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EXECUTIVE SUMMARY

ATourism Development Plas amunicipal policy document that identifiesvasion for tourism developmengnd a set of
objectives designed to work towattiat vision. It establishes a focus for current and future tourism development activities.
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highway stop) to a city that sn animated cliural destinatbn ¢ a creatvely expressive city thathowcaseshe most
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To create the Plan, two workshops and six-@meone interviews were held with tourism industry stakeholders,
supplemented by indepedent research conducted by Twist Marketiightstrategic goalhave 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 Full Value of Tourism Visitation.

Five objectiveaccelerate focused product development, undertake target marketing, and address cornerstone tourism
development challengs:

1) Develop Signature Experiences (Product Development)

2) Identify TourisnDevelopment Actionor Identified Target Markets
3) Accelerate Downtown Enhancement

4) Create a Destination Marketing and Development Organization
5) Create a Tourism Brand

AnAction Planincluded in this report, identifies more detailed, specific actithat address objectives.
PRODUCT DEVELOPMENPORTUNITIES

Six product development enhancement opportunifsggnature experience} 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 supportand b) selected products align with a combination of tourism rtankotivations and
aSRAOAYS 1 10iQa G2dz2NRAY QGAaAA2YDd ¢KAA R2Sa y20 YSIy 20§KSNJ
opportunities that are deemed to provide the best return on investment for constrained resources.

Objective 1: Develop Sighare Experiences

Tier 1 (highest priority)
e Sports Events
o Attract more/larger hockey/ringette tournaments
o Encourage increased geocaching/geotagging activity
o Enhance auto racing/motocross events
e Heritage & Culture Events
0 Stampedegt 2aAGA2Y 2ya BKIENIWVIZRS = Q WNBI t RSIEQ GSNREAZ2Y
o0 Art Walk¢ A means to enhance and accelerate placement and celebration of public art downtown
0 Medaltaca2 N KSI @Afe LINRPY2:{S IyR tSOSNI IS AyiSNI OGA DS
e Arts & Music Events
o Summerg Festival of Heat A monthlong 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
0 Winter¢ Tongue on the Post Folk Festigah monthlong event that extends the tourism season and
seeks to attract significant talent locally and beyond.
e Golf
0 Advantage; Climate, length of season, landscape, affordability, capacity
Packaging Extend packaging to atmospheric peripheral adgeitincentives
0 Resort development

o

w

¢KS Dh ttlyY tdNBRdAYI aSRAOAY



Tier 2
o Parks/Paths
0 Accelerate Trail Plan implementation, integrate-afii NS S &deaidisSys SaidlofAdaK RAT
experiences, erect signage, produce tourist maps, promot@aith trail development outside city
capitalizing on unique geography (e.g. Moab), and free bike rental (e.g. Paris).
e The River
o {dzYYSNJ Ff2FdAy3a LI NIFRST adzYYSNIJ OF YLIAY3 690K2 5IfS
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 specifi
market growth actions foeach submarket.

Objective 2: Market Focus Identify Tourism Development Actions for Each Identifid@rget Market

e Saskatchewan Shopping, friends & family, reunions

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

e Rural Southern Alberta (Camrose, Stettler, Lethbridge, BraoBBppping, events, arts/culture/heritage,
experiential

e Montanac Shopping (from Havre southward, Great Falls)

¢ Highway 1¢ 7,000 nonMedicine Hat vehicle movements daily. Lengthen stay and convert to overnight stays with
experiential lure

e Friends/familyc Leverage a primary travel pattern in southern Alberta by samicating to local residents so an
informed population becomes ambassadors for the community

o Suffield¢ Targeted at influx of personnel from annual events, and support families/personnel

CORNERSTONE CHALIEENG

Three challenges need to be addressed @kenmore significant tourism development progress. These challenges form
three Tourism Development Plan Objectives:

Objective 3¢ Accelerate Downtown Enhancement

A simplified vision statemens recommended in order tocéively communicate and markatdynamic and aspirational
vision of the downtowrto internal and external audiences:
Creative Cultural Downtown MedicineHas 2 6y 12 6y A & ( KS . IQEHEYMBEringRIpace fot tha @dsdt: Q
expressive side t¢iie Medicine Hat personality. Theélo/ i 2 6y Aa fAQ@AyYy3 FyR ONBFGKAY3I Hn
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creativeand cultural. It is mixedza S ® allyi@autifli h @ dz LISReBdlylantie Istséet level but has a mix of scales
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glass, steel, brick and stoneidtolourfult both itsbuildingsand its people. IR an almost singular focal point for

community eventg, particularly culturalones

This simplified vision translates to a future emphasizing the following brand communications and policy: Land Use
Residential emphasigiccommodation (BBs); Arts, Culture and Creativity; Specialty Retail; Fine Dining; Brew
Pubs/Watering Holes; Incentivegolicy, planning and financial; Streetscape Improvement; Convention Centre; Public Art;
River Interface; Events; CBfreet Pathway Connectivitgparticularly forming a triangle between Police Point Park,
downtown and Kin Coulee Park); Geneyatmospheric, pedestrian friendly and architecturally detailed.

An extensive set of downtown enhancement actions and recommendationgrasentedbeginnirg on page55 of this
report.
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Objective 4¢ Create a Destination Marketing and Development Organization

Working with tourism industry stakeholders, the City of Medicine Hat should establish an independdot-potfit
destination marketing and developent 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; Chafmilmenmerce);
Permanent staff of approximately three based on baseline budget; Annual Budget of roughly $500,000 based on
benchmarks of comparabisize communities; Revenue sources to include membership, and consideration of Hotel Tax
contribution (Accomrodation Association).

An extersive set of organizational formation and developmestommendations are presentezh page$9 - 67 of this
report.

Objective 5¢ Create a Tourism Destination Brand for Medicine Hat (and area)

A Tourism Brand Strategy hasdm 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 a2lyear launclof the new destination brand are included in this document on p&jes

71.

GENERAL CHALLENGES @PPORTUNITIES

There are severageneral challenge® 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 thd/eiticine Hat should address priority
Highway 1 wayfinding and aesthetic considerationduding a branded directional signage program on Highway 1,
landscape planting ondulevards 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 shouldnaintain its infrastructure advantagi@ key tourism product areadentified in theTourism
Development Plaand should very modestly enhance this infrastructure in specific ways identified in this Plan.

The private sector should focus on coordinated promotion and advocacy for selectect pi@grlopment. The City of
Medicine Hat should be an enabler for selected product developriatzone of convergence between the private and
public sectors is a targeted, carefully fieed product development agendaulitic-private partnerships (P3s) stld be
actively pursued specific to product and infrastructure development.

A tightly focused product development agengeounded in competitive advantaged experientiabased, riskaking
promotional effort, is recommended to counter the threat of distance to major tourism drawing populations.

Medicine Hat should work textend itself beyond peak summer season tousgra major winter cultural festival,
promotion of Medicine Hat as a base to travel to Hidden Valley Ski Resort (Cypress Hills), and conference attraction
adzZLILI2 NI SR o0& ' yAOKS WRS&ASNI Odz GdzNF £ NBUONBFGQ LINBY2GAZ2Y

Medicine Hat shouldeek innogtive ways of elevating quality of platelevels that exceed competition and draw
distinction from other communities. Prioritieshould includeurban design guidelines for residential and commercial
development, aesthetically pleasing signage, park bifiaation, full and accelerated implementation of the Downtown
Redevelopment Plan and the Flats Area Redevelopment Plastreét pathway connectivity, distinctive visual design of
new municipal infrastructure and facilities, retrofit of existing muratigtreet 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.

¢KS Dh tflyY tdzaNBRdAyYy3I aSRAOAYS
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Medicine Hat shouldcapitalize on the Grow local/Eat local food movemamd relate it to a destination brand experience
F20dzaSR 2y Odzf GdzNB FyR ONBlI GAGAGEET AyOfdzZRAYy3I fSONF IS | A
food festivalsjocal food as part of other events, and restaurant use of local food to enhance quality of experience for

diners).

Medicine Hatshouldleverage technologio help portray/marketMed OA Yy S | | 6 Qa4 Y2NB Reéyl YAO LIS
geocaching, getnformation presented through smartphones, or an app that employs interesting ways of promoting the
OrGeQa 2FFSNAY3IaE 6F 3JFHYST AYyF2NXIGA2yE SiOd0d

Medicine Hat shouldievelop and implement a Wayfinding Signage Raidentify logical, aesthetic locations for
directional signage tmajor facilities and attractionsignage at facilities and attractiorend general wayfinding sighage
YR yIYAy3 27T -sirdegpBdedirian spsggm 6 KS 2 FF

Medicine Hat shouldeverage the presence of Medicine Hat Colieghiree 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 posgraduation as a visitor; and as a means to develaptap entrepreneurialism
(tourism/marketing/entrepreneurship programs) that can help grow the local tourism industry.

ART, CULTURE, ANCEBRIVITY

Medicine Hat shoul@dctionfour elements of expression of arts, culture, and creativity to supportadiveecultural 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; Publia#oten v
locations (e.gmurals, street art/installations, sculpture, streetscape infrastructure (e.g. poles, lights, bephtthasocuses
on original expression; Incentive/funding via municipal capital project reserve, development approval reservggel®fera
Street Art Association, and unique visibility initiatives such as international competitions.

Medicine Hat should consideeven activitie$o incentivize artists to locate in the community, and to encourage artists in

the community to express thaireativityy¥ 9 ELJ y&A 2y 2F aSRAOAYS 1+ /2ttS5385Qa +1
more visible display in the community; Host infrastructure and rescligte public art events (e.g. a sidewalk chalk art
competition); Leverage the Esplanade toateeoutdoor 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 reuse incentives to convert derelict or underused downtoeommercial buildings for residential uses, including
FNGA&AGQE f2F0aT 9asalirghd exdowtidhistiatedS SELINBAEAZY

BRIDGING INFRASTRURE GAPS
Three priorityinfrastructure gaps in Medicine Hahould be filled to enable enhanced tourisrev@lopment

Arenac it is recommended thatourism stakeholders press for the proposed new 6500 $agitity given its ability to host
large-scale events the city is currently not able to host.

Accommodatiorg Hotelsc it is recommended that additional accommodation urthsit work to attract distinct (and new)
market segmentde pursued irfour forms related to population growth/demand, conference hotel, high amenity
accommodation, and resort development.

Accommodé#on ¢ Camping it is recommended that Medicine Habnsider a partnership modéb developa new, large,

high amenity campagmund in close proximity to the city; lobby for an upgrade to Golden Sheaf Park Campground; enable
temporary RV stops and overnighttivity on both public and private sector land; direct promotional materials to
campgrounds; and investigate potential for a Seasonal Campground ¢stglaricampground).

Detailing of infrastructure recommendations is providaehinningon page4l of this report.

w
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A VISION

Development VisionMedicine 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 hasome an animated cultural destinatiqra creatively expessive city
showcasinghe most dynamipartsofthecA G 8 Q& LISNE2Yy Il ft A& @

The tourism sector isow recognized as a tangible contribution to the Medicine Hat econamwell asomething 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 petttactons

and infrastructure enhancemesthat 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.

aSRAOAYS |G Aa I+ a0et & LALBEIAGS R+ ACPNAISR &l AGZBAF(YES K | &  Roddic@8ly | K2 f
in regards taall actions that influence the visual and cultural beauty of the ¢itg it signage, streetscapes, new
neighbourhood design, the downtown, events or plammpolicy.

AR OdzaSR STT2NI G2 fSOSNI IS aSRAOAYS I iQa RAFTFSNBYyGAIGSR
has been represented by a singular destination brand thatlpathkes a claim for Medicine Hattag affordable, negby
desert sun destination with creative fldir ¢ K2 4SS gK2 O02YS G2 az2Ft{1 Ay aSRAOAYS I I

elevated existence from sunshine on shoulder, outdoor spirituality and warmth of imaginative, friendly, authentic people
who challenge uall to invent new horizon lineddedicine Hat stands out among the small black dots representing other
O2YYdzy A GAS& 2 MrgelsaSh ovvibialw colour Mat is nemorable and enticing.

w
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INTRODUCTION

Imagine yourself as an ardent couch potato or harried fire hydrant to the corporate dogs whea tralaanore than
anythingelsed 9 NI K A& 2RI &thexomimaniyNBwathe read drXAexifedatfeke(d® Brth should you
go?

If you flip through a tourism publication,Znd & 2 F ¢gKI G @2 dzQNBE €221 Ay3 i g2y Qi O2y
After all, most community tourism marketing extols the virtuesaofried and trudaundry listofd 6 S Q@S ; Botéseaé U dzF T
ourli KA y 3 thégerenli®y ofx (i K S NI Qamethingliefe® # NS S @ $ddEnacif t8ne & spent focusing on natural

beauty, ¥ 2 NB S (i (i A y @hatAbilit@ha how HuandiiriteSact with geography and other community features that

create happiness and memorability.

Put simply, it is what bestonrects withour imaginatiors that compek usto spend considerable cost and energygtet
somewherelt is thequality of humanexperiencehat ismore compelling thathe quantity offeaturesfound in a given
destination. It is emotion thatesonates withtravellersfar better than facts.

The truth isthat in all but the biggest communitiesnly 57 experiences are cbenough to attract visitors. These signature
experiences then generate a multiplier effect with tourigimilarsspert on support serviceand infrastructure. Medicine
Hatneedsto build and leverage its signatuexperiencesnd then sell itselore creativdy in a noisy world. To generate
theo S&40G NBOGdzNYy 2y Ay @S a ety raductofeRnbi@evefyBody bt fio thask Batlzially yh@ G
inclined to like what Medicine Hat has offer.

More broadly, we need to pursueolisticbeautyin our communitiesAside from key attractions, communities that rise to

the top of tourism visitation statistics pay careful attentiandne of the four Marketing ®: PlaceResearch shows tourist

visits and future relocation/investment are directly linked aguhlity of placga combination ofttractiveness, interesting

activities and expressions of cultuie)akey driver of that deision making proces¢. K S LJdzNE dzA § 2 F WOdzNd |
therefore doeshave enduring benefit it shapes a positive community development trajectory.

Twist Marketing esearch of external audiences revealed a Medicine Hat brandtize consisting of da¥wn home,

I dzii K Sy (i gafe,Solidhidlle 6f h&road (good food, interesting events, affordable family getaway§ fhatés

friendly, simple, peaceful and quidtledicine Hatengenders happiness its most uncomplicated form. Researalso

revealed a hard truth: a significant obstacle to more tourism visitation is the percefitin: & G KSNB Aay Qi Sy 2
andtake part in Internal consultation has revealed a more ambitious edge to tourism (and community development)

aspiration: an emergnt creative city that exudes the chemistryloNJi = O dzf  dzNB hkcyivity. WE A GAy 3 KSNR

ATourism Development Plasffers an opportunity to weave these threads together bigtentifyinga nexus of tourism
development opportunities that close the gapperception of\Hot enough to d@focusing on product development of
differentiating experiences; and expanding the tourism market baseeffortsto accelerate the emergence of a creative,
cultural city.

PURPOSE OFT®URISM DEVELOPMENAN

A TourismDevelopment Plais 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 iderfied in thisPlan will need further tactical advancement by organizational entity(ieg)ssigned
responsibility for tourism development and promotion.

A holisticTourism Development Plamorks to bring together three elements needed to grow the tourisaustry:

1) Identification of new tourism product development opportunities
2) Infrastructure improvement

e that enhance quality oplace

e that directly support targeted tourism dexgbment and promotion priorities
3) Enhancement of promotiai efforts

¢KS Dh tflyY tdzaNBRdAyYy3I aSRAOAYS
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Given arourism Development Plaa a municipal policy documetttere is oftena tendency to focus on infrastructure
development that supports and enables tourism activity levergthis infrastructure.Such a plaplaces the onus of
tourism developmentesponsibility and expetiture largely in the hands of the municipalifyhis Plan focleson a setof
contextual factors more customized meeta S RA O A WiStindtnledl a

PrivatePublic Sector Balancéhe City of Medicine Hat has made it expres$gar that tourism development
success is the result of collaborative partnerstiptween the public and private sectors, and therefore the
tourism development agenda must include opportunities for the private sector to participgébde this does not
negate consideration of infrastructure development, this emphasis sRiéts focus from planning and

infrastructure to leveraing of that infrastructure in the form of product development and promotidriis works

well for Medicine Hat; the City already hasompetitive advantage in several tourigelated infrastructure areas.
Organizationa SRAOAY S | | 1 Qa OdzZNNBy(d {(2dz2NRAaY RdfokodsbINdteity 2 RSt
i 2 dzNJR & Yo ashi@& Eridcal inass of people, resources, vigitdind 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 pizgtions that touch tourism, but the

missing link in Medicine Hat is a consistent and focusadsmbrand experience that can accelerate tinepact

of marketing activity.

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

An effectivePlan needs to be grounded in market perspective and a resulting set of focused, reéatgpgicmarket
opportunities

Tourism is a J&cle to enhance the quality of life residents enjoy because what tourists and locals enjoy in their
lifestyle pursuishas a common foundation: quality of place. If residents think of tourism as a seven letter word for
community development, the perceive@lue 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 disapyaotaism is an
enabling mechanisro focuson a selected quality of place agenddose employed in Creative Industries have
beenknownto seek quality of place. Pursuit of tourism development initiatives that accelerate movement toward
a creative, cultral city vision nurtures thiocal ceative community angbositions Medicine Hats anattractive

placeto the Creative IndustriesCreative Industries are a future economic catalyst for Medicine Hat because they
most directly contribute to a creative, ttural vision drive acycle of quality of place improvement that by nature

is attractive to touristsand have locationally footloose attributes that make the sector an amenable target for
Medicine Hat.

Focus and Targetingmunicipalities have an inherétendency (as a representation of democracy and broad
interests) to work to be everything to evemge. Howeverfor any municipalitypnly a few experiences are
compellingenough to motivag tourism visitation Once this philosophical gap is bridgaTourism Development
Plancanfocus on the most differentiated product that best connects with a target audience(s) most passionate

about what Medicine Hat hastooffér ¢ KA & ST F SOl A O dhéat dtheNBerger@idlides oi§n Wy 2 A a

product positionng to the point thatall communities soundlike

The purpose of thiplan is to bring these contextual and philosophicahetats together tofocuson the shortest term,
best return on investment of organizational planning, infrastructure development and promotional effort dedicated to
tourism setor growth in Medicine HatThisPlan articulates a tourism developmeagenda that has been determined
collaboratively by a working group of tourism interests in Medidita and area. fie intent is to hand thiplan to a newly
formed tourism destination development organization to base their first two to three years of operation around.

There is signifia#t emphasigplacedin thisPlan on seeing Medicine Hat through the eyes of a visitor, resulting in a
strategically positioned and tacticalfgcused brand that addresses the following:

How do people currently perceive Medicine Hat?

A

S

¢KS Dh tflyY tdzaNBRdAyYy3I aSRAOAYS
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e How should Medicine Hde positioned relative to other visitor destinations so that more people will want to visit
Medicine Hat?

e What products does Medicine Hdistinctlyhave to offer?

e LT GKSNBQa I 3L 60SG6SSy oKIG t20Ffa eperéeives B&likieA yS | | (
Hat, how can we use brand to shift perception and realize more tourism benefit?

e 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 tleesarket segments?

Working together, the Medicine Hatourism Development Plawill help the community:

e Create an outlet to communicate community vision and development direction

e Strengthen the profile of the community at local, regional and provineiadls

e Assist with tourisnrelated business retention and enhance business attraction

e Focus tourism brantbuilding activity on key target markets

e Enhance commitment to, and pride in, the community

e Facilitate the growth and development of the community

e Be omprehensive, coseffective and realistic in terms of a match with local resources and capacity

The City of Medicine Hat has numerous policy documtrdsinteract withtourism. Municipal plans and strategies need to

be aligned with &tutory plans andolicies. ThiFourism Development Plgentitied TheGo Plafits into the City of
aSRAOAYS 1 F0iQa KASNI NOKeée 2F LI I yas IsihgCiypandvhetelreldtadt) t AT Sa
recommendations are made in thi%an either speific to content of identified plans, or to support plans with additional
perspective.

The methodology used to generate this Plan is describégppendix A

¢KS Dh tflyY tdzaNBRdAyYy3I aSRAOAYS
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TOURISM SECTGRNTEXT

Understanding what tourism is, its economic impact and the naturéeflberta tourism marketplace is fundamental for
two purposes

1) It can be used to raise the level of local community awareness of the aallienportanceof the tourism industry
Thisbuilds an enabling base for sense of common purpose, organizatioméitbe 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 wintgetaway... We usually think of a tourist in a flung context. The technical definition of a tourist

is a little different.The World Tourism Organization defines tourists as pedpd&éllingto and staying in places outside

their usual environment fonot more than one consecutive year for leisure, business and other purgpdEgs notivation

is irrelevant(though it is relevant to positioning the Medicine Hat product and promaotional effort in terms of targeting). A
person can be travelling for busisgreasons, to visit family and friends, or simply for pleasure. An overnight siaty is
necessary to constitute tdwh & YT ( KS WR I &dsudl@ntiionmentisiaisa dd SnpatghStgpé of tourism. This is a
fairly inclusive definition of tourisrthat allows for consideration of forms of tourism specific to M@uée Hat (e.gC.F.B.
Suffield.

WHAT'S INCLUDED INH TOURISM SECTOR?

Since tourism is an activity and not a spegficductor serviS X G KSNX A a y2 adzOK Toustsyakel a |
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 tlaetnajorityof their business is with local residenti§

presents a challenge when attempting to measure the impact that tourists have on the economy.

Studies of tourisbehaviourindicate a percentage (which varies by industry, ranging from less than 5% to nearly 100%) of
activitiesin the following indugries are included in the tourism sector:

e Accommodation servicesifgloyment in the accommodation industry is almost completely driven by tourism
activity)

e Food & beverage servicangre thanonefifth of the jobs in the food & bevege service industryratourism-
related)

e Transportation & warehousing

e Retail trade

e Finance, insurance, real estate & leasing

e Various other service industries where there is a small toweistted component. For example, tourists visit
museums, zoos, gardens, ski hills, golfrses and other venues when they trav@these activities are included
in the tourism sectar

Src:http://www.guidetobceconomy.org/new_economy/tourism.htm

VALUE OF TOURISM

Given the difficulty directly calculating tourism impact in a commuigityth some exceptionsuch asndividual

attractions) thereA & | RF Yy 3ISNJ 2 F \Rlaefocdnmarities/fit afe AalzNieli tyu@sin drivefihe result
can bestagnation ofpursuit of tourism product developmemnd enhancementzompromised quality and quanyitof

tourism promotional effors, and general lack of preparedness to embrace tourism with the same zeal as other economic
development pursuits.

¢KS Dh tflyY tdzaNBRdAyYy3I aSRAOAYS
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Howevertourism ha several bottom line positive impacts for a community:

e Tourism carbe a very important contributor to margins and profitability in keyreegts of the local economy,
supportingmore services than can otherwise be supported by the local populatimme,and ultimately
benefitting both locals and tourists

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

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

e Tourism is @ontributor to community developmentiad has broad reaching economic, social and community
beautification benefits Tourism is therefore a catalystrfpursuit ofaO2 YY dzy A @ S KEND ARY R y 2
Yo AIIASNIDQ

e Tourisn directly supportattractions with high entertainment or culturalalue that might otherwise not exist with
sole reliance on the local population.

The Value of Tourism to Alberta

¢2dzZNAayY Aa ! foSNIIFIQa F2dzNIK fIFNBS&Ad AyRdzadNEB o0& SyLXz2evYSs
behind the petrechemical, forestry and agriculture industries. The tourism sector generated $5.4 billion in tourism

revenues in 2009atest 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: TravelAlberta
http://www.tpr.alberta.ca/tourism/statistics/default.aspx

¢2dz2NAayY Aa 2yS 2F | £ 0 S NI pefcantaedf GORPFoEIEM vle\tEe dolirtfi Bstestygiwirg G NA S & @
economic activitjpetween 1985 ad 2008,behind business/communication services, finance and real estate,
manufacturing, and constructiorre:http://www.tpr.alberta.ca/tourism/docs/RV_Camping_Bus Env.pdf

Glokal andlocal indicators suggesiiat although economic recovery has been slower than anticipated and consumer
confidence is fragile in aiif 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 for&lisestingsitation
growth from 20112014to beslightly better than the national average.

In Alberta:

e The total number of personisits to Alberta in 2009 was 22.6 milligra decrease of 0.4% from 2008

e Residents of Alberta accounted for approximately 8@fthe 22.6 million persowisits to Alberta Resiénts of
other Canadian provinces accounted for 11%, and international visitors accounted for 7%.

e 48% of all visits iAlbertaincluded at least one overnight stop, yielding 10.9 million overnight pevssits in
2009.

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

Src: Travel Albertahttp://www.tpr .alberta.ca/tourism/statistics/default.aspx

¢KS Dh tflyY tdzaNBRdAyYy3I aSRAOAYS
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The Value of Tourism to Medicine Hat

Tourism is an important economic contributor to the southern Alberte
economy:

Alberta Tourism Destination Regions

Alberta South Tourism Destination Regi@ge0:.

e Direct visitor expenditure $438 million PP

e Fullime equivalent jobs 6,790 e e

e Net economic impact (value added$470 million | “

e Total gross output (visitor expenditure plus value add) "‘
$1.035 billion i

e Taxrevenue (three levels of governmen$)154 million,
including $15 million to local governments

Expenditures by sector

e Public/local transportation $12,061,000

e Private auto- $139,124,000

e Accommodationfood andbeverage- $191,831,000
e Recreation $39,373,000

¢ Retail¢ $56,519,000

Tzw(A’Ibaw@ M
Total $438,908,000
Src: Alberta Tourism, Parks, and Recreat®outhern Alberta Tourism B Aberta Gniral
Destination Region Statistie$ittp://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 incudes Lethbridge and extends west to Crowsnest Pass and Waltest@sNational Park). Local tracking and

calculation of economic impact is daunting beyond basic visitor profildoeusn Howeverinferences about the size of the

local tourism marketan bemadefrom a combination of Alberta South Tourism Destination Region, Medicine Hat Visitor
Information Centrelocal accommodatioand Highway 1 travel statistics:

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

e There is market potential for capturing of a share of the #edicine Hat related daily vehicle movemeiits100
travelling east fom point west of Suffieldand the roughly 5,600 daily vehicle movemetngsrellingwest from
point near the Alberta bordérSrc: Alberta Transportatn, Highway 1 statistics, 2009

e 1,256hotel rooms with occupancy levedd 68%, translating to roughly 1,7 4sitors (assuming average occupancy

rate of 2) inMedicine Hat on any givengg2:8: 2F aSRAOAYS |1 GQ& LIR2LzZ I GA2Yy0
e 248 incity camping sites with occupancy of 36% in summer travel months, translating to 270 \(esguming
average occupancy rate of 8)Y aSRAOAYS |G 2y |yé 3IAGBSY Rheteadn dn p?

also850 additional sites ithe immediate service area (Golden Sheaf Park, Cypress Hills).

e Employment in the tourisabenefiting economic sectorsnamely,Information, Culture & Recreation,
Accommodation and Food Services, and Retail Trradtaled 14,600 or 19% of Palliser Region employment in
2005. (Src: Palliser Economic Partnership)

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

¢KS Dh tflyY tdzaNBRdAyYy3I aSRAOAYS
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ON THE GROUND ECONONMMPACT

A tourist spends $50 at a gas statidike the ripples resulting from stone hitting a pool of water, the initial amount of
tourist spending circulates throughout the economydasreates a "multiplier” effect:

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

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

e The gasoline station employees and the employees of the wholesale distrifnatospend part of their salaries on
groceries, rent, automobiles and $orth. This is referred to as Induced Impac

Src: Alberta Tarism, Parks, and Recreatiehttp://www.tpr.alberta.ca/tourism/research/docs/Economiclmpact
AlbertaSouth2009.pdf

TOURISM IS BOMMUNITY DEVELOPMEBNGINE

9 & D22R06&S8 (iFpotphdtsSTaks &niyiMEmaties

Research shows tourist visits and future relocation/investmeatisionsare directly linked This means that while tourism
is an important economic activity in itsva right, itis also an engine of broader investment decision making and
community prosperity.

In research conducted by Twist Marketing in 20086 Content/ Messaging Strategies for the Alberta Regional Economic
Development Alliancgs17% of surveyed mecomers indicated a previous visit to Alberta was used to research the
province when they considered relocating (behind only the Inter8%, friends 27% and family 25%). Nineteen per

cent of surveyed newcomers indicated a previous visit to Albggs 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, condyipdlation representativenline poll of

1,200 Adult Canadiar(d8years+fol 8 aS48da G(KS Ay ¥t dzSyO0S 2F (2dzNAay 2y LIS2Lx S
andtozeroinonthebrantlBt i SR S02y2YA 0 a20Alf FYR SyYy@ANRYYSyidlft TFI
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 touris{almost 7% of Canadian®urism experiences were major driveeinthe decision to move
and live where they do now.

Provinceswith the highes share of those born elsewhere are:

e British Columbia (81%)
e Alberta (73%)
e Atlantic Provinces (73%)

Amongthose born elsewhere, the highest incidence of those first visiting the region as a tourist prior to mavaq
British Columbia (39%) and Alberta (37%).

Couples, or those who adivorced or widowedare more likely to have moved from elsewhere (J3%mpared to those
who are single 8%). Women (72%) are more likely to have moved from their place of birth than men (66%).

Findings also suggest that communitieed toconsiderabout quality of place with a more critical eye. Visitors form
positive @ negative impressiosiof a ommunitybased on a number of quality of place factors
¢KS Dh tflyY tdzaNBRdAyYy3I aSRAOAYS
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r‘.’m What do Tourists Notice about a Vacation
- 7 Destination?

(Multiple Responses)

Cleanliness of Public Spac_ 70%
Quality of Life of Local Residen{SLIII ] 620/,
Cost of Living[[L ] 5604
Cost of Housing L] 540/
Infrastructure, such as Roads and Bridg— 47%
Public Transit ] 450/
Diversity of Population [ I 4204
Vibrant Arts and Culture Scen_ 40%
Crime Rate[[[I ] 390/
Employment Prospect{ ] 30%
The State of the Econom |l 280,
Unemployment Rate [l 16%

Local/Municipal Issue- 16%

None/Nothing . 6%

BasePersons who visited community they reside in first as a tou21% of Adult Canadians, n=25¢

Beyond the obvious aspects observed such as cleanliness, qualiyarfdifcosts, there arevo distinct tiers of elements
noticed by tourists thaserve as motivats when considering a communityg whichto 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 ethnicititsfes represented. The second tier is

comprised othe local economy and employment prospedy. focusing on the elements and related dimensiohthe

first tier, communitiescan build and differentiate a community brand that seamlessly integrates toottism and

economic development.

Among different demographs and regional segments there aretable variations:

ByAgeC2 NJ @ 2dzy ASNJ GLINA2NJ (i2d2NRA&adazé Lzt AO GNIyaAdz + @A0N
more. For those in their family formation years {3%), cost of living and employment prospects are more prominieot.

the senior segmen{s5 years+) cleanliness, quality of life, infrastructure and a vibrant arts and culture scene take

precedence.

By GenderMen tend to focus more on diversity of population and employment aspedie women note aspects of
cleanliness of public spacesda vibrant arts and culture scene.

It is worth noting thatWesiern Canadacoreselatively weaker on vibrarcommunity arts and cultwscenes. This is a
critical differentiator and requires consideration in strengthening a city/town brand froracamomic 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.

¢KS Dh tflyY tdzaNBRdAyYy3I aSRAOAYS
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THE CREATIVE CLASKSEY MARKET S#ENT

Today, ommunities across the globe are struggling to reinvent themselves for theipdgstrial economy. Developed

economies are witnessing a shift toward a key competitive advantage of the future: cregiwitgentioned earlier in this

Plan, ommunities are increasingly turning their attentionattracting creative workers (see Creative Industries profie

more information¢g ¢ 6 ®OF f 3+ NESO2y2YAORS ISt 2LI¥Syi®02Y0d / 2AYySR GKS
this segment of the wrkforce 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 experiens; active, outdoor recreation; authentic and interesting sense of place; and

an open, tolerant society.

Previous resarch conducted by Twist Marketing and Zinc Reselaashshown that the Creative Class are online pioneers
and savvy social media usefhreesegments withthe greatesttendency to move to a community after visiting as tourists
have been identifie@sheavy social media users, business users and socializers.

Heavy Social Media Users (9% of Canadianiine): This group is wre likely to lave visited their communitgf residence
as a tourist first (43% versus 3@% | y I RA | Yy & LioNgkn2rJandigndaiéhighly fluenced by tourism
experience (47% indicated the majority of the decision was tourism driven). This group was okt i@ayed by
diversity of population and a vibrant arts and culture scene.

Business Users (6% of Canadiaméine): While more likely to have visited a community as a touthi group wasess
likely to be influenced by the tourism experience. Hoemthey were most cognizant of the cost of living related aspects
and municipal amenities/civic management.

Socializers (16% of Canadiamsline): Compared tahe previous two segments, this group skews younger and female. This
group is the most influered by tourism experience (52% indicated the majority ofrtdecision was tourism driven). They
are most aware of cleanliness of public spaces and employment prospadtthey are less cognizant of population
diversity.

Exploration of Canadian socialedia segmentseinforcesthe conceptof niche marketing/branding and shiftemmunity
and tourismbrandingperspectivestoward more targetedchannel maketing-communicated strategies.

This body of research points to the need for communitieshiok beyond the initial visitto tourism as a tool to attract

investment and relocation. A tourisbrandand community brand are intertwinedhe bridge that links satisfaction withn

community andnemorability ofa community to the desires of tourists, resiots and creative workers is quality of plaée.

NBLX I OSYSyid F2NJ GKS 2F0G dzaSR FyR Aff RSTAYSR daljpmperde 27
and culture an@) perception of visual appeal and beauty of a community.

Astourists, we intuitivelyl Y26 GKF G 6KFG YIF1Sa dza RAFFSNBY G 2NJ dzy AljdzS A3
not enough to build to standards thatmplymake your communitas good athe one down the street. Tourists want to

visit distinctive conmunities. They want to seend experiencexcellence. Distinction can come in innumgeaforms and

functions, be itcolour, streetscapes, interesting events, outdoor cafes, a vibrant downtown or interesting public art.
Therefore the pursuit of differeniation, uniqueness and beauffrom signage, community entries, parks and landscaping,
neighbourhood desigandcultural planning, to artistic expressipare community development efforts that together make

the difference between an average community aardextraordinary oneThe fundamentatommunity development

guestions related tdourism therefore become: How do we make everything that we do distinctive and unique? And,

where should wédocusour attention?

From this perspectivepurist perception isabarometer of where to focus community developmaegftort.
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a95L/ Lb9 | SMINOQUSTRN: SWRENGTOPPORTUNITIEDANREATS

The following strengths, weaknesses, opportunities and threats were identified in a workshop format by 15 community
representativesA 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

GLFT L KI @S Tl YAfeE @oniadxpefieyicBhodddd ke hanyis{Nitd: Bratketgdknliniberdiindicate
total number of mentions if more than ondResults areategorized to identify groupings of areas of dmpis. It should be
y20SR GKI { ¥anefablihgbéassliiedaintzNBlPerceived strengths.

Infrastructure

Downtown lunch/shop (5)

Monarch Theatre

Museums

Esplanade (5)

Giant ClessSet¢ Guinness Book afVorld Records
NWMP Cemetery

Shopping

geeeeee

O
c
=
c
S
(0]

Events

Medalta (8)

Medicine Hat Exhibition &tampede
Drag racs(3)

geee

Enterprise

Zucchini Blossom Café

Local Public Eatery

Inspire Studi& Gallery(and Café)
Twinkle Dolls

Twist Wine Bistro and Restaurant
Swirls Ice Cream

geeeee

Oudoors

Parkstrails

Kin Coulee (3)

Bike trails

McCutcheon Drivérail and viewpoint
Teepee and dog park (3)

Police Pt. (5)

geeeee

Nearby

() Hidden Valleyski hill
() Red Rock Coulee (4)

geeeeg €eg ¢€¢g geeeg geegeegeee

€€

Greenhouses

{Gd t I GNRO1 Q& [/ KdzNOK

South SaskatchewdRiver

EtzikomMuseum(museum of windmills)

Cypres<entreFieldhouse

Pioneer Mlage Family Leisure Centre (3)

MidnightQ &ail riding stable

Art walk

City Hall

Stock cas

CFNXYSNDa al NJ Si

Bulk Barrt candy, including historic candy brands

(Sweet Regards is also downtown)
¢CAYy2Qén 5NRAR DS

Croft@ Antiques and Collectiblea Aberdeerc

retro antique shop
Riverbend Jet Boat Tours
Out for supper

Echo Dald&kegional Pari{b)
Golfing

Stations of theQross/big tree (3)
Ranchlandg can see cliffs
SaamidfRotary Park

Cypress Hillmterprovincial Park5)
EmpressAlberta
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Strengthsc Points of Distinction

GLF L ol a F GNY @St & NRGSNI |y Fnoln tididgs/tdid® R thé Mediginedt &ealwha dzi (i K
would you tell me about and whaye theyd 2 02 2 f K €

Successful tourism and an effective brand reqtiir® a community not only identify what its strengths are, but identify
strengths that are unigueompased to elsewhere. Results acategorized to identifgroupings of areas of emphasis and
show a definitive focus on expression of culture in two primary forms: arts and hefit@gpd living history activés and

events. Outdoor activity that capitalizeésy a SRAOAYS 11 Qa RA&AGAYOUGADS 1 yRAOI LIS
Culture
W Culture of downtowrr, the arts, etc. w Medaltag can sit down and make pottery and
(%) Inspire Studio and Gallery (and café) experience it living history
(%) British and Canadian culture (Suffield influenge) Jim Marshall murals49 brick work murals
appreciate landscape reasonmany nove here w Esplanade art glass showThere sed to be a glass
() The Hive Artist b factory in Rdclifftoo.
w P.O.W. camp (history) dBampedeGrounds
Events
W Oldeststampede in Canadaup close and persona w Drag racing; international, free pit passcan stand
experience, down and dirty in your facepb6 feet right beside 3000 horsepower engine, people say
to the fence Youcan smell it. AGQa 'y FTRNBYIlIfAY NUzaK
w Chli cookoff w Tongue on thdPog festival
Outdoors
() Parks and trail system w Golfingg affordable, long season
W Horseshoe Canyon W Voyageur canoe trips
() Wildlife in city is profound: antelope, moose, w Train spotting every hour at Ross Glen
snakes, foxes, rabbits, raccoons, skunk, gophers @ dzf S S X ¥ 2 NlyBke\traiNdcho Dalef bAci(
porcupines, deer into city follows old rail bed of coal trainsteepest
w Police PtParkg well known birdingspot, thousand grade on CPR getting out of valley to Redcliff
yearhistory, cactus, snakes, gnatfges w Stationsofthe NP 8& O G NJF Ay = 3IN
Nearby
() Red Rock Coulee (out of this wortdyould re w Hidden Valley I8 Resortc one of highest points
create the U2 album covérere between Rockies and Canadigmield (9 ski runs)
Infrastructure

e { G ® t Enhirdhk dchi@ctureg largest continuous pour cement structure\estern Canada
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OPPORTUNITIES

A QY Iy SYGNBLINBYSdzZNI I yR L AYlidzA NB [|-wheklizg and illdzdiiidervalmBss @S t 2 LJY
FYRUGKAYId ¢KS O2YYdzyAide KlFa 0SSy &l A (ahided th@ipudsiblegiéhz y S ¢ K 2
a SRA OA y SourtelinfraStéuctuely@ography What would you suggesiZNote: Bracketed numbers indicate total

number of mentions if more than one

Articulation of opportunities works to identify gaps in Medicine Hat tourism product offergigted to tourism assetelt
to be underleveraged. Suggestions focus on animation of local culture and heteof the parksand pathway system.

Culture

(%) Outdoor public art exhibitions downtown w Jazz Fest on top of parkade

W Outdoor music festival in Kin Coulee or downtow w EchoDale little mine at top of hill. Bill Dearborn

W Ononecity block downtowncreate dittle does forging get metal and the kids do
Londoré  édoliblé decker buscoulee tour etc. something- see how horseshoesre made etc
Badlands tour crocodile hunter theme w Base experiencedrive a tank

(%) Local food festival local products getwhole w Jump in racear and rent
community involved w Dragstrip ¢ Friday nightg with a icense and

() Natural coulees Minot - build hill as natural helmetyou can takeyour own vehicle Gar
amphitheatrewith live theatre outdoos. Could put companies host hereCan also have imi stock
on aChristmas pageant in Kin Coulee (used to cardindoor gokart trackfor kids

Parks and Paths

() Tree to tree experiencego from one tree to next Off-trail extreme biking. Good potential based on
I ALI/AYILING 5 a X Pt 2T A0S t 2. Topography- could be an everitompetition
urban forests in Canada (3) Currently used informally by people out having fu

w Mountain bike trails (3) w Segway trail rides

w Scooter rentals (2)

Outdoors

W We have highest number of Harleys per capita in w Chuckwagon tourgattle drivea laCity Slickers
AB. Lots of people come specifically to visit Harle w Coal mine tours
shop.

() Balloon rides

Accommodation

W Teepee tenting (2) W ''NBFY a3f YL Y JAglamdrgs OF

() Teepee hotel camping) or African Safarkgerience

The River

() Large rec facility/convention centre/water theme w Steamboat on river
park (indoor& outdoor) usngriver resourceg3)

() WAGBSND 2 ( lighthg dplFidiyaBydgeX?2)

Infrastructure

() Indoor soccer facility/sports facility/incl. sports w Archaeology DepU of S were looking for S.S.
injury treatment, cafeteria, etc. Medicine Hatwvrecked on weir in Saskatoon (hit

W Spiritual wellness retreat Victoria Bridgen S NX @ mMdpnnQao
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THREATS

G2 KIFIG adlyRa Ay GKS gl @& 27F dza NBI Ndted Brackdgddinambars irdiSdiekotah y S | |
number of mentions if more than one

Articulation of threats identifiegaps thatmustbe filledin order tomore 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 structurattican: 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 developmetitiy; and c) have a strong vision for tourism

development direction.

e Attitude (3)

e Failure to think "big picture": tax savings, wave 3 years of businessdisdor tourism (long term payoff with
short term loss). Don't make the entrepreneur take bk risk, community needs to help / industry nesd find
avenues tanurture and spport entrepreneury3)

e Ladkvision/need clear vision (4)

¢ Fundingg private and governmenfundingfor infrastructure, development and marketing (marketing easier with
others in place) (2)

e Current brandingsgas city- not very exciting (2)

e Too cheapn terms of investing in tourisr(®)

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

e Push incentive

e Apathy (public)

e Stronger downtown

e Motivation - people beaten down bwttitude, always hear critique'ii. ¢ A f f Qf@SMNEeEt a ®E / | f I
2F GKS 62NIR g2yQi 02YS

o Dedicated/focus effort on tourism development and investment

e New/younger more willing to take risk. Loegtablishedmore conservativéiere. ¢ K Sshamifi-set gap. Vision
can step into gaput have to markefandtreat it like a businessSIK A y 1 2dzi 8A RS (KS 62E FyR Y
O2YYdzyAlGe Xot S@SE 2F AYLERNIIyYyOS

e Attitude/image/feeling/personalityasone night flopand-stop. No image of wholeommunity

e PS2LI S Ay 02YYdzyA e . AReagehisingsspérdoS dd&s ndt heliclieg ateNdtéuNsm. Hat
Smartchanged process around cegrvation- need same for tourism

e People drive iron highway and drive bly/c signage is very poor

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

e Many tourism businesses are seasqmahning only amall part of year

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

e Determining a group that will lead a tourism iatiive - the group needs to be really cohesive

INFRASTRUCTURE

Municipal tourism development plans typically focus on infrastructure construction and/or enhancdreeatse

infrastructure enables tourism, and a municipal role in tourism is typically confined to municipal infrastructure and

promotion. For this reasomyorkshop participants were asked:2 KI it R2 ¢S ySSR (2 R2 @gAGK 2dz
more touriststo M RA OA Y S | | G KE

Responses are indicated as followsfie: Bracketed nhumbers indicate total number of mentions if more than)one

e Downtown (public washrooms, information kiosk, hotel, place to feed convention goers, convention centre big
enough to host largr events ¢r can have convention across several historic buildings downtown then feed
G§KNRdzZZIK O02YY2Yy | NBI 0 I¢rieeisity hisshtiveyy refainped HaSitblyEBadioant Yhige
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owners own everythingplder buildingsaretough torenovate. Davntown isbusy in afternoorbut closed at night.
There idocal apathyc cnothingto do downthere® ¢ ot 2 AA G A @SaY 3 Inéw infusior bdgoungT £ 2 6 S NJ
blood,BF YR . Qa 28 CANEG {GNBSG
e Competition airline WestJet- also no customs (in Lebhnidge) (3)
e 24 hour border crossing south
e Bigger airport
e Better wayfinding ginage. Not easy to get around
e For people going westtough to stop at tourism centre
e Need more engaging ways faisitorsto access river and experience inore promenade
e 5 2 yh@v@ a bookstore in TowiMad Hattersin Aberdeen- used book store). Missing a Chapteserve 100K
e Moving CPR areaunder-utilized around trackshas notyet been optimized. Until fill spaces, build pressure for
open space, then repen with CPR{eyquestion to answer: bw do we incorporate the train?
e Address Hwy 1 relocation plassen with longterm timeframe
e Improved linkage (signhage, streets) between commercial accommodation area to downtown and prime attractions

STRATEGIC DIRECTION

In Albertatourismhas benefitted two maimoints of concentration: 1) Rocky Mountaiincl. eastern slopesand 2)

't OSNIF QA CFHBRBIVYORINEGHNS aAIYyAFAOLIYyld oSySTAaia KFE@S o6SSy ¥
rest of Alberta, inclding Medicine Hat. It iherefore an objective of thislBn to realize more tourism benefit for Medicine

Hat.

GOALS

Goal 1¢ Short Term (5 years)

To followa path of least resistance for local tourism industry grovidicusing on a closer target markatd leveragg
existing tourism assets and strengths.

Goal 2¢ 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 offeriregl to a creative/cultural city brand evolutian

This Plarfiocuseson Goal 1.

STRATEGIC OBJECTIVES

Based on SWOT analysis, Medicine Hat needs to strategically focus on the folloeffiegtigely growits tourism industry:
Differentiate

Most municipalities promote long laundry lists of tourism infrastructucétle cefinition is given toafinite set of
experiencewisitors can achieve and how those experiences differ from other places visitors have the choice of travelling to.
As a result,ammunities tend to sound the same and tourism market growth is compromised. Medicine Hat needs to focus
on a differentiating set of experiencesnd storytell through the eyes of the individual visitor. To effectively do this,

landscape and infrastructunmust becomemerely a canvas on which the human experience is painted.

Organize

aSRAOAYS 1 FdiQa (G2dz2NAaY RSEAOGSNE Y2RSt A& FNI OGdzZNBR® ¢ KSN.

and/or operationally, including but not limited to:
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e TheCity of Medicine HdTourism Medicine Hat
e Canadian Badlands Ltd.

e Alberta South Tourist Destination Region (Travel Alberta)
¢ Medicine Hat Chamber of Commerce

e Medicine Hat Accommodation Association

e Numerous Citandnot-for profit entities
Medalta

Stampede

Gdf courses

Visitor information centre

Esplanade

Parks and Recreation

O OO0 Oo0OOo0Oo

MedicineHatné Ra (2 O2y az2f AR to@adievk dritical ingssdnipedplé, redaidas @Sbility. Focus is
also requiredo make a clear statement in the market abouthat Medicine is, and what it offers tourists.

Target

Medicine Hat is a mediussize city located three hours from more sizeable populations. Isdme have the equivalent of a

W1 A f f¢& MAaghetdhdfdraws large numbersmgople from long distaces. The communitig in no position to be all

things to all people. It must therefore focus on its strengths and points of differentigdogetingniche marketsattracted

to these offeringsThis philosophical approach diverges frimae more mainstrean municipal beliebfK I @Ay 3 WI  f A (@
a2YSOKAY 3 FAxadetIn@rieNdp@oach eQures more focused use of limited resources and better return on
tourism development investmenaligning product offering with only those most interested in vigjtMedicine Hat.

Focus

For anygivenmunicipality, there will only b& to 7product experiences that are differentiated and/or compelling enough

to motivate tourism growth and development beyond baseline activity currently present in Medicine Hat. Trav@lS NJi | Q &
ONI YR NBLRAAGA2YAY3T Oounmm0O OFffa (KSasS a322aSo6dzyldJ Y2YSyi
distances for that unique experience.S R A O A yo8us brl-efih@rtement of a limited set of differentiated product
experiencewill contributeto a more distinctive brandallowing for ajnment with target markets that appreciate those
experiences. From a marketing perspective, the result is the difference between shouting noise into the markddplace
generalized experiences having oneon-one conversations with thoseost 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 emépreneurs about the value of tourism provincially and locallye city must alstink tourism to

broader community development aspirations and expand the definition of tourism attraction to inalidéc and cultural
industries property developmenthew tourism attraction developmerdas well as profit margin for a broad range of local
accomnodation 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 igservice staff are oftethe first touch pointfor visitors. Service staff wareness

of the importance of tourism antdroad knowledge of interesting things to do the citycantherefore elevate quality of

tourist experience by: a) demonstratitgK SIA € ¥ Rf & S E wifbeAnSiest@f thie Kléditine 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:

e Preparedness
e Receptivity
e Value

¢KS Dh tflyY tdzaNBRdAyYy3I aSRAOAYS
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Promote

In Phase | brand research conducted by Twist Marketing, 54% of those polled outside the City of Medicine Hat were not
familiar with the Medicine Hatiourism product offering59% wee interested in what Medidie Hat has to offerbut 37%
saidthe biggest drawack tovisitingMedicine Hat ists lack of attractions/things to do.

Generally, wherthere is little familiaity with product offering (especially combined with high perception of lack of things
to do), promotional effors should focus on general anaress building. When there is stronger familiarity, promotion
should shift to stronger emphasis on product differentiation. Brand building steps into this gap by focusidgstimca

voice for Medicine Hat in the marketplace. Creatively and uniquelgwatied,this brand can rise above the noise in the
marketplace raisinggeneral awareness of Medicine Hat as a destinatioturn, promotion points need to be interesting
and distinctive enough to connect with an audience. This means that promotiorsrieddcus on:

e Interesting products that rise above products in other communities

e Portrayal of unique, compelling experiences

e Storytelling to create emotional impact

o Peoplefocused imagery and narrative

e A measure of risk that rises above the noise inrtteketplace

General awareness will also be aided by production of itineraries and
packageshat illumint G S WK A RaRdSagtiviteshat diersifybeyond
mainstream signature attrainspeople are already familiar with.
Different people have different experiencany giverattraction.
Marketing bcus shouldherefore be on the personal experience as
opposed to the attractiontself or the geography.

Develop Product

Medicine Hat akady has some firm product foundations, enabled by a
competitive advantage in many areas of recreational infrastructure. As ¢
matter of first priority, attention should focus on how to leverage those
foundationswith development ofselect producs, as oppaed to

generatng new foundations.

Leverage Full ValuEom Visitation

At present,Medicine Hat is primarily a summer tourism stoper, and a
more limited summer destinatiorHigher peak summer occupancy rates
in tandem with distance to alternative accommodatioreduces capacity
to absorb more overnight touristd4edicine Hatherefore needs to work
toward the following in its development strategy:

e Convert more convenience stops (Highway 1) to lomyeation

Why We Should Promote Tourism

stops that pursue Medicine Hat tourism product

e Direct economic impact

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

o Indirect quality of life impact tourists
andresidents enjoy the same thisg
animated attractions and cultural
expression, and general effort to
enhance quality of place

How We Should Nurture Tourism

e Product
e Organization
e Infrastructure

How We Should Promote Tourism

e Brand Strategy

e Brand Executio (Itineraries, Packaging,
Marketing Tactics, Innovation, Content,
Creativity)

e Convert more convenience stops to overnight stgeticularly
for RV travellers.

e Extend tourism demand more robustly into the shoulder season ¢Mayl, SeptembefOctober)
e Use packaging, itineras, incentives (e.g. coordinated shopping sales events) to make the process of discovery
easierfor visitors, also addinmultiplier spending to signature experiences promoted. visitor receives greater

discount for buying passes to multiple attract&).

¢KS Dh
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TOURISM DEVELOPMENRATEGY

A tourism development strategy for the Medicine Hat tourism industry has been generatedtfeorasults ofWorkshop 1
and six oneon-one interviews with key tourism industry stakeholders:

Brand — feeling/emotion
Happy, fun, laugh, affordable,

visceral, alive, active, oasis, up Advantages
close and personal -Infrastructure
-Affordability

Differentiating

S Markets
Opportunities Ohélleniges
-Superior
infrastructure
maint./const.
-River -SW Saskatchewan -City is a driver
-Arts/Culture/Creativity -Calgary Region -E)owntow_nl Ra,,ll
-Events -Rural S. AB* Camrose, Stetler, -"Generations
-Parks/Paths Lethbridge, Brooks -Hotel space (B&B,
-Nearby Attractions -Eastern Montana new, upgrading)
-Golf -Highway 1 -Dl;tancelaccess
-Dragstrip -Friends/family -Winter
-Suffield -Hwy 1 vs “Other”
experience
-Education re value
i of tourism(
Stpporting -Need a DMO
-Eat/grow local -Leveraging -
-Role oftechnology numerous policy
-Signage docs
-Marketing

* Generally Canadian Badlands Ltd.

-Broad quality of place
gueNyorp geographic area

Further details of thisramework follow:
|. DIFFERENTIATIF®ODUCT DEVELOPMBWYPORTUNITIES

Choosing a tourism product development agenda does not imply that other tourism assets should not be promoted. Rather,
focused strategic direction permits focused investment, bran@@f 2 LIYSy G 'y R O2YYdzy AOF A2y &l
A0NRYy3ISal LR2AYGE 2F RAFTFSNBYIGAFIGA2YyXdGKS tSIFR | OG2NA Ay
assets become a supportimgst ofcharactersThis srategicdirectionalso enable grouping ofassetdn themes that shout

aboutthed g K& YS¢ | &4 2dyllmaf® R @22k tNV&YAIGASED

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 Saskatawan Rver. While not an overt destination draw, rivbased 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
LISNOSLIIA2YY K KENB0XShyéiralSRfzdEdan edge of an identified challenge that lies in the way
of an expanded tourism industry: downtown enhancement.

Arts, Culture, Creativity

e Medicine Hat should action fowlements ofthe expression ofrts, culture, and creativity
1) Philosophy 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.

¢KS Dh tflyY tdzaNBRdAyYy3I aSRAOAYS
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2)

3)

4)

Eventsc high profile eents that feature locagntertainers performance agand/or otherwise celebrate
culture. Events thaspecificallysupport brand strategy have more opportunity leavea memorable
impression of Medicine Hat as a city of arts, culture and creativitydmtimds of target markets.
Incentive/Funding Medicine Hat should consider four options to incent or fund public art:

e Communities like Phoenix reserve a small percentage of all municipal capital pfojeetpenditure
on public art display (an ordinangessed 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,iféwdren the city is
undergoingbudget cuts (Seéttp://www.azcentral.com/ent/arts/articles/2008/03/16/
20080316publicart0316CP.html#ixzz1YcctTgED

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

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

e Castlegar, B.C. has chosen a unique development path for greater visibility of public art. Sculpture
Walk is an internatinal sculpture competition, where the municipality reserves the right to purchase
GoAYyYyAy3aé aSt SOU A gseehttp:Anivw.sculpRifedalk@aditggarSdain NI G S

Public artg creative expressiohas innumeable formsin an urban contextrfurals, street art/installations,

sculpture, streetscappoles, lightsbenches etd). For Medicine Hat, the important point is to focus on a small

set of achievable pursuits, and to pursue original expressiohseenelsewherein Alberta. Inspiration can be

found inaglobal context, buteplicationof 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 muMéedicine Hat ca leverage the Esplanade to
generate events, programs and competitions that celebrate and generate public aWA Y abkickBB K| £ f Qa
murals should also be more visibly promotgigten their uniquenes$Priority, visible locations for public art in

Medicine Hat include key parks (Police Point, Kin Coulee), downtown, and major roadways (particularly
Highway 1).

To accelerat@ortrayal of Medicine Hat as an emergent creative city that is looking to the fiiuiteout
disrespecting the pa¥tpublicart installtions should focus on contemporary @gposed to heritage
expressiorg making the objet of multi-dimensionalnterest(e.g interactive art) as opposed to purely a
matter of background aesthetic (e.g. classical black park benches).

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

Contemporary art installation Interactive art installation
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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/

































































































































































































