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MESSAGE FROM THE CHAIR
This past year has been challenging. Not unlike last year.

From a financial perspective, Discover Halifax faced another
year of financial losses due to the pandemic. With 90% of our

And yet, in the face of the disruption, opportunity has emerged

revenues being self-generated and dependent on the collection

and with it a palpable excitement and positive momentum in

of a hotel levy, we experienced a loss in revenue. We would

Halifax. The effects of COVID-19 continued to have a profound

like to recognize the support provided by our many partners,

global impact, and no industry has been hit harder than tourism,

especially the Atlantic Canada Opportunities Agency (ACOA)

but as public health restrictions lifted, the tourism industry saw

and the Halifax Regional Municipality for their belief in us.

signs of recovery. The resilience of this industry continues to be
remarkable. And it is modelled from the large businesses like

As chair of the board, I would also like to recognize the

the Halifax Airport demonstrating extraordinary leadership in

extraordinary efforts and commitment of the team of Discover

uncharted territory to the myriad small businesses that have

Halifax during this past year, and leadership of Ross Jefferson,

dug so deep in impossible circumstances and demonstrated a

President and CEO, and across the organization. As a team, we

breathtaking commitment to this place and to all of us. This is

have never been more confident in our competitive position

the stuff that makes Halifax irresistible. And I believe we will

as one of Canada’s leading destinations and our vision of being

emerge from this stronger than before and better than ever.

recognized broadly by visitors, and our own citizens alike, as the
favourite city in Canada.

The past two years have provided an opportunity to reimagine
the tourism sector and our place within it. As destination
leaders, we are thinking not only about how to grow tourism,
but of the need to rethink tourism and destination leadership
as a means to help our communities thrive. Since the beginning
of the pandemic, Discover Halifax has been working to support
a broad approach to harm reduction in our region arising from
COVID-19. Taking a community-first approach, it is the wellbeing of community that has been the north star that has
provided direction as we’ve navigated the past two years. In
September 2021, the Discover Halifax Board of Directors passed
an updated organizational mission that reflects this evolution
to maximize the social benefits of the tourism industry. You can
read the new mission on page 4.
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Jennifer Angel
Jennifer Angel

President & CEO | Develop Nova Scotia

MESSAGE FROM THE PRESIDENT & CEO
First, let me say that in 2021, as we faced the impacts of COVID-

Doing so will enable us to fulfill our mission of maximizing the

19 for the second consecutive year, the resiliency, collaboration,

economic and social benefits derived from tourism for the

and the quest to keep moving forward that is happening within

benefit of the people who live, visit, and invest in our region.

the tourism industry stands out for me. Halifax is an enviable city
for many reasons, including the deep passion and desire from

Discover Halifax’s ability to evolve would not be possible

multiple stakeholders to work together to better our region.

without the ongoing support of our funding partners, the Halifax

There is a collective understanding that when we come together,

Regional Municipality and the Hotel Association of Nova Scotia.

good things can happen. This has been especially true over the

This funding greatly enhances our ability to grow and expand the

last two years, and I believe that we are charting the course

services that will help us define and support the greatest areas

forward stronger than before.

of opportunity.

While the industry has faced setbacks since 2020, tourism

In closing, I would like to recognize the fantastic Discover

is expected to continue being one of the fastest-growing

Halifax team and express my gratitude to the Board of Directors

industries globally, and it is bringing prosperity and

and the many people who support our industry. I especially

opportunities to the communities that are prepared. This is a

want to thank our members and industry partners who have

position that many destination marketing organizations have

faced extreme difficulties over the past two years and have

taken on in the last decade. Tourism leaders have broadened

done their part to keep our community safe. My resolve for a

their scope beyond marketing and sales to include managing the

positive future is strong; we have a great destination with great

challenges and opportunities of tourism. And this is a path that

experiences delivered by some of the world’s best businesses,

we, too, are on. Discover Halifax is evolving into a destination

leaders, and people.

management organization to help ensure the best for our region.
Destination Management expands beyond the traditional
areas of demand generation and seeks to shape and manage
issues related to the supply side of tourism. This may include
ensuring proper policies, decisions, and investments are made

Ross Jeﬀerson

in the industry and that we have compelling experiences, quality

President & CEO | Discover Halifax

infrastructure and incredible services that impact visitors
and residents alike. In 2021, we continued to work towards
expanding our capabilities to this end.
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OUR VISION

Globally recognized as the favourite city in Canada.

OUR MISSION

We seek to maximize economic and social beneﬁts derived from the
tourism industry for the beneﬁt of the people who live, visit, and invest
in our region.
We do this by showcasing the best of our region to the world, and
through collective impact, we seek to shape the future of our industry
through good planning, investment, and design.
In September 2021, the Discover Halifax Board of Directors accepted a motion to pass Discover Halifax’s
expanded mission to recognize the organization’s mandate to maximize the social benefits of tourism.
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PAUL BRIGLEY– TREASURER
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TALHA KHAN
General Manager, Delta Hotels by Marriott Dartmouth
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RYAN MURPHY
President/Owner, Murphy’s Camping on the Ocean
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JEFF NEARING
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HOLLY CHESSMAN
Director, Marketing and Member Services
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Group Sales Marketing Manager
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BALANCED
SCORECARD

BALANCED SCORECARD

BALANCED SCORECARD
FOCUS AREAS

CUSTOMER

8

FINANCIAL

• Grow Leisure Visitation

• Leverage Funding

• Grow Conventions & Events

• Improve ROI

• Grow Visitor Spend with Members

• Grow Investment

INNOVATION

PEOPLE

• Align Strategy with Partners

• Right People in Right Roles

• Invest in Technology & Best Practices

• Support Training & Skills

• Improve Processes

• Manage & Reward
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FOCUS AREA — CUSTOMER

GROW LEISURE VISITATION
GOAL 1
Previous Year
End (2020)

2021 Actual

% Change from
Prior Year

16,339,770

464,804,551

2745%

3

8

167%

Total Website Visits

871,950

1,161,089

33%

Website - Organic Traffic

448,332

427,967

-5%

Social Media Followers

194,248

211,603

9%

$ 3,827,528

$ 1,299,547

-66%

Total Impressions from Campaigns *See note 1

# of Major Campaigns *See note 2

Travel Media Ad Value

Notes:
1.

In 2021, Discover Halifax remained in market heavily, as appropriate, to encourage visitation to Halifax when restrictions
lifted in July. This included a major impressions-focused campaign (Reconnections) in Ontario and Alberta, which reflects
a major increase in impressions. The campaign generated 3 million+ impressions.

2.

In 2020, limited marketing campaigns were undertaken due to travel restrictions. The majority of marketing campaigns in
2020 were regionally focused.
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FOCUS AREA — CUSTOMER

GROW MEETINGS & CONVENTIONS
GOAL 2
Previous Year
End (2020)

2021 Actual

% Change from
Prior Year

99

104

5%

$49,398,009

$65,192,174

32%

Successful Bids (# of conferences) *See note 2

85

60

-29%

Successful Bids (economic impact) *See note 2

$36,711,939

$24,875,682

-32%

51%

51%

-

14

17

21%

# of Bid Proposals Submitted *See note 1

Bid Proposals Submitted (economic impact)

Definite Ratio (percentage of bids won vs. loss)

# of Client Site Inspections

Notes:
1.

In 2020, 30 of the event bid proposals were rebids. In 2021, 23 of the event proposals were rebids. The original events
were rescheduled due to COVID.

2.

In 2020, 48 of the successful bids were events rebooked due to COVID. In 2021, 41 of the successful bids were events
rebooked due to COVID. Overall, in 2021, the decrease in new bookings reflects a hesitancy by planners to book new
business given the multiple rounds of rebooking in 2020 and 2021 due to COVID.

10
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FOCUS AREA — CUSTOMER

GROW EVENTS

Previous Year
End (2020)

2021 Actual

% Change from
Prior Year

18

19

6%

$9,543,335

$37,908,365

75%

9

12

33%

$15,287,187

$32,077,196

110%

1

3

200%

43%

54%

26%

# of Bid Proposals Submitted *See note 1

Bid Proposals Submitted (economic impact)

# of Successful Bids (# of events) *See note 2

Successful Bids (economic impact) *See note 2

Client Site Inspections Held

Definite Ratio (percentage of bids won vs. loss)

Notes:
1.

In 2020, 4 of the bid proposals were rebids. In 2021, 5 of the bid proposals were rebids, including the North American
Indigenous Games in 2023. The original events were rescheduled due to COVID.

2.

In 2020, 9 of the successful bids were events rebooked due to COVID, including the IIHF Women’s World Hockey
Championship. In 2021, 6 of the successful bids were events rebooked due to COVID, including the North American
Indigenous Games in 2023.
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FOCUS AREA — CUSTOMER

GROW VISITOR SPEND WITH MEMBERS
GOAL 3
Previous Year
End (2020)

2021 Actual

% Change from
Prior Year

Membership Count

489

583

19%

Service Leads Issued to Partners *See note 1

232

82

-65%

15,894

35,677

124%

Leisure Website — Average Time Spent on Site (mins)

01:18

01:12

-8%

Visitor Guide and Maps Distribution *See note 3

7,131

101,858

1328%

176,365

163,600

-7%

Member Page Views and Referrals *See note 2

Kiosk and Wi-Fi Channel Sessions *See note 4

Notes:
1.

Overall, in 2021, the decrease in new bookings reflects a hesitancy by planners to book new business given the multiple
rounds of rebooking in 2020 and 2021 due to COVID.

2.

In 2021, the increase in member page views and referrals reflect an increase in website traffic as travel restrictions
were lifted.

3.

Includes both print and digital distribution. In 2020, visitor guides were digital only. The demand for guides significantly
increased when travel restrictions were lifted in July 2021.

4.

12

Wi-Fi numbers only as Kiosks were offline throughout 2020 and 2021.
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FOCUS AREA — FINANCIAL

IMPROVE FINANCIAL HEALTH
GOAL 4
Previous Year
End (2020)

2021 Actual

% Change from
Prior Year

Revenue from Members (all sources) *See note 1

$213,286

$64,030

-70%

Revenue from Marketing Partnerships *See note 2

$100,000

$169,254

69%

$21,766

$2,000

-91%

$1,765,511

$2,274,527

29%

Bottom 10%

Bottom 10%

-

Revenue from Sales Partnerships *See note 3

Total Leveraged Revenue *See note 4
Investments in Tourism Sector (per-room benchmark quartile)

Notes:
1.

Discover Halifax transitioned to a free membership in 2021. The decrease in revenue reflects this new model.

2.

Reflects Tourism Nova Scotia Digital Content Marketing Program funds, which were matched by Discover Halifax.

3.

In 2020, Discover Halifax participated in a national tradeshow in which partners pay to participate. The tradeshow was
held virtually in 2021 due to COVID.

4.

Represents all revenue sources apart from the hotel levy and HRM grant.
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FOCUS AREA — INNOVATION

INNOVATION, PROCESS
IMPROVEMENTS & ALIGN STRATEGY
WITH PARTNERSHIPS
GOAL 5
Previous Year
End (2020)

2021 Actual

% Change from
Prior Year

7

3

-57%

Previous Year
End (2020)

2021 Actual

% Change from
Prior Year

2.4

2.1

-13%

0.95

2.6

174%

Process Improvement, Innovation, or Six-Sigma Projects
Completed *See note 1

Notes:
1.

Projects completed:
• Implementation of Video Conferencing System
• Change of Benefits service provider and implementation of company-wide cost sharing model
• Ability to buy media internally with new Visitor Experience position

FOCUS AREA— PEOPLE

RIGHT PEOPLE IN THE RIGHT
PLACE, SUPPORT, TRAINING,
MANAGE AND REWARD
GOAL 6

Employee Absenteeism
Employee Training and Development (training days/employee)

14
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KEY INDICATORS

INDUSTRY KEY
PERFORMANCE INDICATORS

Previous Year
End (2020)

2021 Actual

% Change from
Prior Year

Room Nights Sold (traditional hotels) *See note 1

636,408

907,182

43%

Room Nights Sold (short-term rentals)

272,582

235,107

-14%

908,990

1,142,289

26%

6,149

6,336

3%

-

-

-

995,426

1,076,899

8%

Combined Overnight Room Sold

Hotel Room Supply *See note 2

Cruise Passenger Count

Airport Enplaned/Deplaned Passengers

Notes:
1.

The third and fourth quarters demonstrated strong rebounds from a low of 80 percent decline in previous quarters. Hotel
stays were comparable to pre-pandemic numbers during certain weeks in Q3 and Q4.

2.

In 2020, the Sutton Place opened with 262 rooms, and in 2021, the MUIR opened with 109 rooms.
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MARKETING
& VISITOR
EXPERIENCE
OVERVIEW

The tourism industry was the ﬁrst hit and hardest hit by the
pandemic. But, as we approached 2021, we knew, if anything, change
would be constant.
It should be noted that I joined Discover Halifax in late April 2021, after a period of transition on the team in which
several members moved on to new opportunities, including my predecessor, Erica. My hat goes off to the efforts
and work of those team members who have invested in building this brand, including several core members
who continue to be an integral part of the team. We have changed and grown over the past 12 months, and I
can honestly say that the team we have in place as I write this report is among the strongest I have ever had the
pleasure of working with, and much of that strength comes from the existing foundations.
Our approach to the uncertainty has been straightforward: We know that no situation will last forever.
For better or worse, we must always be prepared for change. To do this, we:
• do what we can and what is appropriate at any given moment to support our community, industry, and members
• prepare for when the situation improves
• work closely with partners to leverage success
These three considerations streamed through the year and led to significant successes in uncertain times.

18
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Industry Support – Supporting Local Edition
The year was a tale of adaptation and doing the utmost possible
to balance the needs of our members and our community
health. We undertook several programs that drove appropriate
visitation to members at important times.
Activity on our owned social accounts (Twitter, Facebook, and
Instagram) remained consistent, and we were able to grow our
engaged following in 2021 by 9 per cent to 211,600 followers
across our channels.
Dine Around, for example, was in its 18th year in 2021—a staple
for the restaurant community and a driver of activity in a low
season. Over 125 businesses (114 restaurants and 13 hotels)
participated and offered takeaway alternatives. By leveraging
funds from Tourism Nova Scotia’s Digital Content Marketing
Program (DCMP), $38,000 was invested across digital channels,
which garnered 21 million impressions and 114,000 clicks to the
Dine Around page.
Take a Haliday was a new initiative created in partnership with
the Hotel Association of Nova Scotia with an intent to drive
hotel room sales as soon as travel was possible. The $40,000
investment included new creative, a new landing page, and paid
media in the Maritimes. Launched in phases as the “bubble”
opened throughout June and July, over 15,000 website visitors
viewed the site over the five weeks of the campaign, checking
out on average 3.3 hotel packages.
Patio Lanterns was created in partnership with Develop Nova
Scotia to help animate communities across the province while
supporting operators and musicians through a difficult period.
The marketing team at Discover Halifax executed the provincewide Patio Lanterns creative campaign. The team created the
website and, with a $50,000 investment between July 15th and
October 3rd, drove 56,000 pageviews.
Finally, the Evergreen Festival, again a partnership with
Develop Nova Scotia, was created to animate the Halifax
waterfront and drive visitors to the downtown core in an
otherwise quiet period. The promotion was extended through
the Maritimes, offering seasonal, safe, outdoor activities. From
early November to December 19th, the campaign received over
27 million impressions and a highly engaged audience.
The above campaigns were successful initiatives, but they
were not the “big show” for the year. Two major campaigns
were created that took most of our investment and attention.

DISCOVER HALIFAX | 2021 ANNUAL REPORT

19

Never Have I Ever Campaign – The Little Campaign That Could
“What will we do when things do open?” was the question
we discussed as a team during the spring lockdown.
We knew it would happen and that we would need to be ready.
Created entirely in-house from concept to execution, the
Never Have I Ever campaign was born of the insight that locals
were looking for new activities to experience and needed
inspiration. We also knew that Atlantic Canadians consider
themselves locals when they visit Halifax, and we wanted to help
them experience something different and safe.
Because we were prepared to launch the campaign once the
Atlantic bubble opened, we were positioned to leverage funding
from partnerships with the Halifax Chamber of Commerce, the
Halifax Partnership, the Halifax Regional Municipality, Tourism
Nova Scotia, and various Business Improvement Districts.
Through these partnerships, we could triple Discover Halifax’s
investment while also avoiding duplication of efforts and
confusion for the consumer.
The campaign included mass advertising, which saw Discover
Halifax’s first forays into TikTok and digital audio (with all
spending doubled thanks to DCMP funding), a highly engaging
and adaptable landing page, social media, and extensive
contesting in which more than $15,000 was invested in member
businesses.
The “little campaign that could” ran from June through to
December, growing and shrinking as restrictions allowed.
The campaign was eminently adaptable from a “go outside”
message (when travel bubbles remained in place) to an “attend
this event” message (when it became appropriate).
The campaign saw an astonishing 260,000 pageviews,
the average time on site being an extraordinary 4+ minutes.
We ran different campaign creative for locals than for people
outside of the region, which resulted in out-of-market
audiences spending longer on the site than locals. In addition,
we supported major events and some businesses with direct
callouts, driving tens of thousands of new eyes to their activities.

20
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Reconnections – Forging into New Markets
With COVID-recovery funding support, Discover Halifax
ventured outside of the Atlantic region for the first time with a
marketing campaign. Investing in the Greater Toronto Area and
urban Alberta, we launched the Reconnections campaign in
July, once the Atlantic Bubble was open to the rest of Canada.
The campaign ran for six weeks and positioned Halifax as
the elixir to the lockdown, offering a safe, vibrant, and open
destination for those who were “ready to reconnect.” As well,
the campaign built our brand in these markets.
Investment in these major urban centers is more costly
than in markets closer to home, but the results were solid. A
full creative asset suite was built under the Reconnections
banner and was displayed with the intent of awareness and
familiarity generation. We were seeking mass exposure, and
our partners, Trampoline, delivered with some extremely
prominent placements in out-of-home, cinema, and digital
tactics. In the end, almost a third of a billion people saw the
Reconnections ads in our key markets.
We engaged Leger Marketing to conduct pre-and postcampaign research to understand these markets and
the campaign efficacy. This research became one of the
cornerstones of our 2022–2026 Strategic Marketing Plan.
It identified valuable insights on current perception and intent
for visitation to Halifax from these markets and a competitive
set review. We are pleased to report that Leger attests that the
campaign significantly improved both destination perception
and travel intent, showing that an advertising presence in these
out-of-region markets is warranted.
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Servicing the Visitors and
Connecting Them to Members
The Marketing and Visitor Experience programs

I would also like to make a special acknowledgement

are inextricably linked. Campaigns (from Marketing

of Annie Cameron, a seven-year veteran of Discover

investments) lead potential visitors to the website,

Halifax who has been named one of Destinations

maps, and guides (from Visitor Experience investment).

International’s 2022 “Top 30 Under 30” destination

Discover Halifax published our Visitor Guide through all

marketers.

the uncertainty, welcomed over 1.16 million visitors to
our website and more than 102,000 reads of our maps

Recognition and thanks also go to our wonderful

and guides in 2021. We offered discounts to members

counterparts at the Halifax Chamber of Commerce,

who participated in our publications, allowing them

Halifax Partnership, Develop Nova Scotia, Tourism

to reach our highly qualified audience cost-effectively.

Nova Scotia, Atlantic Canada Opportunities Agency,

We also initiated multiple visitor experience projects

and the Halifax Regional Municipality. We have been

for 2022 (including the inaugural Halifax Kids’ Guide),

rowing together and achieving stronger results as

knowing that demand would be heightened and that

a unit.

the appetite existed for these sub-segments.

Looking Forward

facing audiences this year, namely Trampoline Branding,

At the writing of this letter, I have had the pleasure

M5 Marketing Communications, Revolve, The Printing

of being at Discover Halifax for an entire year. I want

House, Leger Research, and Advocate Printing.

to take a moment to thank our team for how they have

Clare Tidby

pulled together and lived the organization’s values
through a tumultuous year. I am incredibly bullish about
the foundations we have built and the direction we are

22

I would also like to thank the partners we have worked
with to create and execute our campaigns and front-

heading, and I believe we will be exceptionally well-

Clare Tidby

positioned to compete effectively in the coming years.

Vice President | Marketing and Visitor Experience
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GROUP SALES
OVERVIEW

As in the previous year, 2021 was a challenging year for the Group
Sales program to book future business and the destination’s ability
to host events.
With several new waves of COVID-19 spreading worldwide, no events assisted by the program were able to
happen in person until Q3 and Q4. During this time frame, only 13 events took place, with most events rights’
holders waiting until 2022 to return to face-to-face events.
Booking events for the destination were picked up from the previous year but weighted heavily on cancelled
rebooking events because of the pandemic. In all, 72 events were booked for future years. Forty-seven of these
events were rebookings, with the remainder (25) representing new business bookings for the destination. Eightyfive per cent of all the new business booked came from domestic markets as business confidence within the
international events market remained low throughout the year. The sales team submitted bids for 123 future year
events as well. This represents 60 per cent of the bids that the program would do in a typical year.
Despite the lower than traditional booking numbers, the sales team proactively engaged all primary markets,
focusing on rebooking lost business and researching for future event opportunities for the destination. The fall
marked the return to traditional sales and marketing activities, with the team participating in face-to-face national
and international tradeshows and client events.

26
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The team also continued to work on projects designed
to provide enhanced sales tools to help position the destination
better for domestic and international opportunities. This
included the development of destination content and the launch
of a new business events website, businesseventshalifax.com.
In 2021, we launched the Take the Lead program. This program
was designed to inspire local citizens from all backgrounds to
work with the Group Sales team in developing and winning bids
to bring new events to Halifax. In addition, the program focuses
on educating the local market on the importance of events, how
Discover Halifax can help, and the celebration of successful
individuals in bringing events to the city.

DISCOVER HALIFAX | 2021 ANNUAL REPORT
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Looking Forward
There is great optimism and excitement for 2022

As always, we will continue our commitment to

and beyond. Event bookings for 2022 are solid, and

improving our services, processes, and most

with business confidence continually rising, there will

importantly, how we work in collaborative and

be much more opportunities to book business in

innovative ways with our local partners and

future years.

stakeholders to make Halifax Canada’s favourite
event city.

The Group Sales program is well-positioned to take
advantage of this opportunity. With the development
of innovative sales assets, a new five-year strategic
plan, and major destination development in place, the
program looks to leverage its position to bring events

Jeﬀ Nearing

to the region. We also look forward to returning to

Vice President | Sales

traditional sales activities such as tradeshows and
client events that allow us to work closely with existing
clients and cultivate new ones.

28
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INDUSTRY
SUPPORT

Integrated Tourism Master Plan
In February 2021, Halifax’s first Integrated Tourism Master Plan (ITMP) was launched. The ITMP provides a vision
for tourism in Halifax and was developed to drive and prioritize the efforts and investments that will lead to
tourism recovery and future sustainable economic growth in the region’s tourism economy.
The ITMP is guided by a community-first approach that will help shape tourism’s growth in a way that not only
supports the industry but maximizes the benefits of all citizens. Tourism is one of the fastest-growing industries
globally, and it is bringing prosperity and opportunities to the communities that are prepared.
Halifax’s ITMP includes four goals that align with Halifax’s Economic Growth Plan: grow tourism revenues,
employment, enrich the lives of residents, and align with related strategies. The ITMP is comprised of 28 priority
initiatives supporting six strategic themes.
The ITMP is a dynamic plan with each project at different stages of development and has unique factors that
contribute to their progress. Between 2020 and 2021, several projects have been completed or made a significant
forward movement, creating positive impacts in the Halifax region. As the ITMP sponsor, Discover Halifax will
continue to collaborate with project leads and regional partners to measure and report on the progress of the
28 initiatives.

Collective Impact
No single organization can achieve success on its own. Collective impact requires the combined efforts and
resources of multiple stakeholders and organizations. In Halifax, we are fortunate and proud to have so many
incredible partners leading and contributing to ITMP projects and committed to making Halifax a better place to
live, work, and visit. Taking a collective approach will help to guide tourism recovery and growth in our region.
Discover Halifax acknowledges the ITMP funding partners Halifax Regional Municipality, Province of Nova Scotia,
and Atlantic Canada Opportunity Agencies (ACOA), whose support helped to bring this vision to life.
Learn more about the Integrated Tourism Master Plan:
https://discoverhalifaxdmo.com/integrated-tourism-master-plan/
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VISION

TO BE WIDELY RECOGNIZED AS
THE FAVOURITE CITY IN CANADA.

GOALS

GROW TOURISM
REVENUES

ENRICH THE LIVES
OF RESIDENTS

GROW TOURISM
EMPLOYMENT

ALIGN WITH
RELATED STRATEGIES

STRATEGIC
THEMES

BUILD AND
ENHANCE HALIFAX’S
KEY DEMAND
GENERATORS

ATTRACT HIGHEST
YIELD AND GROWTH
MARKETS

MAKE IT EASY
TO GET HERE
AND VISIT

BE VIBRANT
AND ALIVE, 365

DEVELOP
RESPONSIBLE
TOURISM

ESTABLISH, IDENTIFY,
AND APPOINT
TOURISM LEADERSHIP
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Three-Phase Recovery Plan
In 2020, Discover Halifax completed a Three-Phase Recovery Plan to guide the organization’s recovery efforts and a
framework for the industry’s adoption.
As the COVID-19 pandemic continued to have an impact throughout 2021, Discover Halifax focused on Phase 2 (Re-open &
Recovery) and Phase 3 (Transform & Re-invent).
Based on insights gained through tourism scenario planning conducted in 2020 (in partnership with regional industry
partners and the MacEachen Institute for Public Policy and Governance at Dalhousie University), Discover Halifax prepared
for the following:
1.

The likelihood of pent-up demand and rapid return of travellers was high, but potential labour shortages were
identified as a risk.

2.

The region faced a lack of planned events. Animation needed to be activated to create vibrancy throughout the
summer.

3.

A lack of marketing to the highest return-on-investment markets meant prospective travellers
might not visit. It was crucial to be ready when the time was right.

Understanding these scenarios helped guide much of our activity in 2021, including planning and executing activities under
the Marketing and Group Sales programs. When the timing aligned with public health guidelines, the efforts to market
Halifax as a safe option destination helped contribute to the high volume of visitation experienced in 2021, especially
during Q3 and Q4. Additionally, the collaboration between regional economic partners helped bring animation and vibrancy
to our region through events like the inaugural Patio Lanterns Festival and the 2nd Evergreen Festival.
Under Phase 3, long-term planning continued to be a focus to help the industry build back better than before. This work
includes the Halifax Integrated Tourism Master Plan, specifically the 28 initiatives in the action plan, which is helping to
prioritize the efforts and investments to recover sustainable economic growth from the region’s tourism economy. We
have an opportunity to shape that growth, maximize it, and get the best opportunities in a way that
takes a community-first approach. This approach will help transform and re-invent the tourism industry in the region.
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RESPONDING TO THE CRISIS
THREE PHASES OF RECOVERY

1. SUPPORT

2. RE-OPEN &
RECOVERY

1. Support containment
measures of the virus

1. Gain open access
to safe markets

2. Support business
impacted by lockdowns
through liquidity

2. Rebuild consumer
demand as markets
return

3. Support hyperlocal
demand generation
(buy local, takeout,
online purchasing)

3. Support consumers
needs and questions
(what is open, itinerary
building, safety
questions)

4. Boost community spirit
in a difficult time

4. Continue selling for
sale cycles in group
business for future
events and conferences
(2020-2026)

3. TRANSFORM
& RE-INVENT
1. Advance initiatives
outlined in the
Halifax’s Integrated
Tourism Master Plan
2. Seek opportunities
to reimagine industry
3. Reimagine the core
services of Discover
Halifax to be focused
as a backbone in
collective impact
model

FINANCIALS
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