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ASSIGNMENT 

The Foothills Tourism Association engaged Western Management Consultants to support and assist its 

Board and membership with a strategic planning process leading to actionable steps. This effort will 

result in exposing a long-term tourism advantage for the Foothills Region. This will also be an occasion 

to continue crystalizing the Foothills Tourism Association as the voice and Destination Marketing 

Organization for all businesses in the Foothills Region.   

The focus and objective of this round of strategic planning includes: 

 

1. Regulatory barriers and constraints to tourism growth and investment; 

2. Situational analysis; 

3. SWOT of the Foothills Region as a destination;  

4. Barriers and hurdles influencing tourism growth; 

5. The influence of tourism on property values;  

6. Agri Tourism as a catalyst for growth; 

7. Trending tourism opportunities; and 

8. Closing the gap, baseline economic value of tourism update. 
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APPROACH & METHODOLOGY 

The consultants’ approach for this assignment encompassed multiple steps: 

 

1. Background information gathering and analysis; 

2. Environmental scan and desk research of comparable markets and situations; 

3. Evaluation of needs, opportunities and strategic alternatives; 

4. Industry trends and competitor analysis; 

5. Visitor segmentation; 

6. Comparable tourism development and marketing tactics; 

7. Visiting, exploring, taking in the experiences of all corners of the Foothills Region; and 

8. Voice of the stakeholder: 

a. Tourism industry and stakeholder in depth interviews; municipalities and Foothills Tourism 

Association Board of Directors (19) 

b. Digital advertising and hand distribution of post card invitations (76) for businesses to 

participate with the Tourism Operator & Business Survey  

c. Tourism Operator & Business Survey respondents (85) 

d. Calgary Market Insights Survey respondents (100) 
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EXECUTIVE SUMMARY 

The Foothills Tourism Association is in the midst of solidifying an action plan that establishes a 

framework and guideline for tourism development activities to be undertaken in the Foothills Region.  

This action plan will outline a vision, goals and actions in support of a growing tourism industry that 

contributes to the overall economic sustainability and diversification of the Foothills Region. The 

tourism industry plays a significant role in the Foothills Region by enhancing the prosperity of the local 

business economy and by raising public awareness that the Foothills Region is an attractive place to 

live, work, play and visit. Visitor spending contributes greatly towards the financial success of 

accommodation, retail, commercial, food and beverage, attractions and the entertainment sector of 

the local economy.  

The development of the Foothills Region tourism action plan must be grounded: in the reality of the 

Foothills Region and the growing tourism aspirations of its residents and business owners, and the 

Alberta and Canadian marketplace which have been significantly impacted by COVID-19. Targeting the 

intersection of these two realities ensures the Board’s action plan is both market-driven and community 

supported.  

The development of these strategic goals and corresponding actions was also supported by a review of 

the Calgary Market through a very focused survey and gaps in these experiences that if filled, would 

encourage more and longer visitation to the Foothills Region. 

The action plan encompasses three common themes: 

1. Leadership: develop a sustainable and collaborative leadership structure; 

2. Marketing & Communications: establish a positive destination identity; and 

3. Destination Development: create a great destination and enhance the Foothills Region 

“welcome”. 

Through stakeholder engagement interviews and voice of the community surveys: the following 

product and sector experiences were identified as having the greatest potential to generate demand 

and contribute to achieving the goal of tourism growth and economic diversification: 

• Nature, Heritage and Cultural Immersion: Emphasizing existing authentic attractions and 

experiences marketed through a compelling story line will further tap into the Calgary market 

introducing new visitors and extending the traveller’s stay and per capita spent by existing visitors; 
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• Agri Tourism: Capture and respond to the appetite for farm fresh products outside the traditional 

commoditized food supply chain by routing customers to recognized farm markets or new and 

emerging farm gate stores; 

• Retail, Culinary & Artisan: Acclimate visitors to the depth of retail and culinary attractions with a 

goal to extend the length of stay in the Foothills Region.  Is there an opportunity to solicit a Calgary 

celebrity chef with known roots in agriculture and farm to fork thinking to establish a café or 

restaurant? 

 

 

 

“Undiscovered Foothills”  
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A DISCUSSION ABOUT COVID-19 

This is an unprecedented crisis for the travel industry. 

No need to explain the impact of COVID-19 upon the 

tourism, hospitality and accommodation industries.  

Simply devastating and painful for so many 

businesses. This has put Canadian tourism in survival 

mode. 

There is a real risk across Canada that some 

Destination Marketing Organizations will not 

survive. In turn, the destination will suffer with a 

trickle-down effect throughout the regional economy. 

Our current work with the Tourism Alliance of Western Canada TAWC is centred around facilitating a 

pathway of reconstruction. Through our industry network, we have a wide-open window into each 

province, including Alberta and understand the tourism recovery pulse.  

We have been researching tourism “recovery” best practices across Canada, Australia, New Zealand 

and the Indigenous Tourism Association of Canada.  All are focused to micro grants, education of 

business (webinars), supporting and creating access channels of marketing.  Very grass roots. 

Scanning the Canadian and global tourism markets, it is hard to come up with a logical reason as to why 

international tourism will be found anywhere. Research and thought leaders all point to existing 

“staycations” or simply “explore your backyard”. 

Canada closed its borders to nonessential travel in March 2020 and it is unclear when international travel 

will be permitted without restrictions and quarantine. Many provinces have also shut down domestic 

non-essential travel to help curb the spread of COVID-19. 

While not an isolated situation, indicative economic impact upon the tourism sector can be found in 

Banff, Alberta, a national hub of tourism.  Prior to the COVID-19 outbreak, about $3 billion in spending 

in Alberta was generated by Banff each year. The total Alberta economic impact from tourism is about 

$9 billion annually. Almost Banff’s entire economy is tourism-based with about half of the town’s 

visitors coming from outside Canada and only people who work in the National Park can live in the four-

square-kilometre town. 



 
Unlocking the Foothills Region Tourism Potential 
Final Report | July 9, 2020 

 

8 
 

COVID-19 Travel Restrictions 

The June 8, 2020 State of 

Tourism in Canada Bulletin 

published by the Tourism 

Industry Association of Canada 

has started to identify an 

easing of travel restrictions. 

The following map represents 

the current stage of re-

opening and recovery 

measures that have been 

implemented in each province.  

 While the British Columbia 

border remains closed, 

Saskatchewan has now 

opened.  All efforts by each 

province has turned to local, 

domesitic stay-cations. Even 

so, there will be a delay between approved travel and general comfort of the travelling visitors to move 

with ease, safely and without anxeity. The risk of  broken trust with customers is very real with limited 

acceptance of minor mishaps. Simply, the tourism industry must be highly overert in its presentation 

and action of safe travel and procedures. 

Economic Impact of COVID-19 

The Tourism Valuation completed in June of 2019 had a degree of variability and estimates were made 

in a conservative manner to avoid overstating the results. The small geographic region, population and 

method by which Province of Alberta captures Calgary as part of the Foothills Tourism Region; “Calgary 

and Area Region” leaves the straightforward analysis based on population percentage of the Foothills 

Region. 

To help counterattack the economic downturn of Covi-19 upon Alberta’s Tourism Industry, Travel 

Alberta has launched a new campaign to encourage Albertans to travel locally.  The caveat is where and 

when it is responsible. The new campaign is called “Worth the Wait” and it is meant to inspire people 

who usually travel outside the province to explore what Alberta has to offer, first... The campaign 

commenced June 1. 



 
Unlocking the Foothills Region Tourism Potential 
Final Report | July 9, 2020 

 

9 
 

Economic modelling prepared by Destination Canada; March 2020 presents two scenarios to determine 

a range of possible impacts. 

 

Baseline Scenario: Traveller spending falls to $54.9 

billion in 2020, a 33% drop compared to 2019.  

194,000 jobs supported by traveller spending are 

lost. 

Worst-Case Scenario: Traveller spending falls to 

$34.8 billion in 2020, a 58% drop compared to 2019.  

337,000 jobs supported by traveller spending are 

lost. 

 

 

The Baseline Scenario 

Losses in Canada for 2020 amount to 33% of all spending or $27 billion.  

In Alberta losses in 2020 amount to 34% of all spending or $3.7 billion. 
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The Worst-Case Scenario 

Losses in Canada for 2020 amount to 58% of all spending or $47 billion.   

In Alberta, losses in 2020 amount to 59% of all spending or $6.4 billion. 

 

Considerations & Drivers 

The domestic travel market will drive the recovery as the pandemic fades.  To some extent there will be 

a pent-up demand for leisure travel and given that a severe recession does not follow the pandemic, we 

may see a flat or reasonable year over year increase Short haul travel will likely be the driver of this 

rebound due to consumers lingering wariness of long-haul trips. 

Alberta is now in the “re-opening” phase and key drivers of how fast this occurs and adoption by 

travellers is driven by three drivers: 

Profound – If Canada follows a similar trend as China and Italy, the nation’s weekly hotel 

occupancy rate will likely plunge from 57% in the first week of March to around 10% soon. In the 

Baseline Scenario, the occupancy rate stays at 15% for an entire month.  

Pervasive – Group/transient, leisure/business/VFR, day/overnight segments will all be impacted. 

We already see similar sharp downturns across different segments in ADARA’s booking data. In 

both Scenarios, all types of travel are deeply impacted.  

Persistent – Destinations Canada’s pre-crisis forecast had Canada’s economy growing at a slow 

but steady rate in 2020. In the Baseline Scenario, the pandemic leads to a GDP contraction of 

2.8% in 2020 Q2 and prevents GDP from achieving positive growth until 2020 Q4. This downturn 

curtails household discretionary spending through 2021. 
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Drivers of the Two Scenarios 

Baseline Worst-Case 

Profound 

Hotel occupancy reaches 15% for a full month Hotel occupancy reaches 10% for a full month 

Pervasive 

All major tourism segments are deeply impacted All major tourism segments are deeply impacted 

Persistent 

The pandemic is largely contained by the 

summer of 2020. A mild recession accompanies 

the pandemic. This downturn severely curtails 

household discretionary spending into 2021. 

While some tourism businesses are bankrupt, 

major supply shortages are not an impediment 

to recovery. Domestic tourism spending reaches 

2019 levels in August 2021. 

The pandemic is not well contained until the fall 

of 2020. A severe recession accompanies the 

pandemic. This downturn not only severely 

curtails household discretionary spending 

through 2021 but also bankrupts numerous 

tourism businesses, which limits air capacity and 

hotel room inventory during the recovery. 

Domestic tourism spending does not recover to 

2019 levels until July 2022 

Key Unknowns 

How deep will the trough be? 

Hotel occupancy rates in Canada 2019 average 65% for the year and the lowest month in 2019 was 

December, with 49% nationwide occupancy. It seems likely that daily occupancy rates will soon dive to 

10%, will they stay at 10% for an entire month? 

How big could an August recovery be? 

If the COVID-19 crisis begins to clear over the early summer, August may receive a massive amount of 

latent demand. However, August is already Canada’s most popular travel month, so will supply struggle 

to match demand? 

How long will recovery take? 

Will the spread of COVID-19 slow in the summer months? How severely will the pandemic impact GDP 

growth and consumer spending? Will bankruptcies negatively impact air capacity and room supply well 

into the future? 

Could the crisis get worse than imagined? 
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There remains a great deal of uncertainty surrounding COVID-19 and the pandemic is moving quickly. 

The Worst-Case Scenario seems the worst plausible outcome at the moment, but could an unforeseen 

twist cause the losses to mount at an even greater rate? 

Pre COVID-19, the outlook towards the Tourism Valuation of the Foothills Region was classed as 

conservative with more potential upside in valuation than risk.     

Impact Upon Foothills Region Tourism Valuation – Update  

Excerpt, Tourism Valuation, Foothills Region, June 10, 2019 

The tourism activities of the region are led by the newly formed Foothills Tourism Association (FTA), 

which is an industry-led destination marketing organization tasked with positioning the Foothills 

Region as a favourable destination.  

In January 2019, the FTA produced a tactical plan which identified a range of initiatives intended to help 

the region grow its’ tourism industry and build out the FTA’s operational platform.  This strategy 

includes a commitment to monitoring key tourism indicators and communicating this information to 

stakeholders and the community on a regular and on-going basis. 

Although in its’ infancy, the newly formed FTA has been bold and focused in effort to capitalize on the 

unique tourism characteristic of the Foothills Region. 

As a step toward fulfilling this commitment, FTA retained Western Management Consultants (WMC) to 

document what is known about the current economic contribution of tourism in the Foothills Region. 

This report has been prepared for the FTA and documents what is known about the contribution of 

tourism to the economy. This report is based on desk research data that is available from existing 

sources in the public domain and is indicative in nature. 

Please see Appendix 3 for the complete Tourism Valuation Report. 

What does this mean for tourism revenue in the Foothills Region? 

Utilizing Destination Canada’s economic modelling, an impact to the Foothills Region (Tourism 

Valuation) would see a decline in economic activity ranging from 33% to 58% compared to 2019. 
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THE FUTURE TOURISM OPPORTUNITY 

If a concerted effort is not taken in the Foothills Region to move towards a more collaborative model 

between all Municipalities, County and key stakeholders, a significant economic opportunity will be 

missed.  The implications for the tourism industry with a continuation of the past operating format 

could include the following: 

• The tourism sector will continue to lack leadership;  

• Marketing will continue to be fragmented resulting in a relatively small voice in the marketplace; 

• Tourism will continue to be highly seasonal; 

• The region will lack destination image and appeal; 

• There will continue to be significant economic leakage out of the region; 

• It will be difficult to attract tourism investment as one of the prerequisites for investors will be strong 

and effective destination marketing; and, 

• The tourism potential for the region will not be realized. 

SITUATIONAL ANALYSIS 

Authentic, raw, vivid and iconic historic visitor attractions, among many others, sets the Foothills 

Region apart establishing a competitive advantage 

Assessing the existing situation was a crucial first step, and one of the more time-consuming tasks 

involved in preparing the action plan but you can’t plan for the future without having a solid 

understanding of the past and the present.  

The outcomes involved in the situational analysis provided the consultants a full understanding of:  

• The value of tourism to the region; 

• The role of tourism from a national and provincial context;  

• Who is visiting and what experiences they are looking for?; 

• Factors and trends influencing tourism in the Foothills Region;  

• What the assets are, including the demand generators, supporters and hidden gems; 

• Who is our ideal visitor?; and 

• SWOT (strengths, weaknesses, opportunities and threats) analysis. 
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National Context 

Tourism is one of Canada’s largest economic drivers. Canadians may be surprised to learn that tourism 

is one of the nation’s largest economic sectors, generating total revenues in the order of $98 billion 

annually and accounting for 2% of Canada’s GDP. The sector contributed an estimated $33 billion in tax 

revenues across all levels of government in 2019. It is also one of Canada’s most geographically 

diversified sectors, with a significant presence in all of Canada’s provinces and territories.  

Tourism is a rich source of jobs for Canadians. With a presence from coast to coast to coast, nearly 1 in 

10 jobs in Canada is tied to tourism. Many jobs in the sector are skill-intensive, high-paying jobs, 

including management roles at hotels and airlines, data analysts, organizational travel managers, and 

meeting and event planners. These jobs exist across a range of industries such as food and beverage 

services, accommodation, transportation, recreation and entertainment and travel services. Most 

tourism jobs are also resistant to automation thereby requiring a high degree of human involvement for 

the foreseeable future. The sector offers ample entry-level opportunities for young people looking to 

start their careers. For new immigrants, employment in tourism can be a pathway to integrating into 

the Canadian workplace.  

Tourism also offers significant entrepreneurial opportunities. Small and medium-sized enterprises 

make up 99% of the companies in Canada’s tourism sector. There are further opportunities to grow 

tourism businesses in many communities across the country, including rural areas, since there are 

relatively few barriers to entry. Tourism is a particularly noteworthy opportunity for Indigenous owned 

enterprises, as international travellers are seeking authentic, unique tourism products tied to the land 

and its’ peoples. 

FTA MISSION & VISION  

The COVID-19 pandemic has forced Destination Marketing Organizations to revisit their Mission and 

Vision.  The statements made early on may not be relevant to the market today or members’ needs.  

Courageously, Destination Marketing Organizations are revising their future direction today, narrowing 

the scope and bringing exact clarity to mission and vision over the next 24 months. 

Mission 

Our mission is to attract visitors to the Foothills Region and offer them increasing value by enriching the 

region’s tourism opportunities: 

• Develop and grow a strong agricultural and entrepreneurial rural business community 
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• Bring tourists from local, provincial national, and global markets to the Foothills 

• Attract provincial and corporate funds to the development of our region 

• Work in conjunction with municipalities and industry associations to develop framework that 

welcomes and stimulates agri tourism and rural experiential tourism in the region 

Vision 

Our vision is to develop a thriving community that creates spillover benefits to towns and residents of 

the region: 

• Job creation and increased economic activity 

• Preservation of agricultural roots, traditions and land 

• Protection of natural environments 

• Infrastructure investment 

• Residual effects on non-tourism businesses 

• Reduced rural crime 

• Diversification of agricultural businesses and increase food security 

• Implementation of quality agricultural practices 

• Increase in acreage land value 

• Retention and attraction of young people to the community 

• Creation of a bridge between urban and rural citizens 

VISITOR ECONOMY  

Tourism has emerged as one of the fastest growing and resilient economic sectors (pre COVID-19) in 

the world and is a key economic driver for Canada, Alberta and Foothills Region. The full impact of the 

“visitor economy” is felt when the multiplier effect of tourist spending ripples throughout the whole 

economy, supporting job creation, infrastructure development and community building.  

Some destinations struggle to understand the value of tourism. When they talk about tourism, and 

more importantly sustainable tourism, the focus is really on the tourism businesses and the visitors. 

However, tourism is so much more. That is why so much more is rapidly emerging about the visitor 

economy. The visitor economy refers to the widespread and often unseen benefits of dollars spent by 

travellers. Tourism is more than just a business sector; it’s an economic driver that crosses multiple 

industries and supports growth in a myriad of ways. This encompasses everything that attracts visitors 

to a destination; everything that makes a place special, distinctive and capable of engendering pride 

and interest in a place that’s worth experiencing.  
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A successful visitor economy requires managing all the components in an integrated and long-term way 

with a clear focus on the needs of the visitor that the destination is trying to attract. The result is that 

tourism dollars circulate throughout the economy, amplifying their impact along the way and resulting 

in support for community building and economic well-being. The whole community benefits.  

The Foothills Tourism Association, together with its’ municipal partners, recognize the essential role of 

tourism as an economic driver and opportunity to engage in tourism development activities within the 

regional tourism framework of Alberta. In order to attract new and returning visitors, retain jobs and 

increase business investment, tourism in the Foothills Region requires the continued support of our 

political leaders. 

The forgotten support Tourism brings to Municipalities 

Often an economic analysis of a visitor economy overlooks or doesn’t recognize supports which arise 

from tourism communities upon municipal service demands. This is much more evident in 

municipalities which have a high degree of tourism and is a foundation of the local economy, for 

example Jasper, Whistler or interior BC communities. To a degree, the Foothills Region is a group of 

individual tourism communities contributing in a similar fashion. 

Wastewater Services  

Wastewater treatment capacity is over 100% greater than non-tourism community capacity and 

average peak demand is 60% higher.  

Water Service Supply  

Water service peak and average daily demand is over 60% higher than non-tourism communities.  

Transit Services  

Tourism communities provide transit service hours to support visitors and enable workers to access 

workplaces.  

Marketing Services  

Communities have designated (tax and licensing) revenues and voluntary (i.e. hotel levy) methods of 

securing revenue to support designated marketing organizations (DMOs) or similar Chambers of 

Commerce to promote the community. There is tourism designated licensing revenue generated. 

Housing  

Affordable housing is a not a service demanded by visitors: it is needed to support lower income workers 

and provide employee housing for the busy winter and summer seasons. 
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Parking Services  

Tourism communities have more than three and a half times the number of off-street parking stalls per 

capita than non-tourism communities.  

UNDERSTANDING VISITOR PROFILES 

Critical and fundamental to the Foothills Tourism Association’s ability to develop tourism products and 

services, is to first understand what potential visitors seek out in their travel experiences. More 

specifically is to understand the reasons people travel or their demands for tourism, what people desire 

from their experience and the different types of visitors who seek out the “Foothills Region”. 

Explorer Quotient®, also known as EQ, was developed by Destination Canada (the Canadian Tourism 

Association) in partnership with Environics Research Group. EQ is a proprietary market segmentation 

system based on the science of psychographics.  

Rather than marketing to or developing products for travellers based on traditional segments, such as 

demographics (e.g. age, gender, income etc.) and/or geography, EQ emphasizes the importance of 

traveller segmentation based on their psychological characteristics, such as their attitudes, beliefs, 

values, motivations and behaviors. When various psychological characteristics are combined, different 

types of travellers emerge.  These are known as Explorer Types. 

There are nine EQ explorer types: 

• Free Spirits 

• Cultural Explorer 

• Authentic Explorer 

• Personal History Buff 

• Rejuvenator 

• Gentle Explorer 

• No Hass Traveller 

• Virtual Traveller 

 

EQ breaks each geographic market down into different physcographic groups, called Explorer Types. 

The CTC selected Canada’s best Explorer Type prospects based on their affinity for Canada, “Keep 

Exploring” brand, as well as love of travel, potential for being high yield customers and propensity for 

word of mouth advocacy. 
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Who is the Foothills Region Traveller? 

Through stakeholder interviews, voice of the community surveys and a collective deep knowledge of 

the Foothills Region’s tourism assets, products, services and experiences, the consensus is that the 

Foothills Region is well positioned and best suited to attract and host the following four Explorer 

Quotient Profiles: 

% of Canadian 

Marketplace 
 

25% Gentle Explorers 

Gentle Explorers are primarily defined by their reluctance to venture far beyond 

the comfort of home and travel ‘on condition,’ demanding the very best and most 

comfortable environments for themselves when they must do so. 

13% 
Personal History Explorers 

As travellers, Personal History Explorers are primarily defined by their desire to 

connect to their own cultural roots – and do so by travelling in comfort, style and 

security. 

12% 
Authentic Experiencers 

Authentic Experiencers are typically understated travellers looking for authentic, 

tangible engagement with destinations they seek, with a particular interest in 

understanding the history of the places they visit. 

9% 
Cultural Explorers 

Cultural Explorers are defined by their love of constant travel and continuous 

opportunities to embrace, discover and immerse themselves in the culture, people 

and settings of the places they visit. 

 

Full descriptions of the Destination Canada EQ Profiles can be found in Appendix 4. 

LOCAL VISITOR STRATEGY 

Creating a high-quality visitor experience based on the EQ Profiles specific to the Foothills Region is 

crucial to developing both Tourism and economic growth in the region. By using a multi-staged 

engagement strategy (see diagram below) throughout the community with stakeholders and partners, 

this will help ensure the continued growth of the Foothills Region tourism sector. The proposed tourism 
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action plan revolves around building focused campaigns that bring increased awareness of the area. 

The intent is to clearly and imaginatively communicate to prospective visitors that the Foothills Region 

is an appealing travel destination just south of Calgary. 

No organization is able to do everything, and the Foothills Tourism Association is encouraged to 

continue to focus on building strong local and regional partnerships that will be co-operative and 

prosperous in the future and benefit all involved, thereby making the best use of our available resources. 

This requires the selection of best choices that provide clarity of purpose to the Foothills Tourism 

Association and tourism industry and will ultimately bring the largest return on investment.  

The main visitation goal should be to annually increase the number of days that visitors stay from the 

current trend of day visits to longer multi-day visits and excursions. The focus is to make overnight 

getaways and multi-day visitations the preferred length of visit during the season.  

Returning to consider the weaknesses and significant regional strengths, the Foothills Tourism 

Association will most effectively be able to compete with other more established locations such as 

Drumheller, Cochrane and Canmore through continued product development and marketing. The 

ultimate goal of this effort will be to realize the potential in becoming a destination of choice, featuring 

a range of quality experiences to fill a travellers visit.  
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SWOT 

Stakeholder in depth interviews and voice of the community gained through the Tourism Operator & 

Business Survey and the Calgary Market Insights Survey were distilled to identify common themes and 

draw out key strength, weaknesses, opportunities and threats regarding tourism in the Foothills 

Region. 

STRENGTHS 

• Significant natural and heritage assets, historic downtowns 
• Low rate of crime, low visibility of drug related activity and 

poverty 
• Neutral image; the region is not associated with horrific 

events 
• Within an established transportation corridor north south 

and west through to Bragg Creek and the Cowboy Trail. 
• Affordable experiences and products with no premium 

charges 
• Recreational assets; trails, rivers, mountains and lakes  
• Authentic western experiences 
• Proximity to the Calgary metropolitan market and 

international airport, day trip appeal 
• Agri / culinary – wine, cheese, food, crops, beer dairy and 

meat 
• Day trip appeal 
• Government of Alberta support for tourism 
• Tourism was recognized as a driver of economic 

diversification within the Intermunicipal Economic 
Development Strategy 

 WEAKNESSES 

• Limited public transportation options, active 
transportation and car rental opportunities 

• The limited number of branded or other upscale 
accommodations, does not encourage overnight 
visitations 

• Limited interpretation of heritage assets (nonverbal) 
• Fragmented tourism industry comfortable with providing 

status quo 
• Availability of accessible public restrooms 
• Beautification across towns inconsistent 
• No single agency is responsible for growth across the 

Foothills Region 
• Holistic marketing of the Foothills Region appears 

ineffective 
• Lack of consistency in operating hours 
• Need engaging and interesting businesses to capture 

“drive through” traffic 

   

OPPORTUNITIES 

• Potential to double tourism spending 
• Momentous capacity for increased visitations, operators 

are not sold out year round 
• Option to extend into fall and winter seasons 
• Visual interpretation program (public sculpture, 

monuments, photographic sites) to differentiate and 
animate public spaces 365 days a year rather than only 
during special events 

• Destination Marketing Fund; municipalities may garner 
additional revenue through an accommodation tax 

• Passenger train, regional transit 
• Indigenous experiences 
• Cycling hub 
• Current trends in food tourism fit with the existing product; 

Foothills Region has been recognized as food destination 
(home to producers of qualify food using sustainable 
practices, farmers’ market, retail and culinary.  

• Signature Experience Program, attain provincial or federal 
recognition. 

• On road tourism – RV, motorcycle 
• Front counter Ambassador Program and municipal 

residents’ program 

 THREATS 

• COVID-19 

• Limited, unreliable and inconsistent tourism funding 

• Economic climate and prolonged recovery time 

• Competition: Canmore and National Park System 

• Increased tension and travel restrictions COVID-19 

• US political landscape 

• Cost of adding and maintaining infrastructure 

• Costs and municipal limitations on new commercial 
development 

• Calgary south west ring road may or may not impede 
travel to the region 

• Sentiment of long-term residents: Why change? 
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TOURISM OPERATOR & BUSINESS SURVEY 

The voice of the business community was expressed through the Tourism Operators and Business 

Survey.  This survey vehicle was undertaken to identify constraints and barriers to unlocking the 

potential of the visitor economy and capture opinions and sentiments regarding future tourism 

development. 

Key findings: 

• 68 of the 86 respondents related themselves to some form of tourism activity. Voice of the tourism 

industry appeared not as strong as was anticipated. 

• 73% of the businesses operate seasonally with primary activity found June through to September. 

This was also consistent with the recognition of Calgarians’ view of experiences and products 

primarily available in the warm weather months (markets, agriculture, cool little towns, hiking and 

outdoor). This represents both opportunity and impediment to expanding tourism activities. 

• Of the 44 respondents, a radius of approximately ~200 km represented the makeup of the visitor 

market.  Domestic and regional visitors are the largest percentage ~55% to visit the Foothills Region.  

As hypothesized, international visitors are very low and currently not measured by any Tourism 

body. 

• Consistent with the Calgary Market Insights Survey, the Foothills Region is highly regarded for 

agritourism, RV camping, cycling, history heritage, nature parks, scenic drives and culinary tourism. 

All of these activities require little marketing investment to further stimulate activity. 

• Authenticity in experience is critical to engaging visitors and to that extent the Foothills Region is a 

standout and not a tourist trap, rather thoughtful, beautiful and real. 

• Iconic attractions, such as Bar-U Ranch which are authentic and real, create a point of 

differentiation.   

• The primary competitive advantage for tourism businesses being located in the Foothills Region 

was viewed as its proximity to Calgary followed by “local and authentic”. 

• Views and commentary throughout were a lack of specific municipal resources available to the 

tourism industry. This is likely a result of each municipality viewing tourism through the lens of 

economic development, one and the same.  Recovery of the 2013 floods is still viewed by specific 

municipalities as a priority over tourism. 

• Barriers to tourism and the degree of financial or operational impact was found to be particularly 

clear and concise:  
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▪ High Impact 

 Extensive municipal legislation and bylaws (i.e. outdated land use zoning, process application and 

review time requirements, county and municipality conflicts, reduced capital investment or new 

business investment) 

 Unclear, incohesive, inconsistent and ineffective Foothills Region marketing strategy 

 Lack of region wide directional signage enabling east of visitor travels. 

 Occupancy and parking limits restricting business activity. 

▪ Somewhat High Impact 

 Few and far between visitor centres with limited knowledge and offerings. 

 Lack of interest from County to develop tourism 

 Lack of transportation infrastructure and parking restrictions 

 No or limited appropriate visitor roofed accommodation i.e. hotel, bed and breakfast and 

discouraged Airbnb model. 

▪ Medium Impact 

 Cooperation and collaboration amongst key stakeholders and influencers; FTA, municipalities and 

County 

 Lack of individual business resources to execute a market plan 

 Scattered approach to towards marketing 

• Consistently all respondents viewed the tourism as a key economic driver with the opportunity to 

unlock further financial opportunity.  Yet this same group also identified that with multiple 

stakeholders involved, speed of execution was disappointing.   This sentiment was more pointed 

towards Municipal leadership due to a lack of consistent voice promoting tourism and its importance 

to the entire Foothills Region. 
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CALGARY MARKET INSIGHTS SURVEY 

The voice of Calgary residents’ awareness of the Foothills Region including local destinations and 

activities was expressed through the Calgary Markets Insights Survey. 

Key findings: 

• Calgarians have a high awareness of the Foothills Region, with 85% of the subject group being 

aware. 

• The top five activities of Calgarians when visiting the Foothills Region: 

▪ Hiking 45% 

▪ Enjoying nature / scenery 21% 

▪ Walking 19% 

▪ Restaurants / Cafes 17% 

▪ Cultural / community activities 16%  

▪ Recognizing the mix of activities, there is an opportunity to educate and promote the wider offering of 

the Foothills Region, extending the dollar spent per visitor and average time spent in the Region. 

• 91% of respondents view locally grown food as important.  This is a very high degree and represents 

an opportunity to lever existing agritourism locations and create new farm gate experiences and 

products: 

▪ 70% of Calgarians would travel 30-60 minutes south from Calgary to buy product directly from farmers 

▪ 41% of those who would travel to buy products said they would visit a Foothills Farm Gate Store, 4-6 

times a year. 

• The majority of respondents are aware of the Millarville Farmers’ Market - 70% and the Bar U Ranch 

- 62%. Levering awareness of these two iconic experiences and cross marketing of the unknown 

regional experiences and products represents an opportunity to widen visitors’ appetites to extend 

their time in the Region.  

• A number of barriers were identified that would impact a visit to the Foothills Region: 

▪ Travel time and distance - 43%.  There is an opportunity through improved directional and wayfinding 

signage to potentially reduce travel time and distances.  Tourism regions usually lever a map of 

experiences and products, hard copy and online to help reduce these two negative influencers. 

▪ Lack of Knowledge of destination places to go - 13%.   It is often found that visitors have a wider lack of 

knowledge about a destination region and that gap is typically closed through awareness campaigns. 
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FUTURE DIRECTION 

The Foothills Tourism Association while in in its infancy, has started to develop key objectives. 

Synthesizing the voice of the community and stakeholders, the Foothills Tourism Association is 

encouraged to further crystalize its objectives and this study has identified the following for 

consideration. 

 Create marketing excitement specific to the Calgary and Alberta markets that inspires visitors to 

choose the Foothills Region first and often. Support the expansion of the product and experiences 

offered in the Foothills Region through enhancement of existing product and development of new 

product. 

Recommended objectives: 

✓ To increase tourism revenue by 50% to the region annually from today to 2025; 

✓ Increase the number of unique visitors to the Foothills Region through 2025; 

✓ Increase unique visitors to foothillstourism.com website by 25% annually; 

✓ Bring more first-time visitors to the Foothills Region, but also work on retention of repeat visitors; 

✓ Improve marketing by developing a campaign to drive visitors to this area; and 

✓ Improve the tourism product (events and activities), what we are selling to the tourist. 
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EXECUTE SIX ACTIONS 

Reflecting upon the stakeholder engagement, voice of the community and surveys, it is recommended 

that the Foothills Tourism Association FTA execute these six actions: 

 

1. Enhance Collaboration 

2. Compelling Story 

3. Travel Locally 

4. Expand Experiences 

5. Broaden Reach 

6. Measure Performance 

Goal 1 | Enhance Collaboration & Create Advocates 

Understanding the value of tourism to the Foothills Region requires a clear road map for all 

stakeholders; the multiple Municipalities and County, community organizations and all other 

businesses that contribute to the visitor experience. By creating a shared vision, common goals and 

objectives this leads to a visitor experience creation that contributes to revenue growth. 

• Create stronger partnerships and industry partners such as Tourism Calgary, Chamber of 

Commerce, Alberta Southwest Regional Alliance and Indigenous Tourism Association of Canada; 

• Connect and communicate repeatedly with municipalities who perceive a leadership weakness and 

unclear Association direction.  Establish return on investment principles to engage municipal 

financial funding; 

• Collaborate and develop new opportunities for potential market ready products or experiences 

and/or re-ignite experiences such as the recognizable “Cool Little Towns”; and 

• Integrate tourism industry activities into the social fabric of the Foothills Region, engaging 

community members of all cultures and ages contributing to the social benefit. 
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Goal 2 | Deliver A Consistent & Compelling Foothills Region Story 

There are so many tourism trends supporting the effectiveness of content marketing.  Content 

marketing has proven to generate over three times as many leads as outbound marketing and costs 

significantly less.  Small and medium businesses that have mastered the art of marketing get 

significantly more leads than businesses without.  Content marketing generates conversion rates six 

times higher than other methods.  The Foothills Region is ripe with stories and opportunity to generate 

content. 

 

• By integrating a new consistent Foothills Region story guideline across all marketing activities; 

• By communicating Foothills Region’s unique attributes to tell the story that connects visitors to 

memorable experiences; and 

• Avoid duplication by collaborating and working with existing initiatives and organizations and build 

upon their efforts. 

Goal 3 | Get Calgarians & Albertans to Travel Locally 

Worth the Wait launched by Travel Alberta is a highly desirable campaign, an overarching idea designed 

to elevate provincial tourism products and encourage Albertans to explore the province this summer, 

where and when it is responsible. It is meant to remind Albertans of breathtaking landscapes and 

authentic experiences right in their own backyard.  The campaign is there waiting for the Foothills 

Tourism Association to hitch its efforts in a collaborative means. 

 

• Lever the results of the Calgary Market Survey, appetite of Calgarians to travel locally and Travel 

Alberta’s new strategy called “Worth the Wait”. Inspire future trips, while prioritizing health; 

• Abandon strategies targeted to wider Canadian and International visitors. This market is now 

nonexistent for 2 years due to COVID-19; 

• Develop seasonal campaigns through a collaboration with the broader business base to showcase 

year-round activities and events; and 

• Lever the existing Agri Tourism infrastructure, products and experiences to capture Calgarian 

visitations. Build on the momentum by expanding to farm gate stores and direct farm marketing. 

Goal 4 | Focus on Visitors & Experiences 

Experiential travel engages visitors in a series of memorable travel activities, that are inherently 

personal.  It involves all senses and makes connections on a physical, emotional, spiritual, social and or 

intellectual level. It is travel designed to engage visitors with the locals, sets the stage for conversations, 

taps the senses and celebrate what is unique in the Foothills Region. 
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• Bridge the seasonality of existing experiences to year-round offerings that appeal to target markets, 

versus time sensitive events or short-lived promotions; 

• Increase tourism revenue by offering programmed experiences designed to boost emotional 

engagement that will deliver a higher return on investment.  i.e. Broader activation of the Most 

Beautiful Art Tour or Alberta Open Farm Days; and 

• Geotourism; develop, support and promote experiences based on the concept of Geotourism, 

tourism that sustains or enhances the geographical character of a place, its environment, culture, 

aesthetics, heritage and the wellbeing of its residents. 

Goal 5 | Broaden Reach by Maximizing the Efficiency of Marketing Investments 

Through this renewed collaborative approach to tourism development, all stakeholders will have a 

greater opportunity to experience long-term success and increase visitation to the region. Collectively, 

highlight the strengths of the region through the development of a common brand, collective 

promotion and marketing the region and work with stakeholders on product development. 

 

• By investing in the development of marketing pieces (i.e. region brochure, “Cowboy Trail” and 

locations of interest map, Tourism Calgary and Calgary Tourism Association marketing etc.) for all 

aspects of tourism; 

• By increasing the quality and quantity of photography, video and other forms of engaging content 

for promotional purposes, digital content and social media; and 

• By exploring ways to more effectively use research to enhance visitor experience. 

Goal 6 | Measure Performance & Communicate Outcomes 

At this point we are well beyond the rubber has hit road.  Members, Municipalities, County and funders 

will seek a return on investment and yes, tourism is challenging to measure, yet key performance 

indicators would remain consistent. In the early stages, over communicate with municipal partners to 

share efforts in tourism and work towards alignment for greater collective impact. 

 

• Establish, consistently monitor and respond to a new Foothills Region Tourism Sentiment Index; 

• Satisfy the expectation of partner funding with a return on investment model; and 

• Identify best practices and publicly report on activities that support destination development and 

funding. 
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AGRI TOURISM  

A Catalyst for Growth 

Agri Tourism has proven to be a catalyst for rural tourism. There is a wide diversification of benefits 

arising from Agri Tourism for rural communities, in particular economic, social and societal benefits.  

Building on the benefits theme, the list is long of when agri tourism is coupled with rural tourism; 

including job creation, new business opportunities, opportunities for youth, community diversification, 

community pride, rural culture and heritage. These benefits fall under the realm of economic 

diversification which is an objective of all municipalities within the Foothills Region. The outcome brings 

both economic growth and investment.  

Farmers Farm Visitors Community 

▪ Revenue enhancement and 

diversification  

▪ Public engagement and 

education about agriculture 

▪ Expansion of on-farm 

employment opportunities for 

family members  

▪ Fulfillment of entrepreneurial 

goals  

▪  Maintenance of rural/agrarian 

lifestyles 

▪ Exposure to rural amenities  

▪ Recreation outlets  

▪ Connection to food production 

and agrarian culture  

▪ Maintenance of local food 

production 

▪ Economic development and 

diversity/jobs/taxes  

▪ Preservation of farm-based rural 

amenities  

▪ Management of non-

agricultural development  

▪ Retention of cultural and 

historic values  

▪ Defined sense of place/local 

identity 

Farm Families & Family Farms 

The Vanier Institute of the Famly has explored the intricaries and benefits arising from Farm Families;  

“Family farms have played a significant role in Canada’s history, both in terms of the contributions 

that agriculture has provided in the development of local and provincial economies, and with regard 

to the role farming has played in shaping community and familial identities. Farming has a strong 

impact on the lives of families involved in the practice, as it is a unique experience that ties together 

notions of home, work, culture and kinship.” 

Family farms provide an important means of feeding people and maintaining food security and stability 

of the food chain for their communities and province of Alberta. In the presence of Covid-19, Family 

Farms present a food supply channel outside the crowded commoditized food market. The 
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commoditized food supply market is a system full of hidden costs and false promises, an 

industrialization that does not bring aprpeciable gains to our local ecomonies. 

The family farm can be a source of employment for others in the community and therefore stimualte 

economic activity beyond the farm gate, surging into important stimulus for labour and economic 

security as well.  Throughout Alberta, farms are an important economic drivers in rural communities. 

Family farms continue to present opportunities for rural economic development and revitalization of 
rural communities throughout Alberta, at a time when rural economies are weak and rural communities 
are shrinking. And, while family farms vary dramatically in their size and scope, their impact on the 
environment is more sustainable: the strong connection family farmers feel to their place motivates 
many to steward their environment, leaving land and waterways in better condition compared with 
other approaches to farming. 

Diversity of product from a robust Family Farms economy is found in communities which have 

embraced and perpetuated an Agri Tourism offering.  Experience has shown that Family Farms are 

opportunistic and develop products to infill offerings not widely available.  The benefit to the local 

community and visitors is choice and selection, widely appreciated by the Agri Tourism industry. 

The Future of Agri Tourism in Canada 

From a released report from Destination Canada, “Unlocking the Potential of Canada’s Visitor 

Economy,” tourism is one of Canada’s largest economic drivers. In 2017, tourism generated $98 billion 

in revenues and accounted for 2% of Canada’s GDP. The sector contributed an estimated $33 billion in 

tax revenues across all levels of government in 2019. However, the report stated Canada’s tourism 

potential remains significantly underdeveloped. Growth in Canadian tourism has lagged behind global 

growth for three of the last four years. This is due to several challenges: concentrated demand, limited 

transportation options, labour shortages and lack of attractive investments. Addressing these issues 

will require a new approach to coordinating the efforts of all levels of government and all sizes of 

tourism operators. Action is required. 

Agritourism is a subset of tourism which merges elements of two complex industries—agriculture and 

travel/tourism, with the potential to open up new, profitable markets for farm products and services 

and provide travel experience for a large regional market. 
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Agri Tourism is a vehicle to stitch together a 

common tourism theme across a spectrum of 

multiple stakeholders such as the Foothills 

Region.  There is one undeniable 

commonality, agriculture and related farm 

markets.  Should all municipalities across the 

Foothills Region conclude to use tourism as an 

economic diversification strategy, the 

outcome that is more businesses will take 

ownership and recognize their role as tourism 

attractions and the value visitors bring to their 

businesses. The expectation would be the 

development of more authentic businesses 

lending themselves to the diversification 

strategy. 

How Agri Tourism Meets the Criteria of Travellers 

Research indicates the major reasons to go on vacation include: 

• To build and strengthen relationships: The number one reason for going on vacation is to be 

together as a family. Agri tourism destinations are traditionally family-focused. 

• To improve health and well-being: Travellers want to refresh and renew themselves by actively 

participating in outdoor activities. Agri tourism venues promote authentic food products and 

outdoor activities and events. 

• To rest and relax: Agri tourism operations, particularly farm vacations, offer an excellent non-

urban, peaceful environment for rest and relaxation. 

• To have an adventure: Many look to vacations for exciting experiences that stir emotions. Agri 

Tourism operations pride themselves on adventure and fun. This may include activities as 

challenging as running through intricate corn mazes to hiking through an on-farm enchanted forest. 

• To escape: Many people travel to take a break from routines, worry and stress. They are looking for 

something different: a better climate, natural scenery, a slower pace of life, cleaner air, quieter 

surroundings and more. 

• To learn: Learning and discovery are strong motivators for many of today's travellers. People travel 

to learn or practise a language, study a culture, explore gourmet foods or wines, investigate 
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spirituality, discover something about themselves. They want to touch, feel or taste something 

unfamiliar and authentic. Agri Tourism is a key segment of the tourism market that can offer the 

majority of our urban population a glimpse into the unfamiliar. 

• To reminisce: Many people travel to relive fond memories. In the case of Agri Tourism, some 

vacationers, especially older travellers, will visit a farm to rekindle memories of the simple, rural 

lifestyle they remember from childhood. These vacationers spend money on food, lodging, 

transportation and souvenirs but they are really buying a sentimental journey. 

Economics of Agri Tourism 

Very little data and research exists in Canada discussing the economics of Agri Tourism albeit research 

which is available supports a strong belief and experience that this sector of the tourism industry is 

growing and will continue to flourish. 

Open Farm Days in Alberta  

In Alberta, over 100 host farms registered to participate in the Open Farm Days event for 2019.  During 

its seventh year, Open Farm Days attracted some 20,000 person visits and $189,000 in on farm sales. 

Statistics from the Alberta OFD coaching program, started in 2015, also shows a general increase in 

visitation and expenditures to the farms. The OFD event is a great way for farm operators to “test drive” 

agri tourism on their site and evaluate its performance and the alignment within their overall business 

model.  

Open Farm Days is a direct marketing vehicle which presents to the Foothills Tourism Association an 

infrastructure and best practices to further accelerate the Agri Tourism opportunities and awareness. 

Open Farm Days is also an opportunity to build out research to help guide future Agri Tourism 

development.  Consider deploying surveyors to select farms over the duration of the event and solicit 

visitors to participate with a short survey gaining their perspective on Agri Tourism.  Collect postal codes 

to help define the visitor’s residence and travel distances. 

Agritourism in the province of Quebec  

A study conducted by Chaire de Tourisme Transat ESG UQAM on Agritourism Development in Quebec, 

March 31, 2018 gave an overview of agritourism in that province. This study further relied on research 

and report by Lemay Stratégies: Retombées économiques et importance touristique de l’agrotourisme 

et du tourisme gourmand, September 2016. In 2016, Lemay Stratégies published the results of a survey 

on the economic benefits and importance of agritourism and gourmet tourism in Québec for towns with 

fewer than 15,000 inhabitants. The results show that the majority, or 75%, of agritourism and gourmet 

tourism companies have grown over the last five years and this trend will continue for the next five 

years.  
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The following list provide some statistics on agritourism and gourmet tourism in Québec by Lemay 

Stratégies: 

Type of Operations 

 Fruit and vegetable farms make up the greatest share (46%) of Agri Tourism and gourmet tourism 

businesses, followed by alcohol producers (32%). For gourmet tourism businesses alone (excluding 

agritourism), catering is in first place with 31%, followed by food product processors with 25%.  

 Activities and Services  

The vast majority of companies sell their products on-site (73%), with many also offering on-site 

recreational or educational activities (52%). More than half (59%) of gourmet tourism companies both 

sell their products and provide catering services.  

Number of Visitors  

Agri Tourism and gourmet tourism businesses received 26 million visits in 2015, representing an average 

of 14,000 visitors per year for each of the 789 agritourism farms and 1,052 gourmet tourism operators. 

The majority (57%) of businesses report summer (July to September) is their busiest season. Local 

clients and those from the surrounding area make up most of the traffic. Visitors from the rest of 

Québec make up one third of the visitors, and the remainder (11%) come from outside the province.  

Revenue  

Agri Tourism and gourmet tourism activities are a significant source of revenue, accounting for 

approximately 52% of the companies’ total sales figure and generating a total of $485 million in 2015. 

Farm Direct Marketing 

Today, most food moves from the farm gate to the consumer through a highly efficient system that 

takes advantage of economies of scale and specialization to keep processing and distribution costs low. 

Most producers devote their time to what they know best, planting, growing and harvesting food, 

leaving the processing and marketing to agri-business.  
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However, selling directly to 

consumers is growing in popularity 

with some producers. Several 

reasons account for the increased 

interest in farm direct marketing. 

One is dissatisfaction with farm 

commodity prices. The farm price is 

often only a fraction of the retail 

food price. Prices for produce sold 

directly to consumers can be 

substantially higher than typical 

wholesale prices. Another reason is 

that producers value the 

relationships they form with the consumers, as well as the opportunity to receive immediate feedback 

about their products. Consumers value the fresh, quality products along with the opportunity to support 

local producers.  

Typically, consumers visit Alberta Approved Farmers’ Markets or licensed Farm Gate Stores to purchase 

fresh, in-season, locally produced products and enjoy the social atmosphere.  

Farm direct consumers support local farmers and food producers, artisans and the community. Alberta 

Agriculture released the most recent survey indicating the combined market value for farmers’ markets 

and farm retail in Alberta during 2016 was $924 million, which is nearly quadruple what the value was 

on 2004.  

The survey also notes that more restaurants are choosing to serve Alberta food ingredients in their 

menus.  Market value in this category reached $395.6 million in 2016, a 5.8% increase since 2012. 

Farm direct marketing provides a link between urban consumers and rural food producers. It also 

contributes to the rural economy by providing alternative marketing channels. Less and less of our 

population lives on or even visits a farm. By adding a recreational component to food consumption, 

many farm direct marketing enterprises draw urban people to farm communities where they experience 

a farm atmosphere and spend additional dollars on food, specialty items and other services. This 

supports sustainable communities.  

What is Farm Direct Marketing?  

The basis of farm direct marketing is the trust relationship that develops between producers and 

consumers. Farm direct marketing allows the producer to assume the accountability and rewards of 

delivering quality agri-food products directly to the consumer through a variety of marketing channels 
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such as farmers’ markets and farm gate sales. Successful farm direct marketing involves consistently 

supplying quality products in a clean and customer-friendly environment. 

Trends Affecting Farm Direct Marketing  

Consumers want to know where their food comes from, how it is grown and the people who produce it. 

A growing number of health-conscious consumers are willing to search out and pay extra for foods they 

believe to be fresh, nutritious and wholesome. Others are interested in eating regional cuisine – local 

food that is picked and prepared at its freshest. This trend is reflected in foodservice as an increased 

demand for old-fashioned, comfort foods with a gourmet twist. These consumer demands are driving 

farm direct marketing.  

Consumers are concerned about:  

• Convenience: great tasting foods to be consumed on the go  

• Family: they want family friendly activities in which everyone can participate  

• Community: they support local business  

• Balance: they want balance between work and family  

• Authenticity: they look for the simpler things in life  

• Security: they want to deal with people they know and trust  

As consumers look for convenience, health, flavour and fun, we see the emergence of new markets:  

• Baby boomers  

• Individuals  

• Blended families  

• Health correction, e.g. weight loss  

• Ethnic, e.g. Asian, Italian  

• Organic  

• Students  

• Vacation homeowners/fun seekers 

Producers have an opportunity to target their products to meet the needs of these niche markets.  

Types of Farm Direct Marketing  

Many farm direct marketing options are available to producers. Seasonal roadside stands or farm 

stores, u-pick operations, community-supported agriculture ventures and Alberta Approved Farmers’ 

Markets are all direct to consumer marketing options. Buying clubs, agri tourism ventures, u-fish 

operations, gift basket and mail order sales, e-commerce and direct sales to restaurants (where we 

assume the chef is the end user) also fit into this category. A brief overview of each of these options is 

presented below.  
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Roadside Stands or Farm Stores 

The roadside stand is usually located on the farm and sells farm fresh products directly to consumers. It 

is seasonal in nature, operating only when produce and meats are available. A farm store is a larger, 

permanent version of the roadside stand that may operate year-round. The farm store may be located 

on the farm or on a nearby site, offering better access and greater traffic volume.  

Roadside stands and farm stores offer several opportunities:  

• Expansion from a roadside stand to a farm store is relatively simple  

• Increased opportunity for family or local employment  

• Increased opportunity for additional profit centres such as in-store bakeries, foodservice, gift shop 

etc.  

Challenges include:  

• Farm stores have higher operating costs, including facility costs  

• Possible zoning and planning restrictions  

• Parking limitations  

U-pick Operations  

In u-pick operations, the customer comes to the farm, does the harvesting, pays cash for the produce 

harvested and transports it home. This type of operation is a natural addition to a roadside stand. It 

lowers the grower’s costs of harvesting, sorting, packaging and marketing. The customer buys produce 

at peak freshness while enjoying a pleasant farm experience. Operations located close to urban centres 

are particularly popular. 

Frequently, u-picks also offer a we-pick service where the grower harvests the produce at the request 

of the customer. This is advantageous for customers who want to come to the farm for the experience 

and the fresh produce but don’t want to be involved in the harvest.  

U-pick operations offer several opportunities:  

• Reduced need for seasonal harvest labour  

• Elimination of transportation, processing, packaging and storage costs  

• Inexpensive, word-of-mouth advertising once a customer base is established  

Challenges include:  

• Risk of customer damage to produce or plants  

• Long hours of operation throughout the harvest season  

• Bad weather may deter customers during the season  

• Variable start date  

• Must let customers know when harvest is ready 
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Community Supported Agriculture  

Community supported agriculture consists of a partnership between consumers and producers in which 

consumers contract or buy shares in farm products in advance and producers commit to supply a range 

of products over the entire season. Often, consumers have the option to participate in planting, 

cultivation and harvest. The arrangement can be initiated by the producer or by a group of consumers.  

Community Supported Agriculture offers several opportunities:  

• The risk of crop failure is shared between consumers and producer  

• A guaranteed market as crop is pre-sold before growing season starts  

• Working capital is created at planting time  

• Prices are close to retail if the producer makes deliveries to a central drop off point or the consumers’ 

homes  

• Reduced labour costs if consumers help with planting, harvesting and delivery  

• Crop waste is reduced through market driven production  

Challenges include:  

• Increased management requirements due to yield calculations, co-ordination of deliveries and 

detailed production and marketing records  

• Increased time necessary to identify and develop customer base  

• More time spent educating and communicating with consumers 

Alberta Approved Farmers’ Markets  

Farmers’ markets are probably the oldest and most common form of marketing direct to the consumer. 

The markets are usually situated in a central location and provide a place where producers and 

consumers can meet to exchange products that are made, baked or grown by the seller.  

Alberta Approved Farmers’ Market vendors usually share advertising and other marketing costs. 

However, product liability insurance is still recommended. The Alberta Farmers’ Market Association 

offers a group policy that meets the basic needs of each member market and vendor.  

Farmers’ markets often serve as business incubators or test markets for start-up processors. Food 

vendors selling at Alberta Approved Farmers’ Markets have unique status under the Public Health Act 

and Food Regulation. Food products sold at all other venues such as public markets, flea markets and 

farm stores do not qualify for the same exemptions.  

Alberta Approved Farmers’ Markets offer several opportunities:  

• Minimal marketing, packaging, advertising and promotion costs  

• Prices are higher than wholesale  

• An established market base  
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• An inexpensive channel to test market new products  

Challenges include:  

• The need to transport products to market  

• Limited consumer volume per site and a potential need for additional market outlets  

• Variable customer base due to weather conditions  

• Food safety concerns in delivering perishable products at the right temperature and in food-safe 

containers  

• Having to follow market rules and regulations including table rental requirements, market hours, 

space and product limitations and packaging and labelling regulations  

The opportunities include:  

• Immediate cash payment  

• A test market that allows farmers to start small and learn marketing skills as they go  

• One-on-one customer contact provides immediate feedback on product quality, quantity and 

selection  

• Personal customer interaction provides the opportunity for customer education and promotion of 

the total farm experience  

The challenges are:  

• Washroom and parking requirements 

• Increased costs for sales and supervisory labour  

• A need for clearly defined rules, regulations and obligations for producer and consumers  

• Increased liability costs as the farmer needs to ensure coverage for his product and people by not 

just assuming coverage under another policy such as the basic farm policy or the farmers’ market 

policy  

• A need to develop a recall plan and an inventory control system that allows the producer to track 

both production and sales to provide protection through all steps of the process (production to 

marketing) 

Direct Sales to Restaurants  

In this method of farm direct marketing, the producer is selling to the chef who, for the purpose of this 

factsheet, is assumed to be the end-user. Chefs are increasingly willing to buy direct from producers in 

order to find unique products or items that are difficult to purchase from distributors. Although some 

restaurants buy directly from producers hoping to get a lower price, chefs working for high-end 

restaurants are often willing to pay top dollar for hard-to-find items. For the very best producers, prices 

may be high enough to justify the expense of delivering products directly to the restaurant. Products 

must be of top quality, fresh and available as needed. Specialty products, which aren’t available in 
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wholesale markets, are top sellers. Chefs also consider price, consistency and reliability of supply and 

delivery. 

Selling direct to restaurants offers several opportunities:  

• A steady market throughout the production season  

• A consistent price, often 10 to 30 per cent over wholesale  

• Personal contact with buyer  

• Flexibility in the products grown  

• Potential of brand name recognition of locally grown products  

Challenges include:  

• Location is most practical if it is near a large urban centre or tourist area  

• A wide variety and quantity of products is needed to meet market demand, meaning producers may 

have to specialize in one or two products, or co-operate/joint market with other producers to meet 

demand  

• Short-seasoned products may not fit with every restaurant or chef’s needs, so it’s important to 

discuss availability and reliable supply of products with chefs  

• Frequent delivery is required due to limited storage space in restaurant kitchens  

• Food safety concerns are associated with delivering perishable products at the right temperature 

and in food-safe containers  

• Product liability insurance premiums may outweigh the profits  

• Higher labour costs with some products 

Regional Agri Tourism Asset Collection 

A clear view of the entire agri tourism product and experience offering across the Foothills Region would 

enable a cohesive marketing effort.  Through the Foothills Tourism Association’s effort to grow its 

membership base, contact continues to be with Agri Tourism businesses. 

Agri Tourism businesses would be defined as those businesses that are growers / producers of food and 

who have an Agri Tourism focus, such as: farms, ranches, green houses, you picks, orchards, brewery / 

winery / mead, apiaries and culinary. 
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TOURISM AND PROPERTY VALUES 

Influence of Tourism on Real Estate 

One of the most important features of municipal economic prosperity is property and real estate 

development. Tourism and real estate are two highly different industries, which however do correlate 

with one another. 

A healthy tourism sector goes hand-in-hand with a healthy property market for existing property 

owners and future investment.  But the real value of tourism growth to the property sector is the 

opportunities it opens up for the Foothills Region to create new businesses and jobs that result in 

increased local demand for both commercial and residential real estate. 

Today in the Foothills Region there is a shortage of tourism classed accommodations.  While in the short 

term a hotel developer is unlikely to propose a 

new development, the mid term is realistic as the 

Foothills Tourism Association builds momentum 

generating new levels of tourism activity.  A pure 

hotel may not be the solution rather a mixed-use 

development would bring rooms coupled with 

retail and unique eateries. 

However, make no mistake, tourism does affect 

property values. Even businesses that don’t target 

tourists can receive a boost when a tourist goes off 

the beaten path and decides to purchase 

something out of the ordinary. 

The Foothills Region will attract a “buzz” that simply means the Foothills Region is a desirable place to 

live. 
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Positive Effects of Tourism on Real Estate 

There are a number of obvious and perhaps not so obvious impacts of tourism on properties that are 

located with the tourism region or hotspot. 

Infrastructure Upgrade 

When a location or region is well-known as a tourist destination, typically the infrastructure and facilities 

available will be enhanced and upgraded constantly. The road or highway leading to the destination, 

public transportation around the area, directional signage, hotels, restaurants, food and beverages, 

outlets, retail and entertainment are among the amenities that will be focused and developed within 

the location. 

Therefore, if you own a property in this location, this factor will help to boost your property or house 

value as there will be many facilities and amenities that would be deemed convenient by your tenants 

or potential buyers. 

Desired Location 

Tourism destinations are well-known to perform better in terms of real estate, as many people will be 

aware of the area’s existence due to its popularity. Such places also hold the potential to house many 

upscale developments and mixed-use developments which will eventually make it a highly desirable 

location for many. The properties located in such areas will be in high demand and this will increase 

their property value over time. 

Vacation Homes 

Short term rental has become a popular trend among many tourists as it is affordable and convenient 

at the same time. Even though many prominent hotels and resorts are available in such regions, yet 

with the existence of the internet and other modes of communication, tourists can now easily book a 

short-term vacation home for a cheaper price. 

Choice 

Tourism leads to a wider offering for the quality and quantity of goods and services. The number of 

tourists’ stores means that the choices offered for residents improves. A balanced retail economy 

evolves rapidly as more tourists visit the region swiftly leading to a more diversified retail shopping 

experience. 

Taxes  
Taxes to cover the cost of local services may be higher or lower as tourism activity increases.  In some 

cases, taxes collected directly or indirectly from tourists may benefit property taxes for roads, schools 
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etc.  This may enable municipalities to maintain current property tax rates therefore benefiting real 

estate owners. 

Land  

The potential change in land use patterns on occasion found in rural tourism regions, from an 

agricultural society to the tourism industry introduces a change in land use patterns as tourism increases 

land prices as a result of competition and therefore encouraging sales. While a lower likelihood in the 

Foothills Region, it is a topic to be mindful of.  This means that small parcels of land are sold at high 

prices.   

A Few Items to Consider 

Desirable Tourism Development 

An exaggerated scenario in the context of the Foothills Region yet a real scenario for some cities, is the 

influence of tourism attractions which have a negative influence on property values; such as 

Amusement Parks.  Analysis of data points to home prices assessed at a lower value due to close 

proximity to the amusement park with a higher level of traffic, noise, operating hours and varying 

demographics.  Conversely, a property 3 km further away will be deemed to have a higher property 

assessment. 

A Tourism Boom Squeeze 

A booming tourism economy will squeeze the local economy and is typically first in the area of 

affordable housing.  Thriving tourism community regions, typically found in the summer months, 

attract enormous numbers of people for tourism or welcome the attractiveness of the region to build a 

new life.  Demand escalates quickly and often the demand outstrips the housing supply.  Affordable 

housing diminishes yet existing homeowners benefit as real estate values increase. 

A few of the reasons holding back housing development in a tourism destination include: 

• A lack of serviced land (i.e. no infrastructure in place) 

• A glut of homeowners renting their properties seasonally on a short-term basis through Airbnb, etc. 

• High development costs deterring developers 

• Extensive municipal bureaucracy delaying proposed developments; 

• An aging and slowly declining population; and 

• A lack of skilled workers 

Overdependence 

When destinations become over dependent on tourism, this makes the area vulnerable to tourists’ 

changes in demand. Tourism is a sensitive industry and influenced by change, domestically and 
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internationally. The predictability of tourism activity factors in as a decision criterion for new property 

and development investment. 

TRENDING TOURISM OPPORTUNITIES 

Trends in the tourism marketplace continue to evolve with consumer preferences. While preferences 

may change, many do not and remain anchored in what makes people travel and explore. Often the 

urge is to create the next great experience whereas savvy Destination Marketing Organizations focus 

on the roots of the region, stitch together a compelling story, touch and communicate with the visitor 

who is searching for that exact experience or product.   

A few current trends, both domestically and internationally, are captured below explaining the parallel 

to the Foothills Region. 

Culture & Heritage 

Studies show visitors who are interested in cultural and heritage tourism tend to have money and are 

more willing to spend it. This supports a trend toward the less-vigorous, experiential kinds of activities. 

Additionally, cultural heritage tourism creates benefits for operators and host communities, beyond 

simple profits, that improve quality of life for all. The Foothills Region presents a depth of culture and 

authentic heritage (Bar U Ranch) which aligns to the identified EQ Explorer Profiles of the Foothills 

Region. 

Culture and heritage are a tool that let you offer clients something special and raises your message 

about the crowded marketplace. The ability to separate your product from the crowd is especially 

important in tough economic times. 

Indigenous Tourism 

Although Indigenous Tourism isn’t necessarily new, it has gained a lot traction in the last few years. 

Indigenous tourism growth is outpacing Canadian tourism activity overall, based on research released 

by the Conference Board of Canada and the Indigenous Tourism Association. The research shows direct 

economic benefits (GDP) attributed to the Indigenous tourism industry in Canada rose 23.2% between 

2014 and 2017, going from $1.4 billion to $1.7 billion. Compared with a 14.5% increase in overall tourism 

activity in Canada, this growth shows momentous acceleration within the Indigenous tourism sector. 
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Alberta’s Indigenous tourism landscape is rich and deep and continues to bring product to the market.   

Head Smashed in Buffalo Jump is an iconic site and presents a springboard and entry into the Foothills 

Region. Indigenous tourism experiences in the Foothills Region are waiting to be discovered.  While not 

inside the “boundaries” of the Foothills Region, Indigenous Tourism Alberta has catalogued and 

marketed through their website highlighting six tourism products and experiences. 

 

Soft Adventure 

Soft adventure is a term used to describe the type of adventure tourism that requires little or no 

experience and is low risk.  Adventure tourism can bring to mind the extreme but in reality soft 

adventure tourists may also use mechanized transport (cars, motorcycles etc.) and comfortable 

accommodation.  

The family soft adventure market is growing considerably and this is expected to be a trend that will 

continue for at least the next 10 years. It is largely being driven by consumers who have experienced 

adventure tourism pre-family and are now keen to take more adventure trips with their families. “Baby 

boomers” (those people born between 1946 and 1964) are generally a more active generation than any 

of their predecessors. They also have more income and free time as they reach retirement. This trend 

will also increase the participation rate in soft adventure tourism. 



 
Unlocking the Foothills Region Tourism Potential 
Final Report | July 9, 2020 

 

44 
 

Soft adventure experiences are found throughout the Foothills Region and in our current “stay-cation” 

mode, Calgary residents will be rapidly searching for the next new soft experience. 

Cycling  

Bicycle sales in 2020 have surged dramatically as “stay-cation” visitors and cyclists push outside their 

traditional cycling routes.  More municipalities and regions are beginning to recognize the economic 

reward by revealing bike tourism economic potential.  Regional bike networks are growing, and safety 

precautions have been implemented to improve sharing the road strategies. 

For many Calgary cyclists, the Foothills Region is well known but not necessarily the best local routes.  

Out and back day trips are common but a greater opportunity exists to establish circle routes.  Eateries, 

beverages and washrooms are key components of a successful cycling day trip.  While most 

infrastructure exists, it is not easily found or communicated.  Digital or hard copy cycling maps 

communicate what the Foothills Region has to offer cyclists. 

EV Tourism 

The increasing popularity of hybrid and electric vehicles is an opportunity for the tourism industry to 

cater to a new market segment, whether rented or travelling in a personal electric vehicle (EV). 
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The Kootenay Rockies region is the first in Canada to 

implement a community driven strategy to build a clean 

transportation network in a rural setting through the 

Accelerate Kootenays initiative.  A strong Electric Vehicle (EV) 

charger network enables a smooth and worry-free EV tourism 

and allows environmentally conscious travellers to enjoy the 

region. 

Research points to EV drivers are young (36-55), socially conscious and affluent making this 

demographic a potential traveller of the target market. 

Plug Share, a popular app which helps EV drivers map charging stations, identifies approximately 10 

charging stations in the Foothills Region.  Granted the driving distance from Calgary is limited and 

within range, EV drivers are put at ease and the anxiety is reduced knowing charging infrastructure 

exists. 
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APPENDIX 1: TOURISM OPERATOR & BUSINESS 

SURVEY RESULTS 

  



3

Tourism Operator & 
Business Survey  

Consolidated
Responses



Q: 
Please select the option which best describe 
your involvement in the tourism industry (the 
largest share of your operations).

Arts

Accommodation – Fixed Roof

Bed & Breakfast

Farm / Ranch House

Culture

Chamber of Commerce, BIA or other supporting community organization

Food & Beverage

Golfing

History & Heritage

Horseback Riding

Outdoor Recreation & Adventures

Parks

Retail

Spa / Wellness

Winery

Winter Sports

Other (please specify)

Answered: 68 Skipped: 18

Other: B&B and art studio and retail gift shop  We aren't not involved in the Tourism industry. We are a family ranch 
Baseball  Economic Development Committee  Councillor Community newspaper  Municipal Government  Astrology 
readings & weekly mini readings @ CD Bloom  Wedding Services  Interested party  Marketing company  Resident who 
supports tourism  Marketing - Tourism Experience  Professional Accountant  Peripheral business  Food producer, farmer 
and Blacksmith shop  Year Round Baseball Franchise  Local government with promotional/supporting funds and 
infrastructure



Q: 
How are you currently marketing your
offerings? (check all that apply)

Answered: 60 Skipped: 26

Other: Facebook   3 fold brochure   word of mouth  Plan to open summer 2020  posters, word-of-mouth, but especially social media.  Galleries and Art 
Shows  Airbnb  Radio  Farmers Markets

Foothills
Tourism

Association
Website

Social
Media

Print Media Mailers SEO / SEM Website Coupons Travel
Agencies

Local /
Regional
Tourism
Bureaus

Travel
Websites

(Trip
Advisor,

Travelocity,
ETC,

Tourism
Alberta

website)

Not
Applicable

Other
(please
specify)
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Q: Is your business seasonal?

Answered: 60 Skipped: 26

73%
YES

27%
NO



Q: Please indicate which months your business is
typically in operation. (check all that apply)

Answered: 15 Skipped: 71
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Q: Please indicate the approximate
percentage that makes up your visitor market.

Answered: 44 Skipped: 42

Other: Plan to open summer 2020  Not possible to answer  My market is to support the local businesses and connect them to the local residents  I am a 
home based business. These questions do not apply to me. But my clients are all in the Foothills and Calgary  Travelers from all over, and many within 100 km. 
 My reports are not that detailed to smaller communities
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90%

Local:
Okotoks,

High river,
Black

Diamond,
Longview,

Turner Valley

North: All
regions north

of Calgary

South:
Lethbridge,

Pincher
Creek & area

East:
Medicine

Hat, Brooks
& area

West: Bragg
Creek,

Canmore &
Banff

Calgary Canada US International Other

0% 1-20% 21-40% 41-60% 61-80% 81-100%



Q: In your opinion, what are the largest tourist draws
to the Foothills Region? (check all that apply)

Answered: 46 Skipped: 40
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Agritourism Arts &
Culture

Camping /
RV

Culinary
Tourism

Cycling Festivals &
Events

Fishing Golfing History /
Heritage

Nature /
Parks /
Trails

Outdoor
Adventures

Retail Scenic
Drives

Water
Sports (incl.
Kayaking /
Canoeing /

Boating)

Wellness /
Spas

Winter
Sports

Other
(please
specify)

Other: Our amazing vistas  Movie Industry sites  Summer Sports  Motorbike touring (this is the hub region for it when it heads west to BC).



Answered: 46 Skipped: 40

Q: What does your community do well in comparison
to other communities?

 Close community / Community spirit

 Probably a lot but shopping locally

 We have a captive highway audience and we promote our fabulous attractions such as Bomber Command
Museum, Coutts Centre, Grain Elevators, Nanton Nite Rodeo...

 We have a good branding as an arts community

 It has stunningly beautiful landscapes.

 Unique experiences.

 I believe we have a few business's that have done really well with a great following and wonderful marketing.
They draw people to this area. Like Eau Claire Distillery and the Westwood.

 Very little.

 Quaint & scenic. Unlike other towns in Foothills, Bragg Creek has an alpine feel rather than prairie feel

 Millarville Racing and Ag Society is a very well run operation with lots of events

 Amazing collection of artists and artisans.  A true sense of community

 Supports outdoor activities on a year round basis.

 Community events

 High River has been home to many film/TV Shows; We are often top 10 for location choices.

 We don’t do it well. Too close to Calgary?!

 Authentic; TV/BD are not tourist traps, but welcome tourists and locals to a small town way of life.

 Currently communities in the foothills are not marketing themselves at a satisfactory level, all efforts are mostly
organic and result in a foothills wide echo chamber.



Q: What does your community do well in comparison
to other communities? Cont’d

Answered: 46 Skipped: 40

 Great food: steak, jerky, beer, art

 Nanton has been branded the "Antique Community" and the Bomber Command Museum is a big draw to the
community.

 Our community is visually appealing from the beautiful George Lane Park, murals everywhere and historic
buildings. High River has many events that draw people here such as the balloon, car festivals and rodeos.
Citizens/Businesses are very involved in the community

 Arts and food

 Highway services, niche stores and museum, compact Downtown, clustered camping, rodeo ground and golf
amenities. Unlike the others, we are a key connector between Highway 2, Crowsnest Pass and British Columbia.

 Attracts tourists and day trippers from Calgary and Lethbridge.

 Lots of live events/activities led by community people who are often volunteering their time/talents to provide
events of interest.  Ie., Ted Dawson, Santa Claus Parade and Light up the Lights in George Lane Park, Our newly
initiated 50+ Fun and Fabulour club that meets Friday nights for singles events.  We have great day-time
coffee/shop and restaurants that are one-of-a-kind, awesome trails for walking, very walkable downtown area
and parking IS great.  We are so close to nature, farming, etc., and other towns with cool things to see that we are
able to be part of a day trip in the foothills.

 The town of Black Diamond is well keep and shows a distinct historical connection. It also has an interesting
selection of individual run businesses and a distinct connection to the arts.

 Groomed nature trails

 Best facilities in the country



Q: What does your community do well in comparison
to other communities? Cont’d

Answered: 46 Skipped: 40

 Cultural, music events

 Events. IE: Millarville races, rodeo, market

 Keep the small down adventures alive.

 Black Diamond's main street.

 Festivals, parades, events.

 I think Okotoks markets itself as a environmentally conscious town with lots to offer young families.

 Our public park spaces and walkways are wonderfully maintained, making High River an easy place to explore.

 The George Lane Park campground is located right downtown, offering a camping accommodation that's within
walking distance from our restaurants, shops and attractions.

 High River hosts some pretty epic annual special events that draw tons of visitors to town including the Show n
Shine, the Balloon Festival, Guy Weadick Days, Little Britches Parade, Santa Claus Parade, Threshing Bee and the
semi-annual Historic Homes Tour.

 Vast improvement needed

 Working together to promote our community and creating a relaxed and friendly vibe for our locals and visitors
alike to enjoy.

 Bragg Creek has a well established and marketed community.  We have a diverse group of tourism services, (trail
head, food, arts, retail)

 Our community showcases the connections you can have amongst members within in. How to connect to nature,
yourself, each other, through food, craft and learning old world skills.

 Embraces nature and provides a lot of opportunities/events

 Has several events like the music festival and Black Diamond parade.



Q: 
Please detail any specific competitive advantages for 
tourism businesses as a result of being located in your 
community.

Answered: 46 Skipped: 40

 Close to Calgary, Quick escape from the city

 They have  great shops to adventures like mine and a few good restaurants

 We have the Bomber Command Museum, and HWY 2 runs right through town, effectively making us "on the way
to everywhere"!

 We are close to Calgary, Banff and Canmore  plus southern Alberta towns   We are an easy daytrip

 A good distance from Calgary for a day trip.

 A differentiated value added offering for guests.

 Opportunity to have new costumers with Calgary so close.

 Proximity to Calgary (1.2 m) and Calgary airport, while also being close to scenic wilderness

 Picturesque setting close to Calgary and Kananaskis

 Cooperation, pooling marketing/awareness notifications

 Location to Sheep River (fishing) golf (Turner Valley Golf Club) outdoor activities in Sheep River Provincial Park,
Bluerock and Kananaskis.

 New distillery and brewhouse

 The landscape

 Our location - right off the main Highway 2, a 45 minute drive from YYC, within an hour's drive of the Rocky
Mountains & Kananaskis Country.

 Film history - an impressive number of movies and TV shows have been filmed in High River, the main attractions
being Heartland, Tin Star and Superman III. This alone brings in a majority of our visitors, while their enjoyment of
the beauty of the town itself often prompts an extended stay or a return visit.

 Accessible walkways and parks, including the George Lane Park Campground are located in the downtown area
along the river.



Q: 
Please detail any specific competitive advantages for 
tourism businesses as a result of being located in your 
community. Cont’d

Answered: 46 Skipped: 40

 Special events

 Proximity to Calgary; establishment of Eau Claire Distillery and Fahr Brewery

 Located close to Calgary, Calgary's airport, the mountains and scenic views.

 The Foothills area is easily accessible from Calgary and the Cowboy Trail is many peoples favourite drive. All the
surrounding towns allow for multiple destination points for car, bike or trail rides.

 We are strategically located on the 22 corridor, well marked trails, and easily accessible shopping. A lot of services
with easy walking distance.

 I think our Museum/Visitor Information Centre is a gem along with Maggies Diner from Heartland.

 There isn’t anything. It’s a bedroom community to Calgary

 Proximity to both Calgary and Mountains

 Our product is local and that has appeal to our customers.

 This response may not fit here but I’ve cycled all over the world and the cycling down here is second to none. It
should be a road biking destination.

 The personalities of the business operators is a key advantage that has not yet been realized as they aren't
capable of marketing themselves properly.

 Compared to Banff or Drumheller, our community or communities can offer a less crowded, more personal
experience - they can also offer real, authentic hands on experience and education.

 Great food.

 The Bomber Command Museum has 25,000 +/- people visit and this adds to the economy of the community of
2,000 people.

 Adjacency to Highways 2 and 533.  The question is how to leverage that for Nanton and the region.  The visual of
the grain elevator is also one of the better Alberta landmarks in the region.



Q: 
Please detail any specific competitive advantages for 
tourism businesses as a result of being located in your 
community. Cont’d

Answered: 46 Skipped: 40

 The big rock is near by and we are close to Calgary

 We are not a tourism type business but we do get some extra sales from the hotels and from some people coming
to our town for travel.

 Low competition

 Aesthetics of a newly-build downtown

 Easy access for Calgarians to drive down

 Located just off of Highway 2 so we do see people popping in out of curiosity (location)

 Affordable and unique offerings for lunch/coffee:  Colossi's, Evelyns, The Whistle Stop Cafe, The Oxford Bake
Shop.

 Ideally situated on the route south

 Location; scenery. Many visitors from all around.

 Historic sites - if the gov't would spend money promoting the gas plant.

 Fantastic provincial parks and hiking areas that are not crowded.

 Close to Calgary, and the ring road will make it even more accessable.

 It is located in the heart of where the products are created. Located on a family farm, the food we grow, skills we
teach make more of an impact when they are shown in the real context. Not in a commercial space in the city.

 Proximity to Calgary and the mountains

 Gateway to the Kananaskis. A number of unique shopping experiences. On the main highway.

 Best facilities, best operations in the country

 Located on the Cowboy Trail. Drive by our front door to get to the #kananaskis for camping hiking and to the
Crowsnest for great fishing or skiing. Major thoroughfare



Q: What are unique and helpful resources available to
tourism businesses from your municipality?

Answered: 46 Skipped: 40

 Easy access for support and questions

 I own a shop totally different from others because I try to salvage everything from going to the landfill, it's costing
me a fortune to stay open, by not getting the locals support and now the tourists are in their homes in quarantine.

 We are a member of Alberta Southwest, which is a great marketer and promoter of the area of which Nanton is on
the north border.

 v. little - occasional special events maps, excellent trails infrastructure, excellent restaurants,

 Business development staff.  Small town grants.

 CHA/DMF, Meetings and Conventions Calgary, Calgary Tourism, Travel Alberta

 I don't think so?

 Very little.

 Haven’t found any

 Good question  - we need to find some

 local government and business cooperation

 Support from Council and Administration to help get started.

 The Sheep River  tour booklet

 Our three High River brochures provided by the Town of High River are unique in that two of them provide self-
guided walking tours of the downtown area (one for filming locations and one for murals). All three of them
provide an easy to read map that is utilized by almost every visitor that walks through our door.

 Location

 Foothills Tourism, Tourism Calgary

 Again our Visitor Information Centre housed within our Museum.

 Substantial available retail space in the Commercial core.  There's room for new businesses here.



Q: What are unique and helpful resources available to
tourism businesses from your municipality? Cont’d

Answered: 46 Skipped: 40

 We have  a beautiful blend of nature and urban amenities.  There's an abundance of trails along the Sheep River
filled with wildlife and places to explore and camp.  Along with a unique mix of shops and cuisine filled with small
town charm and characters.

 Signage

 There isn’t anything. Our Chamber of Commerce initiatives are hollow

 Food

 There are limited resources available currently, the towns and county don't provide a lot of tourism support
currently and there are limited skill marketers in the area to call upon for help.

 While not direct municipal tourism resources, there is Community Futures Highwood and Travel Alberta, and at
least one or two opportunities or grants to help tourism initiatives (I.E. Black Diamonds's Community Support
Grant for help marketing events)"

 Okotoks Arts Council

 Visitor information center, visitors guide

 Pamphlets

 Individuality of outlets apart from Tim Horton's which should have been privately owned with some unique
character. It also has a great location for exploring into the Foot Hills

 Our visitor information booklet

 Ability to partner with other businesses for promotion.

 Antiques, nature, scenery

 Chamber does a really good job.

 The Cowboy Trail. Black Diamond website. Foothills Tourism. Kananaskis magazine

 All the benefits and hospitality and charm of a small town with all the nearby amenities of a major city



Q: What do you see as any weakness of the Foothills
Tourism Region in terms of a tourism destination?

Answered: 46 Skipped: 40

 Restrictions

 Not enough advertising and free resources to advertise when you don't have the money to do it

 This is a large diverse area which might make it difficult to market to a specific group, perhaps we have diluted the offering
with so much to choose from, although that could also be seen as a plus, so specific marketing plans will be required to
capitalise on that trait.

 lack of public knowledge about the large diversity of businesses and promotion of attractions in such a way as to positively
impact businesses.

 Not well known.

 Knowledge/Awareness

 We have thousands of people or family driving around looking for Heartland the CBC TV series....We need a place for fans to 
gather...maybe open Maggies up as a real dinner or coffee shop. 

 It's so big, and has many different things to offer, hard to target market, lack of vision on the part of the County, and while it
has lots to offer, there is no major tourist draw like Banff has. We almost need a "centre piece".

 Many parks and campgrounds closing after labour day, other attractions soon after. This artificially shortens the possible
tourism season and frustrates potential tourists

 Licenses, Tax changes and fees may make a seasonal B&B nonviable.

 Lodging limitations.  Signature festivals.

 Advertising out of area, international, directing visitors, local facilities to provide accommodation and events.

 It looks OLD, its crappy looking, dated looking, the seniors would like it, Cool Little Towns was much better, it was relevant

 We don't really have any quality place to stay for 10 plus people!

 No public restrooms

 Distances between destinations- public transportation a bit weak.

 Quite the distance from the Calgary airport for tourists. Diversion from going straight to Banff for example is not practical;
too far.



Q: What do you see as any weakness of the Foothills
Tourism Region in terms of a tourism destination? 
Cont’d

Answered: 46 Skipped: 40
 Lack of connection/communication between the communities. Many people that visit the Foothills will hit more than just

one town during their stay, often making a road trip out of it. More connection between the communities might offer more
opportunity to expand on what we, as a region, have to offer as a tourist destination. As the Visitor Information Centre in
High River we are constantly sending visitors on various drives throughout the Foothills, recommending stops in all of our
neighboring towns. It would be great if there were more resources that could provide a hub to build a stronger connection
of the towns within our region.

 Lack of partnerships

 Little places to park for retail

 Poor signage

 Can be seasonal and weather dependent

 Some run down businesses and buildings

 Significant geographic area - long drive times between attractions.

 With The Alberta Government making tourism a priority for the next 10 yrs - we may have overlaps, but also great
opportunities.

 Alberta Foothills needs an online directory of some sort that details ALL businesses, storefronts & home-based, that people
who visit any area here in southern Alberta can book ahead to see/enjoy/experience! It’s as if we’re all hidden from view,
even our town of Okotoks.

 Support for local business

 Doesn't keep people away

 Few hotels in TV/BD. Limited facilities to support tournaments like ball diamonds, arenas, curling. Winter activities tend to
take ppl further west into kananaskis

 Not enough businesses to draw people out. (In Turner Valley specifically)

 I don't see a defining or iconic image to project for the region.  Some of our smaller communities are weak in terms of solid
accommodation providers that provide a quality stay.



Q: What do you see as any weakness of the Foothills
Tourism Region in terms of a tourism destination? 
Cont’d

Answered: 46 Skipped: 40
 Road Construction

 Current municipal and county bylaws are a current weakness for the initial success and growth of tourism in the Foothills.
This includes things like limiting traffic and encouraging entrepreneurial spirit and undertakings. For FTA itself,
coordination of (and with) the businesses in such a large area will be a determining factor as to success of initiative. While
not a direct weakness, how this is solved or managed will be a factor in whether initiative survives or not.

 Awareness of all the great things to do and see. Lack of affordable signage but this is a problem in Alberta.

 Accommodations, RV Parks

 The tie in to all the arts and artists

 I guess I would say, the length of time someone will stay in one particular place. One can see each town in a half day or so.
Events are spread out so unless you live near by your only going to make a few on your typically 1-2 week vacation but that
doesn't necessarily mean there is not other things to enjoy.  There is not a lot going on during the long winter months to
draw tourists so the season is very compact. Of course I'm sure there is a lot more going on that I don't know about.

 Social media. People don’t know about us

 Winter driving conditions, many places are still closed on Sundays as they are run by Mom and Pop businesses so need to
have some family time.  It's a blessing and a curse. :)

 With regard to the Black Diamond area, it needs a quality hotel and quality restaurant.

 Inability to have highway signage.

 Make more available to the market as awareness which could bring in more visitors.

 We need higher quality venues, bakeries, restaurants etc that compete with city-like venues (instead of picnic tables for
example).  Visitors want to feel like they've arrived someplace special.

 The biggest would be support from the MD to do what it takes to make these small businesses successful. Pushback from
neighbours that make complaints to the MD make it very difficult to grow successful small businesses within the region.

 It's not on hwy 1. Organized plan to promote key tourist venues and events



Q: 
Do you encounter any constraints, barriers, 
regulatory or other when engaging in tourism 
development?

Answered: 45 Skipped: 41

58%
YES

42%
NO



Q: Please list such barriers in degree of financial or
operational impact.

Answered: 26 Skipped: 60

36%

34%

19%

5%

6% High Impact

Somewhat High Impact

Medium Impact

Somewhat Low Impact

Low Impact



Q: Please list such barriers in degree of financial or
operational impact. Cont’d

36% of respondentsHigh Impact

 I have spent everything that I had with my mother’s help, now she's past away. I have lost my home but the non support
from the locals has made it hard ,I am 4 months late and other money owing to owner

 Not allowed signage to point people in the direction of the businesses

 County taxes for operating a home based business

 Ineffective Provincial Support

 Investment funding

 Municipal restrictions, bylaws and red tape

 Municipal regulations

 Traffic restriction & red tape

 Signage

 Agreement from internal stakeholders

 How much MORE online or otherwise advertising must we do?!

 People won't come to my events b/c they involve drinking, so driving is out of the question.

 yes

 Lack of one stop shopping when permitting events

 Lack of ability to have public signs

 Financial

 Financial, costs to market

 We don't have the financial resources to properly market ourselves on Highway 2.



Q: Please list such barriers in degree of financial or
operational impact. Cont’d

 Operational

 New highway signage limitations in town

 Weather factors

 Narrow short term focus / Hesitation to take risk and embrace Big Picture.

 Restrictive zoning bylaws, AB health & safety regs

 Water treatment requirements, Occupancy limitations

 Hotels and accommodation

 Directional signage.

 No interest of the County to develop tourism

 Lack of support and growth from town council

 Agreement from residents

 The arts are considered low priority

 Foothills county approvals to support small business

 Cost of zoning, development, licensing.

 Operational constraints (limit of allowed customers), location (time lost for supply runs to city, no deliveries)

 High cost of building signage

 Red tape, and local bylaws.

 We don't have the financial capacities as a community to maintain and develop our built heritage and key landmark (the
grain elevator).

Somewhat High Impact 34% of respondents



Q: Please list such barriers in degree of financial or
operational impact. Cont’d

 Difficulty impressing upon some local businesses and council member the value of the tourism industry to our town, and the returns we would see
from investing in public washrooms, improved signage, parking lots, etc.

 Traffic congestion at the 4 way stop

 Cooperation / Collaboration from Key Stakeholders

 Health Inspection requirements, Business signage limitations

 Transport

 Slow to allow appropriate signage

 Waiting to hear of bylaw approval for short term rentals

 County red tape; fire, AHS, etc.

 High cost of water & sewage

 We don't have the financial or human resources to fully assist our commercial core in making the most of itself and landlords filling their vacant
premises.

Medium Impact 19% of respondents

Somewhat Low Impact 5% of respondents
 Scattered approach to methods of attracting visitors

 Access

 Lack of knowledge in protocol and ceremony

Low Impact 6% of respondents
 Business License

 Tourist Information



Q: What are the risks in your community that can limit
tourism development and investment success?

Answered: 43 Skipped: 43

 Navigating all the guidelines and restrictions

 Small town attitude with media. If they don't like you they will make you suffer.

 Little to no business succession planning can leave downtown looking closed, unattractive, empty. Lack of free
wifi in the downtown core. Overly strict building requirements (not referring to safety-related requirements, but a
common sense approach would be helpful)

 Unprofessional approach to development of attractions and services and lack of understanding about how to
treat our guests

 Parking space. Too few interesting small businesses. Quality of food could be improved in many of the
restaurants.

 As mentioned previously plus... Funding. Time commitment from key supporters.

 Foothills County rules. The wealthy residents that don't want change

 NIMBY and too much traffic. Nobody wants that, but we want the tourists.

 Flood risk in hamlet, fire everywhere

 Over regulation. Wildfires

 Influx of tourists could change the character of the area.  High volume could drive up costs for the average local
citizen, even if it is a boon to a few specific businesses.

 Number of visitors needed to support businesses based on tourism as small local population.



Q: What are the risks in your community that can limit
tourism development and investment success? Cont’d

Answered: 43 Skipped: 43

 The lack o real ownership  from any organization to be effectively promoting tourism correctly in the correct mediums.

 The Oil and Gas history gives the smaller towns a not very glamorous appearance. More like a ghost town. Maybe being on
"Still Standing" will help that!

 Funding. Natural disasters. Competition. Apathy.

 Protectionism

 Red Tape

 Not sure I understand this one... Town councils not embracing growth and change. Town rivalries from the past. Weather.
Economy

 Infrastructure

 A lack of understanding about what tourism is and how it can benefit the community/region as a whole.

 Businesses have a difficult time staying for the long-term. Too many owners who are stubborn, don’t like change or work as
a team. We’ve got to work together & SEE one another & refer/recommend each other. Too many opposing factions in this
town. Takes way too much energy, time to make change happen

 If there are no businesses, there is nothing to draw newcomers out.

 Multiple initiatives in each market trying to promote foothills, and all asking for a separate fee (funds businesses don't have
or based on ROI aren't prepared to invest in due to risk and previous experience). Lack of cohesiveness between all these
initiatives are causing confusion and concern with business owners. Municipal and County Bylaws. Current state of 90% of
businesses in county are not market ready, or actively managing brand and advertising. Municipalities not fully prepared to
aid in marketing region (some just not equipped or staffed to do so, others like High River don't believe they need tourism
or FTA help when it comes to tourism...businesses say different)

 Not enough people to pay taxes



Q: What are the risks in your community that can limit
tourism development and investment success? Cont’d

Answered: 43 Skipped: 43

 MD Beuacracy to start a business.

 Financial, money, people

 Council not listening to the invested

 Economic down turn has effected the money available to develop ideas and execute them

 Economy. Approvals process.

 Having enough places open to draw enough people out for a day trip, especially if it is on a Sunday. Weather conditions.

 Not thinking big enough

 Denying short term rentals

 For Priddis, it is very small. Poor signage on highway in terms of how close we are to main road and the many services we
offer.

 Funds

 Parts of Turner Valley appear derelict with run down homes and trailers on main streets. Overall economy of Alberta is poor.

 No signage allowed

 Risks such as attracting people that may want to do harm (theft). A big risk is making a big investment into our business to
have it shut down by neighbours that may not want it in their backyard.

 I'm not sure at this stage

 Lack of commercial space in town center. Possible dedicated tour bus parking

 Coordinated support of the municipal government for national and  broad based events that draw people from all over the
province and the country

 The town politics

 A continued loss of niche retail in the commercial core.  Poor visual experience for drive-through traffic.  Low awareness of
the services offered by Nanton to traffic coming from the West.



Q: Please list the top 3 actions that if taken today would unlock the
potential of the visitor economy in the Foothills Region.

1 2 3
 More financial support for advertising in the

Calgary region

 Battle the crisis first.

 Collaboration between municipalities to
encourage co-promotions for tours (i.e.: antiques
and collectibles tours, agritours, museum tours
etc.)

 Encouraging Alberta Tourism to focus more on
the small towns and less on Canmore, Banff, and
Jasper. These places are overrun as it is.

 support for the arts, help to create PR pieces
(video, press) and to distribute these

 Strengthen Partnership with CHA and Calgary
Tourism

 More information....a local magazine or 
newsletter

 A foothills museum / archaeological site

 better marketing, but not led by a member-
driven association

 Relax County regulations

 Create a significant signature event that
showcases the area.

 Visitor accommodations

 Support in bringing Awareness of the foothills to
Calgary and the ease of access for Calgary and

 Get the low income business access to free
advertising

 Encourage the development of more
accommodation in the immediate Bragg Creek
area

 staff to help organize and advertise art tours

 Increase funding (I suppose 1/2 go hand in hand)

 Change in the Foothills County rules

 Roads built for cycling not just for cars.

 I’m pretty happy

 Enable easy tourism business set-up

 Offer organized bus tours that goes to select 
destinations without increasing traffic.

 Organized visitor tours

 reduce municipal red tape and restrictions

 Encourage a great restaurant for lunch and 
dinner to build here

 Accessibility to resources that enable an open 
communication about tourism.

 Supplemental business growth

 More local events marketed to the Calgary
region

 Get the town to go easy on taxes and utilities.

 Raise the tourism profile of the area through all
forms of media

 perhaps organized, paid, small bus tours where
artists receive compensation for being open to
tourists?

 Grass roots campaign to provide an orientation
for South Calgary Hospitality Hosts so they are
better equipped to celebrate all that the Foothills
has to offer.

 Increase community involvement

 Destination scenic drives.

 Don’t always change things. Change is not
always improvement

 Promote the region

 Showcase people, places, and events ala the Still
Standing show did for Turner Valley.

 Investment in the Turner Valley Gas Plant to
encourage visitors.

 Implement a plan

Answered: 43 Skipped: 43



Q: Please list the top 3 actions that if taken today would unlock the
potential of the visitor economy in the Foothills Region. Cont’d

1 2 3
 Amalgamate the overdone tourism groups and

pages, or all get on the same page

 Build a new Lodge that holds up to 20 people

 Businesses making adjustments to
accommodate and embrace tourism

 Partnerships

 Remove traffic restrictions for any business

 Signage

 Resolving the 4-way stop in Bragg Creek

 Tourism Testimonials - Government/Business

 Online Business Directory I recommended

 More events

 Attempt to complete FTA website in efforts to
offer consumer more choices as to what they can 
do

 Longview tourism website

 Completion of Stoney Trail construction

 Promotions, Marketing

 Arts development

 advertising internationally

 Social platform advertising

 Make agri-tourism (including farm stores) a
discretionary use on all farm land

 Parking and public washrooms

 Increased areas for parking

 Measurements (i.e.) Tourism $ impact on local
Economy

 Be inclusive of home-based businesses, not just
store fronts

 Day trip bus transportation for events

 Partnerships - City of Calgary, Tour Companies,
RV Rentals, B2B groups (agri, food & beverage,
historical societies, etc.)

 Cowboys and Indians roaming the streets on
horseback

 Road/access restrictions

 Social Media Viral Videos

 signage

 advertising nationally

 Business supporting business

 A listing of all tourism attractive businesses.  
Some may not have a budget to advertise, but
they are still out there.

 Promote and support the clean up that has been
done around the gas plant

 Promotion of FILM tourism in Alberta.

 Strategic advertising

 Remove red tape for farm stores, B&Bs, and air
BnBs

 Information centres

 Ease of development permits for vacation
properties

 Alberta Government Messaging - the
opportunity is right there

 Does the average tourist, be they local or
otherwise, know about your tourism board? Is it
the first place folks go to when planning their
trips?!

 Joint agreement with other promoters to work
together, share content and work at each's
strength level (local, national, international, etc.)

 More filming and movies

 MD signage rules.

 Free stuff

 Ceremony

Answered: 43 Skipped: 43



Q: Please list the top 3 actions that if taken today would unlock the
potential of the visitor economy in the Foothills Region. Cont’d

1 2 3
 Solicit for more unique businesses to be open in

the area giving potential customers a unique
experience, especially from Calgary.

 Publicity that reaches a greater audience

 Ability for businesses to advertise on main
corridors.

 Government funding to restore natural heritage
and culture

 More awareness in Calgary of our region

 More signage

 A Farm Store allowed on site

 better local accommodation (affordable and
nice, not hotel chains)

 Allow some sort of tourist oriented businesses
some highway signage

 Significant investment in a Big Marketing plan

 Promotional program for Nanton, Turner Valley
and Black Diamond in the Crowsnest Pass area or
even into BC.

 Grants for new businesses to develop

 Make the process more streamlined and less
complicated.

 Positive awareness by way of optimizing the web
to attract tourists

 More awareness in USA of our region

 Better transportation from Calgary

 Support (media and potentially financial) to
attract tourists to our business

 Better coordination for visitors so they don't
have to do so much on their own (finding things)

 Creation of a fun tourist map ..comic style avail
at airport, tourism agencies

 Support for high visibility highway signage to the
south and west.

 Money for attraction development

 Small business growth opportunities

 Have a page where all businesses of interest to
tourists is on the town or area map with a quick
link to their web/social media page

 Development of a resort area.

 Encourage the general public (residents) to
embrace tourism.

 Maintaining a positive impact on local economy
and environment

 More awareness in Europe

 Better Transportation form the airport

 Signage

 More centrally located activities (affordable and
entertaining)

 Involvement in tradeshows, collaborations with
other tourism areas, work with big events

 Promotional of available retail space to potential
entrepreneurs in our collective old Commercial
Cores.

Answered: 43 Skipped: 43



Q: 
Please detail any suggestions you have for Government
on how to encourage tourism innovation.

Answered: 43 Skipped: 43

 More advertising support to bring awareness to the Calgary relation about the foothills and what we have to offer

 I don't think that I answered the questions right ,and don't know if you are going to keep it private but we sure need to go
through this crisis, I have no sells at all at this moment and people are mean on the media telling us to shut down, I cannot
afford to be closed .we need the tourists big time soon. very soon. Winter will be very long this year ,sad anxious ,
depressing ,scary, suicidal for many people. "

 Municipal Gov't: Opening up options for discretionary use permit applications to test the market for certain businesses, i.e.:
allowing innovative building designs or creative re-use ideas such as renovated sea-cans as a restaurant/wine bar/retail
location. (Sea-cans and tiny homes have been outlawed in our town, a very short-sighted decision made 10 years ago or so).
Provincial Gov't: Encouraging/funding collaborations between entities to offer free rural wifi, free or very reasonable access
to provincial and federal parks, financial support for the restoration and maintenance of museums and other historic
buildings such as grain elevators to be re-purposed as attractions/galleries, theatres, restaurants, bars, etc.

 Improved and correct signage ( see BC's artisan signage). Implement the new hiway design at the 4 way stop

 Small grants to help with #2 above

 Monetary Support. Actively promote and celebrate The Foothill / Tourism Innovation.

 More advertising and marketing.

 Grants to help build may assist. Hard to say.

 Generally stay out of the way and let it happen

 Support the Foothills Tourism Association

 Adopt broad-based economic policies that promote renewal energy instead of pouring tax payer money into the dying
petroleum energy sector.

 Tourism Business incubators targeting vacant spaces in rural Commercial Cores. Support for quality community and
regional signage similar to what BC did between 2001 and 2007.  Funding for facade improvement programs in partnership
with local government/Chambers.  Alberta can't compete with BC, so don't try and provide the same product with similar
marketing!



Q: 
Please detail any suggestions you have for Government
on how to encourage tourism innovation. Cont’d

Answered: 43 Skipped: 43

 Investment and financial assistance to support start-up businesses.

 Foothills tourism fails to capture the attention, imagination, and curiosity of the younger generations and only helps to
bring more elders out, get rid of it and bring back something that captures the spirit of the foothills.

 Be on top of the leaks that lead to the rotten egg smells!

 Awareness and promotion. Businesses and locals alike would benefit greatly from tourism - I believe they are more likely to
get involved and embrace it if they see the government doing the same.

 Collaboration on removal of regulatory decisions

 Remove red tape & remove any traffic restrictions.

 App with an interactive map

 Signage and mapping that can highlight attractions. Highlight more historic points of interest. Adjust development permits
that allows acreage owners to leverage space that will allow for people to build short term accommodations.

 We need Albertans to understand that the loss of oil can be replaced largely by tourism. Appeal to the Albertan sense of
independence and grit - let's build a new future for the Foothills.

 Make it easy & transparent & KNOWN that there’s MORE to Alberta Foothills than views or sports!!

 No suggestions unfortunately.....after years of struggling, I'm at a loss solutions for what could be done to help. 

 While Travel Alberta needs a bit of an overhaul/update (in regards to ATIS and how it works and what it considers key items
for profiles), they are on the right path with 10 year plan and involving Government as they have.

 Give us more grants

 Simplify business application process.

 The current provincial government has acknowledged the tourism industry for the first time in their speech and there is
now a 10 year plan. It would be nice to see dollars before the next election.

 A coordinated and organized game plan



Q: 
Please detail any suggestions you have for Government
on how to encourage tourism innovation. Cont’d

Answered: 43 Skipped: 43

 The arts and culture brings colour and excitement.  Encourage signage and where possible have studios and maker spaces
near restaurants

 grants, competition, small businesses help because they are often the ones that put money towards these events

 Easier application processes

 Allow a percentage of funds to go towards a municipal, one-stop info. page (See #2 above).  It could look like google maps.
When you zoom in you can see what business is on the map.  If you were to click on it, then you could be linked to their
page.  This is how I ideally explore a new city I visit on a trip, not by going to a listing of 100 businesses listed on the
Chamber or other directories.  You can get very easily lost in those and lose interest.

 The Foot Hills is a unique area in Alberta and funding for publicty is always essential. With regard to the Arts I think a large
show in the summer would draw a large crowd from all around if developed in the correct way, however once again would
require funding initially.

 Partnerships with other communities to share best practices.  And potentially speed up change/reduce red tape for bylaw
creation

 I think the public, at least in our area, are very mixed on even welcoming tourism.  For example, cyclists visiting is very
common and welcome by the businesses, but the public seems them as a nuisance. So general education to the public of
the benefits of tourism is a role I could see government playing.

 Small town approach with class and beauty.

 Advertising and promotion of the area

 Make it less cumbersome with regulations (with the MD) to even be allowed to run a business with less restrictions on how
it can grow, etc. Support and promote the small businesses to bring success to the MD as whole

 Keep a good website up and keep advertising in tourism magazines

 Local government needs to invest marketing dollars on what the town offers in print, radio. Local needs to become social
media savvy, and improve town website to reflect the tourism here. A tourist booth operating May thru Sept.



Q: 
Do you consider tourism to be a key economic driver in
the Foothills Region? If so, please expand:

YES
 I believe tourism is what is needed to help the foothills thrive.

 Yes please,that is one reason that I have survived for 8 years. We need the tourists. We need to find something to get the locals also to shop locally. Thanks for your time.

 Yes, as more visitors to the area results in increased revenue, positive reviews and word-of-mouth promotion, and potential new residents for our small towns.

 It can be.

 Yes. Support for and collaboration with Businesses in the region.

 Yes - the multiplier effect on all businesses is very significant when we have more tourism.  the more people we have visiting the better known we are as a great place to live and
setup more businesses.

 Yes, more visitors will encourage economic development and help our communities grow. We need long term sustainability for businesses that can only be realized by moving
and retaining more visitors into the area.

 Yes, so many blue collar workers are getting slammed in this economy!

 Yes, just from our increase in visitor numbers in the last two years we have witnessed the economic impact that tourism has on our community. People come from all over the
world, usually drawn in by film or outdoor tourism and often extend their stay or plan a return visit. Taking into consideration the money that each person would spend in one day
on accommodations, shopping and dining alone, it's easy to see how tourism can be a key economic driver in our region.

 Yes, key piece

 Yes.  75-80% of our visitors and sales are from tourists and day trippers. Hope this helps. Thank you for all you guys are doing for the Foothills!

 Yes, some communities more than others, I believe it can enhance the agriculture base, increase employment opportunities for youth, and bring increased housing development

 Yes, there are some awesome businesses here

 Yes - interaction with our customers tell me so.  Why they come out to the Foothills.

 Yes... due to the proximity to the mountains.

 Yes, for some businesses.  People will always need services (doctors, lawyers, furnace repair, phone) but these don't bring in tourists.  There are, however, businesses that need
the tourism dollars to thrive and keep their doors open.  The more tourism drawing businesses, the more that area sees tourism to be a key economic driver.  It's a kind of a
frustrating which comes first, the chicken or the egg.  Some say build it and they will come.  But many have built and not enough came.  High River has seen a lot of that since the
flood.  We just lost Bottled Up, Kahls Art Gallery, in the last 2 months.  I guess time will fix that and a better provincial economy.

 Yes definitely, the Foothills Region is Southern Alberta history which has been maintained for over 100's of years. Including the most amazing mountain views.

 In our area there is no other major industries so tourism makes seance. Tourists come in, spend money and leave with no major investment required other than parking.

 Yes, with the Dawgs we have facilities that have been nationally recognized as among the top 4 in the entire country. We have a program that is similarly nationally and even
internationally regarded as a phenomenon. With the support of the Dawgs operation, this can be exploited to significant advantage

 Yes, indeed. We know our business has brought people from Calgary and around the world who may never have come to Black Diamond otherwise.

Answered: 40 Skipped: 46



Q: 

No Other
 No....Our Region has changed a lot over the years. Sadly, I

feel the Foothills County and the wealthy home owners that 
have a second home or mansion on a quarter section will 
drive out the ranchers by increasing land values.

 It is not today, but it could be a real economic driver with
positive impacts on property values and employment.

 No. Can’t rely on it. Hence other services/products need to
be highlighted

 Not yet. It could be as we have a lot to offer, but preparing
and getting that product ready to go is a challenge that is
not fully understood by those attempting to push tourism.

 No, but it's a little bit of extra business throughout the year.

 I don't think it is quite there.  Many see our area as the
gateway to tourist destination (IE: MacLean Creek,
Canmore, etc) We are on the way - we are not the
destination.

 No, we're mostly agricultural

 Absolutely can be. At this point, I don't see that is. I feel it
has a massive untapped potential.

 Could be, but it has to be harnessed - easier said than done.

 It is one way to infuse external money into the local economy.

 Too many groups are doing a poor job of it. Foothills tourism. Destination
Okotoks. Our High River. Not one group is doing it well so you all are becoming
expensive wastes.

 We are a region comprised of relatively small rural communities. Staying alive
means we need to embrace tourism.

 If there wasn't even a small percentage of tourism, then no one would come out
here, there would be no other reason!  Any tourism that comes, is helpful to the
local economy.

 It provides an economic impact that is needed every year to help small,
independent businesses stay alive in the Foothills Region.

 Tourism usually breeds innovation and innovation grows tourism

 It has the potential to be.

 I consider the Visitor economy to be a key driver, there's a difference.  Our
community benefits from both tourism and all other businesses using the
highways.  Local business has not prioritized tourism in Nanton in a very recent
BR&E study.  Increasing visitation generally means having quality retail, services
and aesthetics in our Towns.  The Calgary or Lethbridge visitor is just as important
as any other.

Do you consider tourism to be a key economic driver in 
the Foothills Region? If so, please expand:

Answered: 40 Skipped: 46
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Purpose

Research Objectives
To measure Calgarian’s awareness of the Foothills Region, including their 
awareness of local destinations and activities.

Target Audience
Citizens of Calgary, Alberta
18 years of age and older

Methodology and Timelines
Telephone interviewing, 100 interviews
Fieldwork dates: April, 2020



Awareness of the Foothills Region

85
of Calgarians have heard 

of the Foothills Region

77
of them visit / have 

visited the Foothills 

Region

% %

Base (All respondents): 100
Source: Question 1 - Have you heard of the rural region south of Calgary called Foothills Region? 



Awareness of Key Destinations

Base (All respondents): 100
Source: Question 3 - Have you heard of key destinations such as:

The majority of respondents are aware of the Millarville Farmers Market 
and the Bar-U Ranch. 

About a third of respondents have heard of Museum of the Highwood.

29% have heard of Bomber Command Museum.

70%
62%

32% 29%

Millarville Farmers
Market

Bar-U Ranch  Museum of the 
Highwood

Bomber Command
Museum



Visitation of the Foothills Region

Base (Have heard of the Foothills Region): 85
Source: Question 2 - How often in a year do you visit the Foothills region specifically for tourism, shopping or leisure activities? 

24%

19%

21%

15%

13%

8%

40% of Calgarians visit the Foothills 
Region up to 3 times a year.

24% of respondents do not visit the 
region at all.

Do not visit

Once a year

2-3 times a year

4-6 times a year

8 times a year and more

Difficult to answer



Awareness of Activities in the Foothills Region

Base (All respondents): 100
Source: Question 4 - Have you heard there are craft breweries, distillers and wineries to visit just South of Calgary?;
Question 5 - Are you aware there are magnificent nature views with “Cool Little Towns” and a variety of leisure activities such as cycling, 
hiking, rafting, fishing and horse riding within a 30-minute drive South of Calgary? 

have heard there are craft breweries, 
distillers and wineries to visit just 
South of Calgary

62 %

are aware of “Cool Little Towns” and 
various leisure activities in the region

83 %



Favorite Activities in the Foothills Region 

Base (Foothills visitors): 58*
Source: Question 9 - What activities, attractions or experiences do you like to do most when visiting the rural region 
just south of Calgary?

When asked what activities, attractions or experiences were most 
favoured in the region, Calgarians said:

Hiking

Enjoying nature / scenery

Walking

Restaurants / Cafes

Cultural / community 
activities

45%

21%

19%

17%

16%

Top-5 favorite activities

* - please mind the small base for analysis, only tendencies may be observed



How Calgarians describe the Foothills Region

Base (have heard of the Foothills region): 85
Source: Question 11 - What three words best describe the rural region south of Calgary called Foothills Region? 

Calgarians describe the Foothills Region as a beautiful, scenic and 
open region. It is also associated with farm communities and nature.

Top-5 associations

Beauty / beautiful

Open

Scenic

Farm / farm community

Nature 

19%

12%

8%

8%

7%



Locally Grown Food is Important to Calgarians

Base (All respondents): 100 
Source: Question 6 - Is locally grown food important to you?;
Question 7 - If there were farm stores within 30 to 60-minute drive south from Calgary that sell meats, herbs, vegetables, flowers 
and wool products, would you visit those farm stores on weekends to purchase directly from farmers?;
Question 7a - If so, how many times a year would you consider shopping at a Foothills Farm Gate Store? 

91%

9%

Importance
of locally grown food

Important

Not important

of Calgarians would travel
30 - 60 mins south from Calgary to 
buy products directly from farmers

70 %

of those who would travel to buy 
products said they would visit a 
Foothills Farm Gate Store 4-6 times a 
year

41 %



Readiness to Recommend the Foothills Region 
as a Tourist Destination

Base (All respondents): 100 
Source: Question 12 - How likely are you to recommend the rural region south of Calgary called the 
Foothills Region as a tourist destination? 

The majority of Calgarians are likely to recommend the Foothills 
Region as a tourist destination.

62%

26%

Top-2 (Very likely + Likely) Top-1 (Very likely)



Barriers to Visit the Foothills Region

Source: Question 8 - Is the ease of travel and directions to the Foothills region a barrier or benefit in your decision to 
visit the Foothills region?; 
Question 10 - What holds you, your friends or other visitors from visiting the rural region south of Calgary called 
Foothills region? 

Whether the ease of travel and directions 
to the Foothills region is a barrier or 
benefit in decision to visit the region

* - please mind the small base for analysis, only tendencies may be observed

Main barriers for Calgarians to visit 
the Foothills region

56%

32%

12%

A benefit

A barrier

DK/ Difficult to answer

Base (All respondents): 100*

43%

13%

10%

13%

Travel time / distance

Lack of knowledge of 
destination places to go

Too busy

Nothing

Base (Foothills non-visitors): 40*
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Foothills Tourism Economic Impact 

Tourism is a central player in Alberta’s economy. Its’ importance to the province’s well-being 

is especially critical during periods of volatility within the energy sector. Indeed, Alberta’s 

“visitor economy” holds great promise as a core pillar of economic diversification now and in the 

future.2 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

The potential for the Foothills Region to capitalize on the tourism sector as a driver of the regional 

economy is significant.  Consistent with national domestic trends3, growth in tourism expenditures 

in the Foothills Region could increase from $29.9 M to $40.1 M over the next 5 years. 

 
1 Average annual  municipal business licence fee $195 

2 Source: 2015 Alberta Culture and Tourism 
3 Source  https://www.newswire.ca/news-releases/statistics-canada-reports-that-tourism-spending-is-growing-in-canada-

809626261.html 

647,000 
TOTAL PERSON VISITS 

390 
TOURISM BUSINESSES 

5,390 
EMPLOYED IN TOURISM 

$29.9 M 
TOURISM EXPENDITURES 
(DIRECT, INDIRECT AND INDUCED) 

29,200 
OVERNIGHT PERSON VISITS 

2.4 
AVERAGE PARTY SIZE 

$618 
AVG. SPEND PER PARTY PER VISIT 

$76K1 
TOURISM BUSINESS LICENCE REV. 

https://www.newswire.ca/news-releases/statistics-canada-reports-that-tourism-spending-is-growing-in-canada-809626261.html
https://www.newswire.ca/news-releases/statistics-canada-reports-that-tourism-spending-is-growing-in-canada-809626261.html
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Introduction and Background 

The tourism activities of the region are led by the newly formed Foothills Tourism Association (FTA), 

which is an industry-led destination marketing organization tasked with positioning the Foothills 

Region as a favourable destination.  

In January 2019, the FTA produced a tactical plan which identifies a range of initiatives intended 

to help the region grow its’ tourism industry and build out the FTA’s operational platform.  This 

strategy includes a commitment to monitoring key tourism indicators and communicating this 

information to stakeholders and the community on a regular and on-going basis. 

Although in its’ infancy, the newly formed FTA has been bold and focused in effort to capitalize 

on the unique tourism characteristic of the Foothills Region. 

As a step toward fulfilling this commitment, FTA retained Western Management Consultants 

(WMC) to document what is known about the current economic contribution of tourism in the 

Foothills Region. 

This report has been prepared for the FTA and documents what is known about the contribution 

of tourism to the economy. This report is based on desk research data that is available from existing 

sources in the public domain and is indicative in nature. 

The initial approach undertaken was to engage the Foothills County, Municipalities, Towns and 

Spruce Meadows in the collection of quantitative data.  This data supports the analysis of tourism 

supply and demand indicators, including: 

1. Total dollars of assessed property value attributable to tourism; 

2. Total dollars in property tax revenue attributable to tourism; 

3. Total dollars in business licence revenue attributable to tourism; 

4. Number of tourism related businesses classified by the North American Industry 

Classification4; 

5. Number of direct tourism related jobs; and, 

6. Total dollars in annual employment income attributable to tourism. 

 

Within the available time for this engagement, the response rate and participation from the 

municipalities has been low.  Insufficient and incomplete data has been received and deemed 

unusable at this time. While a few municipalities demonstrated an eagerness to support the FTA, 

feedback received spoke to their internal challenges of providing the data.   

To achieve an indicative tourism valuation within the available time, a course correction was 

undertaken.  Various additional sources were levered, principally through Travel Alberta, Alberta 

Government Research and Statistics Canada. We are pleased to present those findings below. 

   

 
4 A subsequent engagement with Ryan Lindsay, Adjunct Media Services was contracted and reported upon separately. 
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Executive Summary 

Tourism is an economic generator for the Foothills Region and its’ surrounding communities.  

Tourism contributes directly to employment and economic growth in the region through ongoing 

operations and activities of different businesses that service tourists and visitors.  The tourism 

industry is a significant generator that makes contributions to the local economy, Province of 

Alberta and beyond. 

Highlighted in the table below are the direct economic impacts from tourism in Alberta, Calgary 

and Area Tourism Region and Foothills Tourism Region.  

In viewing this information, note that the economic impacts for the Foothills Region is estimated 

based on data and influences spoken to in the Project Study Area.  

Direct Impacts 

 

 

Direct Economic 

Impacts 

Total 

Alberta 

Domestic 

Market 

Calgary and 

Area 

Tourism 

Region 

Foothills 

Tourism 

Region 

FTA Region 

as a % of 

Total 

Alberta 

 
 

Total Person Visits (millions) 

 

 

32.82 

 

6.47 

 

647 

 

~10% 

 

Tourism Expenditures (millions) 

 

 

1,620,199 

 

$997,411 

 

$29,922 

 

~3% 

 

Overnight Person Visits (millions) 

 

 

12.09 

 

2.92 

 

292 

 

~1% 

 

Nights of Accommodation 

(millions)  

 

 

38.5 

 

8.46 

 

846 

 

~1% 

 

Origin of Visits (Total person visits) 

▪ Alberta 

▪ Other Canada 

 

 

 

29.13 

3.70 

 

 

5.14 

1.34 

 

 

5.14 

1.34 

 

 

18% 

36% 

 

Average Length of Stay 

Avg. Spending per party per visit 

Average Party Size 

(Visitors from other Canada) 

 

 

 

2.1 

$723 

2.4 

 

4.1 

$618 

2.4 

 

4.1 

$618 

2.4 

 

 

-- 
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Project Study Area 

The Foothills Tourism Region is generally the same geographic perimeter as the Foothills County 

Municipal District (MD 31), adjacent to the south side of Calgary in Census Division 6 (2016 

population 1,498,778)5.   

Despite sharing a common border with the City of Calgary, it does not form part of the Calgary 

census metropolitan area (2016 population 1,392,609)6 as defined by Statistics Canada. 

The area is characterized and situated between the Rocky Mountains and the Alberta grasslands, 

the Foothills Region is rife with rolling hills, winding streams and coniferous trees. In addition to the 

picturesque landscape, the Alberta Foothills comprises over 30 villages, towns, localities and are 

home to roughly 49,000 people, approximately 3.4% of Census Division 6.  

Reflecting upon the initial tourism asset 

inventory7 of 390 identified tourism businesses 

in relation to the known tourism nods and 

asset inventory of the broader Calgary and 

Area Tourism Region plus the population 

density, there is an estimation that 

approximately ten percent of the visitor 

activity captured in the Domestic Tourism in 

Calgary and Area Tourism Region 2016, is 

attributable to the Foothills Tourism region.  

Whereas the tourism expenditures are 

estimated at approximately three percent 

due to the mix, lower fee-based attractions 

and less high dollar commercial activity. 

Over the course of 2016, visitors spent 38.5 million nights in Alberta of which 8.46 million were spent 

in Calgary and Area.  Seventy percent of the 8.46 million nights (5.89 million) were spent in the 

homes of friends and relatives.  Recognizing the proximity of the Foothills Region to Calgary and 

known “day tripping” of visitors, coupled with a lower paid accommodation concentration in the 

study area, overnight paid accommodation is considered marginal, approximately 1%. The trend 

is for tourism visitors to base themselves from Calgary with day trips to satellite regions.  

An area with infinite tourism potential, it boasts all the requisite assets to be attractive to both 

internal and local visitors; scenic beauty, one hour from a large metropolitan area of Calgary and 

a rich resource in one of the fastest growing tourism sectors – agri food.  

 
5 Source: https://www12.statcan.gc.ca/census-recensement/2016/as-sa/fogs-spg/Facts-cd-

eng.cfm?LANG=Eng&GK=CD&GC=4806&TOPIC=1 
6 Source: https://www12.statcan.gc.ca/census-recensement/2016/as-sa/fogs-spg/Facts-cma-

eng.cfm?LANG=Eng&GK=CMA&GC=825&TOPIC=1 
7 Source: Ryan Lindsay, Adjunct Media Services 

 

https://www12.statcan.gc.ca/census-recensement/2016/as-sa/fogs-spg/Facts-cd-eng.cfm?LANG=Eng&GK=CD&GC=4806&TOPIC=1
https://www12.statcan.gc.ca/census-recensement/2016/as-sa/fogs-spg/Facts-cd-eng.cfm?LANG=Eng&GK=CD&GC=4806&TOPIC=1
https://www12.statcan.gc.ca/census-recensement/2016/as-sa/fogs-spg/Facts-cma-eng.cfm?LANG=Eng&GK=CMA&GC=825&TOPIC=1
https://www12.statcan.gc.ca/census-recensement/2016/as-sa/fogs-spg/Facts-cma-eng.cfm?LANG=Eng&GK=CMA&GC=825&TOPIC=1
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Alberta Foothills Region at a Glance 
 

1. Road access:  

▪ Highway 2 Canamex Corridor, linking north / south corridors from northern Alberta to 

Mexico; 

▪ TransCanada Highway 1, linking west and east corridors from coast to coast across 

Canada; 

▪ Highway 22 “the Cowboy Trail”, a scenic and convenient route along Alberta’s 

Foothills; 

▪ Highway 7, east / west access to Highway 22 south to Crowsnest Pass and B.C.; and, 

▪ Highway 549, access to Millarville, Bragg Creek and Highway 1 to Banff. 

 

2. Distance to: 

▪ Calgary south city limits: approximately 25 km; 

▪ Downtown Calgary approximately 60 km; 

▪ Calgary International Airport approximately 65-100 km; 

▪ Edmonton 325 to 375 km; and, 

▪ U.S. border 230 to 290 km. 

 

3. Air: 

▪ Calgary International Airport 45-60 minutes north; and, 

▪ Regional airports: Okotoks, High River 3000 ft. lit runways for light aircraft. 
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Economic Tourism Regions in Alberta 
Tourism Alberta and the Alberta Government, Tourism Research and Evaluation group provide 

economic impact analysis for an entire tourism economy at a specific point in time.  This analysis 

captures spending associated with tourism activity to identify change in employment, income 

and government tax revenue at regional and provincial levels.8 

The economic impact of tourism in Alberta is consolidated and further defined by six regions:  

1. Alberta central region; 

2. Alberta north region; 

3. Alberta south region; 

4. Canadian Rockies region; 

5. Edmonton and area region; and, 

6. Calgary and area region. 

The Calgary and area region includes the geographic area of the Foothills Tourism Region and 

further extends to include: 

Region Type of Region 

Foothills No. 31 Municipal District (Foothills Tourism Region) 

High River Town (Foothills Tourism Region) 

Longview Village (Foothills Tourism Region) 

Turner Valley Town (Foothills Tourism Region) 

Black Diamond Town (Foothills Tourism Region) 

Okotoks Town 

Rocky View County Municipal District 

Calgary City 

Chestermere Town 

Cochrane Town 

Airdrie Calgary 

Irricana Town 

Beiseker Village 

Crossfield Town 

Eden Valley 216 Indian Reserve 

Tsuu T’ina Nation 145 Indian Reserve 

Kananaskis Improvement District 

 

The Calgary and Area region is broader than the specific Foothills Tourism region yet does 

accurately represent the trends and economic impact within the study area.  For the purposes 

of this indicative tourism valuation we have extrapolated key economic indicators. 

 
8 https://www.alberta.ca/Alberta-visitor-profiles.aspx 

https://www.alberta.ca/Alberta-visitor-profiles.aspx
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Tourism Outlook 

The report titled ‘A Summary of 2016 Domestic Visitor Numbers, Expenditures and Characteristics 

Calgary and Area’9 is the latest and relevant analysis prepared by Alberta Culture and Tourism. 

This is the most current and published report.   

Whether it was to see friends and relatives, for business or for pleasure, 6.47 million total person 

visits were made in 2016 to destinations in the Calgary and Area Tourism Region by residents of 

Alberta and other parts of Canada.  

To better understand the volume and characteristics of these visitors, Alberta Culture and Tourism 

has prepared special analyses of the 2016 Travel Survey of Residents of Canada (TSRC)10, which is 

conducted by Statistics Canada.  

The TSRC provides tourism information for travel in Alberta by domestic visitors from the province 

and other parts of Canada. Data in this publication includes same-day and overnight trips for 

Albertans and residents from other parts of Canada.  

International visitors’ results do not form part of this report. Alberta Culture and Tourism has 

cautioned readers that, similar to 2015, detailed estimates for international visitors are not 

available at the provincial and tourism regional levels due to small sample sizes and deteriorating 

data quality from the International Travel Survey (ITS).   

The industry status, as highlighted below remains robust with 2016 recognized as a record setting 

year over 2015.11 

 

  

 
9 https://open.alberta.ca/publications/2292-9991 
10 https://www150.statcan.gc.ca/n1/daily-quotidien/170725/dq170725e-eng.htm 
11 Source: 2016 Statistics Canada International Travel Survey, Travel Survey of Residents of Canada 

https://open.alberta.ca/publications/2292-9991
https://www150.statcan.gc.ca/n1/daily-quotidien/170725/dq170725e-eng.htm
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Calgary and Area Tourism Region 2016 Overview 

In 2016, the Calgary and Foothills Area region received 20% of Canadian visitors to Alberta. 

Residents of Alberta visiting the region accounted for 18% of the total domestic visits to Alberta 

and other parts of Canada accounted for 36%.  

All Domestic Trips 
In 2016, the Calgary and Area region received 6.47 million domestic visits in total of which 5.14 

million (79.3%) were by Albertans. Another 1.34 million visits (20.7%) were by other Canadians. 

 

Total Visitation and Tourism Expenditures from Domestic market to Calgary and 

Area – 2016 

(‘000s) 
 

 Alberta Other Canada Total 

 

Person-Visits 

 

5,135 1,337 6,472 

Tourism Expenditures 

 

$997,411 $622,789 $1,620,200 

 

Residents of Calgary and Area accounted for 23% of visits made to the region. Residents of 

southern Alberta accounted for 16%, while Edmonton and Area accounted for 19% of the visits 

made to the region and residents of central Alberta accounted for 17%. Residents of British 

Columbia accounted for 9%, residents of Saskatchewan accounted for 4% and residents of 

Ontario accounted for 5% of the visits made to Calgary and Area.  

  

Comparison of Domestic Tourism Numbers – 2016 

 Calgary and Area 

Tourism Region 

Total Alberta 

(Domestic Market) 

Calgary and area 

Tourism Region as % 

of Total Alberta 

Number of Visits (Millions) 

Overnight Person-

Visits 

 

2.92 12.09 24% 

Total Person-Visits 

 

6.47 32.82 20% 

Origin of Visits (Total Person-Visits) 

Alberta 

 

5.14 29.13 18% 

Other Canada 

 

1.34 3.70 36% 
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Tourism Expenditures 
Direct tourism expenditures by these domestic visitors were approximately $1.62 billion. Residents 

of Alberta accounted for 61.6% of direct visitor spending in the Calgary and Area tourism region. 

Visitors from other parts of Canada accounted for 38.4%. 

 

  

Other 

38.4% 

Alberta

, 61.6% 

Domestic Expenditures in Calgary 

and Area by Origin - 

2016 

Other 

20.7% 

Domestic Visits to Calgary and 

Area by Origin - 2016 

(N=6.47 Million Person-Visits) 

Alberta, 

79.3% 
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Tourism Employment 
Statistic Canada’s census provides the most detailed information available on the people in 

Canada’s labour force employed in tourism. The census is based on individual Canadian’s self-

reporting on several demographic factors, including their jobs and the industry in which they work. 

This makes it the most detailed dataset and utilized for the purposes of indicative tourism 

employment in the Foothills Region. 

The census captures very detailed data, but only every fifth year, and the data is for a single point 

in time, usually April or May.  Were the census taken in July or August, at the height of Canada’s 

tourism season, it would likely show an even higher number of people working in tourism. If it were 

taken in January, it would show a lower number. 

The 2016 Census identifies 2,096,105 employees in the province of Alberta of which 212,930 (11%) 

are working in tourism, not Full Time Equivalents, rather employed. 

The distribution of employment into industry is further illustrated in the chart below.  

The approximate population of the Foothills Region is estimated at 49,000, refer to Project Study 

Area. Using a similar percentage correlation (indicative) the estimate for people working in tourism 

would be 5,390. 

Additional datasets were considered and are available through the Provincial-Territorial Human 

Resource Module (PTHRM). The PTHRM provides detailed information on the number of jobs in the 

tourism sector by province and territory.  Unlike the census, the PTHRM counts jobs, not individuals.   

Finally, the Labour Force Survey (LFS) can be used to show the level of employment and 

unemployment. 

Accommodations

10% (20800)

Food & 

Beverage 

Services

53% (112050)

Recreation & 

Entertainment

20% (42420)

Transportation

16% (34730)

Travel Services

1% (2930)

Tourism Sector Employees by Occupation
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Overnight Trips 
Approximately 45% of all visits to the region included at least one overnight stop, yielding 2.92 

million overnight visits in 2016. Residents of Edmonton and Area accounted for 27% of all overnight 

travel to the region. This was followed by residents of southern Alberta, 15%, and central Alberta 

,11%. Residents of British Columbia accounted for 16%, residents of Saskatchewan accounted for 

9% and residents of Ontario accounted for 10%. 

Main purpose of Overnight Travel 

Overnight visits to the Calgary and Area region totalled 2.92 million in 2016. Approximately 53.7% 

of the overnight visitors to the region stated that the main purpose of their trip was to visit friends 

and relatives (VFR). Over one quarter, 25.9% of the visitors to the region stated pleasure as the 

main purpose of their trip. Business accounted for 12.1% of overnight travel in the region and 8.3% 

of visitors stated other reasons. 

 

  

VFR, 53.7% 

Business, 12.1% 

Other, 8.3% Pleasure, 25.9% 

Main Purpose of Overnight Travel to Calgary and Area in 2016 

(N=2.92 Million Overnight Visits) 
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Accommodation Used in Calgary and Area Tourism Region 

Over the course of 2016, visitors spent 38.5 million nights in Alberta of which 22% (8.46 million) were 

spent in Calgary and Area. Seventy per cent of the 8.46 million nights (5.89 million) were spent in 

the homes of friends and relatives. A further 21% of nights were spent in hotels (1.81 million). Seven 

per cent of nights were spent in other commercial roofed properties, 1% in motels and 1% in 

campgrounds/RV parks. 

 

Average Length of Stay for Overnight Visitors 

The average length of stay for all overnight visits to Calgary and the Foothills Region is 2.9 nights.  

Although Albertans account for the greatest number of visits to the Calgary and Area Tourism 

Region, they have the shortest average length of stay at 2.1 nights.  

Visitors from the rest of Canada stay an average of 4.1 nights per trip. 

 

 

 

 

  

Average Length of Stay in Calgary and Area (nights) – 2016 
 

Canada 2.9 

Alberta 2.1 

Other Canada 4.1 

1.81 Hotel 

0.09 Motel 

0.55 

0.11 Campground/RV 

park 

Other Roofed 

Properties 

5.89 
Friends and 

Relatives 

Accommodation Used in Calgary and Area in 

2016 (N=8.46 Million Person-Nights) 
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Summary of Characteristics of Overnight Visits to Calgary and Area 

Visitors from Alberta spent on average 2.1 nights during a trip to Calgary and Area and they spent 

approximately $182 per person per visit over the two nights. Visitors from other provinces spent 

about $101 per person per night on average. Their longer stay (4.1 nights on average) compared 

to Albertans resulted in these visitors having higher average spending per person per visit ($413 

over four nights).  

Selected Characteristics of Overnight Visits to Calgary and Area - 2016 

Description Alberta Other Canada 

Average length of stay 2.1 4.1 

Average spending per person per visit $182 $413 

Average spending per party per visit $277 $618 

Average spending per person per night $86 $101 

Average spending per party per night $131 $151 

Average party size 2.4 2.4 
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Top 10 Activities for Overnight Visitors 
The most popular activities participated in by domestic overnight visitors to the Calgary and Area 

Tourism Region by activities in 2016 are listed below.12   

 

 

  

 
12 Domestic Tourism Calgary and Area Tourism Region Characteristics 2016, July 2018  

0 100 200 300 400 500 600 700 800 900

Visit a zoo or aquarium

Museum or art gallery

Sightseeing

Other

Attend a sports event as a spectator

Shopping

Hiking or backpacking

Bar, night club or restaurant

Park - National, provincial or other nature park

Any cultural activity

Any outdoor activity

Did not do any activities

Any entertainment/cultural activity

Visit friends or family

Person Visits in the Thousands
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Domestic Tourism Expenditures by Category 

Residents of Alberta rank number one for spending in every tourism expenditure category except 

accommodation in the Calgary and Area Tourism Region. Approximately 33% of all visitors’ 

spending made by residents of Alberta in the Calgary and Area Tourism Region were 

accommodation and food and beverage. 

Total Tourism Expenditures in Calgary and Area by Category – 2016 

($’000s) 

Category Alberta Other Canada Total 

Public/Local Transportation $216,482 $170,668 $387,151 

Private/Rental Auto $279,257 $107,905 $387,162 

Accommodation $89,966 $94,279 $184,245 

Food and Beverage $240,607 $156,697 $397,304 

Recreation/Entertainment $48,986 $25,934 $74,920 

Retail/Other $122,113 $67,305 $189,418 

Total $997,411 $622,789 $1,620,199 
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Future Foothills Region Tourism Growth 

The forecasted growth in tourism revenue for the FTA is driven in part by several influences 

including; FTA generated initiatives to stimulate activity, geographic proximity to the influence of 

Calgary and National Parks area and broader Travel Alberta actions. 

The potential for the Foothills Region to capitalize on the tourism sector as a driver of the regional 

economy is significant.  Consistent with national domestic  trends13, growth in tourism expenditures 

in the Foothills Region could increase from $29.9 M to $40.1 M over the next 5 years. 

Travel Alberta’s 2022 Growth Strategy has established a defined strategy to grow the visitor 

economy to $10 billion by 2020.   

Defined as: 

‘Travel Alberta 2022 Growth Strategy is an opportunity for 

industry, partners and governments to focus on increased 

returns from the tourism industry, and our strategic objectives 

from 2016 to 2022 act as our measurable long-term roadmap. 

Two-year Business Plans through the six-year sprint outline the 

initiatives and actions in play to reach our objectives heading 

into 2020’14 

In order for Travel Alberta to achieve the tourism 2022 strategy, Travel Alberta is focusing most of 

its global marketing resources on markets which represent the greatest potential for tourism 

growth including Alberta, Canada, the United States, Mexico, Germany, the UK, Japan and 

China.  

Within the context of Travel Alberta’s objective, this would approximately represent a 6% increase 

annually in revenue generation for Alberta and the Foothills Tourism region. 

  

 
13 Source  https://www.newswire.ca/news-releases/statistics-canada-reports-that-tourism-spending-is-growing-in-

canada-809626261.html 
14 Travel Alberta 2016-2022 Growth Strategy, June 10, 2019 

https://www.newswire.ca/news-releases/statistics-canada-reports-that-tourism-spending-is-growing-in-canada-809626261.html
https://www.newswire.ca/news-releases/statistics-canada-reports-that-tourism-spending-is-growing-in-canada-809626261.html
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Limitations 

Notice to read that the following limitations apply to the tourism valuation and economic impact 

analysis contained in this report. 

1. Best efforts have been to ensure the estimates in the report are made in a conservative 

manner to avoid overstating results. 

2. International visitors’ results do not form part of this report. Alberta Culture and Tourism has 

cautioned readers of their data that, similar to 2015, detailed estimates for international 

visitors are not available at the provincial and tourism regional levels due to small sample 

sizes and deteriorating data quality from the International Travel Survey (ITS).   

3. Due to limitations of the budget available from the FTA, this desk research effort did not 

administer surveys to community visitors or operators to determine comprehensive 

spending patterns.  Assumptions were made in consultation with the FTA with regards to 

spending patterns, mix and volume of tourism businesses and market influences. 

4. The impact results are based on data compiled from a variety of sources.  They are not 

strictly statistically reliable and are, therefore, subject to a margin of error. 

5. The tourism valuation and impact model used is a simulation model and, as such, it creates 

a theoretical picture of the future of the Foothills Region tourism economy. It does this on 

the basis of a series of assumptions, which may or may not hold true over time. 

6. Estimates of income (GDP) are typically not calculated at the community level.  These 

estimates are usually reserved for countries and provinces.  Statistics Canada generates 

GDP estimates for Canada and for provinces and territories but never for any smaller 

geography.  It is a challenge to quantify estimates of community incomes in the absence 

of specific income or industry data for the community.  To this extent combined with time 

and budget restrictions, an estimate for the share of Tourism GDP in the Foothills Region is 

not included. 
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APPENDIX 4: DESTINATION CANADA EQ PROFILES 



37     EQ® Profiles

Canada
Gentle Explorers
25% of Canadian Market

Gentle Explorers are primarily defined by their reluctance to venture far beyond the comfort 
of home and travel ‘on condition,’ demanding the very best and most comfortable 
environments for themselves when they must do so.

Social Values Travel Values

© 2012 Canadian Tourism Commission  

Demographics

57% 43%

Education: Average

Employment: FT, or retired

Household Income: Slightly higher than avg.

Age:

Lifestage

Top defining Values
Sexism: They support more traditional views 
of gender and family structures.

Advertising as Stimulus: The least skeptical 
of all EQ types, they will turn to advertising  to 
help them choose what’s best for them.

Aversion to Complexity: They lack faith in 
their ability to deal with the uncertainties of 
everyday life.  

Confidence in Big Business: They associate 
good quality and service with big companies 
and well-known products.

Financial Security:  With a higher than 
average household income, they have more 
confidence in their financial futures.

Bottom defining Values
Importance of Spontaneity: They are less 
interested in trying new things or in being 
spontaneous.

Cultural Sampling: They are less interested 
in gaining a deeper understanding of other 
cultures an do not feel that they have anything 
to learn from them.

A Gentle Explorer will seek: 
Comfort Seekers: Averse to experiencing 
new locations, food and people that require 
them to adjust to the unfamiliar.

Group Travel: They are more comfortable 
travelling with other people or a guide or on an 
organized tour.

Comparison Travel: Like to point out to 
others how things are much better at home 
than in any place they are visiting.

Luxury: They want to get the best there is to 
offer when it comes to hotels, restaurants and 
shopping, and prefer to stay in a ‘gated resort.’

A Gentle Explorer will avoid: 
Historical Travel: Lower interest in 
understanding the historical relevance of the 
places they visit, and experiencing all the 
things a place or culture has to offer.

Cultural Immersion: They are less interested 
in leaving the beaten path and being exposed 
to the local way of life, or learning and using 
the local language. 

Nature: Not as enthusiastic about 
experiencing nature as other travellers. 

31%

41%

28%

55+

35-54

18-34

Mature
23%

Young 
No kids

17%

Middle -
aged no 

kids
27%

Families 
32%

averages refer to 
market  total



38     EQ® Profiles

© 2012 Canadian Tourism Commission  

Experience Appeal and Travel Behaviours
10 Most Appealing Activities (in descending order)
1. Marine life viewing (whale watching, other marine life) 
2. Dining at restaurants offering local ingredients 
3. Wildlife viewing - land based animals & bird watching 
4. Visiting national, provincial/state parks to view wildlife and 

surrounding nature and/or to participate in adventure 
experiences

5. Seeing beautiful coastlines, beaches 
6. Visiting aquariums/zoos 
7. Visiting well-known natural wonders 
8. Food related factory tours (Cheese, chocolate, etc.)
9. Taking a day cruise 
10. Sunbathing

3 of the Least Appealing Activities
1. Participating in vocational learning 
2. Undertaking travel philanthropy/Voluntourism
3. Attending literary festivals or events 

Last Trip
Party composition & size: The majority travelled child-free on 
their last trip (73%). 

Duration: The average trip duration was 10 nights. Those who 
travelled long-haul on their last trip took slightly longer trips (11.6 
nights), which is slightly below the Canadian average (12 nights). 

Spend:  At $2,801 per trip, and $3,542 for long-haul trips, 
Canadian GEs spent on par with the Canadian average. 

Top 3 Sources for Trip Planning
1. Websites of online retailers, travel agencies or tour operators
2. Websites of airlines, hotels, attractions or other services at 

destination
3. Discussions w/ friends, family, business colleagues

Canadian
Gentle

Explorers

Product:
• Brand name hotels
• Simple fun rather than cultural or 

learning activity
• Familiar food/drink
• Group Travel
• Casinos, nightclubs, brewery tours, 

sunbathing, fishing, golfing

Price:
• Affordable packages demonstrating 

value for money
• Luxury will also appeal

Promotion:
• Online retailers, travel agencies, tour 

operators  (Expedia) 
• Websites of airlines, hotels or services 
• Get people talking (friends/family)
• Media Relations 

(Magazine/newspaper articles)
• Traditional Travel Advertising
• Online travel advertising
• Regional or city tourism Offices

Close the Sale! 
• Partner with airlines, hotels, attraction and 

services in your area
• Travel agencies, travel operators and tour 

guide websites are sales channels – make 
sure where possible you are listed!

• Include a clear ‘call to action’ on websites 
and social channels 

• Make it clear how to book online or 
connect via phone



31     EQ® Profiles

Canada
Personal History Explorers
13% of Canadian Market

As travellers, Personal History Explorers are primarily defined by their desire to connect to 
their own cultural roots – and do so by travelling in comfort, style and security. 

Social Values Travel Values 

© 2012 Canadian Tourism Commission  

Demographics

47% 53%

Education: Average

Employment: FT, or retired

Household Income: Average

Age:

Lifestage

Top defining Values
Discerning Hedonism : They love to savour 
life’s pleasures,  whenever they can.

Social Intimacy: They seek meaningful 
connections with others that lead to a better 
understand their own roots.

Need for Status Recognition: They want the 
fruits of their labour to show.  They enjoy new 
technology, and will buy the latest gadgets to 
show off.  Discounts are not as important for 
the Canadian PHE.

Search for Roots: They are more interested 
in understanding their own history and culture, 
rather than the cultures of others.  Part of this 
is honouring traditional family passages, like 
births, marriages, deaths, etc.

Concern for Appearance:  They are very 
image-conscious and place a great deal of 
importance on appearing attractive.

Bottom defining Values
Buying on Impulse: Although they are avid 
consumers, they try to balance this with their 
desire to be savvy, price-conscious buyers.

Personal Control:  They have learned to 
adapt to whatever life presents to them.

A Personal History Explorer will seek: 
Roots Travel:  Their most important travel 
motivation is interest in understanding 
ancestry, heritage.

Comfort/Luxury Seekers:  They want their 
creature comforts and will splurge on the finer 
things, including luxurious accommodations 
when on vacation. Canadian PHEs also enjoy 
active adventure.   

Security Concern: They tend to be anxious 
travellers, fearful for their personal security

Checklist Travel:  They want to see all the 
main attractions but don’t need to go in depth 
with any.  

Shared Experience: Attracted to groups 
where they can socialize and share the 
experience with others. 

Hedonistic Rejuvenation: Vacation is a time 
to be carefree and indulge – they will enjoy 
spa, great cuisine and other opportunities for a 
little pampering.  

A Personal History Explorer will avoid: 
Reluctant travel: Canadian PHEs have a 
greater interest in frequent travel than the 
Global PHE. 

18%

42%

26%

55+

35-54

18-34

Mature
60+
24%

Young, 
no kids

16%

Middle-
aged no 
kids at 
home
29%

Families
31%

averages refer to 
market  total



32     EQ® Profiles

© 2012 Canadian Tourism Commission  

Experience Appeal and Travel Behaviours
10 Most Appealing Activities (in descending order)
1. Marine life viewing (whale watching, other marine life) 
2. Wildlife viewing - land based animals & bird watching 
3. Seeing beautiful coastlines, beaches 
4. Taking a day cruise 
5. Visiting national, provincial/state parks to visit interpretative

centres/museums
6. Viewing Northern/Southern Lights/Aurora 
7. Dining at restaurants offering local ingredients 
8. Visiting national, provincial/state parks to view wildlife and 

surrounding nature and/or to participate in adventure 
experiences

9. Attending farmers’ markets 
10. Seeing autumn leaves 

3 of the Least Appealing Activities
1. Participating in vocational learning  
2. Undertaking travel philanthropy/voluntourism
3. Attending literary festivals or events 

Last Trip
Party composition & size: Most travelled as 2 adults (41%) but 
they were more likely than average to travel with children. 

Duration: Average trip duration for all PHEs was an average 9.3 
nights. The average duration for a long-haul trip was 10.9 nights.

Spend: Average total party spend of $2,629; those who travelled 
long-haul spent more at $3,489 – both amounts similar to the 
Canadian average.  

Top 3 Sources for Trip Planning
1. Websites of online retailers, travel agencies or tour operators
2. Websites of airlines, hotels, attractions or other services at 

destination
3. Discussions with friends, family, business colleagues

Canadian
Personal
History

Explorers

Product:
• Cultural heritage, reconnection
• Allows cultural immersion
• Group activities/tours
• Seeing all the highlights with greater 

focus on nature
• Less active options available

Price:
• Good value
• Discounts not as imperative

Promotion:
• More traditional travel advertising
• Emphasis on social aspects and 

gatherings
• Get people talking (friends/family)

Close the Sale!
• Partner with airlines, hotels, attraction and 

services in your area
• Travel agencies, travel operators and tour 

guide websites are sales channels – make 
sure where possible you are listed!

• Include a clear ‘call to action’ on your 
website

• Make it clear how to book online or 
connect via phone



29     EQ® Profiles

Canada
Authentic Experiencers
12% of Canadian Market

Authentic Experiencers are typically understated travellers looking for authentic, tangible 
engagement with destinations they seek, with a particular interest in understanding the 
history of the places they visit.

Social Values Travel Values

© 2012 Canadian Tourism Commission  

Demographics

51% 49%

Education: Higher than average

Employment: FT, higher than avg. are 
retired

Household Income: Average

Age:

51%

31%

18%

55+

35-54

18-34

Mature
40%

Young
no kids

13%

Middle-
aged no 
kids at 
home
28%

Families
19%

Lifestage

Top defining Values
Personal Control: They are focused on 
maintaining control and autonomy in their 
lives.  Many are retired, with time to do the 
things they want to do. 

Financial Security: They feel optimistic about 
their financial future; more so than global AE’s.

Cultural Sampling: They show a tendency to 
incorporate foreign cultures into their lives, like 
going to an Inuit art gallery or dining at a Thai 
restaurant.

Importance of Spontaneity: They enjoy the 
unexpected in life  - they welcome and 
appreciate surprises.

Ecological Concern: They are concerned 
about the health of the planet and what that 
means to future generations. 

Bottom defining Values
Importance of Aesthetics: With a more 
functional and pragmatic approach to life they 
are unlikely to be swayed by beauty or 
appearance.

Joy of Consumption: Although they are 
relatively affluent and confident financially, 
they are not avid shoppers, deriving little 
enjoyment from the act of consumption

An Authentic Experiencer will seek: 
Historic Travel: They love to learn about and 
absorb themselves in the history and culture of 
the places they visit.   They will research 
before they leave and take their time in historic 
sites and museums.

An Authentic Experiencer will avoid: 
Comfort Seekers: This EQ type does not shy 
away from living like the locals do.  This is 
more important than staying somewhere with 
the comforts of home.  

Luxury Travel: They are unlikely to seek out 
luxury amenities or gourmet experiences.

Group Travel: They prefer to do their own 
thing.

Escape: Travel is not about escape from the 
day to day, they need not disconnect in order 
to relax. 

Hedonistic Rejuvenation:  They are unlikely 
to be carefree and indulgent when traveling –
their focus is on learning

averages refer to 
market  total



30     EQ® Profiles

© 2012 Canadian Tourism Commission  

Experience Appeal and Travel Behaviours
10 Most Appealing Activities (in descending order)
1. Marine life viewing (whale watching, other marine life) 
2. Wildlife viewing - land based animals & bird watching 
3. Visiting small towns, villages 
4. Visiting national, provincial/state parks to view wildlife and 

surrounding nature and/or to participate in adventure 
experiences

5. Seeing beautiful coastlines, beaches 
6. Visiting national, provincial/state parks to visit interpretative

centres/museums
7. Visiting well known historic sites and buildings 
8. Dining at restaurants offering local ingredients 
9. Mountain and glacier viewing 
10. Visiting well-known natural wonders 

3 of the Least Appealing Activities
1. Attending nightclubs/lounges 
2. Motorcycling 
3. Snowmobiling as an overnight touring trip 

Last Trip
Party composition & size: 78% of Canadian AE’s took child-free 
trips (vs. Canadian average of 72%).

Duration: Canadian AEs typically take longer trips that the 
average - 12.7 nights overall and 15.7 nights for long-haul travel.    

Spend: Canadian AEs have an average per party spend of $3189 
per trip, $3859 for long-haul.. 

Top 3 Sources for Trip Planning
1. Websites of airlines, hotels, attractions or other services at 

destination
2. Websites of online retailers, travel agencies or tour operators
3. Travel guides and books

Canadian
Authentic

Experiencers

Product:
• Historical Travel 
• Features opportunities to meaningfully 

connect with locals
• More low-impact activities, but also some 

active and hands-on*
• Authentic, living culture
• Creates opportunities for shared 

experiences

Price:
• Reasonable

Promotion:
• Get people talking – word of mouth or word 

of mouse
• Traditional media and Internet – more use 

websites of regional or city tourism offices
• Practical details
• Catered to older demo
• Non-touristy
• Promotion in Travel Guides
• Articles in Newspapers

Close the Sale! 
• Partner with airlines, hotels, attraction and 

services in your area
• Travel agencies, travel operators and tour 

guide websites are sales channels – make 
sure where possible you are listed!

• Include a clear ‘call to action’ on your 
website 

• Make it clear how to book online or 
connect via phone 

*compared to the global Authentic Experiencer



27     EQ® Profiles

Canada
Cultural Explorers
9% of Canadian Market

Cultural Explorers are defined by their love of constant travel and continuous opportunities 
to embrace, discover and immerse themselves in the culture, people and settings of the 
places they visit.  

Social Values Travel Values

© 2012 Canadian Tourism Commission  

Demographics

34% 66%

Education: Average

Employment: FT, slightly above avg. # 
of homemakers

Household Income: Average

Age:

26%

47%

28%

55+

35-54

18-34

Mature
19%

Young no 
kids
18%

Middle-
aged no 
kids at 
home
33%

Families
30%

Lifestage

Top defining Values
Cultural Sampling: They believe that other 
cultures have a lot to teach them. 

Personal Creativity: They love to use their 
imagination and creativity at work and play 
and sharing their ideas with others.

Personal Control: They feel in control of their 
lives and not afraid to take on moderate risk if 
it means they can learn something new. 

Need for Uniqueness: They like to be 
different from others, and will pay attention to 
their manner of dress and  appearance.

Social Responsibility: They believe in giving 
back to those in need.

Personal Escape: They long for that which is 
beyond the practical - want to experience 
beauty and pleasure in surprise and 
astonishment.

Bottom defining Values
Ostentatious Consumption: They are not 
highly materialistic and are offended by 
ostentatious consumption.

Aversion to Complexity: They are not 
intimidated by changes or complexities in 
society. Being spontaneous is thrilling and fun 
for them. 

A Cultural Explorer will seek: 
Unstructured Travel:  They prefer not to be 
constrained to “tourist” schedules or 
destinations, and will chart their own courses. 

Historical Travel: They love to learn about and 
absorb themselves in the ancient history, as well 
as the modern cultures of the places they visit. 

Cultural Immersion: The best way to 
experience a culture is to interact with it as 
deeply as possible.  

Nature Travel: They will choose destinations 
that provide opportunities to experience natural 
beauty. 

Shared Experiences: They are attracted to 
groups where they can socialize and share the 
experience with others – using social media for 
sharing during and after the trip. 

A Cultural Explorer will avoid: 
Comfort-Seeking: This EQ type seeks an 
authentic experience and doesn’t need to be 
pampered in commercial hotels. 

Reluctant Travel: They are always planning 
their next trip – they are not content to 
experience the world through the Internet or TV. 

averages refer to 
market  total

41% are 
single!



28     EQ® Profiles

© 2012 Canadian Tourism Commission  

Experience Appeal and Travel Behaviours
10 Most Appealing Activities (in descending order)
1. Marine life viewing (whale watching, other marine life) 
2. Attending farmers’ markets
3. Dining at restaurants offering local ingredients 
4. Visiting national, provincial/state parks to visit interpretative

centres/museums
5. Wildlife viewing - land based animals & bird watching 
6. Visiting national, provincial/state parks to view wildlife and 

surrounding nature and/or to participate in adventure 
experiences

7. Viewing outdoor street performances (free)
8. Viewing Northern/Southern Lights/Aurora 
9. Visiting small towns, villages 
10. Food related factory tours (Cheese, chocolate, etc.)  

3 of the Least Appealing Activities
1. Participating in multi-day guided group tours by bus 
2. Golfing
3. Hunting

Last Trip
Party composition & size: 74% took child-free trips, mainly 
travelling in groups of 2 adults.   

Duration: 36% took trips between 4-7 nights duration, and a 
higher than average proportion took trips between 8-14 nights 
(28% vs. 22% for Canada).  Avg: 10.4 nights

Spend: Average party spend is $3,141 per trip.  More was spent 
on long-haul trips - on average $3,851 per trip

Top 3 Sources for Trip Planning
1. Websites of online retailers, travel agencies or tour operators
2. Websites of airlines, hotels, attractions or other services at 

destination
3. Discussions w/ friends, family, business colleagues

Canadian
Cultural

Explorers

Product:
• Interactive and immersive experiences
• Beautiful scenery, active adventure, 

shopping, dining and outdoor 
festivals/events

• Allows free exploration
• Environmentally, socially responsible

Price:
• Will pay for unique experiences, local, 

sustainable, ethical products 
• Value for money
• Respond well to discounts and feeling 

like they are getting a ‘deal’ 
• Transparency of offering

Promotion:
• Get people talking (word of mouth and 

word of mouse)
• Varied and extensive media mix, heavy 

emphasis on websites
• Include other traveller reviews
• Social connection with locals
• Stylish, creative
• Traditional Advertising (newspaper, 

magazine, billboard)

Close the Sale! 
• Partner with airlines, hotels, attraction and 

services in your area
• Travel agencies, travel operators and tour 

guide websites are sales channels – make 
sure where possible you are listed!

• Include a clear ‘call to action’ on websites 
and social channels 

• Make it clear how to book online or 
connect via phone

*compared to the global Cultural Explorer


