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The Annapolis Valley region is a growing hub for domestic and international
visitation alike. Tourists are drawn to the Valley’s landscapes, agricultural
offerings, craft beverage, culinary, and recreational opportunities. In fact,
recent data from Tourism Nova Scotia showed that 77% of visitors to Nova
Scotia were familiar with the Annapolis Valley, and four in 10 visited the
region on their most recent trip (Voice of the Visitor 2025-26). 

Given the region’s significant strengths in tourism, there are opportunities
to improve what already exists through coordination and investment. This
Gaps Analysis draws from significant primary and secondary research to
uncover, explain, and propose solutions to those gaps, all with the goal of
refining the region’s current tourism landscape into a world-class
destination with fewer friction points for visitors.

Between January and June 2026, this project inventoried close to 500
tourism assets, conducted 34 stakeholder interviews and 3 full-day site
visits across all three counties, held 3 validation sessions with 40+
participants, and collected just under 200 survey responses. Additional
background research using secondary data was also conducted, which
resulted in a tourism trends analysis. 

From this evidence base, 32 gaps in tourism infrastructure and services
were identified and prioritized.

As described in Section 2.2, the approach underpinning this work is
grounded in “appreciative inquiry”: it starts from what communities and
operators are already doing well and uses that as the foundation for
identifying opportunities for growth through targeted coordination and
investment. 

197
survey responses

34 
interviews

40 
participants in validation sessions

482
tourism assets documented

3 
full-day site visits

32
gaps identified

1. Executive Summary

Tourism Infrastructure and Services Gaps Analysis
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Gaps analysis process at a glance
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Interpreting the Gaps Priority Matrix

The gaps priority matrix on the following page organizes these findings into a prioritization visual,
drawing on the asset inventory, stakeholder engagement, site visits, and trends analysis to show
where coordinated investment would have the greatest impact. 

Axis positions are indicative, not precise scores. Axis positions for each gap were discussed and
determined through validation sessions and research, and informed by the frequency with which each
gap appeared across stakeholder interviews and a public survey of nearly 200 respondents, as well
as the judgment of the research team and Valley REN team based on field observations and
background research. 

Gaps appearing higher on the map were more consistently described as urgent; gaps appearing
further right reflect issues where government action is the primary lever for change, while gaps further
left reflect issues where private operators and industry are best positioned to lead. 

Interpreting the four quadrants of the gaps priority matrix

↖ High impact - private/mixed
Infrastructure in this quadrant has high
visitor experience impact, and would be

primarily private-sector driven.

↗ High Impact - public/mixed
These gaps have the largest positive

impact on improving visitor experience
and require coordinated effort from the
public sector with some private sector

support. 

↙ Lower impact - private/mixed
Lower visitor experience impact requiring

private coordination to address.

↘ Lower impact - public/mixed 
These gaps require coordinated effort
from the public sector, but have more
limited or localized visitor experience

impact.
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recruitment and retention
of tourism talent



2. Introduction

The Valley Regional Enterprise Network (Valley REN)
engaged 21FSP Advisory Inc. (21FSP) to undertake a
Tourism Infrastructure and Services Gaps Analysis,
examining the Annapolis Valley's tourism services and
infrastructure to assess existing tourism assets, gaps
impacting the visitor experience, and strategic
opportunities for regional growth. 

This work comes at a time of strategic focus on tourism
for the Valley REN. Over the past five years, initiatives
have included a Tourism Strategy developed through
Tourism Atlantic's Strategic Tourism for Areas &
Regions (STAR) program and now being implemented
by a 13-person committee; work toward a sustainable
funding model for a Destination Management &
Marketing Organization (DMMO), including a
Marketing Levy Consultation Report and DMMO
Funding Model Report; and regular tourism networking
events connecting partners across the region. This
Gaps Analysis was requested by municipal councils,
and is one of the deliverables of the STAR strategy. 

2.1 Why Now?

Tourism Infrastructure and Services Gaps Analysis

This Gaps Analysis extends and builds on this
foundation. At a time when visitation to the Annapolis
Valley is growing and funding support for tourism,
heritage, and culture has been under pressure,
developing a data-backed understanding of gaps in
the sector is vital. This study will help with future
planning and opportunity identification for tourism
operators, local businesses, and municipal and
provincial government partners. 

Though the Gaps Analysis necessarily focuses on
gaps, this report and the methodology behind it focus
on what is working well and opportunities for
enhancement. The Annapolis Valley has a vast
array of strengths upon which to build - not least
its strong sense of community, creative and
hardworking entrepreneurs, and beautiful natural
landscapes. 

This analysis identifies priorities for shaping a
resilient and locally supportive tourism sector that
benefits the community, showcasing assets to visitors
who are excited to explore this beautiful region. 
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https://valleyren.ca/wp-content/uploads/2025/12/AV-STAR-Strategy_Final.pdf
https://valleyren.ca/wp-content/uploads/2025/05/Industry-WhatWeHeardReport_April_2025.pdf
https://valleyren.ca/wp-content/uploads/2026/01/20250820-Valley-REN-Regional-Marketing-Levy-Framework-and-DMMO-Report-Web.pdf
https://valleyren.ca/wp-content/uploads/2026/01/20250820-Valley-REN-Regional-Marketing-Levy-Framework-and-DMMO-Report-Web.pdf


Interviews
Individual interviews with municipal representatives and tourism operators explored tourism gaps,
opportunities, and priorities. 34 stakeholders were consulted. 

Online survey 
The survey asked about perceptions of tourism, pain points and gaps, opportunities on the horizon, hidden
gems, areas that feel under-served, and seasonality, among other themes. Responses came from
community members and residents, tourism operators, local businesses, and visitors. The survey collected
197 responses. 

Asset inventory 
A baseline inventory of tourism assets was collected (482 assets) using the Valley REN’s preexisting data
and secondary desktop research. Data was sourced from Google Maps listings, Yellow Pages, Tourism Nova
Scotia’s business listings, conversations with the Valley REN and operators, and social media. This baseline
inventory was used to create 1) an asset dashboard and 2) maps used to visualize tourism clusters.
Community assets not primarily intended for tourists were not included in this inventory (e.g., trails or natural
locations not advertised on tourism platforms; grocery stores; fast food locations; etc.). 

Trends analysis
The trends analysis identifies demand pressures, supply-side constraints, and proven response models,
providing context for defining the “gap” between current conditions and realistic future potential. Data was
sourced primarily from Statistics Canada, Tourism Nova Scotia, and other extant literature. 

Site visits
To complement the analysis, researchers undertook three full-day site visit trips in West Hants, Kings
County, and Annapolis County, visiting a mix of tourism attractions to assess visitor readiness and evident
gaps. The assessment followed a field memo template for consistency in assessment approach across the
research team / sites being visited, and researchers took photos and voice memos as a way of collecting
audiovisual data. 

Validation sessions
Three validation sessions with 40+ participants were held in June 2026 with municipal elected officials
and staff, tourism operators, and other stakeholders in the tourism sector. During these sessions, the gaps
analysis findings to-date were presented and tested, and a prioritization exercise was conducted. These
sessions helped the research team determine priority rankings and public vs private sector responsibility for
the most pressing gaps, and was a way to identify additional gaps and contextual factors.

Multiple primary and secondary research methods were used in the development of this Gaps Analysis. 
These include both qualitative and quantitative research tools:

2.2 Methodology

Tourism Infrastructure and Services Gaps Analysis
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3. Background Research Findings
3.1 Trends Analysis

Tourism Infrastructure and Services Gaps Analysis
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Fig 1. Data: Statistics Canada. Table 24-10-0070-01 

Demand is shifting toward what the Valley already offers 
National and provincial visitor spending is moving from retail toward experiences. Entertainment and recreation
spending to Nova Scotia grew 7-7.5% annually from 2018 to 2024 (Statistics Canada), aligning closely with the
Valley's top self-reported differentiators (Bay of Fundy geology and tides, natural scenery, food/wine/agriculture).
These differentiators and spending trends also align closely with Tourism Nova Scotia's target traveller segments
(Outdoor Explorers, Cultural Seekers, Simplicity Lovers). 

High-level visitation trends

https://www150.statcan.gc.ca/t1/tbl1/en/tv.action?pid=2410007001
https://www150.statcan.gc.ca/t1/tbl1/en/tv.action?pid=2410007001
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Seasonality is a constraint both provincially and locally
The Bay of Fundy/Annapolis Valley tourism region concentrates 68% of its annual room nights in a six-month
window (May-October), in line with most of Nova Scotia outside Halifax (NS Tourism Sector Strategic Plan).
Operators describe summer and early fall as “already saturated,” with the province naming season extension ("365")
as a named strategic theme (Industry What We Heard; NS Tourism Sector Strategic Plan).

Workforce gaps could constrain growth as demand rises
The Valley's tourism labour shortfall is projected to reach roughly 273 workers by 2040, consistent with the province's
identification of workforce and housing availability as a top sector risk (NS Tourism Sector Strategic Plan). 

21FSP projections based on provincial-level data supplied by Tourism HR Canada. 

A wide awareness-visitation gap 
77% of recent Nova Scotia visitors are familiar with the Annapolis Valley, yet only 40% actually visit it, showing a
wide awareness-to-visitation gap (Voice of the Visitor). This is also reflected in TNS data, which shows that room
nights sold in the Annapolis Valley-Bay of Fundy region declined by 1% between 2024 and 2025 (although the
region still contributes over 11% of all room nights sold in the province - the third most among the 7 regions). 

Wayfinding and basic visitor-facing infrastructure are a well-reported gap
Secondary sources raise confusing secondary-road navigation and inadequate maps (Voice of the Visitor); “the top
priority for any community is a wayfinding system,” alongside inconsistent parking signage and outdated
attraction/directional signs (Roger Brooks Assessment); and operator calls for better road signage and a regional
guidebook (Industry What We Heard). 

External risks facing tourism education programs and funding 
Beyond the labour shortfall already noted, structural changes to the region's tourism training pipeline warrant
attention: the closure of NSCC's tourism and hospitality programs, including culinary and service training previously
offered at Kingstec, has reduced a key source of skilled workers entering the sector. The recent reduction in
discretionary grant funding available to museums, Visitor Information Centres, and the creative industries also
reflect a broader decline in public investment in infrastructure and creative/heritage assets that are important to the
Valley’s tourism ecosystem. 

https://tourismns.ca/plans-and-reports/tourism-nova-scotias-strategy


4. Online Survey: Key Findings 

Tourism Infrastructure and Services Gaps Analysis

Top Tourism Assets 
Respondents identified natural landscapes and outdoor recreation (149) and food, wine, and agri-tourism
(146) as the Valley's strongest tourism assets, followed by rural charm and sense of place (105), arts, music, and
festivals (81), and cultural and heritage attractions (73). Both operators and non-operators in the Valley
recognize that some of the region’s strongest tourism assets are experience-based (e.g., natural landscapes), which
aligns well with spending trends outlined above, in Section 3.1.

Wellness and experiential tourism (14) registered comparatively lower counts, suggesting an opportunity to further
develop wellness experiences that build on the region's natural and rural appeal (e.g., guided forest bathing, spas
with outdoor relaxation areas, and hiking tours that emphasize holistic wellness). 

The online survey gathered perceptions of tourism across the Annapolis Valley, exploring strengths, pain points and
gaps, and the effects of seasonality, among other themes. The survey received 197 responses in total, including 38
(19%) from tourism/business operators and 159 (81%) from non-operators. The latter group was made up largely of
residents (146) alongside a smaller number of visitors (13).

The sections below highlight key findings from across the survey. More detailed results, filterable by respondent
type, are available in a dashboard, viewable by request to the Valley REN. The highlights presented in this section
reflect combined data from both tourism/business operators and non-operators.
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Fig 2. Top Tourism Assets. Source: 21FSP data



Tourism Infrastructure and Services Gaps Analysis

Ways to Improve the Region’s
Accessibility/Inclusiveness 
Accessibility standards and public transportation
were the top suggestions for making the region
more accessible and inclusive. 

Respondents’ identification of public transit as one
of the key ways to improve the accessibility of the
region is closely aligned with the findings of the
trends analysis, which noted that public transit
coverage is limited relative to the geographic
spread of tourism assets.

The results suggest that improving accessibility,
both physical and informational, remains a
meaningful opportunity to help more visitors and
residents fully enjoy what the Valley has to offer.

Effect of Seasonality on Tourism 
Limited winter programming and tourism
infrastructure not designed for off-season use were
the two most commonly cited seasonality effects,
followed by staffing challenges and business
viability challenges.

As noted in Section 3.1, total visitation to Nova
Scotia is growing, in part due to shifting travel
patterns as a result of diplomatic tensions between
Canada and the United States. As Canadians
travel more within the country, and as overseas
visitors increasingly redirect toward Canada,
expanding winter programming and designing
tourism infrastructure for winter use represents one
way that tourism/business operators can better
capitalize on this opportunity and address business
viability challenges.

The seasonal staffing challenges identified by
survey respondents mirror the province’s projected
tourism labour force shortfall (see Appendix A:
Trends Analysis). This shortfall makes it harder for
operators to extend their offerings into the shoulder
and winter seasons and emphasizes the
importance of training, recruitment, and retention
strategies.

11
21FSP Advisory | Valley Regional Enterprise Network

Fig 3. Seasonality and tourism. Source: 21FSP data

Fig 4. An accessible boardwalk in Greece; for illustrative purposes.
Source: Elena Khorozova (Canva Pro license) 



Tourism Infrastructure and Services Gaps Analysis

Quick Wins to Improve Tourism Growth 
When asked to identify quick wins, respondents most often pointed to marketing and infrastructure
improvements (such as parking, washrooms, wayfinding / signage, seating (picnic tables, benches), and potable
water at secluded destinations), followed by event development and accommodations, and the establishment of
a DMMO.

These responses reflect many of the same themes identified in this report, from the desire for stronger regional
coordination to the opportunity to build out transportation options.

The relatively high interest in marketing and a DMMO also aligns with the Valley REN’s current momentum on this
front, suggesting stakeholder appetite for continued progress in this area.

Greatest Opportunities to Strengthen Tourism in the Annapolis Valley 
Season extension initiatives and improved infrastructure and amenities topped the list of opportunities respondents
identified, followed by transportation solutions, increased accommodations across price ranges, and better
coordination across communities.

These priorities echo several of the dimensions explored in the trends analysis, including the province’s focus on
season extension and the noted infrastructure demands (e.g., improved road signage and maps) associated with a
resilient, expanding tourism sector.
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Fig 5. Opportunities to strengthen tourism. Source: 21FSP data



5. Gaps Analysis

Tourism Infrastructure and Services Gaps Analysis
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5.1 Tourism Assets Map
The following maps show all tourism assets identified during data collection in preparing the tourism asset inventory.
The legend in the bottom right corner shows different coloured dots for different types of assets, as well as village
and municipal borders. 

As visualized in this map, tourism assets cluster heavily in the Wolfville / Greenwich / Gaspereau area, with other
visible clusters in Avondale, Windsor, Berwick, Kentville, Canning, Port Williams, Kingston / Greenwood, Middleton,
and Annapolis Royal. 

Fig 6. Tourism asset clusters across the Annapolis Valley region (all asset types)

The region has significant strengths in food and beverage (126 assets identified), culture and heritage (64 assets
identified), and natural/outdoor tourism assets (55 assets identified but this is likely much higher due to many of
the Valley’s natural assets not being listed on typical tourism platforms). 



Tourism Infrastructure and Services Gaps Analysis
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Experience Clusters 

The implications of this mapping exercise are largely around identifying opportunities for investment. When
determining investment opportunities, examining where current clusters exist and prioritizing those areas can help
direct investment dollars toward locations that already have a critical mass of infrastructure, rather than spreading
funding thinly across isolated or underdeveloped areas. 

For instance, three indicative clusters emerge around the following (these are not exhaustive: there are other
emerging experience clusters in the Valley): 

1.Greenwich and Port Williams - agritourism cluster 
2.Annapolis Royal - arts and heritage cluster 
3.Bay of Fundy - coastline experiences cluster 

Within these clusters, infrastructure and services such as winter road maintenance and cell service coverage
improvements may be considered higher priorities for enhancing the visitor experience and encouraging year-round
visitation. 

Fig 7. Tourism asset clusters by experience (indicative sample)



5.2 Asset Inventory and Dashboard 

Tourism Infrastructure and Services Gaps Analysis
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A key deliverable accompanying this report is an asset inventory and dashboard (available upon request to the
Valley REN). 

The asset inventory is a collection of 482 tourism assets across the Annapolis Valley (for this study, West Hants,
Kings County, and Annapolis County). 

Assets were collected both through extant datasets and primary desktop research and stakeholder validation. Each
asset entry contains information on a range of indicators, including location, hours of operation, seasonality, pet
friendliness, family friendliness, physical accessibility, presence of live music, whether there are accommodations
onsite, availability of wifi and cell service, if a booking system is in place, whether parking is available and what type
if so, and a rating of data confidence. 

Based on the inventory, an asset dashboard was created with functionality to view assets by both asset type (for
example, food and beverage; accommodations; heritage/culture; and so on), sub-region (West Hants, Kings County,
and Annapolis County), and more granularly - by individual community. 

The dashboard provides insight into regional patterns of tourism assets across the assessed indicators. It is
intended as a research and planning tool for the Valley REN, for any stakeholders interested in investment
opportunities, and for tourism operators who would like to learn more about the contexts in which they function. 

The figures derived from the asset inventory in this report represent a point-in-time snapshot and are indicative, not
precise, as of August 2026. The inventory and dashboard will be maintained and updated by the Valley REN beyond
publication of this report. 

Fig 9. Tourism Asset Inventory: Dashboard Data Visual 

Fig 8. Filters in the Asset Inventory Dashboard. Community-level filter also available. Filters
can be selected to make the chart visuals in the dashboard more granular to the filter selection. 



5.3 Gaps Analysis by Sub-Region 

Tourism Infrastructure and Services Gaps Analysis
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The following pages present one-page profiles of
each sub-region: Annapolis County, Kings County,
and West Hants. Each profile pulls together what we
learned from the asset inventory, interviews, the
online survey, site visits, and validation sessions, and
is organized the same way:

Strengths describe the sub-region's tourism anchors
and standout assets: what is working and what
visitors come for.

At a Glance provides key figures from the asset
inventory, including the number of assets inventoried,
accommodation counts, accessibility ratings, and a
Visitor Readiness Score (VRS). The VRS is an index
of 10 equally weighted indicators applied to all 482
assets in the inventory. Section 5.7 describes the
method in detail.

Primary Gaps list the most significant gaps identified
for the sub-region, in rough order of how consistently
they surfaced across data sources. A gap appearing
here means it was flagged in more than one source,
for example, raised in interviews and observed during
site visits.

Fieldnotes recount a specific moment from our site
visits that illustrates a gap in practice. Each was
chosen because researchers encountered the same
issue repeatedly across the sub-region.

Interview quotes were selected to reflect views we
heard from multiple participants, in the words of one.
They are illustrative of common themes.

Taken together, the profiles show a region with
significant strengths but a consistent set of gaps:
wayfinding, accessibility, connectivity, and visitor
amenities recur across all three sub-regions, with
local variations noted in each.

Fort Edward, Windsor NS
Source: Canva Pro Licensining 

Bear River, NS
Source: Digby Area Tourism Association 



5.3.1 West Hants

Tourism Infrastructure and Services Gaps Analysis

17
21FSP Advisory | Valley Regional Enterprise Network

STRENGTHS AT A GLANCE

PRIMARY GAPS

FIELDNOTES

West Hants boasts exceptional assets such as
Martock Ski Hill (which has season extension
initiatives underway), Avon River Heritage Centre,
the bustling downtown of Windsor, the long-
standing Mermaid Theatre, museums and
historically significant sites, and seasonal
festivals. Its Minas Basin coastline features views
of Blomidon and red cliffs, with trails and parks
throughout the area. Its food and craft beverage
scene has also expanded in recent years. 

71 assets inventoried
Visitor Readiness Score: 6.4/10
19% of assets rated as “not accessible”; 40% of
assets’ accessibility is unknown
8 accommodation assets
Lowest rate of evening hours regionally (37%)

1.Wayfinding and signage for attractions is
limited, absent, or hidden by trees / damaged 

2.Limited marketing of key tourism assets 
3.Out of date information on digital platforms for

key tourism sites 
4.Low number of accommodations 
5.Limited destination retail 

At a heritage site in West Hants, entry by
donation is named only online, and a lack of
direction from attendants and signage at the
site itself meant that the heritage site could be
missing out on potential earned revenue. 

Fig 14. Assets by type, West Hants. Source: 21FSP data

Fig 15. QR codes and signage at the Avon River Heritage Society. 

INTERVIEW QUOTES

“Windsor is now a micro-destination.” 

"The only way people can linger longer is if
people have things to spend their time at and a

place to lay their head at night."



Fig 12. Assets by type, Kings County. Source: 21FSP data

5.3.2 Kings County 

Tourism Infrastructure and Services Gaps Analysis
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STRENGTHS AT A GLANCE

PRIMARY GAPS

FIELDNOTES

Kings County has a number of anchor
destinations, including nationally significant
assets: Grand Pré's UNESCO World Heritage
status, an established and growing wine and craft
beverage industry, an increasingly diverse and
abundant restaurant landscape, Wolfville's
cohesive, well-branded downtown, well-
maintained stretches along the Harvest Moon
Trail, a growing number of recreation offerings, an
abundance of live music and performing arts
venues/festivals/shows, and natural assets.

271 assets inventoried
Visitor Readiness Score: 6.5/10
Most accommodation assets of all counties - 32
21% of assets rated as “not accessible” 
41 assets have live music onsite 

1.Wayfinding and signage for attractions is
limited or absent 

2.Accommodation capacity and options - most
operators are fully booked in the peak
season; accommodation options thin out
west of New Minas

3.Year-round tourism offerings / attractions
(though efforts in the winter tourism space
are growing) 

4.Cell/digital dead zones outside the main
corridor (e.g., Halls Harbour) and in some
major towns (e.g., Kentville) 

5.Absence of large indoor, weather-
independent attraction

At Halls Harbour, a gift shop owner almost lost a sale
because they had no signal to process debit, and there
is no nearby ATM. The only alternative was e-transfer,
a process that some visitors may not have the time,
interest, or comfort-level to undertake. 

Fig. 13: Researchers were given this operator-made
map of the Starrs Point Loop at the Wood N’ Hive
Farm. The “loop” featured on the pamphlet is different
from that advertised on a road sign near the U-pick,
and while still in circulation, the map is now out of print.
There’s opportunity to revive the work of this
community initiative - such as creating a digital version. 

Fig 13. Starrs Point Loop map. Source: 21FSP site visits. 

INTERVIEW QUOTES

“Hospitality is very maritime-specific and special.” 

“Cell service for sure is a big barrier. Even in Canning,
there is none.”



5.3.3 Annapolis County 

Tourism Infrastructure and Services Gaps Analysis
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STRENGTHS AT A GLANCE

PRIMARY GAPS

FIELDNOTES

Annapolis County is rich in heritage, culture, and
natural assets. The county’s tourism anchor is
Annapolis Royal, with an array of galleries,
destination retail, a growing culinary and cafe
scene, a boardwalk, lively public spaces, and
major attractions like Fort Anne and the Historic
Gardens. Outside of Annapolis Royal, agritourism
and arts venues and museums in Middleton draw
visitors and locals alike. Multiple quaint coves and
ports dot the North Mountain coastline, some of
which are still active fishing harbours. Bear River
and Kejimkujik National Park are also both
significant draws for visitors. Stakeholders spoke
highly of the county’s rural charm and scenic
landscapes. 

140 assets inventoried
Visitor Readiness Score: 6.1/10
28% of assets rated as “not accessible” 
24 accommodation assets
23 culture and heritage assets 

1.Wayfinding and signage for attractions is
limited, absent, or hidden by trees / damaged 

2.Physical inaccessibility of destination retail /
downtown core buildings 

3.Public washrooms at rural and coastal sites 
4.Formal recreation and adventure options are

limited, but there is significant potential given
the region’s natural landscapes  

5.Inconsistent or absent cell coverage 
6.Harvest Moon Trail maintenance and

coordination with municipalities 

Driving to a small provincial park outside of
Annapolis Royal, no advance signage for the
park means the researcher relies on a map to
navigate there. At the site, the sign is covered by
trees and difficult to read from the road; the
researcher fully passes it and has to turn around
to navigate back to the park. Similar signage
issues persist throughout the region, with limited
to no advance signage ahead of some key
attractions. 

Fig 10. Assets by type, Annapolis County. Source: 21FSP data

Fig 11. The boardwalk in Annapolis Royal. Source: 21FSP

INTERVIEW QUOTES
“Compared to a city, you can go to beaches and there’s

nobody there – there is peacefulness.”
 

"Transportation is fine if you have your own car, if you
don't have your own car you better just be hanging out in

Halifax!" 



Category Gap Current State Desired State

Governance and
Marketing

1) Unified Brand /
DMMO

Currently no single body dedicated to
coordinated destination marketing for the

Annapolis Valley as a region

A unified brand for the Annapolis Valley
region, coordinated by a DMMO

2) Geographic Exclusion
of Communities Outside

Kings County Core

Stakeholders outside of the Kings County
“core” consistently raised a perception of

exclusion from the tourism economy,
voicing a need for greater co-marketing,

funding, and general supports for
enhancing the tourism environment.

An Annapolis Valley where all counties
benefit equally from tourism, with greater

collaboration and coordination, and
dispersal of visitors outside of the Kings

County “core.”

3) Harvest Moon Trail
Governance and

Marketing

The Harvest Moon Trail is a significant
asset with growing recognition and

visitation. Its governance is currently
fragmented, and

wayfinding/signage/maintenance efforts
are left to individual entities, associations,

and towns.

A cohesively marketed, maintained, and
governed Harvest Moon Trail that provides
an excellent and consistent experience for

trail users from end-to-end, with entry points
to the communities and tourism assets

4) Marketing Levy

West Hants and Kings County currently
do not have marketing levies in place;
many other municipalities in NS do,

including Annapolis County

The adoption of a 3% marketing levy on the
purchase price of accommodations to be

collected from visitors to support the
establishment of a DMMO

5) Cultural Institutions
Promotion 

Stakeholders noted underpromotion of
cultural institutions, museums, performing

arts venues, theatres, and heritage
organizations

Cultural and heritage institutions featured
more prominently in tourism marketing;

included in curated and bookable itineraries;
enhance digital discoverability

6) Wedding Tourism and
Major Event Spinoff

Visitation

Multiple venues are at or near capacity for
weddings; drawing guests internationally
and nationally with little active marketing

outside of Atlantic Canada. These guests,
and guests at major events, often spend
time visiting tourism sites and attractions,

and are often a high-spend segment.
Lacking an event strategy for the region

Marketing targeted specifically toward
wedding guest visitors near key destination
wedding sites to potentially lengthen stays;
recognition of wedding spinoff visitation in
tourism strategizing. An event strategy and
implementation for the Valley lead by the

future DMMO; support for bidding process
and event information resources

Infrastructure

7) Wayfinding and
Signage

No unified signage system across the
Valley; many operators are unable to

afford provincial highway signage;
confusion about how to get signs; signage

condition and visibility sometimes poor
(damaged, tree coverage); lack of
advance signage for attractions,

especially for assets outside the food and
beverage sector

Consistently branded signage; visible
signage; easy-to-access information on
securing signage for operators; advance

signage ahead of attractions;
comprehensive digital navigation aids; tide

signage at beaches

8) Accommodations

Dominance of boutique, small, and bed
and breakfast operators; lack of branded

hotels and mid-range options; lack of
capacity in West Hants

More accommodations capacity through
branded hotel development to support
large-scale events and wedding spinoff

tourism; more mid-range options

32 gaps across 9 categories emerged out of the research. See Appendix D for details on frequency. 

Tourism Infrastructure and Services Gaps Analysis
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5.4 Thematic Gaps Summary: Current State and Desired State



Category Gap Current State Desired State

9) Public
Transportation

Limited options for reliable public
transportation, particularly in very rural

areas; car-dependent culture

Car share service development, shuttles,
or other methods that visitors can use
aside from individual transportation;

communications about what
transportation options are available

10) Cell Service and
Digital Connectivity 

Limited or absent cell service in both
rural areas (especially along the North
Mountain) and reports of limited cell
service in towns; impacts operator

POS systems

Reliable cell service to aid navigation,
communications, and transactions

11) Road Conditions
and Safety

Potholes, crumbling shoulders, and
winter road conditions in some

communities

Repaired road conditions and winter
road maintenance to shape smooth
visitor experience; wider shoulders

where there are agritourism clusters for
cyclists (i.e., Port Williams / Greenwich)

12) Public Washrooms
and Visitor Amenities 

At some sites, lack of public
washrooms, potable water, garbage

disposal, and seating

Presence of washrooms, potable water,
garbage disposal, and seating at popular

attractions

13) EV Charging
Infrastructure

Limited EV charging infrastructure
across the Valley

Widespread and accessible EV chargers
to facilitate sustainable travel

14) RV Infrastructure
and Dump/Fill Station

Map

No map of where RV infrastructure and
dump/fill stations are in the Valley

A digital and print map of RV
infrastructure including dump/fill stations

15) Parking
Congestion in High-
Traffic Communities

During peak season, parking in high-
traffic communities can become

congested, creating friction for visitors

Adequate parking for both visitors and
residents to support visitor economy;

shuttle services and other transportation
services that can reduce parking

congestion in key areas

Visitor Services

16) Visitor Information
Centre (VIC) Closures

Provincial VICs permanently closed in
early 2026; concerns about travellers

accessing information on Valley
attractions

Accessible and comprehensive digital
information tools, local guides, signage,
guide books, and/or an app provided by

a DMMO

17) Integrated Digital
Trip Planning Tool /

App 

Absence of a digital tool or app for
planning trips in the Valley

A one-stop digital tool for creating
itineraries

18) Hours of Operation
Inconsistent, incorrectly listed, or

limited hours of operation (i.e., closed
evenings and weekends)

Hours of operation that support lively
visitor economy and cooperatively boost
neighbouring attractions; coordination of

operating hours across businesses,
events, and attractions; reminders sent

to businesses to update their hours
online

19) Bookable /
Packaged Experiences

Limited number of bookable, packaged
experiences (combining multiple

attractions/visits into one experience)

A range of bookable, packaged
experiences that support extended
visitor stays, spending, and that can

benefit from coordinated marketing and
co-promotion

Tourism Infrastructure and Services Gaps Analysis
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Category Gap Current State Desired State

20) Digital Marketing

Outdated digital information for some
assets leading to visitor confusion or
missed visits / spending; absence of

consistent marketing and branding for the
Valley region

A DMMO to lead coordinated destination
marketing; updated information for visitors on
operator websites; digital hygiene workshops;
a digital audit; funding for content creation; a

centralized platform with packages,
itineraries, top 10s, and travel motivators; and

a single, easy-to-navigate, visitor-focused
calendar with regional filters and maps

Seasonality

21) Key Year-Round
Attractions

Revenue concentration is oriented around
June-September/October and many

tourism businesses close or reduce hours
after Thanksgiving weekend; there are few

weather-independent indoor family
attractions, nor a conference or large event

centre; limited winter programming

A sustainable year-round tourism economy
that extends the season beyond October;

additional winter and off-season attractions; a
weather-independent family-focused

attraction

22) Winter Road
Conditions

Some stakeholders raised poor winter road
conditions as a constraint to visitation;

however this is largely due to NS winter
weather patterns. Secondary roads often

not cleared quickly after storms

Safe road conditions during the winter, as
feasible, in highly-visited areas, to encourage

off-season visitation.

Accessibility and
Inclusion

23) Physical
Accessibility

Physical accessibility is uneven across the
region’s tourism assets; commonly due to

stair only entrances, inaccessible
washrooms, or missing accessible paths

Tourism assets across the region meet
consistent physical accessibility standards

before the 2030 federal accessibility deadline

24) Indigenous
Experiences,

Representation, and
Marketing

Regional tourism development and
promotion has historically not included

Mi’kmaq communities in the region

Mi’kmaq communities are resourced and
active partners in regional tourism planning;

Mi’kmaq interpretation and language are
present alongside English and French at
relevant sites; promotion of Indigenous
tourism attractions; coordination among

tourism stakeholders such as Indigenous
Tourism Enterprise Network of NS 

25) Mid-Range
Product Pricing

Accommodation and experience offerings
cluster at high-end (boutique/luxury) or low-

end (motel/campground) with fewer in-
between options

A range of mid-range tiers for
accommodations

Labour and
Workforce

26) Tourism Labour
Shortage - current

and projected

Staffing shortages constrain operators'
hours and service levels, especially during

the winter months

A stable, adequately staffed tourism
workforce, supported by coordinated training,
recruitment, and retention strategies, allows
operators to sustain consistent hours and

service quality as demand grows; educational
programs such as NSCC's tourism and

culinary management

27) Immigration Policy
Impacts

Federal immigration pathway restrictions
are removing experienced workers from the
sector, with operators reporting the loss of
long-tenured staff who no longer have a

route to permanent residency

Immigration pathways reflect the tourism
sector's genuine labour needs, allowing

operators to retain experienced workers and
recruit internationally as the workforce gap

widens

Tourism Infrastructure and Services Gaps Analysis
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Category Gap Current State Desired State

Funding and
Government

28) Arts and Tourism
Funding

Provincial 2026–27 budget cuts have
reduced funding to the cultural and arts
organizations that anchor the region's
tourism appeal, including reductions to

Community Museum Assistance,
Mi'kmaq Cultural Activities, and Arts
Equity Funding; lacking innovative
approaches to sustainable tourism

funding beyond government support

Arts and cultural institutions receive stable,
adequate funding that reflects their role as
tourism anchors; innovative approaches to

funding

Destination Identity

29) Fragmented Valley
Identity 

Visitors and residents alike often don't
perceive the Annapolis Valley as a single,

cohesive destination, and the region
lacks a unified brand comparable to

Cape Breton or Prince Edward County's
"The County"

The Annapolis Valley is recognized, marketed,
and experienced as a cohesive regional
destination with a shared identity, while

preserving the distinct character and
authenticity of its individual communities

30) Local Storytelling
and Heritage Assets

Interpretation of local stories and
heritage assets varies widely, from

professionally developed exhibits to a
single bulletin board or plaque, leaving
many distinctive community narratives

largely untold

Local heritage stories are consistently and
professionally interpreted across the region,
giving visitors access to the narratives that
differentiate each community rather than a

handful of well-resourced sites

Market Access

31) Air Access and
International
Connectivity

Air access to Nova Scotia remains
constrained, with U.S. visitation still

roughly 40% below pre-pandemic levels
and recent diplomatic tensions further

reducing U.S. arrivals, limiting the
Valley's reach into international markets

beyond road-trip visitors

While air access itself sits outside the Valley's
control, the region is positioned to capture a

growing share of domestic and overseas
visitors through diversified marketing and a
stronger ground-level visitor experience that

converts arrivals into Valley visits

32) Highway Signage
Access

Provincial highway signage rules cap
qualifying distance at 10 km and cost
upward of $10,000 per sign, excluding

rural operators farther from Highway 101
and leaving visitors with no way to find

businesses that lack a sign

Highway signage policy and cost structures are
accessible to rural and small operators, so
visitors can find businesses and attractions

regardless of distance from the highway
corridor

Tourism Infrastructure and Services Gaps Analysis
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Census Division Commercial STR Whole-Home (Primary
Residence) STR

Traditional Tourist
Accommodation (registered)

Kings CD 96 63 129

Annapolis CD 23 33 92

Hants CD* 40 33 88

Scope and Exclusion Rationale
Short-term rental (STR) properties (e.g., listings on Airbnb, VRBO, and similar platforms) are an important
component of the region’s accommodation supply. In this study, however, they are excluded from the
accommodation counts and spatial asset inventory presented in this report. This exclusion reflects three specific
data limitations:

1.Address and geocoding limitations: the principal available sources of STR data do not provide verified street
addresses, precluding the geocoding required for inclusion in the spatial asset inventory underlying this study.

2.Cross-platform duplication risk: STR units are frequently listed across multiple booking platforms simultaneously,
creating a substantial risk of double- or triple-counting individual units.

3.Seasonal listing volatility: STR listings fluctuate seasonally, with a meaningful proportion inactive during parts of
the year; this volatility complicates the production of a stable, point-in-time count.

Accordingly, “accommodations” as used throughout this report refers specifically to hotels, bed and breakfasts,
motels, inns, and campgrounds. 

Supplementary Context: Provincial STR Registry
The table below presents counts from the Nova Scotia Short-Term Rental Registration Act registry, which requires
owners/operators of short-term rental accommodations (rented for 28 days or less) to register with the province.
Data are current to June 8, 2026 and are reported at the Census Division (CD) level; because the registry does not
provide unit-level addresses, these figures could not be integrated into the asset inventory or map and are
presented here as regional context only.

Tourism Infrastructure and Services Gaps Analysis
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5.5 Accommodations Spotlight: Considering Short-Term Rentals (STRs)

*Hants CD includes both West Hants Regional Municipality (the area of interest for this study) and the Municipality of East Hants
(outside the study area). Figures shown for Hants CD should be read as an upper bound on West Hants’ actual STR and
traditional-accommodation supply, not a precise count. No sub-CD breakdown is available from this source to isolate West Hants
specifically. 

Reconciling Registry Counts with the Asset Inventory
The registry’s “Traditional Tourist Accommodation” category (defined by the province as “a bed and breakfast,
hostel, hotel, motel, personal vacation home, rented room, resort establishment, or unusual lodging”) should not be
summed with or expected to reconcile against this report’s own accommodation asset counts (Kings County: 33;
Annapolis County: 24; West Hants: 8). The two counts reflect different methods and populations: the asset inventory
identifies address-verified, visitor-facing tourism accommodations directly, while the registry is a self-reported
compliance count under provincial legislation; consistently higher registry totals in every county are expected given
this broader scope. 



Tourism Infrastructure and Services Gaps Analysis

Method
A Visitor Readiness Score (VRS) was determined for
each of the 482 assets in the inventory using an
index of 10 equally weighted indicators.

The VRS reflects a set of practical and visitor-facing
conditions that bear directly on whether someone
arriving at an asset will have a functional,
comfortable, and accessible experience. It does not
assess the quality of the core product or experience
itself; rather, it assesses the supporting conditions
that enable visitors to find, access, and comfortably
use an asset.

Each component is scored on a scale from zero to
one, with partial credit applied where conditions are
present but limited. The ten components are: the
availability of dedicated parking (scored 1 for a
dedicated lot and 0.5 for street parking only); the
presence of an onsite washroom; physical
accessibility (scored 1 for fully accessible and 0.5 for
partially accessible); whether the asset is publicly
accessible; cell service availability (scored 1 for
confirmed service and 0.5 where service is limited or
intermittent); the availability of public Wi-Fi; whether
any booking system is in place (online, email, or
phone); whether the asset operates during evening
or weekend hours; whether access is free or
donation-based; and whether food is available onsite. 

Scores across all ten components are summed,
yielding a composite score on a scale from zero to
ten. Assets scoring seven or above are classified as
High visitor readiness; those scoring between four
and seven are classified as Medium; and those
scoring below four are classified as Low.

Limitations 
The assessment has two limitations. First, the
physical accessibility component relies on publicly
available documentation and visitor-reported
information rather than direct site inspection (though
much of the research team had direct experience
with a number of the assets, not all assets were
known first-hand to the research team). Assets where
accessibility is undocumented are treated as
unknown and receive no score for that component,
which means scores for under-documented assets
may understate their true readiness. 

Second, the score treats all ten components as equal
contributors, which reflects the intent to assess
across a broad range of visitor-facing conditions
rather than to weight any single factor as
categorically more important than others. In this way,
the same total score can reflect different readiness
profiles. Additionally, not all assets should be
expected to have all ten indicators present (such as
food onsite). 

Results
Across the 482 inventoried assets, the regional
average Visitor Readiness Score is 6.4 out of 10. 

County-level averages are comparable across the
region, with Kings County at 6.5, Annapolis County at
6.2, and West Hants at 6.4, though these aggregate
figures mask some variation in where gaps
concentrate within and across counties. 

The highest-scoring individual assets (scoring 9.5 or
10) are predominantly food, beverage, service
stations, and hospitality venues with year-round
operations, online booking, full facilities, and
accessible premises. Lower-scoring assets are
disproportionately concentrated among natural and
outdoor sites, heritage properties, and small cultural
venues, where physical accessibility, onsite
washrooms, cell service, and booking infrastructure
are frequently absent or underdocumented.
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5.6 Visitor Readiness Assessment 



The Annapolis Valley has a quality tourism asset
base, but the infrastructure and operational
conditions surrounding many of those assets are
limiting operational readiness and operators’ capacity
to meet visitor expectations. The gap is not primarily
between what the region offers and what competitors
offer but rather a gap between what the region's most
distinctive assets actually are and what a first-time
visitor encounters when they try to access them.

The regional average is pulled upward by the food,
beverage, and hospitality sector, which scores
disproportionately well because restaurants,
breweries, and wineries are inherently visitor-facing
businesses with strong commercial incentives to
maintain online presence, operate regular hours,
provide washrooms, and accept bookings. 

When those asset types are set aside, the readiness
picture for the asset categories that most distinguish
the Valley, such as heritage properties, natural
sites, small cultural venues, and experiential
outdoor assets, is lower. 

Because visitors do not experience the food and
beverage sector in isolation, but rather as part of an
overarching trip experience, going from a high-
readiness restaurant to a low-readiness heritage site
can create a disjointed experience. 

Such distinctions were notable during research site
visits. For example, visitor readiness was high at food
establishments and cafes, but when our team visited
some natural attractions and destination retail, the
experience became “less visitor ready,” creating
friction due to an absence of advance signage,
unavailability of washrooms, and poor or absent cell
service. 

Tourism Infrastructure and Services Gaps Analysis

The physical accessibility finding is the starkest in
the entire dataset. 4% of inventoried assets are rated
fully accessible. Over a quarter, however, could not
be assessed because accessibility information is not
publicly available. 

The validation sessions, online survey, and
stakeholder consultation also identified physical
accessibility as a gap, and the cross-Valley site visits
provided ground-level confirmation: many assets
have steps leading to their entrance which makes
them inaccessible for many people, including parents
with strollers and people with walking limitations.
Many of the region's natural, heritage, and cultural
assets were not built or designed with contemporary
accessibility standards in mind and have not had the
capital investment to retrofit them, so this issue is not
the fault of any one operator; it reflects a systemic
pattern that has emerged over time as accessibility
standard expectations in NS and Canada have
increased over time.

The digital readiness gap is similarly systemic and
confirmed across the research. Online booking is
available at 32% of inventoried assets in which online
booking would be appropriate (for instance, beaches
would have been marked as Not Applicable). 

Stakeholder consultation and the online survey
identified opportunities to enhance digital presence
and the absence of online booking as a potential
barrier to visitor conversion. Many websites,
particularly for nonprofit assets or community-run
assets, have outdated or absent information,
particularly where their survival relies on volunteer
labour. 
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Wayfinding emerges as a gap that cuts across both
the pre-arrival and arrival phases of the visitor
journey in a way that is distinct from the digital
readiness issue. During the site visits, across all
counties, signage directing visitors to a number of
sites did not appear until very close to the site; this
would mean that visitors could be navigating for
some time without confirmation they were on the right
route. 

Many visitors now use phone-based maps, but cell
service is not always reliable in the region, making
signage a fairly significant gap. To reliably find
locations visitors would need to find addresses ahead
of time and bring physical maps in case their phone
maps stopped working. 

An additional concern related to wayfinding is
discoverability. Limited road signage means that
visitors are much less likely to organically discover an
asset during their trip. The same is true for locals
who may wish to take a day trip around the region. 

Wayfinding as a gap was confirmed through
stakeholder consultation, the online survey, validation
sessions, and site visit evidence. 

The validation sessions indicated high stakeholder
agreement that this is a priority issue, and the
responsibility scoring found wayfinding was public
sector responsibility but with some private sector
influence. 

Connectivity (referring to cell service and public Wi-
Fi) presents a gap for a range of Bay of Fundy and
North Mountain corridor assets, which include some
of the region's most compelling natural and heritage
experiences. 

The inventory systematically codes North Mountain
assets as having limited cell service, corroborated by
researcher knowledge and visitor reviews. 

At a time in which contactless and mobile payment
options are expected, assets in known dead zones
may miss out on revenue due to weak coverage,
especially if visitors are not carrying cash. 

Tourism Infrastructure and Services Gaps Analysis

The overarching conclusion is that visitor readiness
in the Valley region is structurally constrained by
capacity and infrastructure investment. 

Across the data it is evident that many of the most
culturally and experientially valuable assets in
the region are operated by small, under-
resourced organizations with limited ability to
invest in the infrastructure, digital tools, physical
upgrades, and staff capacity that visitor
readiness requires. 

This is a sector development opportunity that
individual operators cannot solve alone. The
readiness gap will not close through awareness
campaigns or general encouragement; it requires
targeted capital investment, technical assistance, and
coordinated programming aimed specifically at the
heritage, cultural, and natural assets that currently
score lowest and that represent the greatest gap
between what the region has to offer and what
visitors are reliably able to access.
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Tourism Infrastructure and Services Gaps Analysis
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5.7 Validation Sessions Findings 

Question: what gaps are most urgent to address in the next 1-3 years?

Following all other research methods, three validation sessions (one held in West Hants, one held in Kings County,
and a virtual session with Annapolis County representatives) were held to test and expand on findings to date. See
Appendix C for detailed session polling results. 

Through these validation sessions, participants identified the level of urgency for prioritizing gaps identified to date
(see Fig. 14 below). Participants also participated in a word cloud exercise (Fig. 15), describing what they see as the
biggest barrier to addressing gaps. Overwhelmingly, funding and collaboration emerged as the top themes in the
word cloud activity, and the lack of a destination marketing body/unified brand, wayfinding/signage/discoverability,
and seasonality and off-season anchors were ranked the top three most urgent gaps for addressing in the next 1-3
years. 

Question: In 1-2 words, what is the single biggest barrier to addressing these gaps?

Fig 16. Validation session aggregated polling results (gap urgency ranking). Source: 21FSP data

Fig 17. Validation session aggregated polling results (word cloud). Source: 21FSP data



6. Recommendations 

Tourism Infrastructure and Services Gaps Analysis

Six recommendations accompany the Tourism Infrastructure and Services Gaps Analysis. These recommendations
have been prepared for the Annapolis Valley’s functional economic zone, covering communities from West Hants
Regional Municipality to Bear River, and are intended to address the primary recurrent gaps arising out of the
analysis. 

The following six recommendations are organized by timeframe, from short-term through to long-term. Each
recommendation identifies responsible parties, estimated costs, suggested funding sources, and alignment with the
STAR strategy and regenerative tourism principles. The recommendations are presented as shared responsibilities,
directed toward leaders and tourism stakeholders in the public, private, and nonprofit sectors. Successful
implementation of these recommendations is contingent on the establishment of a DMMO. 

A final section provides recommendations tailored to the Valley REN’s regional partners. 

Recommendations for the Annapolis Valley Tourism Sector

Closing the Accommodations Gap through Investment Readiness

Develop a Regional Wayfinding and Signage System

Develop a Bay of Fundy Experience Corridor

Invest in Recreation and Adventure Product Development

Create a Sector Development Program for Small Heritage, Culture, and Arts
Operators
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Sustainable Funding of a Destination Marketing and Management
Organization (DMMO)



MEDIUM-TERM TO LONG-TERM

Who plays a role?

What success could look like

Lead
Industry-led Tourism Committees
Municipalities and First Nation
Communities 
Valley REN

Supportive Roles
Economic development and
government agencies 
Sectoral and cultural associations
Tourism operators 

A single, board-governed DMMO is operating with sectoral, geographic, and cultural representation, giving
the region one accountable body for destination marketing and management 
A 3% marketing levy or equivalent hybrid model is generating stable, predictable revenue
The Valley is marketed under one recognizable regional brand, the way Cape Breton or Prince Edward
County market themselves, rather than only through town-by-town promotion.
Performance is tracked against defined KPIs spanning visitor, economic, social, and environmental
outcomes (room nights, length of stay, resident satisfaction, cultural investment), giving municipalities and
funders a transparent basis for continued investment

Tourism Infrastructure and Services Gaps Analysis

Why this matters
Regions with a DMMO and marketing levy can build marketing budgets and destination-management
capacity. Without a DMMO, operators with no marketing budget continue to get overlooked by visitors
The lack of a unified brand or DMMO was independently ranked as a significant gap across multiple
validation sessions and emerged as a theme across every data source in this study
A DMMO could help with broader recruitment and retention efforts for tourism talent, considering the
projected labour shortage in the sector across the region (see 3.1)
Much of the recommended foundational work is already complete; investment is now required 
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Sustainable Funding of a Destination Marketing and Management
Organization (DMMO)1

stable tourism
funding

digital marketing

local storytelling  /
interpretation

Stakeholder insight 
“Overall marketing for the region is desperately
needed, we shouldn’t rely on little groups to fill in those
holes. Something cohesive with a brand.” 

recruitment and
retention of tourism
talent



ACTION DETAILS

1

Establish an interim
working group and
governance
framework

Convene Valley REN, municipal representatives, and industry (done)
Review governance models and best practices from other Atlantic Canada
DMMOs (done)

2

Consult on and
support the
marketing levy bylaw
process

Deliver operator/municipal consultation results and recommendations to
Councils (done) 
Support municipalities in passing 3% levy bylaws 
Research and procure a remittance platform

3

Develop the regional
destination brand
and identity (pending
funding)

Per STAR Action 3.1.A: secure a third-party firm via RFP to develop the
DMMO’s corporate brand and positioning, with stakeholder input (done) 
Engage industry, municipalities, and First Nations in a brand strategy process 

4
Operational launch
and marketing
planning

Start-up activities for year-one of a regional DMMO: developing a marketing
plan with stakeholder consultation, apply for programming grants, and launch a
Tourism Ambassador program

5
Establish a tourism
ambassador
program 

Develop a tourism ambassador program to address knowledge gaps 

Tourism Infrastructure and Services Gaps Analysis
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Sustainable Funding of a Destination Marketing and Management
Organization (DMMO)1



Quick wins 

Quick win - define brand name and reserve domain name
Reserve the regional domain name(s) and stand up a basic web presence for the future
DMMO. An industry-led tourism society has already been launched to undertake this work.

STAR alignment
This recommendation directly operationalizes STAR Action 1.6 and Actions 3.1.A/3.1.B,
which call on Valley REN and the Transitional Implementation Working Committee to
explore a governance model, secure a third-party consultant to determine governance and
funding options, select a governance model and accountability mechanism, develop a two-
year operating budget, and develop a corporate brand and branded website. 

Tourism Infrastructure and Services Gaps Analysis

Source: Annapolis Valley Chamber of Commerce 
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Alignment with Nova Scotia Tourism Sector Plan
This recommendation operationalizes the Sector Plan's Policy Alignment theme, which
calls for a “formal collaboration and monitoring framework” across municipalities, industry,
and government (Action 1), and for “support [of] unified marketing and resource allocation”
to reduce duplication (Action 3). A single, levy-funded DMMO is the concrete mechanism
the Sector Plan envisions for moving the Valley from town-by-town promotion toward the
“collaborative governance” and “pooled resources” it identifies.

Sustainable Funding of a Destination Marketing and Management
Organization (DMMO)1



SHORT-TERM TO MEDIUM-TERM

Who plays a role?

What success could look like

Lead
Future DMMO
Municipalities  

Supportive Roles
NS Transportation and Infrastructure
Renewal
Advocacy with telecom providers 

Strong brand identity in sign look and
feel, helping to shape destination
marketing efforts of the region 
Accessible information for operators
on how to get blue highway signs for
their business / attraction 
Visitors are guided to attractions both
big and small 
Visitors can find 'off the beaten path'
destinations with poor cell service
Visitors can view tide signage at
beaches to learn how to safely enjoy
exploring the shore 

Tourism Infrastructure and Services Gaps Analysis

Why this matters
Wayfinding and signage was the most consistently cited gap across every source in this study, from
stakeholder interviews, the public survey, site visits across all three counties, and validation sessions,
signaling broad-based consensus that it should be one of the top priorities for improving the visitor
experience
Visitors may pass by attractions or experience clusters not knowing they exist, due to a lack of signage 
A cohesive brand identity for wayfinding and signage would aid in the formation of destination marketing for
the region as a whole
There is lack of signage educating about the tides at beaches, which can pose a safety threat and put
unnecessary pressure on emergency services 
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Develop a Regional Wayfinding and Signage System2

highway signage
access

Stakeholder insight 
“There’s no clear concise signage for tourism in NS.
Where am I allowed to put signs? Do I have to buy a
highway sign?” 



ACTION DETAILS

1
Build support for
coordinated regional
signage

Convene tourism operators, municipalities, and businesses to discuss
solutions
Explain the value of consistent regional branding vs. piecemeal local signage
Document stakeholder support for a coordinated approach
Identify which businesses/experience clusters would benefit most from
improved signage, drawing from this gaps analysis’ tourism clusters map

2
Create a
comprehensive
signage strategy

Develop a signage system and the look and feel of signage in alignment with
the future DMMO's branding work 
Engage municipalities to identify funding and locations for road signage
Conduct a digital audit of whether assets can be easily found online to inform
the strategy

3
Signage
communication and
resources

Develop resources on how to contact the Department of Transportation about
highway signs 
Develop resource guide on who to contact about municipal signage, who to
contact regarding damaged or covered signs, how to report illegal signs, and
other signage communication matters

Tourism Infrastructure and Services Gaps Analysis
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Develop a Regional Wayfinding and Signage System2



Quick wins 
Quick win - promote the existing digital tourism map
The Valley REN has created a digital tourism map that shows many of the region's tourism
assets in one accessible place; promotion of the map would help visitors create itineraries,
find accommodations, and extend their stay. 

STAR alignment
Directly supports geographic dispersal of visitors across the region; reduces over-
concentration in Wolfville and Annapolis Royal; improves access to natural and heritage
assets that form the regenerative tourism backbone of the Valley.

Develop a Regional Wayfinding and Signage System

Tourism Infrastructure and Services Gaps Analysis

Left to right; signage and wayfinding, implemented and conceptual: Prince Edward County, West Hants, and Galkangu (Victoria, AU)
Sources: The County; West Hants; Melbourne Architectural Signage
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2

Alignment with Nova Scotia Tourism Sector Plan
This delivers directly on the Sector Plan's Investment Readiness theme, which names
clearer road signage and navigation among the access gaps raised provincially. It also
advances the Plan's “enhanced access” success measure — visitors moving safely and
easily to and within Nova Scotia — and its broader goal of dispersing visitors away from
already over-concentrated destinations.



Closing the Accommodations Gap through Investment Readiness

SHORT-TERM TO MEDIUM-TERM

Who plays a role?

Lead
Valley REN

Supportive Roles
Municipal planning departments
Invest NS
Economic development organizations 
Tourism Society (future DMMO)

What success could look like
Investable properties, accessible capital, and
developer interest 
Additional accommodations capacity in areas
currently experiencing supply gaps 
A competitive position for bidding on
conferences, sporting events, and other large
events
Adequate capacity to support visitation for large
events, festivals, and conferences
KPI tracking to identify events/conferences won
or lost due to accommodation capacity 

Tourism Infrastructure and Services Gaps Analysis

Why this matters
Accommodations emerged as a notable infrastructure gap across the Valley region: acutely so in West
Hants, Kentville, and Berwick. This infrastructure requires assessment through a broader Investment
Readiness Strategy
There is just one branded hotel in the Annapolis Valley region, and the gaps analysis found that mid-range
accommodations options are sparse
Supply can extend visitor stays, converting day-trip spending into multi-day spending
The region is missing out on attracting large sporting events and conferences due to lack of relevant
accommodations supply 
The conditions currently limiting accommodations supply and occupancy growth are wide-ranging,
including workforce shortages and land and zoning costs 
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Stakeholder insight 
“Because we don’t have any brick and mortar or
branded hotels in [town,] we cannot be successful in
bidding for sport related tourism.”



ACTION DETAILS

1

Conduct an
Accommodations
Investment
Readiness
Assessment

Conduct an Investment Readiness Assessment of accommodations in the
Annapolis Valley, drawing on this gaps analysis and the forthcoming TNS
accommodations study 
Create investor-ready “Why Invest Here” briefs per priority site/segment, including
projected occupancy, nearby demand drivers, and comparable performance data
Share briefs with branded hotel developers, boutique/independent operators,
municipal economic development departments, and investment networks

2 Resource
development 

Compile a financing resource guide specific to small, rural hotel development
covering federal, provincial, and alternative capital sources 
Raise awareness about existing regulatory navigation supports (programs and
supports offered through provincial navigators, and regional navigation through
the Valley REN)
Engage and support First Nations communities 

3
Market rural sites
to hotel
developers 

Create 2-page investment brief targeting branded hotel developers focusing on
site availability, zoning status, and financing options 
Distribute through tourism industry and relevant development networks 

Tourism Infrastructure and Services Gaps Analysis
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3 Closing the Accommodations Gap through Investment Readiness



Quick wins 
Quick win - secure funding and support for an Investment Readiness and
Implementation Plan
Funding to develop an Investment Readiness and Implementation Plan is underway
through the Valley REN. This work aims to provide a coordinated approach to ensuring the
region has the infrastructure, land, workforce, partnerships, and processes needed to
attract and support investment and growth. It aligns stakeholders around priority actions
that improve investment competitiveness and economic outcomes.

STAR alignment
Extended stays generate greater economic benefit and more equitable distribution of
spending regionally; agri-tourism and nature-based accommodation models align
inherently with regenerative tourism principles.

Tourism Infrastructure and Services Gaps Analysis

Left to right; Edelweiss Inn, Old Orchard Inn, and August House
Source: Tourism Nova Scotia 
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3

Alignment with Nova Scotia Tourism Sector Plan
This recommendation shares both its name and its logic with the Sector Plan's Investment
Readiness theme, which identifies “a pressing need for year-round accommodations” and
calls to “cultivate business access to capital” and attract “new sources of private-sector
investment.” 

Closing the Accommodations Gap through Investment Readiness



MEDIUM-TERM TO LONG-TERM

Who plays a role?

What success could look like

Lead
Future DMMO
Tourism Nova Scotia

Supportive Roles
Parks Canada
Community associations 
UNESCO 
Individual asset operators  
Valley REN
Municipalities and First Nations

A visitor can follow a signed, promoted corridor along the Bay of Fundy and discover sites like Avondale Wharf,
Blue Beach, Baxter’s Harbour, and the Margaretsville Boathouse Heritage Centre (among many others) without
needing prior knowledge of the region or a lucky roadside sighting
Hub corridor sites have basic visitor-facing amenities like washrooms, potable water, picnic tables and benches,
parking, and advance wayfinding 
Indigenous interpretation is foundational 
New, small-scale spinoff businesses (in the vein of Hall's Harbour Lobster Pound or Split Rips: Sea Zodiac boat
tours) emerge along the corridor as visitor traffic and dwell time increase
Tour operators begin to offer bookable experience packages online
Select sites are prioritized for physical accessibility enhancements 

Tourism Infrastructure and Services Gaps Analysis

Why this matters
The Bay of Fundy shoreline contains world-class assets, but they are currently disconnected from one another,
underpromoted, and often do not offer visitor amenities. A corridor approach would help shape and market a cohesive
Bay of Fundy experience 
Aligns with Voice of the Visitor respondents who named Bay of Fundy’s tides and geological features as a key
differentiator from the rest of the province 
Beach signage regarding tidal safety and information is not currently present at many sites, which can be a safety
issue for visitors who are unaware of the tides 

39
21FSP Advisory | Valley Regional Enterprise Network

Vi
si

to
r E

xp
er

ie
nc

e 
Im

pa
ct

High

Private sector lead Public sector leadMixed

Low

Prioritization, impact, and lead matrix

Develop a Bay of Fundy Experience Corridor

digital trip planning
tool

bookable packaged
experiences

public
washrooms /
basic amenities 

Indigenous
experiences /
representation

4

A corridor approach would allow for differentiation
Physical accessibility is currently limited or absent at
most sites along the Bay of Fundy 



ACTION DETAILS

1 Support corridor
planning process

Establish partnerships with Indigenous communities and asset operators
Facilitate planning meetings to define corridor identity and shared
promotional standards, an infrastructure gap audit (washrooms, wayfinding,
digital presence, accessibility), and develop an Indigenous interpretation
framework
Compile findings into a Corridor Development Plan
Identify 3-4 spots that require more infrastructure and physical accessibility
improvements. Consider what spots are already visitor ready, and what
places could benefit from improved visitor readiness

2 Coordinate capital
funding

Support partners in applying for ACOA, Parks Canada, Canada Cultural
Spaces Fund, and Infrastructure Canada grants for capital funding to address
infrastructure improvements 

3 Destination branding
exercise

Develop a distinct name, visual identity, and positioning for the Bay of Fundy
Experience Corridor, aligned with the future DMMO's overarching regional
brand
Consider ecological and experiential tourism concepts to include in the
destination branding stage 
Test the concept with municipal, Indigenous, operator partners, Tourism Nova
Scotia, and Destination Canada before rollout

4 Launch coordinated
marketing

Once infrastructure improvements are in place, support corridor launch
marketing
Work with Tourism Nova Scotia on provincial channels; coordinate social
media, itinerary listings, and regional messaging
Measure visitor uptake and corridor performance

Tourism Infrastructure and Services Gaps Analysis
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Develop a Bay of Fundy Experience Corridor4



Quick wins 
Quick win - Bay of Fundy itinerary on tourism society website
An itinerary on the future tourism society website highlighting stops along the proposed
Bay of Fundy corridor route, giving visitors a way to discover these sites before they
arrive, at essentially no capital cost, while the fuller planning and infrastructure work is still
underway.

STAR alignment
Directly advances geographic dispersal from the region's established tourism locations;
builds environmental resilience through responsible tidal and coastal tourism product;
creates economic development opportunity in under-resourced areas; and integrates
Indigenous cultural heritage as a foundational element of a regenerative tourism identity.

Develop a Bay of Fundy Experience Corridor

Tourism Infrastructure and Services Gaps Analysis

Source: Tourism Nova Scotia; far right, Palaeocast
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4

Alignment with Nova Scotia Tourism Sector Plan
The corridor concept advances two Sector Plan themes at once: Destination
Sustainability/365, through its goal to “leverage environmental stewardship in four-season
product development,” and Community Wealth and Wellbeing, through its commitment to
Mi'kmaw-led cultural tourism development and building Indigenous tourism capacity.
Positioning the Bay of Fundy as a signed corridor also reflects the provincial goal of visitor
dispersion away from already-concentrated destinations.



MEDIUM-TERM TO LONG-TERM

Who plays a role?

What success could look like

Lead
Future DMMO
Private operators 

Supportive Roles
Tourism Nova Scotia
Municipalities and First Nation
Communities
Valley REN
Trails Nova Scotia 
Annapolis Valley Trails Coalition 
Parks Canada

Visitors can book guided outdoor experiences like hikes, paddling tours, fossil walks, dark sky
experiences, and bike trails
New and expanded operators are launching bookable experiences 
Outdoor recreation offerings are packaged with accommodations, food, and other attractions through
programs like TNS Radiate
Shoulder-season and off-peak bookings for outdoor experiences increase measurably, contributing to
the region's broader season-extension goals
Harvest Moon Trail is considered a destination trail and connects to communities and tourism assets

Tourism Infrastructure and Services Gaps Analysis

Why this matters
Seasonality and lack of year-round attractions were frequently raised as gaps, while recreation was
identified as a strong opportunity for extending the season
The Valley’s fastest growing visitor segments are Outdoor Explorers and Simplicity Lovers, showing
demand for outdoor and landscape-based experiences 
Visitor data show a participation gap - cycling and mountain biking had low visitor participation despite the
natural scenery and growing infrastructure for these activities 
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Harvest Moon Trail
coordinationStakeholder insight 

“We lost a really good biking tour group because the
road [conditions] are unfit for biking.” 

“The Harvest Moon Trail is very under-leveraged.” 



ACTION DETAILS

1

Compile current
recreation and
adventure options
and identify gaps

Document existing guided/bookable outdoor experiences 
Identify missing experience types (guided hikes, paddling tours, fossil walks,
dark sky experiences, bike trails, Harvest Moon connectivity, snowshoeing,
snowmobiling, ice fishing)
Convene recreation associations for asset based ideation sessions. The future
DMMO would function as a continuous convener

2

Educate potential
operators and offer
experience
development support

Host 2-3 information sessions for outdoor entrepreneurs, existing outfitters,
and community leaders
Connect interested operators with technical business support and funding
opportunities 
Experience development support via partners such as Foodartnature, Gros
Morne Institute for Sustainable Tourism (GMIST), Tourism NS, and private
consultants

3
Support operator
access to funding,
infrastructure

Help operators navigate grant applications 
Coordinate with municipalities and Parks Canada on infrastructure needs at
key access points (trailheads, launch sites, parking)
Facilitate partnerships with Indigenous communities for cultural interpretation
components
Track which new products launch

4 Encourage itinerary
packaging

Encourage operators to link outdoor experiences to accommodations, food,
and other attractions
Introduce operators to TNS Radiate and similar programs 
Connect to Bay of Fundy corridor marketing (Recommendation 4)

Tourism Infrastructure and Services Gaps Analysis
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Invest in Recreation and Adventure Product Development5



Quick wins 
Quick win - a cycling-foodie package
2-3 food/beverage providers, one accommodations provider, and a bike rental service
connect to create a Harvest Moon Trail experience package for cyclist-foodies

STAR alignment
Recreation and adventure product supports environmental stewardship incentives, four-
season tourism development, and visitor dispersal to natural areas; structured guiding
reduces unmanaged access pressure on sensitive natural sites; and it deepens economic
benefit in rural communities through multiplier effects from multi-day itinerary spending.

Invest in Recreation and Adventure Product Development

Tourism Infrastructure and Services Gaps Analysis

Source: left to right, Tourism Nova Scotia; Mountain Bike Atlantic; Wild in Nature
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5

Alignment with Nova Scotia Tourism Sector Plan
This recommendation is a direct expression of the Sector Plan's Destination
Sustainability/365 theme, whose key strategic goals include aligning resources to support
“off-peak tourism product and experience development.” Bookable, guided outdoor
experiences in shoulder seasons are exactly the off-season anchor the Sector Plan
identifies as necessary to extend the visitor season and stabilize year-round employment.



MEDIUM-TERM TO LONG-TERM

What success could look like
Small operators have functioning and up-to-date websites, basic online booking or payment options,
and accessibility retrofit plans 
Operators are successfully securing grant funding and/or private foundation contributions 
Succession plans are in place to plan for when site leaders or volunteers retire 
Visitors have high-quality experiences from digital discoverability to booking, visit, and departure 
Physical accessibility upgrades are made to retrofit buildings so that experiences are more inclusive
Visitors view the Valley as a year-round destination 

Who plays a role?

Lead
Future DMMO
Cultural and nonprofit organizations

Supportive Roles
Tourism Nova Scotia
Association of Nova Scotia
Museums
Creative Leadership Council
Kings Volunteer Resource Centre

Tourism Infrastructure and Services Gaps Analysis

Why this matters
Small heritage, cultural, and arts operators (including Indigenous assets) make up a meaningful portion of
the region’s tourism assets, yet many do not have the organizational capacity to access sustained funding
or the tools to enhance visitor experience through updated digital and physical amenities because they are
nonprofit or volunteer-run 
Recent provincial funding cuts to operators in these sectors mean new forms of support are needed 
Aligns with Creative Nova Scotia’s work on sector needs 
Physical accessibility at these sites was found to be low or absent 
These assets are a large draw when it comes to year-round and weather independent assets
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Stakeholder insight 
“I would love to see a focus on understanding the role
that non-profits and arts organizations play in the
community and work together for increased funding.
We need allies in the business community to help us
tell our story.”



ACTION DETAILS

1
Deliver business
planning and grant
navigation support

Assess operator needs through pre-existing consultations done with the
Creative Leadership Council
Workshops on revenue diversification, pricing strategy, season extension, and
grant applications
Succession planning support
These steps can be delivered in partnership with the Kings Volunteer
Resource Centre with the future DMMO as a continuous convenor
Compile a plain-language guide to federal and provincial accessibility funding
relevant to small operators 

2

Support digital /
physical and
accessibility
readiness 

Customized digital audits for volunteer run organizations to optimize their
online tools
Accessibility assessment and retrofit planning resources: flag 4-6 cultural
assets that can improve accessibility by 2030 and prioritize funding support for
those assets 
Coordination with the wayfinding and signage initiative (Recommendation 2)

3 Bookable package
opportunities

Identify selection of heritage, arts, and culture experiences well-suited to
bundling - e.g., guided tours, studio visits, behind-the-scenes access, or
performance + dinner combo packages 
Pair interested operators with a food/beverage and/or accommodation partner
to pilot a bookable package 
Connect operators to TNS Radiate and other Tourism Nova Scotia
packaging/booking-readiness programs 

4
Marketing through a
DMMO-affiliated
culture guide

Develop a curated print/digital culture guide profiling small heritage, arts, and
cultural operators region-wide, maintained by the future DMMO

Tourism Infrastructure and Services Gaps Analysis
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Create a Sector Development Program for Small Heritage, Culture, and Arts
Operators

6



Quick wins 
Quick win - a digital audit program
Establish a digital audit program to help small operators identify and address quick-fix
areas for website/social media improvement.

STAR alignment
Builds long-term sector resilience, a foundational STAR objective; reduces single-operator
dependency and volunteer burnout risk; distributes tourism economic benefit more
equitably across operator types; and supports authentic, community-grounded
experiences that are central to regenerative tourism.

Create a Sector Development Program for Small Heritage, Culture, and Arts
Operators

Tourism Infrastructure and Services Gaps Analysis

Source: left to right, Tourism Nova Scotia; Avon River Heritage Centre; The Globe and Mail 
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6

Alignment with Nova Scotia Tourism Sector Plan
This recommendation puts the Sector Plan's Community Wealth and Wellbeing theme into
practice at the operator level, answering its call to “highlight and leverage the province's
rich cultural heritage as a competitive advantage” and to support heritage and arts
operators as contributors to the visitor experience. Business planning, grant navigation,
and succession support for small, often volunteer-run operators also responds to the
Plan's stated risk that under-capacitated cultural assets will erode without dedicated
investment. 



7.  Conclusion 

Tourism Infrastructure and Services Gaps Analysis

This analysis identifies 32 infrastructure and
services gaps across the Annapolis Valley. These
gaps should be addressed through a framework of
shared responsibility, although several key action
items are contingent on securing sustainable
funding for a DMMO.

The six recommendations in this report represent
high-leverage interventions into the gaps that were
raised during the research process. These are
acute areas that, if addressed, would present
significant growth opportunities in tourism for the
region. 

Importantly, this project leaves the Valley REN and
municipal partners with the tools to act on these
findings and to measure progress against them.
The tourism asset inventory of 482 geolocated
assets, each scored against ten visitor readiness
indicators, is a baseline. It can be re-run in future
years to show whether wayfinding has improved,
whether accessibility gaps are closing, and
whether visitor readiness scores are moving. The
accompanying dashboards, survey results, and
appendices give the Valley REN and its partners
an evidence base to support funding applications,
municipal planning decisions, and DMMO
development.
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The Annapolis Valley boasts world-class
natural beauty and attractions that draw
visitors from around the globe. The region has
passionate people who care deeply about
sustainable tourism growth while maintaining
the authenticity and wellbeing of their
communities. The engagement process
showed this commitment tangibly, with over
270 people interviewed or surveyed during this
research. 

The large majority of gaps identified through this
research can be addressed by coordinated local
and regional action. The recommendations in this
strategy build upon the region’s significant existing
strengths toward the goal of long-term destination
development planning. 

Photos: Canva Pro Licensing 



8. Dependencies and Risks

Tourism Infrastructure and Services Gaps Analysis

Several dependencies and risks may impact successful implementation of the recommendations in this report: 

A number of the recommendations build on one another rather than standing alone; for example, the wayfinding and
signage system and the Bay of Fundy Experience Corridor are both designed to align with the future DMMO's brand
identity, so their look and feel will follow once that brand exists. The pace of this work therefore depends heavily on
two near-term milestones: municipal councils adopting the proposed marketing levy, and the DMMO's governance
structure being established. Where either is delayed, related recommendations may take longer to be implemented. 

Consistency of levy adoption is another risk: partial adoption, where some councils pass the levy and others do not,
would fragment funding and weaken the case for a single regional brand. 

Some elements of the recommendations also depend on funding sources that are outside the region’s control, since
Bay of Fundy corridor infrastructure (washrooms, accessibility, wayfinding) relies on competitive federal and
provincial grants. Marketing efforts should therefore be paced to match when that infrastructure is ready. Because
many of the region’s tourism assets are run by small, under-resourced operators, the pace at which
recommendations translate into tangible improvements will also depend on how much capacity those operators
have to take on new coaching, funding applications, and upgrades. 

Several lower-cost actions, such as reserving a domain name or publishing an initial Bay of Fundy itinerary
(identified as quick wins in the recommendations) can move forward in the meantime regardless of these
dependencies.
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9. Appendices and Supporting Materials

Tourism Infrastructure and Services Gaps Analysis

A range of supporting materials accompany this gaps analysis and are available on the Valley REN website. 

These are: 

Appendix A: Trends Analysis
Appendix B: Stakeholder Consultation Findings 
Appendix C: Validation Session Polling Results 
Appendix D: Master Gaps List and Frequency Analysis 

By request to the Valley REN, additional supporting documents are available: 
Tourism Asset Dashboard 
Online Survey Results Dashboard 
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	1. Executive Summary
	The Annapolis Valley region is a growing hub for domestic and international visitation alike. Tourists are drawn to the Valley’s landscapes, agricultural offerings, craft beverage, culinary, and recreational opportunities. In fact, recent data from Tourism Nova Scotia showed that 77% of visitors to Nova Scotia were familiar with the Annapolis Valley, and four in 10 visited the region on their most recent trip (Voice of the Visitor 2025-26).
	Given the region’s significant strengths in tourism, there are opportunities to improve what already exists through coordination and investment. This Gaps Analysis draws from significant primary and secondary research to uncover, explain, and propose solutions to those gaps, all with the goal of refining the region’s current tourism landscape into a world-class destination with fewer friction points for visitors.
	Between January and June 2026, this project inventoried close to 500 tourism assets, conducted 34 stakeholder interviews and 3 full-day site visits across all three counties, held 3 validation sessions with 40+ participants, and collected just under 200 survey responses. Additional background research using secondary data was also conducted, which resulted in a tourism trends analysis.
	From this evidence base, 32 gaps in tourism infrastructure and services were identified and prioritized.
	As described in Section 2.2, the approach underpinning this work is grounded in “appreciative inquiry”: it starts from what communities and operators are already doing well and uses that as the foundation for identifying opportunities for growth through targeted coordination and investment.
	Gaps analysis process at a glance
	197 survey responses
	34  interviews
	40  participants in validation sessions
	3  full-day site visits
	482 tourism assets documented
	32 gaps identified


	Interpreting the Gaps Priority Matrix
	The gaps priority matrix on the following page organizes these findings into a prioritization visual, drawing on the asset inventory, stakeholder engagement, site visits, and trends analysis to show where coordinated investment would have the greatest impact.
	Axis positions are indicative, not precise scores. Axis positions for each gap were discussed and determined through validation sessions and research, and informed by the frequency with which each gap appeared across stakeholder interviews and a public survey of nearly 200 respondents, as well as the judgment of the research team and Valley REN team based on field observations and background research.
	Gaps appearing higher on the map were more consistently described as urgent; gaps appearing further right reflect issues where government action is the primary lever for change, while gaps further left reflect issues where private operators and industry are best positioned to lead.
	Interpreting the four quadrants of the gaps priority matrix
	↖ High impact - private/mixed Infrastructure in this quadrant has high visitor experience impact, and would be primarily private-sector driven.
	↙ Lower impact - private/mixed Lower visitor experience impact requiring private coordination to address.
	↗ High Impact - public/mixed
	These gaps have the largest positive impact on improving visitor experience and require coordinated effort from the public sector with some private sector support.

	↘ Lower impact - public/mixed
	These gaps require coordinated effort from the public sector, but have more limited or localized visitor experience impact.


	1.1 Gaps Priority Matrix
	Tourism Infrastructure and Services Gaps Analysis
	Tourism Infrastructure and Services Gaps Analysis
	Private sector lead
	Mixed
	Public sector lead
	High

	Visitor Experience Impact
	Private sector lead
	Mixed
	Public sector lead
	Low


	Responsibility (public - mixed - private)
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	2. Introduction
	2.1 Why Now?
	The Valley Regional Enterprise Network (Valley REN) engaged 21FSP Advisory Inc. (21FSP) to undertake a Tourism Infrastructure and Services Gaps Analysis, examining the Annapolis Valley's tourism services and infrastructure to assess existing tourism assets, gaps impacting the visitor experience, and strategic opportunities for regional growth.
	This work comes at a time of strategic focus on tourism for the Valley REN. Over the past five years, initiatives have included a Tourism Strategy developed through Tourism Atlantic's Strategic Tourism for Areas & Regions (STAR) program and now being implemented by a 13-person committee; work toward a sustainable funding model for a Destination Management & Marketing Organization (DMMO), including a Marketing Levy Consultation Report and DMMO Funding Model Report; and regular tourism networking events connecting partners across the region. This Gaps Analysis was requested by municipal councils, and is one of the deliverables of the STAR strategy.
	This Gaps Analysis extends and builds on this foundation. At a time when visitation to the Annapolis Valley is growing and funding support for tourism, heritage, and culture has been under pressure, developing a data-backed understanding of gaps in the sector is vital. This study will help with future planning and opportunity identification for tourism operators, local businesses, and municipal and provincial government partners.
	Though the Gaps Analysis necessarily focuses on gaps, this report and the methodology behind it focus on what is working well and opportunities for enhancement. The Annapolis Valley has a vast array of strengths upon which to build - not least its strong sense of community, creative and hardworking entrepreneurs, and beautiful natural landscapes.
	This analysis identifies priorities for shaping a resilient and locally supportive tourism sector that benefits the community, showcasing assets to visitors who are excited to explore this beautiful region.


	2.2 Methodology
	Multiple primary and secondary research methods were used in the development of this Gaps Analysis.  These include both qualitative and quantitative research tools:
	Interviews Individual interviews with municipal representatives and tourism operators explored tourism gaps, opportunities, and priorities. 34 stakeholders were consulted.
	Online survey  The survey asked about perceptions of tourism, pain points and gaps, opportunities on the horizon, hidden gems, areas that feel under-served, and seasonality, among other themes. Responses came from community members and residents, tourism operators, local businesses, and visitors. The survey collected 197 responses.
	Asset inventory  A baseline inventory of tourism assets was collected (482 assets) using the Valley REN’s preexisting data and secondary desktop research. Data was sourced from Google Maps listings, Yellow Pages, Tourism Nova Scotia’s business listings, conversations with the Valley REN and operators, and social media. This baseline inventory was used to create 1) an asset dashboard and 2) maps used to visualize tourism clusters. Community assets not primarily intended for tourists were not included in this inventory (e.g., trails or natural locations not advertised on tourism platforms; grocery stores; fast food locations; etc.).
	Trends analysis The trends analysis identifies demand pressures, supply-side constraints, and proven response models, providing context for defining the “gap” between current conditions and realistic future potential. Data was sourced primarily from Statistics Canada, Tourism Nova Scotia, and other extant literature.
	Site visits To complement the analysis, researchers undertook three full-day site visit trips in West Hants, Kings County, and Annapolis County, visiting a mix of tourism attractions to assess visitor readiness and evident gaps. The assessment followed a field memo template for consistency in assessment approach across the research team / sites being visited, and researchers took photos and voice memos as a way of collecting audiovisual data.
	Validation sessions Three validation sessions with 40+ participants were held in June 2026 with municipal elected officials and staff, tourism operators, and other stakeholders in the tourism sector. During these sessions, the gaps analysis findings to-date were presented and tested, and a prioritization exercise was conducted. These sessions helped the research team determine priority rankings and public vs private sector responsibility for the most pressing gaps, and was a way to identify additional gaps and contextual factors.

	3. Background Research Findings
	3.1 Trends Analysis
	High-level visitation trends
	Demand is shifting toward what the Valley already offers
	National and provincial visitor spending is moving from retail toward experiences. Entertainment and recreation spending to Nova Scotia grew 7-7.5% annually from 2018 to 2024 (Statistics Canada), aligning closely with the Valley's top self-reported differentiators (Bay of Fundy geology and tides, natural scenery, food/wine/agriculture). These differentiators and spending trends also align closely with Tourism Nova Scotia's target traveller segments (Outdoor Explorers, Cultural Seekers, Simplicity Lovers).



	Seasonality is a constraint both provincially and locally
	The Bay of Fundy/Annapolis Valley tourism region concentrates 68% of its annual room nights in a six-month window (May-October), in line with most of Nova Scotia outside Halifax (NS Tourism Sector Strategic Plan). Operators describe summer and early fall as “already saturated,” with the province naming season extension ("365") as a named strategic theme (Industry What We Heard; NS Tourism Sector Strategic Plan).

	A wide awareness-visitation gap
	77% of recent Nova Scotia visitors are familiar with the Annapolis Valley, yet only 40% actually visit it, showing a wide awareness-to-visitation gap (Voice of the Visitor). This is also reflected in TNS data, which shows that room nights sold in the Annapolis Valley-Bay of Fundy region declined by 1% between 2024 and 2025 (although the region still contributes over 11% of all room nights sold in the province - the third most among the 7 regions).

	Wayfinding and basic visitor-facing infrastructure are a well-reported gap
	Secondary sources raise confusing secondary-road navigation and inadequate maps (Voice of the Visitor); “the top priority for any community is a wayfinding system,” alongside inconsistent parking signage and outdated attraction/directional signs (Roger Brooks Assessment); and operator calls for better road signage and a regional guidebook (Industry What We Heard).

	Workforce gaps could constrain growth as demand rises
	The Valley's tourism labour shortfall is projected to reach roughly 273 workers by 2040, consistent with the province's identification of workforce and housing availability as a top sector risk (NS Tourism Sector Strategic Plan).

	External risks facing tourism education programs and funding
	Beyond the labour shortfall already noted, structural changes to the region's tourism training pipeline warrant attention: the closure of NSCC's tourism and hospitality programs, including culinary and service training previously offered at Kingstec, has reduced a key source of skilled workers entering the sector. The recent reduction in discretionary grant funding available to museums, Visitor Information Centres, and the creative industries also reflect a broader decline in public investment in infrastructure and creative/heritage assets that are important to the Valley’s tourism ecosystem.

	4. Online Survey: Key Findings
	The online survey gathered perceptions of tourism across the Annapolis Valley, exploring strengths, pain points and gaps, and the effects of seasonality, among other themes. The survey received 197 responses in total, including 38 (19%) from tourism/business operators and 159 (81%) from non-operators. The latter group was made up largely of residents (146) alongside a smaller number of visitors (13).
	The sections below highlight key findings from across the survey. More detailed results, filterable by respondent type, are available in a dashboard, viewable by request to the Valley REN. The highlights presented in this section reflect combined data from both tourism/business operators and non-operators.
	Top Tourism Assets  Respondents identified natural landscapes and outdoor recreation (149) and food, wine, and agri-tourism (146) as the Valley's strongest tourism assets, followed by rural charm and sense of place (105), arts, music, and festivals (81), and cultural and heritage attractions (73). Both operators and non-operators in the Valley recognize that some of the region’s strongest tourism assets are experience-based (e.g., natural landscapes), which aligns well with spending trends outlined above, in Section 3.1.
	Wellness and experiential tourism (14) registered comparatively lower counts, suggesting an opportunity to further develop wellness experiences that build on the region's natural and rural appeal (e.g., guided forest bathing, spas with outdoor relaxation areas, and hiking tours that emphasize holistic wellness).

	Effect of Seasonality on Tourism  Limited winter programming and tourism infrastructure not designed for off-season use were the two most commonly cited seasonality effects, followed by staffing challenges and business viability challenges.
	As noted in Section 3.1, total visitation to Nova Scotia is growing, in part due to shifting travel patterns as a result of diplomatic tensions between Canada and the United States. As Canadians travel more within the country, and as overseas visitors increasingly redirect toward Canada, expanding winter programming and designing tourism infrastructure for winter use represents one way that tourism/business operators can better capitalize on this opportunity and address business viability challenges.
	The seasonal staffing challenges identified by survey respondents mirror the province’s projected tourism labour force shortfall (see Appendix A: Trends Analysis). This shortfall makes it harder for operators to extend their offerings into the shoulder and winter seasons and emphasizes the importance of training, recruitment, and retention strategies.
	Ways to Improve the Region’s Accessibility/Inclusiveness  Accessibility standards and public transportation were the top suggestions for making the region more accessible and inclusive.
	Respondents’ identification of public transit as one of the key ways to improve the accessibility of the region is closely aligned with the findings of the trends analysis, which noted that public transit coverage is limited relative to the geographic spread of tourism assets.
	The results suggest that improving accessibility, both physical and informational, remains a meaningful opportunity to help more visitors and residents fully enjoy what the Valley has to offer.
	Greatest Opportunities to Strengthen Tourism in the Annapolis Valley  Season extension initiatives and improved infrastructure and amenities topped the list of opportunities respondents identified, followed by transportation solutions, increased accommodations across price ranges, and better coordination across communities.
	These priorities echo several of the dimensions explored in the trends analysis, including the province’s focus on season extension and the noted infrastructure demands (e.g., improved road signage and maps) associated with a resilient, expanding tourism sector.

	Quick Wins to Improve Tourism Growth
	When asked to identify quick wins, respondents most often pointed to marketing and infrastructure improvements (such as parking, washrooms, wayfinding / signage, seating (picnic tables, benches), and potable water at secluded destinations), followed by event development and accommodations, and the establishment of a DMMO.
	These responses reflect many of the same themes identified in this report, from the desire for stronger regional coordination to the opportunity to build out transportation options.
	The relatively high interest in marketing and a DMMO also aligns with the Valley REN’s current momentum on this front, suggesting stakeholder appetite for continued progress in this area.

	5. Gaps Analysis
	5.1 Tourism Assets Map
	The following maps show all tourism assets identified during data collection in preparing the tourism asset inventory. The legend in the bottom right corner shows different coloured dots for different types of assets, as well as village and municipal borders.
	As visualized in this map, tourism assets cluster heavily in the Wolfville / Greenwich / Gaspereau area, with other visible clusters in Avondale, Windsor, Berwick, Kentville, Canning, Port Williams, Kingston / Greenwood, Middleton, and Annapolis Royal.
	The region has significant strengths in food and beverage (126 assets identified), culture and heritage (64 assets identified), and natural/outdoor tourism assets (55 assets identified but this is likely much higher due to many of the Valley’s natural assets not being listed on typical tourism platforms).


	Experience Clusters
	The implications of this mapping exercise are largely around identifying opportunities for investment. When determining investment opportunities, examining where current clusters exist and prioritizing those areas can help direct investment dollars toward locations that already have a critical mass of infrastructure, rather than spreading funding thinly across isolated or underdeveloped areas.
	For instance, three indicative clusters emerge around the following (these are not exhaustive: there are other emerging experience clusters in the Valley):
	Greenwich and Port Williams - agritourism cluster
	Annapolis Royal - arts and heritage cluster
	Bay of Fundy - coastline experiences cluster
	Within these clusters, infrastructure and services such as winter road maintenance and cell service coverage improvements may be considered higher priorities for enhancing the visitor experience and encouraging year-round visitation.


	5.2 Asset Inventory and Dashboard
	A key deliverable accompanying this report is an asset inventory and dashboard (available upon request to the Valley REN).
	The asset inventory is a collection of 482 tourism assets across the Annapolis Valley (for this study, West Hants, Kings County, and Annapolis County).
	Assets were collected both through extant datasets and primary desktop research and stakeholder validation. Each asset entry contains information on a range of indicators, including location, hours of operation, seasonality, pet friendliness, family friendliness, physical accessibility, presence of live music, whether there are accommodations onsite, availability of wifi and cell service, if a booking system is in place, whether parking is available and what type if so, and a rating of data confidence.
	Based on the inventory, an asset dashboard was created with functionality to view assets by both asset type (for example, food and beverage; accommodations; heritage/culture; and so on), sub-region (West Hants, Kings County, and Annapolis County), and more granularly - by individual community.
	The dashboard provides insight into regional patterns of tourism assets across the assessed indicators. It is intended as a research and planning tool for the Valley REN, for any stakeholders interested in investment opportunities, and for tourism operators who would like to learn more about the contexts in which they function.
	The figures derived from the asset inventory in this report represent a point-in-time snapshot and are indicative, not precise, as of August 2026. The inventory and dashboard will be maintained and updated by the Valley REN beyond publication of this report.


	5.3 Gaps Analysis by Sub-Region
	The following pages present one-page profiles of each sub-region: Annapolis County, Kings County, and West Hants. Each profile pulls together what we learned from the asset inventory, interviews, the online survey, site visits, and validation sessions, and is organized the same way:
	Strengths describe the sub-region's tourism anchors and standout assets: what is working and what visitors come for.
	At a Glance provides key figures from the asset inventory, including the number of assets inventoried, accommodation counts, accessibility ratings, and a Visitor Readiness Score (VRS). The VRS is an index of 10 equally weighted indicators applied to all 482 assets in the inventory. Section 5.7 describes the method in detail.
	Primary Gaps list the most significant gaps identified for the sub-region, in rough order of how consistently they surfaced across data sources. A gap appearing here means it was flagged in more than one source, for example, raised in interviews and observed during site visits.
	Fieldnotes recount a specific moment from our site visits that illustrates a gap in practice. Each was chosen because researchers encountered the same issue repeatedly across the sub-region.
	Interview quotes were selected to reflect views we heard from multiple participants, in the words of one. They are illustrative of common themes.
	Taken together, the profiles show a region with significant strengths but a consistent set of gaps: wayfinding, accessibility, connectivity, and visitor amenities recur across all three sub-regions, with local variations noted in each.

	5.3.1 West Hants
	STRENGTHS
	West Hants boasts exceptional assets such as Martock Ski Hill (which has season extension initiatives underway), Avon River Heritage Centre, the bustling downtown of Windsor, the long-standing Mermaid Theatre, museums and historically significant sites, and seasonal festivals. Its Minas Basin coastline features views of Blomidon and red cliffs, with trails and parks throughout the area. Its food and craft beverage scene has also expanded in recent years.

	PRIMARY GAPS
	Wayfinding and signage for attractions is limited, absent, or hidden by trees / damaged
	Limited marketing of key tourism assets
	Out of date information on digital platforms for key tourism sites
	Low number of accommodations
	Limited destination retail

	FIELDNOTES
	At a heritage site in West Hants, entry by donation is named only online, and a lack of direction from attendants and signage at the site itself meant that the heritage site could be missing out on potential earned revenue.

	INTERVIEW QUOTES
	“Windsor is now a micro-destination.”
	"The only way people can linger longer is if people have things to spend their time at and a place to lay their head at night."

	AT A GLANCE
	71 assets inventoried
	Visitor Readiness Score: 6.4/10
	19% of assets rated as “not accessible”; 40% of assets’ accessibility is unknown
	8 accommodation assets
	Lowest rate of evening hours regionally (37%)


	5.3.2 Kings County
	STRENGTHS
	Kings County has a number of anchor destinations, including nationally significant assets: Grand Pré's UNESCO World Heritage status, an established and growing wine and craft beverage industry, an increasingly diverse and abundant restaurant landscape, Wolfville's cohesive, well-branded downtown, well-maintained stretches along the Harvest Moon Trail, a growing number of recreation offerings, an abundance of live music and performing arts venues/festivals/shows, and natural assets.

	PRIMARY GAPS
	Wayfinding and signage for attractions is limited or absent
	Accommodation capacity and options - most operators are fully booked in the peak season; accommodation options thin out west of New Minas
	Year-round tourism offerings / attractions (though efforts in the winter tourism space are growing)
	Cell/digital dead zones outside the main corridor (e.g., Halls Harbour) and in some major towns (e.g., Kentville)
	Absence of large indoor, weather-independent attraction

	FIELDNOTES
	At Halls Harbour, a gift shop owner almost lost a sale because they had no signal to process debit, and there is no nearby ATM. The only alternative was e-transfer, a process that some visitors may not have the time, interest, or comfort-level to undertake.
	Fig. 13: Researchers were given this operator-made map of the Starrs Point Loop at the Wood N’ Hive Farm. The “loop” featured on the pamphlet is different from that advertised on a road sign near the U-pick, and while still in circulation, the map is now out of print. There’s opportunity to revive the work of this community initiative - such as creating a digital version.

	AT A GLANCE
	271 assets inventoried
	Visitor Readiness Score: 6.5/10
	Most accommodation assets of all counties - 32
	21% of assets rated as “not accessible”
	41 assets have live music onsite

	INTERVIEW QUOTES
	“Hospitality is very maritime-specific and special.”
	“Cell service for sure is a big barrier. Even in Canning, there is none.”


	5.3.3 Annapolis County
	STRENGTHS
	Annapolis County is rich in heritage, culture, and natural assets. The county’s tourism anchor is Annapolis Royal, with an array of galleries, destination retail, a growing culinary and cafe scene, a boardwalk, lively public spaces, and major attractions like Fort Anne and the Historic Gardens. Outside of Annapolis Royal, agritourism and arts venues and museums in Middleton draw visitors and locals alike. Multiple quaint coves and ports dot the North Mountain coastline, some of which are still active fishing harbours. Bear River and Kejimkujik National Park are also both significant draws for visitors. Stakeholders spoke highly of the county’s rural charm and scenic landscapes.

	PRIMARY GAPS
	Wayfinding and signage for attractions is limited, absent, or hidden by trees / damaged
	Physical inaccessibility of destination retail / downtown core buildings
	Public washrooms at rural and coastal sites
	Formal recreation and adventure options are limited, but there is significant potential given the region’s natural landscapes
	Inconsistent or absent cell coverage
	Harvest Moon Trail maintenance and coordination with municipalities

	FIELDNOTES
	Driving to a small provincial park outside of Annapolis Royal, no advance signage for the park means the researcher relies on a map to navigate there. At the site, the sign is covered by trees and difficult to read from the road; the researcher fully passes it and has to turn around to navigate back to the park. Similar signage issues persist throughout the region, with limited to no advance signage ahead of some key attractions.

	AT A GLANCE
	140 assets inventoried
	Visitor Readiness Score: 6.1/10
	28% of assets rated as “not accessible”
	24 accommodation assets
	23 culture and heritage assets

	INTERVIEW QUOTES
	“Compared to a city, you can go to beaches and there’s nobody there – there is peacefulness.”
	"Transportation is fine if you have your own car, if you don't have your own car you better just be hanging out in Halifax!"


	5.4 Thematic Gaps Summary: Current State and Desired State
	32 gaps across 9 categories emerged out of the research. See Appendix D for details on frequency.
	Category
	Gap
	Current State
	Desired State
	Governance and Marketing
	Infrastructure


	Category
	Gap
	Current State
	Desired State
	9) Public Transportation
	Limited options for reliable public transportation, particularly in very rural areas; car-dependent culture
	Car share service development, shuttles, or other methods that visitors can use aside from individual transportation; communications about what transportation options are available
	10) Cell Service and Digital Connectivity
	Limited or absent cell service in both rural areas (especially along the North Mountain) and reports of limited cell service in towns; impacts operator POS systems
	Reliable cell service to aid navigation, communications, and transactions
	11) Road Conditions and Safety
	Potholes, crumbling shoulders, and winter road conditions in some communities
	Repaired road conditions and winter road maintenance to shape smooth visitor experience; wider shoulders where there are agritourism clusters for cyclists (i.e., Port Williams / Greenwich)
	12) Public Washrooms and Visitor Amenities
	At some sites, lack of public washrooms, potable water, garbage disposal, and seating
	Presence of washrooms, potable water, garbage disposal, and seating at popular attractions
	13) EV Charging Infrastructure
	Limited EV charging infrastructure across the Valley
	Widespread and accessible EV chargers to facilitate sustainable travel
	14) RV Infrastructure and Dump/Fill Station Map
	No map of where RV infrastructure and dump/fill stations are in the Valley
	A digital and print map of RV infrastructure including dump/fill stations
	15) Parking Congestion in High-Traffic Communities
	During peak season, parking in high-traffic communities can become congested, creating friction for visitors
	Adequate parking for both visitors and residents to support visitor economy; shuttle services and other transportation services that can reduce parking congestion in key areas

	Visitor Services
	16) Visitor Information Centre (VIC) Closures
	Provincial VICs permanently closed in early 2026; concerns about travellers accessing information on Valley attractions
	Accessible and comprehensive digital information tools, local guides, signage, guide books, and/or an app provided by a DMMO
	17) Integrated Digital Trip Planning Tool / App
	Absence of a digital tool or app for planning trips in the Valley
	A one-stop digital tool for creating itineraries
	18) Hours of Operation
	Inconsistent, incorrectly listed, or limited hours of operation (i.e., closed evenings and weekends)
	Hours of operation that support lively visitor economy and cooperatively boost neighbouring attractions; coordination of operating hours across businesses, events, and attractions; reminders sent to businesses to update their hours online
	19) Bookable / Packaged Experiences
	Limited number of bookable, packaged experiences (combining multiple attractions/visits into one experience)
	A range of bookable, packaged experiences that support extended visitor stays, spending, and that can benefit from coordinated marketing and co-promotion

	Category
	Gap
	Current State
	Desired State
	Seasonality
	Accessibility and Inclusion
	Labour and Workforce
	Category
	Gap
	Current State
	Desired State
	Funding and Government
	Destination Identity
	Market Access
	Scope and Exclusion Rationale
	Supplementary Context: Provincial STR Registry
	Reconciling Registry Counts with the Asset Inventory

	5.6 Visitor Readiness Assessment
	Method A Visitor Readiness Score (VRS) was determined for each of the 482 assets in the inventory using an index of 10 equally weighted indicators.
	The VRS reflects a set of practical and visitor-facing conditions that bear directly on whether someone arriving at an asset will have a functional, comfortable, and accessible experience. It does not assess the quality of the core product or experience itself; rather, it assesses the supporting conditions that enable visitors to find, access, and comfortably use an asset.
	Each component is scored on a scale from zero to one, with partial credit applied where conditions are present but limited. The ten components are: the availability of dedicated parking (scored 1 for a dedicated lot and 0.5 for street parking only); the presence of an onsite washroom; physical accessibility (scored 1 for fully accessible and 0.5 for partially accessible); whether the asset is publicly accessible; cell service availability (scored 1 for confirmed service and 0.5 where service is limited or intermittent); the availability of public Wi-Fi; whether any booking system is in place (online, email, or phone); whether the asset operates during evening or weekend hours; whether access is free or donation-based; and whether food is available onsite.
	Scores across all ten components are summed, yielding a composite score on a scale from zero to ten. Assets scoring seven or above are classified as High visitor readiness; those scoring between four and seven are classified as Medium; and those scoring below four are classified as Low.
	Limitations  The assessment has two limitations. First, the physical accessibility component relies on publicly available documentation and visitor-reported information rather than direct site inspection (though much of the research team had direct experience with a number of the assets, not all assets were known first-hand to the research team). Assets where accessibility is undocumented are treated as unknown and receive no score for that component, which means scores for under-documented assets may understate their true readiness.
	Second, the score treats all ten components as equal contributors, which reflects the intent to assess across a broad range of visitor-facing conditions rather than to weight any single factor as categorically more important than others. In this way, the same total score can reflect different readiness profiles. Additionally, not all assets should be expected to have all ten indicators present (such as food onsite).
	Results Across the 482 inventoried assets, the regional average Visitor Readiness Score is 6.4 out of 10.
	County-level averages are comparable across the region, with Kings County at 6.5, Annapolis County at 6.2, and West Hants at 6.4, though these aggregate figures mask some variation in where gaps concentrate within and across counties.
	The highest-scoring individual assets (scoring 9.5 or 10) are predominantly food, beverage, service stations, and hospitality venues with year-round operations, online booking, full facilities, and accessible premises. Lower-scoring assets are disproportionately concentrated among natural and outdoor sites, heritage properties, and small cultural venues, where physical accessibility, onsite washrooms, cell service, and booking infrastructure are frequently absent or underdocumented.

	The Annapolis Valley has a quality tourism asset base, but the infrastructure and operational conditions surrounding many of those assets are limiting operational readiness and operators’ capacity to meet visitor expectations. The gap is not primarily between what the region offers and what competitors offer but rather a gap between what the region's most distinctive assets actually are and what a first-time visitor encounters when they try to access them.
	The regional average is pulled upward by the food, beverage, and hospitality sector, which scores disproportionately well because restaurants, breweries, and wineries are inherently visitor-facing businesses with strong commercial incentives to maintain online presence, operate regular hours, provide washrooms, and accept bookings.
	When those asset types are set aside, the readiness picture for the asset categories that most distinguish the Valley, such as heritage properties, natural sites, small cultural venues, and experiential outdoor assets, is lower.
	Because visitors do not experience the food and beverage sector in isolation, but rather as part of an overarching trip experience, going from a high-readiness restaurant to a low-readiness heritage site can create a disjointed experience.
	Such distinctions were notable during research site visits. For example, visitor readiness was high at food establishments and cafes, but when our team visited some natural attractions and destination retail, the experience became “less visitor ready,” creating friction due to an absence of advance signage, unavailability of washrooms, and poor or absent cell service.
	The physical accessibility finding is the starkest in the entire dataset. 4% of inventoried assets are rated fully accessible. Over a quarter, however, could not be assessed because accessibility information is not publicly available.
	The validation sessions, online survey, and stakeholder consultation also identified physical accessibility as a gap, and the cross-Valley site visits provided ground-level confirmation: many assets have steps leading to their entrance which makes them inaccessible for many people, including parents with strollers and people with walking limitations. Many of the region's natural, heritage, and cultural assets were not built or designed with contemporary accessibility standards in mind and have not had the capital investment to retrofit them, so this issue is not the fault of any one operator; it reflects a systemic pattern that has emerged over time as accessibility standard expectations in NS and Canada have increased over time.
	The digital readiness gap is similarly systemic and  confirmed across the research. Online booking is available at 32% of inventoried assets in which online booking would be appropriate (for instance, beaches would have been marked as Not Applicable).
	Stakeholder consultation and the online survey identified opportunities to enhance digital presence and the absence of online booking as a potential barrier to visitor conversion. Many websites, particularly for nonprofit assets or community-run assets, have outdated or absent information, particularly where their survival relies on volunteer labour.
	Wayfinding emerges as a gap that cuts across both the pre-arrival and arrival phases of the visitor journey in a way that is distinct from the digital readiness issue. During the site visits, across all counties, signage directing visitors to a number of sites did not appear until very close to the site; this would mean that visitors could be navigating for some time without confirmation they were on the right route.
	Many visitors now use phone-based maps, but cell service is not always reliable in the region, making signage a fairly significant gap. To reliably find locations visitors would need to find addresses ahead of time and bring physical maps in case their phone maps stopped working.
	An additional concern related to wayfinding is discoverability. Limited road signage means that visitors are much less likely to organically discover an asset during their trip. The same is true for locals who may wish to take a day trip around the region.
	Wayfinding as a gap was confirmed through stakeholder consultation, the online survey, validation sessions, and site visit evidence.
	The validation sessions indicated high stakeholder agreement that this is a priority issue, and the responsibility scoring found wayfinding was public sector responsibility but with some private sector influence.
	Connectivity (referring to cell service and public Wi-Fi) presents a gap for a range of Bay of Fundy and North Mountain corridor assets, which include some of the region's most compelling natural and heritage experiences.
	The inventory systematically codes North Mountain assets as having limited cell service, corroborated by researcher knowledge and visitor reviews.
	At a time in which contactless and mobile payment options are expected, assets in known dead zones may miss out on revenue due to weak coverage, especially if visitors are not carrying cash.
	The overarching conclusion is that visitor readiness in the Valley region is structurally constrained by capacity and infrastructure investment.
	Across the data it is evident that many of the most culturally and experientially valuable assets in the region are operated by small, under-resourced organizations with limited ability to invest in the infrastructure, digital tools, physical upgrades, and staff capacity that visitor readiness requires.
	This is a sector development opportunity that individual operators cannot solve alone. The readiness gap will not close through awareness campaigns or general encouragement; it requires targeted capital investment, technical assistance, and coordinated programming aimed specifically at the heritage, cultural, and natural assets that currently score lowest and that represent the greatest gap between what the region has to offer and what visitors are reliably able to access.
	5.7 Validation Sessions Findings
	Following all other research methods, three validation sessions (one held in West Hants, one held in Kings County, and a virtual session with Annapolis County representatives) were held to test and expand on findings to date. See Appendix C for detailed session polling results.
	Through these validation sessions, participants identified the level of urgency for prioritizing gaps identified to date (see Fig. 14 below). Participants also participated in a word cloud exercise (Fig. 15), describing what they see as the biggest barrier to addressing gaps. Overwhelmingly, funding and collaboration emerged as the top themes in the word cloud activity, and the lack of a destination marketing body/unified brand, wayfinding/signage/discoverability, and seasonality and off-season anchors were ranked the top three most urgent gaps for addressing in the next 1-3 years.
	Question: what gaps are most urgent to address in the next 1-3 years?
	Question: In 1-2 words, what is the single biggest barrier to addressing these gaps?

	6. Recommendations
	Six recommendations accompany the Tourism Infrastructure and Services Gaps Analysis. These recommendations have been prepared for the Annapolis Valley’s functional economic zone, covering communities from West Hants Regional Municipality to Bear River, and are intended to address the primary recurrent gaps arising out of the analysis.
	The following six recommendations are organized by timeframe, from short-term through to long-term. Each recommendation identifies responsible parties, estimated costs, suggested funding sources, and alignment with the STAR strategy and regenerative tourism principles. The recommendations are presented as shared responsibilities, directed toward leaders and tourism stakeholders in the public, private, and nonprofit sectors. Successful implementation of these recommendations is contingent on the establishment of a DMMO.
	A final section provides recommendations tailored to the Valley REN’s regional partners.
	Recommendations for the Annapolis Valley Tourism Sector
	Sustainable Funding of a Destination Marketing and Management Organization (DMMO)
	Develop a Regional Wayfinding and Signage System
	Closing the Accommodations Gap through Investment Readiness
	Develop a Bay of Fundy Experience Corridor
	Invest in Recreation and Adventure Product Development
	Create a Sector Development Program for Small Heritage, Culture, and Arts Operators

	Sustainable Funding of a Destination Marketing and Management Organization (DMMO)
	MEDIUM-TERM TO LONG-TERM


	Why this matters
	Regions with a DMMO and marketing levy can build marketing budgets and destination-management capacity. Without a DMMO, operators with no marketing budget continue to get overlooked by visitors
	The lack of a unified brand or DMMO was independently ranked as a significant gap across multiple validation sessions and emerged as a theme across every data source in this study
	A DMMO could help with broader recruitment and retention efforts for tourism talent, considering the projected labour shortage in the sector across the region (see 3.1)
	Much of the recommended foundational work is already complete; investment is now required

	Who plays a role?
	Lead
	Industry-led Tourism Committees
	Municipalities and First Nation Communities
	Valley REN

	Supportive Roles
	Economic development and government agencies
	Sectoral and cultural associations
	Tourism operators


	Stakeholder insight
	“Overall marketing for the region is desperately needed, we shouldn’t rely on little groups to fill in those holes. Something cohesive with a brand.”

	Prioritization, impact, and lead matrix
	unified brand / DMMO
	stable tourism funding
	recruitment and retention of tourism talent
	Visitor Experience Impact
	digital marketing
	local storytelling  / interpretation


	What success could look like
	A single, board-governed DMMO is operating with sectoral, geographic, and cultural representation, giving the region one accountable body for destination marketing and management
	A 3% marketing levy or equivalent hybrid model is generating stable, predictable revenue
	The Valley is marketed under one recognizable regional brand, the way Cape Breton or Prince Edward County market themselves, rather than only through town-by-town promotion.
	Performance is tracked against defined KPIs spanning visitor, economic, social, and environmental outcomes (room nights, length of stay, resident satisfaction, cultural investment), giving municipalities and funders a transparent basis for continued investment

	Sustainable Funding of a Destination Marketing and Management Organization (DMMO)
	ACTION
	DETAILS
	Sustainable Funding of a Destination Marketing and Management Organization (DMMO)

	Quick wins
	Quick win - define brand name and reserve domain name Reserve the regional domain name(s) and stand up a basic web presence for the future DMMO. An industry-led tourism society has already been launched to undertake this work.

	STAR alignment
	This recommendation directly operationalizes STAR Action 1.6 and Actions 3.1.A/3.1.B, which call on Valley REN and the Transitional Implementation Working Committee to explore a governance model, secure a third-party consultant to determine governance and funding options, select a governance model and accountability mechanism, develop a two-year operating budget, and develop a corporate brand and branded website.

	Alignment with Nova Scotia Tourism Sector Plan
	This recommendation operationalizes the Sector Plan's Policy Alignment theme, which calls for a “formal collaboration and monitoring framework” across municipalities, industry, and government (Action 1), and for “support [of] unified marketing and resource allocation” to reduce duplication (Action 3). A single, levy-funded DMMO is the concrete mechanism the Sector Plan envisions for moving the Valley from town-by-town promotion toward the “collaborative governance” and “pooled resources” it identifies.
	Develop a Regional Wayfinding and Signage System
	SHORT-TERM TO MEDIUM-TERM


	Why this matters
	Wayfinding and signage was the most consistently cited gap across every source in this study, from stakeholder interviews, the public survey, site visits across all three counties, and validation sessions,  signaling broad-based consensus that it should be one of the top priorities for improving the visitor experience
	Visitors may pass by attractions or experience clusters not knowing they exist, due to a lack of signage
	A cohesive brand identity for wayfinding and signage would aid in the formation of destination marketing for the region as a whole
	There is lack of signage educating about the tides at beaches, which can pose a safety threat and put unnecessary pressure on emergency services

	Who plays a role?
	Lead
	Future DMMO
	Municipalities

	Supportive Roles
	NS Transportation and Infrastructure Renewal
	Advocacy with telecom providers


	What success could look like
	Strong brand identity in sign look and feel, helping to shape destination marketing efforts of the region
	Accessible information for operators on how to get blue highway signs for their business / attraction
	Visitors are guided to attractions both big and small
	Visitors can find 'off the beaten path' destinations with poor cell service
	Visitors can view tide signage at beaches to learn how to safely enjoy exploring the shore

	Prioritization, impact, and lead matrix
	Private sector lead
	Mixed
	Public sector lead
	High
	wayfinding and signage
	Visitor Experience Impact
	highway signage access
	Low


	Stakeholder insight
	“There’s no clear concise signage for tourism in NS. Where am I allowed to put signs? Do I have to buy a highway sign?”

	Develop a Regional Wayfinding and Signage System
	ACTION
	DETAILS
	Develop a Regional Wayfinding and Signage System

	Quick wins
	Quick win - promote the existing digital tourism map The Valley REN has created a digital tourism map that shows many of the region's tourism assets in one accessible place; promotion of the map would help visitors create itineraries, find accommodations, and extend their stay.

	STAR alignment
	Directly supports geographic dispersal of visitors across the region; reduces over-concentration in Wolfville and Annapolis Royal; improves access to natural and heritage assets that form the regenerative tourism backbone of the Valley.

	Alignment with Nova Scotia Tourism Sector Plan
	This delivers directly on the Sector Plan's Investment Readiness theme, which names clearer road signage and navigation among the access gaps raised provincially. It also advances the Plan's “enhanced access” success measure — visitors moving safely and easily to and within Nova Scotia — and its broader goal of dispersing visitors away from already over-concentrated destinations.
	Closing the Accommodations Gap through Investment Readiness
	SHORT-TERM TO MEDIUM-TERM


	Why this matters
	Accommodations emerged as a notable infrastructure gap across the Valley region: acutely so in West Hants, Kentville, and Berwick. This infrastructure requires assessment through a broader Investment Readiness Strategy
	There is just one branded hotel in the Annapolis Valley region, and the gaps analysis found that mid-range accommodations options are sparse
	Supply can extend visitor stays, converting day-trip spending into multi-day spending
	The region is missing out on attracting large sporting events and conferences due to lack of relevant accommodations supply
	The conditions currently limiting accommodations supply and occupancy growth are wide-ranging, including workforce shortages and land and zoning costs

	Who plays a role?
	Lead
	Valley REN

	Supportive Roles
	Municipal planning departments
	Invest NS
	Economic development organizations
	Tourism Society (future DMMO)


	What success could look like
	Investable properties, accessible capital, and developer interest
	Additional accommodations capacity in areas currently experiencing supply gaps
	A competitive position for bidding on conferences, sporting events, and other large events
	Adequate capacity to support visitation for large events, festivals, and conferences
	KPI tracking to identify events/conferences won or lost due to accommodation capacity

	Prioritization, impact, and lead matrix
	Private sector lead
	Mixed
	Public sector lead
	High
	Visitor Experience Impact
	accommodations variety / branded hotel
	Low


	Stakeholder insight
	“Because we don’t have any brick and mortar or branded hotels in [town,] we cannot be successful in bidding for sport related tourism.”

	Closing the Accommodations Gap through Investment Readiness
	ACTION
	DETAILS
	Closing the Accommodations Gap through Investment Readiness

	Quick wins
	Quick win - secure funding and support for an Investment Readiness and Implementation Plan Funding to develop an Investment Readiness and Implementation Plan is underway through the Valley REN. This work aims to provide a coordinated approach to ensuring the region has the infrastructure, land, workforce, partnerships, and processes needed to attract and support investment and growth. It aligns stakeholders around priority actions that improve investment competitiveness and economic outcomes.

	STAR alignment
	Extended stays generate greater economic benefit and more equitable distribution of spending regionally; agri-tourism and nature-based accommodation models align inherently with regenerative tourism principles.

	Alignment with Nova Scotia Tourism Sector Plan
	This recommendation shares both its name and its logic with the Sector Plan's Investment Readiness theme, which identifies “a pressing need for year-round accommodations” and calls to “cultivate business access to capital” and attract “new sources of private-sector investment.”
	Develop a Bay of Fundy Experience Corridor
	MEDIUM-TERM TO LONG-TERM


	Why this matters
	The Bay of Fundy shoreline contains world-class assets, but they are currently disconnected from one another, underpromoted, and often do not offer visitor amenities. A corridor approach would help shape and market a cohesive Bay of Fundy experience
	Aligns with Voice of the Visitor respondents who named Bay of Fundy’s tides and geological features as a key differentiator from the rest of the province
	Beach signage regarding tidal safety and information is not currently present at many sites, which can be a safety issue for visitors who are unaware of the tides

	Prioritization, impact, and lead matrix
	A corridor approach would allow for differentiation
	Physical accessibility is currently limited or absent at most sites along the Bay of Fundy
	Private sector lead
	Mixed
	Public sector lead

	Who plays a role?
	Lead
	Future DMMO
	Tourism Nova Scotia

	Supportive Roles
	Parks Canada
	Community associations
	UNESCO
	Individual asset operators
	Valley REN
	Municipalities and First Nations
	High


	Visitor Experience Impact
	Low


	What success could look like
	A visitor can follow a signed, promoted corridor along the Bay of Fundy and discover sites like Avondale Wharf, Blue Beach, Baxter’s Harbour, and the Margaretsville Boathouse Heritage Centre (among many others) without needing prior knowledge of the region or a lucky roadside sighting
	Hub corridor sites have basic visitor-facing amenities like washrooms, potable water, picnic tables and benches, parking, and advance wayfinding
	Indigenous interpretation is foundational
	New, small-scale spinoff businesses (in the vein of Hall's Harbour Lobster Pound or Split Rips: Sea Zodiac boat tours) emerge along the corridor as visitor traffic and dwell time increase
	Tour operators begin to offer bookable experience packages online
	Select sites are prioritized for physical accessibility enhancements

	Develop a Bay of Fundy Experience Corridor
	ACTION
	DETAILS
	Develop a Bay of Fundy Experience Corridor

	Quick wins
	Quick win - Bay of Fundy itinerary on tourism society website An itinerary on the future tourism society website highlighting stops along the proposed Bay of Fundy corridor route, giving visitors a way to discover these sites before they arrive, at essentially no capital cost, while the fuller planning and infrastructure work is still underway.

	STAR alignment
	Directly advances geographic dispersal from the region's established tourism locations; builds environmental resilience through responsible tidal and coastal tourism product; creates economic development opportunity in under-resourced areas; and integrates Indigenous cultural heritage as a foundational element of a regenerative tourism identity.

	Alignment with Nova Scotia Tourism Sector Plan
	The corridor concept advances two Sector Plan themes at once: Destination Sustainability/365, through its goal to “leverage environmental stewardship in four-season product development,” and Community Wealth and Wellbeing, through its commitment to Mi'kmaw-led cultural tourism development and building Indigenous tourism capacity. Positioning the Bay of Fundy as a signed corridor also reflects the provincial goal of visitor dispersion away from already-concentrated destinations.
	Invest in Recreation and Adventure Product Development
	MEDIUM-TERM TO LONG-TERM


	Why this matters
	Seasonality and lack of year-round attractions were frequently raised as gaps, while recreation was identified as a strong opportunity for extending the season
	The Valley’s fastest growing visitor segments are Outdoor Explorers and Simplicity Lovers, showing demand for outdoor and landscape-based experiences
	Visitor data show a participation gap - cycling and mountain biking had low visitor participation despite the natural scenery and growing infrastructure for these activities

	Who plays a role?
	Lead
	Future DMMO
	Private operators

	Supportive Roles
	Tourism Nova Scotia
	Municipalities and First Nation Communities
	Valley REN
	Trails Nova Scotia
	Annapolis Valley Trails Coalition
	Parks Canada


	Stakeholder insight
	“We lost a really good biking tour group because the road [conditions] are unfit for biking.”
	“The Harvest Moon Trail is very under-leveraged.”

	Prioritization, impact, and lead matrix
	year-round attractions
	bookable packaged experiences
	Visitor Experience Impact
	Harvest Moon Trail  coordination


	What success could look like
	Visitors can book guided outdoor experiences like hikes, paddling tours, fossil walks, dark sky experiences, and bike trails
	New and expanded operators are launching bookable experiences
	Outdoor recreation offerings are packaged with accommodations, food, and other attractions through programs like TNS Radiate
	Shoulder-season and off-peak bookings for outdoor experiences increase measurably, contributing to the region's broader season-extension goals
	Harvest Moon Trail is considered a destination trail and connects to communities and tourism assets

	Invest in Recreation and Adventure Product Development
	ACTION
	DETAILS
	Invest in Recreation and Adventure Product Development

	Quick wins
	Quick win - a cycling-foodie package 2-3 food/beverage providers, one accommodations provider, and a bike rental service connect to create a Harvest Moon Trail experience package for cyclist-foodies

	STAR alignment
	Recreation and adventure product supports environmental stewardship incentives, four-season tourism development, and visitor dispersal to natural areas; structured guiding reduces unmanaged access pressure on sensitive natural sites; and it deepens economic benefit in rural communities through multiplier effects from multi-day itinerary spending.

	Alignment with Nova Scotia Tourism Sector Plan
	This recommendation is a direct expression of the Sector Plan's Destination Sustainability/365 theme, whose key strategic goals include aligning resources to support “off-peak tourism product and experience development.” Bookable, guided outdoor experiences in shoulder seasons are exactly the off-season anchor the Sector Plan identifies as necessary to extend the visitor season and stabilize year-round employment.
	Create a Sector Development Program for Small Heritage, Culture, and Arts Operators
	MEDIUM-TERM TO LONG-TERM


	Why this matters
	Small heritage, cultural, and arts operators (including Indigenous assets) make up a meaningful portion of the region’s tourism assets, yet many do not have the organizational capacity to access sustained funding or the tools to enhance visitor experience through updated digital and physical amenities because they are nonprofit or volunteer-run
	Recent provincial funding cuts to operators in these sectors mean new forms of support are needed
	Aligns with Creative Nova Scotia’s work on sector needs
	Physical accessibility at these sites was found to be low or absent
	These assets are a large draw when it comes to year-round and weather independent assets

	Who plays a role?
	Lead
	Future DMMO
	Cultural and nonprofit organizations

	Supportive Roles
	Tourism Nova Scotia
	Association of Nova Scotia Museums
	Creative Leadership Council
	Kings Volunteer Resource Centre


	Stakeholder insight
	“I would love to see a focus on understanding the role that non-profits and arts organizations play in the community and work together for increased funding. We need allies in the business community to help us tell our story.”

	Prioritization, impact, and lead matrix
	Private sector lead
	Mixed
	Public sector lead
	High
	Visitor Experience Impact
	Low


	What success could look like
	Small operators have functioning and up-to-date websites, basic online booking or payment options, and accessibility retrofit plans
	Operators are successfully securing grant funding and/or private foundation contributions
	Succession plans are in place to plan for when site leaders or volunteers retire
	Visitors have high-quality experiences from digital discoverability to booking, visit, and departure
	Physical accessibility upgrades are made to retrofit buildings so that experiences are more inclusive
	Visitors view the Valley as a year-round destination

	Create a Sector Development Program for Small Heritage, Culture, and Arts Operators
	ACTION
	DETAILS
	Deliver business planning and grant navigation support
	Assess operator needs through pre-existing consultations done with the Creative Leadership Council
	Workshops on revenue diversification, pricing strategy, season extension, and grant applications
	Succession planning support
	These steps can be delivered in partnership with the Kings Volunteer Resource Centre with the future DMMO as a continuous convenor
	Compile a plain-language guide to federal and provincial accessibility funding relevant to small operators
	Support digital / physical and accessibility readiness
	Customized digital audits for volunteer run organizations to optimize their online tools
	Accessibility assessment and retrofit planning resources: flag 4-6 cultural assets that can improve accessibility by 2030 and prioritize funding support for those assets
	Coordination with the wayfinding and signage initiative (Recommendation 2)
	Bookable package opportunities
	Identify selection of heritage, arts, and culture experiences well-suited to bundling - e.g., guided tours, studio visits, behind-the-scenes access, or performance + dinner combo packages
	Pair interested operators with a food/beverage and/or accommodation partner to pilot a bookable package
	Connect operators to TNS Radiate and other Tourism Nova Scotia packaging/booking-readiness programs
	Marketing through a DMMO-affiliated culture guide
	Develop a curated print/digital culture guide profiling small heritage, arts, and cultural operators region-wide, maintained by the future DMMO

	Create a Sector Development Program for Small Heritage, Culture, and Arts Operators

	Quick wins
	Quick win - a digital audit program
	Establish a digital audit program to help small operators identify and address quick-fix areas for website/social media improvement.


	STAR alignment
	Builds long-term sector resilience, a foundational STAR objective; reduces single-operator dependency and volunteer burnout risk; distributes tourism economic benefit more equitably across operator types; and supports authentic, community-grounded experiences that are central to regenerative tourism.

	Alignment with Nova Scotia Tourism Sector Plan
	This recommendation puts the Sector Plan's Community Wealth and Wellbeing theme into practice at the operator level, answering its call to “highlight and leverage the province's rich cultural heritage as a competitive advantage” and to support heritage and arts operators as contributors to the visitor experience. Business planning, grant navigation, and succession support for small, often volunteer-run operators also responds to the Plan's stated risk that under-capacitated cultural assets will erode without dedicated investment.

	7.  Conclusion
	This analysis identifies 32 infrastructure and services gaps across the Annapolis Valley. These gaps should be addressed through a framework of shared responsibility, although several key action items are contingent on securing sustainable funding for a DMMO.
	The six recommendations in this report represent high-leverage interventions into the gaps that were raised during the research process. These are acute areas that, if addressed, would present significant growth opportunities in tourism for the region.
	Importantly, this project leaves the Valley REN and municipal partners with the tools to act on these findings and to measure progress against them. The tourism asset inventory of 482 geolocated assets, each scored against ten visitor readiness indicators, is a baseline. It can be re-run in future years to show whether wayfinding has improved, whether accessibility gaps are closing, and whether visitor readiness scores are moving. The accompanying dashboards, survey results, and appendices give the Valley REN and its partners an evidence base to support funding applications, municipal planning decisions, and DMMO development.
	The Annapolis Valley boasts world-class natural beauty and attractions that draw visitors from around the globe. The region has passionate people who care deeply about sustainable tourism growth while maintaining the authenticity and wellbeing of their communities. The engagement process showed this commitment tangibly, with over 270 people interviewed or surveyed during this research.
	The large majority of gaps identified through this research can be addressed by coordinated local and regional action. The recommendations in this strategy build upon the region’s significant existing strengths toward the goal of long-term destination development planning.


	8. Dependencies and Risks
	Several dependencies and risks may impact successful implementation of the recommendations in this report:
	A number of the recommendations build on one another rather than standing alone; for example, the wayfinding and signage system and the Bay of Fundy Experience Corridor are both designed to align with the future DMMO's brand identity, so their look and feel will follow once that brand exists. The pace of this work therefore depends heavily on two near-term milestones: municipal councils adopting the proposed marketing levy, and the DMMO's governance structure being established. Where either is delayed, related recommendations may take longer to be implemented.
	Consistency of levy adoption is another risk: partial adoption, where some councils pass the levy and others do not, would fragment funding and weaken the case for a single regional brand.
	Some elements of the recommendations also depend on funding sources that are outside the region’s control, since Bay of Fundy corridor infrastructure (washrooms, accessibility, wayfinding) relies on competitive federal and provincial grants. Marketing efforts should therefore be paced to match when that infrastructure is ready. Because many of the region’s tourism assets are run by small, under-resourced operators, the pace at which recommendations translate into tangible improvements will also depend on how much capacity those operators have to take on new coaching, funding applications, and upgrades.
	Several lower-cost actions, such as reserving a domain name or publishing an initial Bay of Fundy itinerary (identified as quick wins in the recommendations) can move forward in the meantime regardless of these dependencies.

	9. Appendices and Supporting Materials
	A range of supporting materials accompany this gaps analysis and are available on the Valley REN website.
	These are:
	Appendix A: Trends Analysis
	Appendix B: Stakeholder Consultation Findings
	Appendix C: Validation Session Polling Results
	Appendix D: Master Gaps List and Frequency Analysis
	By request to the Valley REN, additional supporting documents are available:
	Tourism Asset Dashboard
	Online Survey Results Dashboard


