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Message from the Chair

As Chair of the Board of Directors, | am pleased

to reflect on a year that tested our resilience

and confirmed the strength of Destination Cape
Breton's foundations. The 2025-26 fiscal year saw
the Island's tourism industry deliver record results
while the organization completed a significant
period of governance renewal and strategic
planning that will guide our work for years to come.

The Board’'s most consequential decision was the approval

of a new three-year strategy, Elevate the Cape 2026-29,
following a process that included industry engagement,

a team strategy retreat and input from the Board. The strategy
sets clear priorities around elevating the visitor experience,
extending length of stay, growing year-round visitation and
enhancing the brand, supported by leadership in Al and

data innovation, advancing sustainability and inclusion, and
strengthening governance and collaboration.

Governance was further strengthened by the addition

of five new Directors, bringing additional expertise from
accommodations, Mi'kmaw cultural tourism, Acadian cultural
tourism and major events. The Board also approved the
establishment of an Elders and Knowledge-keepers Advisory
Council to provide cultural guidance from Mi'kmagq, Acadian,
Gaelic, African Nova Scotian and other communities, and

we appointed a new Governance Committee to advance
transparency and process improvements.
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The Markland Coastal Beach Cottages, Dingwall

Financial stewardship remained disciplined throughout a
challenging period. When Cape Breton Regional Municipality
Council voted in June to retain a portion of its Marketing Levy
collections to pursue major events, the Board oversaw an
orderly $312,000 budget adjustment and the negotiation of a
new memorandum of understanding. Organizational reserves
remain fully funded, and audited statements again returned a
clean opinion. A new three-year Atlantic Canada Opportunities
Agency (ACOA) funding agreement of $918,000 was secured
for 2026-29, support from Tourism Nova Scotia through its
Digital Marketing Content Program continued and a two-year
contribution agreement with Parks Canada was secured.

| extend my sincere thanks to my fellow Directors for their
valuable contributions and counsel. On behalf of the Board,

| extend thanks to Terry Smith and the Destination Cape
Breton team for their professionalism and persistence.

| also want to thank our partners, Cape Breton Regional
Municipality; the Municipality of the County of Inverness;

the Municipality of the County of Richmond; the Municipality
of Victoria County; the Town of Port Hawkesbury; Mi'kmaw
L'Nu communities; ACOA; Parks Canada; Nova Scotia
Communities, Culture, Tourism and Heritage; Mi'kmaw L'Nu,
Acadian, Gaelic, African Nova Scotian and other cultural
partners; tourism operators and other partners who continue
to shape the future of Cape Breton Island-Unama’ki together
with us.

Robert Bernard
Chair, Board of Directors
Destination Cape Breton

Message from the CEO

The 2025-26 fiscal year was one of the strongest
years in Destination Cape Breton's history. Across
every meaningful indicator - website engagement,
room nights sold, short-term rental performance,
Parks Canada visitation and tourism revenues -
Cape Breton Island-Unama’ki posted record or
near-record results, even as the industry navigated
a volatile geopolitical climate and a serious
August drought that saw the woods closed

across the province.

Marketing performance set the tone for the year.
VisitCapeBreton.com surpassed 1.75 million sessions, a 21%
year-over-year increase, and drove 364,243 clicks to operator
websites, up 19%. Our launch of a new, faster website in July
anchored a clear shift toward higher-quality engagement, and
a successful Calgary activation in June marked the inaugural
WestlJet direct flight from Calgary to Sydney, contributing to an
85% jump in sessions from Alberta. Working with our agency,
Rhyme + Reason, we developed and rolled out a new “Take Your
Time" campaign platform built directly on the economic finding
that extending the average visit by one day equates to roughly
$125 million in additional spending per year.

Conversions followed close behind. Tourism Nova Scotia
reported 468,000 room nights sold for the calendar year, the
second-best year on record, and short-term rental unit nights
sold reached a new high of nearly 150,000. Tourism revenues
for Cape Breton Island-Unama’ki, as reported through the
Canadian Tourism Data Collective, rose 8% over 2024 after
adjusting for inflation, confirming a clear, multi-year uplift in
visitor spending.

Destination development advanced on several fronts.

A Sustainable Tourism Plan was finalized and published.

An Accommodation Needs Assessment provided a credible
foundation for an investment attraction program.

The Cabot Trail 100th anniversary project was introduced

to key government representatives and a community
engagement process was initiated. Mi'kmaw L'Nu
partnerships continued to deepen, including a soon to be
signed memorandum of understanding with the Nova Scotia
Indigenous Tourism Enterprise Network (NSITEN).

The team also took on significant operational reforms.

We assumed an expanded administrative and educational
role on the Marketing Levy, advancing a new reporting

and remittance platform in partnership with the Island’s
municipalities. The delayed timing of some Marketing Levy
remittances resulted in a $108,587 operating deficiency for
the year, with the outstanding funds to be recognized as
revenue in 2026-27. Al implementation within our marketing
platforms and daily tasks has positioned the organization to
be more productive and effective into the future.

None of this happens without the people behind it. My sincere
thanks to our Board of Directors for their steadfast support
and guidance; to the Destination Cape Breton team and to our
extended team at Rhyme + Reason, NovaStream, Mira Media,
Vibe Creative Group and @daveyandsky for an extraordinary
year; and to the funders, municipal partners, tourism industry
operators and community leaders - thank you for continuing
to build this destination with us.

Terry Smith
Chief Executive Officer
Destination Cape Breton

VisitCapeBreton.com surpassed 1.75 million

sessions, a 21% year-over-year increase, and drove
364,243 clicks to operator websites, up 19%.
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Our Mandate

To grow Cape Breton Island-Unama’ki's tourism

industry through effective destination marketing
and strategic destination development.

Our Vision

: To become a robust year-round tourist destination
offering unparalleled visitor experiences that leave
an indelible positive impression on those who visit.

Our Values

Care for Community
Growth of the tourism industry must be carefully managed to ensure it
enhances the quality of life for residents.

Authenticity

- Cultures and traditions must be protected to retain their authenticity.

- Diversity, Inclusion, and Respect
ople of all backgrounds will be welcomed and respected within the
r _,__,Ls_try and the visitor experience.

Creativity

Voice will be given to innovation, expression and imagination.

Growth, Capacity and Leadership
Meaningful personal development and growth will be encouraged for
those working in Cape Breton Island-Unama’ki's tourism industry.

Sustainability
Practices will be developed to ensure environmental,
cultural, social and economic sustainability.




Destination Cape Breton Team

Board of Directors

Destination Cape Breton Team

Staff

Shauna Austin
Owner/Operator, The Clairestone Inn

Margie Beaton
Director of School and Marketing, Colaisde na Gaidhlig |
The Gaelic College

Robert Bernard, Chair
Executive Director, Nova Scotia Indigenous Tourism Enterprise
Network (NSITEN)

Rosella Born
Councillor, Municipality of Victoria County

Tracey Campbell
Chief Financial Officer, Inverary Resort

Robbin Cotton

Owner/Operator, Seal Cove Restaurant & Lounge

Paula Davis
Former Director of Port Hawkesbury Civic Centre,
Town of Port Hawkesbury

Basil Doucet
Owner/Operator, L'abri, Archie & Isadore Hotel, Chéticamp
Outback Inn, Marguerite Boutique et Provisions

Fawnda Hacheé
Director of Programming and Marketing, La Société Saint-Pierre

Nicole MacAulay, Treasurer
Manager of Cruise, Port of Sydney

Paul MacDonald

Manager of Facilities, Cape Breton Regional Municipality

Bonny Maclsaac, Vice Chair
Warden, Municipality of the County of Inverness

Richard MacKinnon, Secretary
Former Vice President Academic, Cape Breton University

Maria O'Hearn
External Relations Manager, Parks Canada Cape Breton Field Unit

Jeff Ward

General Manager, Membertou Heritage Park

Genevieve Andrea
Marketing Manager

Amey Beaton
Destination Development Manager

Robert Bourque
Director of Operations

Adam Hill

Content Manager

Mary Theresa Jessome
Industry Education and Engagement Manager

Jody MacArthur

Director of Marketing and Sales

Jo-Lanna Murray
Director of Destination Development

Terry Smith
(6{=(0)

Stacey St. John
Administration and Industry Liaison

Green Cove, Cape Breton Highlands National Park
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Operational Highlights

The 2025-26 fiscal year saw Destination Cape Breton strengthen the operational fundamentals that sit
beneath the visitor-facing work — its funding base, its information systems, its relationships with municipal

and Indigenous partners, and the depth of its team.

Marketing Levy

Following the Cape Breton Regional Municipality's June decision
to retain a portion of its Marketing Levy collections, Destination
Cape Breton worked with the four other municipalities to
maintain confidence in the partnership and signed a new
memorandum of understanding with CBRM in August.

The Island'’s municipalities are in the process of being onboarded
to a new platform for streamlined reporting and remittance.
Outreach led by a contracted Levy Education Manager
strengthened operators’ understanding of the program.

The audited financial statements for 2025-26 show a
$108,587 deficiency of revenue over expenses. This was
driven by the timing of Marketing Levy remittances. A portion
of the levy collected from visitors during the fiscal year had
not yet been received from some accommodation operators
by the time of the audit. These funds will be recorded as levy
revenue in 2026-27.

Funding Renewal

A new three-year ACOA funding agreement totalling $918,000
was approved for the 2026-29 period. The Province of
Nova Scotia, through Tourism Nova Scotia's Digital Content
Marketing Program, continued to provide a meaningful
matching contribution for digital marketing, and the Cape
Breton Regional Municipality, Municipality of the County

of Inverness and Municipality of Victoria County continued
to provide annual grants. The organization also secured a
renewed contribution agreement with the Parks Canada
Cape Breton Field Unit.

Organizational Capacity and Engagement

A new Communications and Engagement Strategy was
developed in partnership with Anchored Ideas and put into
practice through regular community-by-community operator
visits, a comprehensive industry survey that drew over 100
responses, and a Tourism Summit in Baddeck in November
which drew approximately 150 industry leaders. A formal
Compensation and Benefits Analysis that benchmarked
Destination Cape Breton against nine peer Canadian
destination marketing organizations was completed by Ingage
HR. The Board approved a new Elders and Knowledge-
keepers Advisory Council - representing Mi'kmag, Acadian,
Gaelic, African Nova Scotian and other cultures - to further
strengthen cultural guidance for the organization.

[P

Research, Technology and Inclusion

Two significant research projects were completed in-year —

a Visitor Attitudes and Perception Study by Environics
Research and an Accommodation Needs Assessment by
Floorl3 — contributing to the evidence base for a new three-
year strategy. The organization completed a cybersecurity
audit, transitioned to paperless accounting and upgraded its
Google Workspace environment to include Gemini Enterprise,
while also signing on to participate in an ACOA-funded ‘Al

for DMOs' project supporting 12 Atlantic Canada destination
marketing organizations. The TIANS Human Resources
Advisor pilot was completed and then renewed with a $35,000
contribution to Destination Cape Breton for 2026-27.

11
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Destination Marketing

The 2025-26 fiscal year marked Destination
Cape Breton's most ambitious marketing year to
date, balancing strong campaign execution with
a deliberate shift in how the organization thinks
about a search and content landscape being
reshaped by artificial intelligence.

Strategy and Target Markets

The Path to Purchase framework guided campaign
development across the year, with continued focus on Ontario,
Quebec and the Maritimes, and a more concerted investment
in the Calgary market following the launch of WestJet's
seasonal direct flight from Calgary to Sydney on June 10,
2025. Audience segmentation - anchored on Destination
Canada's Outdoor Explorers, Culture Seekers and Simplicity
Lovers - kept campaign creative aligned with the empty-nest
and pre-family audiences for whom Cape Breton
Island-Unama’ki resonates most strongly.

. TR
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“Take Your Time" Campaign

With the support of our agency, Rhyme + Reason, Destination
Cape Breton developed and launched a new multi-year
campaign, “Take Your Time,” that addresses the most

important finding of the Island’s economic impact assessment:

extending the average length of stay by one day would
generate an estimated $125 million in additional spending
per year. Built on a humour-led concept supported by visitor
research - more than 750 surveyed visitors said they wished
they had planned more time on the Island - the campaign was
prepared to launch in April 2026 in key markets.

Seasonal Campaigns

Winter, spring/summer and fall campaigns ran sequentially
across the key markets. The winter campaign generated
approximately 97,619 sessions, a 32% increase year over year,
supported by influencer visits and partnership with

Cape Smokey on a UK media familiarization tour. Waterfall
Season was significantly expanded with guided hikes,
including Mi'kmaw medicine walks, a Waterfall Weekend at
Big Spruce Brewing that drew approximately 600 people, and
well-attended plein air and falls events.

Digital Performance and the New Website

The new VisitCapeBreton.com launched in July 2025 with a
faster, Al-friendly architecture, a content hub and stronger
community sections. Website sessions climbed 21% year over
year to a record 1.75 million, and clicks to operator websites
rose 19% to 364,243.

Content, Influencers and Media

Influencer collaborations broadened the destination’s voice in
Ontario, Quebec, Alberta and the Maritimes, including Julia
Thompson, Stéphanie Bureau, Explore with Reshma, Dustin
Cressy, Naz Rahman and Caroline El Khoury. A continued
partnership with local ambassadors produced more than
twenty-five short-form videos. Cape Breton Island-Unama'ki
earned the most votes on CBC The Current’s Canadian

Travel Bucket List, was featured by the Boston Globe and is

scheduled to be profiled in an upcoming Travel + Leisure issue.

A new mobile app, to be launched in April 2026, will bring

Innovation in an Al-Driven Landscape

Organic search traffic to the website declined sharply in early
2026, mirroring a wider trend driven by Google's Al Overviews
and the rise of generative Al search. In response, Destination
Cape Breton began implementing Destination Canada’s
Generative Al Playbook and deepening investment in original
storytelling content. A new mobile app, to be launched in April
2026, will bring Al-supported trip planning, itinerary building
and gamification to the visitor experience.

13
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Destination Development

Destination development work in 2025-26 was defined by the completion of two foundational

planning processes - the Sustainable Tourism Plan and the Accommodation Needs
Assessment - and by deepening collaboration with Mi'kmaw L'Nu, industry and community

partners across Cape Breton Island-Unama'ki.

Sustainable Tourism Plan and Task Forces

The Sustainable Tourism Plan, developed by Destination
Think and grounded in the Mi'kmaw concept of Netukulimk
(the use of the natural bounty provided by the Creator

for the self-support and well-being of the individual and

the community) and the Indigenous Seventh Generation
Principle, was delivered to Destination Cape Breton in

2025. Terms of reference were subsequently developed for
two implementation bodies - a Cultural Sustainability Task
Force and an Environmental Sustainability Task Force - with
inaugural meetings to be scheduled in the coming months.
Destination Cape Breton continued its participation in The
Collective, a global network of 30 destinations advancing
sustainable tourism practices, and the CEO contributed to the
World Tourism Forum on Sustainable Transformation in Cape
Cod in November.

Mi'kmaw L'Nu Tourism

Reconciliation through tourism remained central to the year's
work. Following direction from the Board, a memorandum

of understanding with the Nova Scotia Indigenous Tourism
Enterprise Network (NSITEN) was developed. Destination
Cape Breton supported NSITEN's Firecircle Experience
Development program with five participating Mi'kmaw
businesses in Unama'ki, provided support to the Great

Taste of Canada "Pjila’si Unama'kik” event at Eskasoni and
Louisbourg in September and partnered on the Building

Mi'kmaw Tourism Trade Show and Networking Event hosted in

Membertou in March 2026.

Cabot Trail 100

Destination Cape Breton worked with partners to advance
planning for the 100th Anniversary of the Cabot Trail. Tenfold
Communications was contracted to develop and implement
a community engagement process for communities around
the Cabot Trail as well as the Mi'kmaw L'Nu communities of
Unama'ki. An awareness video and survey were launched
as part of engagement efforts. Meetings were held with

key provincial ministers and Cape Breton Island-Unama’ki
members of the legislative assembly to advocate for
government support.

Industry Capacity, Visitor Experience

and Product Development

The TIANS Tourism HR Advisor Pilot Project delivered
training, including Serve Right, Nova Scotia Best, mixology;,
cruise preparedness and VIC Emerit training to more than

180 industry members. The Destination Advisors program
advanced through a familiarization tour in May and the
development of a pilot plan to extend trip planning into the
planning and booking stages of the visitor journey. Product
development continued through the Nova Scotia Boating
collective on marine tourism, a scoped market assessment for
ATV tourism in southern Cape Breton and air access advocacy.

Destination Cape Breton worked with partners to advance
planning for the 100" Anniversary of the Cabot Trail
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Key Performance Indicators

Website Sessions (Five-year Trend: 2021-2025) Room Nights Sold (Five-year Trend: 2021-2025)
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Source: Tourism Nova Scotia
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2021 2022 2023 2024 2025 Conversions are measured mainly through room nights sold. Overall, room nights sold declined slightly in 2023, following

a very strong rebound year after the pandemicin 2022. In 2024, room nights sold hit their second-best year on record, only
behind the Canada 150 year in 2017.

The vast majority of Destination Cape Breton's marketing efforts are designed to drive traffic to VisitCapeBreton.com. In 2025, room nights sold were up 2% over 2024, surpassing it as the second-best year. |t should be noted that a ban
The chart shows the growth of website traffic over the past five years. Sessions in 2021 eclipsed 1 million for the first on activities in the woods through most of August 2025 due to a severe drought resulted in cancellations for many
time and started a growth trend that saw sessions reach 1.75 million for 2025. accommodations.
. J

There was a dip in 2023, due to higher cost per click rates, but a revised strategy and increased advertising budget
restarted a growth trend. A focus on increased engagement resulted in clicks from VisitCapeBreton.com to operator
websites reaching 364,243 in 2025; a 19% increase over 2024.

In 2025, room nights sold were up 2% over
2024, surpassing It as the second-best year.
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Key Performance Indicators

Parks Canada Visitation (Five-year Trend: 2021-2025)

Alexander Graham Bell
National Historic Site

Fortress of Louisbourg
National Historic Site

Cape Breton Highlands
National Park

Source: Parks Canada Cape Breton Field Unit

Visits to Parks Canada sites on Cape Breton Island-Unama’ki have generally been trending upward over the past five
years. In 2025, buoyed by the Canada Strong Pass which provided free admission during the summer and more
Canadians travelling within Canada, the sites eclipsed pre-pandemic levels.

The Fortress of Louisbourg National Historic Site was up 22% over 2024, the Alexander Graham Bell National Historic
Site was up 20% and the Cape Breton Highlands National Park was up 7%. The National Park was directly impacted by
the woods ban in August.

Tourism Revenues (000s)

Tourism Revenues (Five-year Trend: 2021-2025)
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Source: Canadian Tourism Data Collective

Through the Canadian Tourism Data Collective, estimates for tourism revenues in Cape Breton Island - Unama'ki can now
be provided. It should be noted that these figures are only one input into the economic impact of the sector, but they do
provide comparative data on visitor spending from year to year.

Coming out of the pandemic, there has been a strong growth trend in tourism revenues. In 2024, tourism revenues were
up 30% over 2019, after adjusting for inflation. In 2025, tourism revenues were up a further 8% over 2024, after adjusting
for inflation, clearly demonstrating that visitor spending is continuing a strong, upward trend.

In 2025, tourism revenues were up a further
8% over 2024, after adjusting for inflation
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Financial Statements
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Financial Statements

Independent Auditor's Report

To the Board of Directors of Destination Cape Breton Association:

Opinion

We have audited the financial statements of Destination Cape Breton Association (the "Association"), which comprise
the statement of financial position as at March 31, 2026, and the statements of operations, changes in net assets,
cash flows and the related schedules for the year then ended, and notes to the financial statements, including a
summary of significant accounting policies.

In our opinion, the accompanying financial statements present fairly, in all material respects, the financial position of
the Association as at March 31, 2026, and the results of its operations and its cash flows for the year then ended in
accordance with Canadian accounting standards for not-for-profit organizations.

Basis for Opinion

We conducted our audit in accordance with Canadian generally accepted auditing standards. Our responsibilities
under those standards are further described in the Auditor's Responsibilities for the Audit of the Financial Statements
section of our report. We are independent of the Association in accordance with the ethical requirements that are
relevant to our audit of the financial statements in Canada, and we have fulfilled our other ethical responsibilities in
accordance with these requirements. We believe that the audit evidence we have obtained is sufficient and
appropriate to provide a basis for our opinion.

Responsibilities of Management and Those Charged with Governance for the Financial Statements

Management is responsible for the preparation and fair presentation of the financial statements in accordance with
Canadian accounting standards for not-for-profit organizations, and for such internal control as management
determines is necessary to enable the preparation of financial statements that are free from material misstatement,
whether due to fraud or error.

In preparing the financial statements, management is responsible for assessing the Association’s ability to continue as
a going concern, disclosing, as applicable, matters related to going concern and using the going concern basis of
accounting unless management either intends to liquidate the Association or to cease operations, or has no realistic
alternative but to do so.

Those charged with governance are responsible for overseeing the Association’s financial reporting process.

MNP LLP

Commerce Tower 15 Dorchester St., Suite 500 PO Box 1, Sydney NS, B1P 6G9 T:902.539.3900 F: 902.564.6062

Auditor's Responsibilities for the Audit of the Financial Statements

Our objectives are to obtain reasonable assurance about whether the financial statements as a whole are free from
material misstatement, whether due to fraud or error, and to issue an auditor's report that includes our opinion.
Reasonable assurance is a high level of assurance, but is not a guarantee that an audit conducted in accordance with
Canadian generally accepted auditing standards will always detect a material misstatement when it exists.
Misstatements can arise from fraud or error and are considered material if, individually or in the aggregate, they
could reasonably be expected to influence the economic decisions of users taken on the basis of these financial
statements.

As part of an audit in accordance with Canadian generally accepted auditing standards, we exercise professional
judgment and maintain professional skepticism throughout the audit. We also:

o Identify and assess the risks of material misstatement of the financial statements, whether due to fraud
or error, design and perform audit procedures responsive to those risks, and obtain audit evidence that
is sufficient and appropriate to provide a basis for our opinion. The risk of not detecting a material
misstatement resulting from fraud is higher than for one resulting from error, as fraud may involve
collusion, forgery, intentional omissions, misrepresentations, or the override of internal control.

. Obtain an understanding of internal control relevant to the audit in order to design audit procedures
that are appropriate in the circumstances, but not for the purpose of expressing an opinion on the
effectiveness of the Association’s internal control.

. Evaluate the appropriateness of accounting policies used and the reasonableness of accounting
estimates and related disclosures made by management.
o Conclude on the appropriateness of management's use of the going concern basis of accounting and,

based on the audit evidence obtained, whether a material uncertainty exists related to events or
conditions that may cast significant doubt on the Association’s ability to continue as a going concern. If
we conclude that a material uncertainty exists, we are required to draw attention in our auditor's report
to the related disclosures in the financial statements or, if such disclosures are inadequate, to modify
our opinion. Our conclusions are based on the audit evidence obtained up to the date of our auditor's
report. However, future events or conditions may cause the Association to cease to continue as a going
concern.

o Evaluate the overall presentation, structure and content of the financial statements, including the
disclosures, and whether the financial statements represent the underlying transactions and events in a
manner that achieves fair presentation.

We communicate with those charged with governance regarding, among other matters, the planned scope and
timing of the audit and significant audit findings, including any significant deficiencies in internal control that we
identify during our audit.

72
Sydney, Nova Scotia MA// LL P

R PRAXITY

Rt Dmposring Bumrass GLasaty

June 17, 2026 Chartered Professional Accountants
Commerce Tower 15 Dorchester St., Suite 500 PO Box 1, Sydney NS, B1P 6G9
T:902.539.3900 F: 902.564.6062 MNP.ca



Financial Statements

Destination Cape Breton Association

Statement of Operations
For the year ended March 31, 2026

Destination Cape Breton Association

Statement of Financial Position
As at March 31, 2026

24

2026 2025 2026 2025
Revenue
Assets Funding (Schedule A) 422,563 831,605
Current Municipal marketing levy 2,075,706 2,199,572
Cash 77,095 100,477 Province of Noya Scot!a employment subsidy 17,500 19,650
Accounts receivable (Note 3) 135,849 147,072 Federal marketing assistance 300,000 325,000
Investments (Note 4) 262,709 259,659 2.815.769 3375 827
Prepaid expenses 44,210 123,547 — ==
Inventory 4,788 = Expenses
Marketing (Schedule B) 1,211,848 1,089,357
524,651 630,755 Salaries and benefits (Schedule B) 794,777 802,040
. Festivals and events 216,522 631,995
Capital assets (Note 5) 26,058 37,913 Destination development 195,197 195,599
. Non-refundable portion of HST 98,632 118,944
Intangible asset (Note 6) 51,333 19,250 Office supplies and administration 74,893 95,651
Professional fees 60,148 44767
602,042 687,918 Other projects 57,571 91,183
Meetings and travel 56,986 90,263
A ARCA Visitor information centres 52,886 63,949
IE:]arzlrll:tles Amortization 37,520 13,242
Traini d educati 23,810 34,147
Accounts payable and accruals 212,663 162,149 Rr:r')r;'i?g :r?d ;a?rwct?erlmc;r;ce 16,406 12134
Deferred revenue - 25,850 Telephone 15,158 17,298
Insurance 8,999 5,072
212,663 187,999 Bank charges and interest 3,003 2,059
Deferred contributions (Note 7) 4,586 6,539 2,924,356 3,307,700
217,249 194,538 Excess (deficiency) of revenue over expenses (108,587) 68,127
Commitments (Note 11)
Net Assets
Net assets invested in capital assets (Note 8) 72,805 50,624
Contingencies reserve (Note 9) 152,816 152,816
Opportunities reserve (Note 9) 102,997 102,997
Unrestricted 56,175 186,943
384,793 493,380
602,042 687,918

Approved on behalf of the Board

Director

Director

The accompanying notes are an integral part of these financial statements
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Financial Statements

Destination Cape Breton Association

Statement of Changes in Net Assets
For the year ended March 31, 2026

Destination Cape Breton Association

Statement of Cash Flows
For the year ended March 31, 2026

fin g Oppor 2026 2025
capital assets reserve reserve Unrestricted
2026 2025 Cash provided by (used for) the following activities
Net assets, beginning of year 50,624 152,816 102,997 186,943 493,380 425,253 Operating
. Excess (deficiency) of revenue over expenses (108,587) 68,127
Excess (deficiency) of revenue over expenses (35,567) - - (73,020) (108,587) 68,127 Amortization of capital assets 37.520 13.242
Acquisition and financing Amortization of deferred contributions (1,953) (2,577)
of capital and intangible assets (Note 8) 57,748 - - (57,748) - -
Net assets, end of year 72,805 152,816 102,997 56,175 384,793 493,380 . . . (73,020) 78,792
Changes in working capital accounts
Accounts receivable 11,223 132,793
Prepaid expenses 79,337 128,362
Inventory (4,788) =
Accounts payable and accruals 50,514 (116,216)
Deferred revenue (25,850) (93,798)
37,416 129,933
Investing
Purchases of capital and intangible assets (57,748) (23,357)
Increase in investments (3,050) (97,637)
(60,798) (120,994)
Increase (decrease) in cash resources (23,382) 8,939
Cash resources, beginning of year 100,477 91,538
Cash resources, end of year 77,095 100,477
The accompanying notes are an integral part of these financial statements
3

The accompanying notes are an integral part of these financial statements

4
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Notes to the Financial Statements
For the year ended March 31, 2026

1. Incorporation and nature of the organization

Destination Cape Breton Association (the “Association”) is a not-for-profit organization, incorporated under the Societies Act
of Nova Scotia, and is primarily involved in enhancing the tourism industry on Cape Breton Island. The Association is
exempt from tax under Section 149(1) of the Income Tax Act.

2. Significant accounting policies

The financial statements have been prepared in accordance with Canadian accounting standards for not-for-profit
organizations set out in Part Il of the CPA Canada Handbook - Accounting, as issued by the Accounting Standards Board
in Canada and include the following significant accounting policies:

Cash and cash equivalents
Cash and cash equivalents include balances with banks and short-term investments with maturities of three months or less.
Capital assets

Purchased capital assets are recorded at cost. Contributed capital assets are recorded at fair value at the date of
contribution plus all costs directly attributable to the acquisition.

Amortization is provided using the declining balance and straight-line method at rates intended to amortize the cost of
assets over their estimated useful lives.
Method Rate

Buildings straight-line 10 years
Computer equipment declining balance 30 %
Computer software declining balance 100 %
Office equipment declining balance 20 %

Intangible asset
Intangible assets relate to website development and are recorded at cost.

Amortization is provided using the straight-line method at a rate intended to amortize the cost of intangible asset over its
estimated useful life.

Method Rate
Website straight-line 2 years

When an intangible asset no longer contributes to the Association’s ability to provide goods or services, or the value of
future economic benefits or service potential associated with the intangible asset is less than its net carrying amount, its
carrying amount is written down to fair value.

Contributed services

Volunteer contributions are an integral component to the Association in carrying out its' activities. Because of the difficulty in
determining the fair value, contributed services are not recognized in the financial statements.

Revenue recognition
The Association follows the deferral method of accounting for contributions.

Restricted contributions are recognized as revenue in the year in which the related expenses are incurred. Restricted
contributions for capital assets are recorded as deferred contributions and are amortized to revenue at a rate corresponding
with the amortization of the related capital asset.

Unrestricted contributions are recognized as revenue when received or receivable if the amount to be received can be
reasonably estimated and collection is reasonably assured.

Investment income is recognized as revenue when earned.

Marketing levies are recognized as revenue when they are received or receivable if the amount to be received can be
reasonably estimated and collection is reasonably assured from various Cape Breton municipal units.
Other sources of revenue are recognized as revenue when invoiced.

Destination Cape Breton Association

Notes to the Financial Statements
For the year ended March 31, 2026

Significant accounting policies (Continued from previous page)

Measurement uncertainty (use of estimates)

The preparation of financial statements in conformity with Canadian accounting standards for not-for-profit organizations
requires management to make estimates and assumptions that affect the reported amounts of assets and liabilities and
disclosure of contingent assets and liabilities at the date of the financial statements, and the reported amounts of revenues
and expenses during the reporting period.

Accounts receivables are stated after evaluation as to their collectibility and an appropriate allowance for doubtful accounts
is provided where considered necessary. Amortization is based on the estimated useful lives of capital assets.

By their nature, these judgments are subject to measurement uncertainty, and the effect on the financial statements of
changes in such estimates and assumptions in future years could be material. These estimates and assumptions are
reviewed periodically and, as adjustments become necessary they are reported in excess of revenues over expenses in the
years in which they become known.

Financial instruments

The Association recognizes financial instruments when the Association becomes party to the contractual provisions of the
financial instrument.

Measurement of financial instruments

Financial instruments are initially recorded at their fair value. The Association subsequently measures all of its financial
assets and liabilities are subsequently measured at amortized cost.

Financial assets measured at amortized cost include cash and accounts receivable.

Financial liabilities measured at amortized cost include accounts payable and accruals.

Impairment

Financial assets measured at cost and amortized cost are tested for impairment when there are indicators of impairment.
The amount of the write-down is recognized in income. A previously recognized impairment loss may be reversed to the
extent of the improvement, directly or by adjusting the allowance account, provided it is no greater than the amount that
would have been reported at the date of the reversal had the impairment not be recognized previously. The amount of the
reversal is recognized in income.

Unless otherwise noted, the Association is not exposed to significant credit, market or liquidity risks arising from these
instruments.

Government assistance

The Association recognizes government subsidies when there is reasonable assurance that it will comply with the
conditions required for the subsidy and that it will be received. Government subsidies are recognized as income in the
Statement of operations.

Accounts receivable

2026 2025
Trade receivables 128,904 131,097
HST receivable 6,945 15,975
135,849 147,072
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Notes to the Financial Statements
For the year ended March 31, 2026

4. Investments

Investments are comprised of term deposits that the Association has internally restricted for its Contingencies reserve and
Opportunities reserve.

5. Capital assets
2026 2025
Accumulated Net book Net book
Cost amortization value value
Buildings 48,280 44,063 4,217 9,277
Computer equipment 111,621 104,160 7,461 10,661
Computer software 10,069 10,069 - -
Office equipment 73,603 59,223 14,380 17,975
243,573 217,515 26,058 37,913
6. Intangible asset
2026 2025
Website 51,333 19,250
7. Deferred contributions
2026 2025
Balance, beginning of year 6,539 9,116
Amortization of deferred contributions (1,953) (2,577)
Balance, end of year 4,586 6,539

Destination Cape Breton Association

Notes to the Financial Statements
For the year ended March 31, 2026

10.

Investment in capital assets

a) Investment in capital assets is calculated as follows:

2026 2025
Carrying value of capital assets 26,058 37,913
Carrying value of intangible assets 51,333 19,250
Deferred contributions (4,586) (6,539)
72,805 50,624
b) Change in net assets invested in capital assets is as follows:
2026 2025
Deficiency of revenue over expenses
Amortization of deferred contributions 1,953 2,677
Amortization of capital assets (37,520) (13,242)
(35,567) (10,665)
Acquisition and financing of capital assets
Acquisition of capital assets - (4,107)
Acquisition of intangible assets (57,748) (19,250)
(57,748) (23,357)
(93,315) (34,022)

Reserves

The Association has two internally restricted reserves, the Contingencies reserve established to fund unforeseen events or
circumstances that may adversely affect the Association and the Opportunities reserve to fund opportunities that may
benefit the Association in the future. Contributions to and from these funds are at the discretion of the Board of Directors.

Financial instruments

The Association is exposed to various risks through its financial instruments and includes the following significant risks at
March 31, 2026.

Credit Risk

Credit risk is the risk that one party to a financial instrument will cause a financial loss for the other party by failing to
discharge an obligation. The Association's main credit risks relate to accounts receivable. Credit risk associated with
accounts receivable for the Association is minimal due to the fact that the majority of the receivables are due from different
levels of government or their agencies. The Association's other revenue is dependent on a wide customer base and bad
debts are not significant. As such, concentrations of credit risk are considered to be minimal.

Liquidity risk

Liquidity risk is the risk that the Association will encounter difficulty in meeting obligations associated with financial liabilities.
The Association manages its liquidity risk by constantly monitoring forecasted and actual cash flow.
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Notes to the Financial Statements
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11.

12.

Commitments

The Association entered into a ten-year land lease agreement with the Province of Nova Scotia, Department of
Transportation and Infrastructure Renewal, for the land located on 20 Keltic Drive, Sydney, Nova Scotia. The lease amount
is $150 for the ten-year term of the lease and the agreement expires in January 2027.

The Association entered into an agreement for website development. The project is expected to be complete in fiscal 2025
and has a commitment of $77,000. As of March 31, 2026, the Association has paid the full $77,000 of the commitment.

Comparative figures

Certain comparative figures have been reclassified to conform with current year presentation.

Destination Cape Breton Association

Schedule A - Funding
For the year ended March 31, 2026

2026 2025
FUNDING
Atlantic Canada Opportunities Agency
Events and product development $ 142,400 $ 142,500
Sustainability - 50,000
Music Tourism Conference - 14,452
Municipal
Other 129,504 102,504
Events and product development 55,000 55,000
Federal
Partnerships 40,000 50,000
Province of Nova Scotia
Other departments 9,076 2,500
Convention center feasibility - 20,000
Sustainability - 25,000
Other
TIANS HR Advisory 23,350 -
Industry marketing revenue 11,671 16,100
Housing Initiative - 20,506
Canada Soccer - 186,022
Music Tourism Conference - 119,648
Administration fees
Events and product development 5,000 20,000
Amortization of deferred contributions (Note 7) 1,953 2,577
Interest income 4,609 4,796
$ 422,563 $ 831,605
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Schedule B — Marketing and Salary Expenses
For the year ended March 31, 2026

2026 2025
MARKETING

Media placement $ 747,444 $ 681,594
Promotion and planning 239,134 247,028
Other 208,904 140,975
Promotional material 16,366 19,760
$ 1,211,848 $ 1,089,357

SALARIES AND WAGES
Operations $ 355,924 $ 316,357
Marketing 272,234 318,245
Destination development 166,619 167,438
$ 794,777 $ 802,040

Bras d'Or Lakes Inn, St. Peter's
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