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WELCOME!

Post your 
questions using 

the Q&A. 

Links and resources 
will be shared by 

email.

Webinar recording available:
https://tourismns.ca/webinar-series
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WHAT WE’LL COVER
• Current tourism trends and outlook for 2025
• Provincial tourism marketing approach
• 2025 provincial tourism marketing campaigns
• Marketing opportunities for your business or 

community
• New research insights and tools you can use
• Accessing Tourism Nova Scotia’s programs and 

resources

BURNTCOAT HEAD PARK



DAVE RITCEY, 
MINISTER OF 
COMMUNITIES, 
CULTURE, TOURISM 
& HERITAGE

FRANEY TRAIL, CAPE BRETON HIGHLANDS NATIONAL PARK
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2 MILLION VISITORS IN 2024
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3 MILLION ROOM NIGHTS SOLD IN 2024
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$3.5 BILLION IN TOURISM REVENUES
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IMPACT OF CANADA-US RELATIONS
• Shift in US travel intentions and border 

crossing
• Resident welcome for US travellers
• Opportunities with increase Canadian 

domestic travel and overseas travel interest
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PRIORITIES & OPPORTUNITIES
• Season extension – developing and promoting 

experiences and events that motivate year-
round tourism across the province

• Air access – attracting and securing non-stop 
air connections with key markets to make it 
easier for people to choose to visit Nova Scotia

• Canadian travel market – opportunity to 
leverage increased interest in domestic travel

CAPE SMOKEY, CAPE BRETON ISLAND
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PROVINCIAL TOURISM MARKETING

WHALE WATCHING ON THE BAY OF FUNDY
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TOURISM MARKETING APPROACH
• Results driven: our work has positive impact for 

tourism businesses and communities in Nova 
Scotia

• Strategic stewardship: we work within our 
allocated budget to select markets where we can 
have the greatest impact – also responsible 
brand stewards

• Responsive and agile: we continuously 
optimize our campaigns to maximize reach

• Science and art: evidence-based market 
understanding, combined with a strong creative 
partner to ensure we break through with 
messaging that influences travel decisions

ESKASONI CULTURAL JOURNEYS, CAPE BRETON ISLAND
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MARKETING ACTIVITIES 
Marketing activities are selected to allow us to reach 
travellers when and where they are most likely to be 
looking for/responsive to our messaging.
• Consumer marketing
• Travel trade marketing
• Travel media

CAPE FORCHU LIGHTHOUSE, YARMOUTH & ACADIAN 
SHORES
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PARTNERSHIPS
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• Nova Scotia
• Atlantic Canada
• Ontario (Toronto/Ottawa)
• Quebec (Montreal area)
• Alberta (Calgary)
• Northeastern United 

States (Boston)
• United Kingdom
• Germany
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OUR MARKETS

All markets still have 
opportunities for growth.
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APPROACH BY MARKETS
Market Timing Tactics

Atlantic Canada Summer, Fall and Winter Digital Video, Display, Social Media, Search

Quebec April 1 – August 31 Display, Digital Video, Social Media, Search

Ontario

Summer: March 17 – August 31 

Fall: Sept 1 – October 31

Television, Out of Home (including Billboards, Toronto 
PATH and 3 Streetcars), Connected TV, Display, Digital 
Video, Digital Audio, Uber In-App, Social Media, Globe & 
Mail Sponsored Content, Search

Calgary April 1 – August 31 Connected TV, Digital Video, Display, Social Media, 
Search

Northeastern United States 
(NEUS) April 1 – August 31 Television, Out of Home, Connected TV, Digital Video, 

Display, Digital Audio, Social Media, Search

UK & Germany February 3 – March 31 YouTube, Display, Social Media, Search
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CAMPAIGNS

MELMERBY BEACH PROVINCIAL PARK, 
NORTHUMBERLAND SHORE
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TNS Overview

• Brand Promise: Find Joy As Pure As 
The Sea

• Our seacoast offering will differentiate us 
from our competitors; we want to 'own the 
ocean'

• Tagline Your Ocean Playground

• Campaigns run in summer, fall, and winter

• Each campaign contains hundreds of ad 
units showcasing Nova Scotia's unique 
products, experiences and communities in 
all areas of the province

YOUR OCEAN PLAYGROUND
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NATURAL NARRATORS

• North America's campaign 
features fresh creative 
content with authentic 
traveller testimonials

• Your Ocean Playground 
platform

• The campaign spans 
television, billboards, social 
media, video display ads 
and editorial content
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TNS Overview

2025 SUMMER ADVERTISING 
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TNS Overview

2025 SUMMER ADVERTISING 
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TNS Overview

2025 SUMMER ADVERTISING 



22

TNS Overview

2025 SUMMER ADVERTISING 





24

TORONTO STREETCAR
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US TARGETED MESSAGING
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FILM TOURISM MARKETING 
• Etalk segment 
• Ads airing alongside Sullivan’s Crossing
• Contest for trip to Nova Scotia
• Social media promotion
• Ads promote all the beautiful places in NS 

featured inviting viewers to come see it for 
themselves
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FALL ADVERTISING 
SAMPLES
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WINTER ADVERTISING SAMPLES
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WORK WITH US

PEGGY’S COVE, SOUTH SHORE
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NOVASCOTIA.COM 
• 10.1 million users in 2024
• Primary call to action for all marketing campaigns
• Refreshed site offers quicker load time and improved 

accessibility
• Content includes:

o Regional & community pages
o Business, event, package & experience listings
o Blog & itineraries 
o Digital Doers & Dreamers Travel Guide
o Film tourism feature page
o CrowdRiff galleries
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TOP 25 THINGS TO DO
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REGIONS PAGES 
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COMMUNITIES PAGES



36

SOCIAL MEDIA 

#visitnovascotia
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CROWDRIFF
Crowdriff is a tool that allows 
TNS to bring user generated 
photos into novascotia.com and 
display them in beautiful photo 
galleries.

Encourage your visitors to use 
#visitnovascotia to be 
showcased on novascotia.com.
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PHOTO & VIDEO LIBRARY
SIMPLEVIEW

This is an online 
database of over 
10,000 images and 
videos for use by TNS, 
partners and industry 
to promote NS as a 
vacation destination.

Content created 
through TNS programs 
and travel media 
activities is shared 
through library.
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Consumer E-Newsletter
Monthly e-newsletter sent to potential travellers to keep 
them excited and motivated while they plan their trip.  

Markets: Atlantic Canada & Non-Atlantic Canada
Languages: English & French
Sign up is on NovaScotia.com

Presentation Name 4 | Edit in Header and Footer
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PROGRAMS TO 
SUPPORT MARKETING

GEORGES ISLAND NATIONAL HISTORIC SITE, HALIFAX METRO
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DIGITAL CONTENT 
MARKETING PROGRAM
The DCMP is a 50/50 co-investment program to create:
1. Content: photography or video for use in TNS 

and partner marketing campaigns.
2. Digital Marketing Campaigns: which promote 

partner product; managed by our agency of record.

The DCMP is going into its 10th year. It has 
resulted in over 250 partnerships, and $5.9 million 
of TNS investment dollars matched by partners.

FORTRESS OF LOUISBOURG NATIONAL HISTORIC SITE,
CAPE BRETON ISLAND
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COMPELLING TOURISM 
COMMUNITIES
• CTC Content Creation Program: Photo and 

video content to support marketing
• CTC Advertising Program: Summer, Fall and 

Winter digital ad campaigns in Atlantic Canada
• CTC Travel Media Program: Hosting 

journalists and influencers to create editorial 
content

• CTC Film Tourism Campaign: Leveraging film 
productions to raise awareness of Nova Scotia

Presentation Name 4 | Edit in Header and Footer

GUYSBOROUGH, EASTERN SHORE
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RADIATE TOURISM 
PROGRAM

Presentation Name 4 | Edit in Header and Footer

• Helps tourism operators develop and market 
travel packages to attract local and Atlantic 
region travellers during fall and winter

• Up to two packages can be promoted through 
TNS fall and winter digital advertising 
campaigns
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MARKET DEVELOPMENT
• EXPORT Travel Trade Program

• Trade Readiness Stream
• Marketplace Support Stream

• Familiarization (FAM) Tours
• Travel Media Toolkit
• Education and Mentoring Resources
• 2025 Marketplace/Events

• Cruise Canada New England Symposium
• Atlantic Canada Showcase
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NEW RESEARCH

MARMALADE MOTEL, EASTERN SHORE
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TRAVELLER SEGMENTATION

Free Spirits

Cultural Explorers

Authentic Experiencers

Cultural History Buffs

Personal History Explorers

Gentle Explorers

No-Hassle Travellers

Virtual Travellers

Rejuvenators
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UPDATED TOURISM REVENUES
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UPDATED TOURISM REVENUES
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UPDATED TOURISM REVENUES



ACCESSING TNS 
PROGRAMS & 
RESOURCES
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AVONDALE SKY WINERY,

 BAY OF FUNDY & ANNAPOLIS VALLEY
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RESOURCES FOR BUSINESSES

https://tourismns.ca/tourism-business-tools-resources
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• Support for tourism businesses and 
organizations to improve online marketing and 
visitor services, including website, social media 
and digital marketing

• Access one-on-one sessions with a digital 
experts, videos, recorded webinars, articles, and 
tip sheets through DigiPort

• Monthly webinars and Digital Days workshops in 
communities

DIGIPORT & WEBINARS

https://nsdigiport.ca
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PROGRAMS

https://tourismns.ca/programs
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Collaborating to elevate 
tourism in Nova Scotia
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TNT OUTDOOR ADVENTURES 
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MARMALADE MOTEL



STAY CONNECTED
Corporate Website: https://tourismns.ca

Industry Newsletter: https://tourismns.ca/news-resources

Corporate X: https://x.com/TourismNS

Corporate LinkedIn: https://www.linkedin.com/company/tourismnovascotia/
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QUESTIONS?

58
NOVA SCOTIA STAMPEDE,

TRURO
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