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Regional Marketing Levy Framework Exploration for a Destination Marketing & Management Organization (DMMO)

Executive Summary

The creation of a Destination Marketing & Management Organization (DMMO) for the
Annapolis Valley represents an exciting new chapter for tourism in the region. With
municipalities, our economic development organizations, and many industry partners
already engaged, the foundation is in place for a regional organization that reflects
our strengths and ambitions.

A Destination Marketing & Management Organization can:

e Showcase the Annapolis Valley’s unique experiences — from world-class wine and culinary tourism to cultural
festivals and outdoor adventures — with a unified brand.

* Support operators through training, product development, and capacity building, ensuring businesses have
the opportunity to thrive.

* Encourage longer stays and more meaningful connections with our communities.

* Invest in regenerative tourism practices that preserve the Valley’s natural and cultural assets for generations
to come.

This is our chance to move beyond fragmented promotion and work together as a region. By pooling resources
through a regional levy, we can build the scale, professionalism, and consistency needed to compete more
effectively with other destinations. The momentum is growing — and the Valley is prepared to take the next step.

What is this project for?

Tourism is a key economic driver in Nova Scotia, and there is an opportunity to promote the distinct identity
of the Annapolis Valley. West Hants, Kings County, Town of Wolfville, Town of Kentville, Town of Berwick,
Town of Middleton, and Glooscap First Nations were included in the consultations. Annapolis County
implemented their own marketing levy in 2024, so chose not to participate in the consultation process,

but have been kept informed throughout the process.
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A Destination Management and Marketing Organization (DMMO), supported by a 3% marketing
levy, can provide the unified leadership needed to position the Annapolis Valley as a cohesive
destination. By pooling resources, a DMMO can maximize investment through coordinated
branding and promotion, while also driving the development of distinctive tourism products
and immersive experiences. This approach ensures resources are used efficiently and delivers
benefits that no single municipality or operator could achieve alone.

Regional vs Municipal Approach to Destination Development

Tourists travel by
experience, not
boundaries

* Visitors rarely recognize or care about
municipal boundaries - they're looking
for clusters of experiences (wine trails,
coastal drives, cultural sites, etc.).

A regional approach packages these
assets together into a cohesive
experience, which is far more appealing
and marketable than fragmented,
town-by-town promotion.

Stronger brand identity

* A region can create a unified brand
that resonates more broadly (e.g.,
“Annapolis Valley,” “South Shore,”
“Cape Breton”) instead of competing
municipal identities that may dilute the
message.

Regional branding allows for consistent
storytelling, imagery, and positioning in
crowded tourism markets.

Economies of scale

* Pooling resources across municipalities
creates bigger marketing budgets,
allowing for higher-quality campaigns,
and wider reach.

Reduces duplication of effort where
each municipality might otherwise be
producing its own materials, websites,
or events promotion.

Broader partnerships
and leverage

A regional approach can better align
with provincial/national tourism
strategies, making it easier to attract
funding, partnerships, and media
coverage.

Regional organizations can serve as
a single point of contact for industry
partners, tour operators, and investors.

Holistic destination
management

Destination management isn’t just
about marketing - it’s also about
product and experience development,
training, sustainability, advocacy,

and visitor services. These are more
effectively coordinated at a regional
scale where challenges cross municipal
boundaries.

Greater resilience
and inclusivity

Smaller municipalities may lack the
capacity to independently manage
tourism effectively. A regional approach
ensures that even small communities
with hidden gems are included in
broader promotion and benefit from
visitor flows.
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Consultation Objectives

Objectives:

¢ Invite regional collaboration and stakeholder engagement in developing DMMO funding recommendations
for municipalities.

* Explore a marketing levy framework for the Annapolis Valley and identify opportunities, challenges, and
concerns.

¢ Gain insights from industry about how a regional DMMO can best serve the tourism sector.

Context & Motivation:

* Tourism is a major economic driver in Nova Scotia, contributing $3.5B in spending in 2024. The Bay of Fundy
& Annapolis Valley are the second largest contributors to tourism revenue in Nova Scotia.

¢ The Annapolis Valley, while rich in culture and natural assets, lacks a coordinated brand identity.

* In 2022 Nova Scotia amended the Municipal Government Act under Bill 204, granting all municipalities the
authority to impose a marketing levy of up to 3% on the cost of registered accommodations.
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Consultation Methodology

Funding Model Research Methods

01.

DMMO Background
Research

02.

Key Informant
Consultations

03.

Data Analysis

04.

Survey Analysis

05.

Industry
Consultations

Conducted research
using publicly available
qualitative and
quantitative data to
identify industry best
practices and gain
insights from past
challenges.

Project Road Map

01.

02.

1-1 consultations with
select DMMOs to identify
best practices, compare
findings from background
research, and learn
successful strategies

for cooperation and
stakeholders buy-in.

03.

Secondary research
included analyzing

data from Statistics
Canada, Government of
Nova Scotia, and other
jurisdictions to examine
economic tourism data,
and identify the legislation
governing a marketing
levy.

04.

An online survey

for accommodation
operators gathered
insights on attitudes
toward a marketing levy,
potential challenges
to implementation,
and the needs and
priorities related to
tourism marketing and
management.

05.

Valley REN & ASBB
informed accommodation
operators about

the research and

their feedback was
incorporated into the
analysis to ensure their
perspectives were taken
into account.

06.

CAO Info Industry Framework Council Recommendation Communication
Session Consultations Development Information & Potential & Next Steps
Session Adoption
Winter Spring Spring/Summer Fall Fall Winter
2025 2025 2025 2025 2025 2026
CAO Info Session Survey & Town Halls  Framework Council Info Session  Staff Destination

Discussion on best
practices and the
benefits of a regional
DMMO.

Introduction of

levy concept

and identifying
opportunities for
destination marketing
and management

in the region.
Documenting concerns
about a marketing

levy and discussion

of other funding
opportunities.
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Development

Developing a
framework for a
DMMO funding model
for the Annapolis
Valley region.

gathered at

other regions,

and a proposed
implementation plan.

Bring all information
to Council, including
industry sentiment

consultations, levy
examples from

Recommendation

Municipal staff will

which may include
bringing forward

recommendations to
Council. Councils will
then decide whether
to adopt a marketing

levy.

lead the next steps,

Development

Based on Council
decisions, the DMMO
will determine next steps
and communicate them
accordingly. This may
include moving forward
with levy collection

from municipalities and
initiating destination
development activities,
or it may involve pivoting
to explore an alternative
funding model.
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Who Did We Hear From?

In March, Valley REN partnered with ASBB Consulting Group to conduct consultations
with accommodation operators about a potential marketing levy as a funding mechanism
for a DMMO.

While other tourism operators attended consultations, these numbers represent only the accommodation operators
that participated in consultations, one-on-one interviews, and responded to the online survey.

4 + 6 + 3 + 28 42

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

Key Take Aways from Consultations

Humanizing Accommodation providers and short-term rental operators call for a streamlined levy system that minimizes
the administrative burden. Operators want to see a clear return on investment (ROI), and a strategic, regionally

Economics . .
balanced approach to marketing and reinvestment.

Prioritize Off- Operators want more focus on shoulder and winter-season campaigns to drive year-round visitation,
promoting cultural and experiential offerings (heritage, culinary, regenerative, community events), and

Season & Cultural L X ) ; . L
providing regional guidebooks, maps, and pre-planning tools to attract high quality visitors who stay longer.

Tourism

Hybrid Funding & The DMMO should be supported by a hybrid funding model that combines a 3% marketing levy (with

Governance Models municipal contributions by way of admin support) and tiered membership fees. Governance should be guided
by a board that reflects the full range of regional and sectoral voices across the tourism ecosystem.

Measure Economic, Performance indicators should align with social, environmental, and economic outcomes. These indicators —

ranging from resident satisfaction and workforce development to longer stays and an increase of visitation
) in the shoulder seasons — will help track the effectiveness of tourism investments and guide ongoing
Environmental decision-making for the DMMO.

Impact

Social, and

Valley REN | ASBB Consulting | August 2025 6



Regional Marketing Levy Framework Exploration for a Destination Marketing & Management Organization (DMMO)

Industry Insights

Summary of Results

Group #1:
Champions

Group #2:
Cautious Supporters

Group #3:
Opposition

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

e They have more staff to cover
the administrative burden

* They have a strong awareness

of marketing levies and
Destination Marketing &
Management Organizations

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

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

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

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

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

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

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

* They’re concerned about
added administrative burdens

¢ They don't perceive the
benefits as significant enough
to justify the increased costs
to their clients

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

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

Approximate % of Rooms:

39%

Approximate % of Rooms:

34%

Approximate % of Rooms:

27%

Valley REN | ASBB Consulting | August 2025



Industry Insights

Insight

1. Stakeholders highlight the need for a Clear DMMO
Function, emphasizing Collaboration Over Oversight

2. Stakeholders Call for Inclusive, Streamlined, and
Transparent Levy System with Clear ROI

3. Stakeholders Call for A Branding Strategy That
Highlights Culture, Meaningful Experiences and
Year-Round Quality Tourists

4. Stakeholders See a Need for Curated Itineraries to
Encourage Longer Stays and Deeper Exploration

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

6. Operators Advocate for Inclusive Planning to Ensure
All Areas Benefit from Branding

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

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

Valley REN | ASBB Consulting | August 2025 8
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Action Items

Role of a DMMO

e Clarity around roles and responsibilities

e Act as a partner to businesses and initiatives

* Provide distinct value and avoid duplication of efforts

Marketing Levy — Equity, Compliance, and Burden
* Fairness and Shared Responsibility

¢ Mitigate Administrative Burden

* Ensure Fair Compliance and Enforcement

¢ Transparency of Use

Marketing Priorities

* Extend the Season

¢ Cultural & Experiential Tourism
* Quality over Quantity

« Informed Visitors

Visitor Experience & Product Development
e Itinerary Building

* Need for Wayfinding and Visitor Info

e Community-Centered Experiences

¢ Inclusive & Regenerative Tourism

Funding Models and Trust Building
¢ Hybrid Models Favoured
* Regenerative and Community-focused Initiatives Valued

* Some Trust Gaps Exist Based on How Other Levies Were Introduced

Regional Coordination & Representation
¢ Avoiding Overlap and Competition

» Geographic Balance

* Inclusive Planning

Measuring Success

e Transparent Key Performance Indicators (KPIs)
* Visitor metrics

* Economic metrics

¢ Social and cultural metrics

Challenges and Opportunities

* Seasonality

e Infrastructure Gaps

¢ Capacity Management & Adequate Training and Workforce
Concerns
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Marketing vs Branding

At the core of this effort is the creation of a clear, authentic, and compelling destination brand. Before any
marketing initiatives can be successful, the region must first define who we are, what we stand for, and what
unigue experiences we offer. A strong brand is not just a logo or a tagline — it is the story that unites communities,
operators, and visitors around a shared identity. DMMOs are uniquely positioned to lead this work, ensuring that
all promotional efforts build on a consistent, recognizable brand that resonates locally and globally. Without this
foundation, marketing risks being fragmented and ineffective.

In simple terms:

Branding is who you are, while marketing is how you talk about it.

Branding is the big picture; it’s the totality of how you position a place, product or offering in the market. It starts
with the promise you are making to visitors — whether that promise is adventure, peace, authenticity, indulgence,
creativity or connection — and it must live at every single touchpoint a visitor has with your destination.

Think of branding like a deeply integrated story or personality. It shapes how a place feels, how it presents itself,
how it communicates and how it delivers. It influences what kinds of businesses are nurtured, how experiences
are designed, what visuals are used and what tone is taken in every piece of communication.

In tourism, that includes:

* The look and feel of signage and wayfinding

¢ The tone of voice in brochures and websites

¢ The hospitality experience from arrival to departure

* The language locals use to describe their region

¢ The consistency of visuals, sounds, scents, tastes, and stories a visitor encounters

When there’s alignment across all of this, people begin to feel something when they think about the place.
And when the promise is fulfilled consistently, that’'s when desire, memory, and word of mouth grow.

The most successful tourism regions in the world have branded themselves as more than a collection of
attractions — they’ve created a feeling, a mood, a longing.

Valley REN | ASBB Consulting | August 2025 9
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Marketing vs Branding - Place Brand Examples

Here are some powerful place brand examples that show how branding can unite
diverse regions:

Valley REN | ASBB Consulting | August 2025

The Cotswolds, England cotswolds.com —

An area made up of dozens of small villages and towns, united under a
brand promise of timeless English charm: rolling hills, honey-colored stone
cottages, cozy pubs and country walks. Every experience, shop and inn
leans into this identity. The result? It's not just a rural area, it's a fantasy.

Margaret River, Western Australia margaretriver.com —

Originally a wine region, this area has become a lifestyle destination through
brand positioning that fuses world-class surf, boutique wineries, artisan
food and rugged natural beauty. It's no longer just a place on a map —it's a
way of life that's marketed and delivered across every aspect of the region.

Sonoma County, California sonomacounty.com —>

In contrast to the more commercialized Napa Valley, Sonoma has built a
brand on authenticity, down-to-earth luxury and eco-conscious travel. Its
brand is slower, more local, more soulful and it attracts a distinct type of
traveler who's seeking those values.

Why This Matters for the Annapolis Valley

The Annapolis Valley already has the bones of a great brand: stunning
landscapes, rich agriculture, deep Acadian and Mi'kmaq history, boutique
accommodations, wine country and an emerging food scene. But it's not just
about promoting these assets individually. It's about crafting a unified brand
that tells one irresistible story.

When you brand a place well:

¢ You create desire before a single ad is placed.

¢ You reduce marketing spend over time because emotion does the heavy lifting.
* You make it easier for local businesses to align with and amplify the brand.

* You increase visitor satisfaction because expectations are met—and exceeded.

10


https://www.cotswolds.com
https://www.margaretriver.com
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Best Practices & Benchmarking

Case Study 1

CapeBret#n
Island

3%
Marketing Levy

District Tax Revenue
Marketing Levy

Valley REN | ASBB Consulting | August 2025

Organization: Destination Cape Breton —

Population: ~ 93,318
Location: Cape Breton Island, Nova Scotia

Description: The island has small-town centers surrounded with extensive
rural areas with small communities.

Stats:
Economic Impact (2023): $575-721m

Total Visitors (2023): 428,000 (to 3 National Parks)
Total Accommodation Tax Revenue (2024*): $450,000-759,000

~ 20% of Nova Scotia’s tourism GDP, despite
being only 13.6% of the population

*2024 was the only year with readily available data on levy revenue

"


https://destinationcapebreton.com/
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Best Practices & Benchmarking

Case Studies 2 & 3

|

VISIT 4 %
THE £ OUNTY Marketing Levy
PRINCE EDWARD COUNTY Municipal Accommodation
CHTARIO CANADA Tax (MAT)

3%

Marketing Levy

Municipal & Regional District
Tax (MRDT)

4V

Valley REN | ASBB Consulting | August 2025 12

Visit the County

Profile

Organization: Prince Edward County —
Population: ~ 25,704

Location: Ontario

Description: Small town centers, such as Picton
and Wellington, surrounded by extensive rural areas
characterized by its farms and wineries.

Stats

Total Room Revenue (2023): $37.8m

Total Visitors (2023): 2,400,000 (unigue: 326,000)
Total Accommodation Tax Revenue (2023): $548,912

4VI (formerly Vancouver Island Tourism)

Profile

Organization: 4VI| Group —

Population: ~ 864,864

Location: Vancouver Island, British Columbia

Description: Covers a large area including cities as big as
90-100k, and smaller ones ranging from 2-30k with vast
rural communities.

Stats
Economic Impact (2014): $1.77b
Total Visitors (2023): ~ 4.4m (23% of BC total)

International Traveler Average Stay (2014): 6.1 nights
at $124/night


https://visitthecounty.com/
https://www.4vigroup.com/
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Best Practices & Benchmarking

Case Studies 4 & 5

Bay of Quinte

Profile
Organization: Bay of Quinte Regional Marketing Board —
Location: Ontario

Description: Small town centers, such as Belleville and
Brighton, surrounded by extensive rural areas characterized
by Agri-tourism and sport/recreational tourism.

Stats
o Operating Budget (2023): $920,000
4 /o Total Accommodation Tax Revenue (2023): + $700,000
i mi 3 Marketing Levy
dv l‘# % 10 Municipal Accommodation

Tax (MAT)
Southern Gulf Islands
Profile

Organization: Southern Gulf Islands Tourism Partnership —

Population: ~ 6,101
Location: Southern Gulf Islands, British Columbia

Description: Collection of mid-sized islands off the east
coast of southern Vancouver Island. Communities range
from 300-3,000 residents.

o Stats

(7¢]

= G U I.F 2 /o Total Room Revenue* (2023): $31,383,000
r‘:::'1 Marketing Levy Ferries to Gulf Islands (2022): 1,082,435
= I s I_A N D S Municipal & Regional District  pjstrict Tax Revenue* (2023): $684,580

Tax (MRDT)

*2023 includes January to October only

Valley REN | ASBB Consulting | August 2025 13
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Trends in Tourism

1. Regenerative Tourism

Destination Canada’s approach to tourism: Regeneration involves
bringing people together around what they care about in their
place, and then putting that care into action.

Source: Destination Canada —

2. Cultural Tourism

Cultural Tourism is when people travel to learn about a place’s
history, art, traditions, and way of life. In Nova Scotia, cultural
tourism is very important because it helps visitors connect with
local communities. Visitors might explore museums, historical
sites, festivals, or take part in local traditions. ASBB Consulting —

Valley REN | ASBB Consulting | August 2025
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Sustainable tourism fully considers
its current and future economic,
social, and environmental impacts

Regenerative tourism goes a step further, leaving
destinations better than they were found by
actively strengthening local ecosystems and
communities.

As the Annapolis Valley moves forward in
destination management, regenerative tourism
will be a guiding principle to ensure that growth
enhances both the visitor experience and the
long-term well-being of the region.

Authentic experiences connecting
meaning with local culture

Unique cultural tourism experiences in the
Annapolis Valley:

» World’s Highest Tides & Fishing Heritage
* Farming Heritage & Agri-tourism

e Festivals & Performing Arts

e Cultural & Heritage Tourism

Opportunities to create unique experiences for
tourists to participate in the Annapolis Valley:

* Story-Driven Experiences
¢ Hands-On & Immersive Experiences
* Collaborative Packaging


https://archives.destinationcanada.com/sites/default/files/archive/1872-A%20Regenerative%20Approach%20to%20Tourism%20in%20Canada/A-Regenerative-Approach-to-Tourism-in-Canada_EN.pdf
https://asbbeconomicsandresearch.ca/cultural-tourism/#:~:text=Nova%20Scotia's%20Economy?-,What%20Is%20Cultural%20Tourism%2C%20and%20Why%20Is%20It%20Important%20to,take%20part%20in%20local%20traditions.
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Trends in Tourism

3. Cycle Tourism

Cycle Tourism is a form of leisure travel where individuals explore
destinations by bicycle, encompassing a variety of experiences
ranging from short, self-guided trips to organized multi-day group
tours. Source: EBSCO —

4. Culinary & Agri-Tourism

Culinary & Agri-Tourism provides unique and memorable eating
and drinking experiences, as well as agritourism experiences that
connect what is being grown and produced in an area to what is
being prepared and enjoyed by locals.

Source: Culinary Tourism Alliance —

Valley REN | ASBB Consulting | August 2025 15

Eco-friendly travel as a sustainable
alternative to traditional sightseeing

High-Value Visitors: cycle tourists tend to spend more
per trip, stay longer, and travel during shoulder seasons

Sustainable Travel: a low-impact mode of travel that
aligns with sustainable tourism principles

Slow, Immersive Experiences: encourages slow travel,
allowing visitors to engage deeply with local food, arts,
culture, and nature

Infrastructure with Community Benefit: Investments
in cycling infrastructure — like trails, signage, and bike
facilities — enhance both visitor experiences and local
quality of life

Authentic, local food and
farm-based experiences

High-Impact, Low-Footprint Tourism: These
experiences attract high-value visitors seeking
authentic, local food and farm-based experiences

Strengthens Local Food Systems & Partnerships: The
most successful destinations align tourism with the
existing food economy

Product Bundling Drives Overnight Stays: Bundling
food, farm, and cultural experiences increases visitor
dwell time and spend

Storytelling Through Our Food: Food tourism is about
more than what's on the plate—it's about who made it,
where it came from, and why it matters


https://www.ebsco.com/research-starters/history/bicycle-tourism
https://www.culinarytourismalliance.com/terms-definitions
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Framework Design

How is a Marketing Levy Collected?

Government legislation allows collection of tourism marketing levy. In this case it

Enabler would be a 3% levy on accommodations night rates.

Payor Visitor pays the levy as a charge on their nightly rate at a registered accommodation.

Collector Acc<‘)mm~o~dations collgct levy from visit‘ors and remit to the municipality. Process can
be simplified by adopting 3 party remittance platforms.

Steward DMMO’s are usually the recipients of the levy by way of grant.

Proposed Board Governance Structure with Maximum 15 Members

Based on industry consultations and a review of existing models, the following board structure is
recommended for the DMMO in the Valley region:

Sectoral Each Municipality 2 Cultural 2 Non-voting
Representatives Represented Representatives Ex-officios
¢ Accommodations 10+ rooms ¢ Tourism operator from e First Nation * Valley REN
« Accommodations STR Annapolis, Kings, West Hants, * Acadian/Francophone « ACOA
Glooscap

* Food/Beverage
¢ Director of Kentville Business

¢ Qutdoor Tour Operator/ Community

Attraction
» Director of Wolfville Business

* Culture/Heritage Development Corporation

* Education/Training * Director of Windsor Township

Valley REN | ASBB Consulting | August 2025 16
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Framework Design

Service Agreement with Municipalities (Examples)

Region/Organization Structure

Yarmouth & Acadian Shores Non-profit DMMO with municipal and
(YASTA) provincial partners.
Truro & Colchester Regional economic development agency

Partnership working on establishing a DMMO.

Destination Cape Breton Regional DMMO with multi-stakeholder
governance.

Valley REN | ASBB Consulting | August 2025 17

Funding Model

Municipalities provide core funding based on
formula tied to tourism performance. Service
Agreements outlines roles, reporting, and
strategic alignment.

Operates under a multi-year service agreement
with municipalities, focused on economic

and tourism development; includes KPIs and
performance metrics.

MOUs with municipalities that define roles,
funding, and expectations. Works closely with
Tourism NS to align on marketing and product
development.
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Framework Design
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Proposed Funding Model: Marketing Levy + Membership Hybrid

Marketing Levy _I_ Membership Fees _I_ Municipal Support

3% Levy on accommodations Tiered membership fees for Municipal in-kind support

non-accommodation (e.g., signage, waste services,
tourism businesses municipal road repair)
Steps to Launch:
Step 1
Adopt Levy-enabling Step 2
Bylaws
Sign Service Agreements Step 3
with DMMO
Procure Online Step 4

Remittance Platform

Send Registration Notice Step 5
and Train Operators

Enforcement and
Monitoring

Valley REN | ASBB Consulting | August 2025 18
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Financials

Levy Projection

Tourism Nova Scotia Data: Fixed Roof Occupancy by Geography Report [Year: 2024]

County Occupancy Prf)jected Total .Units Reporting
Rate (%) Units Sold Available Rate (%)

Annapolis 45.3 42,237 92,059 79.5
Kings 281 76,363 265,844 93
Hants 54 25,278 48,000 91
Totals: 42.46 143,878 42.46 87.33

Units Sold: 2024 — 143,878
Average Room Rate — X $162

Total Sales — $23,308,236
Levy — X 3%

Total Levy Projection — $699,247.08

Valley REN | ASBB Consulting | August 2025 19
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DMMO Typical Expenditures

% of Total

Category Budget

Description/Activities

e Salaries and benefits for staff
Personnel 30-40% » Professional development and training
e Contracted staff or consultants

» Advertising (digital, print, radio, TV)
Marketing & 30-40% « Social media and influencer campaigns
Promotion ° * Website and app management

e Public relations and media hosting

» Trade show attendance
Sales & Business 8-12% * Client hosting (FAM tours) — usually includes partnership dollars
Development ° * Travel trade marketing — usually includes partnership dollars

* Sales missions — usually includes partnership dollars

e Guidebooks and brochures

- q g0
Visitor Services 3-8% * Regional map and VIC & destination distribution
D ination ¢ Product development support
estinatio 5-10% ¢ Research and planning

Development « Community engagement
Event Attraction 10-20% « Event attraction and support
& support ° * Sponsorship & grants

¢ Office rent, supplies, and utilities

* Insurance & accounting
Operations/Tech 5-8% * Board expenses and meetings

i o

* Digital asset management
* Data analytics tools
 Reservation/booking platforms

* Member services and engagement

Membership &

. 2-5% « Partnership development
Partnership * Industry training/workshops
Regenerative Tourism * Member services and engagement

. 2-4% * Partnership development
Projects * Industry training/workshops

Valley REN | ASBB Consulting | August 2025 20
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Financial Projections

Year 1 with Levy

Revenue . $490k—» Marketing Levy

Year 1

Total: $590k $60k —> Grants Revenue
$40k — Guidebook Ads + Membership

Investments
0 50k 100k 150k 200k

Marketing & Promotion e e e e 200k

Salaries/Wages

Event Attraction & Support

Operations & Tech

Visitor Services

Destination Development

Sales & Business Development

Membership & Partnerships

Regenerative Tourism Projects

Municipal Admin Fees

Investment Breakdown by %

Marketing & Destination Operations  Sales & Business  Municipal
Promotion Salaries Development & Tech Development  Admin Fees

Event
Attraction Visitor Membership & | Regenerative
& Support Services Partnerships Tourism

\ \ \ |
3% 2%

P A A A S

Note: The levy is based on a 70% collection rate on $700,000. Budgets can scale up as collection rates increase. This projection includes
Annapolis County. It is not yet clear whether Annapolis will participate. Salaries/Wages based on $100,000 for a Director and $75,000 for a
Marketing Strategist + benefits.
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Implementation Plan

If a marketing levy is implemented, the Tourism Committee is committed to moving
forward with a clear and accountable plan.

A nonprofit Destination Marketing & Management Organization (DMMO) for the
Annapolis Valley region would:

* Strategically deploy marketing levy funds that drive visitation.
* Have inclusive governance and stakeholder representation.

* Support regenerative and shoulder-season tourism development, with focus on targeted
visitor markets.
Guiding principles:

» Transparent, audited use of marketing levy funds with clear ROI.
* Inclusive, hybrid funding (levy + membership + municipal support).
e Focus on product development and year-round tourism.

* Coordination with municipal and regional economic development.

Timeline - At a Glance

Ph%se *: PIannin# & E%gageme}nt (N*onths 1-10)

Phase 2: Funding Framework Development (Months 6-14)

Phase 3: Systems & Operations Setup (Months 14-18)

Phase 4: Stakeholder Engagement & Brand Strategy (Months 14-22)

Phase 5: Operational Launch & Marketing Planning (Months 20-24)
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Timeline - In Detail

Phase Objective Key Tasks
Phase 1: Planning Lead coordination * Establish interim working group (Valley REN, municipal reps, industry).
of initial partner * Review governance and best practices from other regions in Atlantic
& Engagement meetings and establish Canada and other locations.
governance framework. * Engage operators in tourism networking and industry development activities
(Months 1-10) * Reserve appropriate URL domains for websites and emails.

* Initial development of regional tourism webpage and itinerary app.

Phase 2: Funding Work with municipal * Consult with accommodation operators on a marketing levy framework.
Framework staff to recommend levy « Deliver consultation results to municipal staff and Council and make
bylaws that align across recommendations based on feedback.
Development all municipalities. * Support municipalities in passing 3% accommodation marketing levy
bylaws on registered accommodations in catchment areas.
(Months 6-14) * Research system for municipalities and operators to manage the reporting,

collection and remittance of levy.
¢ Engage potential members in developing a membership-fee model.
* Develop draft Service Agreements (municipalities) and MOU (First

Nations).
Phase 3: Systems & Support the * Design initial board structure to ensure sectoral and geographical balance
o) ti Set operationalization of (accommodations, STR, food/beverage, attractions, culture/heritage,
perations Setup a marketing levy (if cultural representation).
passed). ¢ Procure remittance software.
(Months 14-18) * Develop and adopt marketing levy bylaws.

* Draft and approve DMMQO's legal incorporation documents as a nonprofit.
¢ Launch an online registration portal for accommodation operators.
 Develop training materials for operators (FAQ sheets, webinars).

* Begin remittance flow to DMMO.

Phase 4: Stakeholder Engage industry, ¢ Conduct engagement to refine regional brand strategy.
E t & Brand municipalities, and e Build inclusivity by including BIDS, Chambers, accommodations, wineries,
S First Nations in a brand attractions, restaurants, event developers, and other strategic partners.
Strategy strategy process. * Develop an annual work plan (business plan) and reporting framework.
* Refine membership model for non-accommodation operators and recruit
members.
(Months 14-22)
Phase 5: Operational Start-up activities for * Develop a regional marketing plan with stakeholder consultation.
L h & Marketin year-one of a regional * Hire staff for DMMO.
e ] DMMO. * Develop marketing materials, curate itinerary development, and coordinate
Planning joint marketing partnerships.
e Apply for programming grants for product development and season
extension initiatives.
(Months 20-24) * Launch a Tourism Ambassador program.
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Stakeholder Roles in Implementation

Organization

Valley REN & Tourism
Working Committee

Municipal Staff

Atlantic Canada
Opportunities
Agency

Valley REN | ASBB Consulting | August 2025

Role

e Full-time dedicated staff member for coordination and strategy
implementation

e Stakeholder engagement and consultation

* Funding model recommendations based on industry insights and best
practices

* Communication with stakeholders and municipalities

* Remittance software recommendation

 Staff recommendation to Councils

* Procurement and legal coordination for levy bylaw and service agreement
development (if marketing levy is passed)

* Remittance software implementation, onboarding, and enforcement
(if marketing levy is passed)

* Strategic funding partner
* Advisory role based on pan-Atlantic DMMO experience
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Performance Measurements

KPI

Room Nights Sold

Length of Stay

Occupancy Rates

Visitor Satisfaction

First-Time Visitors

Visitor Engagement
Levels

Customer Leads

Operator Engagement
Levels

Valley REN | ASBB Consulting | August 2025

Measurement Method

* Monthly data from accommodation
providers
* STR data (AirDNA)

e Visitor surveys
* Hotel booking data

* AirDNA

* Local accommodation operator data

* Visitor surveys
* QR codes at destinations

e Visitor surveys

* Event attendance
* Bookings for tours/activities
* App or social media engagement

¢ Clicks on website
e Accommodation operator data

* Program and training tracking
* Newsletter open rate
* Networking numbers

25

Tracking Plan / Notes

e Create a DMMO-accommodation
reporting tool (quarterly reports
or online portal)

e Include in exit surveys and
accommodation operator reports

* Quarterly dashboard to track trends
* Flag seasonality

Collect feedback via:
* Exit surveys
e SMS/email follow-ups
* On-site QR codes

e Include in visitor and event surveys

» Aggregate stats across partners
* Use digital ticketing data and
social analytics

* Track click through to partner
pages

e Track numbers at tourism industry
events
* Program uptake
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Social Return on Investment

Social Return on Investment (SROI) is a framework for measuring the social, environmental,
and economic value created by an investment, beyond just financial returns.

KPI Measurement Method

Resident Satisfaction

. . * Resident surveys
with Tourism

Local Employment &
Skills Development

e Employment
* Training tracking by operators

* Program attendance tracking

* Revenue tracking through artisans
and cultural organizations

* Reporting from historical societies

Cultural & Heritage
Preservation

e Operator self-assessments
* Sustainability audits
e Stewardship program reporting

Environmental
Sustainability
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Tracking Plan / Notes

Include questions about:
» Congestion
» Access to services
» Sense of pride in place
* Increased access to shared
public spaces and amenities
(trails, signage, rest areas)

Track number of:
* Positions created
e Seasonal to year-round
conversion rate
* Participation in tourism training

* Visitor participation in cultural
experiences

e Revenue directed to local artisans

* Investment in the conservation of
heritage buildings and spaces

e Reduction in environmental
impacts from tourism (waste
diversion, trail erosion, etc.)

* Number of operators implementing
sustainable practices (low-waste
packaging, eco-certification)

» Stewardship programs (beach
cleanups), etc.
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Looking forward

[

COFFEE ROASTERL

The Annapolis Valley is at a crossroads. Despite its world-class assets and the
dedication of local operators, our tourism sector lacks the coordinated leadership
and sustained investment needed to compete in today’s market.

Key findings from consultations and analysis are clear:

Operators need Municipalities Regenerative practices
support to meet current recognize the must be built into our
market demands. potential of tourism. approach NOW.
Not fragmented * Training and Workforce But cannot shoulder If we want tourism
promotion across Development the burden alone; to remain viable and
municipalities. e Product development dedicated, industry- have a long-term
support driven funding is positive impact on our
 Strong partnerships required. communities.
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Conclusion

With coordinated action, we can shift from fragmented efforts
to a unified, forward-looking approach. Establishing a DMMO
will allow us to speak with one voice, strengthen our industry,
and embed regenerative practices that ensure growth goes
hand-in-hand with stewardship.

For more information, please visit:

valleyren.ca/tourism —
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