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Executive Summary 

In 2009, the tourism industry and province of Newfoundland and Labrador (NL) released their vision to 
double tourism revenues to $1.58B by 2020. Titled Uncommon Potential: A Vision for Newfoundland and 
Labrador Tourism (Vision 2020) this document has been a blueprint for growth in NL guided by seven 
strategic directions. Underpinning the vision is respect for home, residents, travellers, communities and 
profitability.  

Strategic direction #4, product development, is aimed at ensuring NL delivers memorable, travel 
experiences to attract visitors from around the world. This is the key to delivering on the provincial brand 
promise and bringing the brand to life based on the assets and attributes of a diverse array of natural and 
cultural heritage combined with the colorful character of the people. 

To guide the regional strategic investments in product and destination development, Hospitality 
Newfoundland and Labrador (HNL) in partnership with the Department of Business, Tourism, Culture and 
Regional Development (BTCRD), commissioned a customized Tourism Destination Visitor Appeal 
Appraisal (TDVAA) to be completed in each region. Led by Tourism Café Canada and Brain Trust 
Marketing and Communications, the project team included HNL, BTCRD and Adventure Central 
Newfoundland (ACN), the regional destination management organization. The over-arching goals were to 
create an understanding of what needs to be done to strengthen the ability to grow the tourism industry in 
ways that:  

1) Resonate with travelers, reinforce the brand and increase the return on investment;  
2) Continue to improve the visitor experience and visitor economy; and 
3) Empower the Central region to be a visible leader of responsible, sustainable tourism. 

 

Designed to take a visitor-centric approach, this study reviewed 234 documents, reports and studies 
combined, plus data from the Tourism Destination Management System (TDMS) and Restaurant 
Association of NLôs (RANL) e-dining databases. New variables were added to the primary data collection 
that was supported by ACN and BTCRD. This 13-month process (Oct 2014 ï Nov 2015) incorporated 
insights from community and online stakeholder sessions from January 12

th
 ï 19

th
, 2015 for the launch 

the project, an online stakeholder questionnaire from January 22
nd

 ï 31
st
, a return to the Central region 

follow-up stakeholder sessions April 20
th
 ï 27

th 
and concluding with various Advisory Committee and 

government stakeholder sessions to refine the recommendations. 

  

VISION STATEMENT 
 

Newfoundland and Labrador be a leading tourism destination, offering an authentic and exotic 
experience, through the ócreativity brand pillars of people, culture and the natural environmentô. 

Uncommon Potential 
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Specifically, the TDVAA examined five dimensions using qualitative and quantitative data: 

1. Reports , plans and research documents, and projects-in-the-pipeline. 

2. Visitor profile information  and three customer engagement tools for tourism services and 
attractions and municipalities: Websites, Facebook and TripAdvisor. 

3. Product and market  dimensions which included primary and secondary demand generators, 
transportation and access, visitor information centers, accommodations, culture, heritage and nature 
based assets, trails and routes, recreational and man-made attractions, shopping and retail, culinary, 
food and beverage, conference, conventions and trade shows, activity-based tourism businesses 
(e.g. whale watching) and program based tourism businesses (e.g. festivals and events, guiding 
companies). 

4. Sustainability  dimensions which included human resources, sales and marketing practices, 
environmental and social practices, strategic planning and investment. 

5. Measures of success  against which progress is measured and new variables are considered that 
would enrich understanding and decision-making. 

 

Benefits of the Assessment  
 

ñA successful visitor economy requires managing all of the components in an integrated and long-term 
way, with a clear focus on the needs of the visitors the destination is seeking to attractò

1
 

The core benefit from the TDVAA is that it provides a consolidated review and key findings to guide the 
strategic direction for optimizing the tourism investment cycle (Figure 1) and the tactical investments for 
destination development. 

In the Central region this is 
critical for tourism-based 
projects, but also the many 
regional development 
initiatives that benefit people, 
communities and visitors 
alike, such as the 
strengthening inter-
community collaboration with 
a visitor focus, continuing to 
invest in key experience 
development and targeted 
infrastructure products, 
raising the bar on the quality 
and services in the region 
and optimizing the online 
presence of businesses and 
municipalities. All of these 
initiatives will have an impact 
on tourism to a greater or 
lesser degree and have been considered in this Central region TDVAA. 

 
 
 

                                                      
1
 Culture Northwest (2006). Understanding the visitor economy. Downloaded from: http://culturehive.co.uk/wp-

content/uploads/2013/04/Understanding-the-Visitor-Economy.pdf 

Figure 1:  The Tourism Experience Investment Cycle

http://culturehive.co.uk/wp-content/uploads/2013/04/Understanding-the-Visitor-Economy.pdf
http://culturehive.co.uk/wp-content/uploads/2013/04/Understanding-the-Visitor-Economy.pdf
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Key Findings  
 
Sixteen aggregate key findings emerged from the analysis of the primary and secondary data sources 
(Chapter 4) and the iterative feedback process that ensured continual stakeholder input and validation 
through the 13-month process. Each key finding, detailed in Chapter 3, is supported by tactical actions 
that provide the foundation for operators, municipalities, ACN, BTCRD, the Atlantic Canada Opportunities 
Agency (ACOA), HNL and others. 

Finding #1:  Long-term strategic, sustainable growth in the Central region requires strengthening inter-
community collaboration, enhancing customer service, and developing new products and experiences 
that are aligned with the Newfoundland and Labrador brand. 

Finding #2:  Bed and Breakfasts, Cottages and Inns offer high quality accommodations with hosts 
providing authentic, emotional connections to visitors who want to get off the beaten track and explore 
rural Newfoundland. 

Finding #3:  A celebration of coastal communities by land and sea represents an opportunity for targeted 
marine and land-based visitor experiences to be aligned and marketed. 

Finding #4: The Central region has tourism products that offer targeted year-round visitor opportunities. 

Finding #5:  Significant infrastructure investments in the Central region are foundational to the long-term 
growth, competitive appeal, and visitor experience. 

Finding #6: There is an opportunity to raise the bar on the culinary experience through specific menu 
adaptations. 

Finding #7 : Trails are an integral part of the Central region visitor experience; identifying solutions to 
generate revenue and broaden the visitor experience will contribute to their long-term sustainability. 

Finding #8: A more concerted effort should be made to create group and independent travel packages to 
sell through the various distribution channels. 

Finding #9:  Learning from the Shorefast Foundationôs Community Host Program and embracing the 
principles of practice in other communities represents an opportunity to build on a successful business 
model in the region. 

Finding #10: Communities and tourism stakeholders need to ensure responsive visitor services exist 
throughout the region. 

Finding #11 : The number of existing unique galleries could raise the bar on the visitor experience by 
adding a program dimension to their current retail offer. 

Finding #12 : Tourism businesses and municipalities are not fully optimizing their online presence; 
targeted training represents an opportunity for increased visitation and revenue. 

Finding #13 : Select outfitting lodges could attract new business by diversifying beyond their traditional 
product offer and target markets. 

Finding #14 : Collective efforts in addressing the emerging opportunities and challenges with the Tourism 
Assurance Plan (TAP) should be a short-term priority. 

Finding #15 : TDMS and e-dining databases have limitations, which are being addressed; continued 
effort will benefit visitors, operators, and the province and contribute to achieving the goals outlined in 
Vision 2020. 

Finding # 16: Amend five Vision 2020 goals to optimize the investment focus needed to achieve the 

desired outcomes. 
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Implementation  
 
Implementation involves three main phases and will look different depending on the specific 
recommendation and as various organizations become the champions for action. The first step is for 
tourism stakeholders to review the ñHead Start Itemsô summarized in Chapter 5 that represent immediate 
short-term opportunities which can be advanced in the next six to nine months. This includes making 
presentations at community councils to engage them in learning about the plan and how they can support 
the short and long-term development of tourism in Central Newfoundland. 
 
The second step is to put the recommendations through BTCRDôs Opportunity Management process 
(OM) so that ACN, BTCRD, HNL, and ACOA, among other stakeholders can prioritize the projects 
together and within their individual organizations for budgeting and planning.  
 
The third step involves forming stakeholder project task teams with individuals representing organizations 
that will benefit from the opportunity. Leadership will be provided by HNL and BTCRD, with direct 
participation from the ACN Board and the TDVAA Advisory Committee. An annual review by HNL, 
BTCRD, and ACN will allow for year-to-year monitoring of the progress and adjusting to evolving realities 
as time passes and new learning during implementation occurs.  
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1. An Investment in the Future 
 

In 2009, the tourism industry and province of Newfoundland and Labrador (NL) released their vision to 
double tourism revenues to $1.58B by 2020. Titled, Uncommon Potential: A Vision for Newfoundland and 
Labrador Tourism (Vision 2020)

 2
, this document has been a blueprint for growth in NL guided by seven 

strategic directions. Underpinning the Vision is respect for home, residents, travellers, communities and 
profitability. The vision for the future requires the collective will of many stakeholders collaborating to 
compete to achieving the desired outcomes. 

The Central region offers an appealing range of outdoor adventure experiences from iceberg and whale 
watching, snowmobiling and hiking. When the geological, cultural, artisan, and heritage assets are added, 
the appeal broadens and the potential to connect with locals deepens. The rich aboriginal history dates 
back 5,000 years with the Maritime Archaic tradition, Dorset Palaeo-Eskimo culture, and the more recent 
aboriginal cultures, including the Beothuks and the current Miôkmaq First Nations reserves. Twillingate, 
Terra Nova National Park, and the award winning 5-star Fogo Island Inn attract and welcome domestic 
and international travellers alike while contributing to the diversity of the region. 

The Newfoundland and Labrador (NL) brand stands for ócreativityô that is natural, spontaneous, and 
uncomplicated. It is an emotional brand that stands on the three pillars of the real character of the people, 
a rich history, heritage and culture, and the natural environment that enjoys 29,000 km of coastline and 
icons.

3
 The Central region is an integral part of any NL experience with its own unique appeal and 

destination drivers, including the opportunity to arrive by air directly into the renowned Gander 
International Airport. 

Contributing to Vision 2020  

One of the key strategic directions in Vision 2020 is strategic direction #4, product development, 
delivering strategic and sustainable travel experiences. The visitor experience is a combination of the pre-
visit engagement, a mix of places they visit, activities and services they enjoy, and the people with whom 
they connect. This creates the memories that they share through photos, online messages, or private 
reflection. It is the sum of the visitorsô emotional and physical connection to Central Newfoundland that 
must be addressed in developing products and experiences that will generate new revenue for 
businesses and memorable value for guests. 

The Central region is comprised of 85 municipalities and 48 service districts with Gander and Grand Falls 
- Windsor being the largest communities. The region has a rich history of coastal communities and 
resettled communities along the north and south coasts and invites travellers who enjoy getting off the 
beaten track and out of the major cities to expand and enhance their journey by exploring the Central 
region. 

                                                      
2
 Newfoundland and Labrador (2009). Uncommon Potential: A Vision for Newfoundland and Labrador Tourism. 

3
 NL Brand Positioning Statement. www.BTCRD.gov.nl.ca/BTCRD/tourism/tourism_marketing/newfoundland_and_labrador_brand. 

VISION STATEMENT 
 

Newfoundland and Labrador be a leading tourism destination, offering an authentic and exotic 
experience, through the ócreativity brand pillars of people, culture and the natural environmentô. 

Uncommon Potential 

http://www.tcr.gov.nl.ca/tcr/tourism/tourism_marketing/newfoundland_and_labrador_brand
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A long-term vision is required to further develop the tourism potential, for one of the greatest challenges 
the region faces is encouraging visitors to travel north or south off the Trans-Canada Highway. 

The TDVAA process presents the opportunity to identify ways to increase travel to the more recognized 
areas as well as the areas of the region that would like to see increased benefits from tourism. A primary 
goal of the process is to help operators and communities, that have not realized their full tourism 
potential, understand ways to enhance their offer and appeal and encourage operators to leverage their 
strengths beyond the traditional summer travel period in ways that: 

¶ Resonate with travellers, reinforce the brand and increase the return on investment;  

¶ Continue to improve the visitor experience; and 

¶ Allow operators to become more sustainable.  

 
Purpose of the Project  
 
The TDVAA responds to the Newfoundland and Labrador Tourism Boardôs (NL Tourism Board) interest in 
advancing strategic direction #4 of Vision 2020

4
, which is focused on product and experience 

development.  

HNL, BTCRD, ACN and ACOA, have engaged in a formative review process to assess the Central region 
of Newfoundlandôs visitor appeal and identify gaps and opportunities, and ensure alignment for 
destination investment and development with all Tourism Board partners over the near and long-term.  

Brain Trust Marketing and Communications and the Tourism Cafe Canada were contracted to develop a 
customized assessment approach that engages the destination management organizations in data 
collection and a process for engaging stakeholders at multiple touch-points through this process that 
began in October 2014 and concluded in November 2015.  

Ackno wledgements  

The Central region of NL is the fourth destination to complete the TDVAA process. Special thanks are 
given to ACN, BTCRD and HNL, plus the TDVAA Advisory Committee for their various roles in supporting 
data collection, analysis, hosting stakeholder meetings, reporting, ensuring local area insights are 
considered and facilitating stakeholder validation sessions.  

 
Structure of the Report   
 
Chapter 2 describes the TDVAA assessment framework and the conceptual framework that underpins the 
formative research methodology. 
 
Chapter 3 presents the 16 key findings beginning with a statement of fact, based on the analysis of 
qualitative and quantitative information followed by a brief summary description of the finding, then a list 

of opportunities and recommendations. Items identified with a  represent óHead-Start Tacticsô that 
can begin immediately while the remaining elements are prioritized through the BTCRD Opportunity 
Management (OM) process. 
  

                                                      

4 Government of Newfoundland Labrador. (2009, February). Uncommon Potential: A Vision for Newfoundland and Labrador 
Tourism. Retrieved from http://www.BTCRD.gov.nl.ca/BTCRD/publications/2009/Vision_2020.pdf 

http://www.tcr.gov.nl.ca/tcr/publications/2009/Vision_2020.pdf
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Chapter 4 provides detailed information that was gathered, and consolidated, as one of the major sources 
of information of the report. It begins with a Tourism Barometer to position Central NL within the 
provincial, national and international context. The lengthy data insights begin with a high level summary of 
the key dimensions. This is followed by a discussion of each dimension, key findings, a series of bullets 
that extract highlights from the data, and includes related qualitative inputs from the stakeholder 
consultation and validation sessions. Finally, implications and considerations are provided and represent 
the researcher teamôs interpretation of the information based on analysis, team discussions and multiple 
touch-points with stakeholders.  
 
Chapter 5 describes implementation, includes a brief synopsis of the BTCRD Opportunity Management 

(OM) process and provides a summary table of the Head-Start tactics. 
 
Four appendices conclude the report: (1) Contributing stakeholders, (2) Glossary of Terms, (3) 
Bibliography, (4) Vision 2020 alignment summary. 
 

 
Project Timeline  
 

 
 

 
 
 
 
  

Figure 1:  Project Timeline 
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2. The Destination Assessment Framework 
 

2.1 What is a Tourism Destination Visitor Appeal Assessment?  

ñA successful visitor economy requires managing all of the components in an integrated 
and long -term way, with a clear focus on the needs of the visitors the d estination is 

seeking to attractò
5
 

The Tourism Destination Visitor Appeal Assessment (TDVAA) is designed to provide a foundation of 
knowledge about Newfoundland and Labradorôs appeal at a regional level. Understanding the regionôs 
assets and attributes is vital to identifying priorities for investing in product development that best delivers 
on the provincial brand promise.  

The TDVAA is based on a formative assessment of a wide range of primary and secondary data sources 
and qualitative inputs from community stakeholder and online meetings, follow-up interviews, validation 
sessions, and a review of the preliminary findings. Emerging from this process are key findings, 
recommendations and opportunities (Chapter 3) that inform Central Newfoundlandôs tourism industry 
where investment is needed to create and improve the visitor experience, enhance the competitiveness of 
the destination, and strengthen the capacity of tourism businesses. 

 

  

                                                      
5
 Culture Northwest (2006). Understanding the visitor economy. Downloaded from: http://culturehive.co.uk/wp-

content/uploads/2013/04/Understanding-the-Visitor-Economy.pdf 

Photo: Rafting on the Exploits River with Rafting Newfoundland 
Source: flickr.com/photos/newfoundlandlabradortourism 

http://culturehive.co.uk/wp-content/uploads/2013/04/Understanding-the-Visitor-Economy.pdf
http://culturehive.co.uk/wp-content/uploads/2013/04/Understanding-the-Visitor-Economy.pdf
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2.2 The Conceptual Framework Underpinning the Study  

The ability to increase the benefits from the visitor economy for travellers and businesses alike can be 
enhanced by understanding how to raise the bar generating value that strengthens the ability to 
differentiate tourism products, create an emotional connection with travellers and engage them with the 
special people, places, cultures and traditions in a destination (Figure 2).  

 
 

                            
 
Travellers will typically engage with a variety of different companies when travelling depending on the 
purpose of their visit, length of stay and whom they are travelling with. The opportunity to enhance the 
visitorôs journey by creating itineraries, based on different traveller types and typical travel paths 
represents an important opportunity for the Central region.  

In the tourism industry, the businesses and organizations that support the visitor experience can be 
clustered into three categories; each having very different operating realities, but all important to travellers 
ability to holistically enjoy and engage with the special people, places and cultures that a destination, 
such as Central Newfoundland, has to offer. 
 

¶ Infrastruc ture based businesses  have high fixed costs, require volume and/or base funding to 
build, maintain or preserve the facilities, hence they focus on the mass market with targeted niche 
markets to drive business. Examples include hotels, historic sites, parks, attractions, theatres, 
restaurants, transportation, sports facilities and large tour operators who own their transportation. 
Most operate year round, which requires carefully managing revenue and yield for high and slow 
seasons. 

¶ Acti vity -based businesses  have fixed costs related to a particular type of activity, but compared 
to the infrastructure category; the capital investment is much lower. They require steady volume 
and often cater to niche markets and smaller groups as often some skills or equipment 
associated with the activity is required. Examples include whale watching or kayaking companies, 
tour operators, and outfitters. 

¶ Program and people based businesses have low or no infrastructure costs; rather they rent or 
pay user fees to gain access to places to stage their visitor interactions. They typically appeal to 
very niche markets, have a low-volume, high-yield ratio, and know their customers extremely well 
to be sustainable with low volume. Examples include guiding companies, storytellers, artisans, 
and musicians. The one exception is festivals that appeal to larger markets at a lower price point, 

(c) Lesley Anderson & Nancy Arsenault 2014
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Figure 2:  Raising the Bar on Value to the Visitor 
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but they are fully dependent on the quality of people and programs that are foundational to the 
óreason to visitô and therefore, are in this category.  

 

Benefits of Investing in this Assessment  
 
The core benefit of investing in a TDVAA is to gain a consolidated understanding of the destinations 
potential to strengthen the visitor economy by ensuring the assets and attributes of the Central region are 
aligned in ways that optimize the tourism experience investment cycle (Figure 3).  

 

 

The visitor economy has a broader focus than that of the typical perception of a ótouristô. Rather, it 
encompasses all value created by attracting visitors to a destination; all the things that make the place 
special, distinctive, engender pride and create memories. At the heart of value creation is value for the 
visitor, tourism businesses and the host communities.  

Specifically, the benefits from this study include: 
 

¶ An understanding of Central Newfoundlandôs current state and status within the larger tourism 
marketplace and the opportunities and challenges associated with that state; 

¶ An informed foundation for preparing a long-term regional destination product development plan 
that will also inform the marketing strategy; 

Figure 3: The Tourism Experience Investment Cycle 
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¶ An ability to prioritize 
investments in infrastructure, 
activity and program 
development to enhance the 
visitor experience that in turn 
will lead to new revenues, 
increased visitation and the 
ability to deliver on the brand 
promise;  

¶ A synthesized database of 
critical tourism business data 
within Central Newfoundland; 
and 

¶ An engaged industry in the 
discussions, outcomes and 
implementation requirements 
for the study. 

 

 

2.3 Methodology  

The TDVAA uses a formative evaluation research methodology. Informed by both qualitative and 
quantitative data sources, preliminary findings emerge that are shared with stakeholder to gather their 
insights and feedback at multiple touch-points to ensure the research team óhas heard correctly, 
interpreted the data accuratelyô based on the information available. This allows for the nuances, important 
to stakeholders, to be added into the process that ultimately leads to an aggregate set of ókey findingsô 
followed by recommendations for action. 

For the Central region TDVAA the touch-points included: 

¶ Establishing a TDVAA Advisory Committee; 

¶ Hosting community and online presentations to inform industry stakeholders of the project; 

¶ Engaging data collectors from the province and Central region who provided the quantitative input 
as well as the reports, documents and studies that could impact the project; 

¶ Inviting stakeholders to contribute via an industry survey; 

¶ Participating in on-going meetings with the TDVAA Advisory Committee, Regional Destination 
Project Leads, and Project Sponsors, complete with BTCRD and HNL team members keeping 
their organizations and boards appraised of the progress; 

¶ Consolidating and analyzing the data and reviewing preliminary findings first with ACN, HNL and 
BTCRD, then via presentations to the TDVAA Advisory Committee, government representatives, 
and in-community presentations with industry stakeholders;  

¶ Formulating the key findings, opportunities and recommendations, again securing detailed 
feedback and reflections from ACN, BTCRD and HNL before presenting them to the TDVAA 
Advisory Committee and government representations via an online presentation; 

¶ Preparing a draft report for ACN, BTCRD and HNLôs review and input; and 

¶ Finalizing the report. 

  

Photo:  Dorset Soap Stone Quarry National Historic Sites in Fleur de Lys 
Source: newfoundlandlabrador.com 
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Data Sources  

Multiple data sources informed this report:  

¶ 234 Reports, plans and documents ï see Appendix 3; 

¶ Data from the Tourism Data Management System (TDMS) and Restaurant Association of 
Newfoundland Labrador (RANL) e-dining databases supplemented by additional variables; 

¶ An online industry survey, 83 out of 656 businesses responded. While this low response rate 
(12.6%) cannot be considered statistically valid, a review of the responses and feedback does 
provide helpful insights; 

¶ Seven in-community industry stakeholder meetings to launch the project (Jan 12 ï 15, 2015); 

¶ Seven in-community industry stakeholder meetings to validate the preliminary findings (April 20 ï 
24, 2015); 

¶ Eight special purpose interviews/follow-up community session conversations (April ï May);
6
 

¶ Two online industry stakeholder meetings. One to launch the project (Jan 19, 2015) and one to 
validate the preliminary findings (Apr 27 2015); and 

¶ Multiple online meetings and presentations with ACN, the TDVAA Advisory Committee, BTCRD, 
HNL, and special sessions with ACOA. 

 

 

 

 

                                                      

6 Reg Wright (Gander International Airport Authority), Mark McCarthy (McCarthy Tours), Julie Curran (Maxxim Vacations), 

Charlotte Jewczyk (BTCRD), David Hyashida (Kings Point Pottery), Roger Burt (By the Sea), and Pauline Payne (Fogo Island Inn). 

Photo: Iceberg watching, Leading Tickles 
Source: flickr.com/photos/newfoundlandlabradortourism 
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The data was organized into five dimensions that together, provide a holistic assessment (Table 1). 
A glossary of terms for the project is included in Appendix 2. Appendix 3 provides a bibliography of 
all secondary sources considered. 

Table 1: Key Dimensions 

1. Reports, Plans and Studies Dimensions.  Existing information available to industry, plus projects in 
the pipeline at the discussion stage or submitted for approval/funding. 

Consolidate Existing 
Information 

Existing information 
Projects in the pipeline 

Identifies the documents, plans, studies, 
and projects that impact tourism (secondary 
data).  

2. Visitor Dimensions.  A tourism destination with a high appraisal can demonstrate their investment in 
understanding the traveller. 

The Visitor Profile Demographic research 
Psychographic research 
Satisfaction & exist surveys 

Identifies the research available to inform 
decision-making based on an understanding 
of the traveller. 

Customer 
Engagement 

Website and social media links 
TripAdvisor  
Facebook 

Assesses if the destination, cities and 
businesses have a TripAdvisor & Facebook 
account and the degree of responsiveness 
to traveller posts. 

3. Product and Market Dimensions.  Determines the depth and breadth of tourism products, services 
and experiences available at various price points for different markets. 

Assets & Attributes 

 

Baseline Infrastructure 
Activity-Based Tourism Businesses 
Program-Based Tourism 
Businesses 
Demand Generators/Visitation 
Motivators 

Identifies the core tourism assets and 
demand generators that contribute to a 
positive visitor experience and motivate 
travellers to visit. 

4. Sustainability: Growing Tourism into the Future Dimensions.  Key elements of a responsible, 
sustainable tourism destination. 

Resource Base Human Resources 
Sales & Marketing 
Environmental & Social Practices 
Strategic Planning & Investment 

Essential resource investments to sustain a 
viable tourism business and destination into 
the future. 

5. Measures of Success Dimension.  

Key Performance 
Indicators  

Measures of Success Specific, measurable indicators of success 
against which to benchmark. 
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2.4 Project Scope and Limitations  

The scope of TDVAA is regional. It does not include a sub-regional analysis or focus on individual 
businesses. Recommendations, actions and opportunities are aimed at the regional level, which when 
combined with the other four regions (Western, Eastern, Labrador, and North East Avalon) will present an 
aggregate understanding at the provincial lens to complement the regional reports. 

Implementing the recommendations will vary depending on the tourism operator or agency leading (e.g. 
ACN, HNL, BTCRD, ACOA, etc.).  

The key limitations to the study include the: 

¶ Ability of the primary data collectors to gather information from tourism businesses during 
seasonal fluctuations (high or low season); 

¶ Degree to which the TDVAA advisory committee, industry and government stakeholders 
participate in the community industry stakeholder meetings, online survey, preliminary finding 
validation sessions and the review of the final recommendations to provide feedback, local area 
and governmental interpretation and validate the findings;  

¶ Level of detail that could be examined with reports and documents given the unanticipated 
volume of documents relative to the time and budget for the project; 

¶ The variables within the databases accessed that inform the study (TDMS and e-dining); 
¶ Special Note: Stakeholder feedback received during the in-community sessions revealed that 

they wished the membership list from the Craft Council of Newfoundland and Labrador and the 
NL Arts Council database had been included within the scope of this study given the importance 
of this community to the region and their potential to increase their engagement with the tourism 
industry and their positive impact on the visitor experience; 

¶ Interpretation of what constitutes a óproject in the pipelineô relative to its being a community asset 
vs. an asset that drives visitation; 

¶ Amount and type of data available regionally vs. provincially; 

¶ Changes to Statistics Canadaôs Travel Survey of Residents of Canada in 2011 resulted in an 
inability to compare data for the Residentôs survey to previous years; and 

¶ Budget and human resources available. 

2.5 Opportunity Management  

Once the report is accepted by HNL, BTCRD and ACN, 
taking action on the short-term recommendations that 
impact individual businesses or organizations can 
occur. Larger projects that require multiple partners and 
funding agencies are reviewed using a customized 
Opportunity Management (OM) process to help set 
priorities and align stakeholders for action and 
implementation. 

 
  Photo: Conne River Powwow 

Newfoundlandlabrador.com 
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3. Key Findings & Recommendations 
 

 
Tourism in Central Newfoundland is vast, diverse 
and celebrates everything óAdventure Centralô. With 
a focus on enjoying the outdoors, residents and non-
residents alike will delight at the annual lure of 
Iceberg Alley as six types of icebergs float down 
from Greenland and 22 species of whales entertain 
visitors watching from the land and from the sea. 
 
A hiking and snowmobile mecca, trails abound 
throughout this historic region where fishermen settled and fished for years. The Beothuk aboriginal 
history is rich in the area and the Dorset Palaeo-Eskimo Soapstone Quarry in Fleur de Lys was 
designated a National Historic Site in 1982 for its scientific value as the oldest soapstone mine in North 
America. Many famed artists call the Central region their home from actor Gordon Pinsent, to musicians 
Kevin Blackmore from Buddiwasisname, and comedian Shaun Majumder. Communities celebrate their 
culture and welcome thousands of guests annually to the region to participate in a wide range of unique 
festivals. Terra Nova, Newfoundlandôs first National Park, welcomes guests into a boreal forest with a rich 
cultural history, an abundance of wildlife, exceptional scenery and recreational activities. And, an active 
outfitting industry takes pride in their rivers and streams where some of the best salmon angling in the 
world can be found.  
 
Core to strengthening the success of the Central region are the collaborative efforts needed between 
businesses and communities to lure travellers off the Trans-Canada Highway between St. Johnôs and 
Gros Morne. Whether they are outdoor enthusiasts, people seeking art, music, culture, or a touch of rural 
Newfoundland, ensuring there are consistent services and experiences throughout the region that meet 
the needs and expectations of resident and non-resident travellers is critical for the success of seasonal 
and year-round businesses.  
 

Summary of the Key Findings  

Stakeholder participation in the TDVAA has been strong and has generated important insights from a 
diversity of perspectives, at multiple touch points, during the 13-month process. 
 
Sixteen aggregate key findings emerged from the Central region based on a synthesis of various 
information sources including documents, reports, studies, stakeholder meetings and presentations (in 
community and online), an on-line survey, and on-going input from the TDVAA Advisory Committee, ACN, 
HNL, BTCRD and ACOA. The data and interpretation that formed the foundation for the analysis are 
presented in Chapter 4. 

A ñKey Findingò is written as a statement of fact designed to capture the essence of an important 
discovery . Based on the analysis of qualitative and quantitative information, each key finding statement 
is followed by a brief summary description of the finding, then a list of opportunities and 

recommendations. Opportunities and recommendations identified with a  represent óHead-Start 
Tacticsô that can begin more immediately, while the remaining elements are prioritized through an 
Opportunity Management (OM) process. OM is a dynamic process that leads to tangible outcomes with 
on-going evaluation, from idea generation to initiative completion. It is a disciplined process that is 
realistic about the resources available and focuses on generating results over the short- and long-term. 
The OM process is an iterative one that will need to be continually monitored and revisited when 
considering destination development activities and initiatives for Central Newfoundland. A more complete 
description of the process is found in Chapter 5. 

ñIôve waited since 1988 for this type of approach to 
support tourism development. I feel hopeful that it 
has finally started because those of us in the 
industry have known for years, we need product 
just as much as marketingò 

Industry stakeholder at the Gander Validation 
Meeting 22 April 15 
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KEY FINDINGS 
 

Finding #1 : Long-term strategic, sustainable growth in the Central region requires strengthening inter-
community collaboration, enhancing customer service, and developing new products and experiences 
that are aligned with the Newfoundland and Labrador brand. 

Finding #2 : Bed and Breakfasts, Cottages and Inns offer high quality accommodations with hosts 
providing authentic, emotional connections to visitors who want to get off the beaten track and explore 
rural Newfoundland. 

Finding #3 : A celebration of coastal communities by land and sea represents an opportunity for targeted 
marine and land-based visitor experiences to be aligned and marketed. 

Finding #4 : The Central region has tourism products that offer targeted year-round visitor opportunities. 

Finding #5 : Significant infrastructure investments in the Central region are foundational to the long-term 
growth, competitive appeal, and visitor experience. 

Finding #6 : There is an opportunity to raise the bar on the culinary experience through specific menu 
adaptations. 

Finding #7 : Trails are an integral part of the Central region visitor experience; identifying solutions to 
generate revenue and broaden the visitor experience will contribute to their long-term sustainability. 

Finding #8 : A more concerted effort should be made to create group and independent travel packages to 
sell through the various distribution channels.  

Finding #9:  Learning from the Shorefast Foundationôs Community Host Program and embracing the 
principles of practice in other communities represents an opportunity to build on a successful business 
model in the region. 

Finding #10 : Communities and tourism stakeholders need to ensure responsive visitor services exist 
throughout the region.  

Finding #11 : The number of existing unique galleries could raise the bar on the visitor experience by 
adding a program dimension to their current retail offer. 

Finding #12 : Tourism businesses and municipalities are not fully optimizing their online presence; 
targeted training represents an opportunity for increased visitation and revenue.  

Finding #1 3: Select outfitting lodges could attract new business by diversifying beyond their traditional 
product offer and target markets.  

Finding #14:  Collective efforts in addressing the emerging opportunities and challenges with the Tourism 
Assurance Plan (TAP) should be a short-term priority. 

Finding #15:  TDMS and e-dining databases have limitations, which are being addressed; continued 
effort will benefit visitors, operators, and the province and contribute to achieving the goals outlined in 
Vision 2020. 

Finding #16 : Amend five Vision 2020 goals to optimize the investment focus needed to achieve the 

desired outcomes. 
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FINDING #1: LONG-TERM STRATEGIC, SUSTAINABLE GROWTH I N THE CENTRAL REGION 

REQUIRES STRENGTHENING INTER-COMMUNITY COLLABORAT ION, ENHANCING CUSTOMER 

SERVICE, AND DEVELOPING NEW PRODUCTS AND EXPERIENCES THAT ARE ALIGNED WITH THE 

NEWFOUNDLAND AND LABRADOR BRAN D. 

A key tourism development challenge that emerged through the consultation process was the struggle 
between communities to collaborate rather than compete for visitors. The reality is that visitors require a 
range of things to do and places to go, dine, and sleep when they are travelling in rural NL. Individually, 
few businesses have the potential to be a primary demand generator in attracting provincial, national and 
international visitation. Rather, it is the collective appeal of the destination, region, or sub-region that will 
inspire visitors to either fly into Gander to begin their journey, or venture north or south off Highway #1 en 
route between St. Johnôs and Gros Morne, two provincial icons that attract non-resident. One stakeholder 
described the challenge, as ñCollaboration between communities is not in our DNA, for as small towns 
and businesses our survival has been focused inward on our own family, business and community.ò From 
the travellers lens however, the more you can promote themes and cross promote a range of reasons to 
come, visit, and stay the better. The greater the appeal of the broader destination, the more attractive the 
destination becomes by offering a wider range of travel motivations. The ACN Regional Board has 
however identified that current government structures and óboxesô could hinder or make it difficult to work 
together, so success will require inter-community and inter-governmental collaboration. 

Opportunities/Recommendations  

1.   BTCRD, HNL & ACN: All the Central regionôs projects in the pipeline
7
 would benefit from 

the Opportunity Management (OM) process in considering their merit relative to demonstrating 
their contribution to increasing inter-community collaboration, enhancing customer service 
standards, and generating new revenue with market-ready visitor experiences that can be sold 
direct to the market, and packaged where appropriate. 

2. HNL &  Operators:  Ensuring access to, and engagement in, customer service training is an 
important ongoing investment to ensure the visitor expectations are met as guests travel 
throughout Central NL. 

3. Festivals, ACN and Municipalities:  Festivals and events are plentiful throughout the region, 
particularly in the summer season. It is important to look at what events are market-ready and 
develop additional travel generators that have the greatest opportunity to grow tourism. A regional 
events calendar would help inform businesses and communities about dates so festivals and 
events do not overlap and compete for attendance on the same day or weekend, thus diminishing 
the return of two or more events. Themes can be replicated between communities (e.g. music, 
culinary, ATV and snowmobile rides), but it is important to not duplicate, rather offer something 
complementary that will appeal to the same audience for another weekend, either drawing them 
twice to the region, or offering choice. 

4. Miawpukek First Nations, BTCRD, & A CN: The development of an on-going array of unique 
market ready visitor experiences at Conne River will establish this community as an enticing 
attraction for travel south off Highway #1. Identifying a themed touring route that begins in Conne 
River, partners with communities that have accommodations, and moves through the neighboring 
coastal communities is the backdrop to the story and history of the area and when told, provides 
the opportunity to expand the invitation for more businesses to become involved. The project in 
the pipeline for a Tourism Development Strategy should consider the broader community context, 
from a visitorsô lens, as foundational. 

5. GMIST & ACOA : Consider a Best Practice Mission with Great Spirit Circle Trail, Manitoulin 
Island, Ontario, to support first nations tourism development so participants have opportunity to 

                                                      
7
 Nine Projects in the Pipeline were identified for the Central region. A description of each project is located in Table 3, Chapter 4, 

page 41. 
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learn from a successful, rural community how to build success for their people, in partnership with 
others in and around the community. 

6. Operators:   Operators are encouraged to take advantage of the provincial Market Readiness 
Subsidy Program and to participate in programs offered by the Gros Morne Institute for 
Sustainable Tourism, the Bonavista Institute of Cultural Tourism, Best Practice Missions and 
other initiatives approved by BTCRD.

8
 

7. Municipalities:  The role of municipalities in collaborating on destination branding, controlling 
development on a local level, and managing any tax and/or tourism levies is critical. As issues 
arise, communicating with colleagues and BTCRD about opportunities and challenges is critical. 

This recommendation supports goals 4.1, 6.3 and 7.2 of Vision 2020. 

 

FINDING #2: BED AND BREAKFASTS , COTTAGES AND INNS OFFER HIGH QUALITY 

ACCOMMODATIONS WITH HOSTS PROVIDING AUTHENTIC, EMOTIONAL CONNECTIONS TO 

VISITORS WHO WANT TO GET OFF THE BEATEN TRACK AND EXPLORE RUR AL NEWFOUNDLAND . 

The Newfoundland and Labrador brand promise celebrates the unique characters, stories, and special 
people that can be found throughout the province in the smallest of communities. The 2015 marketing 
campaign shines a light on the colorful stories told by individuals in smaller communities serving to 
strengthen this perception and the promise of connecting with locals in meaningful ways while travelling 
throughout NL. 

Average daily rate (ADR) is the lowest for hotels at $109.08. Cottages and cabins fair better at $142.61 
with B&Bôs and Inns securing the highest rates at $165.85.

9
 

The 64 Bed and Breakfast operators (B&Bôs) are a critical element of the roofed accommodation sector in 
the Central region providing 36% of the accommodation choice and 17% of the total room capacity. When 
the 74-cottages/vacation homes and seven inns are included, they represent 81% of the accommodation 
choice and 44% of the available room inventory, which is substantial.

10
 

Relative to visitorsô preference for different star-rated accommodations, the Fogo Island Inn is the only 
5.0-star property in the region. Of the 146 rated fixed roof accommodations, 118 (81%) are B&Bôs, 
cottages and inns, of these 85 (72%) are rated as 3.5, 4.0 and 4.5 star properties. In comparison, only 
four out of 33 (12%) hotels carry a 3.5-star rating, one a 4.0-star rating, and none at the 4.5-star rate, yet 
a minimum of 3.5-star is the quality level preferred by group and fully independent travellers (FIT) and 
travel trade clients.

11
  

Opportunities/Recommendations  

¶   BTCRD:  Consider leveraging the 2015 local provincial stories being aired on TV and 
YouTube, with additional vignettes for 2016 or 2017 that share stories from visitors who enjoy 
getting off the beaten track and stay at inns, B&Bs and cottages. It would be an opportunity to 
showcase the personalization and authentic connections between the B&B/Cottage/Inn hosts and 
visitors in the provincial videos.  

¶    B&Bs  and BTCRD: B&Bôs are ideal information sources for travellers. In essence, they 
promote what there is to do in the area. As new and innovative ways to provide visitor servicing is 
being addressed across the country, this presents an opportunity for collaboration between 
operators and the province to support the guest experience. 

                                                      
8
 http://www.btcrd.gov.nl.ca/tourism/tourism_development/market_subsidy.html 

9
 Government of Newfoundland and Labrador (2015, May). Central region performance indicators as of 11 May 2015. Document 

provided by the NL Department of Business, Tourism, Culture and Rural Development. 
10

 Table 23 of the V1 Ch. 1, 2, 4 sent to team (To be updated when report merged with Ch. 4) 
11

 Table 25 of the V1 Ch. 1, 2, 4 sent to team To be updated when report merged with Ch. 4) 
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¶ B&Bs , BTCRD and ACN  Given the vast size of the Central region, select accommodators may 
wish to explore the role of becoming experience providers as an auxiliary revenue stream. By 
packaging, retailing and promoting online the opportunities for guests to engage with local area 
activities, both the guest and the accommodator benefit. The success of PEI operators 
Experience PEI and Tranquility Cove Adventures are Canadian Signature Experiences and good 
examples of excellence. Closer to home the Fogo Island Inn has embraced the experiential travel 
approach as well. Each company provides a different approach to how this can be achieved. 

¶ BTCRD and HNL:  Assist B&Bôs, cottages and inns further understand yield management 
principles, learn techniques to charge for value, and use their differentiated assets to attract 
customers who are willing to pay a higher rate for higher quality accommodations and themed 
experiences.  

This recommendation supports goals 6.1 of Vision 2020. 

 

FINDING #3: A CELEBRATION OF COAS TAL COMMUNITIES BY L AND AND SEA REPRESEN TS AN 

OPPORTUNITY FOR TARGETED MARINE AND LAND -BASED VISITOR EXPERIENCES TO BE ALIGNED 

AND MARKETED . 

Historically, fisherman and merchants used the 
coastal waterways in the north and south to 
access the Central region of Newfoundland for 
fish, wood, and minerals. With time, many settled 
on the various islands and in coastal areas to 
create communities that still exist today. ñThe rich 
heritage of this water-based highway combined 
with the more recent road access, presents a 
draw for visitors to explore these quaint coastal 
communities by land and seaò (Figure 4). 

Recreational boating and land-based travel 
appeal to different travellers, and they have 
different requirements in terms of supporting their 
transportation needs (e.g. parking lots vs. a slip 
at a marina, restaurants vs. easy access to 
grocery stores, etc.) Where there is alignment 
however, is with all parties interested in enjoying 
the communities they visit. If there is no 
invitation, experiential product that provides the opportunity to engage, boaters and land-based travellers 
may skip the community all together, or just stop in for basic supplies and move on.  

Coastal communities have the opportunity to strengthen the visitor experience for both groups, as well as 
increase visitation at existing festivals, events, attractions, activities, gathering areas and amenities if 
there are coordinated invitations for visitors to be in the community when there are things to see and do. 
Enhancing the reasons to visit and promoting the social experience represents a refreshed approach to 
marketing to guests who are interested in meeting others, sharing experiences, and taking advantage of 
what the coastal communities have to offer.  
 
To determine the viability of such an approach it would be important to begin in the communities with the 
greatest capacity: Lewisporte, Twillingate, Hermitage, Harbour Breton, Seldom Come By (Fogo Island), 
Springdale, and a unique capacity at óBy the Seaô in Kings Point. Each of these communities has a high 
concentration of visitor activities that are accessible by road and are within walking distance of docking 
facilities. 

Opportunities/Recommen dations  

1. ACN, Municipal Tourism Representatives and Recreational Boating Venues:   
Examine the asset base of visitor activities and amenities, plus the scheduling of community 

Figure 4:  Coastal Community Visitor Access 
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events (boat races, ATV / snowmobile events) to determine if there is the potential to coordinate 
and market an invitation to communities that lure visitors at different times of the summer season, 
and for different reasons. This will create a óreasonô to travel the coastal highways and draw 
visitors into communities at key times based on existing product and identify gaps and 
opportunities for new experiential product development aligned with the provincial brand.  

2. BTCRD:  Conduct research into the travel patterns and spending habits of travelers within the 
recreational boating community, snowmobile, ATV, motorcycle, RV/Campers to understand the 
value these various groups bring and help determine where the focus for experience 
development for these land and sea touring markets and any unique infrastructure requirements.  

3. Operators & Muni cipalities:  Examine physical assets to determine if by adding or featuring 
certain travel amenities, such as laundry service, washrooms, picnic areas, transportation and 
visitor information, as well as potential new development opportunities, visitors travelling by land 
and sea may be more compelled to visit and stay. 

This recommendation supports goals 2.2, 3.1, 4.1, 4.2 and 7.1 of Vision 2020. 

 

FINDING #4: THE CENTRAL REGION HAS TO URISM PRODUCTS THAT OFFER TARGETED YEAR -
ROUND VISITOR OPPORTUNITIES. 

 
A surprising discovery revealed many businesses within the Central region, beyond the expected hotels 
and restaurants are open year-round, albeit their hours of operation may vary with the seasons. These 
include: 

 

¶ 29 of the B&Bs (45%), 37 of the cottage/vacation houses (50%), and six of the inns; (86%); 

¶ 93 of the trails (70%); 

¶ 22 of the visitor retail stores (56%); 

¶ 21 of the cultural/heritage assets (24%); 

¶ 9 of the outfitters (11%); 

¶ 7 of the man-made assets (33%); and 

¶ 6 of the activity based assets (23%). 
This finding, when shared with stakeholders during the validation sessions, prompted a question 
regarding the location of the year-round businesses and the types of assets they represent. The interest 
was related to opportunities for new marketing, packaging and partnering to attract incremental business. 
A deeper analysis that excluded accommodations, revealed 29% of these assets are in Gander and 
Grand Falls-Windsor, the remaining 71% are found throughout the region.  

Opportunities/Recom mendations  

1.   ACN, BTCRD & Operators:  Potential exists to mine the database (created for the 
TDVAA) and sort by community, or journey route to partner opportunities that could lead to the 
creation of new visitor experiences and/or packages with businesses that are open year-round. 
With this knowledge, work with operators and BTCRD to promote the off-season potential of the 
Central region. Important to this process would be the ability to search by date by the visitor. 

2. ACN: Continue to market and promote existing winter tourism opportunities while simultaneously 
developing new products and experiences. This focus is shared by the Western and Labrador 
regions as a means of meeting the needs of visitors who enjoy winter activities. Lead with 
existing, successful activities such as the Mid-Winter Bivver, Quad-A-Palooza and the Peninsula 
Shiver Soiree snowmobile event and use the TDVAA template to sub-set out the cluster of 
businesses open year-round, or with extended seasons, and examine their commonalities, 
location, and potential for new experience development. 

3. ACN & Operators:  Continue advancing the development of existing winter tourism products and 
experiences with industry that builds on the efforts to date to develop winter guided experiences, 
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infrastructure, festivals and events. As new opportunities emerge, discussions with BTCRD 
should occur early on to determine alignment with the provincial direction at the time, as well as 
possible funding support for development. 

4. Operators:  Enhance their visitor communications about hours of operation, avoiding the word 
óclosedô if in fact they are available óon demandô, and create a network of those open year-round 
so they may cross-promote and advise guests about the opportunities. 

This recommendation supports goals 3.1, 4.1 and 6.2 of Vision 2020. 

 

FINDING #5: SIGNIFICANT INFRASTRUCTURE INVESTMENTS IN THE CENTRAL REGION ARE 

FOUNDATIONAL TO THE LONG-TERM GROWTH, COMPETITIVE APPEAL , AND VISITOR EXPERIENCE. 

 

The Central region has experienced a number of 
important infrastructure enhancements in recent 
years including the award winning Fogo Island 
Inn, 20 new accommodations in the past few 
years, and more investments on the horizon 
including the Gander International Airportôs 
enhancement plans, and explorations into more 
transportation options. Each investment is 
different in scale and scope, but each will be 
important to the future growth of tourism in the 
Central region in providing improved 
infrastructure and services that can increase the 
appeal for visitors thinking about planning a 
vacation to the region. 

The Gander International Airport has been an 
iconic tourism asset for years. Once commonly referred to as the ñCrossroads of the World,ò this airport 
was the largest airport in the world in the early 1940s, serving as the perfect refueling stop for 
transatlantic flights. Six decades later the airport provides convenient access to the Central region for 
visitors and the local population as well as various military personnel. It also offers a safe haven for 
passengers and aircraft alike during times of crises, like the 9-11 terrorism strike. The unique international 
arrivals area, with its 1950ôs interior design style, is a throwback to yesteryear in an airport that boasts a 
growth rate of 6.5%

12
. A $40M new airport terminal investment is planned to modernize access into the 

Central region for the next generation of travellers, providing a potential opportunity to develop the 
international arrivals area as a valuable piece of heritage architecture and design.    

In a rural region as expansive as Central NL it is rare to find a single hotel property ï The Fogo Island Inn 
ï that has quite literally put the region on the map and into the consciousness of visitors from around the 
world. Beyond its commanding architectural presence, high-end service and commitment to the local 
island economy, the Fogo Island Inn attracts a new type of visitor, and interest from the travel trade and 
media. 
 
As the regionôs only 5.0-star accommodation property that commands a price well above any other 
property in the province, it also demonstrates that visitors of all types, with the ability to pay, are willing to 
travel to the region and enjoy an authentic NL experience. 
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 Gander International Airport. (2014, Oct 9). Passenger performance grows at Gander. AQ press release retrieved from: 
ganderairport.com/article/passenger-performance-grows-at-gander/ 

Fogo Island Inn. Photo: hospitalitynet.org/news/4060690.html 


