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1 Introduction

The Municipal District of Bighorn No. 8 (hereafter referred to as the M.D. or Bighorn) is
a rural community located on the eastern slopes of the Canadian Rockies with five
principal residential hamlets a one hour drive from Calgary and in the immediate
vicinity of the towns of Banff, Canmore, Cochrane and Sundre.
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The Municipal Development Plan (MDP) and mission statement lie at the heart of any
subsequent work conducted by the municipality including economic development. The
mission statement for the M.D. is:

The Municipal District of Bighorn No. 8 is a rural municipality located in a beautiful
natural setting. It is characterized by ranching and other agricultural uses, industrial
uses, low impact tourism facilities, hamlets and large tracts of undeveloped crown land
reserved for forestry activities. It is recognized that the quality of life of our residents is
tied to a healthy, natural environment and a robust economy.
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This mission statement highlights several of the competing interests to be considered
in creating an economic development and tourism strategy including: agricultural
activities (ranching), industrial activities (notably resource extraction and power
generation), tourism development, hamlet and subdivision development and
environmental protection.

The Economic Development and Tourism Strategy that follows is based on a

substantial review of the existing economic base, including a demographic assessment

and an industry assessment, in the M.D. coupled with a comprehensive examination of

the various planning documents which guide developments in Bighorn. We have

supplemented these detailed facts with the opinions and local knowledge of key

stakeholders in and around the M.D. We accomplished this phase of the work through

a series of face-to-face and telephone interviews, 3 facilitated focus group discussions

andanon-l i ne survey that was available on the M. D.6s web s
to participate. Overall, direct input was received from over 90 residents, ratepayers

and stakeholders.

The above information was then supported with a review of best practices in economic

and tourism development, including a peer review by external tourism development

experts, as well as review of the plans and strategies of neighbouring communities.

We also included a review of pertinent information rece
to the Government of Al berta for the South Saskatchewan

All of this information was then summarized in a series of Strengths, Weaknesses,
Opportunities and Threats which were then translated to Strategy Recommendations
to reinforce or capitalize on the strengths and opportunities and begin to address
weaknesses and threats.

Specific recommendations have been made in three general areas as follows:
A Strengthening the base
9 Augment economic development staffing
9 Undertake collaborative economic development planning
9 Creation of a Business Directory
9 Undertake a long-term Growth Management Strategy
A Building Partnerships
9 Joint marketing
9 Regional Business Licensing
9 Highway Traffic Safety
9 Government of Alberta Partnerships and Initiatives
1

Stoney Nakoda First Nations Partnership
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2 Economic Base Analysis
2.1 Demographic Assessment

Population

Statistics Canada recorded the population in 2006 as 1,454; an increase of 11.4% from
the 2001 population of 1305. While Bighorn did not seem to be included in the regional
population gains from 1996 i 2001, the growth experienced between 2001 and 2006
was consistent with other neighbouring municipalities as is shown in Figure 1.
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Source: Statistics Canada Community Profiles adapted by Millier Dickinson Blais and EcDev Solutions

A municipalitydéds popul ati on, its age composition

factors in economic development as they play a key role in supporting business growth
and investment. The resident population is a source of entrepreneurs and new
business start ups. While an apparent unchanging population may present Bighorn
with challenges, this assessment will also look at aspects of the age and educational
composition of the local population as well as current employment characteristics and
commuter flow patterns to more clearly understand the potential and challenges
presented of the M.D. As other neighbouring communities have capitalized on the
growth and prosperity of Calgary and as the City of Calgary is a major economic driver
for the Province of Alberta, this report will also look at opportunities for the M.D. to
attract residents and businesses from Calgary and other neighbouring communities.

The population of Bighorn is concentrated in the unincorporated hamlets of Exshaw
(446) , Har vi e Height s (207) , Lac Des

Benchlands (49) along with the dispersed rural population living through the M.D. The
Municipal District has no further plans for additional subdivision development in Harvie
Heights, Lac Des Arcs or Benchlands but is planning for considerable population

Ar cs

equivalency increases in other residential areas inthene xt 25 years. The

out pl ans for the next 25 years include
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Flats; 1,640 from 446 in Exshaw and a possible 7,900 residents on the Horseshoe
Lands® located within the M.D. but under the ownership of the Stoney Nation. If these
projections are realized this will result in a total population growth of over 2000% in
these communities (the Horseshoe Lands currently have no residents).

Figure 2 shows how the various age groups have been changing in Bighorn and
neighbouring communities. While most of the neighbouring communities have shown
an increase in most age groups, in the last five years Bighorn has shown a decline in
all age categories aged 15-54. These age groups comprise the working age population
of the community and a decline in this age group is cause for concern and might
challenge the community in both new business start ups and business investment
attraction efforts (negative growth is shown in red).

Bighorn Canmore Rockyview Cochrane

% Change % Change % Change % Change % Change % Change % Change % Change
Age Group 1996-2001 2001-2006 1996-2001 2001-2006 1996-2001 2001-2006 1996-2001 2001-2006
Total Population 2.8% 11.4% 29.2% 11.5% 31.6% 11.3% 59.0% 16.6%
0-4 -21.4% 9.1% 0.0% 0.0% 12.2% -1.8% 41.5% 9.6%
5-14 -10.8% 3.0% 10.3% -3.6% 28.5% 3.4% 49.8% -0.2%
15-19 20.0% -22.2% 60.0% -0.7% 43.8% 14.5% 74.3% 24.7%
20-24 7.7% -35.7% 63.6% 6.2% 36.2% 14.4% 59.4% 28.2%
25-54 1.6% -7.8% 29.8% 9.6% 27.4% 4.8% 58.3% 8.7%
55-64 27.3% 17.9% 49.0% 67.8% 47.5% 39.4% 124.0% 70.8%
65-74 0.0% -5.0% 24.3% 19.6% 50.0% 27.5% 78.8% 53.8%
75+ 28.6% 55.6% 34.8% 38.7% 48.7% 67.3% 23.4% 41.8%

Source: Statistics Canada Community Profiles adapted by Millier Dickinson Blais and EcDev Solutions?

Immigrant and Mobility Status

Immigration has been a primary source of population growth and labour in much of
Canada in recent years. Alberta has been no exception to this trend and has seen the
population of immigrants increase in recent years. Attraction of immigrants to a
community has been supported as foreign national migrants often bring with them high
levels of education, a diverse set of skills and an entrepreneurial culture. Consistent
with the relatively unchanged population, Bighorn has a comparatively low immigrant
population as seen in figure 3. Efforts in attracting new residents may need to consider
amenities and service needs of New Canadians such as English as a Second
Language, creating a Guide to available services for new Canadians or immigrants and
other targeted services for example.

! Internal document provided by municipal staff

2Theinital2006 census recorded Bighornés population at 1,264. Corrections
the census revised the total population of Bighorn at 1,454, however, the revisions to individual age groups

have not been made available. The growth (negative growth) numbers shown in this chart are from the

original 2006 census data and consequently will not match the total population numbers.

Municipal District of Bighorn No. 8 Economic Development and Tourism Strategy
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FIGURE 3: IMMIGRANT POPULATION AS A PERCENTAGE OF TOTAL POPULATION: BIGHORN, 2006

population lived at the same address five years ago. This stability is a community
strength and underscores the need for resident population input to be considered in
future development plans. It is likely the residents of Bighorn will have a high level of
commitment to the community and will have a direct stake in any development
proposals for their community.

FIGURE 4: POPULATION MOBILITY: BIGHORN, 2006
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Source: Statistics Canada Community Profiles adapted by Millier Dickinson Blais and EcDev Solutions

Income and Education

The income of a resident population can indicate the ability to invest in new business
start ups or support new businesses in the community. As seen in figure 5, the
residents of Bighorn are in lower income categories when compared to the province
as a whole. The most distinguishing bracket is in households earning over

$100,000/year with the provincial average at over 25% of all households falling into
t his

category

compared

Wi

t h

Bighornos

6 %

Bighornos

of

househol
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$100,000 and Over
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$70,000-$79,999
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$40,000-$49,999
$30,000-$39,999
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$10,000-$19,999
Under $10,000

= Alberta

= Bighorn
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Source: Statistics Canada Community Profiles adapted by Millier Dickinson Blais and EcDev Solutions

The level of education of a community can also impact business start ups and
business attraction objectives. Higher levels of education are associated with higher
incomes. In addition, higher levels of education leave populations in a better position to
weather economic storms with consistently lower levels of unemployment than
populations with lower levels of education. As can be seen in figure 6, the M.D. of
Bighorn has, compared to the provincial average, a higher percentage of the
population with a high school diploma or less. A strong point is the relatively high
percentage of the population holding a college or non-university diploma.

University Degree

I
I
University Certificate below Bachelor =
I
L |

College of othernon university Diploma

= Bighorn

‘ ‘ = Alberta
Apprenticeship or Trades Certificate or Diploma 7 {

BCLESS Ly

No Certificate

0.0% 5.0% 10.0% 15.0% 20.0% 25.0% 30.0% 35.0%

Source: Statistics Canada Community Profiles adapted by Millier Dickinson Blais and EcDev Solutions

Education| evel s are often used as a proxy f
and entrepreneurial activity. While Bighorn appears to have a relatively lower level of
education than the provincial average, understanding the types of diplomas held by
those with a college or university diploma can reveal the types of businesses to target
in economic development initiatives. In the case of Bighorn four areas stand out, as
seen in figure 7. These being:

or

a

community®o

10
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Architecture, engineering and related technologies

A
A Business management and public administration
A Health, parks, recreation and fitness

A Education

It is worth noting that, while architecture, engineering and related technologies and

business management and public administration are also leading diplomas held by

Albertans as a whole, the M.D. of Bighorn has a relative strength in these two areas.

That is to say the proportion of those holding these diplomas in the M.D. is higher than

the provincial average. These diplomas are also associ i
6creative industriesd a topic which wild.l be discussed
employment by occupation.

Other
Personal, protective and transportation services

Health, parks, recreation and fitness

Agriculture, natural resources and conservation

Architecture, engineering, and related technologies
Mathematics computer and information sciences

. " . . = Alberta

Physical and life sciences and technologies X

: . . . = Bighorn
Business management and public administration
Social and behavioural sciences and law
Humanities

Visual and performing arts, and communicationsé

Education

0.0% 5.0% 10.0% 15.0% 20.0% 25.0% 30.0%

Source: Statistics Canada Community Profiles adapted by Millier Dickinson Blais and EcDev Solutions

2.2 Industry Characteristics

Labour Force Characteristics

Labour force characteristics are often used as a measure of the economic health of a
community. Alberta has consistently been noted as having higher participation rates
and lower unemployment rates than other provinces in Canada. While Bighorn exhibits
lower participation rates than the provincial average, unemployment rates are also
lower indicating that a higher percentage of those participating in the labour force are
able to secure work. However, a note of caution must be given as the data referenced
in figure 8 is taken from the 2006 Census of Population. Since this time, the national
and provincial economies have been through a dramatic recessionary period. In 2009
Alberta recorded a participation rate of 74.3% and unemployment rate of 6.6%. While
participation rates have remained consistent, unemployment has increased. Similar
statistics for Bighorn are not available between Statistics Canada census periods.

11
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Unemployment Rate

70.9%
Employment Rate T = Alberta
68.9%

= Bighorn
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Source: Statistics Canada Community Profiles adapted by Millier Dickinson Blais and EcDev Solutions

Employment by Industry and Commuter Flow

Investigating employment by industry can assist in revealing industry strengths and

can assist in beginning to understand 6éclustersd of ac
existing businesses are interested in locating near other similar businesses to take

advantage of a shared supply chain, skilled labour pool and other unmeasured benefits

such as networking and marketing profile. In the case of Bighorn, figure 9 displays

clear strengths in construction, manufacturing and accommodation and food services.

It is likely those employed in construction and accommodation and food services are

working in neighbouring municipalities. The concentration of manufacturing in Bighorn

results from the concentration of cement plants in the Bow Valley Corridor.

The data presented in figure 9 represents the industry in which the residents of the
M.D. work. It does not represent where they work. Understanding where residents
work might reveal potential business attraction opportunities by offering these workers
employment in their home municipality. Figure 10 displays the number of residents that
work elsewhere in each of the stated industries.

12 Municipal District of Bighorn No. 8 Economic Development and Tourism Strategy
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Public Administration

Other Services
Accommodationand Food Services
Arts, Entertainmentand Recreation
Health Care and Social Assistance
Educational Services

Administrative and Support, Waste Managementandé

Management of Companies and Enterprises
Professional, Scientificand Technical Services
Real Estate, Rental and Leasing

Finance and Insurance

Information and Cultural Industries
Transportation and Warehousing

Retail Trade

Wholesale Trade

Manufacturing

Construction

Utilities

Mining, Oiland Gas Extraction

Agriculture, Foresty, Fishing and Hunting

0.

= Alberta
= Bighorn

IS)
X

20% 40% 6.0% 8.0% 10.0% 12.0%

14.0%

16.0%

Total Resident

% Residents Working in

Source: Statistics Canada Community Profiles adapted by Millier Dickinson Blais and EcDev Solutions

% Residents Working

Employment by Industry Bighorn Elsewhere
Total - All Industries 730 41.8% 58.2%
Agriculture, Foresty, Fishing and Hunting 30 66.7% 33.3%
Mining, Oil and Gas Extraction 35 100.0% 0.0%
Utilities 10 100.0% 0.0%
Construction 100 50.0% 50.0%
Manufacturing 80 81.3% 18.8%
Wholesale Trade 15 0.0% 100.0%
Retail Trade 70 35.7% 64.3%
Transportation and Warehousing 30 66.7% 33.3%
Information and Cultural Industries 15 33.3% 66.7%
Finance and Insurance 10 0.0% 100.0%
Real Estate, Rental and Leasing 0 0.0% 0.0%
Professional, Scientific and Technical
Senices 20 0.0% 100.0%
Management of Companies and
Enterprises 0 0.0% 0.0%
Administrative and Support, Waste
Management and Remediation Senices 30 66.7% 33.3%
Educational Senices 30 33.3% 66.7%
Health Care and Social Assistance 50 0.0% 100.0%
Arts, Entertainment and Recreation 15 33.3% 66.7%
Accommodation and Food Senices 90 38.9% 61.1%
Other Senices 55) 9.1% 90.9%
Public Administration 45 77.8% 22.2%

Source: Statistics Canada Community Profiles adapted by Millier Dickinson Blais and EcDev Solutions

*Due to Statistics Canadads practice of randomly roundi or obser v

calculations are not exact and total numbers of commuters may not equate to 100% of all workers.

ng f
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Over half of all resident workers (58.2%) do not work in the M.D. In the cases of
wholesale trade, finance and insurance, professional, scientific and technical services
and health care and social assistance virtually all the resident workers are working in
another municipal jurisdiction.

Many workers might enjoy the opportunity to work closer to home. Potential investors
should take note of these commuting workers and consider the possibility of luring
them away from their current employment thus counting them as a potential labour
force. The M.D. might also consider those working in industries ideally suited to home
based businesses or home offices such as professional, scientific and technical
services, arts, entertainment and recreation or even accommodation and food services
(bed and breakfast) and explore ways to encourage commuting workers in these
industries to establish home based businesses in the M.D.

For those industries that have residents working outside the M.D., figure eleven shows
the top destinations of those employees. Figure 11 shows that virtually all of the
workers leaving the M.D. to work in construction (half of all construction workers) are
working in Canmore. In accommodation and food services the top destinations are
Banff, Canmore and Cochrane. Calgary is attracting significant numbers of workers in
public administration, administrative support and waste management and remediation
as well as professional, scientific and technical services industries.

Public Administration

Other Services
Accommodationand Food Services

Arts, Entertainment and Recreation
Health Care and Social Assistance

Educational Services
Administrative and Support, Waste Managementand Remediatioré
Professional, Scientificand Technical Services

= Canmore
= Banff

Finance and Insurance

Cochrane

Information and Cultural Industries
Transportation and Warehousing

Retail Trade

Wholesale Trade {

Manufacturing

Construction

Agriculture, Foresty, Fishing and Hunting

= Calgary

|
|
|
[
|
|
|
[
|

0.0% 20.0% 40.0% 60.0% 80.0% 100.0% 120.0%

Source: Statistics Canada Community Profiles adapted by Millier Dickinson Blais and EcDev Solutions

Employment by Occupation

Assessing employment by occupation can, in some ways, be more valuable than
assessing employment by industry as occupations inform what it is that people do
rather than the nature of the industry in which they work. Understanding what they do
presents a clearer picture as to what other activities they may be engaged in or in

4Due to Statistics Canadab6s practice of randomly
calculations are not exact and total numbers of commuters may not equate to 100% of all workers. However,
this does give a good impression as to the relative number of commuting workers.

roundi

ng

f

or

observ
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which activities the M.D. can direct their economic development energy. As can be
seen in figure 12, provincial occupational strengths are found in sales and service,
trades transport and equipment operators, business finance and administration and to
some extent management. While each of these is also a strength for Bighorn, the M.D.
possesses comparative strengths in the areas of management, social science,
education, government service and religion, health and art, culture, recreation and
sport.

Processing, manufacturing and utilities

Primary industry — {
HE D T ey ——————————————————————————————
R

Art, culture, recreation and sport —

= Alberta
Social science, education, government service and religion S = Bighorn

1
Health

Natural and applied sciences — {

Business, finance and administration — ] {

Loy ——————————————————————

0.0% 5.0% 10.0% 15.0% 20.0% 25.0%

Source: Statistics Canada Community Profiles adapted by Millier Dickinson Blais and EcDev Solutions

Each of these areas of strength falls into what Professor Richard Florida refers to as
the creative class or those skilled and specialized workers that are valued for what they
create rather than what they make. In his book, The Rise of the Creative Class,
Professor Florida describes the economic impact of these workers and the importance
of attracting and retaining the creative worker. His work describes the kinds of places
that attract creative workers and, while the focus is on cities and urban characteristics,
there is value in understanding that some creative workers will be attracted to rural
locations such as Bighorn for the quiet country life. Creative workers carry with them
an important characteristic i they can and do work from anywhere. They are not tied to
place and so it is open competition to attract them to your municipality.

The creative class of worker is someone engaged in science and engineering,
architecture and design, education, arts, music and entertainment, business and
finance, law and health care and related fields. Based on his work and employing
National Occupation Codes and definitions the creative occupations in Canada are
said to comprise:

A Professional and technical occupations in natural and applied sciences
A Teachers and professors

A Professional and technical occupations in art, culture, recreation and sport

15
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Finance and insurance related occupations
Professional and technical occupations in health care

Nurse supervisors and registered nurses

A
A
A
A Judges, lawyers, psychologists, social workers and ministers of religion

The relatively high concentration of workers in management, social science, education,
government service and religion, health and art, culture, recreation and sport found in
the M.D. is an indication that the municipality has already begun to attract creative
workers to the area. Gaining an understanding of what influenced these workers to
locate in Bighorn may assist the municipality in attracting more creative workers,
innovators and entrepreneurs.

Returning to the commuter flow data presented in figure eleven suggest the M.D.
would be best served in attracting workers from Canmore, Banff and Calgary given
there are already a number of residents in creative occupations working in these
communities. Further, the M.D. should support these workers to establish home based
businesses or locally based businesses to increase the business activity in the M.D.
The City of Calgary makes a clear case for the creative worker and creative industries
in Calgary”®.

According to Calgary, and many other economic development groups, traditional
definitions of creativity have been limited to the promotion of culture and the creation of
artistic endeavours (such as painting, sculpting, weaving, etc.). However, new
technologies and the demand for creative design, in a myriad of industries, are
successfully broadening the definition of Creative Industries to include other sectors of
the economy such as architecture, drafting, multi-media, software design, consulting,
film and video production, information technology, research and development, and
many more. All of these industries use imagination, inspiration and innovation to
encourage economic development activity including employing the creative worker and
the creation of new businesses.

Whil e Calgaryds work focuses on its wurban attracti

terms of outdoor and rural attractions. Its location on the eastern slopes of the
Canadian Rockies offer its residents unparalleled access to nature and wildlife.
Bighorn offers a rural lifestyle against the incredible backdrop of the Rocky Mountains
within an hourés lhdrairvgeesclf céasadadmet4d opol i tan
Canadads | argest cities with cor eannmgnitiesat i ons
it has to offer. The key thing to keep in mind is that creative workers can, and do, work
and live anywhere they choose. It is up to Bighorn to find those characteristics of the

municipality most sought after by the creative worker.

® http://www.calgaryeconomicdevelopment.com/industry/creative

ar ea
over
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Municipal Tax Rates

Municipal tax rates and other associated business costs are costs factored into
business location decisions made by all firms. All else being equal (access to skilled
labour, input goods and customers along with transportation corridors and quality of life
etc.); communities with lower municipal tax rates are at a comparative advantage to
other communities. As can be seen in the figure 13, the M.D. of Bighorn has
significantly lower tax rates than all neighbouring municipalities for both
residential/farmland and non-residential taxes.

FIGURE 13: MUNICIPAL TAX RATES: BIGHORN AND NEIGHBOURING COMMUNITIES, 2009

| | | |
calgary TR 5213
9ay e 2620 | |

Rocky View T 6.738
y I 2.246

Cochrane M 6.340 o
3720 = Non-residential

I = Residential/Farmland
Canmore 3476
619

. I
Bighorn -W

0.000 2.000 4.000 6.000 8.000  10.000

4.759

Source: Alberta Municipal Affairs Municipal Profiles adapted by Millier Dickinson Blais and EcDev Solutions
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3 Document Review

3.1 Municipal Document Review

Municipal Development Plan (MDP) 1998

The Municipal Development Plan identifies several goals that must be considered in
creating an economic development and tourism strategy these being:

A Protecting the natural environment especially in areas deemed as environmentally
significant

A Encourage the conservation of energy and the development of alternative energy
A Recognize the significance of the Ranchlands portion of the M.D.
A

Recognize the significance of resource extraction, power generation and other
industrial development in the Bow Valley Corridor

Ve

A Directing tourism and related development to areas that will not impact the
industries of the Bow Valley Corridor

It is important to note that the Municipal Development Plan is now being reviewed and
updated.

Considerations to the natural environment feature prominently in the MDP and
subdivision and hamlet development may require impact assessments or wildlife
management studies to proceed. The MDP raises concerns to the development of
lands located in the West Jumpingpound Area due to limited access (7.1.16) and the
M.D. does not encourage tourism development along Highway 1A due to the high
volume of trucks using the Highway (7.2.1)

Comments on Tourism

A Itis noted that bed and breakfast facilities are permitted as an accessory use
within private residences as a home occupation (9.1.17), however, they are not
permitted in the hamlets of Lac Des Arcs or Harvie Heights(13.6.8).

A ltis suggested that tourism development should come from the community itself
(10.1.1) and should be built and operated by community groups to serve the local
community first but may also serve visitors to the area (10.1.4).

A Large scale tourism and commercial recreation facilities are not normally
considered, however may be considered adjacent to exiting major transportation
routes (10.1.7).
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A The community in the Jamieson Road area has expressed deep concerns about
tourism devel opment in the area and a desire to maint
and rural nature (10.2.3).

A Low impact tourism developments may be considered in the Bow Valley Corridor
(10.3.2), however, developments will be restricted to sites with a history of such
devel opment in the commercial areas of Harvie Heights
(10.3.3).

Comments on Industrial Development

A Where feasible, new industrial development should be located in areas of previous
mineral extraction, or other previously disturbed areas (11.1.7).

A The M.D. strongly supports the continued development of mineral extraction
(11.2.2) but new industrial operations should be located close to Highways 1A and
1X to minimize intrusion to other areas of the Bow Corridor Watershed Area
(11.2.5).

Comments on Hamlets:

A Commercial development in Benchlands is not permitted (13.2.2).
A Commercial land use will not be permitted in Lac Des Arcs (13.6.1).

A Asubstantial light industrial area should be established northeast of Pigeon Creek
in Dead Mandés Flats (13.3.10).

A Exshaw can grow to accommodate approximately 1,000 people and future
commercial development is encouraged (13.4.7) in order to serve the local
community (13.4.8).

Light industrial uses are encouraged in the South Exshaw Industrial Park (13.4.9).

>

Respective interests of residential and commercial landowner interests in Harvie
Heights must be considered in any new development. Commercial uses oriented
towards the traveling public are deemed appropriate (13.5.9).

Integrated Community Sustainability Plan

The Integrated Community Sustainability Plan was created in 2008 with the intent to
provide council with a document to provide guidance on future planning and
developments in order to strike a balance between anticipated development and the
concerns of current residents regarding taxation and life-style. It is intended to set the
stage for growth that is well managed, properly developed, fiscally sustainable with
minimum impact on the lifestyles currently enjoyed by M.D. residents.

The plan sets out planning processes and provisions for the achievement of full build
out in the hamlets of Exshaw and Dead Mandéds Flats as w
Hor seshoe Lands Devel opment. The | CSP states the M. D. (
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manageable and sustainable growth with a projected permanent population in the
10,0007 12,000 range.

3.2 Area Development/Redevelopment Plans

Bar C Ranch and Resort Area Structure Plan 2010

The Area Structure Plan (ASP) and proposed Land Use By-Law Amendment would
allow for the redevelopment of up to a maximum of 45 recreational/second
home/cabin accommodations units alongside the existing overnight guest
accommodations on the property. The ASP includes the redevelopment of an existing
restaurant and new equestrian centre. The objective of the current owners is to work
towards viable cattle operations and develop a business model that would protect the
uniqueness of the property. The ASP conforms to the use of land as tourism and
ranchland/recreation and uses portions of the existing development that remain viable.

Carraig Ridge Area Structure Plan 2007

This area structure plan is limited to requesting special subdivision and density
allowing for the low impact development of 45 homes in the south Jamieson Road
area. It does not make any noted request for home based businesses or commercial
usage in the ASP.

Ghost River Country Residential Area Structure Plan (1994)

The Ghost River ASP plans for the orderly subdivision and development of a country
residential district immediately west of the Summer Village of Waiparous that is
sensitive to the natural attributes of the surrounding area.

Horseshoe Lands Area Structure Plan 2007

The proposed development in the Horseshoe Lands area will combine residential,
retail, and public uses. To strengthen the economic base of the community home
occupations, small business and telecommuting will be encouraged. Light industrial
uses will be considered appropriate for the lowlands employment area while the central
business park will support clean industrial, office and service/retail industrial activities.
The Town Centre employment area will be designated for specialized
commercial/artisanal employment uses as well as serving the basic needs of the
community and tourists. Discussions with the province are underway regarding the
possibility of locating a convention centre or heritage centre within the proposed
development.

Lac Des Arcs Area Structure Plan (1998)

The Lac Des Arcs ASP allows for the subdivision and development of the southern
portion of the hamlet into low density family housing. At the time of this report, the
Hamlet of Lac Des Arcs is believed to be at full build out capacity.
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The Rafter Six Ranch Resort Area Structure Plan (2006) Adopted

The Rafter Six Ranch Resort ASP allows for the redevelopment and expansion of the
tourism and accommodation facilities on the Rafter Six Ranch Resort Area. The
redevelopment will include the expansion of the existing lodge kitchen, banquet and
meeting areas along with increased accommodations in the existing lodge. Existing
cabins will be moved and repurposed. New hotel and staff accommodations will be
developed. These new developments will follow the architectural theme and historical
nature of the resort and conform to the natural setting of the area. The ASP required
wildlife studies to be conducted prior to new development. Future plans also include
the development of new equestrian facilities. Municipal Bylaw 04/11 allowed for
revisions to the ASP to include the development of additional guest cabins and a
western main street to serve as an adventure activity hub to the complex.

South Exshaw Area Structure Plan (1997)

The approved South Exshaw ASP allocates areas A, B, C and D (as per Map 1) in
South Exshaw for industrial development. The plan allows for multi-tenant industrial
facilities on minimum lot sizes of 0.5 acres. The ASP allocates Area E for recreation
and sets aside and prohibits development along the Bow River flood plain.

Dead Manbés Fl ats Area2BkGdevel opment Pl

The vision for t heFldtsusttaestablisb d vibet,avdll-coaentéds
environmentally aware hamlet that is comprised of an economically viable commercial
core, a business park and attractive residential areas. It will be a successful mountain
village offering services and amenities to residents, employees, outdoor enthusiasts
and visitors. Characteristics of the community will be:

A Acommercial core with retail, services and tourist accommodation

A Commercial development at ground level with potential for office and studio spaces
above and to the rear along second avenue

A Staff housing is encouraged with commercial development
A Anew business park will support light industrial uses sensitive to residential and
commercial development and low demands on water and sewer infrastructure

Land Use Plans and Maps 2010

The haml et s of Exshaw, Dead Manos Fl at s
designated residential, commercial and industrial land use areas allowing for future
development. The hamlet of Lac Des Arcs is restricted to future residential
development only.

an

and
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3.3 Industry Document Review

South Eastern Slopes Secondary Source Tourism Information (2003) and
Task Force Report (2010)

The South Eastern Slopes Task Force has identified several issues that are present in
the area. These issues are due to the increase of recreational activity occurring in the
area from visitors. The Southern Eastern Slopes Recreational Survey has identified
that about 1 million visits occur in the area annuallys. The issue with the increased
activity relies in the lack of regulatory power present in the area as identified by the
Task Force. There is a need for sustainable recreational use and the help of the
province to enhance public safety on not only crown lands but private lands as well.

The Travel Activities and Motivation Survey conducted in 2006 and reported in the
profile report of Canadian travellers to Alberta in 2008 outlines activities that travelling
Canadians partake in Alberta. Wildlife viewing, hiking, camping and climbing, were
activities that half of the visitors to Alberta were involved in’. The Task Force outlines
that visitors to the area would come to participate in those activities. It is recommended
by the Task Force that the province should help with the planning and development of
a strategy that can guide the regulation and safety of these activities in the South
Eastern Slopes.

Upon review of the ASecondary Source Tourism I nformat.i
Southern Eastern Slope s 6 ( Al berta Economic Devel opment, 2003) it
that this report was both generic (data presented was not specific to the area) and

dated. As such other reports were reviewed to supplement this area. These are

presented below.

Visitor Datai Tourism, Parks and Recreation i March 2010

The Calgary and Area along with the Canadian Rockies bring in 37% of all Alberta
bound Canadian visitors who spend the night (figure 14). These areas also attract 35%
of all USA visitors and 69% of all overseas visitors spending the night in Alberta. The
M.D of Bighorn is strategically positioned in this area and, as such, has considerable
potential to attract some of this market.

® Southern Eastern Slopes Recreational Survey, 2004
" Canadian Travellers to Alberta: A Profile Report, 2008
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Person Nights Canada USA Overseas
28.55 million 3.87 million 9.21 million
Alberta North 6% 6% 6%
Alberta Central 20% 12% 5%
Edmonton and
Area 21% 38% 16%
Canadian Rockies 10% 25% 33%
Calgary and Area 2T% 10% 36%
Alberta South 12% 8% 3%
Region
Unspecified 4% 1% 1%

Source:Extracted from Alberta Tourism Parks and Recreation Visitor Data, 2010

The UK represents the largest segment of overseas visitors (figure 15) and has been
experiencing recent growth. Germany and Japan also represent significant overseas
segments and have been stable in recent years.

I Overnight Person-Visits
British Columbia 822,000
Saskatchewan 626,000
Ontario 374,000
United Kingdom 229,000
Manitoba 171,000
California 99,000
Germany 90,000
Washington 68,000
Japan 58,000
Montana 53,000
The Netherlands 48,000
Texas 47,000
Colorade 43,000

Source: Extracted from Alberta Tourism Parks and Recreation Visitor Data, 2010
Agri Tourism Market Potential Assessment of Alberta (Quantitative
Report) i July 2003 (Gov. AB)

The salient findings from this study provide a background of the & O &gri-tourism
market.

A Agri-tourism activities have a very broad appeal with nearly all respondents (99%)
indicating they are somewhat or very likely to take part in at least one of the
activities.

9 Shopping at a farmers market stands out as the agri-tourism
experience that respondents are most likely to take part in.

County fairs and rodeos are also popular with the majority.

Food related activities such as sampling regional foods, visiting a
market garden, wineries or attending fall country suppers are popular.
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9 Horse related activities such as experiencing a cowboy lifestyle,
horseback riding in the foothills, and horseback riding in the prairies
are also popular.

i Respondents are more likely to choose accommodations such as a
cabin, country inn, or cottage than accommodations such as tent
camp, farmhouse, barn loft or bunkhouse during an agri-tourism
experience.

9 Respondents indicate they are more likely to visit a provincial park or a
bird sanctuary, go hiking, go on a sight-seeing trip, ride a bicycle or
visit a museum if these were available along with agri-tourism
activities.

Bighornés proximity and ability to provide

including horseback riding, hiking and cycling allow for the growth of agritourism
opportunities if partnered with these outdoor recreation opportunities. Providing for
accommodations such as a country inn, cottage or farmhouse also seems to present
an opportunity to the M.D.

New Zealand Farm Tourism Article i April 2006

Farmers in New Zealand have come to include tourism as a part of their business
strategies. Experience shows that turning farms into eco-tourist adventures or rural
cafes, sheepdog shows, etc can attract the attention of visitors who are on rural
holidays. One of the main attractions that farm tourism can bring is the personal

interaction with farm family |Iife. Ur ban

family works can experience it for themselves.

Agri-tourism may also work to preserve the natural environment, where farms can act
as sanctuaries for wildlife. Agri-tourism provides an opportunity to be part of the culture
and social environment of a farming community. It can assist in preserving heritage
and rural community values that are quickly being supplanted by urban counterparts.

Tourism Activity Motivator Survey - TAMS (December 2007)

Over the period of 2004-06, 11.7% of adult Canadians participated in an agri-tourism
activity while on an out-of-town, overnight trip of one or more nights. Fruit-picking at a
farm or open field (8.3%) was the most popular agri-tourism activity followed by dining
at a farm (3.7%) and visiting a harvesting or other farm operation (2.1%). Participating
in an agri-tourism activity while on a trip was the 11™ most frequent culture and
entertainment activity type undertaken by Canadian pleasure travelers. Of those who
participated in an agri-tourism activity, 21.5% (621,453) reported that this activity was
the main reason for taking at least one trip.

Travelers who participated in agri-tourism activities while on trips are more likely to be
female (54.6%) and are predominantly 35 to 44 years of age. Most are married and
they are more likely than average to have dependent children (less than 18 years)

or

sever

ers who
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living at home. They are less affluent than the other activity segments and report the
lowest household income ($72,288) of the 21 culture and entertainment activity types.

Travelers who participated in agri-tourism activities are more active than the average
Canadian pleasure traveler while on trips. They frequently participated in activities
closely associated with agri-tourism (e.g., tasting, garden-themed attractions,
equestrian & western events) as well as other participatory activities (e.g., aboriginal
cultural experiences). They were also frequently involved in nature-oriented activities
(e.g., horseback riding, fishing) and family-oriented activities (e.g., cycling, sports &
games). They take budget-conscious vacations that often involve camping and that
offer learning opportunities, novelty and lots to see and do for both adults and children.

The TAMS Report confirms the findings of the Government of Alberta Agri-tourism
Market Potential Assessment, showing that a connection between outdoor recreational
and agri-tourism activities. Combining the two into a single marketing offer increases

the potenti al of attract i tiviy. It padiqularshikiflgsi ai nt er est s

strength of the M.D of Bighorn - has a strong correlation with agri-tourism activities.

Bow Corridor Rock Industry (1997)

The report by the rock industry identifies several benefits of the presence of the
industry:

Production of quarriable materials for Alberta

Provides significant employment to the M.D Bighorn and surrounding communities
Contributes a large amount of tax revenue for municipalities

Major supplier to the construction of local areas reducing supply costs

Large consumer of local goods

> v > D> D> D>

Contributes to over 100 community groups and initiatives

The report also recognizes the environmental management responsibilities of the
industry such as:

A Operates well within the Alberta Environmental Protection regulations.

A Inspection of plants for the efficient operation of environmental protection
equipment

A A part of a community environmental committee

While air quality reports from 2001 indicate Bow Corridor air quality are on average
with other rural communities there remains the perception of air quality issues in the
area. Visitors to the area have perceptions of existing mining operations, air quality,

wildlife movement and ecol ogical integrity

tourists to the area. While there are several reports stating the minimal impact of the

existing mining operations, this does not

operations and the impact these perceptions might have on visitation.

di

t hat

scount
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mi ght
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4 Strategy Foundations

4.1 Economic Development Fundamentals

The overall mission of most Economic Development efforts is to facilitate business
growth and overall community prosperity.

Successful economic development results in business growth and industry
development, increased investment and trade activities. In turn, this fosters increased
competitiveness, access to foreign markets, sustainable prosperity, diversification,
productivity improvements, higher employment and a desirable quality of life for the
residents of the community.

There are essentially five (5) different, but related, strategies which economic
developers focus on to successfully achieve this mission. These are:

Business Retention and Expansion

Retention and expansion of local companies is a crucial strategy as numerous
research studies have indicated that the majority of economic growth comes from local
companies. Key activities include the development of relationships with existing
business to:

A understand their issues, opportunities and impediments to investment and growth,
A obtain insight into broad policy issues affecting the business community,

A assistin early identification of external business and investment opportunities to
support and complement the existing business, and

Again knowl edge about c bangexpansesdppoliunites ness gr owt
and plans.

The economic development role in these situations is to assist these businesses
through the identification of potential solutions, connecting them with others who can
help and by promoting existing programs and services that can meet their needs.

Business and Investment Attraction

Foreign, out-of-province and out-of-region direct investment can be a significant source
of economic benefit. Investment attraction focuses on persuading business,
entrepreneurs and business immigrants to invest in a location. Investment
encompasses:

A Companies (business relocation and expansion),

A Capital (research and development, venture capital, acquisitions and joint
ventures), and
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A People (talent, innovation, skilled workers).

Successful attraction requires a targeted approach. The role of economic developers is
to profile local opportunities that differentiate the region from competing jurisdictions,
identifying specific prospects, developing specific business cases and then pursuing
the opportunity.

New Business Start-up and Small Business Development

New and small businesses are the lifeblood of any thriving community. It is critically
important that economic development efforts focus on nurturing and supporting local
businesses and new local start ups. It is widely believed that almost 80% of the new
jobs created in any given community are created through the growth of existing
companies coupled with new local start ups.

Support activities are usually based on a local Business Visitation Program where the
focus is on growth, expansion, import replacement, and the identification of barriers,
obstacles and hurdles that need to be removed. These actions can be enhanced and
accelerated through formal education programs targeted to business needs, incubator
programs, and the establishment of effective business support organizations i such as
the local Chamber of Commerce for example.

Marketing, Promotion and Communication

Marketing and promotion are the outreach efforts that inform potential new businesses
and tourists about the community, the opportunities, and the attractions available.

Todaydés marketing environment is absolutely full of fAco
messageso from competing commuthatmassagesbe It is therefore
as crisp, c¢clear and compelling as possible in order to

At the same time, there is an overwhelming choice of marketing and promotion
vehicles available ranging from print, the internet, streaming video and audio, to radio,
television, trade shows, and outgoing prospecting missions. A careful analysis of the
effectiveness and reach of these instruments will pay off handsomely to ensure the
maximum exposure to the appropriate audiences.

Also, as no community can possibly afford to advertise and promote itself in all markets
in Canada, let alone North America and overseas, a careful analysis will need to be
conducted to ensure investments in the appropriate markets where your targets i both
businesses and tourists i can be reached most effectively and efficiently. Often
community marketing and promotion investments can be leveraged with those already
being made by the private sector and other levels of government.

While marketing and promotion focuses on selling the community and its competitive
advantages to existing and prospective businesses, communications focuses on
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informing and information sharing. Engaging stakeholders, clients, prospects and

volunteers in an ongoing di dohgtenusuccess cr uci al

Business Information and Research

To succeed in todayds highly competitive

are very sophisticated and typically use third party, verifiable information on which to
base their investment decisions. Typically, the following is the minimum Business and
Market Research activities that are needed to support effective economic development
and community promotional efforts:

Ve

A Provide up-to-date information about key economic sectors and their recent
performance,

A Identify and evaluate current issues impacting local/regional economic
development and performance,

A Identify internal and external economic trends and target opportunities for business
development,

A Compile and disseminate key statistics and economic indicators,
A Collect and provide community lifestyle and tourism information,
A

Evaluate potential target markets as opportunities for local/regional companies,
and

A Develop and package information to be used as preliminary Business Cases for
presentation to targeted companies in Business Investment Attraction efforts.

Regardless of the strategic thrust that a community chooses to focus on, the proactive
development of the community needs to be undertaken through a series of selected
priorities. Working directly with affected stakeholders can enable choices that will have
significant benefits. This method of community development can also result in
substantial support (as opposed to opposition) from community and business leaders
who have been involved in the setting of the priorities that have been chosen.

Also, it is apparent that economic development activity in the M.D. is currently the re-
active responsibility of the C.A.O. with assistance from others as required. It is quite
likely that the results of this are not as effective as they may otherwise be, particularly
now that the M.D. has developed this Strategy. The very act of undertaking this work
has begun to set expectations among the various stakeholder communities that should
be considered as the M.D. moves forward. As indicated earlier, the proactive
development of the economy of the M.D. will require dedicated effort and sufficient
resources to ensure it moves forward in the desired way.

(0] a commu

mar ket pl ace
incredibly information intensive undertaking.

Todayébs
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4.2 Role of Tourism

Just as economic development seeks to foster business growth so does tourism
development seek to foster growth in tourism related businesses and activities. As with
any industry, tourism supports prosperity in a community. As can be seen in Figure
16°, the direct employment and taxes generated through travel expenditures are just
the tip of the iceberg when it comes to quantifying the benefits generated by tourism
activities. Tourism can lead to improved infrastructure such as roads, sidewalks and
bike paths. However, it can also lead to neighbourhood revitalization, historic and
environmental preservation. In addition, it can lead to the development of other key
quality of place features such as restaurants and cultural institutions that can assist in
attracting new residents and businesses not associated with tourism but benefiting
from the services and quality of place aspects supported by tourism.

FIGURE 16: BENEFITS OF TOURISM

Direct Travel Employment

Direct Travel Expenditures

Travel-Generated Payroll

Travel-Generated Taxes

Indirect and Induced Benefits

» Creates jobs and services

) Generates new payioll

» Reduces taxes paid by existing residents
» Enhances local infrastructure

> Provides for city sewvices, personnel

) Enhances real estate values

» Diversifies economy

> Attracts businesses

» Encourages entrepraneurial opportunities

Psychological and Developmental Benefits
) Provides urban, neighborhood revitalizaticn

'S5

) Generates pride, enthusiasm for local residents
» Encourages historic preservation

> Improves destinaticn image

» Creates social activities for public

3 Aids protection of natural resources

» Develops interpersonal skills

8 Extracted from whytourismmatters.com
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When considering tourism development it is important to consider the assets or

6productsd in a community that serve to draw people to

1. Fixed attractions such as historic farms, museums and natural areas

2. Events such as conferences, festivals and rodeos

3. Services such as accommodations (B&B), tours, retailing and activities (fishing,
hiking etc.)

An effective tourism development strategy needs to assess the products present and
what needs to be done to improve and expand upon existing products. After assessing
the available product the focus turns to promoting the product beyond the community.
In this sense, tourism development and tourism marketing are intimately connected. It
then becomes necessary to understand market segmentation and the target market for
the local products to be promoted.

Market Segmentation

The tourism market is diverse with tourists being categorized by point of origin, age,
family status, income and length of stay. Within these categories, tourists engage in a
variety of activities including attending business meetings and conventions, visiting
friends and family, pursuing outdoor leisure activities and visiting cultural sites etc. In
Canada, an important source of information for understanding the tourism market is the
Tourism Activities and Motivation Survey and International Travel Survey compiled by
Statistics Canada.

The survey collects, among other things, information on Canadian residents' travel patterns
during the past two years, their travel intentions over the next two years, their participation in
entertainment and recreational activities at home and while on an overnight trip, the reasons for
travelling or not travelling in Canada, the types of accommodation used, the sources of travel

planning information and their impressions of Canada’.

M.D. of Bighorn Visitor Profile

Visitation Characteristics & Activities

According to the Tourism Activities and Motivation Survey (2008), the demographic
profile of pleasure travellers'® to Alberta is summarized below.

Canadian Travellers to Alberta, relative to all Out-of-Province Canadian Pleasure
Travellers:

A Are almost evenly distributed between Male and Female (46.7% vs. 53.3%),
between the ages of 24 and 34 and 45-54 years of age,

A 67.9% are married and 73.6% have no children under the age of 18, and

° Statistics Canada, Tourism Activities and Motivation Survey
“APleasure Travellerso are def i ne dof-taws, pleasuteitripofdneal s who
or more nights in the last two years.

|l east
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A Are slightly more likely to hold a university degree (33.5%) and to report a
household income of over $100,000 or more (29.9%)™.

In addition, the geographic distribution of who is likely to visit Alberta is of interest to
understand and is highlighted below. Figure 17 displays the percentage of the
population that took a pleasure trip to Alberta in 2006. As a percentage total population
57.9% of Saskatchewan residents, 31.6% of British Columbia residents and 28.9% of
Manitoba residents visited Alberta in 2006.

Percent of Total

Province Visitors
Atlantic Provinces 6.8%
Quebec 3.4%
Ontario 7.2%
Manitoba 28.9%
Saskatchewan 57.9%
British Columbia 31.6%

Source: TAMS 2006. Canadian Travellers to Alberta: A Profile Report.
http://www.tpr.alberta.ca/tourism/research/docs/catp _tams_Alberta.pdf

Figure 18 identifies the variety of activities engaged in from culture and entertainment
to outdoor trips. It also highlights the preferred accommodation desired by these
travellers.

Origin of Visitor Preferred Activities Preferred Accommodation

Other Canada Attending sporting events, | Hostels, bed and breakfast
boating, swimming, hiking, | or private campground
climbing and paddling

International Outdoor activities, Resorts, mountain resort or
wilderness activities and guest ranch
wildlife viewing

Looking generally at visitation characteristics in Alberta, it can be seen that more visits
are made to Alberta by residents of Alberta than by other Canadians or international
visitors. According to the 2008 Summary of Visitor Numbers and Characteristics, of the
22.7 million person-visits to Alberta 82% of person visits were by Albertans

" TAMS 2006. Canadian Travellers to Alberta: A Profile Report.
http://www.tpr.alberta.ca/tourism/research/docs/catp _tams_Alberta.pdf
2 |bid
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themselves i_indicating that domestic travel is key to tourism in Alberta®™. This is
up from the 2006 Summary of Visitor Numbers and Characteristics where 79% of
person visits were Albertans.

The M.D of Bighorn benefits from tourists from both the Canadian Rockies Tourism
Destination Region and the Calgary and Area Tourism Destination Region. The
Canadian Rockies had 3.23 million person-visits in 2008 by residents of Alberta, other
Canadians and international visitors**. Overseas visitors to the Canadian Rockies
double the number of visitors from the United States (Figure 19). This highlights the
importance of the Canadian Rockies as an international tourism destination™.

Overseas,
16%

LN

B N=3.23 Million Perscen
Visits

Other
Canada,
8%

Source: Government of Alberta. Tourism, Parks and Recreation. February 2010. A Summary of 2008 Visitor
Numbers and Characteristics i Canadian Rockies Tourism Destination Region.

As can be seen in Figure 20, Calgary and Area had 5 million person visits in 2008. As
with the Canadian Rockies, the large majority of visitors are traveling from within
Alberta (72%) while only 3% are traveling from the United States and 8% from
overseas. Again, overseas visitors greatly outnumber American visitors.

' Government of Alberta. Tourism, Parks and Recreation. March 2010. A Summary of 2008 Visitor Numbers
and Characteristics i Province of Alberta. http:/tpr.alberta.ca/tourism/statistics/docs/summary08.pdf and
http://www.tpr.alberta.ca/tourism/statistics/docs/summary06.pdf

* Government of Alberta. Tourism, Parks and Recreation. February 2010. A Summary of 2008 Visitor
Numbers and Characteristics i Canadian Rockies Tourism Destination Region.

!* Government of Alberta. Tourism, Parks and Recreation. February 2010. A Summary of 2008 Visitor
Numbers and Characteristics i Canadian Rockies Tourism Destination Region.
http://www.tpr.alberta.ca/tourism/statistics/docs/PersonVisitsCanadianRockies2008. pdf

32

Municipal District of Bighorn No. 8 Economic Development and Tourism Strategy


http://tpr.alberta.ca/tourism/statistics/docs/summary08.pdf
http://www.tpr.alberta.ca/tourism/statistics/docs/summary06.pdf
http://www.tpr.alberta.ca/tourism/statistics/docs/PersonVisitsCanadianRockies2008.pdf

ecdev
Solutions Ltd.

Overseas, 8%

US.A. 3% B N=5.00 Million Person

Visits

Source: Government of Alberta, Tourism, Parks and Recreation. February 2010. A Summary of 2008 Visitor
Numbers and Characteristics i Calgary and Area Tourism Destination Region.

In general, day trips comprise a greater portion of all visitors than overnight visitors in
both the Canadian Rockies and Calgary and Area. This reinforces the idea that
Bighorn should focus on the local day trip market. However, both Calgary and the
Canadian Rockies are very successful at attracting overnight visitors which presents
an opportunity for Bighorn to provide day trip options to these visitors.

The data collected by Statistics Canada does not differentiate between overnight
visitors and seasonal or part-time residents. Seasonal or part-time residents are those
that own a second home or cottage as their vacation destination. Bighorn is not
unfamiliar with this category of tourists as Lac Des Arcs was initially a community of
part-time residents which, over time became a full-time residential community.
Waiporous and Ghost Lake also host part-time residents or seasonal communities.
While part-time residents may be viewed as a drain on the municipality their potential
to contribute to the service base of their communities should not go unnoticed; nor
should their potential to provide a natur al
permanent population. In addition, part-time or seasonal residents spend more money
than other tourists on an annual basis.

The Town of Sylvan Lake conducted an Economic Impact of Tourism Study in 2006.
The study found that while seasonal residents comprised only 1.8% of person visits
they contributed approximately 12.5% of annual visitor spending™®. Spending by
overnight visitors is still significant for the Town of Sylvan Lake accounting for 46% of
annual visitor spending. Finally, while day trip visitors spend the least per trip, they
made up 86.7% of all visitors resulting in over 31% of all visitors spending.

'8 Town of Sylvan Lake: Economic Impact of Tourism Study, 2006
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While the main purpose of the overnight trips to the Calgary and Area TDR was to visit
friends and relatives (45%), the main purpose for overnight visits to the Canadian
Rockies is for pleasure with hotels being the main source of accommodation®’. Visitors
from outside the region are more likely to be seeking hotel accommodation and the
amenities provided by Canmore and Banff.

It is clear the overwhelming majority of visitors to both Calgary and Area and the
Canadian Rockies are visitors traveling from within Alberta. Figure 21 portrays what
Albertans like to do when traveling within Alberta.

Agriculture,
7%

Aboriginal
Culture, 13%

County Fairs,
17%

\_ Museums and
Historic Sites,

Outdoor 30%

Leisure /
Activities, 36%

Source: What Albertan's Like to Do in Alberta (Tourists), Fall 2008: TAR - Consumer Segmentation Study

We can see from this that outdoor leisure activities are the second most commonly
preferred activity for Albertans. While the number one activity is visiting friends and
family it is important to understand this activity is frequently associated with other
activities. As we can see outdoor leisure activities is the second most popular activity
and it might be assumed this activity is conducted with friends and family.

Many of the visitors to Bighorn are likely to be traveling from Calgary. This group,
which is typically traveling with a family, aged between 35 and 60 is seeking affordable,
outdoor activities for the entire family such as fishing and off road vehicle riding. They
are most likely to travel on the weekend for short durations to the same locations and
to spend their annual vacations in a campsite. They are loyal to a destination and
frequent it often.

" Government of Alberta, Tourism Parks and Recreation. February 2010. 2008 A Summary of 2008 Visitor
Numbers and Characteristics i Canadian Rockies Tourism Destination Region & Calgary and Area Tourism
Destination Region
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