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Minister’s Message 
 

 
 
 
 
 
The Honorable Antoinette Perry 
Lieutenant Governor of Prince Edward Island 
 
May It Please Your Honour: 
 
I have the honour to submit herein the annual report for the activities of Tourism PEI for the 
period of April 1, 2018, to March 31, 2019. 
 
Tourism PEI is responsible for the promotion of Prince Edward Island as a premiere tourism 
destination, for tourism development and investments, the development and 
implementation of industry support programs, managing the regulatory affairs, and the 
evaluation and measurements of the industry. Tourism PEI also manages our provincial parks 
system, the three provincially owned golf courses, the Confederation Trail, the Mark Arendz 
Provincial Ski Park at Brookvale, and Visitor Information Centres. These venues are crucial to 
the quality of the province’s tourism product. They also help promote healthy lifestyles and 
active living for Islanders and visitors alike. 
 
Respectfully submitted, 
 

 
 
Hon. Matthew MacKay 
Minister 
Economic Growth, Tourism and Culture 
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CEO’s Message 
 
 

 
 
 
 
Honourable Matthew MacKay 
Minister of Economic Growth, Tourism and Culture 
PO Box 2000 
Charlottetown, PE  C1A 7B8 
 
Dear Minister MacKay: 
 
Please accept this annual report for Tourism PEI for the fiscal year ending March 31, 2019. 
 
The tourism industry is vital to the economic health of our province. The industry employs 
over 8,500 full-time equivalent workers and is responsible for approximately 6% of our 
Provincial GDP.  Prince Edward Island is well known as a tourism destination and instills a 
distinct pride of place in all Islanders. Prince Edward Island has an abundance of stunning 
sceneries, outdoor activities, culinary delights, cultural product and authentic experiences.  
Tourism is big business for hotels and inns, bed and breakfasts, community halls, musicians, 
artisans, roadside markets, convenience stores, gas stations, retail, golf, shops, and many 
other small businesses.  
  
With an estimated 1.58 million visitors, 2018 marked the fifth consecutive record year for 
tourism on the Island. For the second year in a row, Prince Edward Island eclipsed one million 
overnight stays. Tourism revenue grew an impressive 5.7% to $486 million in 2018.  With over 
320 new licensed accommodation providers entering the market in 2018, there is excitement 
and real growth in this economic sector.  
  
Operationally, Tourism PEI was pleased to engage in Lean Six Sigma training and is 
undergoing a project to gain efficiencies to the annual operator billing cycle.  We were 
pleased to partner with Quality Tourism Services Inc. to help significantly reduce license fees 
and develop key programs for quality improvements. Tourism PEI partners with the  Tourism 
Industry Association of Prince Edward Island in a number of areas. Operator orientation and 
cannabis workshops were new additions to the partnership during this fiscal year.  
 
An Auditor General report was completed of the capital asset plan for the Provincial Parks 
system during the fiscal year and all recommendations outlined in her report were agreed to 
and are being actioned.  
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The marketing division saw a number of  changes during the year.  

The marketing division, in collaboration with a local marketing provider, ran an on-
Island campaign for the first time in many years.  Its goal was to encourage Islanders to 
experience the Island as a visitor, taking advantage of the many tourism products and 
services the Island has to offer.  While the 2018 campaign was running, both on and off-
Island, we completed a thorough review of the marketing agency and decided to make 
adjustments to the model we had been using. Through a competitive process, we retained 
the services of new marketing agency.  This agency immediately began work on the 
campaign to attract visitors for the 2019 tourist season. 
 
Product development continues to be a key strategic area of focus for Tourism PEI.  We were 
pleased to support a mix of festivals and events, new and returning, from tip to tip on the 
Island. We were also pleased to partner on a number of new initiatives including the widely 
anticipated Lucy Maud Montgomery literary tour.  Early spring 2019 saw the East Coast Music 
Awards return to Charlottetown and several National and Regional sporting events were 
hosted on PEI. 
 
Tourism PEI was pleased to make strategic investments in product development, marketing 
and support of our many valued partners in tourism development across the province.  
 
Lastly, very important changes were proclaimed to the Tourism PEI Act that saw the structure 
of Tourism PEI’s Board renewed with 100% private sector membership, a commitment made 
in the Vision 2021 tourism strategy. 
 
Respectfully submitted, 
 

 
 
Kent MacDonald 
Chief Executive Officer and Secretary of the Board 
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Tourism PEI Overview 
  
Tourism PEI has the mandate to promote continued growth in the tourism sector; 
aggressively market PEI as a premier destination; proactively facilitate product and plan 
development; aggressively promote special events; provide continued emphasis on customer 
and visitor servicing; manage provincial infrastructure projects (i.e. golf courses and parks); 
and to facilitate community development through tourism. We also act as the regulatory arm 
for licensing and of tourism directional highway signage. Tourism PEI is responsible for the 
measurement of the industry’s volume and value and forward-looking research.  The Crown 
has three divisions: Corporate Services; Marketing Communications; and Strategic Initiatives. 

Tourism PEI is a crown corporation that was established in June 1999 and resides in the 
Department of Economic Growth, Tourism and Culture. The PEI legislature approved changes 
to the Tourism PEI Act to allow for the creation of a new board of directors for Tourism PEI.  
The Act (Bill No 27) received Royal Assent on June 12, 2018, during the 3rd session of the 65th 
General Assembly and the amended Act was proclaimed by order D2018-326, dated October 
31, 2018 (An Act to Amend the Tourism PEI Act, S.P.E.I. 2018, Cap. 35, to come into force on 
November 30, 2018). By order in council EC2019-241, dated March 26, 2019, the following 
appointments were made: 

NAME ADDRESS ROLE REPRESENT TERM DATES TERM 

David Groom Summerside Chair Prince April 1 2019 – March 31 2023 1st 

Matthew Jelley Hunter River Vice Chair Queens April 1 2019 – March 31 2023 1st 

Perry Gotell Georgetown Member Kings April 1 2019 –March 31 2022 1st 

Louise Arsenault Howlan Member Prince April 1 2019 - March 31 2022 1st 

Claus Schmidt Kensington Member Prince April 1 2019 – March 31 2021 1st 

Angie Cormier Wellington Member Prince April 1 2019 –March 31 2021 1st 

Sandi Lowther Cavendish Member Queens April 1 2019 –March 31 2023 1st 

Derrick Hoare New London Member Queens April 1 2019 –March 31 2022 1st 

Donna Sentner Cornwall Member Queens April 1 2019 –March 31 2021 1st 

 
The creation of a new board was a recommendation from the Vision 2021 tourism strategy and 
subsequent study entitled "Growing Tourism Together - A new Framework for Government 
and Industry Working Together". 
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Tourism Industry Snapshot 
 

PEI welcomed an estimated 1.58 million visitors to Prince Edward Island in 2018, a 1.1% 
increase over 2017. Estimated tourism expenditures by residents and non-residents were 
$486 million, an increase of 6.5% compared to the previous year.    
 
Overnight stays decreased 1.3%, to 1,013,280 from a record high of 1,026,745 in 2017. 
Campground site nights sold were up 0.5%, while fixed roof room nights sold were down 
1.2%. 
 
During 2018, airport traffic was flat after a record 2017 season, ferry traffic decreased by 0.7%, 
and bridge traffic decreased by 0.1%, also after a record 2017 season. Cruise ship passenger 
and crew visits increased by 8.2%. 
 
In 2018, meetings, conventions, and incentive travel (MCIT) made a significant impact on 
tourism in PEI. In 2018, the meetings and convention sector attracted 138 
meetings/conventions that drew 19,991 delegates which generated 60,015 room nights sold.  
 
In the 2018 year, golf as represented through Golf PEI outperformed the previous year in 
many areas including online tee time bookings, reservation centre sales, and website 
visitation.  
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Tourism PEI Division Activities 
Strategic Initiatives  
 
The Strategic Initiatives Division (SID), is responsible for: 

• Tourism research and statistical reporting; 
• Product development and investment; 
• The development and implementation of industry support programs; 
• Federal, provincial and  territorial relations; 
• Industry liaison (including RTAs, DMOs and sector organizations); and 
• Managing regulatory affairs pursuant to the Tourism Industry Act (license, occupancy 

reporting, and water testing) and the Highway Signage Act (Tourism Directional Signage, 
Special Event Signage and On-Premises Signage).  
 

SID is also the lead liaison on intergovernmental affairs including an advocacy role to 
represent the interests of the tourism industry in key policy areas such as improved air access, 
tourism- related legislation, labour and immigration issues, and land use matters. 
 
Evaluation, Measurement and Business Intelligence Unit 
This unit is responsible for the collection, analysis and communication of information that 
supports the Department’s decision-making process. Specifically, this unit supports the 
objectives of the Department by: 
 
• Engaging in strategic and operational planning initiatives; 
• Working with the Department’s senior management team to integrate performance 

management measures and principles into program activity; 
• Establishing and managing performance measurement tools; 
• Engaging in primary and secondary tourism research which informs program and policy 

development (e.g. the evolving needs and expectations of visitors to PEI); 
• Collecting, analyzing and communicating tourism-based data (e.g. air, bridge and ferry 

traffic, occupancy data, website traffic, etc.); 
• Supporting the business intelligence gathering efforts of Tourism PEI’s marketing 

division; 
• Representing the Department on tourism research-based intergovernmental affairs (e.g. 

sitting on the Research and Evaluation Advisory Committee for the Atlantic Canadian 
Agreement on Tourism); 

• Managing the procurement and execution of third-party professional services; and 
• Developing evaluation frameworks and identifying evaluation metrics. 

 
This unit is also responsible for working with industry stakeholders in conducting research 
projects related to consumer demand, quality assurance initiatives and new product 
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development opportunities. The unit actively works to increase research capacity and assist 
with the transfer of knowledge to industry partners.  
 
Product Development, Investment, and Regulatory Affairs Unit 
This unit is responsible for: 

• Managing opportunities to grow current businesses and attract new tourism 
development and investment opportunities.  

• The professional development of industry partners and operators through the 
provision and support of training initiatives to ensure the tourism industry on PEI is 
competitive in the global marketplace. All regulatory functions administered under 
the authority of the Tourism Industry Act    and Regulations and the Highway Signage 
Act and Regulations. 

• Ensuring that all tourism operators are in compliance with industry standards as 
prescribed by legislation and regulations.  

• Overseeing the investigation of quality standard issues and maintaining a close 
relationship with industry organizations involved with standards. The unit oversees 
the contract with Quality Tourism Services (QTS). On behalf of the Department, QTS is 
contracted to perform the inspections required for the licensing of tourist 
accommodations. 

• Managing contracts with Golf PEI, Meetings and Conventions PEI, Food Island 
Partnership, and all sector partners. 

This unit is also responsible for the development and implementation of programs designed 
to support the expansion of the tourism industry through development of new and enhanced 
“product offerings” including, but not limited to key product markets such as coastal, golf, 
culinary, culture, and soft adventure. 
 
This unit was responsible for the following funds in 2018-19: 
 

• The Regional Product Development Fund – This fund has been specifically designed 
for regional tourism associations to provide support for product development to grow 
tourism in their area.  

 
• The Tourism Innovation Fund – This fund assists non-profit and sector organizations in 

the development of tourism products that are directly related to the development of 
products identified in the P.E.I. Tourism Strategy – i.e. Anne, golf, culinary and festivals. 

 
• The Meetings and Conferences Hosting Grant Program – This fund provides financial 

assistance to P.E.I. organizations holding national, international, or regional meetings, 
conventions, or events in the tourism shoulder season. 
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• The Tourism Website French Translation Program – This fund provides support for 
website French translation services for tourism operators and tourism non-profit 
organizations providing product and services to Francophone visitors on P.E.I. The 
increased French web presence will have a direct and positive impact on the quality 
and quantity of information provided to possible French visitors about P.E.I. online. 
 

• Signature Events Policy.  The goal of this Policy is for Prince Edward Island to continue 
to host major tourism initiatives through well organized, financially successful events 
that provide attendees with a first-class, memorable experience. The primary objective 
is to ensure that the Province and the Island’s tourism sector, receive maximum 
benefit from the investment of public funds in any major tourism initiatives. A second 
objective is to ensure consistency and fairness for all proposals brought forward. This 
fund is open to private and nonprofit sector applications. All risk on these major 
events are held and guaranteed by the organizers.  

 
During this period, the Department invested in key events that served to drive tourism 
demand including: Cavendish Beach Music Festival, Fall Flavours Culinary Festival, the PEI 
Lobster Festival (Souris) and the Rock the Boat Music Festival (Tyne Valley) to name a few. 
 
Industry Standards 
The quality of Prince Edward Island’s products and services is essential to the long-term 
health of the tourism industry.  
 
The Tourism Industry Act sets out the operating standards for Prince Edward Island tourism 
accommodation establishments. On an annual basis every accommodation establishment 
must pass inspection.  
 
They must also have their water tested quarterly, submit monthly occupancy reports, and pay 
their annual license fee in order to ensure that the property is in full compliance with the 
licensing standards set out in the Act.  
 
Tourism PEI contracts Quality Tourism Services (QTS) to inspect and provide water testing 
support to all accommodation properties. QTS has as strong working relationship with 
Tourism PEI, and they employ professionally trained inspectors who are knowledgeable in the 
requirements of the Act.  
 
Tourism PEI is responsible for the licensing of all tourism establishments (accommodations- 
fixed roof and campgrounds). 
 
Tourism PEI’s compliance section supports licensed industry operators by enforcing the Act 
and works to bring unlicensed operators into compliance. Tourism PEI works closely with 
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industry partners to maintain the quality and standards that are critical to success. This team 
approach ensures visitors enjoy the best possible vacation, based on quality services and 
memorable experiences.  
 
Tourism PEI continues to strive toward increasing accessibility for the French-speaking public 
in order to comply with the Canada-PEI Agreement on French Language Services. Tourism PEI 
provides reception services in both official languages and several staff are fluent in French or 
are taking French language training.  
 
Visitor Information and Destination Centres provide services to the traveling public and have 
bilingual staff available. The Centres continue to improve the level of service with each 
passing year. In all other venues of Tourism PEI’s service to the public, every effort is made to 
ensure that there is service provided in French by front-line staff.  
 
Under the terms of the Canada PEI Agreement on French Language Services, l’Association 
touristique Évangéline aux services des Acadiens et Francophones de l’Île-du-Prince-Édouard 
received funding for its leadership activities on behalf of Francophone and Acadian tourism 
operators across the province.  This Association brings together Acadian and Francophone 
operators from across the province to better promote the Acadian and Francophone tourism 
product and the association works to present a united voice to government.  
 
Fall Flavours 
In 2018, the Fall Flavours Culinary Festival took place from September 1 to October 1, 2018, 
and featured over 75 different culinary experiences, including signature events, culinary 
events, tasting events, and dining events. Signature events featured celebrity chefs partnered 
with local chefs highlighting quality food experiences, in unique locations, across the Island.  
Fall Flavours provides unique culinary experiences during Prince Edward Island’s peak harvest 
season, which interests our target markets. Restaurants across the Island participated in the 
Dining Program, creating special menus featuring Island food product.  
 
A new type of event was piloted in 2017 called a “Taste of Coastal Communities”. Three 
communities, where there are tourism clusters, (Tyne Valley, North Rustico and Georgetown) 
offered a ticketed event that featured local chefs partnered with well known chefs from across 
the country, restaurants and producers and drew visitor attention to their coastal 
communities. 
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Meetings and Conventions  
In 2018, the Meetings and Convention Sector attracted 138 meetings/conventions that drew 
60,015 delegates. Total direct spending by non-resident delegates and their travel party was 
estimated at 22.8 million dollars.  
 
Marketing Communications  
 
The Marketing Communications Division aggressively markets and promotes Prince Edward 
Island as a premier vacation destination to its target audience. The division is responsible 
for consumer advertising & PR, media relations, sales and trade initiatives, visitor services, 
along with publications and distribution. Customer service centres include the provincially 
run visitor information and call centres. The division is also the lead for the implementation 
of the integrated tourism solution (ITS) technology and the Customer Relations 
Management (CRM) system. 
 
Tourism PEI is a partner in the Atlantic Canada Agreement on Tourism (ACAT), which merges 
two levels of government and the region’s private industry. The partnership allows the 
province to reach strategic markets in the US (New England and mid-Atlantic), and United 
Kingdom.  
 
Tourism PEI is also a partner on an Atlantic Growth Strategy (AGS) initiative called Tourism 
International Market Expansion (TIME). This partnership targets China and Germany.  
Representatives from all four Atlantic Canada provinces and ACOA are part of this 
collaboration. 
 
Tourism PEI also actively pursues partnership opportunities with Destination Canada (DC) and 
others, in joint-venture initiatives to maximize investments in international markets.  
 
Advertising and Publicity 
The 2018 marketing creative execution kept focus on industry-defined demand generators of 
coastal, culinary, culture, golf and outdoor adventure, as identified in Vision 2021 strategy 
document.   
 
The brand positioning reads as follows: “Prince Edward Island is small in size but incredibly 
abundant in stunning sceneries, outdoor activities, culinary delights, cultural product, friendly 
people and authentic experiences. Its size is one of this Island’s greatest assets – you are never 
far away from your next adventure!’ 
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The successful campaign line ‘Come Find Your Island’ from 2017 was strengthened in the 
2018 campaign.  This foundation serves as a strong invitation and it resonates well with 
Tourism PEI’s target audiences.  Keeping the same direction builds brand strength through its 
reinforcement and repetition.   
 
Our marketing tactics for 2018 included print, digital, social, television and radio media buys 
and more.  Media public relations activities were also part of the execution.  The following are 
a few highlights: 
 
Tourism PEI partnered with CBC on their broadcast of the second season of the very 
successful series ‘Anne with an E’.  For French television, a partnership with CASA specialty TV 
channels for integration in cooking and lifestyle shows was negotiated. 
 
A number of billboards were installed throughout Ontario, Quebec, New Brunswick and Nova 
Scotia. Transit shelters and transit buses in Montreal, Toronto and Ottawa were also 
prominent in the 2018 media buy. 
   
The digital buy was very strong with investments in social, search, programmatic ad buying 
and retargeting. 
 
Fulfillment  
From April 1, 2018 to March 31, 2019  
• A total of 30,784 Visitor Guides were mailed out, of which 5,966 were French guides. 

• Between April 1, 2018 and March 31, 2019 there were 2,382,993 sessions to the 
Website and 8,361,381 page views with an average of 3.51 pages viewed per session. 

 
o   Visitors spent an average of 3 minutes and 17 seconds on the site. 

• Sessions on the Tourism PEI website were mostly from Canada (77.05%) with 389,661  
sessions from the United States; 27,999 sessions from France; 22,496 sessions from  
Japan; and 20,207 sessions from the UK. 
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Trade and Sales 
The Trade and Sales section works with partners to increase visibility of Prince Edward Island’s 
vacation products through trade, consumer, and media channels.  
 
The section focuses on consumer and trade marketing in the United States, Japan, United 
Kingdom, Germany and China, with exploratory work beginning in Taiwan.  The team also 
works closely with Canadian trade and receptive tour operators. 
 
Trade and Sales staff build relationships and work closely with numerous trade partners such 
as tour operators, airlines, motorcoach companies, cruise lines, auto clubs, travel agents and 
media contacts to promote Prince Edward Island. 
 
The Trade and Sales staff provide an ongoing connection between local tourism operators on 
the Island and members of the travel trade that have clients visiting Prince Edward Island or 
are developing new initiatives to encourage and increase new visitors to Prince Edward 
Island. 
 
During the 2018-2019 fiscal year, the Trade and Sales section participated in the following 
media events and marketplaces: 
 

• National Tour Association (NTA) – US trade 
• Rendezvous Canada (RVC) – International trade marketplace 
• World Travel Mart (WTM) – UK trade marketplace 
• ITB-Berlin – German trade marketplace 
• The Canada/New England Cruise Symposium 
• Saltscapes consumer show in Halifax, NS 
• AAA consumer show in Maine 
• Media events in New York and in UK via ACAT 
• Canadian Inbound Tourism Asia Pacific (CITAP) in Vancouver, BC – Receptive tour 

operators working with Asia market  
 
The cruise market has become a major contributor of visitors to Prince Edward Island.  2018 
was a record-breaking year with almost 98,000 passengers and 44,000 crew, representing a 
total direct economic impact of just over $16.5M. 
 
The trade and sales staff work closely with the Atlantic Canada Cruise Association to attract 
cruise ships to Prince Edward Island primarily through joint marketing partnerships with 
major cruise lines. It is anticipated that 2019 will, once again, see a great increase in cruise 
visits.   
 



 

13 | P a g e  

Media Relations 
The media relations section’s goal is to attract quality travel writers, bloggers, influencers, 
television and online broadcasters and freelancers to Prince Edward Island.   
According to an independent media monitoring company, approximately $6M in travel-
related media coverage for Prince Edward Island was generated in 2018. Some of the media 
marketplaces we participated in during the year to ensure quality press trips, familiarization 
tours leading to media coverage included: 
 

• Go Media marketplace (international media) 
• Canada Media Marketplace (US media) 
• Travel Media Association of Canada marketplace (Canadian media) 

 
Digital Marketing 
This section of the Marketing Communications division is responsible for marketing assets 
such as the tourismpei.com website, newsletter and social media sites. It manages the online 
marketing programs and tools that drive web, mobile and social media usage, email response 
rates, sales conversion and enhanced consumer experience while driving increased 
engagement. The Digital marketing section ensures a seamless process in executing effective 
customer relations management (CRM) as part of the overall Tourism PEI marketing strategy.  
This section also works with the Integrated Tourism System (ITS) technology, including the 
central reservation system and BookPEI, which is currently under review. 
 
Visitor Information Centres (VIC) 
The province operated five Visitor Information Centres at the following locations: 
Charlottetown, Borden-Carleton, Wood Islands, Souris and West Prince. Borden-Carleton 
provided services to the travelling public throughout the entire year.  
 
The Cavendish, St. Peters and Summerside VICs operated as Destination Centres in 
partnership with the Province through the Destination Centre Agreement with their 
respective regional tourism associations. 

Corporate Services 
 
The Corporate Services Division of Tourism PEI is responsible for general administration, 
financial services, human resources, records management, insurance matters, Provincial Parks 
and Provincial Golf Operations. 

 
  



 

14 | P a g e  

Provincial Parks and Confederation Trail 
Provincial Parks was pleased to once again report an increase in campground visitation 
during the 2018 camping season. Overnight campground visitation was up approximately 
4.5% compared to 2017 based on a total of 40,785 sites sold. Seven of the Provincial Parks 
reported positive growth with Linkletter, Cedar Dunes, and Jacques Cartier showing the 
largest increases over the previous season. In terms of actual site nights sold, Red Point (8,247 
nights) and Cabot Beach (7,886 nights) continue to be the most popular campgrounds in the 
Provincial Park network of campgrounds. 

In addition to being enjoyed by Islanders across the Province, our Provincial Park system of 
campgrounds and day-use parks are an important component of our Island’s tourism 
industry. Ongoing capital improvements are critical to ensure parks are maintained to a high 
standard. In 2018-2019, Provincial Parks is continuing to improve our washrooms. We will be 
completing 2 new washrooms at Cabot Beach. We have also replaced some playground 
equipment at Jacques Cartier, Gateway Village and Kings Castle. Northumberland 
campground received some upgrades to the camp cabins, as well as a new lift station.  

Provincial Parks continues to coordinate and deliver a variety of summer programs to park 
visitors including children’s activities, nature and outdoor interpretative activities, sport 
activities and family activities. These programs continue to be well received by park users and 
greatly enhance their visitor experience. Parks was also pleased to provide lifeguard services 
on eight provincial park beaches across the province in 2018. This very important service 
allows Islanders and visitors alike the opportunity to safely enjoy our beautiful Provincial Park 
beaches. Provincial Parks has also been able to provide better beach accessibility to all visitors 
through the purchase of beach mats and floating wheelchairs. See Appendix C Accessibility 
Chart. 

The winter of 2019 was quite successful at The Mark Arendz Ski Park at Brookvale. Some early 
groomer issues made the purchase of a new alpine groomer necessary. Due to early snow this 
year and the hard work of the snowmaking team, the facility began the season on December 
28, 2018. We had a record number of students again for our Brown’s Volkswagen Ski School 
and hosted the 3rd Annual Ski Patrol Fundraising Night.  

Weather conditions were not optimal for the Brookvale Nordic Center.  Biathlon PEI continues 
to be a primary user group at the Nordic Center. This was the second year Brookvale has 
offered Fat Biking Trails and Fat Bike Rentals. We are excited about offering this new product. 

As Managers of the Confederation Trail, PEI Provincial Parks recognizes the importance of this 
unique product to both the Provincial Tourism Industry and the general well being of 
Islanders. In 2018 – 2019, Provincial Parks continued to work on an enhanced way-fare system 
designed to provide more detailed information on available amenities in communities that 
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border Confederation Trail. Also, in 2018 – 2019, Provincial Parks partnered with TransCanada 
Trail to upgrade a portion of the trail in Lake Verde. Finally, Provincial Parks would like to once 
again acknowledge the Department of Transportation, Infrastructure and Energy for their 
outstanding support and commitment to maintaining the Confederation Trail to the highest 
of standards. 

Provincial Golf Courses 
Golf is considered one of the pillars of the tourism industry and is therefore an important 
piece of the tourism strategy. 

The 2018 season saw 35,393 non-member rounds played at the three Provincial courses. This 
represented a 1.5% decrease in non-member rounds played over the 2017 season.  

For the 2018 season, standard rack rates increased slightly and packaged rates remained the 
same. In 2019, our standard rack rate will remain the same but the packaged rates will 
increase slightly. We will continue to offer 4 seasons instead of 3. The seasons will be as 
follows: Opening – May 31, June 1 – June 23, June 24 – September 29, and September 30 to 
close. The prices all vary slightly for these different seasons. 

Membership rates did not increase in 2018. In total, there were 465 members: 

• 105 full members 
• 82 senior members 
• 32 intermediate members 
• 39 weekday members 
• 61 afternoon members 
• 17 half season 
• 48 junior members 
• 12 pre-junior 
• 69 Diamond members.  

 
139 of these full members opted to include Dundarave as an addition to their membership. A 
new membership was offered in the spring called the Trial Membership. This membership 
gave people playing privilege from opening day until May 31.  

At the end of May, if they decided to purchase a regular membership, the cost of the Trial 
Membership was applied toward the cost of a season membership. There were 11 people 
who purchased the Trial Membership and 4 converted into season members.  
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The Links at Crowbush Cove: 
• Opened for the season on May 18th and closed Oct 14th. The course was in terrific 

condition throughout the season.  
 

• A wet fall did not allow us to complete many of the projects we had planned. We were 
able to complete a resod of # 1 green and extend the putting surface on hole # 11.  
In addition, we cleaned up some deadfall and underbrush, refaced some failing 
bunkers, and aerated all tees and greens. 

  
• Crowbush was visited by two golf only cruise groups, Kalos Golf and One Ocean 

Expeditions. These two groups had over 100 golfers plus media as guests. The One 
Ocean group arrived on the beach by zodiac where our staff greeted them.  
 
A major shoreline protection capital project was completed in March. The two sections 
of revetment on the shoreline that were placed in 2005 – 2006 were joined. This 
means that the holes that run along the shore (8, 9, 15, 16) are now protected from 
storm damage that may have resulted in a loss of greens or tees. This project was 
completed by G&P Trucking and was managed by TIE.   

Brudenell/Dundarave: 
• Brudenell opened for the season on May 11th and closed on Oct 14th. Dundarave 

opened on May 25th and closed on Oct 7th.  
 

• The wet fall weather did not allow us to complete many of the scheduled projects on 
the courses. However, we were able to do the following work on Brudenell - resod hole 
# 11, clear deadfall and underbrush, install drainage on hole # 13, and reface bunkers 
on hole # 14. We also aerated and topdressed all greens and tees on both courses. 

 
Financial Services and Office Administration 
Financial Services is responsible for budgeting, forecasting, regular expenditure monitoring, 
and the day to day fiscal management of the Corporation.  Financial Services also manages 
invoicing, receivables, collections, payables, banking, taxes, procurement, and external audits.  

Additional responsibilities include records management, Freedom of Information and 
Protection of Privacy Act compliance, contracts, insurance coordination, telecommunications, 
fleet management, and office administration. 
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Appendix A 
Legislative Responsibilities, Boards and Commissions 
 
Acts 
Highway Signage Act 
National Park Act 
Recreation Development Act 
Tourism Industry Act 
Tourism PEI Act 
Trails Act 
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Appendix B 

Financial Statements 
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Appendix C 
 
PEI Provincial Parks Accessibility Chart 2019 
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