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In early 2020, restrictions necessitated by the virus 
swiftly halted travel. This meant far less visitors 
and a devastating impact on the entrepreneurs and 
small businesses, receptive tour operators, hoteliers, 
outfitters, restauranteurs, communities, outdoor 
enthusiasts, attractions, campgrounds, galleries, 
museums, festivals, events, airports, cruise, and 
industry associations that make up the province’s 
tourism sector. As we prepare for summer 2021, it is 
clear we will continue to be impacted by COVID-19. 
Although we remain hopeful, the realities of 
COVID-19 make planning and preparing for the 2021 
summer season very difficult. 

The Government of New Brunswick is committed to 
protecting and supporting this pillar of our provincial 
economy as we move toward recovery and return to a 
position of growth.
 
The industry has risen to the challenges wrought by 
the pandemic, demonstrating the grace and grit that 
New Brunswickers are known for. In every corner of 
the province, entrepreneurial ideas have taken shape. 
These new ideas have made a difference, and these 
steadfast, persevering visionaries and small business 
owners are to thank. We will need to dig even deeper 
for 2021 and continue to support each other. 

The Explore NB travel incentive program, introduced 
in summer 2020 with the support of industry 
advisors, has been heralded by tourism associations 
and jurisdictions across the country and generated 
real results:  more than $17 million in spending in just 
two and a half months.

Soon enough, people all over the world will release 
their pent-up need to travel. When they do,  
New Brunswick will be ready to deliver world-class 
experiences, host with pride, and claim  the title 
of destination of choice in Atlantic Canada (post 
COVID-19).

In consultation with industry, we have established 
our vision and goals that will guide our activities 
over the next four years.  We will stay focused on a 
recovered tourism industry in New Brunswick—one 
that capitalizes on the time we must reacquaint 
ourselves with our province and renew our pride  
of place. 

RSVP: A plan for renewal. A path to recovery will be a 
plan that is updated annually to meet the challenges 
of the day. Today, our focus is on surviving 2021 and 
laying the groundwork for recovery. In 2022 and 2023 
we will be focused on recovery and inviting the world 
to experience New Brunswick.

INTRODUCTION
COVID-19 HAS HAD A SUDDEN AND SEVERE IMPACT ON THE WORLD’S TOURISM 
INDUSTRY, AND NEW BRUNSWICK HAS NOT BEEN SPARED. 

TOURISM EMPLOYS BETWEEN 30,000 AND 40,000 NEW BRUNSWICKERS AND 
CONTRIBUTES MORE THAN $520 MILLION TO THE PROVINCIAL GDP EVERY YEAR.  
IT’S A BIG DEAL AND IS A PILLAR OF THE PROVINCIAL ECONOMY.  



STAKEHOLDER ENGAGEment
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In New Brunswick, the impacts have cast doubt on 
the future survival of many tourism operators. That 
is why the Government of New Brunswick, through 
the department of Tourism, Heritage and Culture, 
has engaged regions and industry and sectoral 
representatives in a conversation about what is 
needed to protect the province’s tourism product and 
survive the pandemic. 

Ongoing collaboration between the public and private 
sector will enable a path to recovery for the province’s 
tourism industry. This partnership highlights the 
need for a single, collective, long-term strategy that 

will see the industry drive the province’s economic 
recovery and be recognized for their role and 
contribution.

To make this a reality, Tourism New Brunswick 
worked with NATIONAL Public Relations to engage 
stakeholders, design and drive a collaborative 
process, and articulate a four-year, four-season 
recovery strategy. Stakeholder input and insight 
was generated through virtual engagement sessions 
between December 2020 and April 2021 and was used 
to refine and finalize the strategy.

Charlotte Coastal RegionTourism 
Association/St. Andrews Tourism  
Levy Board

Envision Saint John

Experience Moncton

Albert County Tourism Association

Upper Bay of Fundy region

Moncton Tourism

Tourism Industry Association of  
New Brunswick (TIANB) 

Destination South East

Miramichi Region Tourism Association

Tourism Office of the Acadian Peninsula

Restigouche Tourism Association

Chaleur Tourism

Tourism Office of the Edmundston-
Madawaska Region

River Valley Region

Fredericton Tourism

Port Saint John

New Brunswick Campground  
Owners Association

New Brunswick Hotel Association

New Brunswick Professional Outfitters 
and Guides Association

New Brunswick based Receptive  
Tour Operators

New Brunswick Airports

Restaurants Canada – Atlantic Division

PARTICIPANTS INCLUDED:

COVID-19 HAS HAD DRAMATIC IMPACTS ON THE TOURISM 
INDUSTRY GLOBALLY, NATIONALLY, AND PROVINCIALLY.

Everyone involved in the development of the strategy shares the same goal: the return to a thriving tourism 
sector in New Brunswick. One that capitalizes on our welcoming nature, attracts others from across the 
country and abroad, and contributes to the province’s economic health and GDP. As a group, the following 
themes emerged in response to questions about what’s needed to survive, stabilize, and recover. 
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Access to funding and services that  
support businesses, based on an  
informed business plan and clear  
articulation of goals and outcomes. 

Training to help build skills and the  
capacity of our teams and regions. 

To build support and interest in tourism  
as a career to fill the talent pipeline.

Help guiding and informing product, 
community, and regional development  
with the goal of strengthening our 
competitiveness.
 
To be kept informed and up to date on 
COVID-19 impacts, future traveller needs,  
and expectations (planning implications).  

To market our province, internally  
and externally.

Recover and return to growth: Tourism 
typically employs between 30,000 and 40,000 New 
Brunswickers and contributes more than $520 million 
to the provincial GDP every year. The industry is 
recognized for the important contribution it makes 
to the provincial economy and is understood to play a 
role in helping New Brunswick reach its immigration 
and outside investment goals. It is imperative we 
support its survival, stabilization, recovery, and 
return to growth. 

Harness renewed pride of place: Campaigns 
designed to instill hope in dark days and increased 
‘staycation’ activity have combined to renew New 
Brunswickers’ knowledge of, and pride in, their 
province. The energy these new ambassadors offer 
can be harnessed to live the Explore NB brand (‘Our 
welcoming nature’) and extend the reach of future 
marketing initiatives. 

Invest in our product: New Brunswick can 
capitalize on the down time associated with  
travel restrictions by assessing and investing  
in our natural anchor products to protect  
and enhance them, ensuring access to  

training and capacity building, and supporting 
entrepreneurial and innovative pivots. Product 
innnovation will focus on operators, communities and 
regions to best prepare them for the years  
to come.

Take a regional view: The Tourism needs in each 
corner of the province are different, and one size 
won’t fit all. By taking a regional approach, we will 
work with each area of the province to support them 
in the ways they need. 

INDUSTRY NEEDS: 

RSVP: A plan for renewal. A path to recovery. Is a four-year, four-season vision that charts a course 
toward a recovered tourism industry in New Brunswick, one that capitalizes on the time we must reacquaint 
ourselves with our province and renew our pride of place. Through consultation with industry, we focused on 
where we want to be in 2023 and setting the stage for us to meet our goals.  
 
We know we want to:

VISION: NEW BRUNSWICK  
WILL BE THE DESTINATION OF 
CHOICE IN ATLANTIC CANADA.
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We set out objectives, and where possible,  
we set targets for 2021. 

Grow visitation to and  
within New Brunswick 
Target 6% growth from 2020

Grow jobs and net revenue  
in the tourism sector
Target: 5% revenue growth from 2020

Grow tourism product offering  
supporting new businesses, extended 
experiences, and regional planning
Target: 12 regional plans, four-step hybrid  
program in 2021

Build pride of place among  
New Brunswickers and desire  
to receive travellers
Target: Resident sentiment – increase  
by 2% from 2020

Grow participation by industry  
partners in provincial programing  
Target: 75% participation rate in all  
programs and training 

TO TRACK OUR PROGRESS TOWARD OUR VISION, WE HAVE ESTABLISHED FIVE 
KEY OBJECTIVES TO MEASURE EACH YEAR. FROM INCREASED VISITATION AND 
JOB CREATION TO PRODUCT DEVELOPMENT, PARTNERSHIP PARTICIPATION, AND 
SENTIMENT, WE WILL TRACK OUR PROGRESS AND BE READY TO ADJUST OUR 
TACTICAL PLANS TO MEET OUR OBJECTIVES. 

Specific to 2021, we have 
set targets where possible. 
Otherwise, we will be 
focused on establishing 
benchmarks from where 
we can grow. 
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Supporting the industry to move from  
recovery to leadership through funding and 
workforce planning. We will prioritize initiatives 
to streamline funding, prioritize workforce 
planning, collaborate across DMOs, regional, 
municipal, provincial, and federal departments, 
as well as private sector and associations to 
help align activities and initiatives to build back 
better. We will focus beyond survive and stabilize 
to develop bold initiatives to revive and grow our 
industry for the future.

Empowering and equipping New Brunswickers to 
propel the growth and recovery of the industry. 
Industry training will be a top priority. We will  
also support initiatives and strategic incentives  
to attract travellers and build pride of place with 
New Brunswickers.

Enhancing our foundation. We will continue to 
leverage our research to strengthen our decision-
making power. We will also examine our natural 
infrastructure and partnership programs to build 
awareness of New Brunswick both inside and 
outside of the province. 

Attracting visitors, when it’s time. We will take 
a two-tiered approach to promotion by building 
awareness and interest in New Brunswick, as  
well as converting travellers in the consideration 
phase—both close to home and further afar. 

LEAD

ENABLE

STRENGTHEN

PROMOTE

OUR APPROACH
IN CONSULTATION WITH INDUSTRY, WE HAVE STRUCTURED  
OUR RECOVERY PLAN BASED ON FOUR KEY PILLARS: 

2021
SURVIVE & STABILIZE

2022–2023
REVIVE & RECOVERY
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LEAD

ENABLE

STRENGTHEN

PROMOTE

We will be laser focused on our tactics and delivery  
to find ways to lead in supporting industry. 

• We will lead with our partners to streamline funding 
opportunities for our industry, making it easier to 
identify and apply for available funding. 

• Incentive programs will be continued for our travellers.

• We will define a refreshed approach to travel trade to 
be responsive to new realities for the next few years.

• Led by TIANB, we will influence a workforce strategy 
funded by Post Secondary Education Training and 
Labor (PETL).

• This year, we will prioritize foundational initiatives. 
Next year, we will be thinking bigger, beyond just 
recovery. We will be planning a series of initiatives 
that will help New Brunswick stand out and extend 
invitations to travellers beyond our borders.

We will focus on building strong relationship  
and knowledge sharing across the sector.

• Through webinars, we will share research findings on 
the best guest for 2021, as well as use data to set the 
stage for 2022. 

• Complete an inventory of Natural New Brunswick 
infrastructure and connect to relevant regional and 
provincial tourism plans. 

• Develop stronger partnerships and programs through 
travel trade, marketing partnerships and product 
development to meet the needs of the industry and 
create opportunity for further collaboration for 
businesses, communities and regions. This includes 
customized partnered initiatives to support the rebuild 
of air service and cruise to New Brunswick. 

• Continued partnership and relationships with our  
First Nations partners.

• Work on longer-term strategy for the Fish and  
Hunt industry.

We will build on our New Brunswick pride of place 
efforts in 2020 and safely welcome travellers to New 
Brunswick. 

• Training and skills development through formalized 
programming and mentorship. 

• Develop an ambassador program, building from our 
Explore NB incentive program. 

• When permitted, work to re-engineer Federal/
Provincial pan-Atlantic agreements and partnerships 
to leverage our location as a key destination.

• Work with Atlantic Canada partners to support  
re-opening plans and partnership opportunities.

Where possible and relevant we will build 
awareness and interest in our province.

• Inspire and attract through our Destination  
NB channels 

• Leverage paid media campaigns:

1. Staycation–targeted to New Brunswick  
and Atlantic Canada.

2. Ontario/Quebec – Tentatively optimistic to    
be out in market inviting travellers to explore   
New Brunswick.

• In 2022/23 we will add New England/USA.  
 
 
Please see page 9 for a tactical timeline  
for all 2021 initiatives already underway.

Survive and Stabilize2021
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NEW BRUNSWICK ISN’T A ONE-
TRICK-PONY PROVINCE. THERE ISN’T 
ONE REASON TO COME, THERE ARE 
MANY. WHEN YOU COME HERE, YOU 
FEEL IT, YOU SEE IT. OUR APPEAL IS 
OUR PEOPLE, OUR LAND, AND OUR 
INVITING NATURE. NEW BRUNSWICK 
IS MEMORABLE, ALLURING, AND 
WELCOMING.

THIS SUMMER, WITH THE SUPPORT 
OF INDUSTRY ADVISORS, WE WILL 
START PLANNING BEYOND 2021 TO 
DELIVER ON OUR VISION BY 2023. 
WE WILL CONSIDER HOW BEST TO 
INVITE TRAVELLERS TO EXPERIENCE 
OUR PROVINCE AND ENHANCE OUR 
PROGRAMS ACROSS THE PROVINCE  
TO BUILD CAPACITY, WORKFORCE,  
AND A THRIVING TOURISM INDUSTRY. 

Revive and Recover 2022–2023
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Tactical Plan for 2021
SOLUTIONS IN PROGRESS

Key Initiatives  Description Timing 

PROVINCIAL  
AIR RECOVERY 
COMMITTEE

Represent the tourism industry at provincial and federal 
discussions on air access.

Ongoing

STREAMLINE  
EXTERNAL  
FUNDING

Identify funds for tourism businesses, communities, and 
regions that support the growth of tourism in our province. 
Develop an inventory of resources provided by funding 
partners and find opportunities to align and leverage other 
programs, including the development of a tool to monitor 
and track funding opportunities on an annual basis. 

Engage funding partners to create programs with, and for, 
the Tourism industry to best support business building, skills 
development, and growth of our industry demonstrating the 
value of Tourism to our province.

Kick off: May

MEETINGS AND 
CONVENTIONS  
PROGRAM

In collaboration with the New Brunswick Hotel Association 
and Tourism Industry Association of New Brunswick, we will 
develop and rollout a Meetings Incentive Program, targeted 
at Meeting Planners in New Brunswick and Atlantic Canada 
(when restrictions are lifted), encouraging the bookings of 
meetings in roofed accommodations of 10 rooms+/night. 
Details of the program are under development, including 
outreach to ACOA for funding support. 

May–December

Support DMOs/Cities in their efforts to promote the  
incentive program.

May–August

Development and execution of a program to support the 
cities in attracting and securing national and international 
meetings, conventions, major events and sporting events  
in the coming years. 

Work with TIANB to adjust the workforce strategy to  
meet the needs of this plan and the industry—including  
fish and hunt. 

Kick off: May

LEAD
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Key Initiatives  Description Timing 

TRAVEL TRADE 
SUPPORT

Deliver a refreshed Travel Trade Approach with a focus 
on the roles of a private sector stream (Receptive Tour 
Operators) who rely on the Trade, and to ensure better 
alignment and engagement by the DMOs/RTAs to leverage 
and build on the Travel Trade channel. 

May

Based on current landscape, further evolution of the 
Travel Trade Readiness program delivery and on the 
ground support for business and DMOs/RTAs (one-on-one  
mentoring) interested in working with travel trade.

April–May 
sessions, and 

ongoing support

Promote receptive tour operator packages as appropriate 
to Atlantic and external markets including profile on 
tourismnewbrunswick.ca.

June

WORKFORCE 
PLANNING

Work with TIANB to determine the pieces of the workforce 
strategy funded by PETL, to meet the needs of this plan, 
including our Fish and Hunt industry.

Kick off: April

PLANNING  
2022–2023

Stay focused on building a plan for the growth and recovery 
of the industry post-COVID-19.

Kick off: July

Key Initiatives  Description Timing

AMBASSADOR 
PROGRAM

Staycation campaign targeted throughout New Brunswick 
to foster and grow pride of place, incorporating 2021 Explore 
NB Incentive.

June

Develop a program to build awareness of the value of 
tourism within our regions and for our province. 

Summer–Fall

Work across government to improve resident sentiment 
and confidence within residents around promoting and 
welcoming visitors to our communities and our province.

Spring–Fall

EXPLORE NB 
INCENTIVE

Ensure awareness of  Explore NB Incentive program by  
RTOs to promote in their marketing efforts.

Kick off: July

ENABLE
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Key Initiatives  Description Timing

REGIONAL 
PARTNERSHIP AND 
DEVELOPMENT

Re-engineering Federal/Provincial pan-Atlantic agreements 
and partnerships, focused on the domestic and core 
international markets (US, UK, Germany, and France) to 
be effective for new reality and timing. Development and 
execution of programming, as the time is right, to ensure 
impact. 

May–September

Work with regions to develop business plans to be 
independent and market ready entities. Plans will include 
a multi-year roadmap, a governance structure, sustainable 
funding model, audience segmentation, and demonstration 
of buy-in from operators and communities in the region.

June–October

Work with the Atlantic based Receptive Tour Operators 
and the tourism industry associations (TIA’s) to develop a 
framework for a consistent and shared set of policies to 
ensure, once borders are open, a plan and protocols that 
allows visitors to move freely, safely and confidently through 
the Maritime Provinces. 

April

SKILLS TRAINING  
AND PARTNERSHIPS

Develop and execute a partnership program for marketing 
support and training to build local marketing capacity. 

 » No-cost training and web presence 

 » Web site development 

 » Coop content creation 

 » Coop advertising and research 

 » Social media marketing partnerships 

 » Inspire program 

 » Collaboration opportunities with provincial parks

 » Mobile visitor engagement unit on site and promotional 
opportunities

Spring–Fall 

Create Best Practice Mission in NB with our operators such 
as Indigenous experiences, outfitters. Showcasing what we 
can do here, creating a culture of excellence.

Summer

Create tool kit/Resources for new operators (how to start 
a tourism business). What are the steps and important 
resources. 

Summer

Pop-up office throughout the province.  The Product 
Innovation and Market Development team and funding 
partners travel to all areas of the province to meet with 
tourism  business owners and entrepreneurs. 

Summer–Fall

Develop and launch a storytelling workshop to teach 
operators to embrace who they are, the New Brunswick 
brand, how to present themselves to visitors, and how to 
deliver their stories.

Summer
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Key Initiatives  Description Timing 

RESEARCH Use in-house research as well as work with partners to stay 
informed on the new reality and impacts it has on when 
travellers can travel, travel trade, as well as research to inform 
product development and marketing beyond 2021. 

Share research finding on the best guests for 2021/22 using 
segmentation and survey results, providing insight for 
business on how to pivot, enhance, and evolve offerings. 

Spring–Fall

INFRASTRUCTURE Create an inventory of anchor “nature infrastructure” 
understanding management plan and market-ready status. 
Make required connections with regional, community, and 
provincial plans to align need. 

 June–December

PARTNERSHIP Leverage an identified base of Travel Trade partners, 
nationally and internationally, who are a “fit” to ensure the 
profile, amplification, and promotion of New Brunswick 
programs within their campaign initiatives. Alignment, 
as appropriate with Destination Canada and pan Atlantic 
partnerships to ensure further impact. 

Identify and develop strategic, customized marketing 
partnerships to support the airlines in rebuilding “in-bound” 
air service to New Brunswick and our airports.

Leverage partnered initiatives to support the safe 
resumption of cruise to Saint John, smaller harbours, and   
the overall region.

 May–August

Reinforce partnerships and relationship with Aboriginal 
affairs, Indigenous Tourism Association of New Brunswick, 
JEDI and ITAC.

Ongoing

STRENGTHEN
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Key Initiatives  Description Timing

CAMPAIGNS AND 
MEDIA RELATIONS

Campaigns will be developed with an appreciation to the 
ebb and flow of COVID-19 realities. We continue to build 
relationships and opportunities for travel media in key 
markets. We will remain focused on Atlantic Canada, and 
potentially as far as Ontario and Quebec:  

Campaigns will start in NS/PEI when appropriate to do so. 
Staycation campaign will begin in New Brunswick in June. 
(Coop advertising and research partnership program will 
support staycation efforts.) 

Efforts in Ontario and Quebec will be flexible to start and 
stop as appropriate with COVID-19 restrictions. Tentatively 
these campaigns will start in June to start building back 
awareness. 

April–August

PROMOTE




