourism Nova Scotia / Photographer: Aaron McKenzie Fraser
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Recommendations and Implementation – A four-year, four-stage 
recommendation and implementation plan has been 

identified under these umbrella headings:

Each of the four stages have specific areas of implementation focus (detailed below) and are 
categorized by four headings (Recommendations/Objectives, Tactics, Responsibility, and Timeframe).  

Successful implementation of the Four-Year Annapolis Valley Tourism Development Strategy will 
require cooperation from national, provincial, regional, and local public and private sectors partners. 

Through a partnership approach, the working group along with Tourism Atlantic, the project funder, 
are optimistic that the strategy and its supporting action plan has the potential to help the Annapolis 

Valley become a thriving tourism destination within Nova Scotia, Canada, and the world.

Prepare – 2023-2024
 

•	 Transitional Implementation Plan
•	 Communications and Engagement Plan
•	 Provide Industry Training
•	 Explore Long Term Funding Model
•	 Projects in the Pipeline
•	 AVTC Exploration

 Unify – 2024-2025
 

•	 Long Term Funding Model Exploration
•	 AVTC Introduction
•	 Theme-Related Experiential Tourism Development
•	 Address Tourism Infrastructure & Service Gaps
•	 Resource Development for Operators
•	 Industry Training
•	 Regional Tourism Project Planning

Launch – 2025-2026
 

•	 Launch the Annapolis Valley Tourism 
Collaborative

•	 Long-term Funding / Regenerating Fund
•	 Environmental Thrivability
•	 Remove Systemic Inequalities
•	 Regional Data Collection Methodology

 

Flourish – 2026-2027
 

•	 AVTC Network Expansion
•	 Industry Training 
•	 Activate All Strategic Imperatives
•	 Expanded Marketing Initiative 
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STAR is a seven-stage destination development process that takes place over a 12 to 18 month 
period, building a region’s tourism success by focusing on how it is viewed through visitors’ eyes 
– in all seasons.  The implementation and timing of the STAR stages is determined by the tourism 
business cycle in a region.

Project Purpose and Objectives
Strategic Tourism for Areas and Regions (STAR) is a regional tourism 
development program built to support economic growth in large 
tourism regions1  in Atlantic Canada with proven tourism success by 
encouraging strategic and collaborative destination development. 
The program focuses on helping regions, as well as Small and Medium 
Enterprises (SMEs), to compete in a highly competitive tourism 
environment. A project of Tourism Atlantic, a division of ACOA, 
this customized destination development program guides tourism 
regions through the STAR process and a series of practical activities 
and capacity-building sessions focusing on strategic and sustainable 
tourism planning. 

1 A STAR Area or Region is defined 
as a geographic area with definable 
characteristics but not permanently fixed 
boundaries and is typically comprised of 
several communities and more than 4,000 
people.

2 Strategic Tourism for Areas and Regions, STAR Guide, ACOA PEI & Tourism – Tourism 
Atlantic , Tourism Synergy Limited Laurel Reid, Ph.D. Broad Reach Strategies Limited 
Marsha Pond, page 5

Major goals of STAR are to:

1) Guide Atlantic Canada regions and stakeholders to 		
collaborate and strategize, develop and execute a Strategic 
Regional Tourism Plan for a three to five-year period.

2)  Support and empower SMEs and key organizations 
to better compete by building tourism capacity including 
product clustering, value-added product development, plant 
maximization, and leveraging the power of digital technology 
and social media.

3)  Encourage regional tourism leadership, regional 
communications and engage stakeholders in all facets of
regional destination development.

The STAR process 
focuses on:
• Destination development
• Leadership

• Strategic planning with
community input

• Communication and
collaboration

• Product clustering
• Building tourism capacity
• Online/digital marketing

• Achievable implementation

  and measurement2
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STAR Outcomes 

 An ambitious, achievable and measurable 
Strategic Regional Tourism Plan with actionable 
and realistic recommendations for destination 
development over the subsequent three to five 
years.

 A “statement” of the region’s current tourism 
baseline situation, including an inventory 
of tourism assets, a measure of the region’s 
digital footprint and assessment of the status of 
tourism in the region gained through extensive 
consultation.

3 Strategic Tourism for Areas and Regions, STAR Guide, ACOA 
PEI & Tourism – Tourism Atlantic , Tourism Synergy Limited 
Laurel Reid, Ph.D. Broad Reach Strategies Limited Marsha Pond, 
page 4

 A network of industry leaders and committed 
stakeholders to lead the tourism process forward 
beyond STAR development period.

 Increased knowledge of product clustering 
and a bank of tools and training options for 
use by regions, individual SMEs, and tourism 
stakeholders to stimulate capacity building and 
destination development.

 Performance indicators to monitor and 
measure the success of the Plan.

STAGE 1: 
STAR Start-up and Regional Research 

(Months 1-3)
Initial " Virtual Meeting" - Consultant and 

Proponent/Working Committee
Preliminary Research - Launch Digital Footprint Tool

Initiate Tourism Asset Inventory - Finalize Working Committee,
 Chair, and Executive Committee

STAGE 2: 
Introduction to STAR and Site Visit 

(Month 3)
Meeting - Consultant and Working Committee - Site Visit

Individual Community Meetings: Round 1
Confirm Communications Framework/Launch 

Communications Tactics
Stakeholders Session: Benefits and Expectations of STAR

STAGE 3: 
Visioning and Idea Generation 

(Month 4)
Meet with Working Committee - Follow-up Site Visit
Stakeholders Session: Visioning and Idea Generation

STAGE 4: 
Regional Consultations 

(Months 5-6)
Draft Strategic Regional Tourism Plan

Regional Tourism Survey (Online) and Reporting
Individual Community Meetings - Round 2

STAGE 5:
 Draft Plan Presentation and Launch 

Capacity Building Session(s) 
(Months 7-8)

Review Draft Plan with Working Committee and Gather Feedback
Begin Capacity Building Session(s) as Outlined in the Plan

STAGE 6:
 FINAL Plan Presentation

and Implementation 
(Months 9-12)

Revise and Submit Final Strategic Regional Tourism Plan 
to Working Committee

Present Final Plan to the Region
Continue Delivering Capacity Building Sessions

STAGE 7: 
Follow-up and Interim Reporting 

(At 3 months, 6 months and 12 months post-
completion of the Plan)

Mentor a Region as Implementation is Underway
Detail Progress Using Post-Plan Interim Report Card

Communicate Ongoing Achievements to STAR Stakeholders3
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The Annapolis Valley STAR process 
involved many partners, including 
Tourism Atlantic (ACOA), the 
Valley REN, Tourism Nova Scotia, 
First Nations, municipalities, and 
Destination Canada.

It intended to follow a strategic, collaborative, and 
community-based process using a regional lens 
producing a four-year development strategy.

It required:
•	 Active participation from tourism stakeholders, 

local organizations, governments, and residents.
•	 Alignment with Tourism Nova Scotia and 

Destination Canada strategies.
•	 Collaboration to identify regional opportunities 

and strategies to enhance the hosting economy.

The geographic scope of the Annapolis STAR 
project includes all communities and First 
Nations in West Hants, Kings, and Annapolis 
counties (red area in map). The region 
spans over 200km along the Bay of Fundy 
from Deep Brook on the Annapolis Basin, 
to Walton on the Minas Basin. The region is 
easily accessed from the city of Halifax via 
highway 101; a major artery running from 
Bedford through the Annapolis Valley to 
Yarmouth.

Environmental Scan
Overarching Issues and Considerations

Before March 2020, tourism was one of the 
fastest-growing economic sectors in the world. 
In Canada, annual tourism spending had 
consistently grown from 2017 to 2019, outpacing 
the economy’s annual growth rate. 

In 2019, total tourism spending hit an all-time 
high of $105 billion. That year, tourism accounted 
for 748,000 direct jobs and supported 2 million 
jobs. One out of every ten workers had a job in 
or related to the sector.

Additionally, Statistics Canada calculated that 
total government revenue attributable to 
tourism was $28.4 billion in 2019.

However, one year later, tourism spending 
dropped by half, down to just over $53 billion. 
Domestic expenditures decreased by 40%, and 
international spending dropped by 87%. Direct 
jobs fell by 30%, a decline of 533,000, and all 
related jobs dropped by 23% to 1.6 million.



12

The tourism sector has a long way to go in 
rebuilding Canada's and Nova Scotia's hosting 
economy to its former glory.

The latest forecasts released by Destination Canada 
(DC) in its Fall 2022 Tourism Outlook report 
(released in November 2022) estimate that under its 
"expected" scenario, tourism spending could recover 
to pre-pandemic levels as follows:

•	 Domestic spending will fully recover in 2023 – 
Canadians travelling in Canada are expected to 
reach 92% of 2019 levels in 2022 and fully 
recover in 2023.

•	 US spending will reach 2019 levels in 2024 – US 
market is poised to accelerate in 2023, with 
expenditures reaching 91% of 2019 levels; visits 
from the US will get 82% of 2019 levels in 2023 
and fully recover in 2024.

•	 Overseas international will recover in 2025 – 
Travel to Canada from DC target markets in Asia 
Pacific and Europe will recover modestly to 65% 
of 2019 in 2023 and will approach recovery in 
2024 with 92% of 2019 volumes, full recovery of 
overseas visits to Canada will occur in 2026.

In Nova Scotia, 1.6 million out-of-province visitors 
came to the province through Oct 2022.
This represents an increase of 910,000 visitors 
compared with the same period in 2021 and a 
decline of 20% (or 413,000 fewer visitors) compared 
with the same period in 2019. 

Of those visitors, one million arrived by road (up 
82% compared with 2021 and down 27% compared 
with 2019). 646,000 visitors arrived by air (up 241% 
compared with 2021 and down 5% compared with 
2019).4

While the above numbers reflect less than 
stellar overall performance, Nova Scotia’s 
accommodation sector reached the benchmark 

numbers of 2019 and, in some cases, exceeded 
them. 

These positive results can be attributed to an 
increase in Nova Scotians travelling in the province 
over the past two years. 
More specifically:

•	 Roofed accommodation occupancy in the 
province through Oct 2022, not including 
sharing economy properties (Airbnb, VRBO), 
was at 59%, +18%, over the same period in 2021 
and +3% vs. 2019. 

•	 When Halifax RM is taken out of the 
accommodation data, occupancy was 51%, 
+10% over the same period in 2021 and +6% 
over 2019. 

•	 Average room rate (ADR) through Oct 2022 was 
$168, +46% vs 2021 and +19% vs 2019.

•	 When Halifax is taken out of the data ADR was 
$139, +22% vs 2021, and +13% vs 2019.

•	 For the Annapolis Valley and the counties of 
West Hants, Kings, and Annapolis through 
November 2022, the following accommodation 
data was reported:

•	 Roofed accommodation occupancy, not 
including sharing economy properties (Airbnb, 
VRBO), was at 55%, +16% over the same period 
in 2021, and +1.4% for 2019. 

Global tourism demonstrates how the sector has 
been negatively impacted in the past three years 
because of the COVID-19 pandemic. 

Unfortunately, many challenges continue to 
impact the industry through its recovery. 

These include limitations in air access and reduced 
transport connectivity, labour and skills shortages, 
higher travel costs associated with consumer 
demand and reduced supply and capacity, reduced 
business travel and events, product degradation, 
reduced access to capital and limited liquidity for 
operators.4Tourism Nova Scotia. Visitation Statistics, YTD October 2022. 

https://tourismns.ca/visitation-statistics
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While challenges remain, the Annapolis Valley, 
through the efforts of the Valley REN, seized the 
opportunity to establish a responsible approach 
to rebuild its visitor economy. The STAR strategy 
development process began with enthusiasm pre-
pandemic when tourism and community leaders 
gathered to consider the upside opportunities of 
embarking on ACOA’s STAR process. 

Those involved at that time provided the needed 
push to move the project forward. However, that 

enthusiasm was bridled as the pandemic hit in 
March 2020, and the development process was put 
on hold. 

However, with its board's support in 2021, the Valley 
REN reignited the flame that started in 2019 and 
initiated steps to begin the strategy process again. 

An RFP for a tourism consultant was issued in 
September 2021. In late October, the assignment 
was awarded to Brain Trust, which began strategy 
development in November 2021. 

Profile of Our Visitors
The Customer Has Changed
Travel behaviour and motivations have been 
dramatically altered post-pandemic. Destination 
Canada suggests there is a desire among visitors 
for more frictionless travel supported by enhanced 
use of technology, more domestic travel as some 
remain uneasy about travelling far from home, 
and a shift to more responsible travel with a 
socio-environmental focus. They have identified a 
heightened interest in Indigenous tourism, outdoors 
and nature-based destinations, health and well-
being tourism, increasingly affluent and retiree travel 
and opportunities to work remotely. 

Additionally, Destination Canada has identified 
two critical factors when understanding the new 
traveller and how to succeed in attracting them 
to specific destinations, like the Annapolis Valley.

High-Value Guests (HVGs)
Travellers with a higher-than-average income; they 
travel more frequently and show intentions of 
travelling within the next two years. HVGs also have 
a greater lifetime value as guests to Canada because 
they return often. These guests leave a destination 
better than they found it and appreciate Canada's 
culture by contributing to the host community's 
economy.5

They visit and interact with places and people 
respectfully and make travel choices based 
on extraordinary experiences and a sense of 
life enrichment. HVGs display the following 
characteristics :

•	 Naturally Curious - They want to feel inspired 
by their surroundings, to know more about the 
history of the place they're staying and the 
stories of the people around them.

•	 Actively Seeks Culture - They want to get out 
and experience exciting and life-enriching things.

•	 Engages With Locals - They want to try the 
local dishes and immerse themselves in the 
local customs. In many ways, they want to feel 
like they're one of the locals.

•	 Experience Over Price - For these travellers, 
extraordinary experiences are priceless. Price 
always plays a role, but is not as crucial to 
high-value guests.

•	 Loves What Canada Offers - These travellers 
respect our people, communities, and lands 
with genuine affection. Their admiration often 
translates into rave reviews about our country.

5 Destination Canada. Canada’s Tourism Renaissance 2022-2032, 
Our Strategy for Recovery. Spring 2022.
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There is supporting data that defines these guests’ 
travel behaviours and motivations, which will be 
utilized to inform development strategies. 

The following chart illustrates the market segments 
of non-resident travellers that visited the Fundy/
Valley tourism region in 2019. 

Sixty percent of non-resident travellers align with the high-
value guest market segment profiles. 

Non-resident Overnight  Visitors 
who Stopped (minimum 30 
minutes) or spent the Night in 
Fundy/ Valley Tourism Region, 
by EQ Segment distribution, 
2019  (NS Tourism Visitor Exit 
Survey; based on unweighted 
sample size of 1,192)

High-value guests also align with 
Tourism Nova Scotia and Destination 
Canada’s EQ target market 
segments, which includes Authentic 
Experiencers, Cultural Explorers, and 
Free Spirits.
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Legendary Experience

In the near term, successful tourism development in the Annapolis Valley will not be based on signifi-
cant investments in tourism-related infrastructure but on leveraging the power of existing assets. 

Taking the lead, once again, from Destination Canada will be of value to tourism and community 
stakeholders. Destinations need exceptional, inimitable travel experiences reflecting our country's essence 
and diverse fabric to attract high-value guests. 

Legendary experiences are unforgettable travel experiences reflecting the Annapolis Valley's characteristics, 
themes and narrative. These experiences preserve and celebrate our heritage, agricultural roots, local 
cultures and traditions, natural surroundings, and rural and coastal landscapes. Through effective 
engagement, ongoing training, and capacity building with a broad base of stakeholders, new or enhanced 
legendary experiences can be developed. 

 Photo: Mark Davidson
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A New Reality

The hiatus from travel over the 
past two-plus years has forced new 
conversations. 

Globally, tourism management organizations 
and community leaders have identified the need 
to shift to more responsible travel with a greater 
focus on socio-environmental factors. Supporting 
a greater interest in the well-being of communities 
and residents vs. visitation growth and profits has 
become a goal for many destinations. For example, 
Destination Next, in their 2021 Future Study, said 
this:

"Prioritizing profit over the planet’s health and 
well-being of people is not a legacy that the 
global visitor industry can continue."

As a result of the global reset related to future travel, 
many destinations, including several in Canada, are 
adopting a regenerative tourism approach, where 
opportunities to create an ecosystem of innovation, 
collaboration, and adaptation are the goal. This 
new approach to tourism destination development 
is believed to energize strong economic growth, 
thriving operations, sociocultural vibrancy, healthy 
people, and a natural environment for generations 
to come. Regenerative tourism is about guiding and 
supporting tourism development with an equal 

focus on economics and the well-being of people 
and places to measure success.

Destination Canada stated this to help guide 
Canada's approach to regenerative tourism 
development: 

"The hosting economy is finally being seen for its 
power as a community-builder, a job generator, 
a path to reconciliation, a protector of natural 
assets, and as an enabler of Canada's identity 
and broader global ambitions. We want a sector 
that produces profitable business growth and 
net benefits for our communities from a thriving, 
regenerative tourism ecosystem."

The Tourism Strategy for the Annapolis Valley 
was guided and grounded in regenerative tourism 
principles. Those implementing components of 
the strategy are encouraged to explore how this 
translates at the community and business levels - 
ensuring all benefit by building deeper connections 
with communities and respecting the unique 
people and places on which tourism is based. This 
will require a whole systems approach, where giving 
back more than is taken becomes fundamental.

This thinking is already taking shape as new 
initiatives are emerging about sustainable travellers, 
our community stories and how to offer these as 
new regenerative, revenue-generating experiences. 

Tourism Nova Scotia / Photographer: Scott Munn
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For example, the FAN Project (Food, Art, Nature) represents 
the emergence of a non-traditional collaborative from within a 
community/region. 

According to Celes Davar, a partner in the initiative, FAN was inspired by a quote about 
purpose-led travel from James Thornton, CEO of Intrepid Travel:
“We fundamentally believe that the travel industry can only rebound stronger if it builds 
more responsibly. We shouldn’t be aspiring for things to go back to normal, but rather 
redefining what normal means and use this time as a rare chance to think about how we 
travel and how we can aim to be more ethical and sustainable travellers and global citizens 
in the future.”

6 Celes Davar. Earth Rhythms Inc. is a Partner in the 
FAN project

The FAN project includes a Farmers’ 
Market (Wolfville Farmers’ Market), a non-
profit naturalist’s organization (Blomidon 
Naturalists Society), and a private sector 
tourism operator (Earth Rhythms). The group 
is exploring how to offer new food, art, and 
nature experiences that reflect the people 
and stories found in the Annapolis Valley.6 

The endeavour includes a suite of 12 new 
experiences launched to encourage visitors to 
stay longer and get closer to what is local and 
authentic in the Valley. The group will develop 
new marketing materials that promote these 
new visitor experiences helping to shape 
a new narrative for the Annapolis Valley 
– materials will highlight the guides and 
storytellers and their unique stories.

The STAR Process and Our Region
A comprehensive tourism destination development planning 
process was implemented.
The planning process followed the STAR seven-phased approach:  

1)  STAR Start-up and Regional Desk-Based Research

2)  Introduction to STAR – Community Launch Sessions, Site Visit #1 December 2021

3)  Visioning, Benchmarking, Idea Generation Sessions, Site Visit #2 April 2022

4)  Regional Consultations – Survey, Digital Footprint Analysis, Partner Tours, Site Visit #3 July 2022

5)  Draft Plan Presentation and Validation, Capacity Building Session, Site Visit #4 September 2022

6)  Finalize Plan, Community Validation Sessions, Site Visit #5 January 2023

7)  Consultant Follow-up After Plan Delivered - 3, 6, 12 months
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The following process was undertaken:

•	 Valley REN Staff and Steering Committee Briefings and Updates  

•	 ACOA and Tourism Nova Scotia Briefings and Updates

•	 Consultation Sessions – 27 Public Sessions (Dec 2021, Apr 2022, Sept 

2022, Jan 2023)

  - Community, Winery Specific Sessions
- Enhancing Your Online Presence/TripAdvisor Training Sessions 

•	 Briefing, Planning Sessions with Municipal Elected Officials/Staff (2)

•	 Five Site Visits – Toured Communities, Sites and Attractions

- Fourteen Nights in a Variety of Accommodations
- Meals at Thirty+ F&B Establishments 

•	 One-On-One Interviews (25+) –Community Leaders, Elected Officials, 

Tourism Operators

- Senior Representatives from Glooscap First Nation, Parks Canada, 
Landscape of Grand Pré, Annapolis Royal Heritage Group etc.

•	 Stakeholder Survey – Aug, Sept, 150 Resident and Business Responses, 

Kings County 60%, Annapolis County 21%, West Hants 15%

•	 Digital Footprint Analysis – Comprehensive Online Review of 150+ 

Tourism Business, Municipal, Association Websites and Social Media 

Channels

   This included:

  Strategy Working Group
•	 Fully embraced the 

development process and 
encouraged a BOLD approach 
for implementation.

  Municipalities, First Nations
  (8 of 11)
•	 Positive reaction and 

constructive feedback, 100% 
support for regional tourism 
development.

Community Leaders and    
Tourism Stakeholders
•	 Provided insights and 

observations and fully 
validated the outcomes and 
recommendations.

Tourism Atlantic (ACOA)
•	 Enthusiastically support 

process outcomes; will be 
active proponents for 
implementation.

Tourism Nova Scotia
•	 Recognize work done to date; 

will support implementation 
within their mandates.

After the planning 
process, the 
collaborative efforts 
of all involved led to 
positive validation 
of the outcomes and 
directions presented in 
this report.
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The Annapolis Valley is well-positioned to become one of the most 
desirable places to visit in the country.  The Valley is home to proud 
and passionate people with a demonstrated interest in community-
based tourism development. 

From tourism operators to community leaders, elected officials 
to residents, all who engaged in the STAR development process 
welcomed the opportunity to embrace collaborative, responsible, and 
community-driven tourism development.  

The Valley also boasts a long list of developed, underdeveloped and 
under performing tourism assets. These assets include the fascinating 
attributes of the Bay of Fundy, the rich heritage, arts and culture on 
display at historic sites, museums, galleries and theatres, and the 
world-class wine and culinary experiences featured at picturesque 
wineries and local restaurants. 

Findings, Observations, Implications

How to Experience 
Tidal Bay, Nova 
Scotia’s Scenic Coastal 
Wine Region
The expanding Nova Scotia 
wine scene is primarily 
concentrated in and 
around the Annapolis 
Valley, particularly in 
the town of Wolfville, 
with eight wineries and 
vineyards located within 
six miles of the town’s 
center. The abundance 
of wineries and eateries 
in the area provides a 
comprehensive education 
in Nova Scotia’s culinary 
offerings. The deep-rooted 
Acadian culture and 
outdoor activities here 
make Wolfville an essential 
stop on any Nova Scotia 
itinerary.  

Conde Nast Traveller7

In addition, numerous four-season outdoor recreation opportunities, 
sightseeing through tranquil rolling landscapes, coastal communities, 
small towns and villages can be found.  It is the combination of 
passionate people and tremendous tourism assets that demonstrates 
the potential for the region to flourish in the future. 

“From a tourism development perspective, the 
Annapolis Valley holds the most potential of any 
region I have ever worked in.” Richard Innes, BRAIN TRUST

7Conde Nast Traveller. Kaitlyn McInnis. How-To-Experience-Tidal-Bay-Nova-Scotias-Scenic-
Coastal-Wine-Region. February 28, 2022. https://www.cntraveler.com/story/

Tourism Nova Scotia / Photographer: Scott Munn
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Stakeholder Survey
Results from the stakeholder survey also shed light on the desired direction respondents believed 
would best fit with the long-term development plans for the Annapolis Valley. 
With an excellent response rate (150) from residents and business owners throughout the Valley (Kings 
County 60%, Annapolis County 21%, West Hants 15%), respondents indicated the following through their 
answers to the following questions:

Consultation
During the consultation, participants were eager to contribute to the 

strategy development process. 
Through their participation, they were exposed to a planning context that asked them to 

explore new thinking related to tourism development, given changing market dynamics due to 
the pandemic. Participants embraced the notion of regional tourism development, recognizing 

that collaborative efforts would maximize the outcomes and lead to more efficient and 
effective tourism development strategies.  

When asked what would contribute most to make 
the Valley a great place to visit, respondents 
ranked in order these assets as most important: 

1)	 Bay of Fundy, its tides, geology, coastal heritage, 	
	 and beauty 
2)	 Heritage and culture products and experiences 	
	 found throughout the Valley 
3)	 Wineries, cideries, craft breweries, agri-tourism 	
	 and culinary experiences
4)	 Small towns, villages, rural landscapes, and 	
	 coastal communities
5)	 Bike ways and trails, and other four-season out	
	 door recreation features 

When asked what they believe the Valley should 
be best known for in ten years, respondents 
ranked in order these features and experiences:

1)	 Vibrant, engaging, curated experiences found in	
	 towns, villages, and rural landscapes
2)	 Year-round winery, cidery, craft brewery, agri 	
	 and culinary experiences
3)	 The rich history – Mi’kmaq heritage, 400+ years 	
	 of French, British, and Black History
4)	 Outdoor recreation – hiking, biking, paddling, 	
	 angling, skiing etc.
5)	 Bay of Fundy experiences
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When asked what the one thing is most needed 
to make tourism the best it can be in the Valley, 
respondents ranked in order these ingredients:

1)	 A collaborative, unified regional strategy that 	
	 spreads visitors throughout the region
2)	 Strong leadership and a sustainable tourism 	
	 organization
3)	 More quality accommodations
4)	 Improved infrastructure – washrooms, cycle-	
	 friendly roads, EV charging stations, enhanced 	
	 visitor signage and wayfinding
5)	 More community-based visitor-friendly 
	 experiences

When asked what the pressing tourism devel-
opment priorities to grow tourism in the Valley, 
respondents ranked in order these actions:

1)	 Working collaboratively to grow the regional 	
	 visitor economy responsibly
2)	 Labour attraction and training for the tourism 	
	 and hospitality sector
3)	 Tap into the knowledge of residents who can 	
	 create/deliver experiences to visitors
4)	 Spread tourist visitation to all parts of the 
	 Annapolis Valley region
5)	 Protect natural landscapes, managing visitor 	
	 access to trails, lookouts, attractions
6)	 Identify an entity to facilitate and manage 
	 tourism development/promotion
7)	 Engage communities, municipal leaders and 	
	 residents in development discussions

The survey included two questions to ascertain understanding or 
knowledge of regenerative tourism practices that exist or could be 
created in the Valley. 
Both questions asked for open-ended responses and were framed with the following 
statement:

“Regenerative Tourism represents a shift whereby tourism provides more value to communities 
than it takes. This is achieved through a holistic, place-based, community-led, and ecologically 
centred approach that recognizes the importance of social, cultural, environmental, and economic 
well-being. 
Q1. What examples are you aware of in the Valley that supports this sentiment? 

Q2. What travel experience or products need to be developed in the Valley to support this 
sentiment?”

Responses to the two questions were extensive, with 100 answers to question one and 99 
suggestions for question two. Most of the responses indicated that the respondent had a general 
understanding of the regenerative tourism concept and the product and experience ingredients 
associated with supporting the overarching description of regenerative tourism.
However, there were enough responses to suggest that community and business stakeholders 
would benefit from training that introduces or expands knowledge of regenerative tourism practices.  
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All the information that is available online about a particular topic 
or entity creates an overall online impression. The Annapolis Val-
ley footprint is created from two sources:
1)	 Information that is intentionally published to reach a target 		
	 audience, called controlled content, that includes items such as:

•	 a website
•	 social media posts and social media engagement

2)	 User-generated content (UGC). This is content about the 		
	 destination, a product, a service, business, or organization that is 	
	 created by others, such as:

•	 travel media
•	 visitor recommendations, reviews and comments
•	 social media or blog posts about a trip or experience

The report analyzed the online presence of 155 businesses and 
organizations randomly selected across the geographic catchment. 
These businesses represent 5 main groups:

•	 Accommodations
•	 Food and Beverage
•	 Experiences and Events
•	 Arts and Culture and
•	 Regional Management and Industry Management Organizations

Key themes that emerge in a review of the Annapolis Valley’s digital 
footprint are varied, but appear to be anchored in a brand that is fresh, 
wholesome, outdoors and filled with romantic history and culture. 
Elements that were expected but did not appear as prominently would 
be around indigenous culture, golf, hiking, and winter experiences. 
Finding information about festivals and events celebrating these 
themes was also not a simple process, with no regional calendar of 
events easily accessible.

Digital Footprint Analysis
What is a digital footprint?

While a business, 
organization or destination 
may not be able to control 
user-generated content, 
it can engage with the 
content to influence and 
respond, such as by liking 
third-party posts, sharing 
third-party content or 
engaging in a conversation 
by commenting on online 
content. All information 
that includes text, photos, 
video and sound becomes 
a collective dataset, 
called a digital footprint, 
most accessed through 
search (pulled content), or 
websites, social media and 
online advertising (pushed 
content).

The Annapolis Valley offers an abundance of experiences that the public will travel for - more than is seen 
in many other regions. While there are signature individual tourism operations and experiences, there is no 
easy, comprehensive, and well-structured entry point to discovering trip planning information online that 
will motivate travel.

A series of recommendations by sector are included in the digital footprint report. This information will 
guide actions related to the Annapolis Valley destination website and social media activity, as well as 
operator-specific online presence training and capacity building. 
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Emerging Themes
Creating memorable travel experiences, engaging activities, and effectively managing built and 
natural tourism infrastructure that enhances the destination’s appeal is essential to raising the bar on 
competitiveness, pricing, profits, value, and destination sustainability. Visitor-centric development is based 
on a destination having a range of travel assets, from undifferentiated, low emotion and engagement (e.g., a 
river, trail, museum, craft shop) to assets that connect emotionally with visitors to differentiate and influence 
purchase (e.g. fishing guide/outfitter, storyteller, musician or interpretive guide). Both elements are needed 
in the mix. 

To move to a visitor-centric approach, it is essential to shift from merely focusing on what it is for visitors to 
do, to who is and what the high-value guest’s characteristics are.
 The shift requires consideration and answers to other more relevant questions, such as: 

•	 What benefits are our ideal guests seeking? 
•	 How do we deliver unforgettable experiences? 
•	 What can we offer the high-value guest that is uniquely ours? 
•	 How do we layer on engagement and emotion?

As the tourism assets were assessed as part of the development process, the Annapolis Valley’s unique 
differentiators emerged. These are described as the overarching product and experience themes. 
Understanding the unique themes help to inform where future tourism destination positioning, experience 
development, and marketing should be focused.

Five themes emerged during the planning process. Each theme is supported by several Visitor Touch 
Points. Each touch point is developed, underdeveloped, underperforming, or a combination. 

1) Bay of Fundy
Visitor Touch Points:
Highest Tides, Provincial 
Parks, Coastal Communities, 
Landscapes, Geology, Heritage, 
Lighthouses, Paddling, Beaches, 
Angling, Hiking, Wildlife

2) Heritage, Culture, Arts
Visitor Touch Points:
UNESCO, National, Provincial 
Sites, First Nations, Acadian, 
French, British, Black History, 
Museums, Theatres, Galleries, 
Artisans, Events, Studios/Shops  
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3) Outdoor Recreation
Visitor Touch Points:
Hiking/Biking/ATV Trails, Skiing, 
Paddling, Angling, Spectator 
Sport Venues

4) Culinary
Visitor Touch Points:
Wineries, Tidal Bay, Breweries, 
Cideries, Distilleries, Farms, Mar-
kets, Eateries,
Seafood - Taste of NS 
Chowder & Lobster Trail, Good 
Cheer Trail 

5) Rural Landscapes, 
Coastal Communities, 
Small Towns and Villages
Visitor Touch Points:
Coastal/Rural Communities, On-
Farm Experiences, Local Festivals 
and Events, Retailers, Restaurants, 
Scenic Routes, Lookouts 

Tourism Nova Scotia / Photographer: Adam Arkens

Photography / Aaron McKenzie
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Projects in the Pipeline
Throughout the planning process, several initiatives or projects that were 
in development and connected to tourism infrastructure or services were 
identified. 
Projects were at various stages of implementation. For example, several were in the consideration phase, 
some were on hold, some were on the drawing board, and some had been planned based on a current 
situation or out of necessity, but not implemented. In most cases, projects were being initiated at the 
community level. 

Rather than ignore work that was in progress, these projects have been factored into the tourism develop-
ment process, especially if they align with enhancing the appeal of the Annapolis Valley. Here are some of 
the projects identified: (This is not an exhaustive list. Other projects may be present, but not identified through 
the planning process.)

•	 Grand Pré visitor experience development (UNESCO site)
•	 Grand Pré National Historical Site strategic and community heritage plan
•	 River restoration and recreational development (including tidal rivers)
•	 Food, Art, Nature Experience Development Project
•	 Glooscap First Nation Cultural Education Centre and Pow Wow Site
•	 Bay of Fundy waterfront protection and development plans (see one example below)

Glooscap First Nation is 
exploring the creation of the 
Mawi’omi Culture & Education 
Centre. They are also exploring 
the development of a permanent 
Pow Wow site near Glooscap 
Landing. 

The Halls Harbour Community 
Development Association has 
embarked on a planning project 
that aims to protect the Bay of 
Fundy coastal community from 
the ravages of storms and higher 
tides.
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84VI website. https://forvi.ca/about/

The Plan - Going Forward
A primary opportunity associated with the STAR process is identifying an 
entity to facilitate the implementation of the four-year tourism strategy, 
as well as a sustainable funding model to support the entity and their 
associated work. 

In the past, this function was supported by the Evangeline Trail Tourism Association and Destination 
Southwest Nova Association. These organizations rallied tourism stakeholders behind unified tourism 
promotion for the region. Since 2014, no organization or entity has taken the lead to guide tourism 
development and promotion for the Annapolis Valley region.

The Annapolis Valley Tourism Collaborative
As a deliverable of the STAR process, discussions were initiated with various stakeholders to determine what 
a new entity would look like. Given the changes in the global tourism landscape, the STAR working group, 
among others, was not rushing to create a traditional destination marketing/management organization 
and funding model. It was agreed that regenerative tourism principles dictated a new approach to tourism 
management for the Annapolis Valley was required. Any new approach must involve a broad base of 
stakeholders, not just those in the tourism sector but also members of the communities, municipal 
representatives and elected officials, community organizations, and social agencies. 

As a new organizational and funding model was discussed, the working group explored various options and 
was encouraged to see that new models were being developed in other destinations. 

For example, Vancouver Islands DMO, now 4VI, became a social enterprise. Their website says this about 
their new organizational model:

“Coming out of the pandemic, traveller behaviour and expectations of the tourism industry changed. At 
4VI, as we acknowledged the realities of the industry and assessed the road ahead, every discussion led 
back to the concept of balance. We knew we needed an innovative response to current challenges — 
care for our planet, authentic tourism offerings and positive resident sentiment towards visitation. 
By changing how we work today, we will shape the perception and reality of tourism in the future.

We are focused on four pillars of social responsibility: communities, culture, environment, and businesses. Now at 4VI, we don’t simply 
talk about balance; we are putting our expertise into action. As a non-profit social enterprise, we support locally inspired, sustainable, and 
innovative destination development initiatives that authentically represent the community, businesses, and culture. And we are supporting 
the environment by committing to stewardship of our island home. 4VI - Ensuring that travel is a force for good. Forever.” 8 

Given this example and learning from other destinations, the working group has 
identified a name and transitional framework for a new organizational model. 

The Annapolis Valley Tourism Collaborative 
will lead the implementation of the STAR Tourism Strategy.
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84VI website. https://forvi.ca/about/

Past funding models saw the municipalities 
providing financial support annually and tourism 
operators contributing through membership fees. 
There was a desire among the working group to 
move away from this model, as it is not sustainable 
given the financial obligations municipalities and 
businesses are experiencing. 

The group explored utilizing the more traditional 
legislated accommodations levy model. Several 
destinations in Nova Scotia, including Halifax, Cape 
Breton, Yarmouth, and the South Shore, have this 
model in place. 

The province recently expanded the parameters of 
this model, making it available to any municipality. 
The model allows for collecting a visitor-paid fee or 

The Annapolis Valley Tourism Collaborative Funding Model

levy, usually 3 or 4%, which is added to the guest’s 
accommodations bill. Funds are collected by the 
accommodator and passed to the municipality, 
which directs collected funds to their respective 
tourism organization. Funds are to be used for 
destination promotion.

Through ongoing dialogue, and once again based on 
a desire for a regenerative tourism approach, the 
working group is determined to explore the 
introduction of a different model. 

A regenerating fund, for example, would see guests 
contributing to a fund that would support 
community social service-based projects, for 
example, as well as fund the operation of the 
tourism entity. 

This concept will be explored further in the coming 
year in consultation with community and sector 
stakeholders. In addition, a social enterprise concept 
will be explored.  

The working group recognized 
and appreciated the initiative 
and commitment Valley REN 

staff has demonstrated 
throughout the STAR process. 

Therefore, the Valley REN 
will facilitate a transitional 

implementation plan from April 
2023 through March 2024.

To support the Annapolis Valley 
Tourism Collaborative and strategy 
implementation, a sustainable 
funding model will be required. 

Year One Transitional Tourism Plan
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In the second municipal planning session, participants (8 of 11 
municipalities represented; Kings, West Hants, Annapolis counties 
and Glooscap First Nation) were asked to respond to four questions 
(utilizing the Poll feature in Zoom) to gauge their involvement with 
tourism:
1)	 How important is tourism to your county, community, or First 		
	 Nation? 
	 80% said VERY IMPORTANT, 20% said SOMEWHAT IMPORTANT
2)	 In the next three years, will tourism:
	 BE MORE IMPORTANT 78%, WILL HAVE SAME IMPORTANCE 18%
3)	 The new strategy takes a regional approach (West Hants, Kings, 	
	 Annapolis Counties, and 3 First Nations) to tourism development. 
	 Do you support this thinking?
	 100% said YES
4)	 In your municipality or First Nation, do you have year-round 		
	 dedicated staff resources (more than 50%) for tourism-related 		
	 activities?
	 70% said NO, 30% said YES 

Mobilize Municipalities
Municipal partners provide 
a community lens to help 
focus tourism destination 
development. They are also 
connectors to community 
champions, residents, and 
organizations. Throughout 
the development process, 
efforts have been made to 
engage elected officials and 
municipal staff to receive input 
and foster an understanding of 
the opportunities connected 
to responsible tourism 
development. Two formal 
planning sessions were held as 
well as numerous one-on-one 
interviews and conversations 
to ensure mutual support was 
received.

Building on the premise of 
creating legendary experiences, 
the opportunity exists to 
leverage the power of the 
five unique and appealing 
product themes (Bay of 
Fundy, Outdoor Recreation, 
Heritage/Culture/Arts, Culinary, 
Rural Landscapes/Coastal 
Communities/Small Towns 
and Villages) through the 
development, promotion, 
and delivery of four-season, 
purchasable, curated visitor-
friendly tourism experiences. 

Experiential Tourism Development

This takes a four-step process:
1)	 Optimize the potential of existing theme-related experiences 			 
	 through enhancement and partner promotion (TNS)
2)	 Fill gaps in themed-related visitor experiences using them as 			 
	 destination attractors 
3)	 Recruit, train, and empower a network of theme-related 			 
	 experience providers 
4)	 Build existing and new experiences on regenerative tourism 			 
	 principles:
•	 Greater interest in the well-being of communities and residents vs. 		

visitation growth and profits 
•	 Equal focus on economics and the well-being of people and 			 

places to measure success
•	 Encourage community-builders, job generators, paths to 			 

reconciliation, and protectors of natural assets (Destination 			 
Canada, 2022)

•	 There is an opportunity to utilize learning expertise from community 
partner projects such as the Wolfville Market/Earth Rhythms/

		 Blomidon Naturalists Society experience development model.
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Getting to Market

While getting to the market 
is essential, the focus of the 
tourism strategy in year one is 
on destination development 
and securing a body to move 
destination development forward.
Efforts to establish, coordinate 
and enhance the Annapolis 
Valley’s tourism offering will be 
critical to its long-term success. 
Therefore, priority will be 
given to strategies and tactics 
that establish a viable and 
sustainable entity to manage 
destination development and 
ensure the year-one actions 
and recommendations are 
implemented. 

In year two, the focus will expand 
to include tactical marketing 
programs utilizing Tourism Nova 
Scotia’s marketing programs 
instead of creating a Valley-
specific marketing program 
(having sufficient dollars to fund 
the organization and market the 
destination may not be realistic). 

The goal will be to broaden 
Annapolis Valley’s presence 
on the TNS website populating 
it with new and enhanced, 

engaging, compelling and purchasable tourism experiences, products, 
and services. 

In addition, there may be opportunities for the new Annapolis Valley 
Tourism Collaborative to develop, design and implement tactical 
online activities in partnership with other organizations like the 
Wineries of Nova Scotia, for example. 

Marketing and Promotion
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Identify New Performance Metrics
When measuring the performance of the tourism sector, destination management and marketing 
organizations and the sector at large have focused almost exclusively on driving economic value and 
investment and growing visitation levels. This has more than likely been to the detriment of a broader and 
more holistic understanding of the value of tourism to communities. 

There are more and more tourism leaders who believe tourism generates positive value (benefits) and 
negative value (impacts or costs). There does not appear to be an accurate understanding of the value 
created by tourism, where that value is accumulated, and what value is destroyed in the process of 
stimulating tourism.

The Tourism CoLab9  suggests that the investment concept needs to be widened to other kinds of 
investment. For example, investing in environmental value, social value, and cultural value to measure 
success. 

9The Tourism CoLab is an online tourism education and change-making agency 
specializing in disrupting tourism through unlearning experiences and experimental 
journeys.

When we build a 
destination grounded 
in regenerative tourism 
principles, metrics might 
be centred on a deeper 
ethical position not only 
to do no harm, but to give 
back more than we take to 
regenerate. 

Therefore, those involved 
in tourism development 
in the Annapolis Valley 
will consider identifying 
additional metrics beyond 
the economic factors to track 
performance. 

For example, in addition 
to visitation, revenue 
and occupancy numbers 
measure the health, well-
being, resilience, and 
positive impacts of workers, 
communities, places, and 
nature. 
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Our Guiding Principles: Five Strategic Imperatives
The following five strategic imperatives will guide the destination 
development process of the Annapolis Valley region.

1

2 5

43

Connection to 
Communities

Connection 
to the Visitor

Destination 
Alignment

Legendary 
Experiences

Welcoming 
Region

Annapolis Valley
Tourism
Strategy
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1) Welcoming Region
•	 Champion the region through a people-first approach to actively address and remove 

systemic inequities.
•	 Encourage the region’s tourism industry to adopt the United Nations Declaration on the 

Rights of Indigenous Peoples as a reconciliation framework.
•	 Ensure all activities align with diversity, equity, inclusion, and cultural awareness 

initiatives that are happening regionally, provincially, and nationally.

2) Destination Alignment
•	 Industry, community, and government alignment drives destination brand, responsible 

visitation, and revenues.
•	 Working together ensures the economic and social well-being of the region, aiding in 

regional enhancement and supporting the continued development of new and existing 
tourism assets and experiences.

3) Connection to Communities
•	 Destinations belong to the people who call them home.
•	 A locals-first approach is destination development with sustainable goals, filtered 

through a lens of resident quality of life, economic prosperity, sociocultural vibrancy, 
inclusiveness, and environmental thrivability. Look to the United Nations Sustainable 
Development Goals (SDGs) as a guide.

4) Connection to the Visitor
•	 Visitor Friendly through the visitor's journey ensures visitors feel welcome and can 

access information and services that make their visit a positive experience.

5) Legendary Experiences
•	 Create exceptional travel experiences around the Annapolis Valley’s unique 

differentiators, which have visitor touchpoints in each of the following five themes: 1) the 
Bay of Fundy, 2) Heritage, Culture, Arts, 3) Outdoor Recreation, 4) Culinary, 5) Rural 
Landscapes, Coastal Communities, Small Towns and Villages.

•	 Deliver unforgettable memories for our guests.
•	 Provide offerings that consider the characteristics of our high value guests. The EQ 

profiles best suited to the Annapolis Valley are: Authentic Experiencers, Cultural 
Explorers and Free Spirits. The Annapolis Valley is poised to attract visitors that are 
learners, adventurers, and those who appreciate slow travel.
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Strategic Recommendations and Actions
Recommendations and Actions

Chart for page 33 

STAR Strategy Year 1 Implementation 
Prepare  

Recommendation/Objective Tactics Responsibility Timeframe 
 

1. Transitional Implementation Plan: 
 
1.1.A. Establish Transitional   

Implementation Working 
Committee (TIWC) 

 
 
 
Create a Terms of Reference for the Transitional 
Implementation Working Committee (TIWC) 

 
 
 

VREN 

Year 1:  2023-2024 
Q1 Q2 Q3 Q4 

Apr-Jun Jul-Sep   Oct-Dec Jan-Mar 

    

Create a committee selection matrix; strive for a 
diverse group of members. 

VREN     

Review the Terms of Reference, selection matrix and 
AV STAR 2023 – 2025 Tourism Strategy with the 
outgoing STAR Steering Committee (SSC). 

VREN 
SSC 

    

Recruit membership for the committee whose role it 
will be to aid in the delivery of the year one 
transitional implementation plan. 

VREN 
 

    

A work plan is identified and accepted by the TIWC VREN 
TIWC 

    

Engage regional implementors to review their roles 
and responsibilities in the strategy implementation: 
VREN, TIWC, Municipalities and First Nations. Explore 
and confirm collaborative opportunities, which could 
include sharing staff resources, leveraging funding, 
communication channels and municipal/community 
specific tactics and activities. 

VREN 
TIWC 

    

1.1.B.  Identify and secure transitional 
funding for year one to support 
the transition and 
implementation plan 

Develop a project scope and budget for the 
Transitional Implementation Plan. 

VREN     

Identify transitional funding formula that includes 
ACOA, VREN and others. 
**securing necessary human capital is critical to the 
implementation of the plan 

VREN     

Secure funding commitments VREN     
Hire necessary staff resources – 1.5 people (contract). VREN     
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Chart for page 34 

1.2 Develop and implement a Valley 
Tourism Strategy Communications 
and Engagement Plan 

Develop an Annapolis Valley Tourism Strategy 
Communications and Engagement Plan, including a bi-
monthly stakeholder/partner e-newsletter and 
updates to a Valley REN project webpage 

VREN 
TIWC 

    

Promote the final strategy to community, through a 
multi-channel approach. 

VREN     

1.2.A In addition to relying on the 
Provincial Tourism website, 
consider having a transitional site 
to fill a regional gap. 

Determine or develop a transitional tourism website, 
incorporating recommendations from the Digital 
Footprint Assessment 
** The website should provide information that helps 
interested travellers in planning their trip primarily by 
directing them to sector, community, operator sites 

VREN 
TIWC 

3rd Party 
Providers 

    

1.3 Provide industry training. 
 
 
*Industry training is best provided 
during non-peak visitation seasons, if 
capacity permits, move key training 
activities ahead into the last quarter of 
this strategy year. 
 
 
 
 

Individual operator training will utilize programs 
offered by other organizations including TIANS, TNS, & 
other departments and business support 
organizations. Training and support could include: 
• Creation of itineraries and Top lists for operator 

websites 
• Social Media, training covering cross promotion, 

consistent hashtag use, importance of high-quality 
images, and how to engage your audience. (See 
Destination Report / Digital Footprint 
recommendations) 

• Digital Adoptions & Awareness: capacity building 
on TripAdvisor & Google My Business, how adding 
digital tools can improve user experience and save 
you time. 

• Experience development training like that offered 
through the Food Art Nature Project (a pilot 
delivered through a collaboration between the 
Wolfville Farmers’ Market, Blomidon Naturalists 
Society and Earth Rhythms) 

• Train the Trainer offerings to build regional 
capacity 

VREN 
3rd Party 
Providers 

    

1.3.A. Develop a series of Best Practice 
Missions 

Develop and conduct a full regional tour VREN 
TIWC 

Industry 

    
Develop and conduct best practice interprovincial 
missions to such locations as Birchtown and Louisburg 

    

Regional representatives attend the IMPACT 
Sustainability Travel and Tourism Conference 2024 in 
Victoria, BC 

    

1.4 Explore a long-term funding model 
(beyond year one) 

 
 

Conduct a review of funding models being used to 
support tourism development in other jurisdictions. 

VREN     

Explore the parameters for forming a social enterprise 
(see Tourism Vancouver Island) or other self-
sustaining organization 

VREN 
TIWC 

    

At a minimum secure funds for year two of strategy, 
strive to be on a pathway for sustainable funding. 

VREN      

Municipalities create a working group to explore 
Accommodation Levy and create a pathway to fund a 
regional tourism via the future Annapolis Valley 
Tourism Collaborative (AVTC). 
This group also considers the creation of a 
Regenerating Fund, where a variety of industry 
partners collect fees from visitors; fees fund ongoing 
implementation of the strategy, as well as supporting 
community-based not-for-profit organizations and 
activities. 

VREN 
Municipalities 

TIWC 

    

1.5 Projects in the Pipeline:  Identify 
community-based tourism-related 
development projects that have 
been or are being explored or 
considered and prepare a Projects in 
the Pipeline Master List 

 
**These are projects that have been 
explored, are being investigated or are  

Create and review a master list and identify projects 
that align with destinations themes, overall strategy 
sentiment, community priorities, and regenerative 
principles. 

VREN     

Initiate discussions with those associated with the 
projects to determine the likelihood of 
implementation. 

VREN     
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being considered. They could include 
tourism-related attractions creation or 
enhancement, community 
revitalization, coastal community 
erosion mitigation/river restoration etc. 

Identify those projects that align with this strategy, 
create capacity, and add to regional enhancement. 
Identify specific actions the working group can take to 
support project implementation. 

VREN 
TIWC 

    

1.6 Annapolis Valley Tourism 
Collaborative (AVTC):  Prepare the 
foundation for the formalization of  
AVTC concept and take steps to 
establish the AVTC as the formal 
entity to deliver the 
recommendations from the STAR 
Tourism Strategy 

 
A Collaborative – "More recently, the 
collaborative has come to be used as a noun 
referring to an organized group effort, 
especially one involving a community (a 
neighbourhood service collaborative)" 
Oxford's Learning Dictionary 
https://www.oxfordlearnersdictionaries.com/defi
nition/english/collaboration 
 

Explore and identify governance model and 
accountability structure options, that prioritize 
destination stewardship versus destination 
management or marketing organization.  
Engage tourism sector, municipal, First Nations and 
community leaders in discussions of options. 
Explore parameters for forming a social enterprise 
(see Tourism Vancouver Island’s 4VI), and other self-
sustaining organizations. 

VREN 
TIWC 

 

    

As needed, secure the services of a third-party 
consultant to support this work. 

VREN 
TIWC 

3rd Party 
Provider 

    

 

 

Unify – 2024-2025 Recommendations and Actions graphic 

 

 

STAR Strategy Year 2 Implementation 
Unify 

Recommendation/Objective Tactics Responsibility Timeframe 
 
 
 
2.1 Explore a long-term funding model 

(beyond year one); consider the 
creation of a Regenerating Fund, 
where a variety of industry 
partners collect fees from visitors; 
fees fund ongoing implementation 
of the strategy, as well as 
supporting community-based not-
for-profit organizations and 
activities. 

 
Accommodation Only Levy 
Calculation* 
86,876 rooms sold in Annapolis, Hants, 
Kings Counties in 2022 
@ $138 avg room rate = $11,988,888 
@3% levy = $359,666 
 *Rooms sold – TNS Aug 2022, Sept-Dec from 
2019 data 
   Avg Daily Rate – TNS, CBRE data all NS except 
Halifax RMA 

 
 
 
Develop potential model options and 
present/discuss with tourism sector, municipal, 
provincial and community leaders. 

 
 
 

VREN 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Year 2:  2024-2025 
Q1 Q2 Q3 Q4 

 Apr-Jun   Jul-Sep   Oct-Dec Jan-Mar 
    

Finalize the details of the preferred funding model 
option, including a mechanism to collect and 
distribute collected fees and, with stakeholder 
approval, take steps for implementation. 
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VREN 
TIWC 

 

    

As needed, secure the services of a third-party 
consultant to support this work. 

VREN 
TIWC 

3rd Party 
Provider 
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2.2 Introduction of Annapolis Valley 
Tourism Collaborative (AVTC): 
Based on the outcome of year-one 
work, continue exploration and 
introductory work for AVTC 
concept and take steps to establish 
the AVTC as the formal entity to 
deliver the recommendations from 
the STAR Tourism Strategy 
 
Ideally, the process has secured 
support that sees a variety of 
industry partners collect a fee 
from visitors to fund the year two-
three implementation of the 
tourism plan, as well as support 
community-based not-for-profit 
organizations and activities. Based 
on the outcomes of year-one 
work, explore a long-term funding 
model, take steps to implement 
the preferred Regenerating Fund 
process. 

Take necessary steps to formalize the AVTC as the 
organization charged with implementing the STAR 
tourism plan. 

VREN 
TIWC 

Stakeholders 

    

As needed, secure the services of a third-party 
consultant to support this work. 
This could include services to determine 
governance and funding models. 

VREN 
TIWC 

3rd Party 
Provider 

    

Select a governance model, including an 
accountability mechanism. 

VREN 
TIWC 

 

    

Develop a two-year operating budget, based on 
available funding. 

VREN/ AVTC 
*Two organizations 
listed, as many factors 
will determine when 
the AVTC will take 
over implementation 

    

Develop a regional mechanism to capture actions 
and opportunities, to create a pathway for 
community to reach out to tourism support 
organizations and to explore marketing and sales 
tactics to attract business and events. 

VREN / AVTC 
Regional & 
Provincial 

Stakeholders 

    

2.3 Take proactive steps to leverage 
the power of the five unique and 
appealing product themes* 
through the development, 
promotion and delivery of four-
season, purchasable, curated 
visitor-friendly tourism 
experiences. These theme-related 
visitor experiences serve as 
destination attractors. 
*(Bay of Fundy, 
Heritage/Culture/Arts, Outdoor 
Recreation, Culinary, Rural 
Landscapes/Small Towns and 
Villages) 
 

 

Optimize the potential of existing theme-related 
experiences through enhancement and partner 
promotion (TNS & others).  
 
Inventory, existing visitor experiences by theme, – 
opportunities where high-value guests can 
currently purchase and experience compelling 
articulations of the featured theme – ensure these 
experiences are featured on Novascotia.com and 
that respective operators have them prominently 
featured on their website and social media 
channels, including:  

a. A curated winery experience beyond a 
tour and taste, opportunities to learn 
from the vintner through food pairings, 
in vineyard or winery interpretive walks 
that explain the steps in wine 
production etc. 

b. An opportunity to step back in time 
through an interpretive, hands-on 
learning opportunity at a National 
Historic site or community museum 
beyond strolling through the site and 
seeing static displays, reading panel 
boards or historic plaques 

c. An interpretive encounter with a 
geologist to discover the unique 
attributes of the Bay of Fundy beyond 
simply walking the ocean floor 

d. A wharf-side conversation with a retired 
lobster fisher to learn the travails of a 
life of fishing on the Bay of Fundy 

e. An on-farm visit with an opportunity to 
understand the farm's inner workings, a 
chance to participate in daily chores and 
activities, and to eat the products 
harvested or produced at the farm   

VREN / AVTC     
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 i. An interpretive hike on one of many trails, 
where the guide brings the surroundings to 
life, could include teaching from an 
indigenous community member 
knowledgeable of Mi'kmaq history or a 
biologist who understands flora and fauna 

VREN/ AVTC     

Fill gaps in themed-related visitor experiences using 
them as destination attractors. 

• By theme, identify gaps in curated, 
purchasable experiences that celebrate 
identified themes; gaps identify where the 
creation of new visitor experiences are 
needed – opportunities where high-value 
guests purchase a compelling experience 
which animates the featured theme, thus 
enhancing the ROE (return on engagement) 
for the guest and ROI (return on 
investment) for the provider and 
community 

VREN/ AVTC     

Build existing and new experiences on regenerative 
tourism principles: 

o Greater interest in the well-being of 
communities and residents vs. visitation 
growth and profits  

o Equal focus on economics and the well-
being of people and places to measure 
success. 

o Encourages community-builders, job 
generators, paths to reconciliation, and 
protectors of natural assets (Destination 
Canada, 2022) 

**Throughout the planning process, there was 
consensus that the STAR plan should embrace 
regenerative tourism principles; however, ongoing 
dialogue is required to support a greater 
understanding that turns knowledge into action 

VREN / AVTC     

Identify then equip new experience providers in 
delivering compelling visitor experiences, with the 
assistance of a third-party resource. 

i. Prioritize experiential development 
opportunities by theme with those potential 
experiences that are near market-ready to 
be fostered first, then secure project 
development funding; for example, 
developing Bay of Fundy experiences may 
be necessary over the long term, but if 
Annapolis Valley curated heritage 
experiences are near market-ready put 
those at the top of the list. 

VREN/ AVTC 
3rd Party Provider 

    

Replicate the FAN (Food Art Nature) experience 
development model currently being implemented: 

i. Follow the development model and apply it 
to identified themes and or communities, 
for example, solicit applications/proposals 
from potential experience providers to 
deliver Bay of Fundy interpretive 
experiences, provide seed funding and 
training to support selected proposals, 
engage a third-party resource to work with 
proponents and facilitate the development 
of the new experiences 
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2.4 Identify infrastructure and service 
gaps that harm the visitor journey, 
including visitor wayfinding and 
signage, digital connectivity, 
business hours of operation, 
workforce development/labour 
challenges, service standards etc., 
then identify steps to eliminate 
these gaps. 

 
      (Such scans are ongoing) 

Based on reported infrastructure and service gaps 
noted in the consultation process of the strategy 
development process, as well as those identified by 
others, develop a prioritized list of gaps (signage, 
broadband, EV charging stations, business hours of 
operation, etc.)  

VREN/ AVTC 
3rd Party Provider 

    

Identify strategies to work with partner 
organizations to eliminate the gaps. 
For issues of significant magnitude, liaise with 
TIANS and other industry and public organizations 
to define solutions to identified gaps; for example, 
collaborate with TIANS to identify solutions to 
address hospitality labour shortages and 
shortcomings in service delivery, work with TNS 
and other government departments to address 
connectivity challenges. 

VREN/ AVTC     

2.5 Resource Development for 
Operators:  Identify, then prioritize 
other destination development 
opportunities as well as tactical 
marketing initiatives as resources 
for operators. 

 
Marketing activities, other than 
social media, should be done in 
context with TNS marketing 
strategies and tactics, with 
partnered marketing being the 
focus (given that the AVTC will 
have limited dollars to "go to 
market") 
Similarly, through TNS, work with 
Destination Canada to support AV 
tactical international marketing 
and sales activities 

Creation of Culture Guides, a series of destination-
specific two-to-three-day itineraries that feature 
cultural attractions, experiences, and events (see 
Ontario Culture Days https://onculturedays.ca/guides)  

VREN/ AVTC     

Creation of Seasonal Guide to showcase winter 
outdoor recreation and indoor arts, culture, 
heritage, culinary events, and attractions that 
utilize the ski hill, trails, rural landscapes, galleries, 
theatres, wineries, etc.   

    

Creation of a Top 10 things to do in the Annapolis 
Valley Guide    

    

Develop destination specific itineraries     

Develop digital maps and wayfinding tools     

2.6 Deliver industry training:  Facilitate 
stakeholder capacity building 
(training) initially focused on 
adopting regenerative tourism 
practices followed by sector-
specific training, for example 
Tourism Market-Readiness, 
Enhancing Online Presence, Service 
Excellence, Itinerary Development, 
Identifying Your Ideal Guests, 
Costing and Pricing Visitor 
Experiences, etc. 

 
The goal is to enhance the tourism 
market readiness of tourism sector 
operators throughout the region. 
 
(Access to industry training is 
ongoing) 

Develop a calendar of capacity-building sessions VREN/ AVTC 
3rd Party 
Providers 

Tourism Support 
Organizations 

    

Partner with Tourism Nova Scotia, TIANS, 
Destination Canada, Municipal and First Nation 
partners, industry associations like Restaurants 
Canada, TIAC, Indigenous Tourism Canada to 
deliver training 

    

Secure the services of third-party consultants when 
organization training is not available 

    

Consider contracting with any number of tourism 
training suppliers to deliver regenerative tourism 
training, for example, GMIST, The Tourism Café 
Canada, Earth Rhythms etc. 

    

Consider the need and benefit undertaking a 
sponsored Best Practice Mission (subject matter 
TBD in connection with ACOA and TIANS) 

    

2.7 Regional Tourism Project Planning:  
Identify any regional projects/events 
of significance. Consider the Five 
Strategic Imperatives in the planning 
and development process. 
(Welcoming Region, Destination 
Alignment, Connection to 
Communities, Connection to the 
Visitor, Legendary Experiences) 

Work with First Nations and partners to develop, 
organize and host an event to commemorate the 
300 year anniversary of the Peace and Friendship 
Treaty 

VREN/ AVTC 
Stakeholders 
 
*First Nation 
voice is the lead. 
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Launch – 2025-2026 Recommendations and Actions Graphic 

 

STAR Strategy Year 3 Implementation 
Launch 

Recommendation/Objective Tactics Responsibility Timeframe 
 
 
 
3.1 Launch the Annapolis Valley 

Tourism Collaborative (AVTC):  If 
not already in place, take steps to 
finalize the establishment of the 
AVTC as the formal entity to 
continue the delivery of the 
recommendations from the STAR 
Tourism Strategy 

 
 
 
 
Finalize formalization of the AVTC as the 
organization charged with implementing the STAR 
tourism plan. 

 
 
 
 

VREN 
TIWC / AVTC 
Stakeholders 

Year 3:  2025-2026 
Q1 Q2 Q3 Q4 

 Apr-Jun Jul-Sep Oct-Dec  Jan-Mar 
    

Develop detailed work plans building on the 
overarching recommendations from the STAR 
Tourism Strategy. 

    

3.1.A  Develop the Annapolis Valley 
Tourism Collaborative Corporate 
Brand 

Undertake a process to identify the corporate 
brand for the Annapolis Valley Tourism 
Collaborative 
1 Secure the services of a third-party firm (RFP) 

to develop the Annapolis Valley Tourism 
Collaborative corporate brand. 

2 Secure stakeholder input for the positioning 
and branding process 

AVTC 
3rd Party 
Provider 

    

3.1.B. Create a branded AV Tourism 
website 

Create an AV tourism website to present Valley 
positioning, experience themes and narratives – 
the intent of the website is to serve as a landing 
page to facilitate transactions with locations 
(municipalities), tourism businesses, sites, and 
attractions (further work will be required to 
determine the magnitude of this website 
recognizing that marketing will be done in 
partnership with TNS) 

     

3.2 Review long-term funding model: 
If not in place, continue efforts for 
the creation of a Regenerating 
Fund, where a variety of industry 
partners collect fees from visitors; 
fees fund ongoing implementation 
of the strategy, as well as 
supporting community-based not-
for-profit organizations and 
activities 

Finalize exploration of a collaborative regional 
tourism levy 

AVTC 
Municipalities 

Province of 
NS 

    

Formalize the AVTC Regenerative Tourism Funding 
Model based on outcomes of stakeholder 
consultation along with the agreement of the 
Province of NS 

    

3.3 Environmental Thrivability: 
Develop a regional framework for 
tourism development using the 
lens of regenerative tourism in all 
future tourism developments and 
promote the education of 
sustainable practices and 
standards throughout the industry 

Explore related certifications and enhance 
awareness of these certifications among operators 

AVTC 
Tourism 
Support 

Organizations 
Operators 

    

Promote sustainable practices to visitors     
Explore hosting a conference focused on 
regenerative and sustainable practices 
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3.4 Remove Systemic Inequities: 
Improve and expand the 
accessibility of the destination to 
persons with disabilities 

Conduct a comprehensive assessment of the 
readiness of the destination to serve visitors with 
disabilities 

AVTC 
Municipalities 

Tourism 
Support 

Organizations 
Operators 

    

Develop and deliver a regional program to expand 
and enhance the accessibility of the region 

    

3.5 Introduce a regional data 
collection methodology to collect 
better regional intelligence, inform 
future programming and 
strengthen the tourism business 
climate 

 
This intelligence collection should be 
done through a forward-thinking 
approach to spot gaps and trends at 
an operator and community level. 
This intelligence could feed into an 
investment strategy. 

Work with tourism support organizations to 
understand what data can be collected and 
develop a methodology to collect regional data to 
feed into the Annapolis Valley Tourism 
Collaborative 

AVTC 
Municipalities 

Tourism 
Support 

Organizations 

    

Explore third party offerings that can provide data 
and/or insights on local customer experience 

 

Flourish – 2026-2027 Recommendations and Actions graphic 

 

STAR Strategy Year 4 Implementation 
Flourish - The Annapolis Valley Tourism Collaborative is flourishing in year 4 and is recognized as the regional tourism organization by all   

Recommendation/Objective Tactics Responsibility Timeframe 
 
 
4.1 Expand the Annapolis Valley 

Tourism Collaborative network 

 
 
The AVTC expands its network and community 
reach through joining provincial and national 
tourism associations, engaging related tourism 
organizations, engaging with community leaders 
and regional sector businesses 

 
 
 
 

AVTC 

Year 4:   2026-2027 

Q1 Q2 Q3 Q4 
Timing TBA by AVTC 

    

4.2 Respond to Industry training 
needs 

Conduct regular scans of industry training needs AVTC & other 
service 

providers 

    

 Deliver/provide industry training that is 
responsive to the needs of the region and aligns 
with provincial and national best practices. 

4.3 Review and activate all five 
strategic imperatives. Take steps 
to ensure AVTC is delivering in 
these areas: 
• Welcoming Region 
• Destination Alignment 
• Connection to Communities 
• Connection to the Visitor 
• Legendary Experiences 
 
Positioning the region as a 
champion in these areas will 
strengthen its brand 

 Determine where the region is lagging in the 
process of the five strategic imperatives and 
develop a plan of action with detailed activities 
that will aid the region in achieving these goals 
 
Engage the region and ensure operators, 
community leaders and municipalities are 
involved in the review process. 
  
 
 

AVTC     

4.5 Expand Marketing & Initiatives  Determine the most effective tools and launch 
a campaign 
 
 Engage operators in reviewing marketing 
initiatives. 
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an operator and community level. 
This intelligence could feed into an 
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Work with tourism support organizations to 
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STAR Strategy Year 4 Implementation 
Flourish - The Annapolis Valley Tourism Collaborative is flourishing in year 4 and is recognized as the regional tourism organization by all   

Recommendation/Objective Tactics Responsibility Timeframe 
 
 
4.1 Expand the Annapolis Valley 

Tourism Collaborative network 

 
 
The AVTC expands its network and community 
reach through joining provincial and national 
tourism associations, engaging related tourism 
organizations, engaging with community leaders 
and regional sector businesses 

 
 
 
 

AVTC 

Year 4:   2026-2027 

Q1 Q2 Q3 Q4 
Timing TBA by AVTC 

    

4.2 Respond to Industry training 
needs 

Conduct regular scans of industry training needs AVTC & other 
service 

providers 

    

 Deliver/provide industry training that is 
responsive to the needs of the region and aligns 
with provincial and national best practices. 

4.3 Review and activate all five 
strategic imperatives. Take steps 
to ensure AVTC is delivering in 
these areas: 
• Welcoming Region 
• Destination Alignment 
• Connection to Communities 
• Connection to the Visitor 
• Legendary Experiences 
 
Positioning the region as a 
champion in these areas will 
strengthen its brand 

 Determine where the region is lagging in the 
process of the five strategic imperatives and 
develop a plan of action with detailed activities 
that will aid the region in achieving these goals 
 
Engage the region and ensure operators, 
community leaders and municipalities are 
involved in the review process. 
  
 
 

AVTC     

4.5 Expand Marketing & Initiatives  Determine the most effective tools and launch 
a campaign 
 
 Engage operators in reviewing marketing 
initiatives. 
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Appendices
Appendix A 
Consultant Bio
RICHARD INNES
President, Brain Trust Consulting

Richard is an experienced tourism industry strategist who blends the creativity of his marketing
background with the discipline of visitor-centric destination management and operator-focused tourism
development.

Richard has held senior roles in national and international advertising agencies and led assignments for
some of Canada’s largest advertisers, including Nestle, Honda, Chrysler, Delta Hotels, Destination
Ontario, Destination Toronto, and Destination Canada. In addition, he served for seven years as
Destination Toronto’s Vice President of Marketing.

Richard has earned the opportunity to work on dozens of tourism-related assignments at the national,
provincial, regional, and local levels. He is a Certified Atlantic Canada Opportunities Agency/Tourism
Atlantic (ACOA) Trainer.

Richard served on the Boards of the Tourism Industry Association of Canada, and the Ontario Culinary
Tourism Alliance and is currently a Board Advisor to Dubai-based Global Management Consultants and a
member of the Mississaugas of the Credit First Nation Moccasin Identifier Indigenous Place-Making
Committee.

In 2012, Richard was awarded the Queen’s Jubilee Medal for his contributions to Canada’s tourism
industry.
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Appendix B
Steering Committee

Louis Coutinho, Avondale Sky Winery

Celes Devar, Earth Rhythms

David Hovell, Magic Winery Bus

Heather LeBlanc, Mapannapolis

Jennifer Nichols, Hants-Kings CBDC / Community Volunteer

VanEssa Roberts, West Hants Regional Municipality

Madonna Spinazola, Halls Harbour Community Development Association

Kathi Stacey, Valley Sky Luxury Camping Inc.

Cäcilia Stutz, Grand Pre Wines

Kevin Wright, Lark & Loon Inn
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Appendix C
Annapolis Valley STAR Public Community Engagement Session Promotions

 1 December 2021 Community Engagement Sessions
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2 STAR Visioning Sessions April 2022



45

3 STAR Community Engagement & Capacity Building Sessions, September 2022



46

4 STAR Recommendations Consultation Sessions, January 2023



47

5 Partners Update Agenda, May 2022

Municipal and First Nation Partners Engagement
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Appendix D
Regional Community Engagement Participation

Engagement type / discription
Location

# of 
Attendees

Partners Intoductory Session, December 3, 9am Online - Zoom 16
Public Community Engagement Session, 10am December 6, 2021 Super 8, Windsor 16
Public Community Engagement Session, 2pm December 6, 2021 Centre Stage Theatre, Kentville 24
Public Community Engagement Session, 7pm December 6, 2021 Lightfoot & Wolfville Winery, Wolfville 33
Public Community Engagement Session, 10am December 7, 2021 Kings Theatre, Annapolis Royal 17
Public Community Engagement Session, 2pm December 7, 2021 MacDonald Museum, Middleton 16
Public Visioning Session, 10am April 25th, 2022 Flying Apron Inn & Cookery, Summerville 9
Public Visioning Session, 2pm April 25th, 2022 Churchill House, Hantsport 6
Public Visioning Session, 6:30pm April 25th, 2022 Community Centre, Windsor 11
Public Visioning Session, 10am April 26th, 2022 Firehall, Kingston 1
Public Visioning Session,  2pm April 26th, 2022 Louis Millet Centre, New Minas 3
Wine Sector Visioning Session, 6:30pm April 26th, 2022 Louis Millet Centre, New Minas 9
Public Visioning Session,  10am April 27th, 2022 Devour! HQ, Wolfville 15
Public Visioning Session,  2pm April 27th, 2022 Longtable Social Club, Scots Bay 11
Public Visioning Session,  6:30pm April 27th, 2022 Lions Hall, Berwick 8
Public Visioning Session,  10am April 28th, 2022 Recreation Centre, Port George 4
Public Visioning Session,  2pm April 28th, 2022 Bridgetown Motor Inn, Bridgetown 7
Public Visioning Session,  6:30pm April 28th, 2022 Fire Hall, Annapolis Royal 14
Partners Update Session, 10am May 27th, 2023 Online - Zoom 15
Public Preliminary Findings Presentation & Feedback Session, 6pm Sept. 12th 2022 Port Williams Community Centre, Port Williams 13
Public Preliminary Findings Presentation & Feedback Session, 9am Sept. 13th, 2022 Legion, Middleton 5
Public Preliminary Findings Presentation & Feedback Session, 2pm Sept. 13th, 2022 Online - Zoom 18
Public Preliminary Findings Presentation & Feedback Session, 9am Sept. 14th, 2022 Recreation Centre, Kentville 19
Public Preliminary Findings Presentation & Feedback Session, 9am Sept. 15th, 2022 Community Centre, Windsor 17
Pubic Recommendations & Actions Consultations Sessions, 9:30am Jan. Legion, Middleton 12
Pubic Recommendations & Actions Consultations Sessions, 2pm Jan. Fire Hall, Greenwich 38
Pubic Recommendations & Actions Consultations Sessions, 6:30pm Jan. Online - Zoom 34
Pubic Recommendations & Actions Consultations Sessions, 10am Jan. Online - Zoom (changed from Windsor due to weather) 32

423

Annapolis STAR  Community Enagagement
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Appendix E
STAR Survey Questionnaire

The Valley Regional Enterprise Network
Strategic Tourism for Areas and Regions (STAR) Survey

The Valley Regional Enterprise Network (Valley REN) has partnered with the Atlantic Canada 
Opportunities Agency (ACOA-Tourism Atlantic) to create a Strategic Regional Tourism Plan for the 
Annapolis Valley Region.

The process involves consultations with tourism sector stakeholders, community leaders, elected officials 
and residents. To date, five project launch sessions and twelve community vision sessions have been 
conducted throughout the Annapolis Valley Region.

To supplement information gathered at the vision session, we ask interested individuals to complete this 
short survey to share views and perspectives on tourism development in the Annapolis Valley Region.

NOTE: Your answers will only be used as part of the overall sample and will not be associated with your 
name.

SURVEY SUBMISSION DEADLINE IS July 31, 2022
Thank you - Annapolis Valley Region STAR Working Committee

Question
1. What is your interest in tourism development in the Annapolis Valley Region? Check all that apply.

I am a resident of the Valley, and I am interested in how my community develops.
I own/operate a tourism business in the Annapolis Valley Region.
I own/operate a non-tourism business in the Annapolis Valley Region.
I volunteer to help organize events or other community-based activites.
I provide tourism experiences (guide, storyteller, musician etc.).
I am interested in protecting what we have by responsibly developing tourism.
Other (please specify)

Question
2. What County or First Nation do you call home?

West Hants County
Kings County
Annapolis County
Glooscap First Nation
Bear River First Nation
Annapolis Valley First Nation
Other (please specify)
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Question
3. Please tell us your age range.

18-24
25-34
35-44
45-54
55-64
65+

Question
4. Rank the benefits of responsibly growing tourism in the Annapolis Valley Region?

1. Stimulate the local economy.
2. Increase employment opportunities.
3. More activities, events, services for visitors (reasons to visit).
4. More activities, events, services for residents (community vibrancy).
5. Proactively manage tourism development by respecting people, places, and culture.

Question
5. List what you see as the Annapolis Valley Region's most underdeveloped tourism assets

Question
6. Participants identified several tourism priorities at the Tourism Vision Workshops recently held. They are 
listed below. In your view, how would you rank the following initiatives to grow tourism in the Annapolis 
Valley Region?

1. Working collaboratively to grow the regional visitor economy responsibly.
2. Labour attraction and training for the tourism and hospitality sector.
3. Tap into the knowledge of residents who can create/deliver experiences to visitors.
4. Spread tourist visitation to all parts of the Annapolis Valley Region.
5. Protect natural landscapes, managing visitor access to trails, lookouts, attractions.
6. Identify an entity to facilitate and manage tourism development/promotion.
7. Engage communities, municipal leaders and residents in development discussions.

Question Title
7. Rank the importance of the attributes below in terms of contributing to making the Annapolis Valley
Region a great place to visit.

1. History and cultural heritage.
2. Indigenous communities and experiences.
3. The Bay of Fundy, its tides, geology, and coastal beauty.
4. Wineries, cideries, craft breweries, and agri-tourism and culinary experiences.
5. Annual festivals and events.
6. Landscape of Grand Pré UNESCO World Heritage Site.
7. Annapolis Royal National Historical District and Fort Anne National Historic Site.
8. The towns, villages, and rural landscapes.
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Question
8. Think about what the Annapolis Valley Region could be like as a tourism destination in 10 years. What
would you want the region to be best known for? Rank accordingly.

1. History – thousands of years of Mi'kmaq heritage and over 400 years of French, British, and
Black history.
2. Bay of Fundy experiences.
3. Year-round winery, cidery, craft brewery, agri and culinary experiences.
4. Outdoor recreation – hiking, biking, paddling, angling, skiing etc.
5. Locally produced products from artisans and craftspeople.
6. Vibrant and engaging curated experiences presented in the towns, villages, and rural landscapes.

Question
9. Regenerative Tourism represents a shift whereby tourism provides more value to communities than it
takes. This is achieved through a holistic, place-based, community-led, and ecologically centred approach
that recognizes the importance of social, cultural, environmental, and economic well-being. Thinking
about what needs to change regarding tourism services, programs, or infrastructure development in a
Regenerative Tourism context, what examples are you aware of that provide more value to communities
than is taken, and where regenerative practices are being implemented (farms, tourism businesses,
community infrastructure, wineries, lodges, restaurants, etc.)? List all that comes to mind.

Question
10. Thinking once again about Regenerative Tourism whereby tourism provides more value to
communities than it takes, what travel experience or products need to be developed in the Annapolis
Valley Region that engage travellers while helping our communities and businesses thrive well into the
next generation? List all that comes to mind.

Question
11. What is the ONE THING most needed in the Annapolis Valley Region to make tourism the best it can
be?

Question Title
12. Please share any additional comments about future tourism development in the Annapolis Valley Region.

Question Title
13. Please provide your contact information if you are not already on the Valley REN email distribution
list and would like to receive updates on this and other tourism or economic development projects.
Name
Company
Address
City/Town
ZIP/Postal Code
Email Address
Phone Number




