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EXECUTIVE SUMMARY 

A Tourism Development Plan is a municipal policy document that identifies a vision for tourism development, and a set of 
objectives designed to work toward that vision. It establishes a focus for current and future tourism development activities. 
aŜŘƛŎƛƴŜ IŀǘΩǎ ǘƻǳǊƛǎƳ Ǿƛǎƛƻƴ ƛǎ ƻƴŜ ǘƘŀǘ ǎŜŜǎ ŀƴ ŜǾƻƭǳǘƛƻƴ ōŜȅƻƴŘ ǘƻŘŀȅΩǎ ŦǳƴŎǘƛƻƴŀƭ ōǊŀƴŘ ǇŜǊǎƻƴŀ όǎŀŦŜΣ ŦŀƳƛƭȅ-friendly, 
highway stop) to a city that is an animated cultural destination ς a creatively expressive city that showcases the most 
ŘȅƴŀƳƛŎ ŜƭŜƳŜƴǘǎ ƻŦ aŜŘƛŎƛƴŜ IŀǘΩǎ ǇŜǊǎƻƴŀƭƛǘȅΦ  
 
To create the Plan, two workshops and six one-on-one interviews were held with tourism industry stakeholders, 
supplemented by independent research conducted by Twist Marketing. Eight strategic goals have been identified to move 
Medicine Hat solidly in the direction of its tourism development vision: Differentiate; Organize; Target; Focus; Educate; 
Promote; Develop Product; and Leverage the Full Value of Tourism Visitation. 
 
Five objectives accelerate focused product development, undertake target marketing, and address cornerstone tourism 
development challenges: 
 
1) Develop Signature Experiences (Product Development) 
2) Identify Tourism Development Actions for Identified Target Markets 
3) Accelerate Downtown Enhancement 
4) Create a Destination Marketing and Development Organization 
5) Create a Tourism Brand 
 
An Action Plan, included in this report, identifies more detailed, specific actions that address objectives.  
 
PRODUCT DEVELOPMENT OPPORTUNITIES 
 
Six product development enhancement opportunities (άsignature experiencesέ) are identified. This report focuses on a 
limited number of product development opportunities because: a) they have a combination of critical mass, uniqueness 
and/or infrastructure support; and b) selected products align with a combination of tourism market motivations and 
aŜŘƛŎƛƴŜ IŀǘΩǎ ǘƻǳǊƛǎƳ ǾƛǎƛƻƴΦ ¢Ƙƛǎ ŘƻŜǎ ƴƻǘ ƳŜŀƴ ƻǘƘŜǊ ǘƻǳǊƛǎƳ ŀŎǘƛǾƛǘȅ ƛǎƴΩǘ ǇǊƻƳƻǘŜŘΤ ǘƘŜǎŜ ŀǊŜ ŜƴƘŀƴŎŜƳŜƴǘ 
opportunities that are deemed to provide the best return on investment for constrained resources.  
 
Objective 1: Develop Signature Experiences  
 
Tier 1 (highest priority)  

 Sports Events  
o Attract more/larger hockey/ringette tournaments 
o Encourage increased geocaching/geotagging activity 
o Enhance auto racing/motocross events 

 Heritage & Culture Events  
o Stampede ς tƻǎƛǘƛƻƴ ŀǎ ǘƘŜ ΨƳǳŘ ƻƴ ȅƻǳǊ ŦŀŎŜΣΩ ΨǊŜŀƭ ŘŜŀƭΩ ǾŜǊǎƛƻƴ ƻŦ ǘƘŜ /ŀƭƎŀǊȅ {ǘŀƳǇŜŘŜ 
o Art Walk ς A means to enhance and accelerate placement and celebration of public art downtown 
o Medalta ς aƻǊŜ ƘŜŀǾƛƭȅ ǇǊƻƳƻǘŜ ŀƴŘ ƭŜǾŜǊŀƎŜ ƛƴǘŜǊŀŎǘƛǾŜ ΨƭƛǾƛƴƎ ƘƛǎǘƻǊȅΩ 

 Arts & Music Events  
o Summer ς Festival of Heat ς A month-long event that amalgamates several other current events, 

leveraging the new brand and offering unique marketing opportunities such as trademarking locally 
grown chili pepper/hot sauce 

o Winter ς Tongue on the Post Folk Festival ς A month-long event that extends the tourism season and 
seeks to attract significant talent locally and beyond.  

 Golf 
o Advantage ς Climate, length of season, landscape, affordability, capacity 
o Packaging ς Extend packaging to atmospheric peripheral activities, incentives 
o Resort development 
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Tier 2  

 Parks/Paths 
o Accelerate Trail Plan implementation, integrate off-ǎǘǊŜŜǘ ǎȅǎǘŜƳΣ ŜǎǘŀōƭƛǎƘ ŘƛŦŦŜǊŜƴǘ ǘȅǇŜǎ ƻŦ ΨƭƻƻǇΩ 

experiences, erect signage, produce tourist maps, promote off-path trail development outside city 
capitalizing on unique geography (e.g. Moab), and free bike rental (e.g. Paris).  

 The River  
o {ǳƳƳŜǊ ŦƭƻŀǘƛƴƎ ǇŀǊŀŘŜΣ ǎǳƳƳŜǊ ŎŀƳǇƛƴƎ ό9ŎƘƻ 5ŀƭŜύΣ Ψ{ƛƭƭȅ ¢ǊƛŀǘƘƭƻƴΩΣ IŜǊƛǘŀƎŜ CŜǎǘƛǾŀƭ ǘƻ ƛƴŎƭǳŘŜ ǊƛǾŜǊ 

valley activities.  
 
TARGET MARKETING 
 
The intent of this Plan is to grow the size of market segments that are already present in Medicine Hat, and identify specific 
market growth actions for each sub-market.  
 
Objective 2: Market Focus ς Identify Tourism Development Actions for Each Identified Target Market  
 

 Saskatchewan ς Shopping, friends & family, reunions  

 Calgary ς Experiential, events, arts/culture/heritage, golf  

 Rural Southern Alberta (Camrose, Stettler, Lethbridge, Brooks) ς Shopping, events, arts/culture/heritage, 
experiential  

 Montana ς Shopping (from Havre southward, Great Falls)  

 Highway 1 ς 7,000 non-Medicine Hat vehicle movements daily. Lengthen stay and convert to overnight stays with 
experiential lure 

 Friends/family ς Leverage a primary travel pattern in southern Alberta by communicating to local residents so an 
informed population becomes ambassadors for the community  

 Suffield ς Targeted at influx of personnel from annual events, and support families/personnel 
 
CORNERSTONE CHALLENGES 
 
Three challenges need to be addressed to make more significant tourism development progress. These challenges form 
three Tourism Development Plan Objectives: 
 
Objective 3 ς Accelerate Downtown Enhancement  
 
A simplified vision statement is recommended in order to actively communicate and market a dynamic and aspirational 
vision of the downtown to internal and external audiences:  
 
Creative Cultural Downtown Medicine Hat: 5ƻǿƴǘƻǿƴ ƛǎ ǘƘŜ ƳƻŘŜǊƴ Řŀȅ ΨŀƎƻǊŀΩ. ItΩǎ THE gathering space for the most 
expressive side of the Medicine Hat personality. The doǿƴǘƻǿƴ ƛǎ ƭƛǾƛƴƎ ŀƴŘ ōǊŜŀǘƘƛƴƎ нп ƘƻǳǊǎ ŀ ŘŀȅΦ LǘΩǎ ǿƘŜǊŜ ȅƻǳ Ǝƻ ǘƻ 
experience the ǳƴƛǉǳŜ ǊŀǘƘŜǊ ǘƘŀƴ ǘƘŜ ǳǎǳŀƭΦ LǘΩǎ ŀ Ǿƛǎǳŀƭ ŀƴŘ ŦǳƴŎǘƛƻƴŀƭ ǊŜǇǊŜǎŜƴǘŀǘƛƻƴ ƻŦ ǿƘŀǘ ƛǘ ƳŜŀƴǎ ǘƻ ōŜ ŀǊǘƛǎǘƛŎΣ 
creative and cultural. It is mixed-ǳǎŜΦ LǘΩǎ Ǿƛǎǳally beautiful. IǘΩǎ ǇŜŘŜǎǘǊƛŀƴ-friendly at the street level but has a mix of scales 
ǘƻ ǇǊƻƳƻǘŜ ŦǊŜŜŘƻƳ ƻŦ ŘŜǾŜƭƻǇƳŜƴǘΦ LǘΩǎ ƴƻǘ ǇƛŎƪƭŜŘ ƘŜǊƛǘŀƎŜΦ Rather, it weaves heritage into a fabric of contemporary 
glass, steel, brick and stone. It is colourfulτboth its buildings and its people. ItΩs an almost singular focal point for 
community events ς particularly cultural ones.  
 
This simplified vision translates to a future emphasizing the following brand communications and policy: Land Use - 
Residential emphasis; Accommodation (B&Bs); Arts, Culture and Creativity; Specialty Retail; Fine Dining; Brew 
Pubs/Watering Holes; Incentives ς policy, planning and financial; Streetscape Improvement; Convention Centre; Public Art; 
River Interface; Events; Off Street Pathway Connectivity (particularly forming a triangle between Police Point Park, 
downtown and Kin Coulee Park); General ς atmospheric, pedestrian friendly and architecturally detailed. 
 
An extensive set of downtown enhancement actions and recommendations are presented beginning on page 55 of this 
report.  
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Objective 4 ς Create a Destination Marketing and Development Organization  
 
Working with tourism industry stakeholders, the City of Medicine Hat should establish an independent not-for-profit 
destination marketing and development organization: Tourism Medicine Hat.  
 
It is further recommended that the organization have the following features: a Board of Directors with voting privileges 
extended to major revenue partners (City of Medicine Hat; Accommodation Association; Chamber of Commerce); 
Permanent staff of approximately three based on baseline budget; Annual Budget of roughly $500,000 based on 
benchmarks of comparable-size communities; Revenue sources to include membership, and consideration of Hotel Tax 
contribution (Accommodation Association). 
 
An extensive set of organizational formation and development recommendations are presented on pages 59 - 67 of this 
report. 
 
Objective 5 ς Create a Tourism Destination Brand for Medicine Hat (and area) 
 
A Tourism Brand Strategy has been developed parallel to, and in support of, the Tourism Development Plan. The Tourism 
Brand Strategy includes strategic positioning, logo work, and sample implementation work (advertising and wayfinding 
signage). Tactical priorities for a 1-2 year launch of the new destination brand are included in this document on pages 67 - 
71.  
 
GENERAL CHALLENGES AND OPPORTUNITIES 
 
There are several general challenges to overcome, and several opportunities to pursue, to accelerate tourism development 
in Medicine Hat:  
 
To bridge the gap between quality of place on Highway 1 and the rest of the city, Medicine Hat should address priority 
Highway 1 wayfinding and aesthetic considerations including a branded directional signage program on Highway 1, 
landscape planting on boulevards and medians, signage regulation and design standards to generate a consistent new 
aesthetic over time, streetscape art, and installation of unique, differentiating street infrastructure. 
 
Medicine Hat should maintain its infrastructure advantage in key tourism product areas identified in the Tourism 
Development Plan and should very modestly enhance this infrastructure in specific ways identified in this Plan. 
 
The private sector should focus on coordinated promotion and advocacy for selected product development. The City of 
Medicine Hat should be an enabler for selected product development. The zone of convergence between the private and 
public sectors is a targeted, carefully focused product development agenda. Public-private partnerships (P3s) should be 
actively pursued specific to product and infrastructure development.  
 
A tightly focused product development agenda, grounded in competitive advantage and experiential-based, risk-taking 
promotional effort, is recommended to counter the threat of distance to major tourism drawing populations.  
 
Medicine Hat should work to extend itself beyond peak summer season tourism via a major winter cultural festival, 
promotion of Medicine Hat as a base to travel to Hidden Valley Ski Resort (Cypress Hills), and conference attraction 
ǎǳǇǇƻǊǘŜŘ ōȅ ŀ ƴƛŎƘŜ ΨŘŜǎŜǊǘ ŎǳƭǘǳǊŀƭ ǊŜǘǊŜŀǘΩ ǇǊƻƳƻǘƛƻƴŀƭ ǎǘǊŀǘŜƎȅΦ 
 
Medicine Hat should seek innovative ways of elevating quality of place to levels that exceed competition and draw 
distinction from other communities. Priorities should include urban design guidelines for residential and commercial 
development, aesthetically pleasing signage, park beautification, full and accelerated implementation of the Downtown 
Redevelopment Plan and the Flats Area Redevelopment Plan, off-street pathway connectivity, distinctive visual design of 
new municipal infrastructure and facilities, retrofit of existing municipal street infrastructure with more interesting design 
ethic at end of lifecycles, stringent building and property maintenance bylaws, and streetscape standards that reduce 
speed, incorporate more landscaping, and better accommodate pedestrians. 
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Medicine Hat should capitalize on the Grow local/Eat local food movement and relate it to a destination brand experience 
ŦƻŎǳǎŜŘ ƻƴ ŎǳƭǘǳǊŜ ŀƴŘ ŎǊŜŀǘƛǾƛǘȅΣ ƛƴŎƭǳŘƛƴƎ ƭŜǾŜǊŀƎŜ ŀǎ ŀ ŘƛǊŜŎǘ ŀŎǘƛǾƛǘȅ όŜΦƎΦ ŦŀǊƳŜǊǎΩ ƳŀǊƪŜǘǎύ ŀƴŘ ŀƴ ƛƴŘƛǊŜŎǘ ŀŎǘƛǾƛǘȅ όe.g. 
food festivals, local food as part of other events, and restaurant use of local food to enhance quality of experience for 
diners).  
 
Medicine Hat should leverage technology to help portray/market MedƛŎƛƴŜ IŀǘΩǎ ƳƻǊŜ ŘȅƴŀƳƛŎ ǇŜǊǎƻƴŀƭƛǘȅΣ ƛƴŎƭǳŘƛƴƎ 
geocaching, geo-information presented through smartphones, or an app that employs interesting ways of promoting the 
ŎƛǘȅΩǎ ƻŦŦŜǊƛƴƎǎ όŀ ƎŀƳŜΣ ƛƴŦƻǊƳŀǘƛƻƴΣ ŜǘŎΦύΦ  
 
Medicine Hat should develop and implement a Wayfinding Signage Plan to identify logical, aesthetic locations for 
directional signage to major facilities and attractions, signage at facilities and attractions, and general wayfinding signage 
ŀƴŘ ƴŀƳƛƴƎ ƻŦ άƭƻƻǇǎέ ƻƴ ǘƘŜ ƻŦŦ-street pedestrian system. 
 
Medicine Hat should leverage the presence of Medicine Hat College in three ways: as a source of a public, visual expression 
of arts, culture and creativity; as a repository of people making life decisions about location (Medicine Hat can be a choice) 
and who may return post-graduation as a visitor; and as a means to develop and tap entrepreneurialism 
(tourism/marketing/entrepreneurship programs) that can help grow the local tourism industry.    
 
ART, CULTURE, AND CREATIVITY 
 
Medicine Hat should action four elements of expression of arts, culture, and creativity to support a creative cultural vision: 
Philosophy focused on creative solutions for all manner of urban design, urban planning, public works and facility 
design/operational considerations; Events that feature local culture and complement the tourism brand; Public Art in visible 
locations (e.g. murals, street art/installations, sculpture, streetscape infrastructure (e.g. poles, lights, benches)) that focuses 
on original expression; Incentive/funding via municipal capital project reserve, development approval reserve, leverage of 
Street Art Association, and unique visibility initiatives such as international competitions. 
 
Medicine Hat should consider seven activities to incentivize artists to locate in the community, and to encourage artists in 
the community to express their creativityΥ 9ȄǇŀƴǎƛƻƴ ƻŦ aŜŘƛŎƛƴŜ Iŀǘ /ƻƭƭŜƎŜΩǎ ±ƛǎǳŀƭ /ƻƳƳǳƴƛŎŀǘƛƻƴǎ ǇǊƻƎǊŀƳΣ ƛƴŎƭǳŘƛƴƎ 
more visible display in the community; Host infrastructure and resource-light public art events (e.g. a sidewalk chalk art 
competition); Leverage the Esplanade to create outdoor art; Develop community learning programs that nurture the 
culture of art and creativity; Make people broadly aware of Arts Grants via Community Development Department; Consider 
adaptive re-use incentives to convert derelict or underused downtown commercial buildings for residential uses, including 
ŀǊǘƛǎǘΩǎ ƭƻŦǘǎΤ 9ƳǇƭƻȅ ŎǊŜŀǘƛǾŜ ŜȄǇǊŜǎǎƛƻƴ as a brand execution strategy. 
 
BRIDGING INFRASTRUCTURE GAPS 
 
Three priority infrastructure gaps in Medicine Hat should be filled to enable enhanced tourism development: 
 
Arena ς it is recommended that tourism stakeholders press for the proposed new 6500 seat facility given its ability to host 
large-scale events the city is currently not able to host.  
 
Accommodation ς Hotels ς it is recommended that additional accommodation units that work to attract distinct (and new) 
market segments be pursued in four forms: related to population growth/demand, conference hotel, high amenity 
accommodation, and resort development. 
 
Accommodation ς Camping ς it is recommended that Medicine Hat consider a partnership model to develop a new, large, 
high amenity campground in close proximity to the city; lobby for an upgrade to Golden Sheaf Park Campground; enable 
temporary RV stops and overnight activity on both public and private sector land; direct promotional materials to 
campgrounds; and investigate potential for a Seasonal Campground (resort-style campground). 
 
Detailing of infrastructure recommendations is provided beginning on page 41 of this report. 
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A VISION 

Development Vision: Medicine Hat: The Creative Cultural City 
 
In 2020, the City of Medicine Hat has evolved to become much more than its functional brand persona (safe, family-
friendly, highway stop) circa 2011. Medicine Hat has become an animated cultural destination ς a creatively expressive city 
showcasing the most dynamic parts of the cƛǘȅΩǎ ǇŜǊǎƻƴŀƭƛǘȅΦ 
 
The tourism sector is now recognized as a tangible contribution to the Medicine Hat economy as well as something more 
deeply felt. Tourism has been recognized as a means to support attractions, services and amenities that could otherwise 
not be supported only by the local population. Tourism has been used as a vehicle for development of products, attractions 
and infrastructure enhancements that drive a quality of place that not only improves quality of life for residents, but also 
inspires creative, cultural, innovative people to relocate to or invest in the city.  
 
aŜŘƛŎƛƴŜ Iŀǘ ƛǎ ŀ Ŏƛǘȅ ǘƘŀǘ ŀǾƻƛŘǎ άǎŀƳŜ ŀǎΦέ !ǇǇƭƛŜŘ ŎǊŜŀǘƛǾƛǘȅ Ƙŀǎ ŘǊƛǾŜƴ ŀ ƘƻƭƛǎǘƛŎ ǇŜǊǎǇŜŎǘƛǾŜ ƻƴ ƛƴƴƻǾŀǘƛƻƴ, particularly 
in regards to all actions that influence the visual and cultural beauty of the city ς be it signage, streetscapes, new 
neighbourhood design, the downtown, events or planning policy.  
 
A fƻŎǳǎŜŘ ŜŦŦƻǊǘ ǘƻ ƭŜǾŜǊŀƎŜ aŜŘƛŎƛƴŜ IŀǘΩǎ ŘƛŦŦŜǊŜƴǘƛŀǘŜŘ ǘƻǳǊƛǎƳ ŀŘǾŀƴǘŀƎŜǎ Ƙŀǎ ōŜŜƴ ŎƻƘŜǎƛǾŜ ŀƴŘ ǊŜǎƻǳǊŎŜŘΦ ¢Ƙƛǎ ŜŦŦƻǊǘ 
has been represented by a singular destination brand that boldly stakes a claim for Medicine Hat as the affordable, nearby 
desert sun destination with creative flairΦ ¢ƘƻǎŜ ǿƘƻ ŎƻƳŜ ǘƻ ǎƻŀƪ ƛƴ aŜŘƛŎƛƴŜ IŀǘΩǎ ŀǘƳƻǎǇƘŜǊŜ ŀǊŜ ǘƘƻǎŜ ǿƘƻ ǎŜŜƪ 
elevated existence from sunshine on shoulder, outdoor spirituality and warmth of imaginative, friendly, authentic people 
who challenge us all to invent new horizon lines. Medicine Hat stands out among the small black dots representing other 
ŎƻƳƳǳƴƛǘƛŜǎ ƻƴ ǘƘŜ ƳŀǇΦ LǘΩǎ ŀ large splash of vibrant colour that is memorable and enticing.  
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INTRODUCTION 

Imagine yourself as an ardent couch potato or harried fire hydrant to the corporate dogs who values time more than 
anything elseΦ 9ŀǊǘƘ ƛǎ ǘƻŘŀȅΩǎ ǘƻǳǊƛǎƳ ƻǇǇƻǊǘǳƴƛǘȅ; the community down the road or Mexico? Where on Earth should you 
go?  
 
If you flip through a tourism publication, mƻǎǘ ƻŦ ǿƘŀǘ ȅƻǳΩǊŜ ƭƻƻƪƛƴƎ ŀǘ ǿƻƴΩǘ ŎƻƴƴŜŎǘ ǿƛǘƘ ȅƻǳ ƻǊ ƳƻǘƛǾŀǘŜ ȅƻǳ ŘŜŜǇƭȅΦ 
After all, most community tourism marketing extols the virtues of a tried and true laundry list of άǿŜΩǾŜ Ǝƻǘ ǎǘǳŦŦ; come see 
our ǘƘƛƴƎǎέ ŀƴŘ the generality of άǘƘŜǊŜΩǎ ŀ ƭƛǘǘƭŜ ǎomething here ŦƻǊ ŜǾŜǊȅƻƴŜΦέ Too much time is spent focusing on natural 
beauty, ŦƻǊƎŜǘǘƛƴƎ ƛǘΩǎ ƴƻǘ ǘƘŜ what, but the how humans interact with geography and other community features that 
create happiness and memorability.  
 
Put simply, it is what best connects with our imaginations that compels us to spend considerable cost and energy to get 
somewhere. It is the quality of human experience that is more compelling than the quantity of features found in a given 
destination. It is emotion that resonates with travellers far better than facts. 
 
The truth is that in all but the biggest communities, only 5-7 experiences are cool enough to attract visitors. These signature 
experiences then generate a multiplier effect with tourism dollars spent on support services and infrastructure. Medicine 
Hat needs to build and leverage its signature experiences and then sell itself more creatively in a noisy world. To generate 
the ōŜǎǘ ǊŜǘǳǊƴ ƻƴ ƛƴǾŜǎǘƳŜƴǘΣ aŜŘƛŎƛƴŜ Iŀǘ ǎƘƻǳƭŘƴΩǘ sell its product offering to everybody, but to those naturally more 
inclined to like what Medicine Hat has to offer.  
 
More broadly, we need to pursue holistic beauty in our communities. Aside from key attractions, communities that rise to 
the top of tourism visitation statistics pay careful attention to one of the four Marketing PΩs: Place. Research shows tourist 
visits and future relocation/investment are directly linked and quality of place (a combination of attractiveness, interesting 
activities and expressions of culture) is a key driver of that decision making process. ¢ƘŜ ǇǳǊǎǳƛǘ ƻŦ ΨŎǳǊō ŀǇǇŜŀƭΩ ōŜŀǳǘȅ 
therefore does have enduring benefitτit shapes a positive community development trajectory.  
 
Twist Marketing research of external audiences revealed a Medicine Hat brand narrative consisting of ŀ άdown home, 
ŀǳǘƘŜƴǘƛŎΣ ΨǊŜŀƭΣΩ safe, solid middle of the road (good food, interesting events, affordable family getaway) placeέ that is 
friendly, simple, peaceful and quiet. Medicine Hat engenders happiness in its most uncomplicated form. Research also 
revealed a hard truth: a significant obstacle to more tourism visitation is the perception ǘƘŀǘ ǘƘŜǊŜ ƛǎƴΩǘ ŜƴƻǳƎƘ ǘƻ ǎŜŜΣ Řƻ 
and take part in. Internal consultation has revealed a more ambitious edge to tourism (and community development) 
aspiration: an emergent creative city that exudes the chemistry of ŀǊǘΣ ŎǳƭǘǳǊŜ ŀƴŘ ΨƭƛǾƛƴƎ ƘŜǊƛǘŀƎŜΩ activity. 
 
A Tourism Development Plan offers an opportunity to weave these threads together by: identifying a nexus of tourism 
development opportunities that close the gap in perception of Ψnot enough to doΩ; focusing on product development of 
differentiating experiences; and expanding the tourism market based on efforts to accelerate the emergence of a creative, 
cultural city. 
 
PURPOSE OF A TOURISM DEVELOPMENT PLAN 
 
A Tourism Development Plan is a common municipal policy document that identifies a vision for tourism development and 
a set of objectives designed to work toward vision. It establishes a focus for current and future tourism development 
activities. Objectives identified in this Plan will need further tactical advancement by an organizational entity(ies) assigned 
responsibility for tourism development and promotion. 
 
A holistic Tourism Development Plan works to bring together three elements needed to grow the tourism industry: 
 
1) Identification of new tourism product development opportunities 
2) Infrastructure improvement  

 that enhance quality of place  

 that directly support targeted tourism development and promotion priorities 
3) Enhancement of promotional efforts  



¢ƘŜ Dh tƭŀƴΥ tǳǊǎǳƛƴƎ aŜŘƛŎƛƴŜ IŀǘΩǎ ¢ƻǳǊƛǎƳ wŜƴŀƛǎǎŀƴŎŜ 
11 

 

 
Given a Tourism Development Plan is a municipal policy document there is often a tendency to focus on infrastructure 
development that supports and enables tourism activity leveraging this infrastructure. Such a plan places the onus of 
tourism development responsibility and expenditure largely in the hands of the municipality. This Plan focuses on a set of 
contextual factors more customized to meet aŜŘƛŎƛƴŜ IŀǘΩǎ distinct needs: 
 

 Private-Public Sector Balance: The City of Medicine Hat has made it expressly clear that tourism development 
success is the result of collaborative partnerships between the public and private sectors, and therefore the 
tourism development agenda must include opportunities for the private sector to participate. While this does not 
negate consideration of infrastructure development, this emphasis shifts Plan focus from planning and 
infrastructure to leveraging of that infrastructure in the form of product development and promotion. This works 
well for Medicine Hat; the City already has a competitive advantage in several tourism-related infrastructure areas. 

 Organization: aŜŘƛŎƛƴŜ IŀǘΩǎ ŎǳǊǊŜƴǘ ǘƻǳǊƛǎƳ ŘŜƭƛǾŜǊȅ ƳƻŘŜƭ ƛǎ ŦǊŀŎǘǳǊŜŘΦ aŜŘƛŎƛƴŜ Iŀǘ ƴŜeds to consolidate its 
ǘƻǳǊƛǎƳ ΨǾƻƛŎŜΩ to achieve critical mass of people, resources, visibility and focus required to make a clear statement 
in the market about what Medicine Hat is, what it offers tourists, and what it is working on to enhance the future 
tourism experience. 

 Brand: Marketing activity is conducted by any or all of a number of organizations that touch tourism, but the 
missing link in Medicine Hat is a consistent and focused tourism brand experience that can accelerate the impact 
of marketing activity.  

 
In addition, there is a set of philosophical principles that frame the content of the Plan and seek to generate a community 
development multiplier effect from tourism development efforts: 
 

 An effective Plan needs to be grounded in market perspective and a resulting set of focused, realistic target market 
opportunities. 

 Tourism is a vehicle to enhance the quality of life residents enjoy because what tourists and locals enjoy in their 
lifestyle pursuits has a common foundation: quality of place. If residents think of tourism as a seven letter word for 
community development, the perceived value of tourism in the community will rise. 

 Tourism is entwined with economic development. In a knowledge economy where quality of place (attractiveness, 
interesting activities, expression of culture) is increasingly a competitive advantage or disadvantage, tourism is an 
enabling mechanism to focus on a selected quality of place agenda. Those employed in Creative Industries have 
been known to seek quality of place. Pursuit of tourism development initiatives that accelerate movement toward 
a creative, cultural city vision nurtures the local creative community and positions Medicine Hat as an attractive 
place to the Creative Industries. Creative Industries are a future economic catalyst for Medicine Hat because they 
most directly contribute to a creative, cultural vision; drive a cycle of quality of place improvement that by nature 
is attractive to tourists; and have locationally footloose attributes that make the sector an amenable target for 
Medicine Hat. 

 Focus and Targeting ς municipalities have an inherent tendency (as a representation of democracy and broad 
interests) to work to be everything to everyone. However, for any municipality, only a few experiences are 
compelling enough to motivate tourism visitation. Once this philosophical gap is bridged, a Tourism Development 
Plan can focus on the most differentiated product that best connects with a target audience(s) most passionate 
about what Medicine Hat has to offerΦ ¢Ƙƛǎ ŜŦŦŜŎǘƛǾŜƭȅ ǊŜƳƻǾŜǎ ǘƘŜ ΨƴƻƛǎŜΩ that otherwise generalizes tourism 
product positioning to the point that all communities sound alike. 

 
The purpose of this plan is to bring these contextual and philosophical elements together to focus on the shortest term, 
best return on investment of organizational planning, infrastructure development and promotional effort dedicated to 
tourism sector growth in Medicine Hat. This Plan articulates a tourism development agenda that has been determined 
collaboratively by a working group of tourism interests in Medicine Hat and area. The intent is to hand this plan to a newly 
formed tourism destination development organization to base their first two to three years of operation around.  
 
There is significant emphasis placed in this Plan on seeing Medicine Hat through the eyes of a visitor, resulting in a 
strategically positioned and tactically-focused brand that addresses the following:  
 

 How do people currently perceive Medicine Hat? 
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 How should Medicine Hat be positioned relative to other visitor destinations so that more people will want to visit 
Medicine Hat?   

 What products does Medicine Hat distinctly have to offer? 

 LŦ ǘƘŜǊŜΩǎ ŀ ƎŀǇ ōŜǘǿŜŜƴ ǿƘŀǘ ƭƻŎŀƭǎ ǎŀȅ aŜŘƛŎƛƴŜ Iŀǘ ƻŦŦŜǊǎ ŀƴŘ Ƙƻǿ ŀƴ ŜȄǘŜǊƴŀƭ ŀǳŘƛŜƴŎe perceives Medicine 
Hat, how can we use brand to shift perception and realize more tourism benefit? 

 What segments of the market are most likely to be attracted to what Medicine Hat has to offer and how does 
Medicine Hat strengthen that experience for these market segments? 

 
Working together, the Medicine Hat Tourism Development Plan will help the community: 
 

 Create an outlet to communicate community vision and development direction 

 Strengthen the profile of the community at local, regional and provincial levels 

 Assist with tourism-related business retention and enhance business attraction 

 Focus tourism brand-building activity on key target markets 

 Enhance commitment to, and pride in, the community 

 Facilitate the growth and development of the community 

 Be comprehensive, cost-effective and realistic in terms of a match with local resources and capacity 
 
The City of Medicine Hat has numerous policy documents that interact with tourism. Municipal plans and strategies need to 
be aligned with statutory plans and policies. This Tourism Development Plan (entitled The Go Plan) fits into the City of 
aŜŘƛŎƛƴŜ IŀǘΩǎ ƘƛŜǊŀǊŎƘȅ ƻŦ ǇƭŀƴǎΣ ŀƴŘ ōƻǘƘ ŎŀǇƛǘŀƭƛȊŜǎ ƻƴ ŀƴŘ ƭŜǾŜǊŀƎŜǎ ǇƻǊǘƛƻƴǎ ƻŦ ŜȄƛsting City plans. Where relevant, 
recommendations are made in this Plan either specific to content of identified plans, or to support plans with additional 
perspective. 
 
 
The methodology used to generate this Plan is described in Appendix A. 
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TOURISM SECTOR CONTEXT 

Understanding what tourism is, its economic impact and the nature of the Alberta tourism marketplace is fundamental for 
two purposes: 
 

1) It can be used to raise the level of local community awareness of the value and importance of the tourism industry. 
This builds an enabling base for sense of common purpose, organization around the tourism opportunity, and 
more coordinated and sustained pursuit of tourism opportunities. 

2) Geographically and demographically, it points to where Medicine Hat should focus its tourism attraction effort.  
 
WHAT IS A TOURIST? 
 
Sun, sand and the winter getaway... We usually think of a tourist in a far-flung context. The technical definition of a tourist 
is a little different. The World Tourism Organization defines tourists as people "travelling to and staying in places outside 
their usual environment for not more than one consecutive year for leisure, business and other purposesΦέ Trip motivation 
is irrelevant (though it is relevant to positioning the Medicine Hat product and promotional effort in terms of targeting). A 
person can be travelling for business reasons, to visit family and friends, or simply for pleasure. An overnight stay is not 
necessary to constitute touǊƛǎƳΤ ǘƘŜ ΨŘŀȅǘǊƛǇΩ ƻǳǘǎƛŘŜ ƻƴŜΩǎ usual environment is also an important type of tourism. This is a 
fairly inclusive definition of tourism that allows for consideration of forms of tourism specific to Medicine Hat (e.g. C.F.B. 
Suffield). 
 
WHAT'S INCLUDED IN THE TOURISM SECTOR? 
 
Since tourism is an activity and not a specific product or servicŜΣ ǘƘŜǊŜ ƛǎ ƴƻ ǎǳŎƘ ǘƘƛƴƎ ŀǎ ŀ ΨǘƻǳǊƛǎƳ ƛƴŘǳǎǘǊȅΦΩ Tourists make 
purchases from a variety of businesses, most of which also provide the same services to local residents. For example, 
restaurants serve a local clientele as well as tourists. In fact, the majority of their business is with local residents. This 
presents a challenge when attempting to measure the impact that tourists have on the economy.  
 
Studies of tourist behaviour indicate a percentage (which varies by industry, ranging from less than 5% to nearly 100%) of 
activities in the following industries are included in the tourism sector: 
 

 Accommodation services (employment in the accommodation industry is almost completely driven by tourism 
activity) 

 Food & beverage services (more than one fifth of the jobs in the food & beverage service industry are tourism-
related) 

 Transportation & warehousing 

 Retail trade 

 Finance, insurance, real estate & leasing 

 Various other service industries where there is a small tourist-related component. For example, tourists visit 
museums, zoos, gardens, ski hills, golf courses and other venues when they travel, so these activities are included 
in the tourism sector. 

  
Src: http://www.guidetobceconomy.org/new_economy/tourism.htm 
 
VALUE OF TOURISM 
 
Given the difficulty directly calculating tourism impact in a community (with some exceptions such as individual 
attractions), there ƛǎ ŀ ŘŀƴƎŜǊ ƻŦ ŘƛǎŎƻǳƴǘƛƴƎ ǘƻǳǊƛǎƳΩǎ value for communities that are not purely tourism driven. The result 
can be stagnation of pursuit of tourism product development and enhancement, compromised quality and quantity of 
tourism promotional efforts, and general lack of preparedness to embrace tourism with the same zeal as other economic 
development pursuits.   
 
  

http://www.guidetobceconomy.org/new_economy/tourism.htm
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However, tourism has several bottom line positive impacts for a community: 
 

 Tourism can be a very important contributor to margins and profitability in key segments of the local economy, 
supporting more services than can otherwise be supported by the local population alone, and ultimately 
benefitting both locals and tourists. 

 The flow of expenditure in the community generated by tourism creates a multiplier effect that nurtures 
community prosperity.  

 Tourism development and promotional efforts attract new investment in attractions and services that also benefit 
the local population. 

 Tourism is a contributor to community development and has broad reaching economic, social and community 
beautification benefits. Tourism is therefore a catalyst for pursuit of a ŎƻƳƳǳƴƛǘȅ ǘƘŀǘ ƛǎ ΨōŜǘǘŜǊΩ ŀƴŘ ƴƻǘ Ƨǳǎǘ 
ΨōƛƎƎŜǊΦΩ 

 Tourism directly supports attractions with high entertainment or cultural value that might otherwise not exist with 
sole reliance on the local population. 

The Value of Tourism to Alberta 

 
¢ƻǳǊƛǎƳ ƛǎ !ƭōŜǊǘŀΩǎ ŦƻǳǊǘƘ ƭŀǊƎŜǎǘ ƛƴŘǳǎǘǊȅ ōȅ ŜƳǇƭƻȅƳŜƴǘ ό/ŀƴŀŘŀΩǎ ŦƻǳǊǘƘ ƭŀǊƎŜǎǘ ǇǊƻǾƛƴŎƛŀƭ ǘƻǳǊƛǎƳ ƛƴŘǳǎǘǊȅύΣ ǊŀƴƪƛƴƎ 
behind the petro-chemical, forestry and agriculture industries. The tourism sector generated $5.4 billion in tourism 
revenues in 2009 (latest data available from Statistics Canada), 4.8% of Alberta GDP, and employs approximately 100,000 
people. Expenditures from Alberta's tourism industry are targeted to grow to over $6 billion in 2013. Src: Travel Alberta - 
http://www.tpr.alberta.ca/tourism/statistics/default.aspx 
 
¢ƻǳǊƛǎƳ ƛǎ ƻƴŜ ƻŦ !ƭōŜǊǘŀΩǎ ŦŀǎǘŜǎǘ ƎǊƻǿƛƴƎ ƛƴŘǳǎǘǊƛŜǎΦ !ǎ ŀ percentage of GDP, tourism was the fourth fastest growing 
economic activity between 1985 and 2008, behind business/communication services, finance and real estate, 
manufacturing, and construction. Src: http://www.tpr.alberta.ca/tourism/docs/RV_Camping_Bus_Env.pdf 
 
Global and local indicators suggest that although economic recovery has been slower than anticipated and consumer 
confidence is fragile in all of Travel Alberta's key markets, there is reason for optimism. After a reduction in overnight travel 
to Alberta in 2009, The Conference Board of Canada (Travel Markets Outlook, Autumn 2010) is forecasting Alberta visitation 
growth from 2011-2014 to be slightly better than the national average. 
 
In Alberta: 
 

 The total number of person-visits to Alberta in 2009 was 22.6 million ς a decrease of 0.4% from 2008. 

 Residents of Alberta accounted for approximately 82% of the 22.6 million person-visits to Alberta. Residents of 
other Canadian provinces accounted for 11%, and international visitors accounted for 7%. 

 48% of all visits in Alberta included at least one overnight stop, yielding 10.9 million overnight person-visits in 
2009. 

 Across all markets in 2009, the overnight pleasure segment and the visiting friends and relatives segment each 
represented approximately 42% of all overnight visits in the province. 

 
Src: Travel Alberta - http://www.tpr .alberta.ca/tourism/statistics/default.aspx 
  

http://www.tpr.alberta.ca/tourism/statistics/default.aspx
http://www.tpr.alberta.ca/tourism/docs/RV_Camping_Bus_Env.pdf
http://www.tpr.alberta.ca/tourism/statistics/default.aspx
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The Value of Tourism to Medicine Hat 

 
Tourism is an important economic contributor to the southern Alberta 
economy: 
 
Alberta South Tourism Destination Region (2009): 
 

 Direct visitor expenditure - $438 million 

 Full-time equivalent jobs - 6,790 

 Net economic impact (value added) - $470 million 

 Total gross output (visitor expenditure plus value add) -  
$1.035 billion 

 Tax revenue (three levels of government) - $154 million, 
including $15 million to local governments 

 
Expenditures by sector: 
 

 Public/local transportation - $12,061,000 

 Private auto - $139,124,000 

 Accommodation, food and beverage - $191,831,000 

 Recreation - $39,373,000 

 Retail ς $56,519,000 
 

Total: $438,908,000 
 
Src: Alberta Tourism, Parks, and Recreation, Southern Alberta Tourism 
Destination Region Statistics - http://www.tpr.alberta.ca/tourism/ 
research/docs/EconomicImpactAlbertaSouth2009.pdf 
 
Measuring the economic impact of tourism in Medicine Hat is challenging given provincial statistics are only available down 
to the granularity of tourism destination regions (Medicine Hat lies within the Alberta South tourism destination region, 
which includes Lethbridge and extends west to Crowsnest Pass and Waterton Lakes National Park). Local tracking and 
calculation of economic impact is daunting beyond basic visitor profile numbers. However, inferences about the size of the 
local tourism market can be made from a combination of Alberta South Tourism Destination Region, Medicine Hat Visitor 
Information Centre, local accommodation and Highway 1 travel statistics: 
 

 The Medicine Hat Visitor Information Centre saw 13,500 visitors in 2010, 40% of whom requested information 
specific to Medicine Hat. 

 There is market potential for capturing of a share of the non-Medicine Hat related daily vehicle movements (7,100 
travelling east from point west of Suffield, and the roughly 5,600 daily vehicle movements travelling west from 
point near the Alberta border). Src: Alberta Transportation, Highway 1 statistics, 2009  

 1,256 hotel rooms with occupancy levels of 68%, translating to roughly 1,710 visitors (assuming average occupancy 
rate of 2) in Medicine Hat on any given day (2.8҈ ƻŦ aŜŘƛŎƛƴŜ IŀǘΩǎ ǇƻǇǳƭŀǘƛƻƴύ 

 248 in-city camping sites with occupancy of 36% in summer travel months, translating to 270 visitors (assuming 
average occupancy rate of 3) ƛƴ aŜŘƛŎƛƴŜ Iŀǘ ƻƴ ŀƴȅ ƎƛǾŜƴ Řŀȅ όлΦпр҈ ƻŦ aŜŘƛŎƛƴŜ IŀǘΩǎ ǇƻǇǳƭŀǘƛƻƴύΦ There are 
also 850 additional sites in the immediate service area (Golden Sheaf Park, Cypress Hills).  

 Employment in the tourism-benefiting economic sectorsτnamely, Information, Culture & Recreation, 
Accommodation and Food Services, and Retail Tradeτtotaled 14,600 or 19% of Palliser Region employment in 
2005. (Src: Palliser Economic Partnership) 

 Broader local market potential (tempered somewhat by distance from a major urban centre) is indicated by 
visitation to the Drumheller area. The Tyrrell museum, a stand-alone destination, attracts 400,000 visitors 
annually. Dinosaur Provincial Park, one hour west of Medicine Hat, attracts 90,000 visitors annually.  
 

http://www.tpr.alberta.ca/tourism/%20research/docs/EconomicImpactAlbertaSouth2009.pdf
http://www.tpr.alberta.ca/tourism/%20research/docs/EconomicImpactAlbertaSouth2009.pdf
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ON THE GROUND ECONOMIC IMPACT  
 
A tourist spends $50 at a gas station. Like the ripples resulting from a stone hitting a pool of water, the initial amount of 
tourist spending circulates throughout the economy and creates a "multiplier" effect: 
 

 The gasoline station owner must take part of the $50 spent by the tourist and purchase more gasoline from a 
wholesale distributor as well as pay wages and salaries. This first round of effects is commonly referred to as Direct 
Impact. 

 In the second round, the wholesale gasoline distributor buys additional items, pays salaries and wages, all with 
parts of the $50. This round of effects is commonly referred to as Indirect Impact. 

 The gasoline station employees and the employees of the wholesale distributor then spend part of their salaries on 
groceries, rent, automobiles and so forth. This is referred to as Induced Impact. 
 

Src: Alberta Tourism, Parks, and Recreation - http://www.tpr.alberta.ca/tourism/research/docs/EconomicImpact 
AlbertaSouth2009.pdf 
 
TOURISM IS A COMMUNITY DEVELOPMENT ENGINE  

Sŀȅ DƻƻŘōȅŜ ǘƻ ά[ŜŀǾŜ hƴƭȅ Footprints, Take Only Memoriesέ 

 
Research shows tourist visits and future relocation/investment decisions are directly linked. This means that while tourism 
is an important economic activity in its own right, it is also an engine of broader investment decision making and 
community prosperity. 
 
In research conducted by Twist Marketing in 2009 (Web Content/ Messaging Strategies for the Alberta Regional Economic 
Development Alliances), 17% of surveyed newcomers indicated a previous visit to Alberta was used to research the 
province when they considered relocating (behind only the Internet - 46%, friends - 27% and family - 25%). Nineteen per 
cent of surveyed newcomers indicated a previous visit to Alberta was helpful in supporting their decision to move (behind 
only family - 31%, friends - 31%, Internet - 28%).   
 
In July 2011, Twist Marketing and research partner, Zinc Research, conducted a population representative online poll of 
1,200 Adult Canadians (18 years+) to ŀǎǎŜǎǎ ǘƘŜ ƛƴŦƭǳŜƴŎŜ ƻŦ ǘƻǳǊƛǎƳ ƻƴ ǇŜƻǇƭŜΩǎ ŘŜŎƛǎƛƻƴǎ ǘƻ ƳƻǾŜ ǘƻ ŎŜǊǘŀƛƴ ŎƻƳƳǳƴƛǘƛŜǎ 
and to zero in on the brand-ǊŜƭŀǘŜŘ ŜŎƻƴƻƳƛŎΣ ǎƻŎƛŀƭ ŀƴŘ ŜƴǾƛǊƻƴƳŜƴǘŀƭ ŦŀŎǘƻǊǎ ǘƘŀǘ ǘƘŜǎŜ άǇǊƛƻǊ ǘƻǳǊƛǎǘǎέ ƴƻǘƛŎŜ ǿƘƛƭŜ ƻƴ 
vacation. Findings of note include: 
 

1. 69% of Canadians were not born in the community in which they now reside 
2. 30% of these people first visited their present community as tourists (21% of Canadians) 
3. For 32% of these tourists (almost 7% of Canadians) tourism experiences were major drivers in the decision to move 

and live where they do now. 
 
Provinces with the highest share of those born elsewhere are: 
 

 British Columbia (81%) 

 Alberta (73%) 

 Atlantic Provinces (73%) 
 
Among those born elsewhere, the highest incidence of those first visiting the region as a tourist prior to moving were in 
British Columbia (39%) and Alberta (37%). 
 
Couples, or those who are divorced or widowed, are more likely to have moved from elsewhere (73%) compared to those 
who are single (58%). Women (72%) are more likely to have moved from their place of birth than men (66%). 
 
Findings also suggest that communities need to consider about quality of place with a more critical eye. Visitors form 
positive or negative impressions of a community based on a number of quality of place factors.  

http://www.tpr.alberta.ca/tourism/research/docs/EconomicImpact%20AlbertaSouth2009.pdf
http://www.tpr.alberta.ca/tourism/research/docs/EconomicImpact%20AlbertaSouth2009.pdf
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Beyond the obvious aspects observed such as cleanliness, quality of life and costs, there are two distinct tiers of elements 
noticed by tourists that serve as motivators when considering a community in which to reside. 
 
The first tier is about management, accessibility and creativity. Tourists notice how well they can move around a town/city, 
while assessing entertainment options, safety and the variety of ethnicities/cultures represented. The second tier is 
comprised of the local economy and employment prospects. By focusing on the elements and related dimensions of the 
first tier, communities can build and differentiate a community brand that seamlessly integrates both tourism and 
economic development. 
 
Among different demographics and regional segments there are notable variations: 
 
By Age: CƻǊ ȅƻǳƴƎŜǊ άǇǊƛƻǊ ǘƻǳǊƛǎǘǎΣέ ǇǳōƭƛŎ ǘǊŀƴǎƛǘΣ ŀ ǾƛōǊŀƴǘ ŀǊǘǎ ŀƴŘ ŎǳƭǘǳǊŜ ǎŎŜƴŜ ŀƴŘ ŜƳǇƭƻȅƳŜƴǘ ǇǊƻǎǇŜŎǘǎ ŀǊŜ ƴƻǘƛŎŜŘ 
more. For those in their family formation years (35-54), cost of living and employment prospects are more prominent. For 
the senior segment (55 years+) cleanliness, quality of life, infrastructure and a vibrant arts and culture scene take 
precedence. 
 
By Gender: Men tend to focus more on diversity of population and employment aspects, while women note aspects of 
cleanliness of public spaces and a vibrant arts and culture scene. 
 
It is worth noting that Western Canada scores relatively weaker on vibrant community arts and culture scenes. This is a 
critical differentiator and requires consideration in strengthening a city/town brand from an economic development 
perspective. 
 
By Affluence: Factors that increase with level of affluence are arts and culture, the state of the economy, cleanliness of 
public spaces, infrastructure and diversity of population. 
 
  

6%

16%

16%

28%

30%

39%

40%

42%

45%

47%

54%

56%

62%

70%

What do Tourists Notice about a Vacation 
Destination?

Cost of Living

Cleanliness of Public Spaces

Base: Persons who visited community they reside in first as a tourist(21% of Adult Canadians, n=255)

Cost of Housing

Quality of Life of Local Residents

Diversity of Population

Infrastructure, such as Roads and Bridges

Vibrant Arts and Culture Scene

Public Transit

The State of the Economy

Crime Rate

Unemployment Rate

Employment Prospects

Local/Municipal Issues

None/Nothing

(Multiple Responses)
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THE CREATIVE CLASS: A KEY MARKET SEGMENT 
 
Today, communities across the globe are struggling to reinvent themselves for the post-industrial economy. Developed 
economies are witnessing a shift toward a key competitive advantage of the future: creativity. As mentioned earlier in this 
Plan, communities are increasingly turning their attention to attracting creative workers (see Creative Industries profile for 
more information ς ǿǿǿΦŎŀƭƎŀǊȅŜŎƻƴƻƳƛŎŘŜǾŜƭƻǇƳŜƴǘΦŎƻƳύΦ /ƻƛƴŜŘ ǘƘŜ ά/ǊŜŀǘƛǾŜ /ƭŀǎǎέ ōȅ ǊŜǎŜŀǊŎƘŜǊ wƛŎƘŀǊŘ CƭƻǊƛŘŀΣ 
this segment of the workforce has something in common with what tourists most appreciate about memorable visits: a 
desire for quality of place. The Creative Class choose where they live based on the interplay of lifestyle amenities; 
population diversity; entertainment experiences; active, outdoor recreation; authentic and interesting sense of place; and 
an open, tolerant society. 
 
Previous research conducted by Twist Marketing and Zinc Research has shown that the Creative Class are online pioneers 
and savvy social media users. Three segments with the greatest tendency to move to a community after visiting as tourists 
have been identified as heavy social media users, business users and socializers. 
 
Heavy Social Media Users (9% of Canadians online): This group is more likely to have visited their community of residence 
as a tourist first (43% versus 30% of /ŀƴŀŘƛŀƴ άǇǊƛƻǊ ǘƻǳǊƛǎǘǎέ in general) and is more highly influenced by tourism 
experience (47% indicated the majority of the decision was tourism driven). This group was most heavily swayed by 
diversity of population and a vibrant arts and culture scene. 
 
Business Users (6% of Canadians online): While more likely to have visited a community as a tourist, this group was less 
likely to be influenced by the tourism experience. However, they were most cognizant of the cost of living related aspects 
and municipal amenities/civic management. 
 
Socializers (16% of Canadians online): Compared to the previous two segments, this group skews younger and female. This 
group is the most influenced by tourism experience (52% indicated the majority of their decision was tourism driven). They 
are most aware of cleanliness of public spaces and employment prospects, and they are less cognizant of population 
diversity. 
 
Exploration of Canadian social media segments reinforces the concept of niche marketing/branding and shifts community 
and tourism branding perspectives toward more targeted, channel marketing-communicated strategies. 
 
This body of research points to the need for communities to think beyond the initial visit, to tourism as a tool to attract 
investment and relocation. A tourism brand and community brand are intertwined. The bridge that links satisfaction with a 
community and memorability of a community to the desires of tourists, residents and creative workers is quality of place. A 
ǊŜǇƭŀŎŜƳŜƴǘ ŦƻǊ ǘƘŜ ƻŦǘ ǳǎŜŘ ŀƴŘ ƛƭƭ ŘŜŦƛƴŜŘ άǉǳŀƭƛǘȅ ƻŦ ƭƛŦŜΣέ ǉǳŀƭƛǘȅ ƻŦ ǇƭŀŎŜ ƛǎ ŀ ŘƛǊŜŎǘ ǊŜŦƭŜŎǘƛƻƴ ƻŦ ǘǿƻ ŦŀŎǘƻǊǎΥ 1) people 
and culture and 2) perception of visual appeal and beauty of a community.  
 
As tourists, we intuitively ƪƴƻǿ ǘƘŀǘ ǿƘŀǘ ƳŀƪŜǎ ǳǎ ŘƛŦŦŜǊŜƴǘ ƻǊ ǳƴƛǉǳŜ ƛǎ ǿƘŀǘ ƳŀƪŜǎ ǳǎ Ƴƻǎǘ ƳŜƳƻǊŀōƭŜΦ LǘΩǎ ǘƘŜǊŜŦƻǊŜ 
not enough to build to standards that simply make your community as good as the one down the street. Tourists want to 
visit distinctive communities. They want to see and experience excellence. Distinction can come in innumerable forms and 
functions, be it colour, streetscapes, interesting events, outdoor cafes, a vibrant downtown or interesting public art. 
Therefore, the pursuit of differentiation, uniqueness and beauty (from signage, community entries, parks and landscaping, 
neighbourhood design and cultural planning, to artistic expression) are community development efforts that together make 
the difference between an average community and an extraordinary one. The fundamental community development 
questions related to tourism therefore become: How do we make everything that we do distinctive and unique? And, 
where should we focus our attention?  
 
From this perspective, tourist perception is a barometer of where to focus community development effort. 
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a95L/Lb9 I!¢Ω{ ¢h¦wLSM INDUSTRY: STRENGTHS, OPPORTUNITIES AND THREATS 

The following strengths, weaknesses, opportunities and threats were identified in a workshop format by 15 community 
representatives. A further baseline of community strengths and opportunities in the form of an Asset Inventory was 
previously completed by the City of Medicine Hat and is provided in Appendix B.  
 
STRENGTHS  
 
άLŦ L ƘŀǾŜ ŦŀƳƛƭȅ ǾƛǎƛǘƛƴƎ aŜŘƛŎƛƴŜ IŀǘΣ ǿƘŀǘ ƛconic experience should I take them toΚέ (Note: Bracketed numbers indicate 
total number of mentions if more than one). Results are categorized to identify groupings of areas of emphasis. It should be 
ƴƻǘŜŘ ǘƘŀǘ ΨƛƴŦǊŀǎǘǊǳŎǘǳǊŜΩ is an enabling baseline for almost all perceived strengths. 
 
Infrastructure 
 
ω Downtown lunch/shop (5)  
ω Monarch Theatre 
ω Museums 
ω Esplanade (5) 
ω Giant Chess Set ς Guinness Book of World Records 
ω NWMP Cemetery 
ω Shopping 

ω Greenhouses 
ω {ǘΦ tŀǘǊƛŎƪΩǎ /ƘǳǊŎƘ 
ω South Saskatchewan River 
ω Etzikom Museum (museum of windmills)  
ω Cypress Centre Fieldhouse 
ω Pioneer Village/Family Leisure Centre (3) 
ω MidnightΩǎ Trail riding stable 

 
Culture 
 
ω Events 
ω Medalta (8)  
ω Medicine Hat Exhibition & Stampede 
ω Drag races (3) 

ω Art walk 
ω City Hall  
ω Stock cars 
ω CŀǊƳŜǊΩǎ aŀǊƪŜǘ 

 
Enterprise 
 
ω Zucchini Blossom Café 
ω Local Public Eatery 
ω Inspire Studio & Gallery (and Café) 
ω Twinkle Dolls 
ω Twist Wine Bistro and Restaurant 
ω Swirls Ice Cream 

ω Bulk Barn ς candy, including historic candy brands  
                (Sweet Regards is also downtown) 
ω ¢ƛƴƻΩǎ 5ǊƛǾŜ-In  
ω CroftΩs Antiques and Collectibles in Aberdeen ς  
                retro antique shop 
ω Riverbend Jet Boat Tours 
ω Out for supper 

  
Outdoors 
 
ω Parks/ trails  
ω Kin Coulee (3) 
ω Bike trails 
ω McCutcheon Drive trail and viewpoint 
ω Teepee and dog park (3)  
ω Police Pt. (5) 

ω Echo Dale Regional Park (5)  
ω Golfing 
ω Stations of the Cross/big tree (3)   
ω Ranchlands ς can see cliffs 
ω Saamis Rotary Park 

   
Nearby 
 
ω Hidden Valley Ski hill 
ω Red Rock Coulee (4) 

ω Cypress Hills Interprovincial Park (5)  
ω Empress, Alberta 
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Strengths ς Points of Distinction 

 
άLŦ L ǿŀǎ ŀ ǘǊŀǾŜƭ ǿǊƛǘŜǊ ŀƴŘ L ǿŀƴǘŜŘ ǘƻ ǿǊƛǘŜ ŀōƻǳǘ ǘƘŜ ŎƻƻƭŜǎǘ ƭŜǎǎŜǊ-known things to do in the Medicine Hat area, what 
would you tell me about and why are they ǎƻ ŎƻƻƭΚέ 
 
Successful tourism and an effective brand require that a community not only identify what its strengths are, but identify 
strengths that are unique compared to elsewhere. Results are categorized to identify groupings of areas of emphasis and 
show a definitive focus on expression of culture in two primary forms: arts and heritage-based living history activities; and 
events. Outdoor activity that capitalizes ƻƴ aŜŘƛŎƛƴŜ IŀǘΩǎ ŘƛǎǘƛƴŎǘƛǾŜ ƭŀƴŘǎŎŀǇŜ ƛǎ ŀƭǎƻ ŜƳǇƘŀǎƛȊŜŘΦ 
 
Culture 
 
ω Culture of downtown ς the arts, etc. 
ω Inspire Studio and Gallery (and café) 
ω British and Canadian culture (Suffield influence) ς  
                appreciate landscape ς reason many move here 
ω The Hive ArtistǎΩ Hub 

ω Medalta ς can sit down and make pottery and  
                experience it - living history 
ω Jim Marshall murals - 49 brick work murals 
ω Esplanade - art glass show. There used to be a glass  
                factory in Redcliff too. 
ω P.O.W. camp (history) on Stampede Grounds 

 
Events 
 
ω Oldest stampede in Canada ς up close and personal  
                experience, down and dirty in your face, 5 or 6 feet  
                to the fence. You can smell it.  
ω Chili cook-off   

ω Drag racing ς international, free pit pass - can stand  
                right beside 3,000 horsepower engine, people say     
                ƛǘΩǎ ŀƴ ŀŘǊŜƴŀƭƛƴ ǊǳǎƘ 
ω Tongue on the Post festival 

 
Outdoors 
 
ω Parks and trail system 
ω Horseshoe Canyon 
ω Wildlife in city is profound: antelope, moose,  
                snakes, foxes, rabbits, raccoons, skunk, gophers,  
                porcupines, deer 
ω Police Pt. Park ς well known birding spot, thousand  
                year history, cactus, snakes, gnarly trees 

ω Golfing ς affordable, long season 
ω Voyageur canoe trips 
ω Train spotting every hour at Ross Glen  
                CƻǳƭŜŜΧŦƻǊƳŜǊ Ǌŀƛƭ ƭƛƴŜ. Bike trail Echo Dale back  
                into city follows old rail bed of coal train - steepest  
                grade on CPR getting out of valley to Redcliff 
ω Stations of the CǊƻǎǎ όǘǊŀƛƴΣ ƎǊŜŜƴΣ ǘǊŜŜΣ άǎǇƛǊƛǘǳŀƭέύ 

 
Nearby 
 
ω Red Rock Coulee (out of this world) ς could  re- 
                create the U2 album cover here 

ω Hidden Valley Ski Resort ς one of highest points  
                between Rockies and Canadian Shield (9 ski runs) 

 
Infrastructure 

 

 {ǘΦ tŀǘǊƛŎƪΩǎ Church ς architecture ς largest continuous pour cement structure in Western Canada 
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OPPORTUNITIES 
 
άLΩƳ ŀƴ ŜƴǘǊŜǇǊŜƴŜǳǊ ŀƴŘ L ƛƴǉǳƛǊŜ ŀōƻǳǘ ǘƻǳǊƛǎƳ ŘŜǾŜƭƻǇƳŜƴǘ ƻǇǇƻǊǘǳƴƛǘƛŜǎΦ LΩƳ ŦǊŜŜ-wheeling and will consider almost 
ŀƴȅǘƘƛƴƎΦ ¢ƘŜ ŎƻƳƳǳƴƛǘȅ Ƙŀǎ ōŜŜƴ ǿŀƛǘƛƴƎ ŦƻǊ ǎƻƳŜƻƴŜ ǿƘƻ ǿƛƭƭ Ǌǳƴ ǿƛǘƘ ǘƘŜ άōƛƎ ƛŘŜŀέ (an idea that is possible given 
aŜŘƛŎƛƴŜ IŀǘΩǎ ǊŜǎource/infrastructure/geography). What would you suggest?έ (Note: Bracketed numbers indicate total 
number of mentions if more than one). 
 
Articulation of opportunities works to identify gaps in Medicine Hat tourism product offerings related to tourism assets felt 
to be under-leveraged. Suggestions focus on animation of local culture and better use of the parks and pathway system. 
 
Culture 
 
ω Outdoor public art exhibitions downtown 
ω Outdoor music festival in Kin Coulee or downtown 
ω On one city block downtown, create άlittle  
                Londonέ ǿƛǘƘ double decker bus, coulee tour, etc.  
                Badlands tour - crocodile hunter theme 
ω Local food festival - local products - get whole  
                community involved 
ω Natural coulees - Minot - build hill as natural  
                amphitheatre with live theatre outdoors. Could put    
                on a Christmas pageant in Kin Coulee (used to) 

ω Jazz Fest on top of parkade 
ω EchoDale - little mine at top of hill. Bill Dearborn  
                does forging - get metal and the kids do  
                something - see how horseshoes are made, etc. 
ω Base experience - drive a tank 
ω Jump in race car and rent 
ω Drag strip ς Friday night ς with a license and     
                helmet you can take your own vehicle. Car         
                companies host here. Can also have mini stock  
                cars/ indoor go-kart track for kids 

 
Parks and Paths 
 
ω Tree to tree experience - go from one tree to next ς  
                ȊƛǇƭƛƴŜΧ /ȅǇǊŜǎǎΧΦtƻƭƛŎŜ tƻƛƴǘΧƻƴŜ ƻŦ ƭŀǊƎŜǎǘ  
                urban forests in Canada (3) 
ω Mountain bike trails (3) 
ω Scooter rentals (2) 

ω Off-trail extreme biking. Good potential based on  
                Topography - could be an event/competition.  
                Currently used informally by people out having fun 
ω Segway trail rides 

 
Outdoors 
 
ω We have highest number of Harleys per capita in     
                AB. Lots of people come specifically to visit Harley      
                shop. 
ω Balloon rides 

ω Chuckwagon tours/cattle drive a la City Slickers 
ω Coal mine tours 

 
Accommodation 
 
ω Teepee tenting (2) 
ω Teepee hotel 

ω ¦Ǌōŀƴ άƎƭŀƳǇƛƴƎέ ƛƴ ŎŀƳǇƎǊƻǳƴŘǎ (glamorous  
                camping) or African Safari experience 

 
The River 
 
ω Large rec facility/convention centre/water theme  
                park (indoor & outdoor) using river resources (3)              
ω wƛǾŜǊōƻŀǘ ǊŜǎǘŀǳǊŀƴǘΧ lighting up Finley Bridge (2) 

ω Steamboat on river 

 
Infrastructure 
 
ω Indoor soccer facility/sports facility/incl. sports  
                injury treatment, cafeteria, etc. 
ω Spiritual wellness retreat 

ω Archaeology Dept. U of S were looking for S.S.  
                Medicine Hat wrecked on weir in Saskatoon (hit  
                Victoria Bridge in ŜŀǊƭȅ мфллΩǎύ  
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THREATS 
 
ά²Ƙŀǘ ǎǘŀƴŘǎ ƛƴ ǘƘŜ ǿŀȅ ƻŦ ǳǎ ǊŜŀƭƭȅ ǇǳǘǘƛƴƎ aŜŘƛŎƛƴŜ Iŀǘ ƻƴ ǘƘŜ ǘƻǳǊƛǎƳ ƳŀǇΚέ (Note: Bracketed numbers indicate total 
number of mentions if more than one). 
 
Articulation of threats identifies gaps that must be filled in order to more efficiently pursue the tourism opportunity. If a 
consistent theme is identified, it should form a focused strategic response. For Medicine Hat, there is a clear need to step 
into a perceived vacuum of leadership structure that can: a) raise the visibility of tourism and communicate its importance 
to both the public and tourism stakeholders; b) organize to converge a number of groups with tourism interest into a 
cohesive group pursuing singular vision and tourism development activity; and c) have a strong vision for tourism 
development direction. 
 

 Attitude (3) 

 Failure to think "big picture": tax savings, wave 3 years of business licenses for tourism (long term payoff with 
short term loss). Don't make the entrepreneur take all the risk, community needs to help / industry needs to find 
avenues to nurture and support entrepreneurs (3) 

 Lack vision/need clear vision (4) 

 Funding ς private and government funding for infrastructure, development and marketing (marketing easier with 
others in place) (2) 

 Current branding as gas city - not very exciting (2) 

 Too cheap in terms of investing in tourism (2) 

 Too conservative (new product development, banking) (2) 

 Push incentive 

 Apathy (public) 

 Stronger downtown 

 Motivation - people beaten down by attitude, always hear critique, "iǘ ǿƛƭƭ ƴŜǾŜǊ ŦƭȅΦέ Or, even if doesΣ ǘƘŜ /ŀƭƎŀǊȅΩǎ 
ƻŦ ǘƘŜ ǿƻǊƭŘ ǿƻƴΩǘ ŎƻƳŜ 

 Dedicated/focus effort on tourism development and investment 

 New/younger more willing to take risk. Long-established/more conservative here. ¢ƘŜǊŜΩs a mind-set gap. Vision 
can step into gap but have to market and treat it like a business. TƘƛƴƪ ƻǳǘǎƛŘŜ ǘƘŜ ōƻȄ ŀƴŘ ƳƻǾŜ ŦƻǊǿŀǊŘΧŜŘǳŎŀǘŜ 
ŎƻƳƳǳƴƛǘȅΧΦƭŜǾŜƭ ƻŦ ƛƳǇƻǊǘŀƴŎŜ 

 Attitude/image/feeling/personality as one night flop-and-stop. No image of whole community 

 PŜƻǇƭŜ ƛƴ ŎƻƳƳǳƴƛǘȅ ŘƻƴΩǘ ōŜƭƛŜǾŜ ƛƴ ǘƻǳǊƛǎƳ. Average businessperson does not believe they are in tourism. Hat 
Smart changed process around conservation - need same for tourism 

 People drive in on highway and drive by b/c signage is very poor 

 Quite isolated - lots of competition in three hour radius of major centres  

 Many tourism businesses are seasonal, running only a small part of year 

 Rural area - population of trade area is small and spread out 

 Determining a group that will lead a tourism initiative - the group needs to be really cohesive 
 
 
INFRASTRUCTURE  
 
Municipal tourism development plans typically focus on infrastructure construction and/or enhancement because 
infrastructure enables tourism, and a municipal role in tourism is typically confined to municipal infrastructure and 
promotion. For this reason, workshop participants were asked: ά²Ƙŀǘ Řƻ ǿŜ ƴŜŜŘ ǘƻ Řƻ ǿƛǘƘ ƻǳǊ ƛƴŦǊŀǎǘǊǳŎǘǳǊŜ ǘƻ ŀǘǘǊŀŎǘ 
more tourists to MŜŘƛŎƛƴŜ IŀǘΚέ 
 
Responses are indicated as follows (Note: Bracketed numbers indicate total number of mentions if more than one): 
 

 Downtown (public washrooms, information kiosk, hotel, place to feed convention goers, convention centre big 
enough to host larger events (or can have convention across several historic buildings downtown then feed 
ǘƘǊƻǳƎƘ ŎƻƳƳƻƴ ŀǊŜŀύΣ Řƻǿƴǘƻǿƴ ƛǎ άŘŜǇǊŜǎǎƛƴƎέ ς needs to be entirely revamped. Hard to get around. Three 
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owners own everything/older buildings are tough to renovate. Downtown is busy in afternoon but closed at night. 
There is local apathy ς άnothing to do down thereΦέ ώtƻǎƛǘƛǾŜǎΥ Ǝŀǎ ƭŀƳǇǎΣ ŦƭƻǿŜǊ ōŀǎƪŜǘǎΣ new infusion of young 
blood, B ŀƴŘ .Ωǎ ƻƴ CƛǊǎǘ {ǘǊŜŜǘ] (8) 

 Competition airline - WestJet - also no customs (in Lethbridge) (3) 

 24 hour border crossing south 

 Bigger airport 

 Better wayfinding signage. Not easy to get around. 

 For people going west, tough to stop at tourism centre 

 Need more engaging ways for visitors to access river and experience it - more promenade 

 5ƻƴΩǘ have a bookstore in Town (Mad Hatters in Aberdeen - used book store). Missing a Chapters - serve 100K 

 Moving CPR ς area under-utilized around tracks - has not yet been optimized. Until fill spaces, build pressure for 
open space, then re-open with CPR. Key question to answer: how do we incorporate the train? 

 Address Hwy 1 relocation plans even with long-term timeframe 

 Improved linkage (signage, streets) between commercial accommodation area to downtown and prime attractions 

 

STRATEGIC DIRECTION 

In Alberta, tourism has benefitted two main points of concentration: 1) Rocky Mountains (incl. eastern slopes); and 2) 
!ƭōŜǊǘŀΩǎ ƳŀƧƻǊ ŎƛǘƛŜǎ. ¢ƻǳǊƛǎƳΩǎ ƳƻǊŜ ǎƛƎƴƛŦƛŎŀƴǘ ōŜƴŜŦƛǘǎ ƘŀǾŜ ōŜŜƴ ŦŀǊ ƭŜǎǎ ǊŜŀƭƛȊŜŘ ƛƴ ǊǳǊŀƭ ŎƻƳƳǳƴƛǘƛŜǎ ǘƘŀǘ ǇƻǇǳƭŀǘŜ ǘƘŜ 
rest of Alberta, including Medicine Hat. It is therefore an objective of this Plan to realize more tourism benefit for Medicine 
Hat. 
 
GOALS 
 
Goal 1 ς Short Term (5 years) 
 
To follow a path of least resistance for local tourism industry growth, focusing on a closer target market and leveraging 
existing tourism assets and strengths. 
 
Goal 2 ς Long Term (10 years) 
 
To expand the breadth of the Medicine Hat tourism offering by widening the geographic target zone for tourists, and 
building a more diverse, advanced product offering tied to a creative/cultural city brand evolution. 
 
This Plan focuses on Goal 1. 
 
STRATEGIC OBJECTIVES 
 
Based on SWOT analysis, Medicine Hat needs to strategically focus on the following to effectively grow its tourism industry: 
 
Differentiate  
 
Most municipalities promote long laundry lists of tourism infrastructure. Little definition is given to a finite set of 
experiences visitors can achieve and how those experiences differ from other places visitors have the choice of travelling to. 
As a result, communities tend to sound the same and tourism market growth is compromised. Medicine Hat needs to focus 
on a differentiating set of experiences, and storytell through the eyes of the individual visitor. To effectively do this, 
landscape and infrastructure must become merely a canvas on which the human experience is painted. 
 
Organize 
 
aŜŘƛŎƛƴŜ IŀǘΩǎ ǘƻǳǊƛǎƳ ŘŜƭƛǾŜǊȅ ƳƻŘŜƭ ƛǎ ŦǊŀŎǘǳǊŜŘΦ ¢ƘŜǊŜ ŀǊŜ ƴǳƳŜǊƻǳǎ ƻǊƎŀƴƛȊŀǘƛƻƴǎ ǘƘŀǘ ǘƻǳŎƘ ǘƻǳǊƛǎƳ ǎǘǊŀǘŜƎƛŎŀƭƭȅ 
and/or operationally, including but not limited to: 
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 The City of Medicine Hat/Tourism Medicine Hat 

 Canadian Badlands Ltd. 

 Alberta South Tourist Destination Region (Travel Alberta) 

 Medicine Hat Chamber of Commerce 

 Medicine Hat Accommodation Association 

 Numerous City and not-for profit entities 
o Medalta 
o Stampede 
o Golf courses 
o Visitor information centre  
o Esplanade 
o Parks and Recreation 

  
Medicine Hat neŜŘǎ ǘƻ ŎƻƴǎƻƭƛŘŀǘŜ ƛǘǎ ǘƻǳǊƛǎƳ ΨǾƻƛŎŜΩ to achieve critical mass of people, resources and visibility. Focus is 
also required to make a clear statement in the market about what Medicine is, and what it offers tourists.  
 
Target 
 
Medicine Hat is a medium-size city located three hours from more sizeable populations. It does not have the equivalent of a 
ΨƪƛƭƭŜǊ ŀǇǇΩ ς a magnet that draws large numbers of people from long distances. The community is in no position to be all 
things to all people. It must therefore focus on its strengths and points of differentiation, targeting niche markets attracted 
to these offerings. This philosophical approach diverges from the more mainstream municipal belief of ƘŀǾƛƴƎ Ψŀ ƭƛǘǘƭŜ 
ǎƻƳŜǘƘƛƴƎ ŦƻǊ ŜǾŜǊȅƻƴŜΦΩ A target market approach ensures more focused use of limited resources and better return on 
tourism development investment, aligning product offering with only those most interested in visiting Medicine Hat. 
 
Focus 
 
For any given municipality, there will only be 5 to 7 product experiences that are differentiated and/or compelling enough 
to motivate tourism growth and development beyond baseline activity currently present in Medicine Hat. Travel !ƭōŜǊǘŀΩǎ 
ōǊŀƴŘ ǊŜǇƻǎƛǘƛƻƴƛƴƎ όнлммύ Ŏŀƭƭǎ ǘƘŜǎŜ άƎƻƻǎŜōǳƳǇ ƳƻƳŜƴǘǎΦέ 5ƛŦŦŜǊŜƴǘƛŀǘŜŘ ǇǊƻŘǳŎǘǎ ƳƻǘƛǾŀǘŜ ǇŜƻǇƭŜ ǘƻ ǘǊŀǾŜƭ ƭƻƴƎŜǊ 
distances for that unique experience. aŜŘƛŎƛƴŜ IŀǘΩǎ Ŧocus on enhancement of a limited set of differentiated product 
experiences will contribute to a more distinctive brand, allowing for alignment with target markets that appreciate those 
experiences. From a marketing perspective, the result is the difference between shouting noise into the marketplace about 
generalized experiences vs. having one-on-one conversations with those most passionately engaged in specific experiences. 
 
Educate 
 
Tourism has a relatively low profile in Medicine Hat. To accelerate tourism development, Medicine Hat needs to frequently 
talk to residents and entrepreneurs about the value of tourism provincially and locally. The city must also link tourism to 
broader community development aspirations and expand the definition of tourism attraction to include artistic and cultural 
industries, property development, new tourism attraction development as well as a profit margin for a broad range of local 
accommodation and service businesses. In other words, the value of tourism rises exponentially the more it is viewed in a 
holistic context. In addition, on a daily basis, service staff are often the first touch point for visitors. Service staff awareness 
of the importance of tourism and broad knowledge of interesting things to do in the city can therefore elevate quality of 
tourist experience by: a) demonstrating ǘƘŜ ΨŦǊƛŜƴŘƭȅ ŜȄǇŜǊƛŜƴŎŜΩ ǘƘŀǘ will be an element of the Medicine Hat tourism 
destination brand; and b) directing people to tourism attractions and experiences.  
 
Three pillars of education set the stage for a more cohesive, coordinated, organized, and focused effort to position tourism 
as an important economic and cultural contributor to future Medicine Hat prosperity:  
 

 Preparedness 

 Receptivity 

 Value 
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Promote 
 
In Phase I brand research conducted by Twist Marketing, 54% of those polled outside the City of Medicine Hat were not 
familiar with the Medicine Hat tourism product offering; 59% were interested in what Medicine Hat has to offer; but 37% 
said the biggest drawback to visiting Medicine Hat is its lack of attractions/things to do.  
 
Generally, when there is little familiarity with product offerings (especially combined with high perception of lack of things 
to do), promotional efforts should focus on general awareness building. When there is stronger familiarity, promotion 
should shift to stronger emphasis on product differentiation. Brand building steps into this gap by focusing on a distinct 
voice for Medicine Hat in the marketplace. Creatively and uniquely articulated, this brand can rise above the noise in the 
marketplace, raising general awareness of Medicine Hat as a destination. In turn, promotion points need to be interesting 
and distinctive enough to connect with an audience. This means that promotion needs to focus on: 
 

 Interesting products that rise above products in other communities 

 Portrayal of unique, compelling experiences 

 Storytelling to create emotional impact  

 People-focused imagery and narrative 

 A measure of risk that rises above the noise in the marketplace 
 
General awareness will also be aided by production of itineraries and 
packages that illuminŀǘŜ ΨƘƛŘŘŜƴ ƎŜƳǎΩ and activities that diversify beyond 
mainstream signature attractions people are already familiar with. 
Different people have different experiences any given attraction. 
Marketing focus should therefore be on the personal experience as 
opposed to the attraction itself or the geography. 
 
Develop Product 
 
Medicine Hat already has some firm product foundations, enabled by a 
competitive advantage in many areas of recreational infrastructure. As a 
matter of first priority, attention should focus on how to leverage those 
foundations with development of select products, as opposed to 
generating new foundations.  
 
Leverage Full Value from Visitation 
 
At present, Medicine Hat is primarily a summer tourism stop-over, and a 
more limited summer destination. Higher peak summer occupancy rates, 
in tandem with distance to alternative accommodations, reduces capacity 
to absorb more overnight tourists. Medicine Hat therefore needs to work 
toward the following in its development strategy: 
 

 Convert more convenience stops (Highway 1) to longer duration 
stops that pursue Medicine Hat tourism product. 

 Convert more convenience stops to overnight stays, particularly 
for RV travellers. 

 Extend tourism demand more robustly into the shoulder season (April-May, September-October). 

 Use packaging, itineraries, incentives (e.g. coordinated shopping sales events) to make the process of discovery 
easier for visitors, also adding multiplier spending to signature experiences promoted (i.e. visitor receives greater 
discount for buying passes to multiple attractions). 

   
 

Why We Should Promote Tourism 
 

 Direct economic impact 

 Indirect economic impact ς creative 
industries, footloose industry, 
demographic segments (e.g. retirees) 
attracted by quality of place 

 Indirect quality of life impact ς tourists 
and residents enjoy the same things: 
animated attractions and cultural 
expression, and general effort to 
enhance quality of place 

  
How We Should Nurture Tourism 
 

 Product 

 Organization 

 Infrastructure 
 
How We Should Promote Tourism 
 

 Brand Strategy 

 Brand Execution (Itineraries, Packaging, 
Marketing Tactics, Innovation, Content, 
Creativity) 
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TOURISM DEVELOPMENT STRATEGY 

A tourism development strategy for the Medicine Hat tourism industry has been generated from the results of Workshop 1 
and six one-on-one interviews with key tourism industry stakeholders:  
 

 
 
Further details of this framework follow: 
 
I. DIFFERENTIATING PRODUCT DEVELOPMENT OPPORTUNITIES 
 
Choosing a tourism product development agenda does not imply that other tourism assets should not be promoted. Rather, 
focused strategic direction permits focused investment, brand deǾŜƭƻǇƳŜƴǘ ŀƴŘ ŎƻƳƳǳƴƛŎŀǘƛƻƴ ǎǇŜŎƛŦƛŎ ǘƻ aŜŘƛŎƛƴŜ IŀǘΩǎ 
ǎǘǊƻƴƎŜǎǘ Ǉƻƛƴǘǎ ƻŦ ŘƛŦŦŜǊŜƴǘƛŀǘƛƻƴΧΦǘƘŜ ƭŜŀŘ ŀŎǘƻǊǎ ƛƴ ŀ ǘƻǳǊƛǎƳ ŘŜǾŜƭƻǇƳŜƴǘ ŀƴŘ ǇǊƻƳƻǘƛƻƴ ƛƴƛǘƛŀǘƛǾŜΦ hǘƘŜǊ ǘƻǳǊƛǎƳ 
assets become a supporting cast of characters. This strategic direction also enables grouping of assets in themes that shout 
about the άǿƘȅ ƳŜέ ŀǎ ƻǇǇƻǎŜŘ ǘƻ ŀ ƭŀǳƴdry list of άƳŜ ǘƻƻέ ŀƳŜƴƛǘƛŜǎΦ 

River 

 
From a tourism perspective, Medicine Hat currently does not have extensive human interaction with its river environment. 
Potential is tempered by the presence of river/lake environments in competing markets and the variability of flow in the 
South Saskatchewan River. While not an overt destination draw, river-based activities can form part of the critical mass of 
general activity that supports growth of the local tourism industry by addressing a key internal and external brand 
ǇŜǊŎŜǇǘƛƻƴΥ άǘƘŜǊŜΩǎ ƴƻǘ ŜƴƻǳƎƘ ǘƻ ǎŜŜ ŀƴŘ ŘƻΦέ The river also frames an edge of an identified challenge that lies in the way 
of an expanded tourism industry: downtown enhancement. 

Arts, Culture, Creativity 

 

 Medicine Hat should action four elements of the expression of arts, culture, and creativity: 
 

1) Philosophy ς creative solutions that pursue distinction and/or innovation can be pursued for all manner of 
urban design, urban planning, public works, and facility design/operational considerations. 
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2) Events ς high profile events that feature local entertainers, performance arts and/or otherwise celebrate 
culture. Events that specifically support brand strategy have more opportunity to leave a memorable 
impression of Medicine Hat as a city of arts, culture and creativity in the minds of target markets. 

3) Incentive/Funding - Medicine Hat should consider four options to incent or fund public art: 

 Communities like Phoenix reserve a small percentage of all municipal capital projects for expenditure 
on public art display (an ordinance passed in 1986 requires up to 1 percent of capital funds be 
dedicated to art). Those funds can't be spent on the city's operating costs, even if/ when the city is 
undergoing budget cuts (See: http://www.azcentral.com/ent/arts/articles/2008/03/16/ 
20080316publicart0316CP.html#ixzz1YcctTqED).  

 The recently formed Street Art Association (local artists and City Centre Development Agency) should 
be used as a key vehicle for downtown public art installation (temporary or permanent). Efforts 
should be made to seek internal and external funding for projects, and to identify priority locations.  

 Many communities establish planning policy that requires a small contribution to public art as a 
requirement of development approvals in all areas, or in specific areas such as downtown.  

 Castlegar, B.C. has chosen a unique development path for greater visibility of public art. Sculpture 
Walk is an international sculpture competition, where the municipality reserves the right to purchase 
άǿƛƴƴƛƴƎέ ǎŜƭŜŎǘƛƻƴǎ ŀǘ ŀ ŘƛǎŎƻǳƴǘŜŘ ǊŀǘŜ (see http://www.sculpturewalkcastlegar.com). 

4) Public art ς creative expression has innumerable forms in an urban context (murals, street art/installations, 
sculpture, streetscape poles, lights, benches, etc). For Medicine Hat, the important point is to focus on a small 
set of achievable pursuits, and to pursue original expressions not seen elsewhere in Alberta. Inspiration can be 
found in a global context, but replication of existing prevalent activities in Alberta should be avoided. For 
example, heritage murals have high visibility in High River, Lacombe and Stony Plain. A more unique variant of 
murals would be to pursue contemporary art and design murals. Medicine Hat can leverage the Esplanade to 
generate events, programs and competitions that celebrate and generate public artΦ WƛƳ aŀǊǎƘŀƭƭΩǎ brick 
murals should also be more visibly promoted given their uniqueness. Priority, visible locations for public art in 
Medicine Hat include key parks (Police Point, Kin Coulee), downtown, and major roadways (particularly 
Highway 1). 

 
To accelerate portrayal of Medicine Hat as an emergent creative city that is looking to the future (without 
disrespecting the past), public art installations should focus on contemporary as opposed to heritage 
expression ς making the object of multi-dimensional interest (e.g. interactive art) as opposed to purely a 
matter of background aesthetic (e.g. classical black park benches). 

 
A number of visual reference points for Medicine Hat to consider are provided as follows: 
 

 

 
 

Contemporary art installation 

 
 

Interactive art installation 

http://www.azcentral.com/ent/arts/articles/2008/03/16/%2020080316publicart0316CP.html#ixzz1YcctTqED
http://www.azcentral.com/ent/arts/articles/2008/03/16/%2020080316publicart0316CP.html#ixzz1YcctTqED
http://www.sculpturewalkcastlegar.com/

































































































































