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Overview 
The Digby destination area is widely known as: the home of a major fishing fleet and as the 

Scallop Capital of the World; as the home of renowned Canadian folk artist Maud Lewis; as a 

major transportation link connecting Nova Scotia and New Brunswick; a marine environment 

featuring spectacular whale watching; as a significant Atlantic Flyway Migratory Route; the 

endearing intimacy of Bear River, óthe village on stiltsô; as having the highest concentration of 

lighthouses in Nova Scotia; as an important destination within the wider Bay of Fundy 

experience, offering spectacular coastal view-scapes, and showcasing the highest tides in the 

world. Among its countless natural and cultural phenomena, the region is home to a dramatic 

nature preserve under the stewardship of the Nature Conservancy of Canada, the must-visit 

Balancing Rock, the Digby Gut, a community of iconic lighthouses, world-famous tidal 

phenomenon, sensational whale-watching, and the Digby scallop-fishing fleet. 

 

Tourism development and marketing for Digby and Area is managed under the auspices of the 

Digby Area Tourism Association (DATA), who in 2024 issued a formal Request for Proposals 

(RFP) seeking the services of a qualified contractor to assist in facilitating and authoring a 

comprehensive tourism growth strategy by pursing the following objectives: 
 

¶ Create a three-to-five-year tourism growth strategy reflective of community vision and 

focused on season extension, increasing yield and increased investment aligned to visitor 

expectations and trends.  

¶ Bring tourism and community stakeholders together with the support of a facilitator to 

understand the unique assets, strengths and desired goals of the community from a tourism 

perspective. 

¶ Investigate structure around leadership for tourism development and adjust as needed to 

implement actions from the strategy.  

¶ Provide The Digby Area Tourism Association with an access to capital plan reflective of 

current and future potential tourism revenues to support implementation of the strategy.  

¶ Set clear goals and priorities to unite tourism stakeholders and enable a cohesive direction. 

¶ To explore initiatives that maximize current assets and consider revenue sources for those 

that require additional investment. 

¶ Encourage the understanding of tourism trends and how they impact The Digby Area 

Tourism Association and their stakeholders. 

 

The tourism consultancy iImagine was contracted to assist DATA in meeting these objectives 

through a process that launched in September 2024 involving both the Associationôs executive 

and Board of Directors, as well as an 11-person Project Working Committee that has met 

regularly to deliberate over all aspects of the now-completed tourism growth strategy. 

 

Marketing Positioning and Brand 
One of the key outcomes from the process is DATAôs opportunity to focus on an entirely new, 

well-researched market positioning and brand approach focusing on The 10 Wonders of Digby, 

which have been identified as: 
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¶ Scallop Capital of the World (and the Digby scallop-fishing fleet). 

¶ Bear River ï The Tidal Village on Stilts. 

¶ Balancing Rock.  

¶ Renowned folk artist Maud Lewis. 

¶ The Lighthouses of Digby. 

¶ Sensational Whale Watching. 

¶ Brier Island Nature Conservancy Site of Canada. 

¶ The Digby Gut. 

¶ Lights in the Forest ï Electric City. 

Tangible and Intangible Experiences 
Digby and area is in need of a comprehensive spatial planning exercise to prioritize and cost out 

the investment required to generate new strategic tourism infrastructure (the tangible aspects of 

development). This is proposed as a next-phase effort for DATA in reaction to the tourism 

growth strategy report. 

 

For the moment on the intangible side, financial analysis has been completed examining the 

potential of launching a series of new experiences under the creation, management and sales 

efforts of a new experiential entity (possibly a wing of DATA) that would directly reflect the 10 

Wonders inventory. 

 

The strategic plan further goes on to examine the destination areaôs potential involving sport and 

events tourism, the cruise sector, and the meetings, conventions and incentive travel sector. 

 

Conclusions and Action Plans  
In addition to the numerous comments, suggestions, advice and directions discussed throughout 

this report, iImagine has compiled a closing set of conclusions and action plans that will drive 

the five-year Tourism Growth Strategy. 

 

 

Action Plan 

 

 

Timing 

DATA should vigorously launch its the 10 Wonders of Digby 

brand across all market segments. 

2nd quarter 2025 

DATA should continue to communicate its tourism growth 

strategic plan to all prospective partners, funders and interested 

stakeholders.  

2nd and 3rd quarters 2025 

DATA should consider expanding its partnership and product 

base to include pay-to-play market-ready or near-market-ready 

products, services and experiences (e.g. those found in Annapolis 

Royal and environs). 

2nd quarter 2025 and 

ongoing 

DATA should strongly advocate for the creation of Digbyôs 

proposed active transportation network. 

2nd and 3rd quarters 2025 

Recognizing that strategic tourism infrastructure takes patience 

and time to build, based on professional planning, community 

consultations, the identification of partner stakeholders (e.g. 

2nd quarter 2025 
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municipalities), and the pursuit of funding, DATA should apply 

for adequate funding to lead in conducting a spatial planning 

exercise in order to identify locations, design and cost-estimate a 

phased approach to building key strategic tourism infrastructure, 

based on a prioritized list, throughout the Digby destination area.  

DATA should create an experiential entity to create, market and 

manage a new generation of experiences that are reflective of the 

10 Wonders and other experiences that emerge throughout the life 

of the strategy. 

3rd and 4th quarters 2025 

DATA should build on its existing human resource capacity in 

order to address the development of tourism sub-sectors such as 

sport tourism, the cruise sector and meetings and conventions ï 

presumably under the management of one experienced, multi-

disciplinary tourism practitioner. 

3rd and 4th quarters 2025 

DATA should seek partnership assistance and release a formal 

Request for Proposals in the pursuit of this planôs proposed 

Monetized Walking Tour App. 

4th quarter 2025 

DATA should collaborate with the Town of Digby and the 

Municipality of Digby in creating a strategy to generate a critical 

mass of EV charging stations. 

4th quarter 2025. 

Subject to funding, initiate the proposed spatial planning exercise. 4th quarter 2025 

 1st quarter 2026. 

DATA should advocate for the respective municipal jurisdictions 

to implement spatial planning priorities on a phased basis in 

conjunction with provincial and federal government partners and 

private sector interests. 

Ongoing from 2nd quarter 

2026 forward 
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Overview 
Tourism is now, more than ever before, a global industry that is increasingly competitive. In 

order to heighten competitiveness and to grow tourism in their communities, some leaders are 

emerging as being increasingly interventionist and creative as they recognize the natural 

relationship between tourism and community, and the built and cultural/experiential assets that 

can set them apart within the domestic and global marketplaces. One collective whose leadership 

is being proactive in this regard is the Digby Area Tourism Association (DATA), a non-profit, 

member-based organization that is responsible for promoting travel to the Digby area, which 

includes the communities of Bear River, Smiths Cove, Town of Digby, Digby Neck, Long & 

Brier Island and Weymouth.  

 

DATA issued a formal Request for Proposals (RFP) seeking the services of a qualified 

consultant to assist in the completion of a comprehensive destination development planning 

process. The intention of the RFP has been to identify and engage a consulting team that will 

support DATA in the creation of a five-year tourism growth strategy, ultimately providing a 

clear and actionable path forward to revive and expand the areaôs tourism economy.  

 

 
DATA website home page. 

 

As explained in the project RFP, the Digby area is made up of a number of small towns and 

villages that together, form a composite destination. The Digby destination area is widely known 

as: the home of a major fishing fleet and as the Scallop Capital of the World; as the home of 
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renowned Canadian folk artist Maud Lewis; as a major transportation link connecting Nova 

Scotia and New Brunswick; a marine environment featuring spectacular whale watching; as a 

significant Atlantic Flyway Migratory Route; the endearing intimacy of Bear River, óthe village 

on stiltsô; as having the highest concentration of lighthouses in Nova Scotia; as an important 

destination within the wider Bay of Fundy experience, offering spectacular coastal view-scapes, 

and showcasing the highest tides in the world. Among its countless natural and cultural 

phenomena, the region is home to a dramatic nature preserve under the stewardship of the Nature 

Conservancy of Canada, the must-visit Balancing Rock, the Digby Gut, a community of iconic 

lighthouses, world-famous tidal phenomenon, sensational whale-watching, and the Digby 

scallop-fishing fleet. 

 

The UNESCO Southwest Nova Biosphere Reserve 

One of the most noteworthy recognitions of Digby and area is that it also constitutes the 

Transition Zone of the UNESCO Southwest Nova Scotia Biosphere Reserve, the zone 

traditionally serving as the large outer area of a biosphere reserve where communities foster 

socio-culturally and ecologically sustainable economic and human activities. 

 

 
 

Southwest Nova was designated as a UNESCO Biosphere Reserve in 2001. It is one of only 18 

ecosystems in Canada with this special designation. Local governments, businesses and 

communities recognized the special qualities of our natural and cultural heritage, and joined 

together to help create our biosphere reserve. The Southwest Nova Biosphere Reserve 

Association seeks to balance the conservation of nature and cultural heritage with sustainable 

resource development to support prosperous local economies and healthy communities.  

 

From the Acadian forests of Kejimikijuk and the Tobeatic, to the diverse resource sectors of 

farming, forestry and fishing on the Bay of Fundy and Atlantic coasts, and to the vibrant 
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communities between, the Southwest Nova reserve is a special place. From the history of 

Miôkmaq use of lands and waters for travel, substance, medicine and trade, to the rich Acadian 

culture still vibrant today. The unique species of the region include moose, trout and eagle, and 

several endangered species including many rare plants, the Southern flying squirrel and 

Blandingôs turtle. 

 

The Southwest Nova Biosphere Reserve Associationôs work supports the three overarching 

elements of biosphere reserves: 

 

¶ Conservation. 

¶ Sustainable development; and 

¶ Capacity building for research and education. 

 

For nature, the association supports: the protection of biodiversity, conservation efforts and 

collaboration for success through education and research; helps promote the integrity of cultural 

resources and heritage in the region; promotes and encourages traditional and contemporary 

sustainable resource management that identifies opportunities for enhancement and innovation; 

and for communities, encourages people to work together for common goals in new and 

expanded partnerships. 

 

RFP Award 

The Charlottetown-based tourism consultancy iImagine was awarded this assignment, together 

with a team of specialists who are assisting in such areas as:  

 

¶ Asset mapping. 

¶ Sport tourism assessment and opportunities. 

¶ Economic impact analysis. 

¶ Access to capital opportunities. 

¶ Decarbonization and climate change resiliency. 

¶ And other discovered through the assessment phase process. 

 

The overall assignment intends to provide DATA with a clear, actionable five-year strategy to 

grow the tourism sector in a community-led, fiscally responsible way. To accomplish these 

objectives, there are four primary phases to the scope of work: 

 

¶ Community Tourism Assessment (Phase I) 

¶ Five-Year Tourism Growth Strategy (Phase II). 

¶ Access to Capital Plan (Phase III) ï note that Economic Impact Analysis was added to 

the scope of work during the assignment process. 

¶ Communications and Implementation Support (Phase IV). 
 
Objectives 

¶ Create a three-to-five-year tourism strategy reflective of community vision and focused on 

season extension, increasing yield and increased investment aligned to visitor expectations and 

trends.  

¶ Bring tourism and community stakeholders together with the support of a facilitator to 

understand the unique assets, strengths and desired goals of the community from a tourism 
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perspective. 

¶ Investigate structure around leadership for tourism development and adjust as needed to 

implement actions from the strategy.  

¶ Provide The Digby Area Tourism Association with an access to capital plan reflective of 

current and future potential tourism revenues to support implementation of the strategy.  

¶ Set clear goals and priorities to unite tourism stakeholders and enable a cohesive direction. 

¶ To explore initiatives that maximize current assets and consider revenue sources for those 

that require additional investment. 

¶ Encourage the understanding of tourism trends and how they impact The Digby Area 

Tourism Association and their stakeholders.  

 
iImagineôs 2028 STEP Hybrid Assignment 

iImagine was already highly familiar with the Digby destination area, having been engaged in 

2018 to undertake a Sustainable Tourism Expansion Program (STEP) assignment. Phase I of that 

assignment began by subjecting the DATA destination area to the ACOA Sustainable Tourism 

Community Screener, through which Digby and area achieved a score of 73.75 out of a 

maximum potential of 110 (scores in excess of 60 indicate that the region has strong potential for 

incremental touristic economic development). Employing the screener opened the door to a 

discussing a wide range of issues with DATAôs leadership concerning the state-of-the-nation 

involving everything from partnerships and funding mechanisms to the value of the destination 

brand to the health of individual products, services and experiences and the potential for growth 

and competitiveness ï in short ï the emergence of a true tourism economy.  

 

iImagine conducted a thorough review of the 2009 Roger Brooks study, Nova Scotiaôs current 

tourism and statistical story relating to Digby and area, and linked the destination to key nine 

elements of the new ACOA tourism innovation action plan. The destination assessment phase led 

to two key presentations and open discussions, one focusing on the membership of DATA and 

the second focusing on the executives and elected officials from the Town of Digby and the 

Municipality of the County of Digby. The overarching destination assessment was coupled with 

the completion of 11 Accelerated Market Readiness (AMR) assignments, the formula for which 

has been employed by iImagine in more than 600 situations across Canada.  
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The AMR process included the following destination properties, including: 

 

¶ The Town of Digby Visitor Information Centre. 

¶ The Digby Pines Golf Resort and Spa. 

¶ Whale Cove Campground. 

¶ Grahamôs Pioneer Retreat. 

¶ Gael Tours. 

¶ Annapolis Royal Historic Gardens. 

¶ Bear River Vineyards and Winery. 

¶ The Wharf Rat Rally. 

¶ The Admiral Digby Museum. 

¶ Fort Anne National Historic Site of Canada. 

¶ Port Royal National Historic Site of Canada. 

 

Working from all of the Phase I evidence and supported by the findings of the Phase II AMR 

activity, iImagineôs 2018 reporting included a series of key recommendations. These began with 

the need to adopt a set of guiding principles and to follow a series of proven product and 

experiential development models and formulas, and went on to include the following: 

 

¶ That the Town of Digby and The Municipality of the County of Digby should be strongly 

encouraged to initiate a new wave of sustained funding support for tourism through 

DATA in order to stabilize the organization, to correct the destination area imbalance in 

Nova Scotia and to significantly leverage incremental Provincial and ACOA dollars. 

¶ That DATA should pursue a second tranche of capacity-building and destination-building 

funding support from ACOA based on the key elements of the Agencyôs new tourism 

innovation action plan, including brand renewal, the identification and exploitation of 

select passion-based communities of interest (e.g. UNESCO enthusiasts), the stimulation 

of dynamic new experiences which expand seasonality and continued AMR intervention 

at the individual operator level. 

 

This new destination tourism growth strategy, aims to revisit all of the 2018 findings and 

recommendations while undertaking processes to conduct more comprehensive and complete 

destination development and strategic planning. 
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Overview  
The situation analysis takes stock of everything that is current and relevant to the potential of Digby and 

area emerging as a more appealing and in-demand travel destination, contributing to the prosperity of 

local businesses, municipalities and the well-being of area residents. 

 
The Product Life Cycle 

We begin by addressing one of the recurring problems within the tourism industry, a sector that  

rarely sees itself for what it is ï one of the countless consumable elements within the domestic 

and international marketplaces ï all of which as products share one thing in common ï their need 

to generate demand and to constantly renew and re-invent themselves if they wish to remain 

competitive and remain in-demand.  

 

 
 

This is the Product Life Cycle ï the crossroad of longevity, sustainability, and enduring or dying 

products. It is a phenomenon that is actually ósupposed to happenô as the result of the following 

factors: the passage of time; the arrival of competitors; increasingly sophisticated and demanding 

consumers; emerging media forms; new technologies, partial displacement by alternative and 

new destinations, products and experiences; and other internal and external factors depending on 

local, national and international economic and social conditions.  

 

It is obvious that the DATA leadership understands the implications of the Product Life Cycle: 

by issuing its RFP and undertaking its new tourism growth strategy, the regionôs leadership has 

recognized that the destination area is no exception when it comes to the need to revitalize 

existing products, services and experiences, and to build anew. There are two pathways toward 

mitigating the perils of the Product Life Cycle: to renew or reinvigorate the destination areaôs 

products, services and experiences, thereby creating a return to the cycleôs Introduction phase in 
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an effort to stave off the ever-encroaching Decline phase; or to create wholly new products and 

experiences. The iImagine team has, for this assignment, focused on both of these pathways. 

 
Community Tourism Assessment (Project Phase I) 

The objective of the new (2024) assessment phase has been to establish a strong understanding 

of the current tourism sector situation in the Digby area before advancing to facilitating and 

authoring a Five-Year Tourism Growth Strategy. To undertake the assessment, iImagine has 

been provided with existing research, previous relevant strategies or plans, financial information 

as it pertains to supporting tourism growth in the area, and contact information for key 

stakeholders.  

 

The initial phase has also included: 

 

¶ Asset mapping work and product inventorying. 

¶ Skills inventorying. 

¶ Identifying experiential gaps and opportunities. 

¶ Explicitly examining the potential of such tourism sub-sectors as sport tourism and 

events, the cruise sector, and the meetings and conventions sector. 

¶ Strategic tourism infrastructure gaps and opportunities. 

¶ The identification of sources of support. 

 

The Project Working Committee 

The iImagine team has set out to work through DATAôs Chair and Tourism Development 

Manager and with an assigned volunteer project working committee who have been involved in a 

series of community discovery sessions dealing with a wide variety of key topics including: 

destination market positioning and brand; the need and consensus for undertaking a positioning 

and brand market test; the potential for sport and event tourism, the future role of the port in 

boutique cruise sector development; a review and assessment of assets; an examination of sub-

contractor Greg Turnerôs Digby Discoveries newly-acquired list of fascinating places and natural 

and cultural phenomena; a review of strategic tourism infrastructure; and other ideas brought 

forward by the committee. The committee has included the following individuals, and the 

areas/interests that they represent: 

 

¶ Warden Linda Gregory, Municipality of the County of Digby. 

¶ Mayor Mike Bartlett, Town of Digby. 

¶ Brendan Enright, Digby Area Board of Trade and the Bear River area. 

¶ Edwin Chisholm, The Port of Digby. 

¶ Heather Eisener, Bear River First Nation. 

¶ John Squires, Digby Pines Resort. 

¶ Patrick Redgrave, Smiths Cove. 

¶ Sonya Frost, Weymouth. 

¶ Nick Denaro, Digby Area. 

¶ Sharon MacAlpine, Digby Area Recreation Commission 
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Assessment Phase I meetings of the Project Working Committee, beginning with an initial 

workshop session, took place in-person at the DATA offices in downtown Digby as follows: 

 

¶ Saturday, September 28, 2024. 

¶ Wednesday, October 9. 

¶ Wednesday, October 30. 

¶ Wednesday, November 27. 

¶ A Zoom meeting of the committee took place on Wednesday, December 11 to present 

and discuss a newly-acquired Narrative Research report regarding a market positioning 

and brand test that was conducted on November 28. 

¶ Wednesday, January 15, 2025 (at the Train Station meeting hall). 

¶ A Zoom meeting of the committee took place on Wednesday, February 26 to discuss the 

final sport tourism strategy and to review the draft financial projections and assumptions 

for a proposed experiential entity that would create, manage and sell a range of 

experiences throughout the destination area. 

¶ Thursday, April 3, 2025 ï Open House presentation. 

 

Stakeholder Interviews 

Beyond the proceedings involving the Project Working Committee. iImagine has engaged a list 

of destination area stakeholders for one-on-one interviews, an activity used to explain the overall 

planning process, and to extract stakeholder viewpoints, concerns, and ideas. The interview 

candidates have included: 

 

¶ Greg Turner ï DATA Past-Chair and former principal of GAEL Tours. 

¶ Angela Turner - Bayside Inn. 

¶ Hal Theriault ï Co-Chair, Electric City/La Nouvelle France Society. 

¶ Stacey Doucette ï Co-Chair, Electric City/La Nouvelle France Society. 

¶ Victoria Mullen ï Special Projects Coordinator, Electric City/La Nouvelle 

France Society. 

¶ Henry Wilienga - Hillside Landing B&B.  

¶ Virginia Tudor - Brier Island Lodge and Restaurant. 

¶ Shelley Lonergan ï DATA Vice-Chair and researcher/guide with BIWSC. 

¶ Ibrahim Abdel-hamied ï Secret Garden Farm. 

¶ Sonya Frost ï Sissiboo Landing. 

¶ Dean Kenley - Fundy Complex/Dockside Suites. 

¶ Carmen Chamberland - Blue Mind Gallery. 

¶ Francoise Roy ï Vice-President, Atlantic Canada, Nature Conservancy of Canada. 

¶ Doug Van Hemmessen ï Nova Scotia Provincial Stewardship Manager ï Nature 

Conservancy of Canada Brier Island. 

¶ Greg Metcalf - Harbourview B&B. 

¶ Sarah Rumley ï Executive Director, Cruise Atlantic Canada. 

¶ Fred Ross ï Former scallop-shucking-storytelling experiential leader. 

¶ Vance Hazelton ï Board Chair, Digby Harbour Port Association. 
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¶ Patricia Moore ï Co-Chair, Save An Island Lighthouse2 (SAIL2), which is a sub-

committee of the Islands Historical Society, Freeport. 

¶ Glenn Squires, Digby Pines Golf Resort and Spa. 

¶ Meghan Lloyd, Sales Contractor, Digby Pines Golf Resort and Spa. 

Project Working Committee and Stakeholder Interview Inputs 

The following inputs have been received from both the project working level, as well as the 

several one-on-one stakeholder interviews conducted during the fall of 2024. 

 

- Overriding all else, the Digby destination area needs to recognize that óthe golden thread 
of truthô must prevail ï where product delivery is aligned with brand integrity. 

- There is a broad sense that, except for whale watching, the Digby destination area is 

significantly lacking in organized, guided, well-themed, interactive experiences. 

- There is a broad sense amongst small-medium-size hoteliers that nothing has changed 

experientially in Digby over the past decade. 

- There is a need for the Digby destination area to shatter the sense that the Annapolis 

Valley, Mahone Bay, Lunenburg and Chester are the only valid Nova Scotia mainland 

destination areas outside of greater Halifax. 

- The waterfront site adjacent to the Royal Western Nova Scotia Yacht Club, known as 

óDigby Centreô, with its existing overhead pavilion, should be considered as the location 

of a regularly-scheduled, monetized, interactive, scallop interpretive experience. 

- There is a need to identify an experience delivery entity and conduct a business plan for 

the delivery of the proposed interactive, scallop interpretive experience. 

- Bring the Digby VIC to life with a schedule of demonstrations and experiences linked to 

ferry arrival times. 

- Determine how to visibly and permanently commemorate Maud Lewis. 

- DATA should support and advocate for funding and implementation of the 2019 Town of 

Digby Water St. Improvements Plan ï transforming the Town of Digbyôs main 

thoroughfare into a truly appealing visitor experience should be a number one priority in 

terms of capital funding and revitalization. 

- Spatial planning is needed for several spaces within the Digby destination area, 

including: bringing greater life and vitality to the Digby waterfront; enhanced signage 

and wayfinding throughout the area, in particular relating to the lighthouses and the 

Nature Conservancy Site of Canada; design designated paid vehicular parking in 

Westport; enhanced marine passenger loading facilities in Westport; the design and 

installation of safer pedestrian movement in Bear River; access to well-maintained public 

washroom facilities in the Town of Digby, in Bear River, on Brier Island, and elsewhere 

to be determined. 

- DATA should support and advocate for funding support of Brief Islandôs Sail2 Islands 
Historical Society to restore Peters Island Light and 79-foot-tall Brier Island Light & 

Alarm (or ñWestern Lightò), both of which are owned by the Municipality of the County 

of Digby, to include such aspects as: stabilization of the structure; painting of the 

exterior; limited designated parking that is sensitive to the natural aesthetic and the 

environment; reinstatement of the original fog whistle; some form of compostable public 

washrooms. 

- List ocean phenomenon such as Brier Islandôs The Rip at Southern Point. 

- Create a Top 10 Brier Island list of experiences. 

https://sail2.ca/peters-island-light/
https://sail2.ca/brier-island-light-alarm-western-light/
https://sail2.ca/brier-island-light-alarm-western-light/
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- Introduce a more visible commemoration of Joshua Slocum. 

- There is a need to conduct an experiential information workshop for Digby and area 

fishermen to consider diversification into marine experiences in order to augment their 

incomes. 

- There is interest in an effort to collect and tell the stories or and commemorate the 

heritage of Digby area fishermen, their families, their boat names, (etc.) both online and 

at one or more interpretive pavilions. 

- There is a need to interpret and celebrate the authentic and visually-iconic Town of Digby 

fishing fleet. 

- The Town of Digby could emulate Chemainus, B.C., where the wall murals on buildings 

project, under the auspices of the Chemainus Festival of Murals Society has created what 

is considered to be the world's leading community-driven art tourism experience. 

- There is an opportunity to emulate the Irving Bouctouche Dune destination by creating a 

large-scale raised boardwalk system extending from Sissiboo Landing across the Sissiboo 

River marshlands. 

- There is a need to create a permanent, state-of-the-art interpretive experience telling the 

story of the Electric City/La Nouvelle France cultural heritage phenomenon (e.g. at 

Weymouthôs former St. Thomas Anglican Church. 

- There is a need for more collaboration with Bay Ferries in relation to their vessel 

maintenance program and its negative impact on visitor transport and the Digby fishery. 

- There is a need for a more concerted effort in support of the existing and potential future 

trails network and experiences throughout the Digby destination area ï trails diversity 

needs more packaging and marketing support in the effort to extend length of stay within 

the destination. 

- There is an opportunity to create spin-offs from the existing Digby area travel guide (e.g. 

a guide explicitly targeting families and children, and /or a guide focused explicitly on 

the shoulders and winter seasons. 

- There is a desire to bring Annapolis Royal (with its national historic sites, historic 

gardens and overall town tourism appeal) more directly into the Digby destination sell. 

- There is a need to do more to identify and celebrate the artistsô community, particularly in 
the Bear River area. 

- There is a need to target more of the young urban working professionals in Halifax and 

other Maritime cities, through the creation of experiences and messaging that will appeal 

to them. 

- There is a need to dispel the myth that Digby is a destination area that is too distant from 

Halifax, while the ever-popular Cabot Trail is more than twice the distance. 

- There is a desire to create an international Maud Lewis Festival (see óMonth of Maud 
Festivalô in the report section Tangible and Intangible Experiences). 

- There is a gap in the destination area with regard to uniquely-themed weddings 

experiences. 

- There is a need for regularly-scheduled programs and other visitor stimulus at the Digby 

Visitor Information Centre. 

- The Digby destination area should be concentrating its festivals and events in off-peak 

periods when hotels and other businesses need the injection of visitors and revenues most 

(the Blackpool, England off-season experiential development best practice, where the 

Blackpool Illuminations stage what is commonly known as the greatest free light show 

on Earth!). 
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- DATA, the Town of Digby and the Digby Harbour Port Association have a clear 

opportunity to work with Cruise Atlantic, Aquila Cruise Excellence in Saint John, and 

other interests to reignite a boutique-level cruise strategy. 

 

Virtual and On-the-Ground Destination Re-familiarization 

iImagineôs Harvey Sawler, Sports and Entertainment Atlanticôs Chris Larsen, and the Glenn 

Groupôs Nadine Lowes conducted extensive on-the-ground destination re-familiarization visits 

and consultations in order to fully understand the regionôs dynamics, travel to the region, travel 

within the region, the identification of unique selling propositions (USPôs), brand opportunities, 

and the potential for tourism growth, the creation of new jobs, and the overall stimulation of a 

tourism economy that is far from meeting its potential. 

 

 
 
Cover of the Glenn Groupôs asset-mapping report which is appended separately to the tourism growth strategi plan. 
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In the case of Harvey Sawler, his was definitely more the case of órefamiliarizationô, building 

upon his 2018 Sustainable Tourism Expansion Program (STEP) Hybrid destination assessment. 

The refamiliarization occurred over several successive visits coinciding with Project Working 

Committee meetings during the period September 2024 to January 2025. 

 

In addition to meeting with the Project Working Committee on three occasions during the 

assessment phase, Chris Larsen had several interactions with individuals involved in sport 

tourism facilities and organizations, as well as the Town of Digby. His was also very much a 

case of refamiliarization, as, among other things, he had spent more than two decades mounting 

the Canadian Airlines Digby Golf Classic at the Digby Pines Golf Resort and Spa. Chris has 

continued to enjoy numerous enduring connections in the community since that time. 

 

Ms. Lowes spent five days (October 9-13) conducting an in-depth tour of the entire destination 

area, cataloguing and assessing the destination areaôs assets. The resulting Glenn Group Site 

Analysis Report is appended separately in PDF format. 

 

The Value Equation  
This assignment has been approached through a retail lens, where existing and new products, 

services and experiences will be featured, merchandised and sold based on retail principles and 

the development of a customized value equation where Quality + Uniqueness + Price arrive at a 

clear Value point for visitors to the revitalized destination. Markets exist for medium and low-

quality destinations ï but why would the Digby and area stakeholders invest in the average or the 

mundane? This elevated market positioning will help to ensure the highest possible return on 

investment for the destination area as a whole. 

 

SWOT 
Central to understanding both the current situation and the way forward for Digby and area 

involves an assessment of the destination area through a SWOT analysis (Strengths, 

Weaknesses, Opportunities and Threats). 

 

 Strengths 

Due to the destination areaôs geographic positioning, it enjoys an association with one of the 

marine wonders of the world ï the phenomenal Bay of Fundy! 

The destination area forms part of the UNESCO Southwest Nova Biosphere Reserve. 

Having a wide diversity of places that situate visitors within direct contact or close proximity, 
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or within view, of the sea and various tidal waterways ï this positions the destination area 

high with regard to two of the key travel motivators for people seeking to visit Atlantic 

Canada (Seacoast Experiences and Sightseeing and Scenic Viewing Experiences). 

A wide diversity of both land and seascapes.  

A widely held association with scallops. 

A selection of highly-reputable whale watching operations that are essentially concentrated 

on Brier Island. 

The Town of Digby is already in possession of two important spatial plans: the Digby Water 

Street Improvements Plan and the Town of Digby Active Transportation Master Plan. 

A renewed sense of tourism leadership and commitment within DATA, with the Town of 

Digby, and the tourism business community. 

 Weaknesses 

An unresolved, untested market positioning and brand. 

Real or perceived challenges with regard to time and distance from the visitor concentration 

area of Halifax and other parts of Nova Scotia and the Maritimes. 

Real or perceived challenges with regard to time and distance from air access. 

Mixed perceptions about the destination area. 

A lack of critical mass of high-quality accommodations. 

A lack of quality foodservice experiences ï especially themed on Digbyôs best-known 

quantity ï the scallop! 

A lack of quality interactive experiences. 

A lack of sufficient product clustering. 

A highly-contracted tourism season. 

Gaps in access to qualified human resources. 

A lack of adequate tourism-related signage and wayfinding. 

A lack of strategic tourism infrastructure. 

 Opportunities 

Complete the destinationôs market positioning and brand. 

Build more on delivering interactive monetized scallop-themed and other culinary 

experiences. 

Build other interactive monetized day adventure types experiences. 

Cement positioning as one of the in-demand Bay of Fundy-related experiential destinations. 

Unleash the power of sport and event tourism. 

Enhance the destinationôs offer of customer demand for óstrolling through small towns and 

villages by the waterô. 

Build capacity toward being Atlantic Canadaôs climate change/decarbonization destination. 

Seasonal expansion. 

 Threats 

Common challenges associated with community leadership continuity and consensus. 

The common challenge of being able to arrive at and then stay on strategy ï the hardest thing 

about staying on strategy is learning when to say NO! 

Lack of access to capital. 

Climate change. 
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Who is the Customer Part I: Seven Key Travel Motivators to Atlantic Canada 
ACOAôs cumulative research spanning many years, together with visitor exit survey data and 

other evidence provided by the four Atlantic Provinces, the following have long been identified 

as the seven overarching, key leading travel motivators for visitors to Atlantic Canada. iImagine 

provides a basic assessment regarding the Digby regionôs potential to deliver on each of the 

motivators: 

Seacoast Experiences ï Ranks High. 

Actual seacoast experiences in the Digby destination area are mostly based on whale watching 

out of Brier Island. More seacoast and other experiences are needed in order to heighten Digbyôs 

stature as a truly international destination. As well, through a proposed next-phase spatial plan, 

strategic places need to be identified to more dramatically connect visitors to the seascapes and 

immediacy of the sea at various sites (e.g. the creation of strategic tourism infrastructure that will 

dramatize and enhance scenic vistas). 

 

Sightseeing and Scenic Viewing Experiences ï Ranks High. 

Digby destination area sightseeing and scenic viewing experiences are mostly self-guided. The 

product offer would be magnified with the emergence of monetized, expert-guided tour 

experiences and the introduction of self-guided touring experiences that can be monetized 

through selling access to pre-produced digitalized itineraries. 

 

Heritage and Cultural Experiences ï Ranks Medium. 

The Digby destination area has a wealth of heritage and cultural themes (e.g. Indigenous, 

Electric City, Maud Lewis, Admiral Digby, numerous seafaring and shipbuilding places and 

stories, stories of the fishery and fishermen, etc.). However, these themes have not been 

monopolized or monetized, leaving a gap in terms of the overall visitor experience and the 

potential economic return to individual businesses, DATA, and all three levels of government. 

 

Themed Outdoor Adventure Experiences ï Ranks High. 

Whale watching of course leads the charge with regard to this motivator ï however, in order to 

deepen the destination areaôs appeal, there is a need for more monetized outdoor adventure 

experiences, both marine and land-based. 

 

Themed Culinary Experiences ï Ranks Medium  

The Digby destination region enjoys a clear and longstanding association with scallops and other 

seafood delicacies. However, there is a gap in terms of interactive scallop experiences, and there 

is evidence that the region is not otherwise associated with culinary experiences of any specific 

variety. 

 

Themed Accommodations Experiences ï Ranks Medium  

The destination offers a handful of year-round and seasonal operations. On a destination 

comparative-competitive basis, the accommodations sector calls for expansion, particularly 

along the lines of themed or alternative accommodations (e.g. Indigenous overnight experience, 

more dome glamping products, accommodations built at sites offering dramatic land and 

seascapes, etc.).  

 

Major and International Events ï Ranks Medium-High 

With the Wharf Rat Rally and a history of events such as the former Canadian Airlines Golf 
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Classic, Digby has proven its capability to host major and international events, within the 

limitations of the destination areaôs roofed accommodations inventory.  

 

 

Who is the Customer Part II : Explorer Quotient (EQ) 
As detailed in the plan section ï Tangible and Intangible Experiences ï Nova Scotia Tourism has 

for several years been focused on two primary and one secondary Explorer Quotient (EQ) 

Environics Analytics segments: Authentic Experiencers, Cultural Explorers, and Free Spirits.  

 

Authentic Experiencers: 

¶ Middle-aged and older couples and families. 

¶ Located in and around Canadaôs largest cities and wealthiest neighbourhoods. 

¶ Actively use social media and research and book travel online. Leisure activities include 

taking in arts, theatre, history, and culture. 

 

 
 

When travelling, Authentic Experiencers:  

¶ Enjoy learning about, and interacting with, different cultures. 

¶ Connect with local people and history and value unique experiences. 

¶ Want to escape the stresses of their daily routines. 

¶ Enjoy crossing destinations on their bucket list. 

 

Cultural Explorers: 

¶ Avid travelers who value learning and discovery while travelling.  

¶ They don't want to feel like a ñtourist,ò preferring just to blend in and have the most 
authentic experience possible rather than being confined to group tours and schedule. 

 

 
 

When traveling, Cultural Explorers: 

¶ Participate in the culture of a place. 
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¶ Learn while having fun. 

¶ Share their travel with like-minded companions. 

¶ Connect with locals and fellow travelers. 

¶ Discover how people truly live in the destinations they visit 

 

Free Spirits  

¶ Enthusiastic, adventurous, energetic, open-minded, stylish, and highly social travelers. 

¶ They love fun and exciting experiences, with some learning on the side.  

¶ They like to see all the main attractions and tend to be ñchecklistò travelers.  

¶ They thrive on the thrill of trying new things, are confident risk takers, and like to be the 

centre of attention. Since they are busy, they use travel to escape, let loose. 

 

 
 

When traveling, Free Spirits: 

 

¶ Seek fun and exciting experiences, with some learning on the side. 

¶ Sample all the iconic places in a destination. 

¶ Escape, let loose, and try new things. 

¶ Have the best they can afford and feel pampered. 

¶ Share experiences with other travelers 

Free Spirits are the youngest EQ segment, with 40% between the ages of 18-34 and 40% 

between 35-54. 

 

In summary, the Digby area has strong potential against all of the most recent Tourism Nova 

Scotia-identified EQ segments.  

 

Destination Canada Tourism Data Collective Tool  

Note that Tourism Nova Scotia is currently completing a thorough review/analysis of its future 

segments for the province, by market, through a new Destination Canada Tourism Data 

Collective tool (https://www.tourismdatacollective.ca/segmentation/destination-quiz). 

 

Based on iImagineôs completion of this new segmentation tool, the most prominent group of 

Canadian target consumers is the Outdoor Explorer. With a Canada segment size of 3.4 million 

people (12% of the Canadian population), this segment craves the thrill of unknown landscapes 

and loves to overcome challenges. Adventure travel allows them to grow, learn new skills, and 

establish personal traditions. They often seek adrenaline through physical activities, engaging 

with locals, and ensuring a positive impact. They embrace both short getaways and longer 

https://www.tourismdatacollective.ca/segmentation/destination-quiz
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holidays, relishing in nature-related experiences. This is a Highly Engaged Guest segment that 

Destination Canada has identified as having both high responsible and economic values that 

benefit Canadian communities. 

 

iImagine went on to use the tool to identify the most prominent group of United States target 

consumers, again revealing that the Outdoor Explorer predominates.  With a U.S. segment size 

of 33.4 million people (13% of the U.S. population), the outdoor explorer craves the thrill of 

unknown landscapes and loves to overcome challenges. Adventure travel allows them to grow, 

learn new skills, and establish personal traditions. They often seek adrenaline through physical 

activities, engaging with locals, and ensuring a positive impact. They embrace both short 

getaways and longer holidays, relishing in nature-related experiences. This is a Highly Engaged 

Guest segment that Destination Canada has identified as having both high responsible and 

economic values that benefit Canadian communities. 

 

Who is the Customer Part III: Tourism Nova Scotia Data 
Insights into customers visiting Nova Scotia have been generated via the 2022-23 Visitor Exit 

Survey, conducted among out-of-province travelers who spend at least one night in the province. 

The Visitor Exit Survey report updates visitor characteristics and trip profiles. The Visitor Exit 

Survey Communities Report profiles visitation to tourism regions and select communities within 

each region.   

 
First and foremost, the customer is the classic Maritime touring vacationer ï 95% of the visitors 

to Nova Scotia are touring via some form of rubber tire (personal automobile, fly-drive, RV and 

escorted motorcoach). 

 

The visit exit data includes the following highlights: 

 

· Half of visitors to NS are pleasure visitors. 

· Four in 10 are Visiting Friends and Relatives (VFR). 

· In 2022, a quarter were first time visitors to NS. 

· The most common party size is two people. 

· Average length of stay in 2022 increased to six days ï the further the point of origin, the 

longer the length of stay. 

 

The following table breaks down the demographic profile of survey respondents, including age, 

the timing of their most recent visit, point of origin, purpose for their travel, point-of-entry to the 

province, and travel party size. 

 



    
iImagine ï ReImagine Digby Destination Tourism Growth Strategic Plan   
 

- 25 -  
 
 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 



    
iImagine ï ReImagine Digby Destination Tourism Growth Strategic Plan   
 

- 26 -  
 
 

STRATEGIC ALIGNMENT  
 

The DATA destination tourism growth strategy will need to ensure that it is aligned with its key 

strategic partners, primarily the Atlantic Opportunities Agency (ACOA), the Province of Nova 

Scotia (e.g. Tourism Nova Scotia, Build Nova Scotia), the Town of Digby, the Municipality 

of Digby County, and other organizations such as the UNESCO Southwest Nova Biosphere 

Reserve Association. 
 
The Tourism Nova Scotia Strategy 

The Tourism Nova Scotia strategy consists of four pillars, including:  

 

1. Attracting first-time visitors to Nova Scotia.  

- With new products, services and experiences emanating from this tourism plan, 

Digby and area can make a positive contribution toward this pillar.  

 

2. Investing in markets of highest return. 

- By following iImagineôs Value Equation model ï the pursuit of higher uniqueness in 

its products and higher quality products offered at a higher price, Digby and area 

again is strategically aligned with Tourism Nova Scotia. 

 

3. Focusing on world-class experiences.  

- Digby and area must pursue and support a sufficient critical mass of both tangible 

and intangible high quality, value-added experiences that will contribute to increased 

visitation, visitor length of stay, visitor spending, and repeat visitation. 

 

4. Building Nova Scotiaôs tourism confidence.  

- Digby and area can develop its own ótourism confidenceô and contribute to building 
Nova Scotiaôs tourism confidence by making decisively strong inroads into the 

tourism sector, and by adding to the provinceôs inventory of in-demand, quality 

tourism products, services and experiences. 

RESUME HERE 

 

Build Nova Scotia 

Build Nova Scotia is involved in planning, designing, building, and operating strategic 

infrastructure that supports economically vibrant, sustainable, and inclusive communities, 

stewarding projects that drive the Nova Scotia economy forward. As a provincial Crown 

corporation, the agency develops strategic economic infrastructure that supports a healthy, 

connected, and thriving Nova Scotia. The core function of what Build Nova Scotia builds is 

guided by opportunities to transform the provinceôs lands and properties in ways that 

stimulate economic development and improve quality of life for all Nova Scotians. This 

includes managing the addition and renewal of infrastructure that keeps Nova Scotians 

healthy, connected, and thriving no matter where they live.  

  
The ACOA Tourism Innovative Action Plan (TIAP)  

There are four main thrusts within the ACOA TIAP (Advancing Atlantic Canadaôs Tourism 

Competitiveness and Productive Capacity): 
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a. Decarbonize Atlantic Canadaôs grid and foster energy innovation and the greening of 
businesses. 

b. Support strategic economic infrastructure. 

c. Develop and attract the workforce of the future.  

d. Increase productivity and digitalization. 

 

Increasing Yield 

As is the case with the Nova Scotia tourism strategy, tourism operators and destinations can 

increase yield by adding value to extract a higher return from visitors. Increased efficiency can 

also drive yield by requiring fewer resources to deliver a quality product, service or experience. 

As well, yield is increased by lengthening visit duration.  

 

Project Relevance: This plan promotes the development and offering of products, services and 

experiences that are of higher quality and higher uniqueness, at a higher price (see The Value 

Equation in plan section ï The Assignment). 

 

Seasonal Expansion 

Tourism operators and destinations can also expand the season by making more products, 

services, and experiences available to visitors throughout the year. In Atlantic Canada, this calls 

upon tourism practitioners to leverage their assets outside of traditional tourism seasons to attract 

visitors and increase their economic activity on a year-round basis. Seasonal expansion is the 

shared responsibility of Destination Marketing Organizations or DMOôs (in this instance being 

DATA in collaborative relationships with the Town of Digby and the Municipality of the County 

of Digby. 

  

Project Relevance: Ways in which Digby and area can limitlessly extend its operational season 

is by continuing to build and nurture its system of trails, and by developing and monetizing a 

walking/driving tour app that could be purchased at a destination point-of-purchase or virtually, 

providing travelers with on-demand access to self-guided experiences (see Tangible and 

Intangible Experiences). 

 

Strategic Thrusts 

Increasing yield and seasonal expansion are seen as being achieved through key concepts such as 

product clustering, developing value added products, sector development and digitalization.  

 

Clustering: can be considered strategic through three forms: like clusters (products of a like 

nature such as has emerged in the form of wineries in Nova Scotiaôs Annapolis Valley); diverse 

clusters (clusters combining several types of products, services and experiences); and composite 

clusters (critical mass of like clusters such wineries in the Annapolis Valley) combined with a 

diversity of other travel products, services and experiences. 

 

Project Relevance: The Digby and area plan calls for the development of several nodes of 

activity, and natural and cultural experiences, building on current experiential offerings, thereby 

beginning the business of tourism clustering. 
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Value-Added Products: can increase yield and contribute to a competitive value proposition for 

visitors. This proposition requires the development and growth of unique, higher quality and 

return products, services and experiences. ACOAôs TIAP seeks to focus on tourism operators 

and destinations that are prepared to deliver on this effort. 

 

Project Relevance: Every product, service and experience being considered through this plan 

must take form with a value-added mindset, thereby creating powerful positive word-of-mouth 

about the destination and stimulating repeat visitation. 

 

Increased Digital Adoption and Skill s-building: will  help enable the destination and new 

businesses within the destination to identify and respond to changing consumer needs. 

Consumers expect tourism businesses to provide a personalized, seamless, and now contactless 

experience, often from a mobile device. Travelers are also shortening their planning timelines 

and rapidly increasing their digital literacy, so new digital solutions are emerging almost daily to 

respond. Tourism operators need to be able to identify trends and opportunities quickly to keep 

pace with expectations. The TIAP, aligned with ACOAôs digitalization strategy, has two key 

priorities to drive digitalization in the tourism sector: The tourism sector uses digital 

technologies including marketing, social media and websites to promote products, services and 

experiences. Some tourism businesses also use digital technologies in many business processes 

including handling payments and managing inventory, bookings and customer interactions. 

Digital technology offers the potential to improve both yield and efficiency as the pandemic has 

accelerated consumer expectations.  

 

Project Relevance: This plan sets the stage for the Digby area to continue to innovate in terms of 

digitalization, including its web presence, and through the delivery of products such as the 

proposed walking/driving tour app (see Tangible and Intangible Experiences). 
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Overview 
In response to one of the weaknesses identified in this reportôs situational SWOT analysis (an 

unresolved, untested market positioning and brand), an independent qualitative market test was 

conducted by the Halifax-based Narrative Research on November 28, 2024 in order to: 

Å Examine overall reactions to variations on three proposed creative concepts 

(Scallop Capital of the World; Canadaôs Natural Aquarium; 10 Wonders of 

Digby) in terms of appeal, imagery, titles and intended promise; and  

Å Understand the effectiveness of each concept in compelling visitors to travel to 

the Digby Region. 

As noted by the Narrative Research team, the primary benefits of qualitative discussions are that 

they allow for in-depth probing with qualifying participants on their opinions, perceptions and 

attitudes on a specific subject matter. Qualitative research allows for more complete 

understanding of the segment in that the thoughts or feelings are expressed in the participantsô 

ñown languageò and at their ñown levels of passion.ò Qualitative techniques are used in 

marketing research as a means of developing insight and direction, rather than collecting 

quantitatively precise data or absolute measures. As such, results are directional only and cannot 

be projected to the overall population under study.  

The three concepts and their variations were being tested for applications within all of the 

destination areaôs advertising and communications materials. Narrative Research was 

commissioned to conduct qualitative research to identify the best approach to further develop. 

To meet the research project objectives, two online focus groups were conducted with Maritime 

residents. The two groups were differentiated by home province. One group included Nova 

Scotia residents who had travelled to different parts of the province for leisure purposes, while 

the second group included New Brunswick and Prince Edward Island residents who had 

travelled to Nova Scotia for leisure purposes. All participants expressed interest in spending 

more leisure travel time in Nova Scotia. Participants were recruited from Narrative Researchôs 

online general population panel - East Coast Voice. A total of eight participants were recruited 

for each group, with100% participation across the two groups. The group sessions were 

conducted in English with each group lasting approximately 90 minutes. Each participant 

received a $100 incentive in appreciation of their participation.  

Key Study Highlights 

Leisure Travel ï Leisure travel within Nova Scotia is typically activity-based, with visitors 

seeking unique experiences to make their travel worthwhile. Visitors look for a wide range of 

activities that are active, engaging and informative, with a keen interest in outdoor exploration, 

culinary delights, finding hidden gems, unique natural or cultural activities and being close to the 

water.  For most, distance is not a determining factor in travelling to different parts of the 

province, if the destination offers sufficient attraction to make the trip worthwhile.  
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Awareness of/Familiarity with Digby ï There is limited to no awareness or familiarity of what 

geographic areas are included in the Digby Region, or what activities might be available to see or 

do. Very few had any direct experience in the Region. For the most part, participants were not 

able to offer any details of what things there might be to see or do in the region, aside from a few 

mentions of the Wharf Rat Rally, fishing villages, Upper Clements and Maud Lewis. After 

seeing two blind taglines, but before seeing the third tagline (10 Wonders of Digby), participants 

were asked for their level of familiarity and awareness of the Digby Region. Most had not spent 

any time in the area. Across groups, participants have very limited awareness of the Digby 

Region and what areas it might include.  Except for individuals with family members in that 

general area of the province, participants were unable to name multiple areas aside from the 

Town of Digby.  

Scallop Capital of the World ï This concept is considered limiting and does not provide a 

compelling reason to visit the Digby Region. It was criticized for being limiting both in terms of 

audience (seafood lovers) and activities (eating). While scallops are appealing to some, those 

with dietary restrictions (allergies, vegan, etc.), consider them to be a detractor to visit. This 

tagline was associated with Digby, with óDigby scallopsô readily coming to mind. However, it 

was felt that Digby scallops are available throughout the region and there is no need to travel to 

Digby to enjoy scallops from the area. Findings suggest this concept would not compel visitation 

to the Region. 

Canadaôs Natural Aquarium ï This concept received a mixed reaction. While seeing wildlife in 

a natural setting was intriguing and attractive to many, others considered the concept of a natural 

aquarium confusing. The concept was considered action-based, geared to outdoor activities, 

education and wildlife interaction, and especially fitting as a family destination. That said, the 

idea of a natural aquarium implied wildlife in captivity to many, which was a turnoff. 

Participants were unsure where such a place would be in Nova Scotia, and did not naturally align 

a natural aquarium to be in a specific location or region. Three different visuals and titles were 

included in this concept. Of the three titles presented in this concept, óWonders of Digbyô was 

preferred because it inspired curiosity, highlighting the lack of familiarity and awareness of the 

region. Perceptions of the visuals were mixed, with a difference of opinion evident depending on 

where residents live. Those outside the province voiced preference for either whale imagery, 

while Nova Scotians were most attracted to the óbalancing rockô image and ómultiple whaleô 

shots. 

10 Wonders of Digby ï This concept is considered intriguing and motivates visitors to come to 

Digby to discover what the Region has to offer. The concept was well received, and spurred a 

sense of curiosity of what the wonders could include. It promised visitors that a trip to the Digby 

Region would be an action-packed, learning adventure, offering a wide range of experiences.  

Narrative Researchôs Preferred Concept ï Findings clearly show that the Digby region would 

be best served by moving forward with the further development of the 10 Wonders of Digby 

concept. This concept highlights that there are multiple, compelling reasons to visit Digby. 

Results suggest that if fully developed, this concept could fully engage, entice and intrigue 

visitors to travel to the Region. That said, it will be important that the region ensure that it aligns 

achievable promises or experiences with the concept. The Narrative report goes on to say that the 

ô10 Wondersô concept promised visitors that a trip to the Digby region would be an action-
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packed, learning adventure, offering a wide range of experiences. The suggestion of variety was 

well received and appreciated. Participants were compelled to learn more, and expressed a keen 

interest in learning what the wonders would include.  

Distinction of the 10 Wonders of Digby Promiseï Unaided, most participants were not able to 

readily identify what the wonders could be. Key mentions, (although limited to just a few 

participants), included scallops, whale watching, golf,Town of Stilts, the balancing rock and 

Maud Lewis. No other wonder was top of mind. Across groups, participants concurred that 

having a range of activities is especially attractive and increases the likelihood of considering 

visitation to the Region. That said, participants would need to better understand the offer before 

travel. Participants appreciated having ten wonders suggested and felt that having a number helps 

set a goal post, particularly for more adventurous travellers. It also speaks to visitors who are 

compelled to plan out their travels, creating a pre-determined itinerary to some extent. The visual 

of the breaching whale shown with this concept was well liked and considered impressive and 

visually attractive, but participants want to see more of the 10 wonders on the one screen. While 

it was appreciated that ten images may not be possible, easy access to the other ówondersô is 

needed to satisfy their curiosity. Having a link /button on the posting would encourage further 

exploration and consideration. It was suggested that having multiple versions of the poster / ad 

showcasing different wonders should be considered.  

Notable Quotes from the Group Participants ï The following are direct quotes recorded by 

Narrative during the course of the research process: 

ñWe hear the 7 wonders of the world. I would be curious to discover these. Wouldnôt it be 

great!ò 

ñItôs intriguing, what are they? Iôd like to understand the historic value to them or if they are 

architectural.ò 

ñIôm intrigued; It makes me curious. I wonder what else there is?ò 

ñIt makes people curious, but there needs to be some promise.ò 

ñWhales are a big draw; but I would want to see what the other wonders are.ò 

ñI would like a graphic of all tené.would like to see others.ò 

ñI wouldnôt expect to see all 10 at once but would love to know how to get to the other 9, it 

creates the sense of inquiry.ò 

ñIt sounds like there would be an adventure in each one.ò 

ñHaving 10 adds to it ï especially if you are a more adventurous person. It becomes the 

checklist; 10 enhances it.ò 

ñIf it was just one or two, I would be hesitant to travel there; but this gives me a list of things I 

need to see.ò 
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ñI really like that one ï it draws me in, it gives me the impression there are real unique things to 

see and do. It makes me look more into it.ò 

ñIôm drawn to it, I donôt have to do the research. They will provide me to the 10 things to do; 

trip that is preplanned and I just need to show up.ò 

ñIf I lived there, any would do, but I am far away. Scallop capital is intriguing, but itôs not going 

to intrigue me enough to drive 6 or 7 hrs. If you say there are other things to do, and theyôre 

worth seeing ï that could get me there!ò  

ñIt makes me think of a broader area than Digby alone.ò 

ñ10 wonders is more reflective; it shows lots to do; it is most compelling.ò 

ñ10 wonders is more engaging to go there, especially if you donôt like scallops or are allergic!ò 

ñShow me more!ò  

ñIt is enticing, it is compelling, it promises an adventure behind it. It would be nice to see what 

else there is.ò 

ñIt makes you want to think about what there might be to offer. It would be good to have teasers 

of the others. It generates curiosity, I think of the drive. You need to give me more information to 

make the drive worthwhile.ò  

ñThat gives me a reason to go ï it makes me look further.  I would prefer more images rather 

than just one.ò 

Conclusion ï When asked which of the three concepts is most appropriate for the Digby region, 

the results were unanimous, with ó10 Wonders of Digbyô clearly preferred. This concept was 

deemed more engaging, enticing and intriguing. Further, it suggested that there are multiple 

things to experience in the region and motives visitors to travel to the region. That said, as 

previously discussed, information must be readily available to satisfy their curiosity and direct 

planning for an active and informative visit. This approach presents an opportunity for the 

creation of a compelling destination for the Region. 
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Preliminary Market Test Creative for ô10 Wonders of Digbyô 

 

Focus Group Suggestions for Building on the 10 Wonders ï When asked for final suggestions 

to enhance a marketing campaign for the Digby Region, a multitude of suggestions were offered, 
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highlighting interest in active engagement, participation and an offer of multiple activities. 

Suggestions included: 

¶ Include a map that shows me where I should go (to see the 10 wonders). 

¶ Consider 10 separate posters with 10 wonders. Develop a full series of all 10. 

¶ Consider the idea of a preplanned trip, including a list of accommodations and restaurants 

- the less research for the visitor the better. Have some research preplanned, offering 

flexibility, partnerships, discounts, etc. 

¶ Build off the ô10 wondersô concept (e.g., 10 winter wonders, 10 trails, 10 food wonders, 
10 scallop recipes). 

¶ Include indoor and outdoor activities; encourage visitors to find their own wonders. 

¶ Consider the introduction of a contest (with a good prize), where visitors can submit 

ideas of their own wonders discovered in the Region. 

¶ Introduce a contest for visiting the 10 wonders (e.g., a passport that is stamped, or 

submitting pictures).  

Distance Travel Question ï For most group participants, distance was not a determining factor 

in choosing where to go if the activity or destination offers sufficient attraction. However, with 

the high price of gas, some visitors consider travel distance and need to ensure that the trip is 

worthwhile. The province is generally considered accessible and within reach. That said, having 

multiple nearby attractions, or a large special event (e.g., concert or festival), provides a 

compelling reason to travel greater distances, with the travel route being selected to best align 

with the most efficient time spent.  For example, those in Saint John commented that crossing by 

ferry is a desirable route when travelling to the Valley region, or even the south shore of Nova 

Scotia. 

The Golden Thread of Truth ï It is vitally important for DATA to recognize the underling 

premise behind óthe golden thread of truthô ï where product delivery is aligned with brand 

integrity. In other words, great care must be taken in the quantification of the 10 Wonders of 

Digby ï ensuring that audiences not only óbuy intoô the brand promise due to their curiosity and 

hunger for new travel products, services and experiences, but are ófulfilledô by what gratification 

and excitements the óWondersô allow for them to see and do. 

Internally developed by iImagine and DATA, the 10 Wonders of Digby contenders 

recommended for inclusion are: 

¶ Scallop Capital of the World ï requires guided interactive interpretive experiences. 

¶ Bear River ï Tidal Village on Stilts ï requires strategic structural investment and 

experiential development. 

¶ Balancing Rock.  

¶ Maud Lewis ï requires new commemorative and experiential development elements. 

¶ The Lighthouses of Digby ï requires varying degrees of preservation. 

¶ Sensational Whale Watching ï requires strategic infrastructure. 

¶ Brier Island Nature Conservancy Site of Canada ï requires strategic infrastructure and 

guided interpretive experiences. 

¶ Historic Vineyards 
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¶ Digby Gut. 

¶ Lights in the Forest ï Electric City ï requires interpretive infrastructure and experiential 

development. 
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Evaluating Potential 10 Wonders Candidates 

While there is no finite number of aspects or ideas that can constitute the official 10 Wonders of 

Digby list, following are the primary contenders for the designation, each of which has been 

subjected by iImagine to an evaluative set of weighted criteria using the scoring grid below. 

Example 10 Wonders Evaluation Scoring Grid 

Criteria  Score 

One and only experience 50 

Performs strongly against Atlantic Canadaôs Seven Travel Motivators 15 

Potential for stimulating the Digby area tourism economy 15 

Factor in Seasonal Expansion 10 

Accessible (visitors can easily locate and access the site/experience) 10 

TOTAL  100 

Each successful 10 Wonders surpassed the benchmark inclusion score of 75 points. 

 

Elaborations on the 10 Wonders List 

Scallop Capital of the World 

Scallops were first commercially harvested in Digby in the 1920's, with a constantly-emerging 

fleet ï now considered the worldôs largest ï and a site that is prominently in view from the Digby 

waterfront. The surrounding harvest waters are prime for scallops because of the Bay of Fundyôs 

massive twice-daily tidal effects, creating an environment of cold ocean temperatures and 

density of nutrients. Although Digby scallops can be found on many Nova Scotia menus (and 

elsewhere) and are sold in stores all around the province, thereôs no better place to try them than 

in this small Fundy Coast town.  
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Bear River ï The Tidal Village on Stilts  

Bear River, Nova Scotia has a unique history as a timeless home for the Miôkmaq people, 

Acadian settlements, shipbuilders, and artists. Today, itôs characterized by its creative 

community, dramatic tides, houses on stilts and volunteer-led governance. Lôsitkuk (which 

translated into English means ñflowing along by high rocksò or conveys ñwater that cuts 

throughò) is the original name for the Bear River Miôkmaq community, which is part of the 

Miôkmaq First Nation. It has a rich and diverse history that spans thousands of years. The 

Indigenous history of Bear River is deeply rooted in the land, with the Miôkmaq people being the 

original inhabitants of the area. The Miôkmaq have a long-standing presence in the region, and 

their culture and traditions continue to be cherished by the community to this day. In the 17th 

and 18th centuries, the Acadians settled in Bear River, drawn to the abundant natural resources 

and fertile land, cultivating the rich soil to produce crops such as wheat, corn, and potatoes. 

Today, the Acadian influence can still be seen in the architecture of many of the buildings 

around Bear River, as well as in the local cuisine and cultural traditions of the area. In the 19th 

century, Bear River became a hub of shipbuilding activity, with numerous ships constructed in 

its shipyards. The ships built in Bear River were known for their quality and durability, and were 

used for fishing, transportation, and trade. The shipbuilding industry flourished in Bear River 

during this period, contributing significantly to the local economy. In the 1970s, Bear River 

experienced an influx of artists and draft dodgers seeking an alternative lifestyle. This diverse 

group of newcomers brought their creative talents and innovative ideas to the community, 

contributing to Bear Riverôs vibrant arts scene. One notable project during this time was the 

Solar Aquatics project, which aimed to develop sustainable and eco-friendly practices in water 

treatment using aquaculture and solar energy. 
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Balancing Rock 

The Balancing Rock Trail is a 30-minute hike through the beautiful landscape of Long Island, 

leading down to the edge of St. Maryôs Bay and the 20-foot-high basalt rock formation that was 

created millions of years ago. Balancing Rock is a famous geological landmark that is one of the 

best locations in Nova Scotia to observe columnar basalt formations. Unique flora and fauna 

along the trail include some of the first wildflowers to bloom during spring in Nova Scotia, the 

skunk cabbage and eastern dwarf mistletoe. 
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Maud Lewis 

Maud Lewis achieved national recognition in 1964 and 1965 for her cheerful paintings of 

landscapes, animals and flowers, which offer a nostalgic and optimistic vision of her native 

province. Several books, plays and films have been produced about her. Lewis was born just 

outside of Yarmouth, but her story as we know it began and ended in Digby. She spent her whole 

life here, and because of that, everything to be seen in her paintings were inspired by what she 

saw around her in the Digby area. She remains one of Canada's most celebrated folk artists. 

There are several tangible and intangible experiential opportunities to newly celebrate and 

commemorate Lewis within the Digby destination area. 

 

 
 

 

The Lighthouses of Digby 

Digby and area have the greatest concentration of lighthouses, noted for their crashing waves, 

unique rock formations, aquatic birdlife, the experience of lighthouse architecture, stories of 

lightkeepers and communities, hope and resilience, life at sea, and stories of sea disasters. 
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Sensational Whale Watching 

Brier Island whale watching experiences (combined with rare and diverse varieties of seabirds) 

include rare species of whales such as the humpback, finback, minke, and right whales (with the 

possibility of Orca or Blue Whale sightings), dolphins, sea turtles and baskin sharks. Captains 

and crews possess an extensive knowledge of the marine life of the Bay of Fundy, as well as the 

natural and human history of Brier Island and the surrounding waters, and also participate in 

scientific surveys in the studying of whales. 
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Digby Gut Historic Waterway  

Digby Gut is one of the most historic waterways in Canada. Ancient Miôkmaq passageway to the 

Bay of Fundy. Lighthouse story and shipwreck stories, including the fascinating story of the 

Princess Louise (1883) and Agnes Donahue (1913) shipwrecks. Lighthouse keeper heroics, 

Miôkmaq porpoise hunt. Digby Gut is Champlainôs Passageway to Port Royal. The óGutô is a 

narrow channel connecting the Bay of Fundy with the Annapolis Basin. The town of Digby, 

Nova Scotia is located on the inner portion of the western side of the Gut. The eastern entrance is 

marked by the Point Prim Lighthouse. Strong tidal currents, numerous rocky ledges, frequent 

fogs and unpredictable winds make it a dangerous passage requiring a pilot or local knowledge 

to navigate. Tide flows create five-knot tidal currents and create numerous whirlpools and 

eddies. The gut, technically referred to as a water gap, is about a half nautical mile in width and 

bordered by high rocky cliffs. It marks a break in the North Mountain ridge along the Annapolis 

Valley and is the eastern end of Digby Neck. Digby Gut had its origins as the northern terminus 

of the ancient Bear River, part of which is now a drowned river valley.  

https://en.wikipedia.org/wiki/Bay_of_Fundy
https://en.wikipedia.org/wiki/Annapolis_Basin
https://en.wikipedia.org/wiki/Digby,_Nova_Scotia
https://en.wikipedia.org/wiki/Digby,_Nova_Scotia
https://en.wikipedia.org/wiki/Point_Prim_Lighthouse
https://en.wikipedia.org/wiki/Knot_(unit)
https://en.wikipedia.org/wiki/Water_gap
https://en.wikipedia.org/wiki/North_Mountain_(Nova_Scotia)
https://en.wikipedia.org/wiki/Annapolis_Valley
https://en.wikipedia.org/wiki/Annapolis_Valley
https://en.wikipedia.org/wiki/Digby_Neck
https://en.wikipedia.org/wiki/Bear_River_(Nova_Scotia)
https://en.wikipedia.org/wiki/Drowned_river_valley
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Brier Island Nature Conservancy Site of Canada 

The 79-foot-tall Brier Island Light & Alarm ï aka the óWestern Lightô ï is also the site of the 

highly dramatic Nature Conservancy of Canada (NCC) coastline and wetland habitat covering 

406 hectares, one third of Brier Islandôs total area. The site provides rich wetland habitat 

frequented by birds and home to wetland plants. The overall nature reserve is comprised of 

forest, beach shoreline and wetlands, including several peat bogs. The reserve features a four-

kilometre coastal hiking trail, which is maintained and managed by NCC stewardship staff and 

local partners. This intact bog plays a key role in maintaining the natural hydrological functions 

of the nature reserveôs ecosystem and is essential to maintaining the habitat for eastern mountain 

avens, a globally rare plant listed under the federal Species at Risk Act. For most of the year, 

the eastern mountain avens does its best to hide amongst the peatland vegetation on Brier Island, 

located at the extreme southwestern edge of Nova Scotia. However, at the height of summer, a 

small buttercup-like flower the size of a quarter extends from palm-sized leaves and reaches high 

for the sky. With flowers stems measuring over 30 centimetres in height, the avens becomes 

visible and conspicuous ð an array of bright yellow flowers dotting the wetlands and vying for 

pollinators. NCC is actively working with conservation partners to help restore the bog. Plants 

found here include bog rosemary, leather leaf, Labrador tea, cranberry and lambkill. 

https://sail2.ca/brier-island-light-alarm-western-light/
https://www.natureconservancy.ca/en/what-we-do/resource-centre/featured-species/plants/eastern-mountain-avens.html
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Approximately one quarter of the new area on the nature reserve contains white spruce and black 

spruce while alder make up the remaining quarter. 

 

 
 

 

Lights in the Forest ï Electric City  

In the early 1890s ñLa Nouvelle Franceò or, as it came to be known, ñElectric Cityò was the 

name of a very successful, innovative family-run wood milling settlement located over 17 miles 

inland from Weymouth, NS, and the Sissiboo River. Founded by the Stehelin family from 

Gisors, France, it was a happy place where people of all cultures, races, religions, and linguistic 

groups worked and played peacefully together. It was a truly multicultural community, where 

folks of many varied backgrounds learned about, and socialized with each other, many for the 

first time in their lives. The family and the community cleared land around the mill, built a 

house, and proceeded to establish an industrial complex with a dam, establish the early use of 

hydroelectric power generation, a forge, a haul-up to bring logs to the mill, and a cookhouse for 

the workers, as well as a railway using logs as tracks, which they used to transport their lumber. 

But the most exciting part of the Electric Cityôs innovation was the installation of its water-

powered dynamo that provided electricity for the settlement. Homes had electric light, and a row 



    
iImagine ï ReImagine Digby Destination Tourism Growth Strategic Plan   
 

- 44 -  
 
 

of lights illuminated the central street. All this was before Weymouth and the neighbouring 

settlements had electric power.  

 

 

Historic Vineyards 

The birthplace of wine in Nova Scotia. In 1611 Louis Hebert, the apothecary at The Habitation in 

Port Royal, planted a hillside vineyard along Bear River, making it one of the oldest new-world 

wine growing regions. This came just 5 years and about 10 miles away from where The Order of 

Good Cheer was born, which laid the foundation for over 400 years of subsequent food-and-

drink-based celebrations in Nova Scotia. Present day, we have two award winning wineries 

where you can learn more about this history, enjoy wine in the countryside, and even experience 

the process of the only gravity fed winery in the area. 
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10 Wonders of Digby Brand Creative Brief  

iImagine has authored a brand creative brief which serves, beyond the Narrative Research 

reporting, to rationalize the 10 Wonders of Digby brand proposition. 

 

 

Brand Creative Brief ï the Brand DNA 

 

The New Proposed Competitive Brand Proposition: 

 10 WONDERS OF DIGBY 

 
Purpose of the Brand Proposition  

The purpose of the theme/brand proposition is to stimulate awareness, excitement, interest and 

consumer purchase/conversion of products, services and experiences found within the Digby 

destination area 

  

What do we not want to say? 

We do not want to say what anyone else is saying. We do not want to merely perpetuate what 

has previously been said that has not worked to generate sufficient awareness, excitement and 

interest supporting the Digby and area as a competitive travel destination. 

 



    
iImagine ï ReImagine Digby Destination Tourism Growth Strategic Plan   
 

- 46 -  
 
 

What do we want to say? 

We want to say something very fresh, specific and authentic in a manner that will inspire and 

support tourism development and investment, and generate competitive customer demand for 

the future: based on the simple premise that the Digby area has a wealth of products, places 

and experiences highlighted by 10 natural and cultural ówondersô that will make travel to the 

destination irresistible.  

 

What do we want to primarily illustrate and demonstrate? 

We want to primarily illustrate and demonstrate that the Digby destination area offers travelers 

a minimum of 10 captivating wonders associated with people, places, things and phenomenon 

that are one-of-a-kind, or rare, and/or prolific. 

 

What do we want to secondarily illustrate and demonstrate? 

We want to secondarily illustrate and demonstrate that the Digby destination area is more than 

worth the journey. 

 

Who are we primarily talking to? 

We are primarily talking to residents of Nova Scotia, to the classic Nova Scotia touring 

vacationers who originate from around the world and who are first and foremost in pursuit of 

exclusive sightseeing and touring in settings by the seacoast and other forms of scenic beauty. 

and unique cultural, natural, culinary and interactive experiences. Of specific interest are the 

Explorer Quotient (EQ) segments known as Authentic Experiencers, Cultural Explorers, and 

Free Spirits.  

 

Who are we secondarily talking to? 

We are secondarily talking to communities of specific interests having a passionate connection 

to (semi-enthusiasts and enthusiasts), or curiosity about (casuals) regarding one or more ot the 

10 Wonders and other offerings found within the destination area. 

 

Who else are we talking to? 

We are simultaneously talking and sending messages to tourism influencers (travel media, 

travel trade), as well as to the tourism industry at large, to potential entrepreneurs and 

investors who are candidates for expanding tourism development within the destination area. 

 

What reactions do we want to evoke from the target audiences? 

We want the target audiences to become curious, emotionally excited, and swept away by the 

idea of visiting and experiencing the Digby destination area. We want the target audiences to 

unequivocally remember what is being presented to them by way of embracing an irrefutably 

powerful, one-of-a-kind brand.  

 

What do we want the target audiences to do? 

We want the primary target audiences to be compelled to visit the Digby destination area, and 

the secondary audiences to evangelize about Digby, and/or consider the destination area as a 

place worthy of investment in the tourism sector. 

  

What messages have they received in the past? 
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The primary messaging has relied upon themes such as Digby and Area, Canadaôs Natural 

Aquarium, and Scallop Capital of the World. 

What is the new Primary Message? 

The primary message is that 10 Wonders ï and a range of other quality visitor products, 

services and experiences ï await visitors having an array of casual, semi-enthusiastic or 

enthusiastic personal passions for travel to and within Atlantic Canada. 

 

What is the new Secondary Message? 

The secondary message is that the Digby destination is closer than you think. 

 

What are the barriers audiences may encounter? 

Barriers the audiences may encounter might include: 

¶ That the Digby destination area actually has 10 Wonders that are demonstrably unique 

and outstanding. 

¶ Developing an appreciation that the Digby destination area is easily accessible and is a 

destination within itself. 

 

What are the barriers tourism influencers may encounter? 

Barriers the tourism influencers may encounter might include: 

¶ The need to have first-hand exposure to the 10 Wonders and other quality travel 

products, services and experiences. 
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Overview 
With the exception of two important plans that are already in the possession of the Town of 

Digby (the Water Street Improvements Plan and the Town of Digby Active Transportation 

Master Plan), there are significant gaps in terms of strategic tourism infrastructure planning 

across much of the Digby destination area, including such aspects as: 

 

¶ Adequate signage and wayfinding. 

¶ Well-designed and strategically-situated/designated public parking. 

¶ Widely-available E-Charging stations. 

¶ Visitor access to well-maintained public washrooms. 

¶ Scenic viewing infrastructure (e.g. dramatic viewing platforms). 

¶ High-quality fix-paneled interpretation. 

¶ Experiential staging areas in several locations, such as the Digby Centre. 

¶ And other to be identified. 

 
A comprehensive strategic tourism infrastructure spatial plan examining these needs and 

solutions across the destination area would make for a next-steps planning investment in the 

aftermath of this report. 
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The Digby Promenade site is a positive exception to the  

Town of Digbyôs unfortunate lack of in-demand strategic tourism infrastructure. 

 

 

 
Some community stakeholders and business owners believe that  the Digby waterfront could have a more 

contemporary, appealing, inviting and engaging design. 

 

 



    
iImagine ï ReImagine Digby Destination Tourism Growth Strategic Plan   
 

- 50 -  
 
 

Town of Digby Active Transportation Master Plan 

The Town of Digby Active Transportation Master Plan would align with Nova Scotiaôs broader 

active transportation plan ï according to the Environmental Goals and Climate Change 

Reduction Act, the province is committed ñto complete core active transportation networks that 

are accessible for all ages and all abilities in 65% of the provinceôs communities by 2030.ò  The 

Nova Scotiaôs Active Transportation Future maps will monitor, and improve coordination, to 

achieve this goal.  

 

 

           
 

Excepts from the Town of Digby Active Transportation Master Plan 
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Overview 
As discussed in iImagineôs Guide to Success Model (see assessment Appendix A), the tangible 

elements of experiential development begin with ensuring that there is adequate, well-branded 

directional and on-site signage and wayfinding leading to and within the destination area, 

together with the stabilization and improvement of existing heritage assets, and by creating a 

range of new strategic tourism infrastructure. The intangible elements are to be blended with the 

tangible elements by providing visitors with sensory, emotive and interactive personal 

engagement and enrichment. 

 
 

 

Also as illustrated below and in the Guide to Success Model, iImagineôs most diversified 

experiential assessment and planning tool is its 12 Essentials of Leading Travel Experiences, 

a packaging and experiential development model that has been effectively used in hundreds 

of experiential design situations. The 12 Essentials model is paired with iImagineôs Refined 

Construction Model in order to realize optimum product/experiential development results.  
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Theme/Brand/USP  

Does the experiential theme brand claim a strong if not exclusive unique selling proposition 

(USP)? 

 

Access  

Is the experience situated in a place or setting that is easy to access? 

 

New Media Strength  

Is the experience supported by a strong online web and social media presence? 

 

Essence of the Destination/Sense of Place   

Does the experience portray/represent the essence of its destination area and present a strong 

sense of place? 

 

Authenticity  

Is the experience built upon demonstrably authentic scientific and/or cultural facts? 

 

Emotional Trigger   

Does the experience emotionally sweep people away? 

 

Educational/Entertaining/Enriching   

Does the experience provide an educational, entertaining and personally enriching outcome? 

 

Hands-on/Interactive   
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Is the experience tactile, engaging and interactive? 

 

Value-added Proposition  

Does the experience provide visitors with a value-added sensation? 

 

The Mechanics   

Is the experience delivered efficiently and professionally? 

 

Sustainability/Climate Change Resiliency  

Is the experience delivery mindful of or connected to sustainability and climate change 

resiliency? 

 

Sense of Excitement  

Does the experience generate a sense of excitement? 

 

 
Frequency  

Is the experience being offered with sufficient frequency to satisfy visitors who are in the 

destination area for limited length-of-stay? 

 

Duration  

Is the experiential duration moderate or extensive? 

 

Inclusions 

Are the inclusions thematically aligned with the experience? What impact do the inclusions have 

on the price of the experience? 

 

Point-of-Purchase 

Does the experience provide for ease of purchase online or at a convenient point-of-sale? 
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Price 

Is the price competitive and does it represent good value-for-dollar? Are there variable pricing 

levels for variations in purchasers (e.g. seasonality, age, volume, etc.). 

 

Value  

Does the experience represent competitive good value? 

 

Monetized Day Adventure Style Experiences 
Based on iImagineôs destination assessment, together with the inputs from the strategic plan 

project working committee, and the span of stakeholder interviews, there is limited evidence of 

an emerging entrepreneur base within the destination area that can help close what is seen as a 

void in experiential delivery and fulfilment. DATA has a vested interest, on behalf of its 

stakeholders, to identify and act on solutions in order that the destination area can compete 

experientially within Nova Scotia and within Atlantic Canada. One concept worth considering 

would build on the 10 WONDERS OF DIGBY brand concept ï Digby Day Adventures or 

Wonder-Full Experiences ï 10 WONDERS OF DIGBY. 

 

   
 
The Digby Day Adventures or Wonder-Full Experiences inventory would be comprised of 

existing experiences, such as: Adventure Bay Whale Watch Co., Long Island; Brier Island Whale 

and Seabird Cruises, Brier Island; Mariner Cruises Whale and Seabird Cruises, Brier Island; Petit 

Passage Whale Watch, Long Island; Freeport Whale and Seabird Tours, Freeport ï and 

developmental experiences that would be subjected to feasibility analysis, scripting and design, 

local partnerships, and the employment of topic-knowledgeable talent. 

 

Up to 2020, there existed a foundational day adventure experiential model in the Digby 
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destination area that for several years received and captivated local residents, their visiting 

friends and relatives, and other independent travelers. Well-known tourism entrepreneur (and 

former Chair of DATA) Greg Turner was the driving force behind GAEL Tours, which offered 

popular themed tours such as the Stones, Steeples, Ships, and Seafood Tour, and the Plankton, 

Periwinkles and Predators Tour. The former focused on Digbyôs historic streetscapes and the 

culture of the fishing community, while the latter explored the areaôs spectacular Fundy shores 

while taking a close-up view of the flora and fauna, and discovering the effects of the giant tides 

of Fundy. 

 

 
Former GAEL Tours owner Greg Turner conducting his Plankton, Periwinkles and Predators Tour 

 

With the cessation of business of GAEL Tours, apart from the successful whale watching 

operations based on Brier Island, the void in the destinationôs product base that must be 

reconciled. The pathway toward a solution first involves demonstrating the economic business 

case and feasibility of a new themed-based tour entity that would capitalize on Mr. Turnerôs 

lessons-learned in the field, on lessons to be learned from other experiential best practices, and 

which could springboard off of the 10 WONDERS OF DIGBY brand promise.  

 

On behalf of DATA, iImagine has undertaken to produce such a business case model examining 

the feasibility of offering a collection of new experiences, including: 

 

Scallop-Shucking & Tasting Experience, Digby Centre. 

Bear River Historical Experience, Bear River. 
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 Maud Lewis Experience, Digby. 

 Brier Island Nature Conservancy Site Guided Hiking Experience, Brier Island. 

Point Prim Ancient Seashore Experience, Point Prim. 

European-Historic Vineyards & Apothecaries Experience, Bear River. 

óLights in the Forestô Electric City Experience, Weymouth. 

Digby Gut Guided Experience, Digby. 

 

 

Experiences and the Use of Music 

One factor that emerged in this planôs consultations phase involved, whenever possible, the 

inclusion of music in experiential content. While the application of music will not always be 

practical ï largely dependent upon the theme, available talent and the physical setting ï it is 

nevertheless a desirable factor. 

 

Interactive Scallop-Shucking and Tasting Experience 

The most obvious and frequently-referenced day adventure style experience involves the creation 

of an interactive scallop-shucking and tasting experience, to be staged at the most logical and 

strategic location within Digby town proper ï the Digby Centre. The objective behind this 

concept is that it be offered seven days/week throughout the visitor high season (late June 

through September), with the potential for special óengagementsô that would be aligned indoors 

or outdoors in alignment with meetings and conventions, special sporting events, and other 

functions that create a critical mass of potential customers during the balance of the calendar 

year. 

 

 
The existing ópavilionô at Digby Centre 
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Pavilion, seating and Tidal Boat Works boatyard view-scape at Digby Centre. 

 

Luckily, the model for the delivery of this experience is tried and true in the form of experiences 

previously offered in the market to motorcoach tours and other groups by local Digby animator 

and storyteller Fred Ross (as captured in the video production Fishing Fundy Waters). 

 

While there are several hurdles to making this experience come to life (mining out the right 

entrepreneur(s), the need for a continuous supply of fresh scallops (storage of product), 

restrictions to be imposed by the Canadian Food Inspection Agency and provincial health 

guidelines and restrictions, the identification of individuals who are qualified to credibly lead and 

animate the experience, etc. But the bottom is: this can and should happen. 

 

The proposed setting for the experience ï Digby Centre ï is ideal for any number of reasons: 

 

¶ The existence of a pavilion-like structure where added infrastructure would set the stage 

for the experience (e.g. refrigeration, stainless steel demonstration tables for scallop 

shucking and tastings, and a design that invites and corrals ópassengersô inside the 

experience). 

¶ The immediate proximity of the local fishing fleet, a colourful authentic theatrical 

backdrop to the óshowô that would take place within the pavilion. 

 

 
 

¶ Immediate proximity to Digbyôs downtown. 

¶ The immediate proximity to dramatic infrastructure of the Tidal Boat Works boatyard.  
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Monetized Walking Tour App Experiential Pathway ï Stories that Move You  

In addition to the proposed day adventure-style guided experiential offers, there are innovations 

that DATA can exploit in delivering memorable experiences using new forms of interpretive and 

experience-staging technology can play an important role in the Digby destination area.    

 
Seen as integral to Digby and areaôs pathway toward experiential innovation is the inclusion of 

self-guided sound-walk technologies. By definition, a sound-walk, or walking piece, is any walk 

that focuses on listening to the environment, with or without the use of technology, or adds to the 

experience through the use of sound or voice. This can include a scripted or choreographed score 

or work that has additional audio elements. Clearly, DATA has the potential to investigate and 

invest in revenue-generating sound-walk or drive-walk technology, at the same time ensuring 

that the technology is useable in remote locations where signal strength, network reception, and 

cell phone connectivity may be lacking. 

 

In addition to new interpretive infrastructure, todayôs technology provides the Digby destination 

area with the capability of developing an app that provides recorded interpretation that are like 

podcasts that move with paying users/subscribers, relating stories about what they are seeing in 

the moment. Features of such apps (of which there are now numerous available in the market) 

are tours that are professionally-produced by contracted technology firms that create dynamic, 

authentic-content scripts using insightful local storytellers, backed by emotive sounds and music. 

Producers can layer sounds in subtle or rich ways, guiding the Digby destination area audience, 

surprising and entertaining them, setting out personal challenges, and providing a completely 

different way to experience the physical environment, stories, legends, etc. ï providing personal 

magic to guest subscribers. Revenues would be derived by charging a fee for access (password or 

code protected content). 

 

 
 


