
Regional Destination
Management & Marketing 



Destination
Management &
Marketing
Organization

A collaborative, industry-led body that:
Brands and markets the region as a destination.
Manages the visitor experience and tourism
assets.
Connects municipalities, businesses, and
communities to work together.

With the goal of growing tourism sustainably while
supporting local economies, culture, and the
environment.



How Are DMMOs Funded?

Municipal Funding

All DMMOs we researched
received some level of
municipal support.

Marketing Levy

Most DMMOs we researched
have a marketing levy. If they
don’t, they are working on
implementing one.

Membership

Many DMMOs we
researched either have a
membership model, or had
a membership model in
the past. Most are steering
away from a membership
model, but still offer some
pay-to-play opportunities.

Project Grants

All DMMOs we researched
leverage their core funding
to apply for project
grants.

Other Sources

A few DMMOs we
researched also receive
funding from associations.



Marketing Levy Bylaw

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

Section 75A (5): A marketing levy collected pursuant to this Section may only be used by
the council to promote tourism.

Section 75A (6): The council may pay such portion of the marketing levy collected by way
of a grant, as determined by the council, to any organization formed to promote tourism,
whether such organization is non-profit or otherwise.



Exemptions from the
Marketing Levy

Medical Stays
Exemptions apply to individuals and their families accommodated while receiving medical
treatment at a hospital or provincial health-care centre. 

Emergency Evacuations

Accommodations for less than $20 daily rate

Long term Accommodations
Over 30 days

Student residents
Rentals in a building owned or operated by a post-secondary educational institution renting
to students that are registered at and attending a post-secondary educational institution

https://www.bing.com/ck/a?!&&p=42fed44e4ebbc4be2220e270f2dfb9a2582cd684cf1f07608d90c77705fb0ce1JmltdHM9MTc1NzYzNTIwMA&ptn=3&ver=2&hsh=4&fclid=2431d8d3-c2f7-609c-0454-cc30c3b461ea&u=a1aHR0cHM6Ly9rZW50dmlsbGUuY2EvdG93bi1oYWxsL2J5bGF3cy1hbmQtcG9saWNpZXM&ntb=1
https://www.bing.com/ck/a?!&&p=42fed44e4ebbc4be2220e270f2dfb9a2582cd684cf1f07608d90c77705fb0ce1JmltdHM9MTc1NzYzNTIwMA&ptn=3&ver=2&hsh=4&fclid=2431d8d3-c2f7-609c-0454-cc30c3b461ea&u=a1aHR0cHM6Ly9rZW50dmlsbGUuY2EvdG93bi1oYWxsL2J5bGF3cy1hbmQtcG9saWNpZXM&ntb=1
https://www.bing.com/ck/a?!&&p=42fed44e4ebbc4be2220e270f2dfb9a2582cd684cf1f07608d90c77705fb0ce1JmltdHM9MTc1NzYzNTIwMA&ptn=3&ver=2&hsh=4&fclid=2431d8d3-c2f7-609c-0454-cc30c3b461ea&u=a1aHR0cHM6Ly9rZW50dmlsbGUuY2EvdG93bi1oYWxsL2J5bGF3cy1hbmQtcG9saWNpZXM&ntb=1


Marketing Levy
Buy-in from

Industry

REGIONAL DESTINATION MANAGEMENT
- FUNDING EXPLORATION
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Marketing Levy

NO

DMMO governance
and funding model
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Collection of Levy
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operational
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Exploration of a
municipal/member

-ship DMMO
funding model (not

as sustainable or
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Exploration of a
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-ship DMMO
funding model (not

as sustainable or
robust)



St. John’s has a 4% Accommodation Tax

The Marketing Levy Journey...

Three nights at a

hotel in
 St. J

ohn’s
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Visito
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https://discoverhalifaxns.com/https://destinationstjohns.com/

https://discoverhalifaxns.com/
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What Regions Have a
Marketing Levy?



What Regions Have a Destination
Management & Marketing

Organization?



















Annapolis Valley?



Why Now?
Clear Roadmap – A strategy is already in place to
guide the formation of a DMMO.
Strong Momentum – Tourism leaders and
operators are engaged and ready to serve as
founding board members.
Proven Models – Other regions in Nova Scotia
have successfully implemented levies and shown
clear benefits.
High Potential – The Annapolis Valley is already a
draw for visitors and has untapped opportunities
for growth.





What is the Role of Valley REN &
Municipalities?



VALLEYREN.CA/INDUSTRY-
SECTORS/TOURISM

GALLEN@VALLEYREN.CA

+902 670 6820

Email

Phone Number

CONTACT US



What Does a DMMO Do?

Visitor
Services

Branding &
Marketing

Event 
Support



What Does a DMMO Do?

Destination
Development

Product
Development

Regenerative
Initiatives



Marketing Levy Consultation Results



How is a Marketing
Levy Collected?



Levy 
Projections

Based on a 70% remittance rate on $700,000. Budgets can scale up as collection rates increase.



Recommendations for 
Implementation of Levy

The ORHMA Reporting Tool simplifies Municipal Accommodation Tax (MAT) compliance by
automating tax calculation, reporting, and remittance for accommodation providers. 

Adopt a Third-Party Collection Platform

Quarterly Remittance

Service Agreements with DMMO that outlines roles, expectations, and KPIs



Tourism Project
Timeline



Where is this
Working?

In 2024, Cape Breton recorded its second-highest
number of room nights sold in history.
Tourism revenues on the island have grown by 30%
over the 2019 pre-pandemic levels.
Approximately 88% of Destination Cape Breton’s
budget now comes from the marketing levy, and
each dollar spent on marketing has been estimated
to generate $27 in direct visitor spending.

 



“We're great believers in the 'we over
me' approach, and wholly believe

that a regional direction to tourism
benefits all parties involved.”

- Justin and Colin, Short Term Rental Operators
in Cape Breton



Where is this
Working?

In 2024, Discover Halifax marked another record-setting
year: a 2.6% increase over 2023 and an 11.4% gain since
2019.  
Helped support strong bids for major events like the
2024 Juno Awards and Pickleball Canada National
Championship.  
88% of residents now report the tourism industry’s
impact as “positive” or “very positive”. 



“As the primary revenue source, the
marketing levy has been instrumental

in sustaining
our core services designed to promote

this region. ” 

- Ross Jefferson, President and CEO Discover Halifax



Where is this
Working?
Truro & Colchester’s tourism plan has seen strong
early wins. The 2024 Nova Scotia Stampede
attracted over 6,500 visitors from outside the region,
and generated $4.3 million in economic activity. 



“I have had over 5000
visitors to SEEK this year

and not one guest has
complained or brought up

the levy.” 

- Miriah Kearney, Seek Wilderness Accommodations 



Where is this
Working?
YASTA (Yarmouth & Acadian Shores Tourism
Association) had another very successful season:
over 38,000 CAT ferry tickets sold and
accommodation providers reporting longer stays.



“Our marketing dollar goes farther through
YASTA. Shared creative and access to their
data mean we reach priority markets as a

region, not as isolated businesses.
Marketing the region works because

visitors travel based on experiences and
interest, not municipal lines.”

- Jonathan Joseph, Argyler Lodge


