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Executive Summary 

 A business and tourism attraction plan was created to assist the Town of Redcliff, to 

create awareness of their communities’ opportunities, to attract new businesses, and to support 

existing business. Research and analysis supporting this report was conducted from May 2017 to 

August 2017. 

 Interviews and surveys were used to gather data from residents and tourists of Redcliff. 

Initially, 19 key stakeholder interviews were conducted to gain an understanding of the values 

and culture of the community and identify strengths, weaknesses, opportunities, and threats 

within the community. 

Next, three surveys were used to gather opinions and perspectives from the community. 

The first was a community survey for residents. There were 275 responses in total. The second 

was a tourism survey for visitors. There were 145 responses in total. The last survey was for 

local business owners and managers. There were 22 responses in total. 

Economic development and tourism attraction experts were interviewed as well. They 

offered insight into potential opportunities for Redcliff and provided their suggestions based on 

the feedback from survey results. 

A similar community comparison was completed as well. Initially, 40 communities were 

identified as being similar to Redcliff. Each community was contacted and interviewed to gain 

insight about their business and tourism sectors. Out of the original 40 communities, 10 were 

selected as being successful based on their feedback. Redcliff was compared to the successful 

communities to identify potential opportunities and threats. 

Many opportunities arose from the research. Secondary research was conducted for each 

opportunity in order to identify viable options for the Town of Redcliff. Top recommendations 
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for Redcliff include starting greenhouse tours, hosting more community events, developing a 

campsite by the river, positioning the town as a green community, developing a net-zero 

community on the eastside of the town, and attracting custom manufacturing businesses. 

Redcliff has the slogan ‘Greenhouse Capital of the Prairies’; however, there is nothing 

related to it other than selling produce. Starting greenhouse tours would allow Redcliff to build 

upon a strength in the community. This will attract tourists and provide a fulfilling experience 

within Redcliff. 

There is desire from residents to host more community events and festivals. Redcliff has 

already recognized this as they are starting a new event, called the Fall Festival. However, there 

is opportunity for many more community events such as a music festival, a tomato fight, a colour 

festival, and a farm-to-table event. 

A campsite by the river would be a great addition to Redcliff. Much interest was shown 

towards this opportunity and there is need of more campgrounds in the area. This will draw in 

many campers and will help boost the businesses in Redcliff. Additionally, once a campsite is 

established, other businesses are likely to open to help provide activities and services to campers. 

Redcliff has many successful traits for a bedroom community; however, growth has been 

stagnant. By positioning Redcliff as a green community, it will allow for effective marketing and 

draw more residents and tourists to the community. One thing Redcliff can do to position 

themselves as a green community is to put in net-zero homes. This is a growing trend and 

provides great marketing opportunities. 

There are many projects proposed for the region in which custom manufacturing would 

be required. There is potential for a competitive advantage to be developed due to the proximity 

of Redcliff to the projects.  
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Redcliff Business and Tourism Attraction Strategy 

 Between the dates of May 2017 and August 2017, Jordan Pomrenke, under the 

supervision of Miranda Davies of Medicine Hat College and in partnership with the Economic 

Development Alliance of Southeast Alberta (EDA), conducted research and analysis for the 

purpose of assisting the Town of Redcliff, Alberta, to create awareness of their communities’ 

opportunities, attract new businesses, and support existing business by developing and 

implementing a comprehensive community business and tourism attraction strategy. 

Purpose 

 The EDA would like a business and tourism attraction strategy developed to aid them in 

sustaining and growing the community. Key deliverables for this project will include a 

comprehensive business and tourism attraction plan for Redcliff and presentations of key 

findings from the plan to town council and town residents. 

Methodology 

 Medicine Hat College contracted a student intern to work throughout the summer to help 

develop business and tourism attraction recommendations for under the supervision of Miranda 

Davies of Medicine Hat College and Theresa Hardiker of the EDA. 

 Research was gathered in various ways. Initially, 19 face-to-face interviews were 

conducted with key stakeholders in the community to understand the culture and personality of 

the town, to establish the important values and strengths within Redcliff, and to identify any 

opportunities or concerns about the community moving forward. The complete list of questions 

can be found in Appendix I. 

 Based on the initial interviews three different surveys were developed to provide further 

insight. The first survey was for local residents or people who work in Redcliff. The second 
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survey was for tourists coming into Redcliff. These two surveys were conducted during Redcliff 

Days and at Redcliff Bakery & Coffee Shop, Redcliff Public Library, and Redcliff Aquatic 

Centre. The surveys were also available on the town website. The third survey was for local 

businesses. Surveys were done in person, through email, and were available on the town website 

and through the town’s Facebook page. Analysis of the surveys can be found in the Primary 

Research section under Surveys. 

 Interviews were conducted with business attraction experts and tourism attraction experts 

to gain insight into the feasibility of opportunities recommended and to identify any new 

opportunities for Redcliff. 

Additionally, an analysis of 40 similar communities was conducted. These communities 

were selected on the following criteria: the population for each community must be between 

4,000 to 12,000 residents, their population must have shown growth within the last 5 years, and 

they needed to be within commuting distance to a larger community. Each community was 

contacted by phone and asked a list of 11 questions. The questions included a SWOT analysis of 

businesses and tourism attractions in the community, what partnerships they currently have with 

the larger centre nearby, if they have public transit, and what are the main reasons people move 

to their community. 

Once the primary analysis was complete, 10 communities were selected as being 

successful and were analyzed further. Redcliff was then benchmarked to these communities to 

identify any opportunities to develop further. See section Similar Community Comparison for 

details of successful community analysis. 
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Secondary research was conducted on each opportunity identified within the primary 

research. Secondary research can be defined as the compilation and summary of previously 

existing research. All recommendations will be based on the data collected. 

Objectives 

The objectives of this project are as follows: 

1. To assist the community of Redcliff in identifying and recommending business and 

tourism attraction opportunities 

2. To identify marketing strategies for the Town of Redcliff 

3. To share the results with project partners to assist the Town of Redcliff in developing 

actionable steps for implementation 

The objectives were achieved through a detailed Strengths, Weaknesses, Opportunities, and 

Threats (SWOT) analysis, research based on opportunities identified by residents and experts, 

and business and tourism trends research. 

The Town of Redcliff 

 The Town of Redcliff is located north of the City of Medicine Hat. The name is derived 

from the elevated red shale banks of the South Saskatchewan River south of the community. The 

town began in the 1880s with the discovery of coal and natural gas reserves (Town of Redcliff, 

n.d.). This lead to many different industries flooding into the town until a combination of a 

tornado, flu epidemic, and the beginning of WWI stunted growth (Town of Redcliff, n.d.). After 

WWII, Redcliff began to experience growth again (Town of Redcliff, n.d.). 

Currently, the town is has a population of 5,600 residents (Statistics Canada, 2017). 

According to Statistics Canada (2015), in 2010 the median household total income was $63,920. 

Redcliff is known as ‘The Greenhouse Capital of the Prairies’ (Town of Redcliff, n.d.). This is 
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due to the long hours of sunlight and inexpensive heating costs, which enable commercial 

greenhouses to prosper in the community (Town of Redcliff, n.d.). 

Mission Statement 

 The Town of Redcliff promotes and encourages economic progress in the community 

through the support of business growth and expansion to increase the quality of life for our 

residents, workforce and visitors.  From an economic development perspective, this will be 

achieved through:  

 Facilitating a “ready, prepared, and open-for-business” environment for economic 

development activity in Redcliff;  

 Connecting business and potential businesses to the right places in the community and 

region for further support;  

 Promoting tourism and community event opportunities that foster economic growth and 

business expansion;  

 Collaborating with our regional stakeholders for a unified voice on economic 

development in the region. 

Vision Statement 

Through collaboration and innovation, The Town of Redcliff supports a growing diverse 

business environment while sustaining a thriving, viable and healthy community for all residents 

(Town of Redcliff, n.d.) 
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Research and Findings 

Primary Research 

Key Stakeholder Interviews 

 Interview questions were developed for key stakeholders within the community. The 

individuals interviewed consisted of local business owners, town council members, church 

leaders, and town employees. Each were asked 24 common questions relating to the culture and 

personality of the town and about businesses, residential living, and tourism within Redcliff. 

Additionally, specific questions related to their position were asked as well. The complete list of 

questions can be found in Appendix I. 

 The top results when asked ‘what does Redcliff means to you’ were: it is home (58%), 

the community supports each other (47%), small town feel (42%), and it is a safe place to raise a 

family (16%). 

 The main core values in the community identified were: friendliness (32%), small town 

feel (26%), community pride (21%), and that you know everyone (16%). 

 When asked to describe the culture of the community the common responses were: it is a 

close-knit family (11%) and the community is open-minded (11%). 

 The top four responses about what success looks like for Redcliff in the future were: 

normal development (37%), diversify the economy (16%), more businesses (16%), and the 

resurgence of commercial business (16%). 

 There was a strong common response to the question: what is special about Redcliff that 

would attract people here? The main response was that Redcliff has a small town feel with big 

city benefits (58%). Other responses included: recreational facilities (16%), bigger lots and 
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cheaper prices than Medicine Hat (16%), bedroom community (16%), nice climate (11%), a safe 

feeling (11%), and it is quiet (11%). 

 It was identified that it is important for Redcliff to establish a separate identify from 

Medicine Hat with 71% responding ‘yes’ and 29% responding ‘no’.  

 Interviewees described Redcliff’s identity as: having a small town feel (37%), shifting 

away from greenhouses (11%), greenhouses (11%), and a safe place to raise a family (11%).  

 The top results for what would give Redcliff a stronger sense of community were: more 

community events (26%), more volunteers (21%), more participation in events (11%), a 

community hall (5%), and better communication between the town and residents (5%). 

 For the complete results from the interviews see Appendix II. 

SWOT Analysis 

 A strengths, weaknesses, opportunities, and threats (SWOT) analysis was done during the 

interviews as well. This tool is useful for identifying areas that can be built upon and areas that 

need improvement. 

Business SWOT Analysis 

 The first SWOT analysis completed was for the businesses in Redcliff. The top six 

strengths identified were: the highway (26%), the municipality is accommodating (21%), the 

greenhouses (16%), residents are loyal to local businesses (16%), Redhat Co-op (16%), and 

Home Hardware (16%). 

 The four weaknesses recognized were: no public transit (16%), the grocery store (16%), 

proximity to Medicine Hat (16%), and no chamber of commerce (5%). 
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 The top opportunities suggested were: to diversify industries (21%), a downtown 

revitalization (16%), restaurants (11%), biomass (11%), coffee shop/café (11%), and green 

energy (11%). 

 The main threats identified were Medicine Hat (26%) and the economy (26%).  

An additional question was asked about how the community should market itself to 

attract potential businesses. The top 4 responses were: to advertise in general (32%), incentives 

(32%), cheaper taxes than Medicine Hat (26%), and that it is less expensive to operate in a small 

town (21%).  

For the complete results from the business SWOT analysis see Appendix III. 

Residential Living SWOT Analysis 

 The second SWOT analysis completed was for residential living in Redcliff. The top four 

strengths were: recreation (32%), affordable housing (26%), peace and quiet (21%), and that 

everything is within walking distance (21%). 

 The top three weaknesses mentioned were: no high school (26%), no public transit 

(21%), and no senior’s facility (16%). 

 Opportunities suggested included: a new senior’s facility (26%), a high school (21%), 

infrastructure (16%), and to develop more housing (16%). 

 The two threats recognized were Medicine Hat (16%),and the economy (11%). 

 Two additional questions were asked about residential living. The first was what can the 

community do to retain their current residents. The top four answers were: to keep current jobs 

(21%), a high school (16%), a senior’s facility (16%), and to keep taxes status quo (11%). The 

second question asked how the community should market to potential new residents. The top two 
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responses were the small town feel (32%) and new jobs (26%), with greenhouses, housing prices 

are lower, and showcase cultural facilities all having 11%. 

 For the complete results from the residential living SWOT analysis see Appendix IV. 

Tourism SWOT Analysis 

The third SWOT analysis completed was for tourism in Redcliff. There were many 

strengths identified with the top six being: mountain biking (32%), the ball diamonds (26%), the 

golf course (26%), the campground (26%), Redcliff Days (21%), and the river valley (21%). 

Other strengths mentioned were the pool (16%), parks, (16%), trails (16%), museum (11%), and 

cliffs (11%). 

The main weaknesses identified were that there is no marketing for what is currently here 

(42%), no decent hotels (26%), and no visitor centre (21%). It should be noted there is a visitor 

centre in the museum, but it is not open year-round (See Appendix V for the brochures about 

Redcliff from the visitor centre). Other weaknesses mentioned were: the cultural facilities need 

updating (11%), the campground is small and outdated (11%), no outdoor café (5%), and there is 

no leverage of the town slogan ‘Greenhouse Capital of the Prairies’ (5%).  

The top four opportunities suggested are: greenhouse tours (16%), for the town to market 

what is currently available (16%), a campsite by the river (16%), and more community events 

(11%). 

The main threats were the proximity to Medicine Hat (21%), the aging infrastructure 

(5%), and that the community may not want tourists (5%). 

An additional question asked how the community should attract potential tourists. The 

two main responses were to market what is currently available (47%), and to have a better town 

website (16%).  



16 

For the complete results from the tourism SWOT analysis see Appendix VI. 

Surveys 

Summary of Income Brackets 

 For the community and tourism survey, two demographic questions were asked: age and 

yearly income. In order to analyze yearly income accurately, the following definitions and 

brackets will be used throughout the report. For middle class single people the middle class 

brackets are: 

 Lower-middle class incomes range from $18,700 to $23,350 

 Central-middle class incomes range from $23,250 to $36,860 

 Upper-middle class incomes range from $36,860 to $55,500 

For middle class families of at least two people the brackets are: 

 Lower-middle class incomes range from $38,755 to $61,930 

 Central-middle class incomes range from $61,930 to $88,075 

 Upper-middle class incomes range from $88,075 to $125,000 

These are income estimates from MoneySense, based upon 2011 data from Statistics Canada 

(Captain Cash, n.d.). 

Community Survey 

 A survey for Redcliff residents was created and administered based on the feedback 

gathered from the initial interviews. In total, 275 individuals participated in the survey. The 

survey was conducted during Redcliff Days and at Redcliff Bakery & Coffee Shop, Redcliff 

Public Library, and Redcliff Aquatic Centre. The survey was also available on the town website. 

The aim for this survey was to determine why people lived in Redcliff and what opportunities 

residents wanted the Town to look further into. 
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 Age and yearly income were the only demographics recorded for this survey. The 

following shows the amount of surveys completed from each age group: 

 Ages 15 and younger (17%) 

 Ages 16-18 (3%) 

 Ages 19-29 (13%) 

 Ages 30-39 (24%) 

 Ages 40-49 (14%) 

 Ages 50-59 (12%) 

 Ages 60 and over (17%). 

Yearly income was analyzed from survey respondents who were at least 19 years old. Results 

showed that 14% of residents are below lower-middle class, 7% are lower-middle class, 15% are 

central-middle class, 16% are upper-middle class, and 34% are above upper-middle class. There 

were 14% who preferred not to disclose their yearly income. 

The top four reasons why people stay, move, or work in Redcliff are: they were raised in 

Redcliff (26%), they have work in the community (25%), they have family (24%), and the 

housing and rental prices are good (17%). 

 Most Redcliff residents do a significant portion of their shopping outside of Redcliff. The 

survey revealed that 85% of residents do less than half of their shopping in Redcliff while 56% 

do less than a quarter. 

When asked if they would shop more in Redcliff if local businesses were opened longer 

49% replied yes while 17% replied they would still shop elsewhere and 34% replied that the 

current times are sufficient. 

Businesses that were identified as missing from Redcliff were retail (41%), food and 

beverage (31%), and hotels (12%). 
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The top opportunities identified by residents are a high school (37%), a local farmer’s 

market (34%), more activities for families (33%), a campsite by the river (31%), and more 

restaurants (30%). 

 While many people voiced their desire for public transportation, the survey results 

showed that 56% of survey participants would not use transit. Only 15% of the participants 

would use it daily while 18% said they would use it weekly and 11% would use it monthly.  

 The top six recommendations for a tourist staying in Redcliff for three days were: visit 

the river valley (22%), visit the museum (26%), walk the trails (17%), buy produce from the 

greenhouses (14%), visit the bakery (13%), and visit the pool (9%). Other notable mentions 

were: the golf course (5%), the mountain bike trails (5%), the parks (5%), Redcliff Days (4%), 

and the campsite (1%). 

For the complete survey results, see Appendix VII. 

Tourist Survey 

 A survey for Redcliff tourists was created and administered based on the feedback 

gathered from the initial interviews. In total, 145 individuals participated in the survey. The 

survey was conducted during Redcliff Days and at Redcliff Bakery & Coffee Shop, Redcliff 

Public Library, and Redcliff Aquatic Centre. The survey was also available on the town website. 

The aim for this survey was to determine why people visited Redcliff and what tourism 

opportunities they wanted the Town to look further into. 

 Age and yearly income were the only demographics recorded for this survey. The 

following shows the amount of surveys completed from each age group: 

 Ages 15 and younger (11%) 

 Ages 16-18 (5%) 

 Ages 19-29 (15%) 

 Ages 30-39 (32%) 
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 Ages 40-49 (16%) 

 Ages 50-59 (9%) 

 Ages 60 and over (12%).

Yearly income was analyzed from survey respondents who were at least 19 years old. Results 

showed that 11% of tourists are below lower-middle class, 3% are lower-middle class, 8% are 

central-middle class, 18% are upper-middle class, and 46% are above upper-middle class. There 

were 14% who preferred not to disclose their yearly income. 

About 77% of the tourists surveyed that come into Redcliff are from Medicine Hat. 

Tourists mostly come to Redcliff either weekly (19%) or monthly (40%). They will most likely 

stop by the Bakery (61%), buy fresh produce from the greenhouses (51%), go to the pool (28%), 

and grab a coffee (28%). 

 Tourists attending Redcliff Days responded that they heard about the event through: 

family/friends (47%), knowing it is an annual event (26%), website/social media, (14%), radio 

(10%), posters (1%), and newspaper (1%). 

 Tourists reported how frequently they visit Redcliff with 4% daily, 19% weekly, 40% 

monthly, 2% yearly, 20% only for events and festivals, and for 3% it was their first time in 

Redcliff. 

 The top four things that tourists will do while they visit are: go to the bakery (61%), buy 

produce from the greenhouses (51%), go to the swimming pool (28%), and grab a coffee (28%)  

Tourists are most interested in seeing music festivals (41%), a boat river tour (41%), 

rafting (32%), a campsite by the river (30%), and greenhouse tours (26%) in Redcliff.  

Most tourists (70%) said they would not visit Redcliff more frequently if public transport 

were available, while 30% said they would. 

 For the complete results see Appendix VIII. 
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Pool Surveys 

 Additional information was requested about who visits Redcliff Aquatic Centre (RAC). 

On July 3rd, from 3 -5 p.m., 53 surveys were conducted. The majority of visitors were from 

Redcliff (55%). Other places include Medicine Hat (34%), Cypress County (7%), and other 

(4%). Comments about why they went to RAC were the pool is not as strict as Medicine Hat 

pools and it is a great facility. See Appendix IX for a complete analysis. 

General Feedback 

 At the end of the survey, there was a section for additional comments about the 

community. In total, there were 62 comments out of the 420 surveys completed. The top two 

comments were Redcliff is a ‘great place to live’ (26%) and ‘I love Redcliff’ (13%). 

 Other notable comments were: 

 Redcliff needs a recycling program/depot (11%) 

 Redcliff needs public transit (11%) 

 Pool is great (6%) 

 Town/Community events/Bike trails need to be promoted better (5%) 

 Upgrade pool building/make grassy area larger (3%) 

 Do not change the logo or slogan (3%) 

 Bridge to link Echo Dale and Redcliff (3%) 

 Redevelop old commercial/industrial areas (2%) 

 Connect 9th Avenue to Saamis Dr. (2%) 

For the complete list of comments see Appendix X. 
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Business Survey 

 A survey was created and administered to local business owners and managers with the 

purpose of identifying competitive advantages that Redcliff offers and finding potential business 

opportunities. Surveys were conducted by visiting businesses or emailing the survey as follow up 

if they were unavailable at the time of the visit. There were 22 responses out of 596 businesses 

registered in Redcliff. This is a small sample size and further business community involvement is 

needed to ensure the following results are accurate. 

 The primary business activity conducted by businesses who participated in the survey are 

retail (41%), services (14%), agriculture (9%), and beauty salons (9%). 

 Most businesses employ 10-49 people (32%), while sole proprietors and businesses with 

2-5 people make up 27% each. The smallest percentage is businesses who employ 6-9 people 

with 14%.  

 Most businesses surveyed have websites with 73% responding yes and only 27% 

responding no. 

 The top three strengths Redcliff has regarding businesses are residents support local 

businesses (59%), proximity to Medicine Hat (50%), and transportation with the Trans-Canada 

Highway (32%). 

 Skills identified in the Redcliff workforce include agriculture (45%), mechanics (41%), 

education (36%), and oil & gas (32%). 

 The two main challenges of operating a business are the small customer base (59%) and 

no public transit (55%). Other challenges mentioned are not enough workers (23%) and 

proximity to Medicine Hat (18%). 
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 When asked how Redcliff should address these challenges the responses were: to look 

into public transit (10%), bringing businesses that will draw people to move here (5%), 

government regulation (5%), and to not limit growth as it benefits all (5%). 

 The general impression of doing business in Redcliff is positive with 18% responding 

excellent, 55% responding good, 27% responding fair, and 0% responding poor. 

 Opportunities that businesses see in Redcliff include manufacturing (9%), tourism, (5%), 

something for children and families year round (5%), and popular restaurants (5%).  

 When asked about their plans within the next three years, most businesses plan to remain 

the same (64%). Others plan to expand (23%), relocate (9%), and sell (5%). No business is 

planning on downsizing or closing. 

 Businesses biggest expenses were: wages (32%), inventory (27%), utilities (23%), and 

rent (18%). Others expenses mentioned were taxes (5%), interest (5%), and recycling (5%). 

 The largest wastes for businesses were cardboard (23%), garbage (23%), compost (14%), 

and paper (14%). 

 Businesses were asked how likely they will be to install solar panels on their business on 

a scale of 1 to 5 with 1 being never and 5 being absolutely. The majority responded with never 

(64%), while 9% responded absolutely. 

 A follow up question asked what would help increase the likelihood of installing solar 

panels. The top responses were: cheaper overall cost (36%), cannot due to leasing current 

building (32%), incentives (32%), and lower monthly expenses (23%). 

 Based on our resident survey roughly 50% of people said they would shop more in 

Redcliff if businesses were opened longer. Businesses were asked if they would consider having 
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longer hours with this information. Most responded with no (45%), while 32% responded with 

yes and 18% responded with not applicable. 

For the complete results, see Appendix XI. 

Expert Interviews 

 Five individuals were interviewed regarding the future of Redcliff’s business and tourism 

sectors. 

Tracy Stroud, Business Development Manager at Medicine Hat College 

 Tracy Stroud is the former Associate Director for Economic Devlopment of Southeast 

Alberta and Business and Industry Liason for Alberta Works. She now currently works for 

Medicine Hat College as the Business Development Manager. 

Renewable Energy 

The first opportunity Tracy recognized is renewable energy. She stated that Redcliff is 

located in an excellent location to take advantage of solar and wind energy and potentially other 

forms of renewables such as geo-exchange and biomass. She mentioned renewable energy 

tourism is growing and if Redcliff develops the industry there is potential to attract tourists. In 

addition, she said net-zero homes are becoming popular and Redcliff has potential to incorporate 

these homes into their community, which could pair well with attracting tourists 

Value Added Produce Products 

 The second opportunity Tracy identified is value added produce products from the 

greenhouses. With abundant fresh produce grown locally, she thinks that there is an opportunity 

for either the greenhouses or other businesses to make and sell items such as salsa and relish. In 

addition, each greenhouse has plant material that is thrown away. She talked about businesses in 
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Europe and India that were using plant material to manufacture items such as cutlery and that 

there could be potential for a business to do the same in Redcliff. 

 Other Opportunities 

Tracy suggested custom manufacturing could be viable within the community. She said 

there are large renewable energy projects being planned in the area and there is potential to start 

a business manufacturing the parts these projects will require. 

 In summary, Tracy views renewable energy and value added produce products as 

significant opportunities Redcliff should pursue and believes there is potential to build tourism 

around renewable energy. 

Walter Valentini, Executive Director at Palliser Economic Partnership 

 Walter Valentini is the Executive Director for Palliser Economic Partnership (PEP), a 

regional alliance of communities and businesses that work together to enhance the area’s 

economic wellbeing. The communities range from as far north as Consort and Hannah, as far 

west as Bassano, and as far south as Foremost. See Appendix XII for a complete map of the 

region PEP covers. 

Broadband 

Walter views broadband as the most important opportunity for Redcliff to pursue. He said 

broadband would help attract larger businesses to Redcliff and would be a competitive 

advantage. 

 He mentioned manufacturing products is difficult in Redcliff because transportation is 

expensive to larger centres and that it can be done cheaper offshore. 

 In summary, Walter considers broadband the largest opportunity for Redcliff. 



25 

Jon Sookocheff, Director of Business Development at Invest Medicine Hat 

 Jon Sookocheff is the Director of Business Development at Invest Medicine Hat, an 

organization connecting entrepreneurs and investors to business opportunities. He is also the 

President of Sookworks Consulting Inc., which provides business and economic development 

consulting services. Additionally, he was the manager of the Entrepreneur Development Centre 

as Medicine Hat College for five years, which helped students start, manage, and grow 

successful small businesses. 

Marijuana  

Jon thinks the biggest opportunity for Redcliff is growing marijuana in the local 

greenhouses. He stated the location is one of the most cost productive places in Canada to grow 

marijuana and that there is huge value added potential. He said support from local government 

would help make Redcliff an attractive place to grow marijuana. 

Custom Manufacturing 

 He also believes custom manufacturing is a significant opportunity for Redcliff. Jon said 

there are many buildings in Redcliff suited for manufacturing and the time to market could be a 

competitive advantage. He also views CFB Suffield and the renewable energy projects in the 

region as some of the industries that could benefit from custom manufacturing. 

 Other Opportunities 

Jon did not think value added food processing would be viable in Redcliff. Even with 

access to fresh produce, he said it is expensive to produce, specially designed buildings are 

required, and there are many regulatory hurdles to overcome. 
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 Jon was not sure there would be demand for net-zero energy homes. He said people are 

mostly concerned about affordability when buying a home and he thinks if the costs were too 

high, there would be no demand. 

 In summary, Jon thinks marijuana and custom manufacturing are opportunities for 

Redcliff and value added produce products and net-zero homes do not have much potential. 

John Stroh, Technology Development Advisor at Alberta Innovates – Technology 

Futures 

 John Stroh is a Technology Development Advisor at Alberta Innovates – Technology 

Futures, an organization that builds upon Alberta’s strengths in the health, energy and 

environment, technology, and bio sectors. He was the Vice-president of Manufacturing at 

Pendpac, Inc. for four years, a cutting edge innovator and manufacturer in the Solid Waste 

Collection and Transportation industry. 

Renewable Energy 

 John identified potential opportunities around renewables and custom manufacturing in 

Redcliff. While he does not think building a renewable energy plant is realistic for Redcliff, he 

does see the town positioning itself to offer the support services required to build large plants. He 

envisions Redcliff offering support services as a community package where developers can have 

all their needs met from one place. 

Custom Manufacturing 

 For custom manufacturing, John said there are a few smaller companies that could be 

poised for growth if they want it. CFB Suffield and future renewable energy projects in the 

region both require custom manufacturing and businesses in Redcliff could meet those demands. 
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 John also mentioned the potential for crop diversification in the area. He specifically 

referred to a potential opportunity with the greenhouses in growing hemp and legal poppies, and 

plants used in parapharmaceuticals. 

Broadband 

 When asked about broadband John recommended looking into what businesses and 

opportunities will arise if broadband is brought to Redcliff. He mentioned Olds has installed 

broadband and it would be worth researching their community to identify potential benefits. One 

benefit he brought up was the potential to make Redcliff a smart city. A smart city can be 

defined as “…a municipality that uses information and communication technologies to increase 

operational efficiency, share information with the public and improve both the quality of 

government services and citizen welfare.” (Rouse, 2017). John identified this as one opportunity 

broadband could bring to Redcliff. 

 In summary, John believes renewables, custom manufacturing and broadband could bring 

different opportunities to Redcliff.  

Jace Anderson, Tourism Medicine Hat 

 Jace Anderson is the Executive Director at Tourism Medicine Hat whose mandate is to 

strengthen Medicine Hat and the surrounding region’s tourism profile through destination 

awareness. He is also the Executive Director at Medicine Hat Destination Marketing 

Organization Society (DMO) and the owner and operator of MPRO, a boutique marketing and 

project management consultancy business. 

 Jace identified the main tourism attractions in Redcliff as the museum, golf course, small 

campsite, greenhouse produce, and bike trails. He mentioned the area is also attractive due to the 

330 days of sunshine per year. 
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Tourism Strategy 

 Jace shared an important concept about how tourists value their trips. He explained 

tourist attractions are either boulders, rocks, or pebbles. Tourists visit different places to see the 

boulders; these are the big attractions that draw many people. The rocks and pebbles are the 

smaller attractions that tourists visit which fill in their trip. He explained that the greatest impact 

from a trip comes from the small value added rocks and pebbles. Jace views Medicine Hat as 

being the boulder in the region, but envisions Redcliff positioning itself to offer the rocks and 

pebble attractions that enhance tourists’ visits in the region. 

Jace explained that Tourism Medicine Hat looks at tourism from a regional perspective 

and is excited to include more attractions from Redcliff. He stated Tourism Medicine Hat has 

two pillars they build everything upon in the region: outdoor experience and cultural experience. 

Several tourism attraction opportunities were identified through the surveys that align with the 

pillars, and Jace was excited at the potential each idea could bring to the region. 

Tourism Opportunities 

Opportunities identified in the surveys included greenhouse tours, a campsite by the river, 

a music festival, and more community events. Each will be analyzed further in the ‘Potential 

Opportunities for Redcliff’ section. Jace also talked about the importance of finding someone to 

champion new projects and ideas; new opportunities are great, but unless someone sees them 

through to completion, they never come to fruition. 

In summary, Jace thinks the ideas identified through the surveys align well with Tourism 

Medicine Hat’s mandates and is excited at the opportunities Redcliff has for tourism. 
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Similar Community Comparison 

40 Similar Communities  

An analysis of 40 similar communities in Canada and the Northern States was conducted. 

To be qualified as similar to Redcliff, each community was required to have the following: 

 a population between 4,000 to 12,000 residents 

 population must have grown in the last 5 years 

 a larger centre within commuting distance 

An effort was made to find communities larger than Redcliff to get a sense of the direction 

the town needs to move towards. Each community was contacted by phone and asked a list of 11 

questions. The questions included a SWOT analysis of businesses and tourism attractions in the 

community, what partnerships they currently have with the larger centre nearby, if they have 

public transit, and what are the main reasons people move to their community. For the complete 

list of questions see Appendix XIII.  For the complete list of similar communities see Appendix 

XIV. 

Top 10 Successful Communities 

Out of the list of 40 communities, 10 were selected as being successful. To qualify as a 

successful community the following criteria was considered: 

 Comparable industries 

 Reproducible strengths and opportunities 

 Not considered a tourism or retirement community 

 A younger demographic 

 A feeling of vibrancy during the phone interview 
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 Among the communities selected, five were from Canada and five were from the United 

States. The average populations of the communities was 8,631 with Redcliff having 5,600. The 

average population change in the last 5 years was +22.9% growth compared to Redcliff having 

+0.2% growth. The average median household income from the 10 successful communities was 

$89,464 with all American dollars converted to $1.25 Canadian. This would place the average 

median income in the upper-middle class range. Since the American data were from 2015 while 

all Canadian data were from 2010, a separate calculation was done comparing the Canadian 

communities. The average median household income from the Canadian communities was 

$82,369. Redcliff’s median household income is $63,920. This places both income medians in 

the central-middle class income range. 

Business SWOT 

The main strengths found in the successful communities were industrial (40%), retail 

(40%), manufacturing (40%), and trades (30%). Other strengths mentioned were technology 

(20%), agriculture (20%), and services (20%). 

 Common weaknesses identified were the proximity to the larger centre (50%), retail 

(20%), lease space (20%), and marketing (10%). 

 Similar opportunities between the successful communities are new lots/lease space 

available (50%), a rising population (20%), green energy (10%), low taxes (10%), and new 

infrastructure (10%). 

 The main threats identified were their proximity to a larger centre (30%) and rising 

building costs (10%). 
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Tourism SWOT 

 Tourism is not a big emphasis in these communities; however each have a few attractions 

to draw tourists. The strengths in the successful communities for tourism consist of parks and 

recreation (40%), sport complexes & fields (40%), local attractions (something unique to their 

community) (30%), proximity to an airport (20%), golf courses (20%), and museums (20%). 

 Weaknesses included no big tourist attraction (20%), a need for more attractions (20%), 

the proximity to the larger centre (20%), marketing (10%), and outdated infrastructure (10%). 

 The main opportunities acknowledged were developing hotels (20%) and partnerships 

with regional communities (10%). 

 The only threat identified was that it is difficult to differentiate from other smaller 

communities (10%). 

Other Questions 

 Each community was asked what partnerships it has with the larger nearby centre to help 

make both successful. The common partnerships were wastewater agreements (20%), economic 

development (10%), and regional tourism (10%). 

 Three communities have public transit. Five communities do not and two did not respond 

to this question. 

 The top three reasons people moved to the successful communities were the small town 

feel (50%), the community is family orientated (50%), and the parks/greenspace (30%). For the 

complete results see Appendix XV. 
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 Additional Information from Interviews 

Common themes arose the community comparisons. The fastest growing communities 

offer advantages and incentives to attract new businesses such as low taxes, competitive land 

prices, and community support. 

 Common attractions include golf courses, trail systems, a recreational facility, parks, and 

sport fields. There were three communities which have an attraction building off something 

unique about their community. For instance, Box Elder, SD, has an air force base close to their 

community and they built the ‘South Dakota Air and Space Museum’. Coaldale, AB, has 

wetlands nearby, and they have the ‘Alberta Birds of Prey Foundation’. Most communities also 

said their tourist attractions could be developed further and marketed more effectively. 

 A majority of these communities do not have public transportation; however, most are in 

the process of doing studies to find if there is a legitimate need and what solutions are available. 

One community mentioned that autonomous vehicles might solve their problem in the future. 

Out of the three communities that do have public transit, there is a private company providing 

the service, or a regional partnership exists to help lower the cost. 

 Additionally, each community website was rated to help provide insight into effective 

designs. Determining factors included ease of navigation, visual appeal, quality and relevance of 

information, and sections for residents, tourists, and businesses. The top three websites were 

Blackfalds, AB, Martensville, SK, and Warman, SK. These are excellent websites to compare 

with Redcliff’s website. 

 In summary, the successful communities have industrial areas along with retail and 

construction. They have trouble competing with the larger centres, but offer incentives to attract 

new businesses. Each have a few tourist attractions, but they could be marketed more effectively. 
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People move to the successful communities because they are familt orientated and have a small 

town feel. For the complete analysis, see Appendix XVI. 

Secondary Research 

Secondary research was conducted on each opportunity identified within the primary 

research. While primary research is conducted personally, secondary research is conducted by 

looking at other individuals’ primary research. All recommendations will be based on the data 

collected.  
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Potential Opportunities for Redcliff 

 The following opportunities have been analyzed in relevance to Redcliff to determine if 

they will be viable. 

Renewable Energy 

 Renewable energy was identified as having potential in Redcliff by the key stakeholder 

interviews and the expert interviews. Tracy Stroud, Business Development Manager at Medicine 

Hat College, said there are large renewable energy projects being planned for the area. 

 According to the report Southeast Alberta Energy Diversification Report, written by 

Sandra Moore (2017), Southeast Alberta could “emerge as a leader in solar and wind energy due 

to the region’s vast solar and wind resources, extensive energy history, abundance of skilled 

energy workers, and the number of jobs that proposed solar and wind projects in the region could 

create.” Moore (2017) stated, “41% of all proposed wind and solar projects in Alberta are in 

Southeast Alberta (35 out of 85 total).” 

This is a significant opportunity for Redcliff to align with; however, John Stroh, 

Development Advisor at Alberta Innovates – Technology Futures, and Theresa Hardiker, 

Executive Director at EDA, said it is unlikely Redcliff will have any projects developed within 

the town limits due to cheaper cost of land elsewhere. They did mention Redcliff could position 

themselves to offer support services for the construction of these projects. Required services for 

the projects will include custom manufacturing, water, food, housing accommodations, welders, 

electricians, toilets, road construction, and social opportunities when workers have time off. 

Custom Manufacturing 

 During the expert interviews, custom manufacturing was mentioned several times as an 

opportunity for Redcliff. Tracy Stroud, Business Development Manager at Medicine Hat 
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College, said there are large renewable energy projects being planned for the area and there will 

be a need for custom manufacturing. Jon Sookocheff, Director of Business Development at 

Invest Medicine Hat, thinks Redcliff is well positioned for this opportunity because the 

community has many buildings suited for custom manufacturing. John Stroh, Development 

Advisor at Alberta Innovates – Technology Futures, also said there are a few smaller companies 

that do manufacturing that could be poised for growth if they want to. 

 Custom Manufacturing is defined as “the process of making products or product lines 

based on each customer's unique set of specifications.” (WiseGeek, n.d.). It is considered the 

opposite of mass production where all goods are identical and produced in large quantities. 

Custom manufacturing is not the most cost effective option for manufacturers as it requires large 

upfront investment in equipment and they need to make frequent changes to equipment, 

materials, and techniques (WiseGeek, n.d.). However, buyers are willing to pay more to obtain 

products to their precise requirements and specifications. 

 Besides future renewable energy projects, other opportunities requiring custom 

manufacturing are net-zero homes and CFB Suffield. Net-zero homes will be explained in the 

next section. CFB Suffield is a military base that requires custom manufacturing. They were 

contacted for this project, but were unable to reply. Additional research such as a business plan is 

recommended for next summer. 

Net-Zero Homes 

 Net-zero homes are a growing trend with the California Energy Commission (California 

zero net energy homes, 2013), the U.S. Department of Energy (Risae, 2016), and B.C. Building 

Code (Province of British Columbia, 2016). California Energy Commission has set the goal for 
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all new residential buildings to be net-zero by 2020. The U.S. Department of Energy and B.C. 

Building Code have also set the same goal to be achieved by 2030 and 2032, respectively. 

Net-zero homes can be defined as houses that are designed to reduce household energy 

consumption to a minimum and have on-site renewable energy systems so the house will 

produce the same amount of energy that it uses on a yearly basis (CMHC, n.d.). Some innovative 

features of these homes are heavy-duty insulation (rating as high as R80), high efficiency heat 

recovery and ventilation systems, a hybrid heat-pump/water heater, and solar panels on the roof 

(Dodge & Thompson, 2017). 

 Redcliff is looking to develop the east side of the community (Town of Redcliff, 2015) 

and making a net-zero community in that area would be innovative and create many 

opportunities. 

Drake Landing Solar Community (DLSC) in the Town of Okotoks, Alberta was the first 

community in North America to integrate renewable energy technology into a neighborhood 

(DLSC, n.d.). DLSC is heated by a solar system, which fulfills 90% of each home’s space 

heating (DLSC, n.d.). This project has been recognized internationally by winning the 2011 

World Energy Globe Award for sustainability and the 2013 International Energy Agency 

Heating and Cooling Award. Many professionals and students visit the site to learn about the  

technology and countries such as China and the United States are considering adopting the 

technology. 
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Drake Landings Solar Community 

The cost for the 52 home project was $7 million (Canmet Energy, 2009). Home sizes 

averaged 1485 to 1625 square feet and sold for an average of $380,000 each. This totals just shy 

of $20 million. Due to significant one-time research and development expenses, a similar project 

could be replicated for approximately $4 million (Canmet Energy, 2009). To realize economies 

of scale, the optimal size would be a minimum of 200-300 homes (Canmet Energy, 2009).  

Homebuilders such as Landmark Homes of Edmonton, Alberta are already producing 

net-zero homes at competitive prices. Landmark Homes built a 1230 square foot net-zero home 

for $400,000, which would be comparable to how much a normal a 1500 square foot regular 

house would cost (Dodge & Thompson, 2017). However, the advantage with net-zero homes is 

the utilities are completely covered for life. 

 The Canadian Home Builder’s Association of Medicine Hat was contacted for 

information about net-zero homes. They see net-zero homes as the direction for the future. They 

mentioned people are currently concerned about affordability when it comes to purchasing a 

house, but that making an entire community net-zero would help bring down the cost due to 

economies of scale. Additionally, having no utility bill would be an added bonus in helping 

afford a home. 
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 Net-Zero Homes in Redcliff 

 Using the Town of Okotoks as a precedent, Redcliff could become the first community to 

install a net-zero neighbourhood in North America. Housing developments are trending towards 

net-zero and Redcliff could become an early adopter of this technology. Town Council would 

need to mandate by-laws that make the east side development a net-zero community. 

 Canada Green Building Council (CaGBC) is an organization whose mandate is to “lead 

and accelerate the transformation to high-performing, healthy green buildings, homes and 

communities throughout Canada.” (CaGBC, n.d.). This organization would be able to help 

Redcliff take the next step towards developing a net-zero community. 

Biomass 

 Biomass is another form of renewable energy. A biomass plant or digester uses organic 

materials such as manure and plant matter to produce biogas (PlanET Biogas, n.d.). The biogas is 

used in a combined heat and power (CHP) unit that produces electrical energy for sale and heat 

energy for local use. 

 During the key stakeholder interviews, biomass was suggested as an opportunity for 

Redcliff. The individual mentioned Redcliff is near max capacity in their wastewater systems 

and wondered if digesters could use the water. 

Christie Ings, Design Lead at PlanET Biogas, was contacted for information about 

Biomass plants. Christie Ings (personal communication, Aug 16, 2017) said that biomass plants 

pair well with greenhouses. The digester is able to use the organic material from the greenhouses 

to operate and it produces heat and electricity for the greenhouse to use. She said that in Ontario, 

there are greenhouses that use biomass digesters as a green option and to protect against rising 

energy prices. 
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She explained that a constant supply of manure is needed in order for the biomass plant to 

breakdown plant matter. She added that other materials are needed to help speed up the process 

such as oils from restaurants or slaughterhouse waste. After the process is complete, waste called 

digestate comes from the digester as a liquid slurry. The digestate can be used as fertilizer. 

Christie said local farmers separate the digestate into liquids and solids. They use the liquid 

fertilizer on their fields and use the solids as compost. 

When asked about using wastewater in the plants, Christie said a little could be used, but 

too much could dilute the organic material and cause problems. 

Lethbridge Biogas opened the largest anaerobic digester facility in Canada. The plant has 

a generating capacity of 2.8 megawatts (MW) which is enough to power 2,800 homes 

(Lethbridge Biogas, n.d.). The facility cost $30 million in total. 

 Christie Ings said smaller digesters could be built to pair with greenhouses. A digester 

rated for 75-100 kilowatts (KW) would cost under $500,000. The CHP unit would be an 

additional expense. She also mentioned that the plants are customizable and can be built to the 

desirable size. Additionally, only one person is needed on a part-time basis to operate the facility. 

 Some drawbacks to digesters are that the Canadian Standards Association (CSA) has 

strict regulations regarding building requirements and smell can be an issue as a constant supply 

of manure is required. Additional research is recommended. 

Senior’s Housing 

 During the key stakeholder interviews, senior’s housing was identified as a weakness 

within the community and was the top opportunity for residential living. A specific comment 

mentioned that seniors who have lived in Redcliff their entire lives are forced to move to 
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Medicine Hat. With home being the top result in what Redcliff means to people this is a serious 

concern. 

 According to Statistics Canada (2017), there are 1,435 residents living in Redcliff aged 

55 and over and 365 residents aged 70 and over. This accounts for 26% and 7% of the population 

respectively.  

 According to the Government of Alberta (2010), 7% of seniors in Alberta live in senior’s 

housing and 3% live in long-term care facilities. Gasparro (2015) says the number of Canadians 

over the age of 55 will continue to increase over the next several decades which means more 

housing will need to be available.  

 An interesting link arises between senior’s housing and renewable energy. In an article 

about net-zero homes, a builder commented that they have seen retired couples interested in 

these homes because they are protected against changes in the cost of utilities (Dodge & 

Thompson, 2017). Building net-zero senior’s housing would provide stability to seniors on fixed 

incomes. 

 The first net-zero housing development for seniors in the United States was built in El 

Paso, Texas in 2012 (Policy Development and Research, n.d.). The Paisano Green Community is 

a 73 unit project costing $14.8 million which took a little over a year to complete. Of that total, 

the renewable energy system cost $1.22 million and “is expected to save $1.45 million in 

operating costs over a 30-year timeframe and $3.7 million over a 50 year span.” (Policy 

Development and Research, n.d.). Residents who live in this development are expected to pay 

less than $10 per year in utilities (Carr, 2013). 
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Paisano Green Community 

 Residents in Redcliff see a need for seniors housing going forward. Additional research 

such as a business plan for seniors housing is recommended for next summer. 

Broadband 

 Broadband was highly recommended by Walter Valentini as an opportunity for Redcliff. 

Broadband is defined as “A high-capacity transmission technique using a wide range of 

frequencies, which enables a large number of messages to be communicated simultaneously.” 

(Oxford Living Dictionaries, n.d.). While broadband and the internet are often considered the 

same thing, a more accurate description of broadband is connectivity (McNally et al., 2016). 

According to McNally et al. (2016), broadband connectivity is crucial at three levels: 

 It is essential communication infrastructure 

 It is an enabling technology that can be used in all sectors 
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 It is critical as the economy and society transform from the industrial era to the 

information era 

Additionally, “Broadband is not only a catalyst, but also increasingly essential for economic and 

social development to sustain thriving communities.” (McNally et al., 2016). 

 McNally et al. (2016) also states that “broadband has the capacity to drive economic 

growth in a number of ways, including: 

 Communities with broadband infrastructure may find it easier to attract investment and 

information technology intensive jobs, particularly in the midst of increasing global 

competition. 

 Broadband is especially appealing to attract information and communications technology 

(ICT) and digital media industries since they are prone to utilizing small businesses, 

independent contractors, and remote workforces. 

 Within OECD (Organization for Economic Co-operation Development) countries, 

research conducted by telecom firm Ericsson in 2013 shows that gaining 4 Mbps of 

broadband increases household income by $2,100 USD per year. Upgrading broadband 

from 0.5 Mbps to 4 Mbps increased income by approximately $322 USD per month. 

Broadband improves productivity by promoting the adoption of more efficient business 

practices (e.g. marketing and inventory optimization).” 

As Mr. Valentini suggests, broadband would make Redcliff more attractive to businesses. 

 The Town of Olds installed broadband in their community in 2011 (McNally et al., 

2016). Since then they have seen a number of benefits come to their community. Olds College 

became the first gigabyte campus in Canada, and enables the use of innovative technologies to 

support teaching and learning (McNally et al., 2016). The network enabled the retention of major 
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employers and the attraction of new engineering firms, professionals, and companies (McNally 

et al., 2016). Additionally, Olds has over 80 hotspots throughout their community. 

In total, the cost of completion for this project was “about $21 million, with money 

coming from a provincial grant, a loan backed by the town, and a line of credit.” (Gall, 2015). 

This is a significant amount of money and additional research such as a business plan and a 

timeline for the project is recommended. 

Campsite 

 During the key stakeholder interviews, the idea of a campsite by the river was suggested. 

In the resident survey 31% selected a campsite by the river as an opportunity the Town should 

pursue and in the tourism survey 30% selected a campsite by the river for what attractions they 

are most interested in seeing come to Redcliff. 

 Jace Anderson, Executive Director at Tourism Medicine Hat, mentioned a campsite by 

the river in Redcliff would be an exciting opportunity. He said demand for campsites is high in 

the area, as he has had to recommend campsites in Saskatchewan to tourists because all the 

campsites in the area fill up quickly. He also mentioned having access to water is important to 

campers. According to a study by The Praxis Group (2009), being near a lake or river is one of 

the top five essential attributes of a campsite.  

 There are 18 campsites near Redcliff (Alberta Campsites.com, n.d.) which include: 

 Gas City Campground – 97 sites 

 Ross Creek RV Park – 41 sites 

 Wildrose Trailer Park – 92 sites 

 Cottonwood Coulee Golf and RV Park – 21 sites 

 Golden Sheaf Park (Rattlesnake Lake) – 219 
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 Cavan Lake Recreational Campground – 78 sites 

 Redcliff Municipal Campground – 14 sites 

 Bow Island Centennial Park – 18 sites 

 Cypress Hills Interprovincial Park (10 campgrounds) – 415 sites 

There are 18 campsites in the area, but Jace Anderson says there is still demand for campsites. 

During the key stakeholder interviews, it was suggested that there would be enough space for 

200 campsites. This would make it the second biggest campground in the area. Additional 

research such as a business plan for a campsite is recommended for next summer. 

Offshoots from Campsite 

 Many opportunities arise if a campsite was built next to the river. Several ideas were 

suggested through the key stakeholder interviews. The first was a bridge to connect Echo Dale 

and Redcliff. Having some connection to Echo Dale would be beneficial to Redcliff as it is a 

popular area and is already established. Campers would be able to go across the river and enjoy 

the area. A bridge would be expensive and require significant funding. 

An alternative idea would be a ferry to take people across the river, however the river 

level is unstable throughout the year and further investigation would be required to see if a ferry 

would be viable. According to Alberta Transportation (n.d.), there are seven ferries in Alberta. 

All are part of Alberta’s highway network. Typically, the ferries operate from late April until 

sometime in November and on average, each ferry in Alberta holds 12 mid-sized cars. 

Projected costs are difficult to estimate. Costs would vary depending on if the ferry was 

for vehicles or people, the length of crossing, type of propulsion, and if the river required a 

shallow water boat. The U.S. Department of Transportation (n.d.) estimated a new 12-30 

passenger ferry would cost $90,000 to $300,000. Yearly operating costs for a ferry this size are 
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projected to be around $700,000. This includes labour, fuel and lubrication, maintenance, 

insurance, marketing, and management. For a ferry to carry 2-15 vehicles, costs are estimated 

from $1 million to $3 million. 

Both ideas would need to be researched further. It may be cheaper to build something 

similar to Echo Dale on the Redcliff side rather than funding a way to cross the river. 

 During the tourist surveys, results showed they were interested in a boat river tour and 

rafting. Currently, there is a river tour available through River Bend Adventures. They provide 

half day, full day, and two-day river trips from $99 to $319 per person (River Bend Adventures, 

n.d.). Tours must be planned in advance and they do not advertise. They were unsure when asked 

if they would want to increase the number of tours they do presently; they are content with how 

busy they are currently. Challenges they mentioned were gas being expensive, a dock being 

required for where tours start and end, and the water level being unstable. Further research would 

be required to determine the viability of a river tour. 

 Other ideas suggested include a zip line, an ice cream stand, a canoe and kayak rental 

shop, a fishing tour, and boat launch. It is likely these ideas would need a campsite nearby to be 

viable; additional research is recommended for next summer. 

Greenhouse Tours 

 Redcliff’s slogan is the ‘Greenhouse Capital of the Prairies’ and there are 44 greenhouse 

buildings (approx. 86 acres) within town limits. Redhat Co-op currently has 33 owners supplying 

produce with less than 10 coming from Redcliff. During the key stakeholder interviews, 

greenhouses were identified as an important part of the identity of Redcliff. However, other than 

selling produce, there is nothing relating to greenhouses for tourists to experience. 
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 In the tourist survey, participants were asked what attractions they would like to see come 

to Redcliff and 26% responded they would like to see greenhouse tours. This would be a great 

way to leverage an important part of the community. 

 

Greenhouse 

 Rick Wagenaar, a local greenhouse owner, was interviewed and asked about hosting 

greenhouse tours. He stated that he would not be interested in tours as a way to earn revenue; 

however, if the tours were able to help advertise his produce he would be all for it. This is a great 

opportunity as tours would be inexpensive or possibly free as long as they promote the fresh 

produce during them. 

 There do not seem to be many greenhouse tours available in the province. Salisbury 

Greenhouse (n.d.), near Edmonton, AB, offers school tours for young children to learn how 

plants grow and where food comes from. On Big Marble Farms (n.d.) website, located near 

Medicine Hat, AB, they say they give more tours than just about any greenhouse in the province. 
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However, there is no information available about tours and are not openly advertised. Currently, 

tours are on hold due to a recent expansion. Redcliff has an opportunity to start greenhouse tours 

and become the best tour available in Alberta.  

 Jace Anderson, Executive Director at Tourism Medicine Hat, was asked about the 

viability of greenhouse tours. He mentioned that currently there are coffee shop and brewery 

tours, which are successful, and he thinks greenhouse tours would be popular as well. He stated 

that people like experiential things and this aligns well with that. Jace said he would be willing to 

work with Redcliff to develop a greenhouse tour for the community. Following up with Jace 

Anderson is recommended. 

Value Added Produce Products 

 Tracy Stroud, Business Development Manager at Medicine Hat College, views value 

added produce products as a potential opportunity for Redcliff. Value added produce products 

refer to items such as salsa, relish, and pickles; anything you can make out of the produce grown 

locally. However, Jon Sookocheff, Director of Business Development at Invest Medicine Hat, 

says it is expensive to produce those products, specially designed buildings are required which 

Redcliff does not have, and there are many regulatory hurdles to overcome. 

 There are successful small businesses that are selling value added products to local 

markets. Huber’s Farm Market and 41 North Salsa are some examples of local value added 

products. These are typically sold at farmers markets or local greenhouse stores. 

 Challenges arise when looking to bring these products to larger markets. Theresa 

Hardiker, Executive Director at EDA, mentioned that transportation becomes a significant cost to 

take produce products to larger centres such as Calgary or Edmonton. Walter Valentini, 

Executive Director at PEP, confirmed that producing value added products is difficult in Redcliff 
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due to transportation costs to larger centres. Businesses will have a difficultly competing against 

large producers who are closer to bigger markets. 

 Locally sold value added produce products have been successful and it is recommended 

to continue to supply these products. However, there are challenges with producing for larger 

markets due to stricter regulations and transportation expenses. 

Crop Diversification 

 John Stroh, Technology Development Advisor at Alberta Innovates – Technology 

Futures, suggested that crop diversification within the greenhouses may be beneficial. He 

specifically mentioned hemp and legal poppies as some crops that could be viable. 

 A local greenhouse owner was asked about crop diversification and he said there was not 

much interest in diversifying their current crops. However, de did mention that different types of 

lettuce are a possibility. This opportunity will be limited to greenhouse owners and if they want 

to try different types of crops. 

Medical Marijuana 

 Marijuana was specifically mentioned by Jon Sookocheff, Director of Business 

Development at Invest Medicine Hat, as a significant opportunity for the community. He said the 

area is one of the most cost productive place in Canada to grow marijuana and that there is huge 

value added potential. 

 A local greenhouse owner was asked about growing marijuana. He mentioned that large 

profits were only possible if it stays as medical marijuana. He also thinks that greenhouse owners 

in the area would not be interested in growing marijuana, specifically stating that enabling and 

abuse of the plant is a concern. He personally has no interest in growing marijuana.  
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 GGS Structures Inc. is a company that designs and builds greenhouses. They say there 

are many challenges in growing medical marijuana (GGS Structures Inc., 2016). Secrecy is 

essential as owners do not want the public to be aware of the location it is being grown. 

Greenhouses are not high security buildings and can be penetrated easily. All cannabis growing 

sites need advanced security cameras, vaults, and alarm systems. Additionally, sites need 

perimeter fencing around the building. While this helps keep individuals out, it also identifies the 

contents of the building and helps it become a target. 

 Meeting regulation requirements is another challenge. There are only 34 licensed 

commercial growers in Canada and to become one the greenhouse structure must meet strict 

regulations (GGS Structues Inc., 2016). Along with extensive security standards, air filtration is 

required to ensure no pollen or odors escape. This usually means a new greenhouse must be built 

to comply with all regulations. 

 Additionally, large pharmaceutical companies are taking over the market. The top 10 

largest marijuana companies range in value from $251 million to $3 billion with enormous 

growth projections moving forward (Meehan, 2016). It will be difficult to compete against these 

large corporations, especially considering the difficult regulations surrounding greenhouse 

buildings. 

 Overall, medical marijuana does not seem viable in Redcliff. The community does not 

value it and greenhouse owners would be required to meet extensive requirements to grow 

cannabis. With large corporations providing most medical marijuana currently, it does not seem 

like a feasible opportunity. 
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Festivals/Community Events 

 During the key stakeholder interviews, more community events was the top response for 

what would give Redcliff a stronger sense of community. Community events were identified as a 

tourism opportunity as well. In the residential surveys, results showed that 21% of participants 

thought community events were an opportunity to develop further.  

Redcliff is already on the right track in identifying this opportunity with the new Fall 

Festival set to happen later this year. The following section suggests some possible community 

events that could be successful in Redcliff. 

Music Festival 

A music festival was the top response from tourism survey participants for attractions 

they would like to see in Redcliff with 41%. Jace Anderson, Executive Director at Tourism 

Medicine Hat, said there are three music festivals in Medicine Hat: Jazz, Folk, and Heliocity.  

Redcliff currently hosts a Gospel Jamboree in Lions Park annually. In 2016, it was 

reported between 600 to 700 people attended the event (Bueckert, 2016). With the high response 

rate from the survey, it seems as though most people are unaware of Gospel Jamboree. It is 

recommended this event be promoted further to ensure Redcliff and surrounding communities 

such as Medicine Hat are aware. They may also be the opportunity to enhance the event to draw 

a larger audience. 
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Redcliff Gospel Music Jamboree 

In addition, there may be more opportunities to host different types of music festivals. 

Additional research is recommended to identify which types of festivals residents and tourists 

want. 

Farm-to-Table 

 Farm-to-Table (sometimes referred to as Farm-to-Fork) is a growing trend. It is a “social 

movement which promotes serving local food at restaurants … preferably through direct 

acquisition from the producer.” (Watts, 2017). While some restaurants are serving more local 

food, one-time events are becoming popular as well. Alberta Open Farm Days (n.d.) is a two-day 

event that provides local foods for people to try and Neubauer Farms, near Medicine Hat, is 

hosting a meal with all local produce and meat as a fundraiser (Kalinowski, 2017). 

 Maple Creek, SK, has put themselves on the map with their annual “Taste of Maple 

Creek Festival’ (Maple Creek News, 2014). Downtown is blocked off and local food 

establishments set up booths for visitors to sample. People from as far as Swift Current, SK, and 

Medicine Hat, AB, are drawn to this event. Annie Dietrich, Community and Economic 
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Development Officer for the Town of Maple Creek, said it is a great event to showcase all the 

local food so people know what is available (Empey, 2015). She added that the event is growing 

every year and it was so popular during the previous year that many booths ran out of food 

With the local produce from the greenhouses, there is an opportunity for Redcliff to host 

a farm-to-table meal for residents and tourists. It would showcase the food grown in the area and 

help bring attention to the community. 

Tomato Fight 

 Tomato fights became popular from the famous La Tomatina in Spain and are flourishing 

across the festival scene in the United States (Everything Tomatoes.net, n.d.). More notable 

events include Tomato Battle Seattle, located on the Pacific Coast, Tomato Battle NorCal, 

located near San Francisco bay area, and New York Tomato Blast, located in New York City. 

With the local greenhouses, there is an opportunity to use tomatoes and possibly other produce 

that cannot be sold to host a big food fight. 

Taste of Maple Creek Food Festival 
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 The birthplace of this event, La Tomatina, expects 20,000 people to attend the event 

(Telegraph Video, 2016). Other attendance numbers for events in the states are not available.  

New York Tomato Blast 

 A local greenhouse owner was questioned about a food fight. He said that he is unsure of 

the idea; however, he said if the event promotes people to buy local produce he would be willing 

to consider helping with an event. 

 This is another way for the community to promote being the ‘Greenhouse Capital of the 

Prairies’. This would be a unique event to attract peoples’ attention. 

Colour Festival 

 “Festival of Colours, also known as Holi, is the modern American version of a traditional 

Indian Holi Festival.” (Festival of Colors, n.d.). It is an event where powdered paint is thrown 

and participants become covered in color. It has become popular with 5 kilometre runs such as 

‘The Color Run’ and ‘Color Me Rad’. Redcliff could host a run or hold an event at a local park. 
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Color Me Rad in Edmonton, AB 

According to Bulwa (2013), there were more than 50 Color Run events and 600,000 

participants around the United States in 2012. This would average 12,000 per event. There is a 

chance Redcliff is too small to host an event put on by the large organizations such as ‘The Color 

Run’ or ‘Color Me Rad’. However, the community could potentially host their own version.  

 Shift 

 Jace Anderson, Executive Director at Tourism Medicine Hat, recommended a program 

ran by Travel Alberta called Shift. Shift is an experiential travel training program designed for 

tourism businesses and organizations who want to learn about creating an attractive tourism 

experience (Travel Alberta, n.d.). For $1,000, an individual who has a new tourism idea or wants 

to enhance an already existing attraction may participate in this 3.5-day program. The course is 

designed to take your project and help bring it to market. If done successfully, the $1,000 will be 

reimbursed (Travel Alberta, 2015). This is a great program to participate in to help start a new 

attraction or event and should be considered be Redcliff.  
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Famers market 

During the community survey, 34% of participants identified farmer’s markets as an 

opportunity Redcliff should pursue. However, when Rick Wagenaar, local greenhouse owner, 

was questioned about farmer’s markets, he did not think farmer’s markets would work well with 

the greenhouses. He said that each greenhouse has their own store and their uniqueness is what 

brings people in. He also mentioned that there is no benefit to the greenhouses as customers 

would buy their produce in grocery stores anyways. If Redcliff pursues farmer’s markets it is 

likely greenhouses will not participate. 

Visitor centre 

 Redcliff has a visitor centre in the Redcliff Museum. It is not open during the winter 

months. See Appendix V for all brochures available at the visitor centre regarding Redcliff. 

Traditionally, visitor centres have provided information for tourists, but as tourism has evolved 

so has the role of visitor centres (Gill, n.d.). Not only do they provide information, but they also 

generate revenue, collect data on visitors, market the destination, and engage the local 

community. If Redcliff focuses more on tourism in the future, it is recommended that the visitor 

centre be updated and provide better information about local attractions. Additional research 

about a visitor centre is recommended for next summer. 

Ideas to look further into 

 Due to the timeline of this project, not all opportunities identified were able to be 

researched. The following section lists other opportunities that were identified during the course 

of this project. 
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Other Support Services 

 Besides custom manufacturing, the renewable energy projects in the area will require 

support services such as water, food, housing accommodations, welders, electricians, toilets, 

road construction, and social opportunities when workers have time off. This is not a 

comprehensive list and additional research is recommended. 

Smart Housing 

 A smart house is defined as a home which “distributes commands and information via 

wireless network to electrical appliances, information gadgets, and other internet-based 

applications via an ubiquitous home network” (Li, Li, Mak, & Tang, 2016). There are three 

generations of smart home technologies which have been proposed: 

1. Wireless technology and proxy server home automation 

2. Artificial intelligence controls electrical devices 

3. Robot who can interact with human beings 

Smart home products are available, but are not popular because of the high cost and difficulty 

to install (Li et al., 2016). However, it is expected that as tech giants become aware of the 

opportunity, cheaper reiterations will be produced and made accessible to everyone. Additional 

research is recommended. 

Food Trucks 

 During the community survey, 15% of participating residents listed food trucks as an 

opportunity Redcliff should develop further. Redcliff should look further into this opportunity. 

Medicine Hat has many successful food trucks and this opportunity could be viable within 

Redcliff. Additional research is required. 
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Jordan Zukowski, Planning Specialist for the Town of Redcliff, was contacted about by-

laws regarding food trucks. She said there were no by-laws pertaining to food trucks. It is 

recommended that town council implement by-laws about food trucks. 

Restaurants 

 During the key stakeholder interviews, restaurants were identified as an opportunity for 

Redcliff. The community survey found 30% of participants thought Redcliff should pursue this 

opportunity. Additionally, 21% of the tourists who completed the survey said they would eat at a 

local restaurant. 

 Some suggestions for possible restaurants in Redcliff include: 

 Fish and chips 

 A family restaurant 

 Indian cuisine 

 A restaurant that uses local produce 

Theresa Hardiker, Executive Director at EDA, foresees that a restaurant will only be 

successful if it can draw people from outside Redcliff such as from Medicine Hat and CFB 

Suffield. Robyn’s Classics did close over the summer citing minimum wage increases, carbon 

tax, the present economy, and franchises moving into the community as reasons why. This 

opportunity will require additional research. 

Drive-in Theatre 

 Theresa Hardiker, Executive Director at EDA, suggested a drive-in theatre. According to 

Robinson (2016), there are no drive-in theatres in Alberta. However, a resident of Medicine Hat 

has converted an old bus into a mobile outdoor theatre so there is another competitor in the area 

(Chat TV, 2014). This has the potential to draw residents and visitors from surrounding areas. A 
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drive-in theatre could also pair well with a campsite by the river. Additional research is 

recommended. 

Eco-tourism 

 Tracy Stroud mentioned if Redcliff develops a net-zero community there could be 

potential to attract tourists to view the project. Additional research is recommended. 
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Recommendations 

 Top recommendations are listed in order of quickness to implement. 

1) Greenhouse Tours 

Since Redcliff has the slogan ‘Greenhouse Capital of the Prairies’, it aligns well to start 

having greenhouse tours. It benefits the local greenhouse owners as they can promote their 

brands and they will draw tourists into the community. Contacting Jace Anderson, Executive 

Director at Tourism Medicine Hat, is recommended. 

2) Community Events 

There was much interest shown for having more community events. It is recommended 

that Redcliff looks into hosting more events for residents and tourists. The Shift program would 

be able to help develop some events for the community. Contacting Jace Anderson, Executive 

Director at Tourism Medicine Hat, is recommended. 

3) Campsite 

It is recommended that a campsite by the river be developed. The campsite would help 

draw tourists into the community, which would help other local businesses. Once developed, it is 

likely small businesses would open to provide activities and services to campers. 

4) Green Community 

After conducting four months of research and analysis of the Town of Redcliff, results 

have showed the town is a happy and healthy community. There is a strong sense of community 

among residents and a lot of community pride. According to the 10 successful community 

analysis, Redcliff has similar traits to many of the top communities. The main reasons people 

move to these communities include small town feel, family orientated, parks and greenspace, 

great schools, cheaper living expenses, and bigger lots. All of these attributes were identified 
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throughout the research and shows Redcliff is an attractive community. 

However, there is some concern considering a 0.2% growth rate for the last five years. 

Advertising the community more effectively is important so there is an awareness of everything 

Redcliff offers. One possibility Redcliff has to help attract attention is to position themselves as a 

green community. As society moves towards living green, Redcliff can take advantage of this 

trend. Redcliff is already doing a great job with the local greenhouses, the many parks and trails, 

and the riverside. Yet, there is opportunity to make an even better community. Incorporating a 

green vision into the mission statement would help direct the town in the future. With potential 

to add attractions such as greenhouse tours, a net-zero community, and a net-zero seniors home, 

it will help position Redcliff as an innovative and forward-thinking community. They can grow 

from greenhouses to green homes. Redcliff has all the traits of a successful community; 

positioning themselves as a green community will allow the town to take the next step towards a 

thriving, growing community. 

5) Net-Zero Homes 

Redcliff is looking to develop the eastside of the community. A net-zero community 

would help attract people to move into the new homes as Redcliff’s growth rate over the last 5 

years is 0.2%. It would also be a great marketing tool for the town and could attract international 

attention. Additionally, it opens up opportunities for eco-tourism. 

6) Custom Manufacturing 

With large renewable energy projects coming and CFB Suffield nearby, it is 

recommended that custom manufacturing businesses come to Redcliff. They could gain a 

competitive advantage from being close to the buyers and many buildings in Redcliff are ideal 

for production purposes.  



62 

Works Cited 

Alberta Campsites.com. (n.d.). Retrieved from http://www.albertacampsites.com/index.php 

Alberta Open Farm Days. (n.d.). About Alberta open farm days. Retrieved from 

http://albertafarmdays.com/about-open-farm-days/ 

Alberta Transportation. (n.d.). Ferries. Retrieved from 

http://www.transportation.alberta.ca/1965.htm 

Beuckert, A. (2016, October 6). 2016 gospel music jamboree serves hundreds. Retrieved from 

https://emcmessenger.ca/2016/10/06/churches-october-2016-1/ 

Big Marble Farms. (n.d.). Alberta grown. Retrieved from http://www.bigmarble.ca/alberta-

grown 

Bulwa, D. (2013, March 2). Color run attracts casual athletes. Retrieved from 

http://www.sfgate.com/bayarea/article/Color-Run-attracts-casual-athletes-4323389.php 

Canada Green Building Council. (n.d.). Mission and vision. Retrieved from 

http://www.cagbc.org/CAGBC/About_Us/MissionVision/CAGBC/AboutUs/Mission.asp

x?hkey=9ad72147-a284-4ec3-82d3-bb53451a81a7 

California zero net energy homes. (2013). About the California zne residential action planning 

effort. Retrieved from http://www.californiaznehomes.com/about 

Canmet Energy. (2009). Community energy case studies: Drake landing solar community. 

Retrieved from 

https://www.nrcan.gc.ca/sites/www.nrcan.gc.ca/files/canmetenergy/files/pubs/DrakesLan

ding(ENG).pdf 

Captain Cash. (n.d.). The Canadian middle class – where do you fit in?. Retrieved from 

https://captaincash.ca/blog/the-canadian-middle-class-where-do-you-fit-in/ 



63 

Carr, R. (2013, May 20). Cost reductions push net zero starts in seniors housing. Retrieved from 

http://www.nreionline.com/seniors-housing/cost-reductions-push-net-zero-starts-seniors-

housing 

Chat TV. (2014, April 23). Mobile drive-in movie theatre gears up for launch. Retrieved from 

http://chattelevision.ca/__news/mobile-drive-in-movie-theatre-gears-up-for-launch/ 

CMHC. (n.d.). Net-zero energy housing. Retrieved from https://www.cmhc-

schl.gc.ca/en/co/grho/grho_020.cfm 

Community Broadband. (n.d.). Community broadband faqs. Retrieved from https://community-

broadband.ca/faq 

DLSC. (n.d.). Welcome to drake landing solar community. Retrieved from https://www.dlsc.ca/ 

Empey, S. (2015, August 13). Maple Creek food festival this weekend. Retrieved from 

https://www.swiftcurrentonline.com/local/maple-creek-food-festival-this-weekend 

Everything Tomatoes.net. (n.d.). Tomato fights. Retrieved from http://www.everything-

tomatoes.net/Tomato_Fights.html 

Festival of Colors. (n.d.). Frequently asked questions. Retrieved from 

http://www.festivalofcolors.us/faq.html 

Gall, K. (2015, May 29). Would you move to the town of Olds for its gigabit age internet speed?. 

Retrieved from http://calgaryherald.com/life/swerve/would-you-move-to-the-town-of-

olds-for-its-gigabit-age-internet-speed 

Gasparro, P. (2015, August 26). New and emerging trends in seniors housing. Retrieved from 

https://www.reminetwork.com/articles/new-and-emerging-trends-in-seniors-housing/ 



64 

GGS Structures Inc. (2016, Oct 27). Cannabis greenhouse vs marijuana warehouse growing. 

Retrieved from http://ggs-greenhouse.com/marijuana/blog/cannabis-greenhouse-vs-

marijuana-warehouse-growing 

GGS Structures Inc. (2016, August 22). Canadian regulations changing greenhouse medical 

marijuana production. Retrieved from http://ggs-greenhouse.com/blog/canadian-

regulations-changing-greenhouse-medical-marijuana-production 

 

Gill, S. (n.d.). 5 roles of a good destination information center. Retrieved from 

http://www.solimarinternational.com/resources-page/blog/item/158-5-roles-of-a-good-

destination-information-center 

Government of Alberta. (2010, September). A profile of Alberta seniors. Retrieved from 

http://www.seniors-housing.alberta.ca/documents/Seniors-Profile-2010.pdf 

Dodge, D. & Thompson, D. (2017, April 18). Dawning of the age of affordable net-zero homes. 

Retrieved from http://www.greenenergyfutures.ca/episode/affordable_net-zerog 

Kalinowski, T. (2017, July 11). Farm to table event showcases local foods. Retrieved from 

http://medicinehatnews.com/news/local-news/2017/07/11/farm-to-table-event-

showcases-local-foods/ 

Lethbridge Biogas. (n.d.). Our plant. Retrieved from http://www.lethbridgebiogas.ca/our-plant/ 

Li, R., Li, H., Mak, C., & Tang, T. (2016). Sustainable smart home and home automation: Big 

data analytics approach. Retrieved from 

http://www.sersc.org/journals/IJSH/vol10_no8_2016/18.pdf 

Maple Creek News. (2014). A culinary destination. Retrieved from 

http://www.maplecreeknews.com/wp-content/images/SSW-2014.pdf 



65 

McNally, M. B., McMahon, R., Rathi, D., Pearce, H., Evaniew, J., & Prevatt, C. (2016). 

Understanding community broadband: The Alberta broadband toolkit. Retrieved from 

https://era.library.ualberta.ca/files/dv13zx070/Understanding%20Community%20Broadb

and%20-%20The%20Alberta%20Broadband%20Toolkit%20Compressed.pdf 

Meehan, M. (2016, December 28). 10 largest marijuana companies raking in huge profits. 

Retrieved from http://hightimes.com/business/10-largest-marijuana-companies-raking-in-

huge-profits/ 

Moore, Sandra. (2017). Southeast Alberta energy diversification report: Our region, our jobs, our 

communities. Retrieved from 

file:///C:/Users/Step3_business/Downloads/Southeast%20Alberta%20Energy%20Diversi

fication%20Report_March%202017%20(1).pdf 

Oxford Living Dictionaries. (n.d.). Broadband. Retrieved from 

https://en.oxforddictionaries.com/definition/broadband 

PlanET Biogas. (n.d.). General information. Retrieved from http://www.planet-biogas.ca/info/ 

Policy Development and Research. (n.d.). El Paso, Taxes: Net-zero energy housing for seniors. 

Retrieved from https://www.huduser.gov/portal/casestudies/study_10072014_1.html 

Province of British Columbia. (2016). Climate leadership plan. Retrieved from 

https://climate.gov.bc.ca/app/uploads/sites/13/2016/10/4030_CLP_Booklet_web.pdf 

Risae. (2016, June 16). Net zero and passive house – the future of home building. Retrieved from 

https://www.echotape.com/2016/06/07/net-zero-passive-house-future-home-building/ 

River Bend Adventures. (n.d.). Tour information. Retrieved from 

http://www.riverbendjetboattours.com/tour-information.htm 



66 

Robinson, J. (2016, May 17). Summer date idea: All the drive ins across Canada. Retrieved from 

http://www.flare.com/celebrity/entertainment/drive-in-theatres-canada/ 

Rouse, M. (2017). Definition smart city. Retrieved from 

http://internetofthingsagenda.techtarget.com/definition/smart-city 

Salisbury Greenhouse. (n.d.). Book a tour. Retrieved from 

http://www.salisburygreenhouse.com/about-us/community/book-a-tour/ 

Statistics Canada. (2015, November 27). Nhs profile, Redcliff, t, Alberta, 2011. Retrieved from 

http://www12.statcan.gc.ca/nhs-enm/2011/dp-

pd/prof/details/Page.cfm?Lang=E&Geo1=CSD&Code1=4801018&Data=Count&Search

Text=Redcliff&SearchType=Begins&SearchPR=01&A1=All&B1=All&GeoLevel=PR&

GeoCode=10#tabs1 

Statistics Canada. (2017, April 14). Census profile, 2016 census Redcliff, town [census 

subdivision], Alberta and Redcliff [population centre], Alberta. Retrieved from 

http://www12.statcan.gc.ca/census-recensement/2016/dp-

pd/prof/details/page.cfm?Lang=E&Geo1=CSD&Code1=4801018&Geo2=POPC&Code2

=1550&Data=Count&SearchText=Redcliff&SearchType=Begins&SearchPR=01&B1=A

ll&TABID=1 

Statistics Canada. (2017, July 21). Census profile, 2016 census Redcliff, town [census 

subdivision], Alberta and Redcliff [population centre], Alberta. Retrieved from 

http://www12.statcan.gc.ca/census-recensement/2016/dp-

pd/prof/details/page.cfm?Lang=E&Geo1=CSD&Code1=4801018&Geo2=POPC&Code2

=1550&Data=Count&SearchText=Redcliff&SearchType=Begins&SearchPR=01&B1=A

ll&TABID=1 



67 

Telegraph Video. (2016, August 31). Thousands take part in la tomatina festival 2016. Retrieved 

from http://www.telegraph.co.uk/news/2016/08/31/watch-live-la-tomatina-festival-gets-

underway/ 

The Praxis Group. (2009). Recreational vehicle camping in Alberta: A demand and supply side 

perspective. Retrieved from https://www.culturetourism.alberta.ca/tourism/research-and-

statistics/other-tourism-studies/domestic-tourism-

research/pdf/RVCamping_FinalReport.pdf 

Town of Redcliff. (2015). Eastside area structure plan. Retrieved from 

http://www.redcliff.ca/download/bylaws/Bylaw%20No.%201807%20(2015)%20(Active)

%20Easte%20Side%20Area%20Structure%20Plan.pdf 

Town of Redcliff. (n.d.). Community history. Retrieved from http://www.redcliff.ca/community-

profile-history/ 

Town of Redcliff. (n.d.). Residents. Retrieved from http://www.redcliff.ca/residents/ 

Travel Alberta. (2015). Shift. Retrieved from 

http://11bbf.wpc.azureedge.net/8011BBF/cms/~/media/Industry/Files/events/webinar/SH

IFTprogram.pdf 

Travel Alberta. (n.d.). Shift: Transforming products to experiences. Retrieved from 

http://industry.travelalberta.com/resources/industry-development/shift 

U.S. Department of Transportation. (n.d.). Ferry lifecycle cost model for federal and land 

management agencies. Retrieved from 

https://ntl.bts.gov/lib/44000/44200/44245/Ferry_Lifecycle_Cost_Model_User_s_Guide.p

df 



68 

Watts, C. (2017). Nutrition trend: The farm to table movement. Retrieved from 

http://www.compassnutrition.com/healthy-regards/2017/3/14/nutrition-trend-the-farm-to-

table-movement 

WiseGeeks. (n.d.). What is custom manufacturing. Retrieved from 

http://www.wisegeek.com/what-is-custom-manufacturing.htm 

  



69 

 

  



70 

Appendix I – Key Stakeholder Interview Questions 

1. What does Redcliff mean to you? 

2. What are the core values in the community? 

3. What is the cultural background of the community? 

4. What does success look like for Redcliff in 5 years? 10? 20? 

5. What is special about Redcliff that would attract people here? (Competitive Advantage) 

6. Is it important for Redcliff to establish a separate identity from Medicine Hat? 

7. If yes to #7 what is Redcliff’s identity? 

8. What would give Redcliff a stronger sense of community? 

Business 

1. What are the community’s strengths regarding Business? 

2. What are the community’s weaknesses regarding Business? What doesn’t exist in 

Redcliff that you would like to see? 

3. What are the community’s opportunities regarding Business? 

4. What are the community’s threats regarding Business? 

5. How do you think the community should market to potential businesses? 

Residential Living 

1. What are the community’s strengths regarding residential living? 

2. What are the community’s weaknesses regarding residential living? What doesn’t exist in 

Redcliff that you would like to see? 

3. What are the community’s opportunities regarding residential living? 

4. What are the community’s threats regarding residential living? 

5. What can the community do to retain their current residents? 

6. How do you think the community should market to potential new residents? 

Tourism 

1. What are the community’s strengths regarding tourism? 

2. What are the community’s weaknesses regarding tourism? 

3. What are the community’s opportunities regarding tourism? 

4. What are the community’s threats regarding tourism? 

5. How do you think the community should market to potential tourists? 
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0 2 4 6 8 10 12

Safe place to raise a family

Small town feel

Support each other

Home

What does Redcliff mean to you?

0 1 2 3 4 5 6 7

Know everyone

Community pride

Small town feel

Friendliness

What are the core values in the community?

Appendix II – Redcliff Key Stakeholder Interview Results 
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Open minded

Close-knit family

What is the culture of the community

0 1 2 3 4 5 6 7 8

New school

Expand residential area on east side

Resurgence of commercial business

More businesses

Diversify economy

Normal development

What does success look like for Redcliff in 
5/10/20 years?
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Quiet

Feel safe

Climate

Bedroom community

Bigger lots and cheaper than MH

Recreational facilities

Small town feel with big ciy benefits

What is special about Redcliff that would attract 
people here?

Yes
71%

No
29%

Is it important for Redcliff to establish a 
separate identity from Medicine Hat?
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Safe place to raise a family

Greenhouses

Shifting away from greenhouses

Small town feel

What is Redcliff's identity

0 1 2 3 4 5 6

Better communication between town and
residents

Community Hall

More participation in events

More volunteers

More community events

What would give Redcliff a stronger sense of 
community?
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0 1 2 3 4 5 6

Available land

Bakery

Home hardware

Redhat Co-op

Residents loyal to local businesses

Greenhouses

Municipality is accommodating

Highway

What are the community's strengths regarding 
Business?

Appendix III – Redcliff Business SWOT Analysis 

 

Strengths 

 Highway 

 Municipality is accommodating 

 Greenhouses 

 Residents loyal to local businesses 

 Redhat Co-op 

 Home Hardware 

 Bakery 

 Available land 

Weaknesses 

 No public transportation 

 Grocery store 

 Proximity to Medicine Hat 

 No Chamber of Commerce 

Opportunities 

 Diversify industries 

 Downtown revitalization 

 Restaurants 

 Biomass 

 Coffee shop/Café 

 Green energy 

Threats 

 Economy 

 Medicine Hat 
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0 0.5 1 1.5 2 2.5 3 3.5

No Chamber of Commerce

Proximity to Medicine Hat

Grocery store

No public transportation

What are the community's weaknesses regarding 
Business?

0 0.5 1 1.5 2 2.5 3 3.5 4 4.5

Green energy

Coffee shop

Biomass

Restaurants

Downtown revitalization

Diversify industries

What are the community's opportunities 
regarding Business?
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0 1 2 3 4 5 6

Economy

Medicine Hat

What are the communitiy's threats regarding 
Business?

0 1 2 3 4 5 6 7

Improve website

Economic development specific for town

Proximity to MH

Small town - less expensive

Cheaper taxes than Medcine Hat

Incentives

Advertise

How do you think the community should market 
to potential businesses
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Appendix IV – Redcliff Residential SWOT Analysis 

 

Strengths 

 Recreation 

 Affordable Housing 

 Quiet 

 Everything is within walking distance 

 Trails 

 Great school system 

 Small town feel 

 Clean streets 

 Neighbours 

 Large lots 

Weaknesses 

 No high school 

 No public transit 

 No senior’s facility 

 Need more housing 

 No recycling 

Opportunities 

 New senior’s facility 

 High School 

 Infrastructure 

 Develop more housing 

Threats 

 Medicine Hat 

 Economy 

 

  



79 

0 1 2 3 4 5 6 7

Large lots

Neighbours

Clean streets

Small town feel

Great school system

Trails

Everything is within walking distance

Quiet

Affordable housing

Recreation

What are the community's strengths regarding 
residential living?

0 1 2 3 4 5 6

No recycling

Need more housing

Senior's facility

No public transit

No high school

What are the community's weaknesses regarding 
residential living?
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Develop more housing

Infrastructure

High school

New senior's facility

What are the community's opportunities 
regarding residential living?

0 0.5 1 1.5 2 2.5 3 3.5

Economy

Medicine Hat

What are the communitiy's threats regarding 
residential living?
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0 0.5 1 1.5 2 2.5 3 3.5 4 4.5

Keep culture facilities updated

Need young people

Keep taxes status quo

Senior's facility

High school

Keep jobs

What can the community do to retain their 
current residents

0 1 2 3 4 5 6 7

Slogan does not capture people

Showcase culture facilities

Housing prices are lower

Greenhouses

New jobs

Small town feel

How do you think the community should market 
to potential new residents
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Appendix V – Visitor Centre Brochures 

  



83 

 

  



84 

 

  



85 

 

  



86 

  



87 

  



88 

0 1 2 3 4 5 6 7

Cliffs

Museum

Trails

Parks

Pool

River Valley

Redcliff Days

Campground

Golf course

Ball Diamonds

Mountain biking

What are the community's strengths regarding 
Tourism?

Appendix VI – Redcliff Tourism SWOT Analysis 

 

Strengths 

 Mountain Biking 

 Ball Diamonds 

 Golf course 

 Campground 

 Redcliff Days 

 River Valley 

 Pool 

 Parks 

 Trails 

 Museum 

 Cliffs 

Weaknesses 

 No marketing for what is here 

 No decent hotels 

 No visitor centre 

 Cultural facilities needs updating 

 Size of campground/not modern 

 No outdoor café 

 No leverage of slogan 

Opportunities 

 Coffee shop/café 

 Senior’s homes 

 Campsite by river 

 Partner with Medicine Hat Tourism 

 River tour 

 Boat rentals 

 Market Redcliff Days better 

Threats 

 Proximity to Medicine Hat 

 Aging Infrastructure 

 Community may not want tourists 
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No leverage of slogan

No outdoor café

Size of campground/not modern

Cultural facilities needs updating

No visitor centre

No decent hotels

No marketing for what is here

What are the community's weaknesses regarding 
Tourism?

0 0.5 1 1.5 2 2.5 3 3.5

Farmer's market

Visitor Centre

Promote bike park

More community events

Campsite by river

Marketing

Greenhouse tours

What are the community's opportunities 
regarding Tourism?
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Community may not want tourists

Aging Infrastructure

Proximity to Medicine Hat

What are the communitiy's threats regarding 
Tourism?

0 2 4 6 8 10

Better website

Market what we do have

How do you think the community should market 
to potential Tourists
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Less than 10
2%

10-15
15%

16-18
3%

19-29
13%

30-39
24%

40-49
14%

50-59
12%

60 and over
17%

What is your age?

Under $5,000
18%

$5,000 to $9,999
4%

$10,000 to $14,999
5%

$15,000 to $19,999
4%

$20,000 to 
$29,999

8%
$30,000 to 

$39,999
10%

$40,000 to 
$49,999

8%

$50,000 to 
$59,999

6%

$60,000 to 
$79,999

8%

$80,000 and over
16%

Prefer not to disclose
13%

What is your yearly income (All ages)?

Appendix VII – Redcliff Community Member Survey Results 
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Under $5,000
3%

$5,000 to $9,999
4%

$10,000 to 
$14,999

5%

$15,000 to $19,999
5%

$20,000 to $29,999
9%

$30,000 to $39,999
12%

$40,000 to $49,999
10%

$50,000 to 
$59,999

8%

$60,000 to $79,999
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$80,000 and over
20%

Prefer not to disclose
14%

What is your yearly income (19 and over)?
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Born and/or raised in 
Redcliff

26%

Family/Spouse
24%

Housing/Rental 
Price
17%

Work
25%

Climate
1%

Not Applicable
2%

Other
5%

What made you move/stay/work in Redcliff?

1% to 25%
53%26% to 50%

29%

51% to 74%
11%

75% to 99%
3%

Everything (100%)
1%

Never (0%)
3%

Whar is the percentage of shopping you do in 
Redcliff?
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No - I would still go 
elsewhere

17%

No - The current 
times are sufficient

34%

Yes
49%

Would you be more inclined to shop in Redcliff 
if local businesses were opened longer?

Food/Beverage
31%

Retail
41%

Dry Cleaners
4%

Agriculture Supply 
Store

6%

Carpentry
6%

Hotels
12%

What businesses are missing from Redcliff?
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More Greenhouses

Agri-tourism

Museum
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Community Garden

Hosting Sports Tournaments

Senior Housing

Green Energy

Tourism

Hotels/Bed & Breakfast

Food Trucks

Coffee Shop/Café

Community Events

Affordable Housing

Restaurants

Campsite by River

Activities for Families

Local Farmer's Market

High School

What are the top 3 opportunities Redcliff 
should develop further?

Daily
15%

Monthly
11%

No
56%

Weekly
18%

Would you use public transit if it were 
available between Redcliff and Medicine 

Hat
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History
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Less than 10
1%

10-15
10%

16-18
5%

19-29
15%

30-39
32%

40-49
16%

50-59
9%

60 and over
12%

What is your age?

Under $5,000
9%

$5,000 to $9,999
5%

$10,000 to $14,999
4%

$15,000 to $19,999
2%

$20,000 to $29,999
4%

$30,000 to $39,999
6%

$40,000 to 
$49,999

10%

$50,000 to $59,999
6%

$60,000 to $79,999
14%

$80,000 and over
23%

Prefer not to disclose
17%

What is your yearly income (All ages)?

Appendix VIII – Redcliff Tourist Survey 
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$50,000 to 
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$60,000 to $79,999
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$80,000 and over
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Prefer not to disclose
14%

What is your yearly income (19 and over)?
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Medicine Hat
77%

Cypress County
5%

Alberta
14%

Other
4%

Where are you from?

Family/Friends
47%

Know it is an annual 
event
26%

Website/Social 
media
14%

Radio
10%

Poster
1%

Newspaper
1%

Other
1%

How did you hear about Redcliff Days?
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First Time
3%

Weekly
19%

Monthly
40%

Only for 
Events/Festivals

20%

Yearly
2%

Daily
4%

Other
12%

How often do you visit Redcliff?
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Walk/Bike on the local trails
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What  tourist attractions would you 
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70%
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30%

Would you visit Redcliff more frequently if 
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Other
4% Cypress 

County
7%

Medicine Hat
34%

Redcliff
55%

Where are you from?

Appendix IX – Pool Survey Results 
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0 2 4 6 8 10 12 14 16 18

More shopping

Music shop

Nicer off-leash areas

Connect 9th Avenue to Saamis Dr

Redevelop old commercial/industrial areas

Better Public Services

Needs more business opportunities

Legal graffiti wall

Family restaurant

Greenhouses

Bridge to link Echo Dale and Redcliff

Proud to be from the Greenhouse Capital of the Prairies

Do not change the logo or slogan

More family/youth activities

Upgrade pool building/make grassy area larger

Trail between Medicine Hat and Redcliff

Better advertising of town/community events/bike trails

Pool is great

Public transit

Recycling program/depot

I love Redcliff

Great place to live

Additional comments about the community

Appendix X – Redcliff General Feedback Survey Results 
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Agriculture
9%

Banking
4%

Construction
4%

Environmental
4%

Florist
5%

Grocery Store
5%Beauty salon

9%Retail
41%

Services
14%

Veterinarian
5%

What is the primary business activity 
conducted by your company

Sole Proprietor
27%

10-49 people
32%

2-5 people
27%

6-9 people
14%

How many people do you employ?

Appendix XI – Redcliff Business Survey Results 
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No
27%

Yes
73%

Does your business have a 
website?
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None

Town willing to accommodate your needs

Taxes

Buildings available

Transportation (#1 Highway)

Proximity to Medicine Hat

Residents support local business

What are Redcliff's strengths regarding business?
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What are the skills within the Redcliff workforce?
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Taxes
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People work at home

Proximity to Medicine Hat

Not enough workers

No public transit

Small customer base

What are Redcliff's challenges regarding business
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Poor

Fair

Good

Excellent

What is your general impression of Redcliff as a 
place in which to do business?
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Don't limit growth. Growth benefits all

Government regulation

Need to look at bringing business that will draw
people to move here. I.e. Manufacturing

Look into public transit

How should Redcliff's business challenges be addressed?
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  



108 

0 0.5 1 1.5 2 2.5

Expansion of Greenhouses

Lady's Clothing

Grocery Store

Something for small children and families that is
year round

Tourism

Popular restaurants
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Recycling

Manufacturing

What business opportunities do you see in Redcliff?
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Downsize

Close
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Relocate

Expand
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Within the next 3 years, which of the following do 
you plan to do?
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Recycling

Interest

Taxes

Rent

Utilities
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Wages

What is your businesses biggest expense?
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Paper
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Garbage

What are the three largest wastes for your business
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Never (0%)

2

3

4

Absolutely (100%)

How likely are you to install solar panels on your 
business in the next 5 years?
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Pressure from customers

Reduce environmental footprint

Not interested

Lower monthly expenses

Incentives

Cannot due to leasing current building

Cheaper overall cost

What would help you increase your likelihood of 
installing Solar Panels?
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Stay open when there are appointments

Not Applicable

Yes

No

From my preliminary survey 50% of people who either live 
or work in Redcliff said they would shop more in Redcliff if 

businesses were opened longer. With this information, 
would you consider having longer hours?
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Appendix XII – Map of Palliser Economic Partnership Region 
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Appendix XIII – Similar Community Questions 

 

1. What are your community’s strengths regarding Business? 

2. What are your community’s weaknesses regarding Business? 

3. What are your community’s opportunities regarding Business? 

4. What are your community’s threats regarding Business? 

5. What are your community’s strengths regarding tourism? 

6. What are your community’s weaknesses regarding tourism? 

7. What are your community’s opportunities regarding tourism? 

8. What are your community’s threats regarding tourism? 

9. What partnerships do you have to help make both communities successful? 

10. Is there public transit? If yes, who operates it? If no, is it a need in the community? 

11. What are the main reasons people move to your community. 
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Appendix XIV – List of 40 Similar Communities 

Towns Larger Centre 2016 Pop 2011 Pop 2006 Pop 

Belgrade, MT Bozeman 
 

7389 5728 

Blackfalds, AB Red Deer 9328 6300 4618 

Box Elder, SD Rapid City 9348 7800 
 

Brandon, SD Sioux Falls 9923 8785 
 

Coaldale, AB Lethbridge 8215 7493 6177 

Cornwall, PEI Charlottetown 5348 5162 
 

Dupont, WA Lakewood 9313 8199 
 

Duvall, WA Seattle 7639 6695 
 

Fruitland, ID Caldwell 5087 4684 
 

Gananoque, ON Kingston 
 

5194 
 

Harrisburg, SD Sioux Falls 5734 4089 
 

Innisfail, AB Red Deer 7847 7876 7331 

Jordan, MN Minneapolis 6076 5470 
 

Ladysmith, BC Nanaimo 8537 7921 
 

Laurel, MT Billings 
 

6718 6255 

Liberty Lake, WA Spokane 8637 7591 
 

Livingston, MT Bozeman 
 

7044 6851 

Martinsville, SK Saskatoon 9645 7716 4968 

Medina, MN Minneapolis 5973 4892 
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Middleton, ID Caldwell 6828 5524 
 

Minnetrista, MN Minnetonka 7178 6384 
 

North Bend, WA Seattle 6578 5731 
 

Orting, WA Tacoma 7266 6746 
 

Pacific, WA Auburn 7079 6606 
 

Portugal Cove - St Philip's, NL St Johns/Mount Pearl 8147 7366 
 

Qualicum Beach, BC Victoria 8943 
  

Quincey, WA Wenatchee 7355 6750 
 

Rathdrum, ID Coeur d'Alene 7538 7365 
 

Ridgefield, WA Vancouver 6123 4763 
 

Star, ID Caldwell 7797 5793 
 

Steilacoom, WA Tacoma 6122 5985 
 

Stonewall, MB Winnipeg 
 

4536 4376 

Stratford, PEI Charlottetown 9706 8574 
 

Torbay, NL St. Johns 7899 7397 
 

View Royal, BC Victoria 10858 
  

Waite Park, MN St. Cloud 7517 6715 
 

Warman, SK Saskatoon 11020 7104 4764 

Watford City, ND Williston 
 

6708 1744 

Whitefish, MT Kalispell 
 

6357 5032 

Yelm, WA Olympia 8223 6848 
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Service

Agriculture

Technology
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Manufacturing

Retail

Industrial

Business Strengths

0 1 2 3 4 5 6

Marketing

Lease space

Retail

Proximity to larger centre

Business Weaknesses

Appendix XV – Redcliff Successful Similar Community Results Summary 
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New infrastructure

Low taxes

Green energy

Rising population
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Museum

Golf course

Close to airport

Local attraction

Sport complex/fields

Parks and Recreation

Tourism Strengths
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Outdated infrastructure

Marketing

Proximity to larger centre

Need more attractions

No big attraction
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Partnerships with regional communities
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Tourism Opportunities
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Regional Tourism

Economic Development

Wastewater

Partnerships to make both communities 
successful

No response
20%

Yes
30%

No
50%

Is there public transit?
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Work

Retire to community

Cost-of-living cheaper than larger centre

Bigger lots

Great schools

Parks/greenspace

Family oriented

Small town feel

What are the main reasons people move to your community?
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Appendix XVI – Redcliff Successful Similar Community Analysis 
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Blackfalds, AB 

 

Population (2016): 9328 

Population (2011): 6300 

Population Change: +48.1% 

Larger Centre: Red Deer 

Median household total income in 2010: $80,826 

Website rating: 1st 

 

Mission Statement 

To provide excellence in the area of Municipal Service to make available the highest possible 

quality of life to the residents of Blackfalds.  

 

Vision Statement 
Blackfalds is an active family community full of pride, commitment and opportunities reflecting 

an economically sustainable, self-sufficient, and safe living environment, with a balanced range 

of municipal services provided through innovation and proactive community partnerships. 

 

Marketing and Advantages 

Business 

 Low cost advantages – no additional municipal business tax 

 Support services for entrepreneurs 

 Highway access 

 Chamber of Commerce 

 

Tourism  

 3 campgrounds 

 New visitor centre 

 Golf courses 

 Skate Park 

 Spray Park – outdoor water park 

 

Residents 

 One of Alberta’s fastest growing communities 

 Recreational facilities 

 Parks and trail systems 

 Economic Development Plan for 2015-2020 

 Rural-feeling lifestyle 

 Fibre-optic telecommunication 
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Business SWOT 

Strengths 

 Services 

o Lifestyle 

o Retail 

 Industrial 

o Construction 

 Transportation 

Weaknesses 

 Lack of lease space 

o There is new development 

coming to address this 

Opportunities 

 New lease space 

 Population growth 

 Over 10,000 attracts franchises 

Threats 

 Competition in area for franchises 

(boundaries in relation to each other) 

 

Tourism SWOT 

Strengths 

 Lots of family recreation 

 Baseball diamonds 

 Recreational facility with outdoor 

water park 

Weaknesses 

 Need more development 

Opportunities 

 Partnerships with Red Deer and other 

regional communities 

Threats 

 Lack of asset base – need more 

development 

 

Partnerships 

Part of tourism Red Deer 

 

 

Public Transit? 

Yes – Red Deer operates transit and Blackfalds pays 50/50 with Lacombe 

 

Main reason for moving to community? 

 Rural-feel lifestyle 

 Affordable housing 

 Safe place to raise family 
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Box Elder, SD  

 

Population (2016): 9348 

Population (2011): 7800 

Population Change: +20.2% 

Larger Centre: Rapid City 

Median household total income in 2015: $48,652 (US Dollars) 

Website rating: 10th 

 

Mission Statement 

None stated 

 

Vision Statement 
None stated 

 

 

Marketing and Advantages 

Business 

 Chamber of Commerce 

 

Tourism  

 Gateway to Blackhills 

 Air and Space museum 

 

Residents 

 Home of Ellsworth Air Force base  
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Business SWOT 

Strengths 

 Small business 

 Gas station 

 Hotels 

 Factories 

Weaknesses 

 Proximity is difficult 

 Traffic count is not high enough 

Opportunities 

 Houses going up 

 Sports complex 

Threats 

 None stated 

 

Tourism SWOT 

Strengths 

 Air and space museum – trying to 

promote it more 

 Working on event centre 

Weaknesses 

 Too close to Rapid City – hotels are 

full – which was a good thing 

Opportunities 

 None stated 

Threats 

 None stated 

 

Partnerships 

Monthly regional meeting 

 

Public Transit? 

No – doing a study to see if there is a need 

 

Main reason for moving to community? 

 Fastest growing in state 

 Availability for housing – reasonable prices 

 Younger demographic  
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Brandon, SD 

 

Population (2016): 9923 

Population (2011): 8785 

Population Change: +13.0% 

Larger Centre: Sioux Falls 

Median household income in 2015: $73,065 (US Dollars) 

Website rating: 8th 

 

Mission Statement 

"The City of Brandon will create an environment for its citizens to build a better life by using 

resources wisely, managing growth and providing quality services in a safe and professional 

manner." 

Vision Statement 
None stated 

 

Marketing and Advantages 

Business 

 Chamber of Commerce 

 

Tourism  

 Golf course 

 Pool 

 

Residents 

 Small town feel 

 School system 

 Low crime rate 

 Low housing costs  
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Business SWOT 

Strengths 

 School district 

 Growing industrial park 

 Manufacturing 

 Auto Repair 

 Retail is picking up 

Weaknesses 

 Not much retail 

 Difficult to compete against larger 

centre 

 Challenge in showing benefits of 

buying local 

Opportunities 

 Space available 

 Building costs same as larger centres 

Threats 

 None stated 

 

Tourism SWOT 

Strengths 

 Racetrack is big track, but closed 

currently 

 Lots of kids programs 

Weaknesses 

 Hidden gems – people don’t know 

about them; no 1 big attraction 

Opportunities 

 None stated 

Threats 

 None stated 

 

Partnerships 

Cities work together. No official partnership other than be good neighbours 

 

Public Transit? 

No – have internal transit, but not to larger centre – it is a need for the community 

 

Main reason for moving to community? 

 Schools; small town feel with big city benefits   
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Coaldale, AB 

 

Population (2016): 8215 

Population (2011): 7493 

Population Change: +9.6% 

Larger Centre: Lethbridge 

Median household total income in 2010: $66,370 

Website rating: 7th 

 

Mission Statement 

None stated 

 

Vision Statement 
None stated 

 

Marketing and Advantages 

Business 

 Affordable industrial land 

 Competitive mill rate 

 Business incentive packages 

 Chamber of Commerce 

 

Tourism  

 Gem of the West museum 

 Alberta Birds of Prey Centre 

 Golf course 

 

Residents 

 Sportsplex 

 Small town living 

 ‘A wise choice’ tagline 

 New residential developments 

 Parks 

 Social media 
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Business SWOT 

Strengths 

 Manufacturing truck bodies; insulated 

concrete forms; windows 

Weaknesses 

 Proximity to Lethbridge 

 Not well known 

 Need better access to transportation - 

rail 

Opportunities 

 New lots available in commercial area 

 New infrastructure 

Threats 

 Compete with Taber – Taber is an 

industrial hub 

 

Tourism SWOT 

Strengths 

 Birds of Prey foundation and wetland 

around it – given $5.5 million to 

develop something 

 Junior B hockey team 

 Agriculture museum 

 Baseball diamonds 

 Part of Canadian Bad Lands tourism 

Weaknesses 

 Passed over for Lethbridge 

 Main street needs redevelopment – it 

will cost $4-6 million 

Opportunities 

 Will have regional trail system within 

the next 2 years 

Threats 

 None stated 

 

Partnerships 

Nothing formal 

 

Public Transit? 

Only a handi-bus – discussing potential for transportation – thinking autonomous vehicles may 

solve that problem 

Main reason for moving to community? 

 Work/job 

 Retired farmers 

 Unique community from Lethbridge 

 Lots of young families 
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Jordan, MN 

 

Population (2016): 6076 

Population (2011): 5470 

Population Change: +11.1% 

Larger Centre: Bloomington 

Median household income in 2015: $68,252 (US Dollars) 

Website rating: 6th 

Mission Statement 

None stated 

 

Vision Statement 
None stated 

 

Marketing and Advantages 

Business 

 Chamber of Commerce 

 

Tourism  

 Great downtown amenities 

 Restaurants 

 Antiques 

 Coffee & Bakery 

 Many historical buildings 

 Golf course 

 Minnesota’s largest candy store 

 

Residents 

 Great schools 

 Low taxes 

 Affordable cost-of-living 

 1 stop shopping 

 13 parks 

 Trail system 

 Video about community 
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Business SWOT 

Strengths 

 Downtown historical district - tourism 

 Thriving downtown business 

community 

Weaknesses 

 Not growing as much as they would 

like 

Opportunities 

 None stated 

Threats 

 None stated 

 

Tourism SWOT 

Strengths 

 Historical buildings 

 Ball park and host big tournaments  

Weaknesses 

 No hotel 

Opportunities 

 Talk with developers to try and get a 

hotel 

Threats 

 None stated 

 

Partnerships 

Strong relationships with surrounding communities 

 

Public Transit? 

No 

 

Main reason for moving to community? 

 Good school district 

 Nice park  
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Liberty Lake, WA 

 

Population (2016): 8637 

Population (2011): 7591 

Population Change: +13.8% 

Larger Centre: Spokane 

Median household income in 2015: $64,270 (US Dollars) 

Website rating: 5th 

Mission Statement 

Provide services with integrity by developing a partnership with residents and businesses, which 

focuses on quality of life, environment, and economic vitality 

 

Vision Statement 
The Liberty Lake community will maintain an environment that preserves and enhances natural 

surroundings through the harmony of planned architectural design and green space. Our 

community will achieve its quality of life by creating a safe, friendly environment in which 

community involvement promotes recreational opportunities and civic pride. Liberty Lake 

encourages and supports leading-edge technology and a progressive business environment, 

which ensures a diverse, prosperous and financially secure community.  

 

Marketing and Advantages 

Business 

 Land available 

 Regional Chamber of Commerce 

 

Tourism  

 3 campgrounds 

 New visitor centre 

 Golf courses 

 Skate Park 

 Spray Park – outdoor water park 

 

Residents 

 Trail system 

 Parks 

 Golf courses 

 Excellent education system 

 Abundant views 
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Business SWOT 

Strengths 

 Technology companies 

 Insurance headquarters 

 Banking 

Weaknesses 

 Compete with Idaho – last stop in WA 

 State has expensive social justice 

policies that Idaho does not 

 No big malls 

Opportunities 

 None stated 

Threats 

 Online shopping 

 

Tourism SWOT 

Strengths 

 3 golf courses 

 Lots of trails 

 Great parks 

 Strong infrastructure 

Weaknesses 

 Growing pains 

 Some tension from anti-growth 

Opportunities 

 None stated 

Threats 

 None stated 

 

Partnerships 

Many partnerships 

 

 

Public Transit? 

None stated 

Main reason for moving to community? 

 Safe 

 Clean 

 Greenspace  
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Martensville, SK 

 

Population (2016): 9645 

Population (2011): 7716 

Population Change: +25.0% 

Larger Centre: Saskatoon 

Median household total income in 2010: $93,373 

Website rating: 2nd 

 

Mission Statement 

Martensville is a growing community where we believe in encouraging and developing a 

healthy, safe and active lifestyle through people, partnerships and opportunities, making the city 

a great place to call home 

 

Vision Statement 

Martensville is a community of families, friends, and neighbours where we work together, play 

together, and grow together in a safe, active, and healthy environment - Martensville is a great 

place to call home. 

 

Marketing and Advantages 

Business 

 Lowest commercial taxes among Saskatchewan cities 

 

Tourism  

 3 campgrounds 

 New visitor centre 

 Golf courses 

 Skate Park 

 Spray Park – outdoor water park 

 

Residents 

 One of Western Canada’s fastest growing cities 

 Recreational and sports facility 

 Parks 

 Trail system 

 Over 30 community events each year 

 New schools 

 Small town feel with amenities of a big city 

 Video about community 
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Business SWOT 

Strengths 

 Retail and service 

 Trades 

Weaknesses 

 Industrial capacity 

Opportunities 

 Continued retail growth 

 Transportation/service 

 Clean energy 

Threats 

 Rising business cost 

 Difficult for smaller entrepreneurs 

 

Tourism SWOT 

Strengths 

 Speedway – home of auto sports in 

Saskatchewan 

Weaknesses 

o No big attraction 

o No history 

Opportunities 

 Major recreational amenity 

Threats 

 None stated 

 

Partnerships 

Many arrangements with Saskatoon 

 

 

Public Transit? 

Regional shuttle – private company 

 

Main reason for moving to community? 

 Cheaper than Saskatoon 

 Bigger lots 

 Safe and family oriented 

 Young demographic 
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Medina, MN 

 

Population (2016): 5973 

Population (2011): 4892 

Population Change: +22.1% 

Larger Centre: Plymouth 

Median household income in 2015: $132,045 (US Dollars) 

Website rating: 9th 

 

Mission Statement 

None stated 

 

Vision Statement 
None stated 

 

Marketing and Advantages 

Business 

 Regional Chamber of Commerce 

 

Tourism  

 Nothing directed towards tourism 

 

Residents 

 Trail system 

 Golf course 

 Recreational area 
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Business SWOT 

Strengths 

 Industrial use 

 Software company 

 Polaris corporate headquarters 

Weaknesses 

 None stated 

Opportunities 

 Lots of property for business 

development 

 Rising population 

Threats 

 None stated 

 

Tourism SWOT 

Strengths 

 Parks 

 Recreational area 

Weaknesses 

 Only 1 hotel 

Opportunities 

 Develop hotels 

Threats 

 None stated 

 

Partnerships 

Service and emergency agreements 

 

 

Public Transit? 

No – some would say they need it, but there is nothing planned for the future 

 

Main reason for moving to community? 

 Rural character 

 More space than in an urban centre  
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Portugal Cove – St. Phillip’s, NL 

 

Population (2016): 8147 

Population (2011): 7366 

Population Change: +10.6% 

Larger Centre: St. John’s 

Median household total income in 2010: $82,894 

Website Rating: 4th 

 

Mission Statement 

To provide excellence in the area of Municipal Service to make available the highest possible 

quality of life to the residents of Blackfalds.  

 

Vision Statement 
Blackfalds is an active family community full of pride, commitment and opportunities reflecting 

an economically sustainable, self-sufficient, and safe living environment, with a balanced range 

of municipal services provided through innovation and proactive community partnerships. 

 

Marketing and Advantages 

Business 

 Advice and support services 

 Regional Chamber of Commerce 

 

Tourism  

 Tourism is one of the fastest growing industries in the province 

 Regatta festival 

 Historical landmarks 

Residents 

 Many community events 

 Big backyards 

 Trail system 

 Small town values 
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Business SWOT 

Strengths 

 Agriculture – root vegetables and 

leafy greens 

 Construction 

Weaknesses 

 Not many rental places 

 Mixed zoning for businesses 

Opportunities 

 About to get Chamber of Commerce 

 Build places to rent 

 Better zoning 

 Continue to support local businesses 

Threats 

 Economy 

 Difficult to get to community 

 Limited expansion space 

 

Tourism SWOT 

Strengths 

 Gateway to Bell Island 

 5-6 Restaurants 

 Cost to airport 

 B&Bs 

Weaknesses 

 Not much experiential things to do 

Opportunities 

 Great potential and opportunity 

Threats 

 Hard to differentiate from different 

communities 

 

Partnerships 

Not much directly with St. John’s – lots of projects regionally 

 

 

Public Transit? 

Only taxis – May do something in the future, but difficult to link with ferry schedule 

 

Main reason for moving to community? 

 Balance of urban and rural 

 Picturesque 

 Green space 

 Older demographic on older side of town  
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Warman, SK 

 

Population (2016): 11020 

Population (2011): 7104 

Population Change: +55.1% 

Larger Centre: Saskatoon 

Median household total income in 2010: $88,321 

Website rating: 3rd 

 

Mission Statement 

Warman’s progressive leadership style is committed to building a community through the 

strength of partnerships in a fiscally responsible and visionary approach, so that we may continue 

to grow in a managed fashion while preserving and enhancing features that make Warman 

unique. 

 

Vision Statement 
The Community of Warman seeks to promote and support a high quality of life and opportunities 

for its stakeholders. Through progressive leadership and a diverse team approach, we envision a 

safe and caring community. Our citizens, their pride and commitment to our community, will 

always be the path to our success. 

 

Marketing and Advantages 

Business 

 Assist entrepreneurs and small businesses to start-up and expand 

 ‘Open for business exhibition’ 

 Chamber of Commerce 

 

Tourism  

 Recreational facilities 

 

Residents 

 Trail system 

 Parks 

 Fastest growing small city in Saskatchewan 
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Business SWOT 

Strengths 

 Retail 

 Manufacturing 

 Agriculture 

Weaknesses 

 Proximity to Saskatoon is difficult 

 No large scale sites for retail 

Opportunities 

 Lowest tax gaps in province 

Threats 

 Saskatoon 

 

Tourism SWOT 

Strengths 

 Best golf course 

 Parks and recreation huge 

Weaknesses 

 No big attraction 

Opportunities 

 None stated 

Threats 

 None stated 

 

Partnerships 

Have an economic development partnership 

 

Public Transit? 

Private company – AV transit – the demographic moving to Warman don’t need it 

 

Main reason for moving to community? 

 Feels like home 

 Infrastructure planned very well 

 Young people 

 Snow removal 
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